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“Reporting live on the

Our Voice Connection

guarantees against double

scene,” is your news team’s Is Unheard Of Elsewhere. booking. And five minute
all powerful lead-in with Only NEWS EXPRESS increment feeds assure cost
NEWS EXPRESS®" satellite features voice communica- effective access.

news gathering service tion independent of video. News Express Leads;
from GTE Spacenet. Which means your people Your Audience Follows.

Experience has made us
America’s leading provider
of Ku band capacity. Cus-
tomers like ABC, CBS, and
CNN encourage our leader-
ship position.
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N YACNTIHM

can talk to the station...or to
any location worldwide.
‘We Have More
SNG-Dedicated
Transponders Than
All The Competition
...Combined.

In fact, a specially de-
veloped scheduling program

Don't leave the potential
for increasing your audience
share up in the air. Contact
our Broadcast Services
Marketing Office at (703)
848-1300.

(E&13 Spacenet

1700 Old Meadow Rd.. McLean, Va. 22102
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Why Shamrock chooses to use the best:

“The reason The Research Group is so sought
after is much more than just the research.”

*“One of the things that really sets
The Research Group apart is their broad

radio experience. The entire professional staff @I}’ﬂ@ "[’ T][‘f‘@@k

has worked in station management and they

really know the business. We found that most F@@@]@@@ﬁﬁ[ﬁ]@

researchers deliver the research, but don't give

you specific effective recommendations. It’s F
different with The Research Group. Since J_f{ "4?'%
they've been broadcasters at competitive Fa [}
winning stations, they can help you translate L&]_m : i';
the findings of their work into an action plan. g 1= '“f%;}f'ﬁh
A plan that really works. With The Research ‘3 e 4 D e
Group the big difference is real know-how in L ARl VY
programming and promotion, as well as research. ;1'.}_'- \ Fem
And that’s the difference that makes their A N e
clients win.” s VIR AN T
Bill Clark £\ N L4 5
President 1 :}r’ ok "%{ A <'| lJ=
Radio Division . W M LY,
Shamrock Broadcasting Company |~y N ks | F
| = -.'| 4 | e """:-' | . L
\'-:\ \ § \l

If you’re serious about improving your ratings and profits, please
contact us today.

Please send me more information about
The Research Group.

Name/ Title
Station
Address

Send to: The Research Group
Metropolitan Park, Suite 1200
1100 Olive Way
Seattle, WA 98101

or, for more information, call: Larry B. Campbell, President— 206/ 624-3888

In almost every field, there is a company that has earned a reputation as the leader.

The Research Group

Radic’s Strategic Research Team

METROPOLITAN PARK, SUITE 1200, 1100 OLIVE WAY ¢ SEATTLE, WA 98101 * (206) 624- 1888



KICU-TvY
SAN JOSE/SAN FRANCISCO
HAS JUST CHOSIEN
FHE MOST
AGCGRESSIVE ALLY
N TELEVISION.

-

KICU-TV delivers over one million homes each week.

BLAIR. ONLY BLAIR. g

Television




Why did Fred Godley call Americom
to sell WHOM(FM) in New England?

“1did not know who to trust to talk
about selling our station. Several
brokers contacted us, and 11iked the
way Americom did business. They
had an excellent knowledge of my
station’s value (a super power Class
B FM in New England). When we
talked value, they gave us the highest
price we could expect and did not
inflate the price to get a listing. Our
people are very important to us and
we didn’t want the station shopped
around. Americom produced a
small handful of qualified buyers.
The result . . . $7,000,000

and no covenant, no seller note.”

Fred Godley, Jr

Chairman

Which selling strategy helps you reach your objectives?

1C0nﬁdential Marketing 2 Americom Auction 3 Negotiated Bid

Minimizes your station’s exposurc
by personally pre-qualifying 15
buyers and selecting the five hot-
test buyers to review with you
before re-contacting them with
your station’s details.

Involves wide exposure of your
property’s availability, financial
performance and operating infor-
mation 10 maximize the pool of
buyers and achieve the highest
offer from the auction’s most ag-

Your station's sensitive informa-
tion is handled discreetly but
public exposure of its availability
is used to increase the pool of
buyers to produce the highest
possible offer.

gressive bidder. |

Americom offers you a choice of selling strategies
and the ability to get financing for buyers.

Americom’s Financing Services

Because we work with leading lenders on a daily basis, we can provide you with financing over $3,000,000 by
structuring a loan package that may include senior debt, mezzanine layers and pure equity.

Refinancing: By reviewing your current debt structure, Americom can help you arrange refinancing if you
anticipate debt scrvice short falls. Call before your bank eliminates refinancing options.

AMERICOM

Radio Station Brokerage & Financing

1130 Connecticut Avenue, N.W. / Suite 500 Washington, DC 20036 (202) 737-9000
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Wall-to-wall from the NAB in Dallas
Fox debuts its prime time lineup
Coverage from CAB

DALLAS DOINGS O Broadcasiers gather in Dallas
for packed convention that finds them facing
choice between two regulatory and operating
paths. PAGE 43.

TISCH TaLK O CBS Chief Executive Officer
Laurence Tisch chronicles where broadcasting
industry has been and where it's going in NAB
convention address. PAGE 44,

NAB 87 O Departing FCC Chairman Mark Fowler
tells NAB crowd that industry needs backbone to
fight for its First Amendment rights. PAGE 55. Four
other FCC commissioners, plus NTIAs Al Sikes,
review issues pending in Fifth Estate. PAGE 56.
New House Telecommunications Subcommittee
Chairman Ed Markey previews policy goals. PAGE
58. Congressmen provide glimpse of upcoming
debate on license renewal reform legislation.
PAGE 60. Congressional and FCC staffers differ over
must-carry sunset, renewal bill. PAGE 60.
DeConcini announces music licensing hearing.
PAGE 61. Ritter pushes for antitrust exemption for
technological research. PAGE 63. FCC's McKinney
reviews progress on AM duopoly, fairness
doctrine. PAGE 64. FCC's Killory addresses
indecency question. PAGE 64. Lawyers cover wide
range of topics at ABA seminar. PAGE 65. Fritts
endorses creation of NAB technology center.
PAGE 68. Broadcasters continue to make switch to
half-inch format. PAGE 68. High-definition
television draws its share cf interest at NAB. PAGE
70. Growth of satellite newsgathering vehicles
continues at rapid pace. PAGE 71-72. FMX future
appears bright despite slow progress in past
year. PAGE 73. AM news: Motorola pushes its
system. PAGE 74. Broadcasters get a listen to
NRSC slandard. PAGE 74. Martin Umansky honored

with Distinguished Service Award. PAGE 76. Low-
power television operators seek to increase
visibility. PAGE 77. Tax law changes have affected
the way broadcasters operate and sell their
stations. PAGES 80-81. Network researchers review
progress on people meters. PAGE 82. Condom
advertising debated. PAGE 84. RAB's Stakelin
urges salesmen to get on the stick. PAGE 85. Trout,
McCtendon and Storz inducted into Radio Hall of
Fame. PAGE 86.

STARTING UP 01 FOx takes to the airwaves with its
first prime time lineup of programing. PAGE 88.

TOP VIEW O NBC’s Brandon Tartikoft says network
study reveals VCR's are helping network, PAGE 90.

FOREIGN SHORES O Procgramers, syndicators and
distributors gear up for MIP. PAGE 90.

FULL-STEAM AHEAD O Cablelelevision Advertising
Bureau convention hears bullish words on future of
business. PAGE 94,

TAXING AFFAIR O Many states, (ooking to replace
lost revenue, are examining taxing advertising-
expenditures. PAGE §6.

BAKER’S DOZEN O Group W's Bill Baker is chosen
to head channel 13 WNET(TV) New York. PAGE 102.

COLOR COMPETITOR O American Film Technologies
enters colorization field. PAGE 105.

SPORTSMAN O ABC Sports President Dennis
Swanson keeps a host of balls in the air as he
oversees the diversifying interests of that
division. PAGE 127.
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Dug in

FCC Commissioner Mimi Dawson has
reportedly decided to continue serving at
agency. Speculation that she might move
to higher government post or to private
sector has churned intermittently since
White House announced that
Commissioner Dennis Patrick would be
named chairman when Mark Fowler left
{BROADCASTING, Feb. 9). It started anew
with word that Dawson’s husband. Rhett
B. Dawson, had accepted assignment as
senior aide to President Reagan (see “In
Brief”). Yet Dawson and Patrick have
reportedly developed close working
relationship, and she reportedly is
enjoying her job.

Ambitions

Word around radio rep community last
week was that Katz Communications is
nearing deal to acquire Eastman Radio,
New York-based national radio rep
company. That follows report that Katz,
which operates Katz Radio, Christal Radio
and Republic Radio rep firms, may soon
buy Blair Radio from Reliance Capital
Group Ltd. Partnership (“Closed Circuit.”
March 16.) Ken Swetz, president of Katz
Radio Group, said there have been
“conversations™ with both Eastman and
Reliance.

Wrath of Kahn

Upset by FCC Mass Media Bureau Chief
Jim McKinney’s apparent endorsement of
Motorola C-Quam stereo system at NAB
convention last week (see story, page 64).
Leonard Kahn, proprietor of rival Kahn
single-sideband system, said he arranged
meeting with McKinney in Washington
next week “to explain the facts so he’s
better informed when he makes his next
pronouncement.” During meeting, he said,
he will play tapes that he believes contain
audible evidence of C-Quam’s technical
inferiority.

Holdout

Tele-Communications Inc. and United
Cable, apparently still unwilling to
encourage in any way cable programers’
migration to Ku-band satellites, have yel to
accept free Ku-band earth stations from
HBO. To make RCA Americom’s year-old
Satcom K-I Ku-band bird more attractive
to programers, HBO and RCA decided to
give away Ku-band dishes to 2.600
systems serving 75% of all cable homes.

In addition to marketing slots of Satcom
K-1, HBO and RCA have formed joint
venture to build and launch in early
1990’s two similar Ku-band satellites.
Satcom K-3 and Satcom K-4.

Some cable operators. most notably
TCI. have expressed concern that Ku-
band satellites, because they are more
powerful than C-band birds. will give
programers ability to bypass cable
systems. beam programing directly to
homes. They also don’t want to see C-
band reception equipment become
obsolete. HBO has reportedly tried to
mitigate concerns of all by promising
operators exclusive Ku-band distribution
rights within cable franchises. Strategy
may be paying off. Although TCI and
United still aren’t playing ball, said RCA
official, other eight MSC's among top 10
are. In fact, he said. about 1,000 dishes
have been accepted.

Runners

Contest for chairmanship of National
Association of Broadcasters radio board is
brewing. Until last week only candidate
for post was Jerry Lyman. radio vice
chairman and president of RKO Radio.
But Ray Lockhart of KOGA-AM-FM
Ogallala, Neb., let it drop during NAB
convention in Dallas that he would
challenge Lyman. Originally, Lockhart
had declared for radio vice chairmanship.

Return engagement

FCC Chairman Mark Fowler may not
have made his last major appearance at
National Association of Broadcasters
convention. Although he will leave
commission April 17. he could be next
year’s recipient of NAB’s Distinguished
Service Award. Commissioner James
Quello’s suggestion, at regulatory panel at
convention last week. that Fowler be
recommended for award was greeted with
applause. Later. NAB president Eddie
Fritts said Fowler is “a front runner” for
that honor.

e —————
Crossed signals

Difference of opinion on syndicated
exclusivity surfaced during Dallas board
meeting of Association of Independent
Television Stations. One of largest
members—Tribune Broadcasting—
presented its conclusion that life would be
better. both for its operations (including
superstations WGN-Tv Chicago and
wPIX|TV] New York) and other
independents with regional reach, under

Broadcasting Apr 6 1987
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present policy. Nevertheless, board voted
to stand fast for reimposition of rule.

Also at odds within membership: what
to do about channel repositioning (other
than to keep stations where they've been,
which is what INTV wants). Some U’s are
reluctant to accept on-channe! solution.
some V's oppose putting all stations in
VHF tier. INTV elected to stick by its
agreement (part of must-carry
compromise) not to mount legislative
effort to repeal cable’s compulsory license
although it will file comments at FCC.
And while it has pulled back on admitting
telcos 1o cable competition, INTV will
continue to search out alternative solutions
to what it considers cable monopoly.

Mr. Smiths go to Vegas

National Cable Television Association
will spend tens of thousands of dollars to
take few dozen congressmen to its annual
convention in Las Vegas next month (May
17-20). NCTA played host to 46
members (nine senators and 37
representatives) at its convention in
Dallas last year. But because round-trip to
Las Vegas can’t be managed in one day
and lessening of cable's legislative activity,
NCTA expects to entertain slightly fewer
this year. Among those who have already
accepted: Senator and former House
Telecommunications Chairman Timothy
Wirth (D-Colo.); House Copyright
Subcommittee Chairman Robert
Kastenmeier (D-Wis.), and Senate
Commerce Committee member Ted
Stevens (R-Alaska). NCTA wasn't saying
last week what kind of honoraria it was
paying congressmen. but if history is any
guide, it will be at least $1.500 apiece.
NCTA is also picking up air fare and
accommodations.

Money bags

Financing capabilities of cable brokerage
firms is attribute that station brokers find
increasingly appealing. Within past

month both Blackburn & Co. and
Chapman Associates have hired
designated person to arrange bank. venture
capital. and other forms of financing.
Chicago-based Steven J. Pruett, who also
is managing general partner of WMSN-TV
Madison, Wis.. will be affiliated with
Blackburn and will “assist qualified
companies in all phases of financing in the
$10-million-10-$50-million range.™

Robert J. Maccini, former head,
communications lending, Cld Stone

Bank. will work out of Boston for
Chapman.



NEW FROM TRANSTAR

Designed like no other
format in history...“AM
Only”™ has been engineered
with all the quality, all the best
strategic and comprehensive
music research, that has made
Transtar formats winners in the
most competitive markets in
America. But this format is
made specifically to win
saleable ratings on AM radio
stations. It is focused on 35 to
54 year olds who use AM every
day...AM users in the “Money
Demos.”

Please send me more information on “AM Only"* today!

| Name/Title:

Transtar’s “AM Only™ is
for those people who love the
great songs by the great artists.
The original hit songs by the top
performers, from Frank Sinatra
to Patti Page, from the Mills
Brothers and Nat King Cole to
Benny Goodman, Perry Como,
Johnny Mathis, Andy Williams,
the Crew Cuts and many more
... with no “stiffs.” It’s all music
aimed at saleable adult demos,
all available live 24 hours a day
from America’s quality satellite
network.

[ Station:

| Address:

Phone:

) Send To: 660 Southpointe Court, Suite 300, Colorado Springs, Colorado 80906

e cn e - — — e — — —

THE NEXT FORMAT
FOR THE MONEY DEMOS.

Available on a market-exclusive basis.
First come-first served.

1-800-654-3904
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The Quality Satellite Network






We sqid...

There has never g
ever, been another show like if!

And now ifs...
ABC’s #41 Program forth

e season!

And already...
Sold in 76 markefs!

—

ision index On Line Ranking 1986-87 Season 9/15/86

WARNER BROS. TELEVISION D
A Warner Communications Company

lSTRlBUT10N



Scrambled get-together

Legislation to promote fair marketing of
scrambled satellite signals was introduced
in the Senate last Tuesday (March 31) by
Senator Albert Gore Jr. {(D-Tenn.) and in the
House by Representative Billy Tauzin {D-
La.). The bills, both titled the Satellite Tele-
vision Fair Marketing Act, are similar to S.
2823, which failed 54-44 in a Senate vote
last fall, but have three new provisions: (1) a
requirement that the FCC initiate a rule-
making to find ways to expand commercial
network programing into rural areas; (2) a
section charging the Federal Trade Com-
mission with conducting an investigation to
insure that the satellite marketplace is com-
petitive, and {3) a prohibition on the encryp-
tion of Public Broadcasting Service pro-
graming intended for public viewing and of
Armed Forces Radio and Television Service
programing not covered by multinational
trade agreements. The new legislaticn has
eight co-sponsors in the Senate, all Demo-
crats—Gore, Dale Bumpers (Ark.), Wendell
Ford (Ky.), David Pryor (Ark), Jim Sasser
{Tenn.), Jay Rockefeller (W.Va.), Thad Coch-
ran {Miss.) and Terry Sanford (N.C.}—and
mote than 35 co-sponsors in the House.

At a press conference introducing the bill,
Tauzin emphasized it does not prohibit
scrambling but is designed to “insure that
the viewing rights of home satellite dish
owners are protected, and [that] they will
not be locked out of getting satellite trans-
mitted broadcasts.” Gore said that dish
owners are willing to pay a reasonable price
for programing and “ask only that the price
be fair and that it be established by the mar-
ketplace.” Currently, he said, the market-
place is distorted because the supply of pro-
graming is “controlled by a technological
competitor to the satellite dish industry.”
Gore claimed he had evidence that pro-
gramers have been threatened by cable
MSO's which have told them: " 'If you do
not scramble, then you may very well lose
access to the lucrative cable market and
that could cause you to go into bankrupt-
cy." "

Among other things, the legislation
would (1) insure that dish owners have ac-
cess to satellite signals; (2) require pro-
gramers who choose third parties for distri-
bution to refrain from discriminating among
distributors who meet their standards; (3)
give the FCC the authority to set standards
for encryption; (4) charge the Federal Trade
Commission with investigatory responsibi-
lity to insure that the marketplace is com-
petitive.

The congressmen voiced their displeas-
ure with the attenticn given the issue by the
FCC and the FTC. Gore blasted a recent
FCC finding that the market for scrambled
programing is healthy (BROADCASTING,
March 30), saying: “The FCC's review was
very cursory and ideologically colored, and it
didn't amount to a hill of beans.” The remark
drew applause from the audience, many of
whom sported “K-SAT Army" badges and
armbands. Gore also said FTC Chairman
Daniel Qliver had shown “extreme reluc-
tance” in following up on Gore's request for
an investigation into the backyard earth sta-
tion marketplace (“In Brief,” Feb. 23), claim-
ing jurisdiction overlapped with that of the
Justice Department.

Gore claimed there is a good chance for
passage of the bill this year. "The reason we
have a good chance is very simple: There is
strong grass-roots support throughout
America on behalf of people at the grass-
roots level who understand how unfair the
current situation is," he said. The success of
the legislation “will depend on whether or
not the owners and dealers in satellite
dishes are willing to put in the kind of work
that was put in last year,” he said.

The Satellite Broadcasting and Commu-
nications Association, an organization re-
presenting the home dish industry, said it
supports the legislation, although it "is con-
cerned about the ambiguity of several of the
bill's provisions. . .," especially the one call-
ing for an FCC-mandated encrypticn stan-
dard, which it said "would severely limit in-
novation, and hinder rather than help the
satellite dish industry.” SBCA said it would
withhold commment on the section requiring

DREANM COME TRUE

e Nel sl L, e
Competitive Price

(317) 962-8596

Supeier

COMTECH
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ALLIED

Satellite EQuipment
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FTC investigation until the FTC responds to
Gore's written request.

Fashion shopping

The Fashiocn Channel, a new cable network
launching July 1, is taking home shopping a
step further, by limiting its offerings to
clothing (all kinds) and clothing accessories.
The channel is the brainchild of Charley
Gee, a former clothing and textile manufac-
turer based in Los Angeles. Gee will control
the company, although significant equity
interest is held by 23 charter MSO affiliates,
including United Cable, which holds the
largest interest among cable operators,
some 20%. The other MSQ's hold a couple of
percentage points each. In the next couple
of weeks, TFC will file a prospectus with the
SEC offering 15% of the company to the
public.

According to Gee, he decided to launch
the channel as a response to what he sees as
an “almost impossible” crunch that domes-
tic clothing manufacturers find themselves
in as a result of consolidation among majot
retailers, as well as the federal government's
elimination of just about all import quotas on
foreign clothing manufacturers. The way
Gee see’s it, the channel offers manufactur-
ers an opportunity to get a much quicker fix
on which new designs will catch on with
consurners at a clip that “no retail system in
the country” can match.

United got involved in the early stages of
the planning after media consultant Michael
Marcovsky brought Gee and United execu-
tives together. One of those executives,
Sherry Herman, director of programing, was
so impressed with Gee's plan, that she end-
ed up joining TFC as vice president of sales
and marketing. “"Most cable Operators are on
board with home shopping,” she said last
week. "But the industry is just beginning to
deal with long-term strategic issues,” she
said, such as differentiation among shop-
ping services.

The service will launch on Satcom IV,
transponder 14, but Herman said TFC was
negotiating for a bird with broader distribu-
tion than the 21 million homes reached by
Satcom IV. Affiliates will not pay a monthly
fee, and will receive 5% of all sales derived
from the channel in their areas. The service
will be up and running in June to work out
bugs before the official July launch. Initially,
the service will air eight live hours a day and
four taped hours, expanding to 24 hours
“hopefully” within the first year, said Her-
man. In addition to United Cable, the
charter affiliate list (MSQO's are being asked
to roll out the service to as many of their
systems as they can over a three-year peri-
od) includes: Cox, Viacom, Century, Rifkin,
American Cablesystems, ATC, Cablevision
Industries, Cardinal Communications, Con-
tinental, Maclean Hunter, Masada Coip.,
Newhouse, Omega, Paragon, TCI, Teleca-
ble, Times Mirror, United Artists Cablesys-
tems and United Video Cablevision. Gee be-
lieves TFC will reach five million subscribers
at launch.



A-RARE BEAR!

i A ) America’s “1 Talking Toy Is Now #1 With Stations!

‘ ‘ OF
EDDY RUXPIN
We put Teddy Ruxpin™ to the test
in a mini- series the week of March 9.
Result: He's a big winner!
He topped February’s time period
ratings where he replaced animated

programs throughout the overnight
markets.

NEW YORK (212) 416-3000

CHICAGO (312) 943-0707 17

LOS ANGELES (213} 859-1055 " 48
@ 1957 LBS Communtcalions Inc. £1987 Aichemy 1t inc_'Waorids of Wonder, Inc. All nghis reserved.



Reaching for the starsin




“If you want the best, you buy the best. We believe in making money by being

number one and our bet is that Cosby will keep us there.”
Bill Frank, Presideni and General! Manager, KCOP-1'V Los Angeles

Los Angeles.
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I K-SAT demonstration. Tha "kK-Eal army” rallisd in Washington last week to voice suppornt
for the Satelite TV Fair Marketing fol wiich was introduced by Senator Albert Gore (D-
Tann ) in the Serate and by Represenative Hilly Tauzin (D-La.) in the House (see page 10)
The demonstration, dampenisd by steady rain. drew about 50 spectators. Above, Chuck
Rawson, tha spf-describes founder end leader of the K-Sat Army, exhorts his troops

Numbers up

23,726,220 households, Nielsen said. Ac-

cording to Arbitron ratings, as of February,

According to Nielsen Media Research, U.S.
cable penetration for February 1987 reached
48.7%, or 42,820,780 homes (including Alas-
ka and Hawaii). This reflects an increase of
4% since February 1986; 9% since February
1985 and 68% since February 1982 when

cable penetration was estimated at 29%, or  and 25% in February, 1982.

1987, 48.2% of all U.S. households were
wired to cable (about 42,215,900 house-
holds, not including Alaska and Hawaii). Ar-
bitron said that was a 7.7% increase over
February 1986, when cable penetration was
at about 45.5%, compared to 43% in 1985
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“With the help of Tribune
TV Log ads like this...

% ‘Escape From Sobibor’

True Story of Largest
Escape from Nazi Camp
CHRYSLER SHOWCASE!

Chrysler stays ahead of
the competition!”

As Lee lacocca says, “You
stand still in the car business and
-l you get run over.” Competition
for car buyers is tough and you've
got to be innovative if you want to
be successful.

That's why Chrysler is so proud
to be bringing 'Escape From
Sobibor’ to a network audience
Sunday, April 12th, on CBS at 8
p.m. EST. This chilling, fact-based
drama is about the largest
prisoner escape from a Nazi death
camp in World War Il

To help alert viewers to this
remarkable program, Chrysler is
using Tribune TV Log ads as part
of its intense promotional effort.
Tribune TV Log is another
innovative way Chrysler is Staying
in front. These four-line ads reach
the potential viewer at just the
right time, In just the right place
— the TV listing page.

At Chrysler, we're very proud of
this program, a program too
important tO miss.

A% CHRYSLER
Ya¥ MOTORS

TribuneTV

The right time
The right place
The right audience

For more information
about Tribune TV Log'’s
115 markets and more
than 589 newspapers,
please call
(212)687-0660.

©Tribune Media Services



A broadcast education commentary from Lou Prato, Medill School of Journalism, Northwestem University, Evanston, |lI.

Bringing together
broadcasters and educators

If there is one area of universal agreement
within the often fractious entities that make
up the electronic media, it is the perception
that something is lacking in the college edu-
cation of those who have just entered the
industry.

This has been especially true at radio and
television stations where complaints have
been rampant among executives in news,
programing. sales production and promotion
about the inadequacy of college preparation.

The prime criticism has been that recent
graduates have unrealistic expectations and
have not been trained in the fundamental
needs of the business. Critics charge that too
many new employes lack the basic skills re-
quired to meet minimum standards.

For example, broadcasters wonder why
they have been flooded with a torrent of ap-
plicants for the limited number of news re-
porting positions available when other entry-
level jobs leading to careers in the industry
g0 vacant.

The academic community, naturally, has
been defensive—reacting angrily and oft-
times belligerently to such criticism. Educa-
tors say some of the criticism may have va-
lidity but has been exaggerated to the point
of being counterproductive to both academia
and the electronic media.

There have been attempts by some indus-
try leaders and educators to resolve this con-
flict gracefully in the past few years. The
National Association of Broadcasters helped
create the Broadcast Education Association
for this purpose. Such groups as the Radio-
Television News Directors Association and
the International Radio and Television Soci-
ety have tried to improve their relationships
with special projects designed for faculty
and students.

But until recently, success has been
mixed. Broadcasters frequently found their
academic efforts overshadowed by competi-
tive industries such as newspapers and ad-
vertising. Too often, broadcasters discov-
ered, university deans and presidents catered
to the demands and whims of the more finan-
cially supportive publishers and Madison
Avenue executives.

That may be changing. For the first time.
several major electronic media organizations
are working together with groups represent-
ing administrators and faculty of schools
with mass communications and journalism
programs to discuss mutual concerns and
problems.

This was not a spontaneous occurrence
but started when a few broadcasting associ-
ations—independent of another—became
disgruntled with and frustrated by the aca-
demic response to their involvement in edu-

Lou Prato has been assistant professor/
director of broadcasting in the graduate
division of Northwestern University's Medill
School of Journalism since 1983. He is also
treasurer of the Radio-Television News
Directors Association. Before joining Medill,
Prato was news director at woTn-Tv Dayton,
Ohio, from 1977 to 1983. A graduate of
Pennsylvania State University, he joined wwJ-
AM-FM-Tv Detroit in 19692 as assistant news
director and became news director. He was
with NBC Radio in Chicago, from 1975 to
1977, before joining woTn-Tv He has also
held faculty positions at Wayne State
University and Wright State University.

cation. Acting separately. each organization
began to restructure its academic activities
while also complaining openly about its pro-
grams.

The immediate contention point was the
official accreditation process and the belief
that broadcasting interests were not being
represented properly. Specifically, broad-
casters had complained that the accrediting
council was dominated by newspaper orga-
nizations and was not accurately reflecting
college enrollment in broadcast journalism
and mass communications. While lamenting
accreditation, leaders of the broadcasting
groups realized they had other mutual con-
cerns about education.

The catalyst for what is now evolving be-
gan last winter when the NAB brought half a
dozen media organizations together in Was-
ington to discuss the education problem. At
the forefront were two former professors,
John Abel, an executive vice president of the
NAB, and Charles Sherman, then chairman
of the BEA and general manager of wHOI-TV
Peoria, 11l. Their agenda, it turned out. coin-
cided with that of John Spain, the president
of RTNDA and news director at WBRZ(TV)
Baton Rouge, who had made education a
priority in RTNDA affairs. Spain already
had impressed many academics with his
positive approach toward improving rela-
tions.

Accreditation was just one of the prob-
lems discussed at that small winter gather-
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ing, but it was so consequential that the
NAB and RTNDA believed all broadcasting
organizations needed to be involved in the
issue. So accrediting became a major topic
when the NAB invited 40 broadcasting
groups to Washington last May for a pre-
viously planned but rare summit meeting on
various industry issues.

That summit meeting (which NAB now
hopes to duplicate annually) produced a suc-
cinct but strong resolution calling on the Ac-
crediting Council on Education in Journal-
tsm and Mass Communications to give
broadcasters more representation. The
broadcasters also agreed to send a high-
powered delegation to discuss the issue with
Secretary of Education William Bennett,
whose department sanctions all accrediting
councils.

The action taken at that summit and the
heightened interest in education by NAB and
RTNDA leadership attracted the attention of
the two principal academic organizations
concerned with print and electronic media:
The Association for Education in Journalism
and Mass Communications (AEJIMC) and
the Association for Schools of Journalism
and Mass Communications (ASIMC). The
leaders of the two groups invited the NAB,
BEA and RTNDA to a June meeting in
Memphis to discuss mutual problems.

This was a major breakthrough. Finally,
broadcasters had reached parity with print in
the upper echelons of the academic commu-
nity—conferring with the deans and admin-
istrators who determine policy.

What has resulted since that initial meet-
ing in June is the formal establishment of an
organization involving more than two dozen
major electronic media associations and
their academic counterparts in journalism
and mass communications. Known by the
initials CEEM, which stands for the Council
on Education in the Electronic Media, it in-
cludes such diverse groups as the National
Cable Television Association. the National
Religious Broadcasters and Alpha Epsilon
Rho, the honorary broadcasting society.

Not enough can be said for the academic
leaders who helped foster CEEM: Dean
Robert Hoskins of Arkansas State Universi-
ty, Dean Richard Cole of the University of
North Carolina (ASJMC). Dr. Dwight Teter
of the University of Texas and Dean Sharon
Murphy of Marquette University (AEMIC).
Despite their mostly print background and
experience, they have developed a rapport
with broadcasters and empathy for the elec-
tronic media’s concerns.

The primary goals of CEEM are to “pro-
mote excellence in electronic media educa-
tion” and “to promote industry support for
electronic industry support for electronic
media education.™ It also seeks to provide a
“forum for exchanging information, jdeas
and concerns” and “a concerted voice
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through which to speak to outside constitu-
encies.” CEEM intends to work through
member associations in reaching a consen-
sus for recommending policies. activities
and programs. It does not plan to supersede
the policy positions of its member associ-
ations or to function in an administrative ca-
pacity. CEEM wants to be a catalyst for in-
dustry and academic cooperation. Already,
the group is involved in discussing funding,
accrediting, tenure and faculty and student
internships.

Any industry or academic association
with an interest in journalism and mass com-
munications education can join the group.
The only requirement is that the association
appoint a representative to serve as a liaison
between CEEM and the member-associ-
ation. Meetings will be held at least twice a
year in conjunction with major gatherings of
members, such as the annual conventions of
the AEJIMC, NAB and RTNDA.

A representative from the industry and
from academia will serve as co-chairmen.

NAB’s Abel and Arkansas State’s Hoskins,
current president of ASIMC, were elected
co-chairmen at CEEM’s initial meeting last
October in Washington.

One of the group’s pricrities in 1987 will
be to assist in the restructuring of the accred-
iting council. Because of the broadcasters’
intense and united efforts last year—and
with unexpected support from several print
groups—the council agreed to enlarge. Six
additional broadcast seats are expected to be
added to the two now held by the NAB and
RTNDA, giving the electronic media parity
with print, advertising and public relations.

Another CEEM priority this year will be
to help assess the results of the Roper survey
commissioned by IRTS, NATPE and
RTNDA to determine the adequacy of col-
lege preparation for radio and television ca-
reers. That research will measure percep-
tions of broadcast professionals as to how
well higher education is meeting their needs
as employers and to identify desired changes
that may be needed in the future by colleges

and universities.

The research project itself was a direct
result of that original meeting last winter at
the NAB, spurred by Ralph Baruch, chair-
man of Viacom. Baruch, long an advocate of
change in mass communications academic
programs, brought IRTS together for the
first time with NATPE and RTNDA on a
joint project. The comprehensive Roper sur-
vey, expected to be completed by spring or
mid-summer, should have widespread im-
mediate and long-range impact on both
broadcasting and the academic community.

There is no delusion that the electronic
media and academia will resolve their mutu-
al problems easily. The accrediting situation
remains precarious, and many academicians
remain distrustful of the industry motives on
educational issues. Misunderstandings and
disagreements will continue to occur. It will
take time, compassion and patience but ev-
eryone should benefit by this new spirit of
cooperation, especially the ultimate bene-
factor—the public.
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Home Savings of America O New
campaign that rolled out in late March
and will continue indefinitely features
documentary approach to stress that
company's close customer relationship
is its greatest strength. Actual customers
are featured in spots, consisting of pool
of eight 60-second, eight 30-second and
four 10-second commercials. Spots will
be telecast in 10 markets on combination
of daytime, prime time and late-night
programing. Target: adults, 25-54.
Agency: Chiat/Day, Los Angeles.

Metro Cable Marketing Co-Op © Spring
campaign of Co-Op representing 30
cable operating companies from New
Jersey, New York and southern
Connecticut will be fueled by
expenditures of $400,000 in television,
radio, magazines and direct mail. TV
effort will begin on area stations on April
8 and continue until end of month. Radio
will run in month of April. Target: adults,
25-54. Agency: Gianettino & Meredith
Advertising, Short Hills, N.J.

Savvy Magazine 0 Campaign to
increase circulation of women's
magazine is pfanned for second and
third quarters of year in about 100
markets. Commercials will be slotted in
all dayparts. Target: women, 25-49.
Agency: TGC/Direct Response Network,
Union, N.J.

C——————JRADIO C——— 1

Shaffer Clarke & Co. O Campaign to
introduce Carr’'s home wheat cookies in

Tops in spot. Top 25 spot radio advertisers in 12386 spont 3456, 367,000 rmeo um, Increass
of 15% over 1985, according o analysis by Rado Advarising Bussau of dala supshed by
Radio Expenditures Repariz [RER] Heaviesl user ol spol rsacho for second consecitive year
was Anheuser-Busch, wivch invisled S50 420,000, jump of 25.5%, Aunner-up was General
Motors Corp., with expenditures of 535 153 000, rss of 25 6% Miller Srewing was third with
spot radio spending of $28, 724 DI0. up 60 1% Peosilo's spol radio spenc ng el oy 25.53%,
to $22,342,000, to placa it [curtn. Cihers Iosing grodna from 1985 10 1988 wers Chgslor
Corp., down 10.5% to 2,070,000, and Van kMunching, down 41, 1% o 318,670,000,
1986 Top 25 Spot Advertisers
1986 1285 1985 %

Client Bpencng [O00) rans Sperding (000} - Change

1. Anheuser-Busch $50,420 1 A0 034 « P25 5%

2. General Motors 35,153 4 27943 +255

3. Miller Brewing 28,724 17,846 + Gk 1

4. PepsiCo 22,342 a 20,925 253

5. Sears, Roebuck 21,924 L 16,704 +31.3

6. Delta Air Lines 21,708 f 18403 +61

7. Chrysler Corp 21,071 5 23540 105

8. Southland Corp 19,962 i 19,026 i

9. Van Munching 18,670 z 31720 a1,

10. Pillsbury Co 18,178 15 11,017 + B350

11. Texas Air 18,146 113 21,534 167

12. Pabst Brewing Co 17,914 — 6,345 +182.3

13. Ford Motor Co 17,610 11 1463 + 205

14 Coca-Cola Co 16,608 25 A.914 +B6.3

5. People Express Airlines 16,377 — 2,343 Sua.0

16 American Airlines 14,407 1 14,205 +14

17 Beatrice Cos 12,110 16 10,759 +12.6

12 George A. Hormel 11,684 18 10,263 +13.8

19 Bell South” 11,376 — 7.143 +59.3

2, Transworltd Corp. 11,2449 B 11,327 07

21, United Airlings 11,115 i 10,584 +5.0

22, Nissan Motor Corp 10,382 14 11,896 127

23. Southwestern Bell” 10,317 — 7,996 +29.0

24. Mobil Qil Corp 9,598 6,130 +56.6

25. Martlett Importers 9,318 13 13,972 -33.3

Totals $456,367 $396,696 +15%
“ATAT and its former subsidiaries spent
$51 million in radio during 1986
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Finally a cart machine you can bank on. & No jams, no repeats and no make goods.

Our new CTM-10 cart machine has the same famous reliability that is built into our 5050 BII, ¥

plus many new features iike Hx-Pro; & so 75 ips sounds like 15 ips and your listeners don't
tune-out when you shift from CD to cart,

So call us for Technology You Can Trust. B Otar Corporation, 2 Davis
Drive, Belmont, CA 94002 (415) 592-8311 TWX 9103764820. Eﬂﬂﬁ]ﬂ

*Trademark Dolby Laboratories Licensing Corporation

©0O1ar Corporation, 1986



Its the only one you need.

The ultimate collection of
feature films from the hottest new
name in television.

And it5 got everything you
need for programming success.
The hottest stars. Non-stop
action. Unbelievable adventures.
Bone-chilling suspense.

Mysteries. Dramas. And
much more.

Eighteen theatrical winners
with proven audience appeal. Pro-
motable. And powerful.

New World One. Its a whole
new dimension in television enter-
tainment. And it§ just
the beginning.

NEW WORLD TELEVISION
16 West 61st Street
New York, NY 10023
212-603-7713






U.S. (company is based in Britain) will
total about $500,000, with emphasis on
radio in New York for five weeks, starting
on April 3, and second wave in October
for five weeks. Product has distribution
throughout U.S. and effectiveness of
radio campaign will determine extent of
October advertising expansion.
Commercials will appear in all dayparts.
Target: women, 25-54. Agency: Venet
Advertising, New York.

Good Food Magazine 0 Two flights will
run in April to promote magazine in
Cleveland and Detroit. Commercials will
run in early and late drive and Saturday
morning drive. Target: women, 25-54.

Agency: Bozell Jacobs Kenyon &
Eckhardt, Birmingham, Mich.

Rich Seapak O Frozen foods will be
hightighted in four-week campaign to

be unveiled in early May in about 10
markets, including Chicago,

Washington, St. Louis and Milwaukee.
Commercials will be presented in all
dayparts. Target: women, 25-54. Agency:
Bowes Hanlon, Atlanta.

——  JRaDIO&TV C————

Domino's Pizza O Fast-food chain will
inaugurate television and radio drive in
10 major markets in mid-April. Television

THE CONSTITUTIONAL JOURNAL

Let Radio America
cover this historic event
for your station —free!

On May 25, 1787, delegates from the thirteen States will
meet in Philadelphia to revise the Articles of
Confederation. They will emerge 115 days later with a
brand new document: The United States Constitution.

In 117 three-minute daily programs, the Constitutional Journal will
recount the proceedings of the 1787 Constitutional Convention
through the dramatic device of a news correspondent reporting from the
Convention floor at Independence Hall. A review of the Convention
activities of that day 200 years ago, each program will also include a
dramatization of the remarks of Washington, Franklin, Madison and the

other 52 Framers.

Scripting and production for this series, supported by a grant from the
National Endowment for the Humanities, were overseen by a panel of nine
distinguished scholars to ensure historical accuracy. Narrator for the series is
award-winning broadcaster Jeffrey St. John.

The 200th anniversary of the drafting of the U.S. Constitution will be
an occasion for all Americans to learn about the early days of
independence, the ideals and philosophies that underpin the Constitution,
the motivations of the Founding Fathers, and the difficult compromises they
entered into. Radio America is proud to participate in the Bicentennial by
offering this series free-of-charge to subscribing stations.

To become a subscriber, call or write:
RADIO AMERICA

499 South Capitol Street, S.W., Suite 404, Washington, D.C. 20003
(202) 488-7122

SPECIFICATIONS
The Constitutional Journal is a series of 117 three-minute programs to be aired daily from May 25 to
September 18. Each program contains music. narration, dramatization, and a sponsor's tag line.
Fee — Stations may use any of the programs free of charge.
Distribution — Tapes of the series will be sent to subscribers well in advance of air dates.
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Chinese line. DFS Dorland Worldwide
has conducted research on television
viewing habits in China and has pro-
duced 1,000-page report it is offering
for sale at $3,500 per copy. Study was
conducted for four months in five main
Chinese cities and provides information
on viewing habits, perceptions of com-
mercials and advertisers. China's favor-
ite show, according to report, is Animal
World, followed by Oshin, Japanese
soap opera, and Around the World
(CBS). Favorite program types are dra-
ma and soap operas, watched by 98%
of respondents, and news (from 7 to
7:30 p.m.), watched by 85%. Movies
were favored by 75%; sports programs
hy 69%, and music presentations by
62%. Study shows that viewing is by
family, as it was in U.S. in 1950% before
multiset households. DFS suggests that
advertisers would do well to create
commercials with family appeal. There
are estimated 83 to 85 million TV sets in
China (as compared to 87.4 million in
U.S.) and figure is expected to rise to
103 million by end of 1987.

will run from four to six and eight weeks,
depending on market; radio for two to
three weeks. Commercials will be
carried in all dayparts. Target: adults, 18-
49. Agency: Group 243, Atlanta.

Champale 0 Company's malt liquors and
coolers will be promoted in campaign
starting in mid-April in 10 primary
markets and continuing at least until

end of August. Commercials will appear
in prime and fringe periods. Target:
adults, 18-34. Agency: W.B. Doner & Co.
Advertising, Baltimore.

Darien Lake Amusement Park O Seven
markets will be used to promote
amusement park complex outside of
Buffalo, N.Y., for six weeks, starting in
late June. Commercials will be carried in
all time periods. Target: adults, 18-49.
Agency: Milis Hall Walborn, Cleveland.

Geauga Lake Amusement Park O Six-
week flight is set to roll in mid-June in six
markets, including Pittsburgh and
Toledo, Ohio, to promote park in Aurora,
Ohio. Commercials will be carried in all
dayparis. Target: adults, 25-54. Agency:
Mills Hall Walborn & Associates,
Cleveland.

Ad honors. Four professionals with dis-
tinguished careers in adverlising were
inducted last week into the Advertising
Hall of Fame. The hall, sponsored by
the American AvertisSing Federation,
added to its roster Carl W Nichols,
chairman emeritus of Cunningham &
Walsh; Arthur C. Nielsen Jr., founder of
the A.C. Nielsen Co.; Raymond J. Peter-
sen. execulive vice president, Hearst
Magazines, and Robert W Woodruff
(deceased), director emeritus, Coca-
Cola Co.
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We proudly express our appreciation for the three Angel Awards for Excellence which were presented
to the following shows, and the people who created them.

We always aim high.

CAMERA 9: L.A. DRUG WARS
STEPHANIE BRADY, Executive Producer
DAN MEDINA, Producer/Reporter

MID-MORNING LOS ANGELES THE VIOLENT HEART

TOMMY HAWKINS and MEREDITH MacRAE, Hosts TERI GARR, Hostess

DICK JOHNSON, Executive Producer WALT BAKER, Executive Producer

WILLIE OLMSTEAD, Producer FERNANDO DEL RIO, Producer

ED PARKER, Associare Producer LAURA A.S. PHILLIPS, Producer/Writer/Director

RKO\J TELEVISION KHJ-TV,

A Divesoon @) AKO Genpral In. LOS ANGELES

‘» CMEnCON COMPANY BLAIR TELEVISION

REPRESENTED 8Y .
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Datebooka

B Indicates new entry

———
This week

April 5-11—10th annual International Public Television
Screening Conference (INPUT), hosted by Spanish
Radioand TV Corp, (R.T.V.E.). Manuel de FallaCen-
tre, Granada, Spain. Information: Enrique Nicanor,
(341) 218-22-76.

April 6—Matrix Awards ceremony. presented by Wom-
en In Communications, New York chapter. Waldorf-
Astoria, New York.

April 6-7—National Association of State Radio Net-
works meeting. Ponchatraine hotel, Detroil. Informa-
tion: (501) 225-6017.

April 6-9—Electronic Industries Association annual
spring conference. J.W. Marriott hotel, Washington.

April 7—Television Bureau of Advertising regional
sales conference. Amfac East, Dallas.

April 7—Women in Cable. New York chapter, “cable
month” salute. HBO Media Center, New York. Informa-
tion: (212) 661-6040.

April 7—Advertising Club of Greater Boston 11th an-
nual Ad Club auction. Copley Plaza hotel, Boston. infor-
mation: (617) 262-1100.

April 8—Ohio State Awards ceremony. National Press
Club, Washington. Information: (614) 292-0185.

April 8—Satellite teleconference on rcle ot media in
current U.S./USSR relations, produced by Center for
Communication, hosted by ABC anchor Peter Jen-
nings in U.S. and Viadimir Pozner in Soviet Union Held
in conjunction with American Society of Newspaper
Editors convention. Masonic auditorium, San Francis-
co. Information: (212) 930-4878.

April 8—"Reporting New York City: A Tribute to Gabe
Pressman,” seminar sponsored by Museum of Broad-
casting. MOB. New York. Information: (212) 752-4690.

April 8—"Cable and the Community, " meeting of Woun-
en in Cable, Washington chapter. National Cable Tale-
vision Association, Washington. Speaker: Gary Mizga,
general manager, District Cablevision. Information: Su-
san Neal, (202) 639-8844.

» April 8—*Computer Graphics and Digital Eftects. the
Possibilities, Samples and the Creative Process.” spon-
sored by International Television Association. In-
nervision, St. Louis. Information: (314) 281-6390.

Aprll 9—Television Bureau of Advertising regional
sales conference. Marriott North, Columbus. Ohio.

April 9—Radio & Television Correspondents’ Associ-
ation 43d annual dinner. Washington Hilton, Washing-
ton.

April 8-10—Fourth annual minority career workshop.
sponsored by International Radio and Television So-
ciely. Viacom Conlerence Center. New York. Informa-
tion: (212) 867-6650.

April 10-11—10th annual Great Lakes Radio Confer-
ence, sponsored by Specs Howard School of Broad-
casting, Central Michigan University, Michigan As-
sociation of Broadcasters and Alpha Epsilon Rho.
CMU campus. Mt. Pleasant. Mich. Information: (517)
774-3851.

April 10-11—Kentucky Cable Televisivn Association
general membership meeting. Lake Cumberland State
Park. near Jamestown. Ky Information: Paisy Judd,
(502) B864-5352.

April 10-11—"Better Business Reporting,” first media
economics conference. sponsored by Ohio Associ-
ation of Broadcasters. Hilton Inn North, Columbus.
Onio.

April 10-11—"The Constitution and the Press," confer-
ence sponsored by Sociely of Professional Journal-
i8t8, Sigma Delta Chi, Virginia Tech and Washington
& Lee chapters. Monticello, Ash Lawn and Michie Tav-
ern, Charlottesville, Va. Information: SDX, Department
of Communication Studies. Virginia Tech, Btacksburg,

April 10-11—Radio-Television News Directors Associ-
ation region two meeting. The Nugget, Sparks, Nev.

Aprll 10-12—40th annual convention of AP Televi-
sion-Radio Associgtion of Cualifornia-Nevada. John
Ascuagas Nugget, Sparks, Nev. Information: Rachel
Ambrose, (213) 746-1200.

April 10-12—Oklahonma AP Broadeasters Association
annual convention. Marriott, Tulsa, Okla.

April 11—Radio-Television News Directors Associ-
ation region one annual conference. Four Seasons
Olympic hotel, Seattle.

April 11—Radio-Television News Directors Associ-
ation region nine meeting. Huntsville, Ala. Information:
Steve Ruppe. (318) 236-6340.

o —
Also in April

April 13—Electronic Media Marketing Association
meeting. Yale Club, New York. Information: (203) 625-
0101,

April 13—"Sportscasting: Past and Present,” roundta-
ble discussion featuring sportscasters Curt Gowdy.
Jack Brickhouse and Dick Enberg, sponsored by
American Sportscaster Association and Downtown
Athletic Club of Orlando. Radisson Plaza, Orlando,
Fla. Information: (212) 227-8080.

April 14—Television Burean of Advertising regional
sales training conterence. Sheraton Music City. Nash-
ville.

April 14-16—Television Bureau of Advertising man-
agement seminar, “Markeling Your Station for Suc-
cess.” TVB headquarters, New York.

® April 15—"The Constitutionality and Wisdom of the
FCC's Minority and Female Ownership Preference Poli-
cies,” colloquium sponsored by Washington Program
of the Annenberg Schools of Communications. Offices
of Washington Program, Washington. Information:
(202) 393-7100.

April 15—Deadline for entries in National Psychology
Awards for Excellence in the Media, “lo recognize and
encourage outstanding, accurate coverage which in-
creases public understanding of psychology,” spon-
sored by American Psychological Association and
American Psychological Foundation. |nformation;
APA, 1200 17th Street. N.W., Washington, 20036.

April 15—Deadline for applications for fellowships
sponsored by Radio and Television News Directors
Foundation: Michele Clark Fellowship, Vada and Bar-
ney Oldfield Fellowship for National Defense Reporting
and RTNDF Fellowship in Science and Health Repon-
ing. Information: Ernie Schultz, RTNDF, 1717 K Street,
N.W., Suite 615, Washington, 20006.

April 15—National Academy of Television Arts and
Sciences, New York ciapter, luncheon, featuring Steve
Friedman, executive producer. NBCs Today Shorw. Co-
pacabana, New York.

April 16—National Academy of Television Arts and
Seiences, New York chapter. breakiast, featuring Har-
ding Lemay, consultant on daytime serials for Procter &
Gamble. Museum of Broadcasting, New York.

April 16—Federal Communications Bar Associalion
luncheon. Speaker: Supreme Court Justice Antonin
Scalia. Washington Marriott, Washington

April 16-—Television Burean of Advertising regional
sales training conference. Westin Peachtree Plaza, At-
lanta. Information: (212) 486-1111.

April 18—National Association of Black Owned
Broadcasters third annual communications awards
dinner. Sheraton Washington hotel, Washington. Infor-
mation: Lynne Taylor, (202) 463-8970.

April 16—Discussion of packaging process. during
second annual general membership meeting of Cau-
cus for Producers. Writers & Direclors. Chasen's, Los
Angeles. Information: (213} 652-0222.

April 16—Advertising Club of Greater Buston "brown-
bagger” workshop. Ad Club offices. Boston. Informa-
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tion: (617) 262-1100.

® April 16—"Product Tampering,” press seminar spon-
sored by Foundation for American Communications.
National Press Club, Washington. Information: (202)
656-06686.

April 17—National Committee on Films for Safety
45th annual competition of films and videotapes that
have as their objective "accident prevention in order to
increase safety and health consciousness.” Informa-
tion: Christine Taylor, NCFS, 444 North Michigan Ave-
nue, 28th Floor, Chicago 60611; (312) 527-4800.

April 17-18—Ninth annual Black College Radio con-
vention, sponsored by Collegiate Broadcasting Group
Inc.. Paschal's hotel, Atlanta. Information: Lo Jelks.
(404) 523-6136.

April 21—Television Bureau of Advertising regional
sales training conference. Americana. Albany, N.Y. In-
formation: (212) 486-1111.

April 21—Seripps Howard Foundation National Jour-
nalism Awards banquet. Cincinnati. Information: (513)
977-3826.

April 21— nternational Radio and Television Society
newsmaker luncheon. Speaker: Louis Hagopian, chair-
man. N.W Ayer. Waldorf-Astoria, New York.

April 21—Internationel! Radio and Television Society
*Second Tuesday” seminar. Topic "The Changing Eco-
nomics of News." Panel: David Poltrack, CBS/Broad-
cast Group; Burton Benjamin. Sally Bedell Smith and
Dr. Everette Dennis, all with Gannett Center for Media
Studies. Viacom Conference Center, New York. Infor-
mation: (212) 867-6650.

April 21—Pennsylvania Cable Television Association
fourth annual state legislative leadership conference.
Hershey Lodge and convention center, Hershey, Pa.
Information: (717) 234-2190.

Aprit 21-27—23d annual MIP-TV, Marches des Inter-
national Programes des Television, international pro-
gram market. Palais des Festivals, Cannes. France.

April 22—National Acadenty of Television Arts & Sci-
ences, New York chapter, luncheon featuring Neal Pil-
son, president, CBS Sports and Broadcast Operations.
Copacabana, New York. Information: (212) 765-2450.

April 22—White House Correspondents’ Association
annual dinner. Washington Hilton. Washington.

April 22-24Electromagnetic Energy Policy Alli-
ance annual meeting and symposium Westin hotel.
Washington.

April 22-25 Fifth annual National Hispanic Media
Conterence. Los Angeles Hilton, Los Angeles. Informa-
tion: {202) 783-6228.

April 23—Television Bureau of Advertising regional
sales training conference. Dunfey City Line, Philadel-
phia. Information: (212) 486-1111.

April 23—Presentation of fifth annual Lowell Thomas
Award, for excellence in broadcast journalism, to David
Brinkley, presented by Marist College. Poughkeepsie.
N.Y. Helmsley Palace. New York.

April  23-24_Indiaua Broadcasters Associgtion
spring meeting. Embassy Suites Nerth, Indianapaolis.

April 23-25Radio-Television News Directors Asso-
ciation region 12 meeting with Sigma Delta Chi, featur-
ing "Spring Journalism Festival of New York™ and
RTNDA regional awards. Speakers include Ted Kop-
pel. ABC News, and Carl Sagan, astronomer Deadline
Club, New York Information: Rob Sunde, (212) 887-
4138,

April 24-25_Radio-Television News Directors Asso-
ciation region six meeting. Grand Island, Neb. Infarma-
tion: Bob Priddy, (314) 634-3317.

April 24-26—Federal Conununications Bar Associ-
ation annual seminar. Keynote speaker: FCC Commis-
sioner James Quello. Wintergreen resort, Wintergreen,
Va

April 25—"A Conversation with David McCullough
(host of WETAS Smithsonian World),” one in series of
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lectures sponsored by WETA-TV Washington. WETA
studios, Arlington, Va. Information: (703) 998-2713.

April 25— Radio-Television News Directors Associ-
t\léion region 13 meeting. 1776 Resort, Williamsburg,

Aprll 26-28—Technical workshop for public radio engi-
neers, sponsored by Netional Public Radio's repre-
senlation division. NPR headquarters, Washington.

April 26-29—Broadcast Financial Management Asso-
ciation 27th annual meeting. Marriott Copley Place,
Boston. Information: (312) 296-0200

April 26-29—Public Broadcasting Service/National
Asasociation of Public Television Stations annual meel-
ing. Omni hotel, St. Louis.

April 26-29—American Public Radio affiliates confer-
ence. Columbia Inn, Columbia, Md. Information: Diane
Engler, (612) 293-5417.

April 27-28—First Amendment Values in Space: Free-
dom of Communications and the New Space Technol-
ogies, " symposium sponsored by Catholic University,
Washington, and funded by Capital Cities Foundation
of Capeities! ABC [ne. CU campus, Washington. infor-
mation: (202) 635-5600.

u April 27-28—"Towards Space WARC 'B8.” interna-
tional policy forum sponsored by Washington Pro-
gram of Annenberg Schools of Communications.
Washington Program office, Willard office building,
Washington. Information: (202) 737-8563.

April 27-29—Media seminar sponscred by A merican
Association of Advertising Agencies. Drake hotel, Chi-
cago.

April 28— /llinois Broadcasters Association member-
ship “phoneathan.” Hilton hotel, Springfield, 1.

April 28—"Religion and Politics in America Today,” con-
ference lor journalists sponsored by Washington Jour-
nalism Center. Walergate hotel, Washington. Informa-
tion: (202) 331-7977.

April 28—"Changing Economics of News," national
conference sponsored by Ganneit Center for Media
Studies. Gannett Center, Columbia University, New
York. Information: (212) 280-8392.

April 28—Midwest Direct Marketing Association an-
nual *DM" day. Keynote speaker: Stanley Hubbard,
president, Hubbard Broadcasting. Radisson South ho-
tel, Bloomington, Minn.

= April 28-30—"Religion and Politics in America Today,
How Television is Transforming Politics™ and “Money
and Politics,” conferences sponsored by Washington
Journalism Center. Walergate hotel, Washington. In-
formation: (202) 331-7977.

April 29—"How Television Is Transforming Politics,”
conference for journalists sponscred by Washington
Journalism Center. Walergate hotel, Washington. In-
foermation: (202) 331-7977.

April 29—National Academy of Television Arts and
Sciences, New York chapter, luncheon featuring Jack
Reilly, execulive producer, ABC's Good Morning A mer-
ica. Copacabana, New York.

April 29-30/tlinois Broadcasters Association spring
convention and awards banquet. Hilton hotel, Spring-
field, 1.

April 29-May 2—National Translator Association an-
nual convention. Winrock Inn, Albuquergue, N.M. Infor-
mation: FA. Bibeau, (505) 764-2441,

April 29-May 3Nationa! Public Ragdio annual public
radio conference. Washington Hilton.

| o |

May

= May 1-3—Radio-Television News Directors Associ-
ation region seven meeting. Peoria. Ill, Information.

Dave Ellsworth, (312) 222-4728.

u May 1-3—Radio-Television News Direclors Assoei-
ation region 14 meeting with Georgia Association of
News Broadcasters. University of Georgia, Athens. In-
formation: Lee Hall, (305) 295-5858.

u May 5—Women in Cable. Chicago chapter, educa-
tional seminar. Luncheon speaker: Barry Lemieux,
president. American Cablesystems. O'Hare Expo Cen-
ter. Chicago. Infortnation; Lori Rubin, (312) 644-5416.

May 5-6—Ohio Association of Broadcasters spring
convention. Hotel Sofitel, Toledo.

May 6—Broadcast Pioneers George Fosler Peabody
luncheon. Plaza hotel, New York.

May 6-—New Jersey Public Broadcasting Authority
board of commissioners meeting. New Jersey Net-
work_ Trenton studio. Information: (669} 530-5252.

May 6—National Academy of Television Aris and Sci-
ences, New York chapter, luncheon featuring Russell
Barry, president, Turner Program Services Inc. Copaca-

bana, New York.

May 6—Connecticut Broadcasters Association spring
seminar. Sheraton, Waterbury, Conn.

= May 8—31sl annual Tom Phillips UPI New England
Broadcasting Awards banquet. Cambridge Marrictt,
Cambridge, Mass. Information: Maureen Rooney, (617)
542-4708.

May B-10—Texas AP Broadcasters Association 26th
annuai convention. Marriott Capitoi, Austin, Texas.

May 8-16-—27th Golden Rose of Montreux. television
festival for light entertainment programing. Montreux,
Switzerland. Information: {(212) 223-0044.

May 10-13—Central Educational Network annual
conference. Hotel Fort Des Moines, Des Moines, lowa.
Information: (312) 390-8700.

May 12—/ nternational Radio and Television Society
*Second Tuesday” seminar. Viacom Conference Cen-
ter. New York. Information: (212) 867-6650.

May 12—Electronic Medic Marketing Association
meeting. Yale Club, New York. Information: (203) 625-
0101.

May 12-14-Florida Association of Broadcasters leg-
islative day. Radisson hotel, Tallahassee. Fla.

May 12-14—Cable Television Association of Mary-
land, Delaware & the District of Columbia annual
spring meeting. Hilton hotel. Greenbelt, Md. Informa-
tion: Charlie Ross. (301) 268-2721.

May 13— American Women in Radio and Television.
Washington chapter, meeting, "New Advances in Sat-
ellite Technology.” National Association of Broadcast-
ers, Washington.

May 13— National Acadenty of Television Arts and
Sciences, New York chapter, luncheon featuring Thom-
as Burchill, president and CEO, Lifetime Cable Net-
work. Copacabana, New York.

May 14-15— Kentucky Broadcasters Association
spring convention. Executive Inn West, Louisville, Ky.

May 15—/ nternetional Radio and Television Society
newsmaker luncheon. Waldorf-Astoria, New York.

May 15—Deadline for applications from journalists for
fellowships in public health, sponsored by Center for
Health Communication, Harvard School of Public
Health. \nformation: (617) 732-1038.

May 16-23—Fourth International Festival of Comedy

Aprit 21-27—23d annual MIP-TV, Marches des
[nternational Programes des Television, intema-
tional tefevision program market. Palais des Festi-
vals, Cannes, France.

April 26-29 Broadcasi Fi icl Marag 1
Associglion annual meeting. Marriott  Copley
Place, Boston. Future meeting: April 17-20, 1988,
Hyatt Regency. New Orleans, and April 9-12, 1989,
Loews Anatole, Dallas.

April 26-28—Public Broadcasting ServicelNation-
al Association of Public Television Stations annu-
al meeting. Omni hotel, St. Louis.

April 29-May 3_National Public Radio annual
public radio conference. Washington Hillon, Wash-
ngton.

May 17-20—National Cable Television Associ-
ation. annual convention. Las Vegas Convention
Center. Las Vegas. Future meeting: April 30-May 3,
1988, Los Angetes Convention Center.

May 17-20—CBS-TV annual afiiliates meeting.
Century Plaza. Los Angeles.

May 31-June 2—NBC-TV annual affiliales meet-
ing. Century Plaza, Los Angeles.

June 6-9—American Advertising Federation an-
nual convention. Buena Vista Palace hotel, Orfan-
do, Fla.

June 9-11—ABC-TV annual affiliates meeting.
Century Plaza, Los Angeles.

June 10-13—American Women in Radio and
Television 36th annual convention. Beverly Hilton,
Los Angeles.

June 10-14—Broadcast Promotion and Markel-
ing Executives/Broadcast Designers Associafion
31st annual seminar. Peachtree Plaza, Atlanta;
June 8-12, 1988, Bonaventure, Los Angeles, and
June 21-25, 1989, Renaissance Center, Delroit.
June 11-17—15th Montreuz I nternational Televi-
gion Symposium and Technical Exhibition. Mon-

MajoR-eetines,
e e

treux, Switzerland.

Aug. 16-19—Cable Television Administration
and Marketing Society 14th annual meeting. Fair-
mont hotel, San Francisco.

Aug. 30-Sept. 1—Eastern Cable Show, sponsored
by Southern Cable Televigion Association. Mer-
chggdise Mart, Atlanta. Future meeting: Sept. 7-9,
19

Sept. 1-4—Radio-Television News Directors As-
saciation international conference. Orange County
Convention Center, Orlando, Fla.

Sept. 9-12—Radio '87, sponsored by the National
Association of Broadeasters. Anaheim Convention
Center. Anaheim, Calif. Future meetings: Sept. 14-
17, 1988. Washington; Sept. 13-16, 1989, New Or-
leans; Sept. 12-15, 1990, Boslon, and Sept. 11-14
{tentative), 1991, San Francisco.

Oct. 6-8—Atlantic Cable Show. Atlantic City Con-
venticn Center. Atiantic City, N.J. Information: (609)
848-1000,

Oct. 18-21—Association of National Advertisers
78th annual convention. Hotel del Coronado, Coro-
nado, Calif.

Oct. 30-Nov. 4—Society of Motion Picture and
Television Engineers 129th technical conference
and equipment exhibit. Los Angeles Convention
Center, Los Angeles. Future conferences: Oct. 14-
19, 1988, Jacob K. Javits Convention Center, New
York, and Oct. 22-27, 1989, Los Angeles Conven-
tion Center.

Nov. 11-13—Television Bureau of Advertising 33d
annual meeting. Atlanta Marriott.

Dec. 2-4Westem Cable Show sponsored by
California Cable Television Association. Anaheim

Convention Center, Anaheim, Calif.

Jan. 6-10, 1988—Association of Independent Tele-
vision Stations annual convention. Century Plaza,
Los Angeles. Fulure convention: Jan. 4-8, 1989,
Century Plaza, Los Angeles.

Jan. 23-26, 1988—Radio Advertising Bureau’s
Managing Sales Conference. Hyatt Regency, Atlan-
ta.

Jan. 29-30, 1988—Society of Motion Picture and
Television Engineers 22d annual television confer-
ence. Opryland hotel. Nashville. Future meeting:
Feb. 3-4. 1989, S1, Francis hotel. San Francisco.

Jan. 30-Feb. 3, 1988—National Religious Broad-
casters 44th annual convention. Sheraton Washing-
ton and Omni Shoreham hotels, Washington. Fu-
ture meetings: Jan. 28-Feb. 1, 1989, and Jan. 27-
31. 1990, both Sheraton Washington and Omni
Shoreham, Washington.

Feb. 17-19, 1988—Texas Cable Show, sponsored
by Texas Cable Televigion Associatior. Conven-
tion Center, San Antonio, Tex.

Feb. 26-29, 1988—NATPE International 25th an-
nual convention. George Brown Convenlicn Cen-
ter, Houston.

u April 9-12, 1988—National Association of
Broadeasters 66th annual convention. Las Vegas
Convention Center, Las Vegas. Future conventions:
Las Vegas, April 29-May 2, 1989; Atlanta, March
31-April 3, 1990; Las Vegas, April 13-16, 1991: Las
Vegas, April 11-14, 1992, and Las \egas, May 1-4
(tentative), 1993.

May 18-21, 1988—American Association of Ad-
vertising Agencies 70th annual convention. Green-
brier, White Sulphur Springs, W va.

Sept. 23-27, 1988—International Broadcasting
Convention. Metropale Conference and Exhibition
Center. Grand holel and Brighton Center, Brighton,
England.
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Films, sponsored by Commitiee for Culture, Bulgar-
ian Filmmakers Union, Committee for Television and
Radio, Bulgarian Cinematography Corp. and House
of Humor and Satire—Gabrovo. Gabrovo, Bulgaria.

May 17-20— National Cable Television Association
annual convention. Theme: “Television Serving Amer-
ica." Las Vegas Convention Center, Las Vegas.

May 17-20—CBS-TV annual affiliates meeting. Cen-
tury Plaza, Los Angeles

May 17-21—Nebraska basic videodisk design/pro-
duction workshop. sponsored by Nebraska ETV Net-
work/University of Nebraske-Lincoln. UN campus,
Lincoin, Neb. Informaton: (402) 472-3611

u May 19-—Virginia Public Radio Association quar-
terly meeting, market strategy session. Holiday Inn
South, Charlottesvilie, Va. Information: (703) 568-6221

May 19-21—Media seminar sponsored by American
Assaciation of Advertising Agencies. Colony Square,
Allanta

May 20—"Media Without Frontiers: A Global Phenom-
enon?” sponsored by Internationai Advertising Fed-
eration. Speakers include Right Honorable Lord Cock-
field, Commission of the European Comunities. and
Robert James, McCann-Erickson Worldwide. Modera-
tor: John Eger. Global Media Commission Chairman
St. Regis holel. New York. Information: (212) 557-1133

May 21—Federal Communications Bar Association
luncheon. Speaker: Jack MacAlister, chairman and
CEO. US West. Washington Marriotl, Washington. Infor-
mation: Patricia Reilly. (202) 429-7285

May 21—[llinois Broadeasters Asseciation sales
seminar. Pere Marguette hotel. Peorla, |

May 25-28--Canadian Satellite User Conference,
sponsored by Telesat Canada, private commercial cor
poration which owns and opetates Canada's Anik sat-
ellites. Theme: "Direct'ons for the Future.” Ottawa Con-
gress Center, Ottawa, Canada. Information (617) 727-
0062.

May 26-27—"Gambling in America: Where Are the Lot-
teries Taking Us?" conference for journallsts spon-
sored by Washington Journalism Center. Watergate
hotel, Washington. Information: (202) 331-7977

May 26-29Public Telecommunications Financial
Management Association annual conterence. The
Pointe at South Mountain. Phoenix. Information: (803)
799-5517

May 26-30—Fiith annual JCPenney-Missouri Television
Workshop. sponsored by University of Missouri-Co-
Lienbia School of Journalism. UM campus, Columbia,
Mo. Information: (314) 882-7771

May 27 - National Academy of Television Aris and
Sciences. New York chapter, luncheon featuring David
Soltrack, VP-research. CBS/Broadcast Group. Copa
us cabana. New York

manufacturer t i
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ington Hilton, Washington. Information: (214) 869-1112

May 28-31—NATPE Educational Foundation man-
agement seminar for program executives. University of
Colorado at Boulder, Boulder Colo. Information: (212}
949-8890

May 30-June 1—Fourth annual ShowBiz Expo, xpos
tion and conference for film and videc pro‘essionals
Los Angeles Convention Center [nformation (213)
668-1811
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May 30-June 2—International Summer Consumer
Flectronics Show. sponsored by Electronies Indus-
tries Association. McCormick East, Chicage. Informa-
tion: (202) 457-8700

May 31-June 2—NBC-TV' annual afiiliates meeling
Century Plaza. Los Angeles.

| — |

June

June 3-—Northern California Broadcasters Associ-
ation luncheon. Speaker: Dick Orkin. ragio personality
Trader Vics, San Francisco

June 4-7—Missouri Broadeasters Association Spfing
meeting. Rock Lane Lodge. Branson. Mo

June 5-7—National Council for Families and Televi-
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sion annual conference. Santa Barbara Bilimore. Santa
Barbara. Calif. Information: {213} B76-5858

June 6-9—American Advertising Federation annual
convention. Buena Vista Palace, Orlando, Fia.

June 7-9—Houston Space and Telecomm Sympo-
sium. hosted by Space and Telecorm [nc. and Nation-
al Sateltite Programing Co-Op. Albert Thomas Con-
vention Center, Houston. Information: (713) 225-1850.

June 7-13 —Banff Television Festival. Banff Park
Lodge, Bantf, Alberta. Canada. Information: (403) 762-
3060.

June 8-9—“The Sports Conference,” to bring together
buyers and se'lers of spons, sponsored by Newstar
Sports, sports marketing company. Speakers Include
Art Watson, president. NBC Sports, and Phil Guaras-
cio. executive VP-advertising services, General Mo
tors. Sheraton Center, New York. Information: {212)
213-1100.

u June 10— Houston Association of Radio Broadeast-
ers Achievement in Radio Awards presentation. Westin
Galleria. Houston. Information: (713) 621-9401.

June 10-14--31st annual Television Programing Con-
ference. Disney World, Orlando, Fla. Infarmation: (904)
432-8396.

June 7-13 -Eighth Baxff Television Festival. Banff,
Alberta. Canada. Iniormation: (403) 762-3060.

June 8-10—NBC-TV annual promotion execulives
conterence. Peachtree Plaza. Atlanta

June 9-11—ABC-TV annual affiiates meeting. Cen-
tury Plaza, Los Angeles

June 9-11—International Radie Festival of New
York, including presentation (June 11) of award win-
ners in its worldwide competition for radio advertising
and programing. Sheraton Center hotel. New York. In-
formation: (212) 238-4481

June 10-13— American Women in Radio and Televi-
sion 36th annual convention. Beverly Hilton, Los Ange-
1es

June 10-14 Broadcast Promotion & Marketing Ex-
ecutives/Broadcast Designers Association annua
seminar. Peachtree Piaza, Atlanta Information: (212)
757-7232.

June 11-17—15th Monireuwr International Television
Symposium and Technical Exhibition. Montreux.
Switzerland

m June 12-14—Chesapeake Associated Press Brood-

casters’ Association annual convention/awards ban-
quet, Dunes Manor hotel, Ocean City, Md

mJune 14-17—Southern Educational Communica-
tions Association spring planning conference. Marriott
Harbor Beach Resort. Fort Lauderdale. Fla

June 15-17—Intemational Videotex Industry Exposi
tion and Conference. sponsored by Videotex Industry
Association. Sheraton Center hotel, New York. Informa-
tion: (703) 522-0883.

June 15-30_American Fitm Institute second TV writ-
ers' summer workshop. AF| campus, Los Angeles. In
formation: (213) 856-7743.

June 16—Electronic Media Marketing Association
meeting. Yale Club. New York. Information: (203) 825-
010

June 17—International Radio and Television Society
annual meeting and “‘Broadcaster of the Year" lun-
cheon, honoring late Wiliam B. Williams, long-time
New York radio personality Waldori-Astoria. New York.

June 17—American Women in Redio and Television.
Washingion chapter, meeting, “Women as Managers.
Naiional Association of Broadcasters, Washington

Efatals

Possibie candidates for board of Corpo-
ration for Public Broadcasting include
Democrat Archie Purvis, senior vice
president, ABC Distribution Co., and
Republican Marshall Turner, chair-
man of noncommercial kKQec(Tv) and
Kaep-FM-Ty, all San Francisco, incorrect-
ly identified in “In Briel” March 30.




Where Things Standa

A quarterly status report on the unfinished business of electronic communications

Copyright 1987 Broadcasting Publications Inc. May be quoted
with credit.

Advanced television systems. High-definition
television broadcasting, offering wider screen,
better color fidelity and stereo sound, is now
under active exarnination by members of indus-
try technical standards group, Advanced Televi-
sion Systems Cormmittee (ATSC). ATSC sub-
group is preparing test plan for terrestrial
distribution in UHF and 12 ghz direct broadcast
satellite spectrum {BRoADCASTING, March 186).

Demonstrations of broadcast HDTV transmis-
sion were conducted successfully in Washing-
ton last January by National Association of
Broadcasters and Association of Maximum Ser-
vice Telecasters (BROADCASTING, Jan. 5). Groups
transmitted two-channel HDTV signal in UHF-TV
band using Japanese-developed 1,125-line, 60
hz HOTV technology and Muse bandwidth com-
pression system. Tests also included HDTV ter-
restrial transmission in DBS band.

Although 1,125-line HDTV is most advanced,
efforts to establish it as world standard for HOTV
studio failed at 1986 meetings of International
Radio Consultative Committee (CCIR). Support
of U.S., Canada, Japan and others could not
overcome opposition by number of Western Eu-
ropean governments, so HDTV issue was tabled
until end of next CCIR study cycle in 1990, with
special technical meeting on topic likely in late
1988. Ininterim, group of European nations has
begun four-year, $180-million study of alterna-
tive HDTV technology that is compatible with
Europe’s 50 hz TV system and fits with "evolu-
tionary” approach advocated for future direct
broadcast satellite systems.

Despite standards delay, 1,125-line system is
already being used for HDTV productions, in-
cluding efforts by Canadian Broadcasting
Corp.. Italian state broadcasting RAI and by in-
dependent producers David Niles in Paris (now
with new HDTV studio under construction in
Manhattan) and Barry Rebo in New York. NBC
has also experimented with 1,125 line HDTV,
and is considering its use for production during
1988 summer Olympics.

Enhanced-definition television (EDTV). which
can use wider bandwidths with satellite or ter-
restrial broadcasting for improved 525-line SYys-
tems, has also been subject of much debate.
Scientific-Atlanta’s B-MAC (muitiplexed analog
component) satellite delivery system is leading
candidate for applications involving enhanced
video. ATSC technology group reached tenta-
tive agreement in March 1986 to use B-MAC for
satellite servicing transmitting component vid-
€o. But 8-A has declined to release complete
details on methods used to scramble signal,
leaving standardization effort in limbo (BROAD-
casTING, Dec. 15, 1986).

ATSC has also revived nearly abandoned
technology group on improved NTSC systems.
Currently topping committee agenda is whether
to recommend elimination of NTSC “set-up” (ad-
justment of picture brightness). easing future
implementation of component video in studio
{BroaDcAsTING, March 16).

m]
AM-FM allocations. United States and Mexico

finally signed AM agreement enabling more
than 320 U.S. daytimers operating on Mexican
clear channels to operate full time and permit-
ting more than 2,000 daytimers to operate up to
two hours after local sunset (BROADCASTING,
Sept. 1, 1986).

FCC has announced opening offirst process-
ing window for up to 2,000 new commercial FM
stations it now says could result from its Docket
80-90 FM allotments (BroaDCASTING, Sept. 30,
1985). Mass Media Bureau is hoping to open
two 80-80 windows each month for about three
years and is staggering acceptance of 80-90
applications during each window, taking one
channel number at time. Order in which applica-
tions will be accepted was determined by ran-
domly ranking 80 FM channels (BROADCASTING,
May 13, 1985).

FCC will give AM daytimers cpportunity to get
substantial preferences for ali new FM stations
{BROADCASTING, March 18, 1985). Commission
also discarded traditional cut-off procedures for
new or modified commercial FM facilities, opt-
ing instead to use filing windows. First window,
for 167 vacant allotments and minor modifica-
tions, drew 1,181 applications (BROADCASTING,
Aug. 26, 1985). That window closed July 12,
1985. Any new aliotments resulting from addi-
tional FCC orders—responding to rulemakings
toamend table under new Docket 80-90 separa-
tions criteria, which can be initiated now—also
will be processed with windows. Commission
will use comparative hearings, not lotteries, to
award grants.

U.S. and other western hemisphere countries
in May 1886 concluded first seession of confer-
ence that will establish plan for use of 100 khz of
spectrum that 1979 General World Adminisira-
tive Radio Conference added to top of AM band,
at 1605 khz. Session laid technical basis for
plan to be concluded at second session. in
1988. James McKinney, FCC Mass Media Bu-
reau chief, who headed U.S. delegation, said
U.S. came away with what it wanted from confer-
ence (BROAQCASTING, May 12, 1986).

FCC also has voted to stop accepting appli-
cations for new AM daytimers, and it intends to
propose, in rulemaking, that ban be permanent
(BROADCASTING, Dec. 22, 1986). Theory is that
freeze helps improve AM service since new day-
timers, according to FCC official, can stand in
way of efforts to improve Iots of daytimers al-
ready in place on adjacent channels. FCC offi-
cial also said it's unlikely that it will ever be able
to help new daytimers broadcast at night.

O

AM stereo. Following five-month inquiry, Nation-
al Telecommunications and Information Admin-
istration concluded last February that AM stereo
marketplace has “stagnated” and that produc-
tion of multisystem radios is only way to get mar-
ket moving again and insure future of AM ste-
reo—service NTIA considers vital to future of
AM.

Multisystem radios NTIA had in mind would
be capable of receiving signals generated by
two incompatible AM systems stifl battling to be-
come nation's de facto standard—Motorola’s G-
Quam system and Kahn Communications’ sin-
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gle-sideband system.

To confirm its belief in multisystem radios, the
NTIA has launched an investigation into the
technology to determine whether it is economi-
cal alternative to waiting for establishment of
single standard by marketplace forces.

With wide support among receiver manufac-
turers and broadcasters, Motorola believes it is
in strong position to win hard-fought AM stereo
standards outright. But Leonard Kahn, inventor
and chief proponent of incompatible Kahn sys-
tem, may yet prevail by persuading stations in
major markets to stay on air with his system.

Key to Motorola’s victory is proliferation of C-
Quam-cnly radios, which are being marketed by
several manufacturers, including General Mo-
tors' Delco Electronics. According to Motorola,
its integrated circuit arm has shipped around 11
million C-Quam-only chips to receiver manufac-
turers. Since no receiver manufacturer is mak-
ing Kahn-only radios, Kahn's best hope is to
encourage production of multisystem radios.

Motorola’s position in marketplace was
strengthened in December 1984 when Harris
announced it was quitting battle and planning to
make and market C-Quam broadcast equip-
ment. Systems proposed by Belar Electronics
and North American Philips had falilen by way-
side long before Harris's.

FCC instigated marketplace standards battle
in 1982 when it decided against choosing one of
five proposed systems vying to be standard for
AM stereo broadcasting (BROADCASTING, March
8, 1982). Instead, FCC said broadcasters could
begin broadcasting sterec programing using
any system they desired. Marketplace forces—
interplay of receiver manufacturers, broadcast-
ers and consumers—FCC reasoned, would
soon determine which system would be de facto
standard. FCC's action was contrary to wishes
of most broadcasters and receiver manufactur-
ers, who feared marketplace approach would
kill AM stereo or at least delay its introduction.

Kahn system, whose equipment was first to
win type-acceptance, was first on air, in July
1982, at koka Pittsburgh and k1sa San Antonio,
Tex. (BROADCASTING, Aug. 2, 1982).

(m}

Cable copyright. Most significant action affect-
ing cable copyright came frem federai district
court, not Congress, as had been expected ear-
ly in year. On July 31, 1986, district court ruled
that gross revenues on which cable systens
based their compulsory license payments do
not include revenue stemming from carriage of
nonbroadcast signals. Ruling had effect of re-
ducing cable system’s license payments by at
least 40%.

On congressional front, House Copyright
Subcommittee last year adopted bill that would
establish compulsory license for satellite carri-
ers and permit them to sell scrambled supersta-
tion signais to home earth stations {TVRO's). Bill
was passed by House Judiciary Committee
(Broaocasting, Sept. 29, 1986). but opposition
from broadcasters and lack of time kept mea-
sure from being considered by full House and it
died at close of 99th Congress. Broadcasters
were unhappy with legislation because it would
have expanded principle of compulsory li-
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cense, Independent broadcasters were particu-
larly unhappy with bill because compulsory li-
cense would have applied only to
retransmission of independent television sig-
nals, not to network affiliates. Copyright Sub-
committee Chairman Robert Kastenmeier (D-
Wis.) is expecled 10 reintroduce measure but
with possible modifications to mitigate concerns
of broadcasters. Under bill, license would re-
quire satellite distributors to pay royalty fee of 12
cents per subscriber. In four years, statutory
rate would be replaced with voluntary one
worked out in negotiations between satellite car-
riers and copyright owner or through binding
arbitration. License would sunset in Dec. 31,
1994, 0

Cable regulation. Basic cable rates were dere-
gulated on Dec. 19, 1986, freeing cable opera-
tors to charge whatever market will bear for their
packages of basic services. Rate dereg is part
of Cable Communications Policy Act of 1984,
Legislation establishes national regulatory poli-
cy for cable TV, preempting patchwork regula-
tion of municipalities in many areas. In addition
to rate deregulation. act requires cable systems
to set aside channels for lease to “unaffiliated”
companies, bans co-located cable-broadcast
television crossownerships and codifies FCC's
ban on telephone companies entering cable
business in their home towns. It also caps fran-
chise fees at 5% and establishes renewal proce-
dure that doesn't involve presumption of renew-
al. Bills equal employment opportunity
standards require cable systems to implement
affirmative action plans. Bill also prohibits treat-
ment of cable as common carrier.

Inimplementing most of act, FCC has defined
effective compelition" prerequisite for deregu-
lation of basic cable rates as presence of three
or more unduplicated broadcast signals (BROAD-
CASTING, April 15, 1985). Standard should result
in fewer than 20% of nation's cable systems’
basic tiers still being subject to rate regulation.

FCC also has implemented EEO provisions of
act (see "EEQ" entry below).

O

Children’s television. Discarding its 1974 poli-
cy statement on children’s television, FCC has
held that while commercial TV broadcasters still
will be expected to serve needs of children, they
will have broad discretion to determine how they
do that. Commission won't atiempt to mandate
presentation of specific amounts {BROADCAST-
ING, Jan. 2, 1984). FCC adopted policy on 3-1
vote. Commissioner Henry Rivera (who left
agency in September 1985) dissented. con-
tending FCC's action constituted "rape” of 1974
policy statement. That stalement said broad-
casters were obligated to provide programing
designed especially for children, to schedule it
throughout week, to develop more educational
and informational programs and to air programs
directed to specific age groups.

But U.S. Court of Appeals in Washington af-
firmed commission’s new statement—although
using language that Action for Children’s Televi-
sion President Peggy Charren said endorsed
ACT's position that broadcasters are responsi-
ble for providing programing to assure needs of
children are met (Broabcasting, March 25,
1985).

Legislation was offered in last Congress that
would require commercial television stations to
carry at least seven hours per week of educa-
tional programing for children. It also would di-
rect FCC to conduct inguiry into production of
so-called “program-length commercials for chil-
dren. No action on bill took place, however.
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Communications Act. Broadcasting industry
has revived its drive on Capitol Hill to eliminate
comparative renewal process. Bill (H.R. 1140)
was introduced in House last month (BROADCAST-
ING, Feb, 23) that would give broadcasters great-
er certainty of license renewal and protect them
against applications competing for their facili-
ties at renewal time. Introduced by representa-
tives Tom Tauke (R-lowa) and Billy Tauzin (D-
La), measure also contains public interest
responsibility requirement as two-part test for
license renewal (the other being that broadcast-
ers "operate in compliance with the rules and
regulations of the FCC"). National Association of
Broadcasters is also meeting with public inter-
est groups to fashion compromise package that
would incorporale broadcasters concerns
about challenges to licenses and areas that
public interest groups feel need addressing.
Those negotiations have occurred at behest of
Representative Al Swift (D-Wash.), who believes
that is best approach for getting broadcasting
legislation through Congress. Swift has already
said that “reassertion of the public interest stan-
dard” should be part of any legislation. It's also
likely that any bill to emerge will contain some
form of equal employment opportunities lan-
guage.

It remains to be seen what broadcasters will
accept in trade-off for licensing reform bill. NAB
has limited scope of its legistative initiative, con-
centrating on license-renewal process instead
of asking for sweeping changes in broadcasting
regulation or seeking codification of broadcast-
ing deregulation that the FCC has decreed.
NAB feels that approach will increase odds for
bill's passage.

Other issue that is likely to crop up during
discussions is rapid turnover of station owner-
ship as result of FCC's repeal of station “traffick-
ing " rule that required licensees to keep radio or
television station for three years before selling.
Swift has reintroduced measure that would rein-
state rule.

a

Condom ads. Growing threat of AIDS has
prompted change in advertising standards at
growing number of radio and television stations.
Traditional proscriptions on condom ads, and
moral issue of contraception, have been found
by some to be superceded by condoms’ use in
prevention of spread of disease. Helped by sur-
geon general's message that "the best protec-
tion against the [AIDS] infection, barring absti-
nence, is the use of a condom,” advertising
barriers began to fall. In late January, KRON-Tv
San Francisco and wrRv(Tv) Indianapolis were
among first to announce they would carry ads.
In weeks that followed, issue gained national
media attention, with many stations and broad-
cast groups around the country following suit.
Most restrict ads to late night and weekday after-
noon time periods, with some specifying that
ads deal only with disease prevention aspects
of product.

In February, condom ads were subject of a
House Health and Environment Subcommitiee
hearing, at which networks were urged by sub-
committee chairman, Henry Waxman (D-Calif.},
to accept ads. While networks have freed their
affiliates and owned stations to make decisions
on airing condomn ads in their markets, prohibi-
tion on network ads remains. According to Louis
Harris study commissioned by Planned Parent-
hood, “60% of Americans believe that television
stations should be allowed to air contraceptive
advertising." As of mid-March, according to
Planned Parenthood, over 100 network affiliate
and television stations have agreed to carry
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condom ads.
O

Crossownership. FCC has launched rulemak-
ing seeking comment on whether it should do
away with rules prohibiting creation or transfer
of radio-TV combinations (BROADCASTING, Jan
19).

FCC's proposal to drop crossownership rule
prohibiting television networks from owning ca-
ble systems drew strong support—and not just
from networks (BROADCASTING, Dec. 20, 1982).
Department of Justice and National Association
of Broadcasters supported repeal, and National
Cable Television Association and Time Inc. said
they wouldn't stand in way, FCC is not expected
to address rulemaking scon.

Co-located broadcast and telephone cross-
ownerships of cable systems have been barred
by Cable Communications Policy Act of 1984.
Law permits co-located newspaper crossown-
ership of cable, however.

a

Direct broadcast satellites. DBS or sateliite
broadcasting exists today. but not in way many
had envisioned early in this decade.

High-power DBS, using Ku-band spectrum
{12.2 ghz to 12.7 ghz) set aside for it. has foun-
dered, but low-power variety resulting from
scrambling of cable programing on C-band sat-
ellite is flourishing.

Low-power DBS was born on Jan. 15, 1986,
when Home Box Office scrambled fulltime satel-
lite feeds of HBC and Cinemax and began sell-
ing subscribers to receive services to more than
1.6 million owners of backyard C-band earth
stations. Several other cable programers have
followed HBO's lead and are actively competing
for home satellite subscriptions.

HBC now wants other major cable pro-
gramers to join it in stepping up from C-band to
medium-power Ku-band satellites that are ca-
pable of beaming signals to much smaller
dishes than C-band satellites programers now
use. As resull, for cable programers, home sat-
ellite market would be potentially much larger.

DBS has had difficult time getting off ground.
After planning for five-and-a-half years and
spending $140 million, Comsat's Satellite Televi-
sion Corp. announced in November 1984 it
would abandon its plans for six-channel high-
power DBS service. And United States Commu-
nications Inc., which began offering medium-
power five-channel service in Northeastern U).S,
in November 1983, went out of business in April
1985 after signing up only around 10,000 sub-
scribers. Last blow for both ventures came in
November 1984 when Comsat and Prudential,
USClI's principal backer, couid not come to

terms on proposed merger.

DBS's first casualty was actually neither STC
nor USCI, but Skyband Inc., start-up company
backed by Rupert Murdoch. Using SBS IH, Sky-
band had pianned to launch medium-power
five-channel service. But in November 1983,
Murdoch pulled plug on venture, citing unavaila-
bility of proper home earth stations and need for
more powerful satellite to transmit to smaller
dishes.

FCC authorized high-power DBS service in
June 1982, granting construction permits to
eight applicants, including Comsat's STC. But
FCC year later also gave green light to USCI,
Skyband and any other company wishing to of-
fer medium-power broadcast satellite service
with fixed (11.7-12.2 ghz) satellites (BroaocasT-
ING, June 6, 1983).

Several companies, including Hubbard
Broadcasting's United States Satellite Broad-
casting. still hold construction permits for high-
power DBS systemns. But none appears close to
using CP's. All have same problem: lack of fi-
nancing.

a

Equal employment opportunity. FCC has
adopted rules implementing EEQ aspects of Ca-
ble Communications Policy Act of 1984 (BroaD-
CASTING, Sept. 23, 1985). It decided to use pro-
cessing Quidelines to monitor cable EEO
compliance. As result, cable entities (and satel-
lite master antenna television operations) serv-
ing 50 or more subscribers and having six to 10

“full-time employes must have 50% parity with

labor force overall and 25% parity in top four job
categories; those same types of entities with 11
or more full-time employes must have 50% par-
ity overall and in top four job categories.
Commission also has proposed to ease EEQ
reporting burdens of broadcasters by exempt-
ing licensees with no more than five employes
(current ceiling is no more than four) {BroaD-
CaSTING, Nov. 18, 1985). It also proposed to
change its EEC model program reporting forms
to emphasize that FCC's primary concern is
EEO efforts. not numbers, and to make them
less burdensome for broadcasters. Full-time
and part-time employes could be lumped into
same table in annual employment reports, in-
stead of separate tables, as required now. Pro-
posed revisions of EEQ model program report-
ing form are, according to FCC officials, aimed
at meeting objections of Office of Management
and Budget. Four years ago, OMB refused to
approve form. objecting to requirement that it
be filed routinely at renewal time, OMB had per-
mitted FCC to continue using form through end
of November 1985. And without further FCC ac-
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tion (FCC could have rejected OMB recommen-
dation with majority vote), use of form wouldn't
have been authorized past then. But FCC said it
had rejected OMB's recommendation in adopt-
ing rulemaking,

Under current EEO guidelines, stations with
five to 10 full-time employes are required to
have 50% parity overall with available work
force. Stations with more than 10 full-time em-
ployes must reach 50% parity overall and in top
four job categories, and stations with 50 or more
full-time employes receive complete review of
their EEQ programs.

0

Fairness doctrine, FCC wrapped up proceed-
ing on fairness doctrine by concluding doctrine
is not in public interest and, contrary to its in-
lended purposes, inhibits broadcasters from
presenting controversial issues of public impor-
tance (BROADCASTING, Aug. 12, 1985). FCC said
it will continue to enforce doctrine, even though
itasserted such enforcement infringes on “fund-
amental constitutional principles,” furnishes
government with “dangerous" too! that could be
abused and imposes unnecessary costs on
broadcasters and FCC.

However. commission has initiated rulemak-
ing to determine whether enforcement of doc-
trine is constitutional and contrary to public in-
terest. It acted after panel of U.S. Court of
Appeals in Washington remanded case in which
Meredith Corp. had challenged constitutionality
of doctrine (BROADCASTING, Jan. 19). Meredith is
appealing commission decision that one of its
stations, wivH(Tv) Syracuse, N.Y, violated doc-
trine. Same panel, in case brought by Radio-
Television News Directors Association and num-
ber of other broadcaster groups, had held that it
lacked jurisdiction to consider constitutionality
of doctrine. Panel directed plaintiffs to submit
issue to U.S. District Court. However, full court,
after considering petitions for rehearing filed by
broadcaster groups and FCC, said it would re-
hear case (BROADCASTING, March 23).

Meanwhile, Senate Commerce Committee
passed legislation that would turn doctrine into
law (BroaDCasTING, March 30). Committee
Chairman Ernest Hollings (D-S.C.) is deter-
mined to see doctrine codified in anticipation
that FCC will try to repeal it. House is expected
lo follow suit with its own legislation codifying
doctrine. House Telecommunications Subcom-
mittee plans to hold hearing on issue on April 7.

0

Federal Trade Commission. FTC came one
step closer to permanent' authorization last
month when Senate Commerce Committee
unanimously and without debate adopted S.
677, measure funding FTC in FY 1988, 1989 and
1990 at levels of $69.9 million, $71.9 million and
$72.9 miliion, respectively (BROADCASTING,
March 16). S. 677 contains provision to prohibit
industrywide regulation of advertising based on
unfairness standard, allowing adjudication only
on case-by-case basis. (Prohibition is currently
in place on temporary basis.) It does not contain
prohibition on FTC authority to challenge trade-
mark validity or requirement that FTC consult
Department of Agricuiture before suing agricul-
tural cooperative, both of which proved contro-
versial in version of bill that died in 99th Con-
gress. Measure also did not contain proposal to
broaden power of state attorneys general to al-
low prosecution in any state, which has worried
advertisers (BROADCASTING, Feb. 16). House
measure may visit attorneys general issue.
House subcommittee is expected to hold au-
thorization hearings sometime this month.
House appropriations subcommittee held
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hearing March 24 on proposed.FTC appropri-
ation of $69.85 million for FY 1988 (BrOADCAST-
ING, March 30). Representative Joseph Early (D-
Mass.) questioned FTC proposaf to do away
with its cigarette testing lab, saying he didnt
believe tobacco industry could be trusted to
monitor itself.

O

HF (shortwave) WARC. U.S. and other devel-
oped countries were reportedly satisfied with
results of second and final session of World Ad-
ministrative Radio Conference on planning use
of shortwave band. They had succeeded, at
least for number of years, in blocking effort of
some Third World countries, led by Algeria, to
establish computer-based planning system.
WARC agreed that test that had been conduct-
ed between two sessions failed to demonstrate
system would meet requirements of countries at
conference. WARC agreed only to further, and
partial, trial of computer-based systern, after
new software has been developed. That could
take over three years. And U.S. sources doubt
any software could be developed that would
remedy defects found in first test (BroaDCAST-
ING, March 18).
O

International Telecommunications Satellite
Organization. Intelsat’s 113 members, meeting
in Extraordinary Assembly of Parties, April 1-3,
were to vote to confirm Board of Governors' se-
lection of Dean Burch as director general.
Burch, former FCC chairman, was named on
fourth ballot at board meeting in March (BroaD-
CASTING, March 16). He would succeed Richard
Colino, who, along with Deputy Director General
Jose L. Alegrett, was fired by board in Decem-
ber after outside lawyers and auditors submit-
ted report indicating their possible involvement
infinancial irregularities. Intelsat investigation of
alleged wrongdoing is ongoing. U.S. Attorney
for District of Columbia is conducting criminal
investigation.
a

International telecommunications satellite
systems. President Reagan has determined
that separate U.S. systems providing interna-
tional communications satellite service are re-
quired in national interest, if restrictions are im-
posed to protect economic health of Intelsat.
President acted in November 1984, eight
months after State Department, on behalf of
Senior Interagency Group, and Commerce De-
partment submitted recommendations on issue
to White House. Executive branch agreed re-
stricted service by separate systems should be
permitted. And FCC, following inquiry/rulemak-
ing, conditionally authorized seven applications
for separate systems. One applicant—RCA
American Communications—dropped out.

One of original applicants, Pan American Sat-
ellite Corp., secured Peru as foreign correspon-
dent, and in December, Intelsat Board of Gover-
nors recommended approval of consultation of
proposal with Intelsat. Board scheduled Extraor-
dinary Assembly of Parties in April to act on
consultation.

(]

Low-power television. FCC gave birth to new
broadcast service five years ago, adopting
rules for low-power television (BROADCASTING,
March 8, 1982). Latest FCC list shows 428 li-
censed LPTV stations. Commission has granted
construction permits for another 1,204. Accord-
ing to same list, there are now 4,660 translators
licensed; commission has issued construction
permits for another 529.

New-generation television stations are techni-

cally similar to translators, but are permitted to
originate programing. (Translators had been re-
stricted to rebroadcasting signals of full-service
stations.) In adopting service, FCC estimated as
many as 4,000 new stations could eventually be
spawned by rules, adding to more than 4,000
existing translators that can rise to LPTV status
simply by notifying FCC. LPTV stations have few
regulatory obligations, and there are no cross-
ownership or multiple-ownership restrictions.
Stations must observe statutory prohibitions
against broadcast of obscenities and lotteries,
however, and they have limited equal-time and
fairness doctrine obligations. Commission now
has 9,097 LPTV and translater applications
pending.

Freeze is in effect on major amendments and
on new LPTV and TV translator applications
(BrOADCASTING, Sept. 19, 1983).

FCC has amended LPTVrules to modify appli-
cation filing procedures {BROADCASTING, Feb.
16). Under ruling, applicanis for new facilities
will be limited to five applications per window;
there will be no cap on applications for major
change applications. Ruling also permits LPTV
and translator licensees or permittees dis-
placed by full-power TV, land mobile or other
protected services to move to different channel
without having to compete with other appli-
cants, “provided that there are no pending ap-
plications on the new channel and that oper-
ation on the new channel would not interfere
with any other pending applications or protect-
ed primary services."

0

Multichannel television. Multichannel televi-
sion (MCTV), otherwise known as MMDS or
“wireless cable,” has made appearance in sev-
eral markets. Using mix of microwave (2 ghz)
channels allocated to multipoint distribution ser-
vice, instructional television fixed service and
operational fixed service, pioneer MCTV opera-
tors are offering multiple channels of cable pro-
graming—often in competition with cable sys-
tems.

One of best financed systems is in Cleveland.
There, Metropolitan Cablevision, with backing
from TA Associates, is offering 12-channel ser-
vice, including Showtime, for $18.95 a month.
Services are also available, or soon will be, in
San Francisco, Washington, Milwaukee and
New York.

Growth of MCTV has been retarded by regula-
tory and financial problermns. But according to
MCTV proponents at Microwave Communica-
tions Association meeting in Washington |ast
month, chiet problem at this point is inability to
secure rights to popular cable services like
Home Box Office and Showtime. Metropalitan
had to go to court to win right to carry Showtime.

MCTV was born in regulatory sense in May
1983 when FCC reallocated eight channels from
ITFS to MDS, where they are more readily avail-
able for MCTVuse. At same time, FCC said ITFS
licensees could lease most of time on their chan-
nels to MCTV operators.

Reallocation of ITFS to MDS has not been
boon to MCTV many thought it would. That's
because FCC was swamped with applications
for channels, causing processing to grind to
halt. To speed awarding of permits, FCC institut-
ed lottery in September 1985.

0

Multiple ownership. FCC Chairman Mark
Fowler and James McKinney, Mass Media Bu-
reau chief, have indicated support for permitting
struggling AM stations with overlapping signals
to escape strictures of FCC's duopoly rules and
join forces (BROADCASTING, Sept. 30, 1985).
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Acting on reconsideration, FCC has revised
multiple ownership rules {BRoADCASTING, Dec.
31, 1884). Under new rules, which took effect
April 2, 1985, entities may own 12 AMSs and 12
FM's, and will be permitted to own 12 TV as
long as they don't reach more than 25% of na-
tion’s television homes. UHF's are assessed for
only half of market's television homes. Group
broadcasters who buy interests in stations more
than half owned by minorities are able to own up
to 14 stations in service, and are permitted to
reach 30% of nation's television households
through their TV's, as long as two stations in
each service are controlled by minorities. Al-
though commission’s original order would have
dropped all ownership restrictions in 1990,
FCC, on reconsideration, eliminated sunsets for
TV and radio.

Responding to mounting criticism of its origi-
nal rule, FCC stayed television portion of that
order until April 1, 1985, and Congress set that
stay in legislative concrete (BROADCASTING, Aug.
13, 1984).

O

Music licenses. U.S. Supreme Court let stand
earlier court decision that blanket music li-
censes for television stations did not violate anti-
trust laws or restrain competition (BROADCASTING,
Feb. 25, 1985). Decision was result of initial suit
brought by All-Industry Television Station Music
License Committee against American Society of
Composers, Authors and Publishers and Broad-
cast Music Inc. Meanwhile, trial date has been
set for May 5 by federal rate court to establish
“reasonable” ASCAP fees for bianket and pro-
gram licenses for tetevision stations.

Interim decision was handed down from mag-
istrate with Southern District Court for New York,
establishing retroactive fees for period from
April 1, 1985, through March 31, 1988, of $60
million (BroaDCASTING, March 9). In same ruling,
magistrate said music fees should not be based
on station percentage-of-revenue because for-
mula is not adequate measure of value of music
rights. Interim ruling is subject to change, pend-
ing outcome of rate court trial. In May 19886,
same district courtissued order confirming earli-
er ruling that stations had to pay BMI retroactive
fees during 22-month pericd from February
1983 to Novemnber 1984. Ruling said delinquent
stations would be subject to interest penalties
amounting to annual 9%. BMI rates are tied to
ASCAP rates. For 1985-87, two rates for each
year have been established—interim rate and
final rate pending outcorne of ASCAP fee pro-
ceedings. For 1985, BMI fees for TV stations are
61.5% of ASCAP rate (that figure is both interim
and final rate). In 1986, stations were scheduled
to pay BMI interim 65% and final 68% rate, and
in 1987 interim rate is 68% and final rate is 70%.

For radio, All Industry Music License Commit-
tee and ASCAP reached agreement on new mu-
sic licensing pact in late July that raises annnual
blanket licenses rates by approximately 7.5%
(BroaDcasTing, July 28, 1986). New licenses
(both blanket and per-program) eliminate trade
and barter income reporting. Sustaining fee in
blanket licenses was also dropped.

New blanket licenses run for five years, retro-
active to Jan. 1, 1986. Settlement for ASCAP
provides for no additional payments for 1983
and 1984. (Industry had been operating with
interim ASCAP licenses since Dec. 31, 1982)
Rather, it calls for flat 7.5% surcharge fee on
station's 1985 payment to ASCAP. For per-pro-
gram licenses, terms of existing agreement
were extended through end of 1986 with new
contract, which runs for four years, taking effect

“Where Things Stand” continues on page 108.




Our first TV Stereo Generator was
very good. Our second is great.

i T
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The Orban 8182A/SG TV Stereo Generator. The Orban 8185A TV Stereo Generator.
Our first TV Stereo Generator. Our second-generation stereo generator.

Our first-generation stereo generator is used by more stereo television stations than all other makes
combined.

Now, Orban introduces a new second-generation generator, with significantly improved versatility,
setup ease, and measured performance.

Our new second-generation stereo generator is designed to supply the best possible results
regardless of your choice of audio processors. For non-Orban processors, it includes separate balanced left
and right inputs, flat or pre-emphasized. For Orban’s OPTIMOD-TV Audio Processor, a2 multi-pin
interconnect permits interleaving the stereo generator’s low-pass filters with the audio processor’s circuitry,
yielding the brightest sound and lowest distortion.

Our new second-generation stereo generator includes a built-in Bessel null calibration tone that’s not
dependent upon the accuracy of a local crystal—it locks to station sync. Just switch on the tone, adjust the
BASEBAND OUTPUT control for carrier null, and maximum separation is ensured!

Our new second-generation stereo generator uses our new Hadamard Transform Baseband
Encoder™ It’s a switching encoder using digital techniques to approximate a sine-wave multiplier. Most
performance specs are s0 good that they can't be reliably measured. And the new Hadamard Transform
Baseband Encoder has even better stability than our already excellent analog encoder.

In our new second-generation stereo generator, the steep low-pass filters, which guarantee
excellent high-frequency response coupled with the industry’s best rejection of non-linear crosstalk, have
been phase-corrected for constant group delay from 30 to 12.5kHz.

Subjectively, this should make the most ardent audiophiles happy. Objectively, the 8185A has far
fewer overshoots to light the peak flashers and possibly overload your exciter.

Improved noise reduction circuitry results in even better separation measurements with both
swept-sinewave and dynamic program.

There’s also true peak-reading metering of input, circuit, and composite output levels for easy set-
up and verification of proper operation, and an easy-to-follow Installation and Operation Guide is
included.

Our new second-generation stereo generator still comes with the best manual in the business, and
with the experience and expert assistance of Orban Customer Service, just like our first-generation stereo
generator did,

For a brochure on the new 8185A TV Stereo Generator, to arrange a demo through an Orban
Television Products Dealer, or if you have any questions, please call:

Orban Associates Inc.
645 Bryant Street, San Francisco, CA 94107 USA
Telephone (415) 957-1067 or (800) 227-4498 Telex 17-1480

orban



[1 KRLR-TV/Las Vegas,
Nevada has drafted
Seltel as exclusive

BRIN national sales represent-
ative. Seltel joins a long
list of winning teams fea-
AN OTH ER tured on independent
. KRLR: the UNLV Runnin’

Rebels, the Los Angeles
WINNING Lakers, the San Diego
Padres, the Oakland A's
TEAMTO °...
[] We're proud that KRLR

picked Seltel. Winners
know that performance
counts—that’s why win-
ners like KRLR choose
Selfel.

LAS VEGAS

B B —

PERFORMANCE IS THE BOTTOM LINE.

© 1987 Seftel. inc.
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Banner times for broadcasters in Dallas

Fowler, Tisch addresses highlight
stand-room-only Dallas convention

The broadcasting industry rode into Dallas
and found itself at a crossroads: Either it
sticks with the old way of doing business
(regulated and protected) or choses a new
way of operation (deregulated and unpro-
tected). It's a dilemma that seems to have
split the industry into two camps: those who
feel deregulation has gotten out of hand and
those who don’t. It was this debate that
“served as the centerpiece for the National
Association of Broadcasters annual meeting
in Dallas last week.

That’s not to say that a speech by Laur-
ence Tisch, CBS’s chief executive officer,
did not go unnoticed (see page 44). Tisch. in
his first address at a major Fifth Estate func-
tion since becoming chief executive officer
of CBS, told a luncheon audience that he
would testify this month at hearings before

the House Telecommunications and Finance
Subcommittee. But the CBS chairman said
he had reservations about the hearings,
which are also to examine the three televi-
sion networks' news operations: "1 believe
that under our precious First Amendment. it
is inappropriate tor Congress to inquire into
the nature and adequacy of our news oper-
ation. The subcommittee’s request for the
three network news presidents to appear be-
fore it, unrelated to any pending piece of
legislation, raises serious concerns and
could send a dangerous message.”

Tisch said he thought it was valid for the
subcommittee to question. in general, the
networks' current leadership as to “whether.
in a changed economy. our present sysiem
can continue to serve both the bottom line
and the public.” The CBS chairman said he
would testify that it was possible and that the
board of CBS and its management intend to
preserve the heritage of the news operations.
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The speech, interrupted several times by ap-
plause, also reviewed the compelitive pres-
sures now faced by the network and manage-
ment’s response: “We have had to establish a
realistic cost structure and assert firm control
over our expenses.”

(In Washington, House Telecommunica-
tions Subcommittee Chairman Edward Mar-
key [D-Mass.|, responded to Tisch. He de-
fended the proposed hearings and said the
subcommittee has a responsibility to exam-
ine the impact of mergers and acquisitions
on the networks. “There is no more impor-
tant industry than the news industry and it is
undergoing a major restructuring.”)

As for convention statistics in general, the
meeting drew a record crowd (40,388 versus
39.000 last year), the exhibit floor was
jammed, and attendance at workshops and
panel sessions generally was high.

(There were, however, some glitches. On
Saturday, the day the exhibit hall opened. the
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Sony booth was largely without power for
two hours. An electrical fire Sunday in the
convention center disfupted television ses-
sions. And a Sunday morning snow shower
and unseasonably cold weather caught many
by surprise. The snow wasn’t the only un-
scheduled event for some conventioneers;
there was a rash of burglaries at the Loews
Anatole hotel and a holdup at a popular Dal-
las restaurant, Chez Gerard.) But a overali
the show was a winner.

The turmoil within the industry over dere-
gulation cropped up during an NAB-Ameri-
can Bar Association forum prior to the con-
vention (see story. page 65). and it continued
to surface throughout the convention.

At the heart of the debate is the notion that
broadcasters should give up something in the
way of deregulation to obtain legislation that
would protect them against competing appli-
cants at license renewal time. NAB has al-
ready indicated a willingness to compro-
mise. How far is yet to be answered.

The advice broadcasters received varied.
Outgoing FCC Chairman Mark Fowler, in an
emotional [arewell address. said broadcast-
ers should show some “backbone” and reject
compromise (see page 55).

Also contributing to the debate was Tele-
communications  Subcommittee Chairman
Markey. He told broadcasters: “"You can't
have it both ways.” Markey provided a pre-
view of his policy goals, not all of them
encouraging to broadcasters. as he stated his
view that the spectrum is still a scarce public
resource (see page 58). Reaction to Markey's
speech seemed to typify the industry’s am-
bivalence regarding deregulation, Said one
broadcaster: 1 think he’s right on target.”
While another said there was a “chill in the
air” when the congressman spoke.

Further details on what specific trade-offs
broadcasters may have to make came up at
an invitation-only congressional breakfast
(see story page 60). It’s been said that reas-
sertion of the public interest standard is a

given. But a few more items were put on the
table. Leading off the list was children’s tele-
vision, EEO and restoration of the FCC's
antitrafficking rule. (On the last. indications
were that support for a return to the rule may
be picking up steam within the industry.)

The turnout from Capitol Hill was high
with six senators and 32 congressmen. (In
addition to airfare and hotel expenses, NAB
paid each senator $2.000 and each House
member $1,500.)

Still other policy matters came to life.
FCC General Counsel Diane Killory told
convention atteendees that the FCC should
tackle the indecency issue and that she be-
licves it can be done without “chilling
speech” (see page 64).

Ore indication that a new world of broad-
casting is emerging was evident by a market-
ing panel that highlighted the differences be-
tween “marketing” a television station and
Just selling advertising time (see page 79).

Changes in the methods of station financ-

Tisch offers a state-of-the-networks critique

Following is the text of the NAB luncheon address of CBS [nc. presi-
dent and chief executive officer. Lanrence Tisch, his first appeavance
before a major broadceast industry group:

All three networks have been much in the news, largely because of
our efforts to reduce costs and restructure operations. | don't want to
dwell on that subject today except to make a few basic points:

Flrst, while this has been an extremely painful period at CBS and
particularly for the individuals whose jobs have been eliminated, it
has been necessary to deal with the changing economics of our
business. We have had to establish a realistic cost structure and
asserl firm control over our expenses.

Second, the result. in my view, is already a better-managed com-
pany, with a stronger financial base, that is better prepared tc deal
with the challenges of the future.

Third, we are confident that our actions have not—and | empha-
size have noi—compromised the guality of CBS programing or the
crealivity and professionalism in our staff.

Lastly, but most critically, we remain firmiy committed to insure that
our crown jewel—the CBS News Division—maintains its position as
the premiere source of television news in America. Under Howard
Stringer’s superb leadership, | am certain that is the case. And as |
walch Dan Rather each night, i see daily evidence of the excellence
and preeminence of the CBS News team.

As you all know, CBS is a proud company with a great tradition. In
many ways, the history of CBS is really the story of the development
of the broadcast industry itselt. Paley, Stanton and Murrow are not
Just the legendary figures of CBS, but the pioneers and pacesetlers
of our entire industry. And we who have succeeded them are dedi-
cated to carry forward undiminished the values and principles
which they have championed.

I stand before you today to reaffirm the commitment of the CBS
board, which is once again chaired by the visionary Bill Paley, of
myself, and Gene Jankowski to lead this network forward as a
source of innovation, creativity and quality. But i also come here to
give a waining about these tumultuous times and the dangers they
pose for our industry and for the networks most of all. | sound the
alarm not in panic or desperation, but with determination to master
these challenges and to maintain the strength and vitality of this
great network in the years ahead.

For nearly 60 years, our business grew. almost without interrup-
tion. There was room for everything in an ever-expanding space.
Then conditions began to change. In just a few years the number of

cable program services has doubled; the number of independent
stations has tripied; we have gone from no VCR's to 36 millicn VCR's.
from no backyard dishes to two miltion. Perhaps most astonishing of
all. there are already at least three announced services proposing to
uplink packages of cabte and network programing to transponders,
scramble them and sell them to dish owners and cable subscribers,
all without benefit of anyone's permission. A once unified and coher-
ent industry seems to be splitting down further and further into
separate components as though some unstoppable biological pro-
cess were at work.

Some of these changes have been driven by technology. some by
rapid deregulation. There is an ironic twist here. On the one hand,
there has not been a single piece of network deregulation. On the
other. the networks have ourselves been a primary force behind the
new technologies:

O More people bought cable in order to get a clearer network
picture than for any other reason. Independent stations rode along.

Ot was that cable wire plus a healthy lift from the afteriife of
programs developed by the networks that helped put the indepen-
dents where they are today.

O Networks were major users of satellites and made them finan-
cially viable.

0 Almost 80% of VCR usage is to timeshift network programing.

O0The production community which gives us feature films and
syndicated programing could not exist in its current form without the
predictable annual injection of three lo four billion dollars worth of
network investment.

In a real sense, then, the nelworks have helped to create our own
competition.

As these new competitive forces began to emerge in the early
part of this decade, the survival of the networks became a popular
Sunday supplement topic. It made its rounds in the industry as well.
The predicted decline and fall of the networks had a dramatic “Da-
vid and Golialh” element—a trio of cumbersome, lethargic giants
about to be toppled by a group of energetic upstarts.

Network shares did, in fact, begin to fall. But contrary to the theory,
the networks themselves flourished. Profits actually grew, and an all-
time profit record was set in 1984,

But then the ecenomic environment changed. Revenues slowed
down. Competition intensified. Disinflation arrived. Profits declined
sharply in 1985, They went down even faster in 1986. And, at least in
some cases, they could well disappear entirely in 1987. All this
despite the fact that shares have meanwhile been stabilized. We are
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ing and the tlurry of trading that has oc-
curred over the last tew years are still draw-
ing attention. A session titled "What's a TV
Station Worth Today?” filled the room (see
page 80). Another indication that the indus-
try has arrived. at least in the eyes ol invest-
ment bankers, was the presence of Morgan.
Stunley & Co.. which held a dinner at South
Fork ranch, home to the Dallas television
show.

To function in this new environment,
broadcasters are looking at ways to stay
competitive. For instance, the development
ol new ratings methodologies such as people
meters has gained considerable momentum
(see puge 82).

In addition to business at home. broad-
casters heard news of an expanding interna-
tional programing marketpluce. They were
told that there’s a $1-billion market out there
(see page 82).

Also of note is the continued growth of
low-power television, a force that may no

longer be ignored. The potential for the me-
dium was discussed at length during a Com-
munity Broadcasters Association meeting
during the NAB convention (see page 77).

The virtues of localism and old-tashioned
community service were extoled by the win-
ner of NAB's distinguished service award,
Martin Umansky. formerly of KAKE-AM-Tv
Wichita. Kan.(see page 76).

But a joint session on the industry s role in
the fight against alcohol und drug abuse did
not attract the attendance NAB hoped for:
indeed. the program’s moderator. talk show
host Sally Jessy Raphael, scolded broadcast-
ers; “This is the smallest attendance of any
NARB opening session. We should ask ou-
selves why. Do we just not care””

For radio broadcasters there was the an-
nouncement of the finalization of a new,
tive-year, music licensing pact with BMI.

As for the industry’s ability to stay on top
of technological developments. NAB Presi-
dent Eddie Frius announced the association
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is exploring the option ol establishing its
own technology center (see page 68). On
another tront. the FCC’s Muss Media Bureau
Chief Jim McKinney. noting the prolifera-
ton ol Motorola’s C-Quam AM slereo re-
ceivers. said 1if he were u broadcaster, “I
would have no problem deciding”™ which
system to choose. The NAB equipment
show. a four-day technological spectacle
covering more than 313.000 square feet. this
year attracted not only a record 696 exhibit-
ing companies but also drew unusually large
crowds. particularly on opening day. Satur-
day. March 28.

Although NAB's official registration
numbers hit about 40.000. an NAB official
speculated that with additional single-day
exhibit passes and exhibit guests. visitors to
the show may have totalled 50,000.

Long-time exhibitors from companies
large and small, domestic and foreign. ex-
pressed excitement about the traffic flow, as
well as the amount of business that may stem

suddenly confronted with a situation in which it is possible to invest
neariy $2 billion in a network and not have any return

But a network is amorphous, an idea. It is not licensed. It is not
made of bricks and stone. It has no proprietary rights. We pay for
programs, but we don't own the programs or the companies that
make them. We pay the stations to carry our programs. but we dont
own those stations or participate in their profits. We don't own the
products that advertise with us, or the companies that make those
products.

What a network does, then, is to pay for the production of pro-
grams; connect programs together in a schedule; connect the
schedule 1o the stations, then to advertisers, and finally to the audi-
ence In doing this, networks provide stability in an otherwise notori-
ously unstable field.

Stability for the producers. whose product is viewed more broadly
and can last longer than in any entertainment medium ever devised:
for the slations, who get thousands of hours of product they could
never fund themselves and are paid for carrying it; for the adver-
tisers, who can reach the largest audience with the greatest efficien-
cy ever offered by any advertising medium.

And the audience gets it all. . .free. . .the best entertainment anc
the best informational service in the world.

The networks have worked because of what we have delivered,
not because of legisiation, or reguiation, or privilege. But now the
numbers no longer seem to work. And the focus has swilched from
talk of programs and technology to the language of finance and
budgets. For the first time, the question has seriously been raised
whether the bottom line and public service are now mutually exclu-
sive claims—whether. in fact, we have reached a point where we

can no longer serve the public and stay in business.

That is the guestion that lies behind the hearings the House Tele-
communications and Finance Subcommittee will conduct next
month: whether in a changed economic climate. networks can per-
form their “primary duty lo keep the public informed in a responsible
manner.” Subcommittee Chairman Ed Markeys announcement of
the hearings said, and | quote, "we will ascertain whether network
news operations have grown too unwieldy or inefficient 10 Survive
the new competitive marketplace.

| am concerned about that formulation of the question for | believe
that under our precious First Amendment it is inappropriate for
Congress 10 inguire into the nature and adequacy of our news
operation. The subcommitte’s reguest for the three network news
presidents to appear before i, unrelated to any pending piece of
legislation, raises serious concerns and could send a very danger-
ous message

But Congressman Markey's subcommittee may be performing an
important service when it asks the broader question of the leader-
ship of the three networks: whether in a changed economy our
present system can continue to serve both boltom fine and the
public? As | will testify next month, | befieve that with conviction (n
our purpose and resolve in our management we can have both
vitality and viability.

The networks collectively will never again have the market share
we once enjoyed. We have all recognized that we cannot carry into
1he '90s the cost base of the '80s. It would strangle any of us. But our
network can be a healthy business if we are careful, if we are tough
on ourselves, if we are sensible, if we are prudent, it we manage
well. But we must also transcend business considerations. That is
what has always defined CBS and thal is why CBS defined broad-
cast journalism. In 1933, when the infant CBS Radio Network was
suddenly cut off from the news services controlled by the newspa-
per industry, Bill Paley and his colleagues pasted together their own
news service with rubber bands and bailing wire-—and electronic
journalism was born. Thal was nol a business decision in the ordi-
nary sense. That is what Bill Paley and Frank Stanton and Ed Murrow
put there and so many others fought for. | can tell you now that
neither | nor anyone else at CBS intends to give up one iota of that
heritage.

But it will not just be the status quo. We will build on that heritage,
as our industry and CBS have always done. Now that we are estab-
lishing a sound economic basis, we will move forward to continue
this network's tradition of excellence in programing and leadership
in news. With the extraordinary talent and energy of our people and
the firm commiiment of our management to provide the needed
resources. CBS will not just survive. [t will excel and thrive in the
months and vears to come. Of that | am certain.
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Instant outcry

Thie od! hxadn't somled ajder ("BS Presi-
et Laicrenes Tiaeh's lancheni remarks
Gefte thin peiintind icos saned by Pres-
toot Padden, prasident of the Jssociation
ief Inelependes! Telovision Stations.

"W aporsciate fhe backhanded recog-
nifion of the sirength of irdependent
telawizion that was imgpkait in Mr. Tisch's

olherdlze  wabecoming  a7tacks upon
s HEs owong abowl cabls [laking
sy nEwork shares], 15 was the ap-

paal ol independent stations nod evail-
able in the local markst thal crowvs up
the panstration of cable telavizon. ARer
slaning 10 mes spescn | hewve 3 re-
mawed enthusiesm or the acual ime
las "

from it. Steve Kerman of Tektronix, a test
equipment maker, said: “In 26 years [of
NAB conventions], ['ve never seen an open-
ing day so crowded.” Ed Gayou, retiring
NAB exhibit organizer, also called floor at-
tendance “the best I've seen in some years.
Saturday was unbelievable.”

Stan Basara, new president of Panasonic
Broadcast. said traffic was “excellent,” es-
pecially on opening day. He added: “The
business climate is better than what it had
been. There's a pent-up demand to replace
old and tired U-matic gear used in electronic
newsgathering and also [broadcasters are be-
ginning] preparations for the 1988 elec-
tions.™

Camera manufacturer lkegami’s Bob Es-
tony said that while 1986 had generally been

a soft year for most broadcast equipment
makers. activity on this year's floor was
“nonstop.™ Harris product manager James
Brown agreed that traffic was generally good
and the level of business activity was high.
Audio equipment maker TFT's Jesse Max-
ench said the first three days of the show
were “wonderful.”

One of the reasons floor activity was so
brisk this year was important developments
in key technology like video formats and
cameras. Broadcasters. for instance, appear
ready to move quickly into half-inch video-
tape formats. Not only are the major net-
works going that way. but local broadcasters
also seem prepared to select replacements
for aging U-matic newsgathering gear (see
page 68). Solid state video cameras are also
challenging tube cameras for electronic
newsgathering purposes. with a growing
number of manufacturers offering different
approaches to the technology (see page 72).

Also working profound changes in elec-
tronic news gathering are the Ku-band satel-
lite newsgathering vehicles (SNV's) and
portable “flyaway ™ earth stations that can be
packed in several cases and shipped like lug-
gage anywhere in the world. The SNV’s and
flyaways were available in many configura-
tions at many prices.

An NAB survey found that the use of
SNV’s will become more pervasive, sug-
gesting that one-in-five television news de-
partments would buy or otherwise acquire an
SNV within the next three years (see page
71). Broadcasters at two sessions. one spon-
sored by GTE Spacenet. discussed their so-
far successful experiences with SNV’s, per-
haps whetting the appetites of their

colleagues (see page 71).

Talk about improving the basic systems of
television and radio also emerged repeatedly
during the convention's five-day engineer-
ing conference, which featured more than
120 technical papers and presentations in 20
separate sessions. The promise of high-defi-
nition television was a major debating point.
with HDTV production technology making
rapid progress, but experimental transmis-
sion systems raising difficult questions of
spectrum utilization and compatibility with
current TV sets (see page 70).

FCC Mass Media Bureau Chief Jim
McKinney provided the theme for the radio
engineering sessions. “The people want
quality in all things,” he said at Friday's
opening session, “and radio station opera-
tors cannot ignore this trend.”

As was made clear in many of the papers
and panels that followed. radio broadcasters
are not ignoring demand for quality. Propo-
nents of the voluntary NRSC standard for
AM urged broadcasters to implement the
standard, promising that it would close the
fidelity gap with FM. Will widespread use of
the standard lead to high-fidelity AM? “Ab-
solutely,” said NAB engineer Michael Rau
(see page 74). AM quality may get closer to
FM as a result of NRSC and several other
technical and regulatory initiatives.

But FM is not standing still. The technol-
ogy with the most promise is FMX, which
could eliminate much of the transmission
noise that limits the effective coverage of
FM stereo. FMX was back at this year's
NAB asserting that its compatibility and de-
velopment problems that had threatened its
future last fall had been resolved (page 73).

On the way out with Mark S. Fowler

Older, wiser and still recalcitrant

FCC Chairman Mark Fowler was sitting in
his room at the Loews Anatole hotel in Dal-
las during the National Association of
Broadcasters convention, giving one in a se-
ries of “exit” interviews. He looked relaxed.
and said he was feeling good about his im-
pending departure. He had come into office
six years earlier with a set of objectives and
principles, and was leaving in the belief he
had accomplished much. “The telecom-
munications world is freer, better than it
was,” he said. He also was tired; the job is a
demanding one. And he was looking for-
ward to entering the private sector, whose
cause he had worked so hard to advance.
For all of that, Fowler still seemed to be
suffering from the wounds of the many bat-
tles he had fought over the years. As a self-
acknowledged ideologue—"I have ideas I
believe in very strongly"—he described
those who have opposed his efforts to secure
complete deregulation of broadcasting—and
who may be seeking to swing the regulatory
pendulum back in the opposite direction—as
operating from “perverse incentives.” Per-
verse? “Make that ‘different,” " he said.
“They are good people. but they have differ-

ent incentives.”

Fowler can. of course. look back on a
productive career. The list of deregulatory
actions—from reduction of paperwork bur-
dens to repeal of the three-year rule to the
elimination (to the extent the law allows) of
interference in programing-—is impressive.
“No longer does the government intrude in
business decisions. or in programing deci-
sions that should be made by broadcasters,
by editors and by listeners and viewers,” he
said. And in telecommunications matters, he
pointed to a reduction in long-distance tele-
phone rates. to healthy rates of return on
investment, to increased uses of the public-
switched network, to the authorization of
separate communications satellite systems
and of fiber optics. trans-Pacific and trans-
Atlantic undersea cables.

“All are direct results of policy initiatives
we undertook, and these are beginning to
have beneficial effects globally.” Fowler
said. Indeed, he said. the commission is re-
ceiving delegations from countries interest-
ed in learning how it developed its structure
and implemented its program.

The commission’s policy of deregulation,
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of hamessing free enterprise forces rather
than relying on “government fiat." he said.
“is seen as highly desirable. So | feel very
good about it.”

Stll. there have been disappointments
and mistakes. Repeal of the fairness doc-
trine—a cherished goal—was not achieved.
But Fowler comforts himself with the pre-
diction that the courts will declare the doc-
trine—and the equal-time law—unconstitu-
tional. To him, itis a given. He seems almost
1o be attempting to will it. Such content reg-
ulation, he says, may belong in a society not
protected by a First Amendment, but not in a
free country. What of the public trustee con-
cept that broadcasters have known—and.
some say, been molded by, for 60 years? “Let
broadcasters be treated like business peo-
ple.” he said in his hotel room. “That is most
consistent with a free society. That is most
consistent with the First Amendment. The
public interest and the marketplace.™ he add-
ed. “are consistent.”

As for “mistakes.” Fowler lists three:

B His first vote in the Simon Geller case.
when he voted to deny renewal of Gellers
WYCA-FM Gloucester. Mass.. and grant the
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competing application of Grandbanke Corp.
The decision seemed to violate every princi-
ple Fowler had espoused in terms of the First
Amendment: one of the principal reasons for
denying renewal was Geller's failure to
broadcast news: his passion was symphonic
music. “That was a terrible mistake.” Fowler
said. The commission later reconsidered.
and renewed the license: Grandbanke's ap-
peal of that action is still pending.

B Another “mistake” he recalls with re-
gret was his refusal to grant RKO General's
request, early in his administration, to “con-
fess error” in the decision to deny renewal of
WNAC-TV Boston. a decision that was made
before he joined the commission and was
then on appeal to the U.S. Court of Appeals
in Washington. "1 was sold the idea that an
institutional decision should be honored.™ he
said. The result. he added, was a “$400-
million penalty.”

B Then there was the decision to attempt
to repeat the network financial interest/syn-
dication rules. “'If [ knew then what | know
now, | wouldn't have tried it.” Fowler said.
He still believes it would be “'sound policy”
to permit the networks to bargain for finan-
cial interest in programs they acquire and to
seek syndication rights—but the power of
Hollywood. he said. should not have been
ignored. The major motion picture studios
marshalled support in Congress—and in the
White House—to pressure the commission
into dropping the project.

To Fowler. that experience was a lesson in
hard-ball politics. and. he said. in “the im-
portance of PAC money in decisions.” While
Jack valenti. president of the Motion Picture
Association of America. attributed Holly-
wood’s victory on the issue to superior pub-
lic interest arguments, Fowler attributed it to
superior financial resources. He noted that
the networks do not have PACs that can fun-
nel money into political campaigns. “So this
is the way the system works.” he recalls
observing. And the circumstances of the loss
still appear to rankle. “The whole system
stinks.” he said. It needs to be reformed.
[ncumbents get most of the PAC money sup-

ort.”

P Throughout the interview ran that theme
of irritation with Congress. He said that in
passing political broadcasting laws—includ-
ing the statute requiring broadcasters to af-
ford candidates the lowest unit rate—legisla-
tors are involved in “a conflict of interest.”
He said the effect of the venerable equal-
time law, which has been on the books since
1927, benefits incumbents by discouraging
broadcasters from presenting any candi-
dates. and incumbents enjoy the benefit of
publicity associated with office.

Fowler's level of irritation was raised con-
siderably by word of the impending hearing
by the House Telecommunications Subcom-
mittee on the effect on network news oper-
ations of the substantial debt network com-
panies take on in connection with takeovers.
friendly and otherwise. He said it is trou-
bling enough 1o have government attempting
to involve itself in government. “Who the
hell are these people on the Hill who think
they can dictate programing when the First
Amendment is clear and unmistakable?. ..
That's why we 're going to get our relief from
the courts.” But. he added. it is even more
troubling to think that some people on the
Hill see a role for government in evaluating
or reviewing or subjecting to their approval
decisions that Bob Wright (of NBC] or Larry
Tisch [of CBS) for Tom Murphy [of Capital
Cities/ABC] make as a business matter.”

Fowler sought to remove key members of
Congress from his line of fire on the issue.
He said he doubted that most of the leader-
ship of the majority party in Senate and
House would support the view that Congress
should exercise that kind of oversight. He
specifically included Representative John
Dingell (D-Mich.). the powerful chairman
of the House Energy and Commerce Com-
mittee. as among those not likely to endorse
such oversight. He also said he did not think
that Representative Edward Markey (D-
Mass.). chairman of the Telecommunica-
tions Subcommittee. had reached any con-
clusions on the matter. He said Markey was
simply “accommodating a couple of con-
gressmen” on the subcommittee—Represen-
tatives Dennis E. Eckart (D-Ohio) and John
Bryant (D-Tex.)}—in scheduling the hearing.
However. Markey, in his speech at the NAB.
said that Congress has “oversight responsi-
bilities” in such matters and that he takes
those responsibilities seriously (see page
58).

It was when asked his reaction to specula-
tion that the regulatory pendulum might be
swinging back from the deregulatory edge to
which he has pushed it that Fowler cited the
members of a community “within the
beltway™ that he saw as operating out of
“perverse incentives.” or “different” ones.
He said they fear an erosion of influence if
broadcasting decisions were left to the play
of the marketplace. And first among those
on Fowler’s list were unnamed members of
Congress who, the chairman said, see their
“role as master programers.” He said they do
not trust a free press and want to “*control the
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electronic press.”

Fowler also listed some “trade association
and other representational types who hope
the structure of regulation continues forever.
because it means they have jobs and are im-
portant. Without that structure, they don't
have jobs.” Did he mean the National Asso-
ciation of Broadcasters? He would not
elaborate. Nor did he leave out “'some trade
publications™ from the list of those with
“perverse incentives™ ta preserve regulation.
They are “less important when Washington
is no longer the focal point.™ he said, “when
there is nothing to cover. And If they happen
to have a very liberal philosophy on top of
that—which is certainly their right—that
also colors their perceptions.”

For a man who sees representatives of
those groups operating in a kind of “buddy
system™ to oppose his deregulatory moves.
the world is not simple. Those he would
think share his views sometimes have other
priorities. And that concerns him. A case in
point is the developing issue involving the
NAB's interest in securing legislation that
would protect licensees against challenges at
license-renewal time. As a payment. the as-
sociation has made clear it would accept a
codification of the public interest standard.
as it now exists.

Fowler. in the interview. stopped short of
denouncing the proposed trade. He said the
bill (H.R. 1140) introduced by Representa-
tives Thomas Tauke (R-lowa) and William J.
(Billy) Tauzin (D-La.) “is a good starting
point.” (He would prefer the bill [S. 827]
introduced by Senator Bob Packwood [R-
Ore.] that would free broadcasters from all
content regulation.) But he wamed of the
danger of the Tauke-Tauzin measure “being
loaded up with regulatory baggage of the
past.” In January, when it became known
that the NAB would suppont what later be-
came the Tauke-Tauzin bill, Fowler said he
would argue a trade-off of renewal reform
for a public trusteeship would be “terribly
unwise and very dangerous.”

What of the possibility of unscrambling
the deregulatory omelet the Fowler commis-
sion has created? Fowler. not surprisingly.
hopes. and thinks. there is little chance of
that. He said he does not believe the Senate
or House leadership has any interest in undo-
ing the commission’s accomplishments. But
there is the bill that Represenative Al Swift
(D-Wash.) has introduced to reinstate the
three-year. antitrafficking rule. “The major-
ity of broadcasters will oppose that.” he
said. “Even the people at the NAB would
agree [the bill should not be enacted.].”
Even? He meant nothing by that. he said.

But issues like that are already becoming



part of his past. “I'm happy I'm leaving in the
sense that I'm tired.” he said. “It’s a difficult
job.” Indeed. it is. There are a variety of is-
sues. in a variety of fields. Broadcasting issues
still have the sex appeal that excites congres-
sional interest and draws congressional over-
sight. So do common carrier issues. Those
also have the potential of having considerable
impact on the economy—and even on Ameri-
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can foreign policy. And there is the continuing
technological revolution throwing off new in-
dustries and. for the commission. new prob-
lems. All of that has meant long. long days
and very little time on weekends. The pres-
sures. some say. were a factor in the breakup
of Fowler's marriage.

Fowler, who has announced an April 17
departure date. has not yet disclosed his

plans for the future. He intends to sail into
the private sector in tandem with Albert Hal-
prin, chief of the Common Carrier Bureau.
and he said they would soon start negotiating
with “several different parties—law firms
and nonlaw firm situations.™ There are a lot
of opportunities out there, he said. adding,
“It’s a very exciting time.”

He should know. He helped stir it up. O

TVX purchase of Taft’s five indies delayed
]

TVX president’s name surfaces
in drug trial, making observers
wonder if there a connection

At 10 a.m. last Tuesday the annual share-
holders meeting of the TVX Broadcast
Group in Virginia Beach, Va., was complet-
ed. Shareholders had overwhelming ap-
proved the group owner's purchase of five
independent television stations from Taft
Broadcasting and a proposed $255 million in
financing. TVX President Tim McDonald
was in his “usual bubbly, talkative, upbeat
mood,” according to one of those present.
McDonald was scheduled to fly to Cincin-
nati that afternoon to sign papers closing the
deal with Taft.

But McDonald never showed up in Cin-
cinnati. That same morning in U.S, District
Court in Norfolk. Va., two witnesses in a
cocaine trafficking trial connected Mec-
Donald with use of the drug. Before the next
morning, TVX informed Taft Broadcasting
it could not close on the $240-million pur-
chase. Neither company was explaining the
delay but informed observers think the
courtroom testimony threw a chill on financ-
ing, and on the deal along with it.

McDonald was not a party to the trial, nor
has anyone suggested that he had anything to
do with distribution of the drug. However,
on Tuesday, according to Tom Shean. a re-
porter for The Virginian-Pilot/Ledger-Star,
two witnesses mentioned the TVX presi-
dent’s name: "One was a high school wres-
tling coach who said that he attended a New
Year's Eve party four years ago at McDon-
ald’s house in Virginia Beach and that co-
caine was widely available at the party. The
second person was the girlfriend of someone
who is serving a prison sentence. . . for dis-
tributing cocaine. She testified that Mc-
Donald was one of his customers.”

Neither company provided any explana-
tion for the closing's delay, which wasn't
announced until 10 a.m. Wednesday when
Taft put out a statement over the financial
wire. The statemem said: “TVX Broadcast
and Salomon Brothers Inc. twold Taft they
hope to be able to close the sale ‘in the near
future,” and that Taft itself was prepared to
close at any time, which some informed
sources expect to happen this week.

There seems to be little else blocking the
sale of the five independent TV's: wDCA-TV
Washington, wCIX(TV) Miami. WTAF-TV
Philadelphia, KTXH(Tv) Houston and
KTXA(Tv) Fort Worth. By one account, the
$205 million in debt securities had been
priced two weeks ago. Although it was less
certain that Salomon had placed $50 million

McDonald

in voting convertible preferred stock—pre-
vious plans to sell the “equity™ portion of the
financing to Boston Ventures and First Chi-
cago Venture Capital had fallen through—
Salomon had guaranteed to provide “bridge
financing” out of the firm's own capital and
its representatives had flown to Cincinnati
last Tuesday for the closing.

A possibility is that both TVX and Salo-
mon mutually agreed to delay the purchase
until the conservative financial institutions

buying the debt securities are comfortable
with the legal status of McDonald, who 1s
perceived by some as indispensable to the
company. Said Jim Ricks, vice president.
southern division, Orion Television Syndi-
cation, “Tim is the backbone of the whole
thing. If it wasn't for him there wouldn'tbe a
TVX."

TVX might have had a hard time trying to
force Salomon to honor its “bridge financ-
ing” commitment since the investment
firm’s agreement was contingent on *‘no ma-
terial adverse change (as defined in the equi-
ty commitment letter) having occurred in the
financial condition. business or operations
of the stations taken as a whole or of TVX."”

Salomon’s financing commitment and
Taft’s commitment to sell the stations termi-
nate on Dec. 31. 1987. If for some reason
TVX does not go through with the purchase.
it is possible that Taft could sue TVX for
default or breach of contract. a possibility
the latter acknowledged: “TVX may be lia-
ble to Taft for monetary damages.” But
mostly last week there was only conjecture.
Said George Shipp, an analyst at Investment
Corp. of Virginia. one of the company’s two
initial underwriters. “The people who need
to give us some answers are TVX, Taft and
Salomon Brothers.™ a

*
Contest goes on for GenCorp

Management urges FCC to deny
STA request by General Partners

The battle over GenCorp proceeded last
week on two fronts with no clear edge
gained by either the company’s management
or General Partners (GP). which three weeks
ago made a $100-per-share tender offer for
the company’s 22.3 million shares outstand-
ing. In Washington, management urged the
FCC to dismiss or deny GP’s request that
shares tendered to it be held by a commis-
sion-approved trustee, who would operate
the company's RKO stations pending long-
form approval of GP as a licensee.

In Akron. Ohio, at GenCorp's annual
shareholders meeting. last Tuesday, manage-
ment said it planned within the next week 1o
counter the tender offer with a plan of its
own, and also indicated that no greenmail
would be paid to GP. Among possible man-
agement restructuring moves are a share re-
purchase, or a spin off of subsidiaries to
shareholders. Conglomerates, it is said. tra-
ditionally trade at a discount to the sum of
their subsidiaries.

For its part, GP announced Friday that it
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would be willing to increase its offer for the
company from $100. to $110, all cash, as-
suming that GenCorp’s management would
enter merger negotiations and allow a “limit-
ed due-diligence review.” The bidders also
said they would consider further increasing
their offer, or structuring it to allow contin-
ued ownership by current shareholders in
GenCorp’s defense contractor subsidiary,
Aerojet. GenCorp stock continued to trade
last week at $117.

On the legal front, management amended
its countersuit against GP and its investment
adviser, Shearson Lehman, to include the
charge that Shearson had abused its privi-
leged knowledge as a previous adviser to the
company in order to help GP prepare the
tender offer. Litigation between the two par-
ties is on hold until Friday, April 10.

In its FCC filing, management listed over
half-a-dozen reasons why it felt the commis-
sion should not grant the special temporary
authorization (STA) for GP’s use of a trustee.
The filing said that while commission policy
allows a trustee to play only enough of a role
to preserve the status quo, the GP proposal
would have the trustee actively pursuing set-
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tlement agreements in RKO’s comparative
renewal proceedings and attempting to find
buyers for the stations: “The commission
‘repeatedly’ expressed its concern with sate-
guarding the corporation’s assets and assur-
ing that the assets ‘remain available for
transfer to the offeror if the long-form appli-
cation is approved.” "

The motion also noted that other major
changes in the corporate structure of RKO
are anticipated during the trustee’s tenure.
including separating it from the parent com-
pany while using its stock as security for the
bidder’s debt. It alleges that although there is
“insulation” between the trustee and the bid-
ders, there might be inappropriate communi-
cation between the parent company’s man-
agement, whom GP could replace, and the
management of RKO.

Several other objections were also con-
tained in the lengthy motion. GenCorp as-
serted that GP requests that the STA apply
even if the tender offer is dropped and con-
trolling interest is instead bought in the pri-
vate market. In the latter case. the motion
states, “‘the timing constraints inherent in a

tender offer situation do not apply and there
is no pressing need for expedited administra-
tive action.”™

The motion said that the commission
should deny the STA request because the
long-form application is itself “subject to
dismissal on its face.” GenCorp said that the
bidders have not demonstrated they are fi-
nancially qualified and do not have a “*highly
confident™ letter from Shearson on the of-
fer's financing. The motion further claims
the GP application is incomplete in other
respects: The partnership agreement is not
binding, and Shearson is not included as one
of the transferees, even though its fee might
include ownership of up to 10% of the stock.

Finally the motion said that to grant the
STA request would further prolong and com-
plicate the RKO proceedings under way:
“There is simply no way for the commission
to make a rational or valid determination as
to the future behavior of the offeror or the
trustee as a licensee based on the conduct of
RKO.™

GP’s response to the motion filed last
week is due today, April 6. 0O

Intelsat assembly votes Burch in

Patties also approve PanAmSat’s
satellite coordination request

The International Telecommunications Sat-
ellite Organization’s Extraordinary Assem-
bly of Parties in Washington last week was,
in the view of some U.S. officials. a cause
for celebration. The EAP confirmed the
Board of Governors election of former FCC
Chairman Dean Burch as director general of
the organization. It also completed favorable
action on the consultation of the Pan Ameri-
can Satellite Corp.’s proposed separate com-
munications satellite system. PanAmSat—
which is to provide service between the U.S.
and Peru—was the first such proposal to be
submitted to the organization for coordina-
tion.

Burch's confirmation by the representa-
tives of the 113 member governments was by
acclamation on Wednesday. the first day of
the three-day EAP. And on Thursday night,
he was honored at a reception at the State
Department given by Secretary of State
George Shultz and the chairman of the board
of the Communications Satellite Corp., Ir-
ving Goldstein.

Burch’s election to the six-year term—
which he is to begin serving on April 15—
had not been a sure thing. He was running
for a job left vacant by the board’s dismissal
of the first American to hold the post, Rich-
ard Colino, for alleged involvement in irreg-
ular financial dealings. And some thought
that Burch might be regarded with suspicion
by those concerned about the U.S.’s position
favoring the establishment of separate sys-
tems. Burch, who was running against three
other candidates. won the board’s unani-
mous endorsement last month after he dem-
onstrated the necessary two-thirds support

after four ballots (BROADCASTING, March
16}.

Shultz took the opportunity afforded by
the reception to express U.S. support for
Intelsat. He said “Dean's presence signifies
the fact that the U.S., having had a key role
in getting the organization going, still has
faith that Intelsat will continue to contribute
to the world ahead.” The Communications
Satellite Act of 1962 led to the establishment
of the global system. And Burch said. “I'm
here to assure you the best is yet to come.”
He also indicated he was already on the job.
attempting to stir up business. Noting that
Shultz would be traveling to Moscow next
week for talks with Soviet Foreign Minister
Eduard A. Shevardnadze and other senior
Soviet officials. he said. *“We hope you make
a lot of news over there.”

Burch, who is 59, was FCC chairman
from 1969 to 1974, when he became counsel
to President Nixon. He:remained in the
White House after Nixon's resignation to
serve President Ford. He left the White
House in 1975 to join the Washington law

firm of Pierson. Ball & Dowd, where he has
been chairman of the executive commitiee
for the past six years. He headed the U.S.
delegation to the Space WARC in 1985.

The Assembly’s favorable findings on the
PanAmSat proposal. which were based on
recommendations of the Board of Gover-
nors, adopted in December, marked the end
of a long and frequently contentious negotia-
tion between the U.S. and Intelsat. Since the
PanAmSat proposal preceded what is ex-
pected to be a series of U.S. proposals for
separate systems that would compete with
Intelsat, the consultation process was
viewed as important for the precedents it
would set. The Assembly’s action involved
the five C-band transponders that the U.S.
and Peru submitted for consultation for ser-
vice between the two countries. But the de-
cision was conditioned on U.S. assurance
that all 24 transponders on the satellite
would be operated according to the technical
agreements reached by the U.S. and Intelsat.
Use of any of the remaining 19 transponders
would require separate consultations.

Fred Landman, president of PanAmSat,
which had filed its application with the com-
mission almost three years ago, said that
after the tensions and pressures experienced
in getting past the domestic and international
regulatory barriers, the Assembly’s final ac-
tions seemed “anticlimactic.” But he said
“it’s now time to move on to the next step.”
That means securing customers, not only for
use of the five transponders to serve U.S.-
Peru interests, but the others as well. They
include the six Ku-band transponders that
are designed to link the U.S. and Europe.

PanAmSat’s was one of eight intersystem
coordinations cleared by the Assembly. An-
other was a second proposal involving the
U.S. party—one involving the Jamaica Tele-
port.

The other coordinations on which favor-
able findings were reached by the Assembly
included: consultations for Algeria's and
Vietnam's use of the USSR Intersputnik sys-
tem for telephony and television services;
France’s request for use of a previously co-
ordinated U.S. domestic system, GSTAR 1,
for receive-only data services in its territory
of St. Pierre & Miquelon, and the request of
France and Haiti, Mauritius, and Madagas-
car for coordination of the French Telecom
{A satellite for reception of a television sig-
nal it already relays to French overseas de-
partments. o
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Ambassador Diana Lady Dougan. Schultz. Goldstein and Burch



Added 4 Attractions

BROADCASTING's editors and writers are at work on a number of special reporting
assignments scheduled (*} to appear during the next few months. Among the
more prominent prospects:

April 13 @ NAB Equipment Wrapup. An extensive survey of the significant
eguipment advances at NAB 87 in Dallas—the latest on AM stereo,
FMX, HDTV, SNV, cameras, recorders and more.

April 20 B MIP. A look at what's happening in the burgeoning world of interna-
tional programing, accompanied by a preview of those U.S. firms
that will exhibit in Cannes.

May 11 B Top 100 Companies. BROADCASTING'S annuai roundup of the first-
ranked public companies in electronic communications.

May 18 B NCTA—"The National.” BROADCASTING previews the Las Vegas con-
vention with an analysis of the issues at hand and a look at the
hardware and software on display on the exhibit floor.

June 8 Bl Montreux. Advancing on the broadcast industry’s biennial interna-
tional technical conference in Switzerland. Plus a preview of the
Broadcast Promotion and Marketing Executives/Broadcast Design-
ers Asscciation seminar in Atlanta.

July 8 Bl Awards Issue. BROADCASTING's annual compilation of the top
achievements and achievers in the various disciplines of the Fifth
Estate.

BROADCASTING will continue to update this schedule as appropriate, (a} to give
readers an idea of what's upcoming, (b) to give scurces due notice that we're at
work in their territories and (c} to give advertisers a chance to plan their own
marketing strategies in tandem with these editorial opportunities.

You Belong in BROADCASTING & Every Week

* Publication dates are subject to change, depending on the progress of research and the
pressures of and pre-emptions by other breaking news developments.
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EFFICIENCY. SUCCESS. FLEXIBILITY.

Delivers the audience #1 Popular Music Top transition vehicle

you can sell the best Program in weekly leading out from your

for the most. The most syndication. Tops with children’s block. Plays

efficient vehicle for the 12-34 audience in great with or against

Teens and Young Adults. markets all over the similar programming.
country.

D,

THE HOST.

Casey Kasem is the most
listened-to voice in the
entertainment world,
His grasp of the music
world makes him tops
with teens.

REASONS WHY W

PREMIUM §.

Program format and
audience quality your
local sales department can
sell for premium rates, The
perfect complement for
Teen radio.

YOU'LL MAKE
MON Ey WITH VIABILITY.

The “‘countdown’’ that
enhances youngviewers’
interest, attention and
interaction... leading

to sales,

©)

PRE-SOLD.

America’'s Top 10 is an
American institution and
your advertisers know this.

COUNTER-
PROGRAMMING.
America’s Top 10 targets
“Teen-ults’’ better than
any first-run syndicated
sitcom,

FIRST-RUN.

Always fresh. New
production 46 weeks
every year.

An Advertiser-Supported
Weekly Half-Hour Series

i Produced by P ——
. | Scotti/Vinnedge Television e —
with Casey Kasem —

SOLD-OUT. Productions e — P =k
From Day One our national ALL AMERICAN
advertising time has been TELEVISION
sold out. You can do the
same with your local Source: NSI Cassandra, (212) 818-1200

advertiser sales. May-Nov., 1986 (213) 466-3997
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Here’s What Broadcasters Say About

THE HARRIS CONNECTION:

VHF-TV
Joseph A. Carriere, President
Caprock Telecasting, Roswell, NM/Lubbock, TX:

€ §When a studio fire wiped us out, our Harris sales
manager was on the scene in six hours and we were
back on the air in 10 days!

Our VHF equipment from Harris gives us the best
ggah’ty money can buy. And Harris really stands

hind its products.

Over the years, Harris has treated us very well.
Other manufacturers may make good equipment,
?Iut not 52;'1 can give the kind of support we get from

arris.

KNOB, FM-RADIO

John R, Banoczi, General Manager
Anaheim, CA:

¢ éWhen it came time to buy a 35 kW transmitter, we
found that Harris had the right product with the right
features at the right price — so we went with the
Harris FM-35K.
Besides — Harris has an excellent reputation for
backing and servicing the products it sells. *?

KCOB, AM-RADIO
John Carl, General Manager
Newton, IA:

€¢Our SX-1A, 1 kW AM transmitter performs as adver-
tised. It gives us a stand-out presence on the dial —
especially in our fringe areas.

And Harris’s SunWatch has completely solved our
PSA/PSSA power scheduling problems. I don’t know
how a station could do it otherwise.

When we've needed service, Harris has always
come through. 7’

WEAT, AM-RADIO
Bert Brown, Chief Engineer
West Palm Beach, FL:

¢ éMost AM broadcasters who have upgraded their
facilities in this part of the state have gone with
Harris $X transmitters. As you are well aware, this is
a lightning prone area of the country, and our SX-5A
has performed well above our expectations in the
area of maintenance and downtime.

We chose Harris for its professional service and

support. I have a good rapport with Harris people. ??

WSTQ, FM-RADIO
Al Moll, General Manager
Streator, IL:
¢ ¢Before we switched to Harris, we were barely on the
air with a poor signal. Our FM-3.5K, 3.5 kW transmit-
ter makes us a stand-out on the dial. ??

KHBS, UHF-TV

Don Vest, birector of Engineering
Sigma Broadcasting, Fort Smith, AR:
¢ ‘Immd S is our first Harris installation, and I'm very glad
id it.
. What impresses me most about Harris is the serv-
ice and parts support. In 19 years of broadcasting,
it’s the most cooperative and helpful in the industry.
Harris knows how to treat its customers. Harris is
going to win!?’

WOMA, FM-RADIO

Dale Eggert, General Manager

Algoma, WI:

€¢0ur FM-3.5K, 3.5 kW transmitter has operated flaw-
lessly since our sign-on last November.

And our Harris representative not only helped us
put our equipment package together, but stayed on
duty after the sale to see that we met our critical
air date!??

WKNOQO, VHF-TV
Pat Lane, Chief Engineer
Memphis, TN:

¢ éBefore I ordered our two new transmitters, I tested
three service departments. Harris was the only one
with an engineer on duty at 10:30 p.m., the Fourth of
July. With the others I got a recording and an
answering service.
What impresses me most about Harris is the atti-
tude and the people. ??

Find out today how The Harris Connection can keep

your station ONTHE AIR . . .

.. . and we’'ll send you your free, full-color ON THE AIR
poster. An up-to-the-minute symbol of our industry’s
rich tradition.

Just call us TOLL FREE at 1-800-4-HARRIS, ext. 3002.
Or write; Harris Corporation, Broadcast Division, Mar-
keting Department, P.0O. Box 4290, Quincy, IL 62305.
Our poster supply is limited, so act today.
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Tlme ﬁ oney.

in no time. Using the $1,000 spot
cost example, the Time Delay
Machine covers its cost in just eight
weeks. ..the rest is profit.

For more information about the
HCD-500, Mobile News Bureaus or
SNG®Trucks, call HUBCOM. But
hurry, because time is money.

Expand your weeknight late news
by five minutes, and add two local
commercials.

At a spot cost of $1,000, that time
translates into an additional $10,000
of income per week.

The HCD-500 from HUBCOM is
designed to generate revenue by
providing continuous time delay of
incoming network and satellite
feeds. A single control varies the

delay from one minute 30 seconds to = - - Y
two hours, the rest is automatic. HUBBARD COMMUNICATIONS, INC.

Available in any cassette or reel tape The last word in technology
format, the HCD-500 pays for itself from the first name in the industry.

12495 34th Street North ~ St. Petersburg, FL 33702 813 5777759 TWX: 810-863-0417
A Subsidiary of Hubbard Broadcasting, Inc.
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A packed house on the exhibit floor

Fowler’s farewell in Dallas

Outgoing FCC chairman sounds the
deregulatory call once again in
emotional speech at NAB convention

FCC Chairman Mark Fowler is leaving of-
fice as he entered it six years ago—firing
away at government regulation of broadcast-
ing and insisting that broadcasting has the
same First Amendment rights as newspa-
pers. But after six years of deregulation—
and at a time when some in broadcasting
scem less concerned than Fowler with secur-
ing complete First Amendment protection—
the chairman offered words of exhortation:
Broadcasters must use their “backbone™ to
resist efforts to reverse the drive for deregu-
lation, and to achieve even more.

The speech. at the National Association of
Broadcasters convention. was a farewell ad-
dress for the chairman. who will be leaving
office within the next couple of months. And
it was vintage Fowler.

He regaled his audience with recollections
of his days as a disk jockey. (There was the
time he was on his hands and knees in the
weeds hunting for a record he had tossed.
convinced the new group that was fea-
tured—the Beatles—had no future.) And he
appeared to stir the audience with calls for
broadcasters’ freedom—he used “free™ or
“freedom” 12 times—and with a pillorying
of Congress for enacting political broadcast-
ing laws he said favor incumbents.

The speech was an emotional one for
Fowler. approaching old-fashioned evangel-

ism in fervor. His voice would rise and fall
for dramatic effect—at one point he fairly
shouted. "I want your freedom!” And the
audience reacted, with laughter at the stories
about the young DJ. and with bursts of ap-
plause at denunciations of what Fowler char-
acterized as improper government interfer-
ence in broadcasters’ business.

For all of that, however. the fact that
Fowler and the broadcasting industry are not
in complete harmony was in evidence. NAB
President Eddie Fritts. in a generally lauda-
tory introduction, noted that “we’re not al-
ways in sync with the chairman.” And
Fowler, in his speech, said, “Do not ask me
to join those broadcasters and others who

Fowler
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equivocate on matters of principle, and waf-
ile on matters of freedom.”

Broadcasters have been unhappy with
Fowler's readiness, if not eagerness, to sce
the new must-carry rules die in five years.
And Fowler is concerned about the NAB’s
readiness to have Congress codity the public
interest standard, as a quid pro quo for legis-
lation freeing broadcast licensees of the
threat of competing applicants at renewal
time (BROADCASTING. Jan. 26).

Indeed, one of the goals of his speech
seemed {0 be 1o encourage the broadcasters
to resist the notion of compromise. He said
broadcasters can “make a difference” in ob-
taining “'18th century freedoms” for “a 21st
century medium” if they hold fast to their
principles. But he painted a **1984”-type pic-
ture of the future “if the fight for editorial
freedom is not won in the next 10 years.”

He wondered if there would be “a Federal
Newspaper Commission with ‘equal space’
laws™ when the Dallas Morning News is
transmitted electronically and delivered to
the home over spectrum. “When will some-
one propose a Federal Video Cassette Re-
corder Commission based upon the impact
of the medium or the scarcity of blank tape?”’
He could even imagine a government
spokesman being given time to present “‘an
opposing viewpoint” in response 10 a satire
by the next generation's Johnny Carson.

He did not go so far as to predict those
developments, but he said one way of insur-
ing they will not occur is by getting radio and
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Fowier's forum. H.0 Chalrman Mark Fowler had more than one opportunity to get a few
things ot his chest belore his final departure from the agency. Fowler, as an attendee at
ther MAR comgressiona’ braskfast held on license renewal reform, responded to some of

the: remarks he was hegnng.

He ardently denied Ay assertion that eliminating the FCC's three-year rule had *distont-
ol e marketplacs.” Instead, Fowler argued that it has stimulated the marketplace. In his
discussions wilh yourger broadcasters, Fowler said, he's been told that repealing the rule
enatied therm o purchase properties and “share in the American dream.” The same has

Pl frue for renarity oroadcasters, he said.

he FCC chairman warned that if the rule is restored, it will result in a “significant
checradss in tha value of your stations.” Plus, he felt financing would be harder to get. What

the Congress might call "station speculators,” Fowler calls “station doctors * [

television “on the right side of the First
Amendment line.” Then he said, “Back-
bone, my friends, backbone. It's going to be
needed to make this happen. You've got the
leadership right here in this room. Use it.
You've got political clout. Wield it.”

Fowler noted that his goal of deregulating
broadcasting had been achieved to a consid-
erable extent—the paperwork burden has
been lifted and the renewal application vast-
ly simplified. But his goal of a print model
for broadcasting remains to be achieved. “I
want to see broadcasters as free as newspa-
pers and magazines to write, report and edi-
torialize: No special rules, like the fairness
doctrine, to second guess you; no so-called
‘equal-time’ law, no lowest-unit charge. ...l
want your freedom!”

He also expressed concern about one ef-
fort, now under way in Congress, to undo
one of the deregulatory accomplishments he
had led—elimination of the three-year, anti-
trafficking rule. He said reinstatement would
make it more difficult for young entrepre-
neurs, particularly minorities, to enter
broadcasting; banks, he said, would be re-
luctant to lend capital for projects that could
not be transferred easily. He also said it
would result in a decline in the value of
existing properties. Commissioner James
Quello, an early advocate of a reinstaterent
of the three-year rule, stood by that position
in a panel session later in the day. Indeed, he
said repeal of the rule was only one of a
number of commission actions he feels have
made takeovers “‘too easy” (see right).

If there was a villain in the speech, it was
Congress, for enacting political broadcast-
ing laws. Fowler cited with approval the tag
Newton N. Minow, President Kennedy’s
FCC chairman, hung on the equal-time laws:
the “no-time” laws, *‘because,” Fowler said,
“they tend to reduce all candidates’ access
rather than encourage more. And whom
does this help? Why, of course, the better
known imcumbent.” Then there is the low-
est-unit charge. Fowler called it “a flat-out,
politician-ordered broadcaster subsidy for
politicians.”™

That was warm-up for his characterization
of the puplic trustee concept. “It's based
upon two of the phoniest assumptions
around,” Fowler said. “One, even though
there’s a First Amendment, a broadcaster
should be told what to broadcast by a politi-
cally appointed board in Washington. Two,
this system results in better service to the
public than a free system of broadcasting
would. These are both false, and you and I
know it.”

Throughout his six years as chairman,

Fowler has been known as an ideologue. The
speech did nothing to change that character-
ization. He has also been accused of invok-
ing the image of the Soviet Union in attack-
ing aspecis of govemment he finds
offensive. The speech also supported that
view of the chairman. At one point, he said,
“The more we let government poke around a
program director’s office or newsroom, the
more we stand to lose as a democracy. My
friends, that’s the difference betweeen good
old radio...and Radio Moscow.”

Which led to the point of his speech that
seemed to concern him the most: “Remem-
ber that you’re not a lobster.... just remem-
ber that you were bomn a vertebrate. That
means you were given a backbone. Don't be
afraid to honor it by using it.” O

FCC, NTIA voices
sound off

Commission, minus Fowler, joined

by NTIA's Sikes, talks about everything
from fairness and public interest

to multiple ownership and indecency

Whether broadcasters should give up some-
thing in the way of deregulation to gain leg-
islation that would protect them against
competing applications at renewal time is
taking on the character of a great debate in
Washington. Last week, it moved to Dallas,
along with the NAB convention, where FCC
commissioners—who, as it happens, will
have no direct say in the outcome of the
debate—gave the discussion some new
spins.

Commissioner Mimi Dawson, for in-
stance, said the debate signifies that the de-
regulation accomplished thus far has been
“the easy part.” Chairman-designate Dennis
Patrick offered yet another approach: The

two issues should not be linked.

The question was one of a number on
which four members of the commission—
Dawson, Patrick, James Quello and Patricia
Dennis—and Alfred Sikes, head of the Na-
tional Telecommunications and Information
Administration—expressed their views at a
Tuesday panel. For an hour and a quarter,
they responded to questions put to them by
former FCC Chairman Richard Wiley.

The question of a trade-off has stirred
ethical as well as political debate. Broadcast
industry representatives say some “‘give,” in
terms of accepting a codification of the ex-
isting public interest standard, is a reason-
able price to pay for protection against the
threat of renewal challenges. But some, like
Fowler, think the industry should resist com-
promise. Dawson saw the question in terms
of the chairman’s speech. To her, it said that
“we have done that part of deregulation
that’s easy.” She said the commission is con-
cermmed with achieving “a print model” of
regulation for broadcasting, while broad-
casters are interested in renewal protection,
an economic issue.

Patrick agreed that a point of potential
conflict has been reached. But he said he
would “reject the nexus” as described in Wi-
ley’s question. He said comparative renewal
needs reform—but “that’s one issue,” and
Congress should deal with it. Another issue,
he said, involves the First Amendment. “But
[ don’t accept the nexus.”

Fowler and his speech, incidentally, were
warmly praised by his colleagues at the ses-
sion. Patrick said, “It was one of the best
communications-related speeches™ he had
ever heard. He also credited Fowler and the
commission with considerable progress in-
deregulation. Quello, who has had a number
of policy clashes with Fowler, said, “Even
Congress, which opposes him, will admire
him. Look at what he’s done. None of this
would have been possible without Mark and
without the public mood of the time.” He
suggested that Fowler be recommended for
the NAB Distinguished Service Award.
Dawson said Fowler had demonstrated lead-
ership that grew out of his readiness to be
controversial. Dennis said, “America bene-
fitted because of his vision and ability to
effectuate his vision.”

But many issues will survive Fowler, and
Wiley asked the remaining commissioners
and Sikes about them:

Patrick said congressional codification of
the faimess doctrine—as seems likely—
would make a court attack on the doctrine
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We don’t think
crime should pay.

In Houston, a man, one of tens of
thousands, was arrested for enter-
ing this country illegally. He was
Elaced ina privately runjail. And

illed when he was suspected of
trying to escape.

oisresponsible? The private

corrections company or the state?

In Pennsylvania, a judge
ordered a privately operated prison
toreturn 55 out-of-state inmates
the prison managers had brought
in to increase their profits.

Private prisons are the most
dangerous aspect of the policy of
privatization—the transferring of
certain public service to private
enterprises. Maybe that’s why
many states have considered
“‘contracting out’ prisons, but
very few have even experimented
with it.

Out of 4,000 state and local
corrections facilities, only thitty
privately run prisons or jails are
now operating in the U.S., accord-
ing to the Nationa! Institute of
Corrections.

Law enforcement and legal
expertsagree that privatizing

We're
biased.

risons would leave governments
iable for the actions of a private
company.

Imprisoning a citizen is one of
the most drastic acts governments
cantake. Government,and govern-
ment alone, should have the legal
responsibility and liability of
incarceration.

There could easily be funda-
mental conflicts between a private
firm’s profit motive and a govern-
ment's duty to ensure the fair
administration of justice.

Private jails run the risk of
bringing cost considerations into
the forefront of public safety. Salary
and benefits make up around two-
thirds of corrections costs. Several
major corporations invoived in
privatization say that hiring fewer
people and cutting salary and ben-
efits is one way they plan to make
a profit. This in a nation where
staff-to-inmate ratios are already
dangerously high.

There are deep legal and ethical
questions concerning ‘‘contracting
out” prisons.

Do youthink a private parole
board should decide who they can
tet out of prison?

Should private guards judge
the conduct of an inmate which

affects the length of time a person
should stay in jail?

Shouid welet some of our citizens
profit from the punishment of
others? (With private contractors,
the more prisoners they have, the
more money they make. There is
no incentive to rehabilitate.)

Can a city or state legally relin-

uish its responsibility or liability
or the incarceration of inmates?

From every angle, “‘contracting
out” of prisons is bad policy and
bad government.

We'd like you to know about
the pitfalls of prison privatization.
AFSCME has published a new
book entitled Does Crime Py ?.
Wwe'd like to send you a free copy.
Mail this coupon today.

YA,
5/ Send to: 1625 L Street, N.W.

Washington, D.C. 20036 or
Call (202) 429-1000. .

Address_ _

| City/State/Zip_

Organization
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more difficult. He said codification would
eliminate one leg of the analysis the com-
mission has developed for challenging the
doctrine—that it disserves the public interest
by chilling speech.

Dawson indicated she would be prepared
to consider multiple ownership rules for ca-
ble television if it developed that MSO’s
were using their power improperly. 1 view
cable as an access point.” she said. “What
concerns me is that satellite programers may
have to give a piece of a potential offering to
gain access to cable.”

Dennis does not anticipate commission
action on repealing the prime time access
rule. She said that while the rule may not
have accomplished the intended goal of pro-
viding time for local programing. it has had
“beneficial” unintended effects of helping
ABC become fully competitive and aiding
independent stations and independent syndi-
cators of first-run programing, as well. Simi-
larly, Dawson does not foresee the commis-
sion making another attempt to repeal the
associated financial interest/syndicated ex-
clusivity rules. The original effort was
blocked by Congress and the White House.

Patrick said the commission has a role to
play in enforcing the law banning the broad-
cast of obscene and indecent material, “‘and
we will fill it.” He also said the commission
is “cognizant of First Amendment concerns.
and will not chill speech.” Quello seemed
particularly eager to war on indecency: “Our
forefathers did not grant freedom of speech
to talk about indecency. If we can prove it.
1'd like to nail someone with a license revo-
cation proceeding or a $10.000 fine.”

Patrick said the Supreme Court decision
affirming preferences for women and minor-
ities fo reflect the make up of the work force
or the general population would be consid-
ered by the commission when it reviews its
policy of minority preferences in compara-
tive hearings. Dawson said she would prefer
to have the commission consider the policy
behind the preferences.

Quello said the commission has made
takeovers “too easy.” He said parties are tak-
ing over properties that had taken 40 years to
develop and cashing in the assets.”If you
want to buy a broadcast property, be a broad-
caster,” he said. But Patrick said there is no
evidence that the current wave of buying and
selling has adversely affected the quality of
the broadcasting involved. “The bottom line
of any broadcaster is shares,” he said. “That
will cause buyers to be careful.”

He also said that broadcasters “cannot
have it both ways.” Deregulation provides
for a competitive market, and that includes
the possibility of acquisition, either friendly
or hostile. And that, Patrick said, “acts as a
restraint on an applicatoin of the resources.”
And those are “incredible, very valuable re-
sources,” he said.

Sikes said that if AM is to become viable
again, “it is crucially important that there be
a commitment to policies that will nudge
AM into a competitive position—to make
this a high tech player in a high tech busi-
ness.” He said that for decades it has been,
“to some degree, relegated to the level of a
low tech player in a high tech business.”

Presidential laurels. President Rea-
gan last week praised broadcasting for
its commitment to serving the public.
Reagan's remarks were taped and pre-
sented during the opening session at
NAB's annual convention in Dallas. He
recognized NAB for its “sponsorship of
so many ‘outstanding public service
campaigns.”

The President cited the association's
drug and alcohol abuse campaign and
its productivity initiative. "These pro-
grams exemplify the ideals of private
sector initiatives. They bring business
and the community together to promote
volunteerism in the finest sense.” Rea-
gan said.

And he said the “high tech” to which he
referred goes beyond establishing AM stereo
standards. He would include dealing with
such problems as an overcrowded spectrum
and electrical emissions from appliances that
cause interference. “It has to be a policy
commitment. But it can be done.” he said.

Dawson and Quello agreed that the com-
mission erred when it refused to set a stan-
dard for AM stereo in favor of letting the
marketplace select the de facto standard.
The marketplace after five years has nar-
rowed the field of AM stereo makers down
from five to two. But there is an emerging
consensus that the pace of development
would have been faster if the commission
had made the decision. Dawson. while re-
gretting her vote in the matter, said, “The
industry was not prepared for what we did.”
Quello blamed pressure from the broadcast-
ing industry for the commission’s decision to
back away from an initial decision to adopt a
Magnavox standard. “We definitely should
have set a standard,” he said. “The industry
did themselves in on the question.”

The panel also provided a forum for the
commissioners to explain their view of the
public trustee concept in a time when com-
mission policy seems aimed at transforming
broadcasters into the image of typical busi-
ness people. To those who followed the com-
mission in the 1960 and even the 1970,
the definition has undergone a change.

Dennis would be concerned if “public in-
terest” were “a code word for heavy-handed
regulation.” But while she expressed the
view that broadcasters “are unique, that
there is something special about what they
do,” she also said she was not sure what
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special obligations they might have.
Dawson and Patrick also described broad-
casters and their work as “special.” Neither
suggested that quality would interfere with
broadcasters” pursuit of the bottom line. Pat-
rick said. “The image is how you define and
enforce responsibility. It's your judgment in
setting the market. not the government’s.”
Only Quello seemed disenchanterd with
the commission’s deemphasis on public
trustee considerations. Noting that CBS took
on a $1.5-billion debt [$1 billion, according
to reports at the time] to fight a takeover
attemnpt facilitated by FCC policies, he said.
“they are now serving debt rather than view-
ers.” a

The world
according
to Markey

In first major address to industry
as chairman of House Telcomsubcom,
he says scarcity is still abiding rationale

The new chairman of the House Telecom-
munications Subcommittee, Ed Markey (D-
Mass.). laid it on the line last week. In a
speech during an early morning breakfast
before a select audience of group operators
at NAB’s annual convention in Dallas, Mar-
key gave broadcasters a glimpse of what
they might expect under his chairmanship. It
was his first substantive address before a
major group of broadcasters since assuming
his new post.

Not all of what Markey had to say was
what the broadcasters wanted to hear. Many
were not encouraged by his view that the
spectrum is still a scarce public resource.
“The development of new and competing
forms of communications really has no rel-
evance to the scarcity rationale,” Markey
told his audience.

“As true as it was in 1934, Markey said
“there still is a finite amount of spectrum
available for broadcast purposes. There is a
public value to that spectrum as there is a
private value. We do not exact any monetary
payment for the use of the spectrum. but we
do ask broadcasters to serve in the public
interest,” he said, adding that it’s been left to
the broadcaster to determine how to meet
that public interest requirement. “Now to
me, that seems like a pretty fair deal,” the
chairman said. Moreover, it's a deal that will
not be overlooked when the subcommittee
takes up license renewal reform legislation,
Markey said.

As that process develops, the congress-
man anticipates it will become increasingly
“difficult and time consuming to develop
consensus legislation.” There are many sub-
committee members, he reported, that want
to consider related broadcasting matters in
the context of the renewal bill. Still, he
thought that through cooperation and com-
promise, a bill could be adopted.

On that note. he offered some advice:
*“You can't have it both ways.” Markey noted



Now that the engineers at WPEC are free
from the routine of continually handling carts, they
have more time to be engineers.

As George explains:

“We air about 300 to 450 carts per 24 hour
period. Before we installed the Odetics Cart
Machine, our engineers had toc devole a better part
of their shift tofiling carts and monitoring the program-
ming system. With the Cart Machine working for us,
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Markey

that broadcasters have “proclaimed their
public interest responsibilities and their obli-
gation to serve the local communities in the
debate on must carry and more recently in
the debate of allocation of spectrum for
high-definition television.” But, in the past,
he’s noticed a tendency to “disclaim those
obligations,” when it involves other regula-
tory or legislative matters.

*Members will remember those occasions
when you came to Congress requesting spe-
cial treatment because of your special obli-
gations. [ hope you will remember to em-
brace those obligations and responsibilities
during the debate on the license renewal bill
and other legislation,” Markey said.

He restated his commitment to the fair-
ness doctrine and intentions to join with
House Energy and Commerce Committee
Chairman John Dingell (D-Mich.) to offer
legislation to codify the doctrine.

Although broadcasters might not agree
with Markey on fairness, they were pleased
when he expressed disappointment with the
FCC’s decision to sunset its new must-carry
rules in five years. The subcommittee, he
pledged, will review the rules. Legislation,
he added, “remains a possibility.”

Markey is also concerned about the turn-
over in broadcast licenses. Because of the
repeal of the FCC's antitrafficking rules,
Markey said, station licenses “increasingly
have become playthings for speculators,
kind of high tech pork bellies, and that is
unfortunate.”

Also as a result, he noted, the prices for
broadcast properties have risen dramatically.
Consequently, new entrants have had to as-
sume a greater debt burden. Markey feels
strongly that no one has benefitted from
these policies. “Is the broadcaster better off
with an increased debt burden and shrinking
profit margins? Is the viewer or listener bet-
ter off with broadcasters reducing or elimi-
nating their public affairs and news commit-
ments because of financial constraints?” the
subcommittee chairman asked.

He also pointed out that the “merger and
acquisition frenzy in the broadcast industry,
and its impact on broadcasting, particularly
the networks,” will be the focus of subcom-
mittee hearings in late April. Markey ex-
plained that he was not interested in trying to
“micro-manage” the networks’ news oper-
ations. However, he believes that Congress

in addition to its legislative duties, has over-
sight responsibilities..."and I take that re-
sponsibility very seriously.”

In closing, the congressman emphasized
the importance of having broadcasters keep
Congress well informed of “what your in-
dustry is and what is going on."” He assured
them he would keep an open mind and that
“full and fair hearings” would be held. “1
want to work with you to develop sound
policy that effectuates our mutual goals: ex-
cellence in performance, and service to the
local community.” ]

Congressmen give
preview of upcoming
debate on renewal
reform legislation

EEOQ, antitrafflcking, children’s
television also on thier minds

Key players on the House Telecommunica-
tions Subcommittee gave broadcasters a
sneak preview of what they might encounter
as Congress begins debate on broadcast li-
cense renewal reform legislation. More than
a dozen members, most from the subcom-
mittee, spoke at an invitation-only breakfast
(held primarily for members of NAB's legis-
lative liaison committee}. A sampling of
what they had to say follows:

A strong equal employment opportunity
component is a must for any broadcasting
legislation, said Representative Cardiss Col-
lins (D-111.). Collins also expressed concern
about what she feels has been a “decrease™ in
public affairs programing. Gerry Sikorski
(D-Minn.) favored strengthening the peti-
tion to deny process to insure that broadcast-
ers are held “accountable.”

A renewal bill offered by subcommittee
members Tom Tauke (R-lowa) and Billy
Tauzin (D-La.) contains a vital provision
prohibiting the payment of blackmail to li-
cense challengers, according to Representa-
tive Michael Oxley (R-Ohio). Oxley be-
lieves it must be included in any renewal
bill. Tauke informed the broadcasters that
his measure, introduced in February, has 87
co-sponsors. He expressed hope that the
scope of broadcast legislation would remain
narrow. "1 hope we get away from discus-
sions on children’s programing and other is-
sues that bogged down the process before,”
Tauke said. )

But the specter of children’s television
was raised by John Bryant (D-Tex.). Bryant
won't support any bill unless it responds to
the “need to do something about children’s
programing.” He assured the broadcasters
they can count on his opposition unless
something is done. “The public interest
comes first,” Bryant said. “It’s not asking
too much to put in minimal amounts of chil-
dren’s programing.”

*We have two problems, one of substance
and one of process,” said Al Swift (D-
Wash.). As to substance, he said: “How do
we put a package together that is passable?”
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And how “can we come up with something
that won’t turn into a Christmas tree?” Swift
is involved in the discussions between NAB
and public interest groups over a licensing
bill. He said that the talks have “'gone well.”

Representative Dennis Eckart (D-Ohio)
revealed that he’s been convinced of the
need to repeal the comparative renewal pro-
cess. Nevertheless, he's troubled by the loss
of the FCC’s antitrafficking rule, which he
also believes has had a negative impact on
the broadcasting industry. “Making a quick
buck is not good for your industry. I think
antitrafficking is going to have to be an im-
portant part of any compromise,” Eckart
said.

Republican Howard Nielson (R-Utah)
told broadcasters he thinks they’ll find the
new chairman of the House Telecommunica-
tions Subcommittee, Edward Markey (D-
Mass.), “flexible,” and that “we can work
with him to come up with a bill.”

Dan Glickman (D-Kan.), a member of the
Judiciary Committee, indicated he’d prob-
ably support a renewal bill. But he would
like to see the licensing process deal with
“extremist types,” to avoid what occured at
KTTL(FM) Dodge City, Kan. (now KCMS)
which carried programing advocating vio-
lence against Jews.

But, commented fellow Judiciary Com-
mittee member Dan Lungren (R-Calif.), “if
we take the nuts off the air, C-SPAN may
have to go off the air.” Lungren voiced con-
cern about what he called ““a lot of crap” that
kids watch on television. But he’s leery of
programing standards, and instead feels
broadcasters should voluntarily review their
program content.

Matthew Rinaldo (R-N.J.), a co-sponsor
of the renewal bill, described the approach-
ing legislative process as a “walk through a
mine field.” He warned broadcasters against
getting rid of the comparative renewal at the
expense of getting something “worse than
what you have now.”

The comparative renewal process forces
broadcasters to spend energy defending their
licenses, observed Carlos Moorhead (R-Ca-
lif .}, when “they should be trying to improve
programing.” m]

Washington
lieutenants
address renewal
bill, must carry

FCC, congressional committee
staffers differ over sunset rules

A legislative and regulatory outlook for the
broadcasting industry that was provided at
an NAB breakfast panel served to point up
the differences between those on Capitol Hill
and the FCC. Both House and Senate staff
verified reports that Congress is troubled by
the FCC’s decision to sunset its new must-
carry rules in five years. “There doesn't
seem to be any particular reason for it [must
carry] to vanish,” said Mark MacCarthy,
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counsel on the House Energy and Commerce
Committee, referring to the sunset. Mac-
Carthy, and other Hill staffers, said further
congressional review of the issue can be ex-
pected.

FCC General Counsel Diane Killory de-
fended the five-year sunset. The commis-
sion, she explained, was charged with craft-
ing must-carry rules that would hold up
under a constitutional challenge. With that in
mind. she said, the FCC did not rubber-
stamp a joint-industry compromise and add-
ed the sunset. which it believes is “critical”
if the rules are to survive a court test.

Congressional staffers also listed broad-
cast license renewal reform legislation as
foremost among communications issues
Congress will consider. Questions concern-
ing mergers and acquisitions and financing
for public broadcasting will also appear on
the congressional agenda, according to Paul
Smith, chief Republican counsel and staff
director, House Energy and Commerce
Committee._

Larry Irving. senior counsel to the House
Telecommunications Subcommittee. in-
formed the broadcasters that many subcom-
mittee members feel equal employment op-
portunities provisions must be a part of any
broadcast legislation. Irving said there was
also strong sentiment to codify the FCC’s
policy on women and minorities prefer-
ences.

“[ think all those things will be looked at,”
said Katherine Meier. minority counsel,
Senate Communications Subcommittee. She
also thinks congressional interest in cut-
backs in broadcast news and children’s pro-
graming will crop up.

As for activity on the Senate Copyright
Subcommmittee, chaired by Dennis DeCon-
cini (D-Ariz.). Ed Baxter, subcommittee
counsel, said trade and competitiveness is-
sues have the subcommittee’s attention. The
first copyright issue the subcommittee will
address, Baxter said, will be the debate over
digital audio taping. He expects the subcom-
mittee will hold a hearing on a television
music licensing bill late in the summer. (De-
Concini, who also appeared at the conven-
tion, indicated the hearing would occur in
the fall.}

A look at what broadcasters can anticipate
when FCC Commissioner Dennis Patrick as-
sumes the chairmanship was presented by
Jerald Fritz, chief of staff for FCC Chairman
Mark Fowler. Under Patrick “you'll sce a
commitment to the First Amendment and a
commitment to eliminate the faimess doc-

Irving, Smith. NAB's Dan Phythyon, Meier, MacCarthy, Killory, Fritz and Baxier

trine.” Fritz said Patrick is “committed to the
marketplace and enhancing private property
rights.” The new chairman, he added, is
“committed to work with Congress and
broadcasters.” Under Patrick, Fritz said. the
FCC will continue re-examining such poli-
cies as those affecting ownership. O
T ————

DeConcini to hold
music licensing
hearing on S. 698

Problems remain, however, between
licensing societies and broadcasters

The drive by television broadcasters to gain
passage of source licensing legislation got a
shot in the arm last week. Senator Dennis
DeConcini (D-Ariz.), the new chairman of
the Senate Copyright Subcommittee. an-
nounced during an NAB panel session that
he would convene a hearing on S. 698 (the
House bili is H.R. 1195) that would elimi-
nate the current blanket license television
broadcasters must purchase to obtain the
music rights in syndicated programs.

The All-Industry Television Station Music
License Committee in conjunction with
NAB has been waging a major campaign to
gain source licensing. They’ve met with stiff
resistance from the music licensing societies
(American Society of Composers. Authors
and Publishers and Broadcast Music Inc.)
and Hollywood studios, many of which own
music publishing houses.

A recent rate court ruling is being viewed
by the TV committee leadership as a signifi-
cant step in the right direction (BROADCAST-
ING, March 9). Still the broadcasters argue
as stated by their special committee on the
subject, that “only source licensing legisla-
tion can take TV music licensing out of the

courts and into the marketplace where it be-
longs.”

Despite DeConcini’s intentions to hold a
hearing, the senator is not endorsing the leg-
islation and remains undecided. DeConcini
feels the bill, particularly the new House
version, is an improvement over last year's
measure. Both the House and Senate bills
allow for residual payments to songwriters
and composers. But only the House permits
songwriters and composers to organize if
they choose to engage in collective bargain-
ing.

And it appears that Senator Strom Thur-
mond (R-S.C.), the author of the Senate
measure and a participant on the NAB panel,
is not interested in including a collective bar-
gaining provision.

Joining DeConcini and Thurmond was
Representative Rick Boucher (D-Va.}, spon-
sor of the House licensing bill, Senator
Howell Heflin (D-Ala.), Representatives
Patrick Swindall (R-Ga.}, Mike DeWine (R-
Ohio), and Romano Mazzoli (D-Ky.). Like
DeConcini, it seemed Heflin, DeWine and
Mazzoli have refrained from taking a posi-
tion on the issue. DeWine and Mazzoli ex-
pressed an interest in seeing broadcasters
and the music licensing societies resolve the
matter through private negotiations rather
than have Congress legislate a solution. (The
parties have held a series of negotiating ses-
sions but do not appear close to any resolu-
tion.}

Some of the frustration the committee has
encountered with ASCAP, BMI and Holly-
wood were related during another NAB ses-
sion. TV committee leaders, Leslie Arries
wivB-TV Buffalo, N.Y.; M.N. (Buddy) Bos-
tick, KWTX-TV Waco Tex.; Neil Pugh, WHIO-
Tv Dayton, Ohio, and Robert Rice of WPRI-
Tv Providence, R.I., rallied the troops.

“We need support from broadcasters.
We’re bucking one of the great powerful mo-
nopolies of this country,” Rice said about
Hollywood. “It’s a tough act to follow Lena
Horne, Dolly Parton and Ray Charles,” Pugh
said, referring to some of the stars who have
lobbied on ASCAP’s and BMI's behalf.

Arries suggested broadcasters may want
to get tougher with ASCAP and BMI. "It’s
time we sent the signal to ASCAP and BMI
that we're fed up,” Arries said, He suggest-
ed that state broadcasting associations cut off
any ties with ASCAP and BMIL.

Later, Arries, who also sits on NAB's tele-
vision board, told BROADCASTING he
thought NAB should also look at its relation-
ships with ASCAP and BMI. For instance.

Jack Zwaska, AITMLC, Arries, Bostick, Pugh and Rice
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Convention snafu. The congressional lineup on an NAB panel on TV music licensing
legisiation (see page 61) kicked up a little Texas dust during last week’s convention in
Dallas. The bills supporters and those members listed as undecided were invited, but not
any critics of the legislation.

Most noticeably absent was Representative Howard Berman (D-Calit.), who has been a
central figure in the debate on the bill and is an active opponent. Instead, he surfaced at a
session on advertising bans, a subject not considered to be his "baiiiwick," according to a
Berman spokeswoman. The congressman ‘thought it was unusual® and would have
preferred to address an issue on which he has the expertise, she said.

Berman was not the only one surprised. So also was Representative Rick Boucher (D-
Va.), who is sponsoring the music licensing bill broadcasters want and who asked NAB
why Berman wasn' on the panel. Later, Boucher told BroapcasTing Berman should have
been there. "I wanted Howard there in part so he could hear from the broadcasters” and
because, Boucher added, it's more interesting if there is "a dichotomy of views."

NAB says it "acquiesced” to a request by the All-industry Television Music Licensing
Commitlee to control the panel's organization—a yieiding NAB now regrets. it was not
NAB' decision” to exclude Congressman Berman, said John Summers, NAB'S senior
executive vice president for government relations. NAB, Summers said, would have
included the congressman. "It will never be allowed to happen again,” Summers vowed.

The TV licensing committee, on the other hand, was reluctant to take full responsibility
for the incident. The committee’s Jack Zwaska said his group worked with NAB to set up
the panel. In defending the decision to leave Berman out of the session, the TV commit-
tee’s chairman, Les Arries of wive-Tv Buffalo, N.Y,, said they felt members would not get the

type of dialogue they wanted with Berman because his "mind is closed.”

every year BMI sponsors a major dinner at
NAB’s annual convention and provides the
entertainment for the closing session. Arries
himself attended this year's BMI dinner. But
he said he thinks as chairman of the commit-
tee his presence at the dinner will “do more
good. . .my presence reminds them that we
do have a battle with BML.” a

Libel primer:
avoiding that
day in court

Legal, journalistic and insurance
perspectives given on legal troubles;
status of libel cases reviewed

Practical advice on “Staying out of the Libel
Stew™ was offered broadcasters by represen-
tatives of the legal, journalism and insurance
callings at a Tuesday joint session.

The biggest cause of libel suits, said Dal-
las attorney Tom Leatherbury, of Locke Pur-
nell Boren Laney & Neely. is careless edit-
ing—juxtaposing audio with video to give
viewers an “unintended false impression.”

Leatherbury offered an update on major
libel court cases and how recent changes in
the composition of the Supreme Court may
affect decisions coming from that quarter.
He was not very optimistic as regards the
latter topic. Chief Justice William Rehn-
quist, Leatherbury said, is 0 for 20 in press
and libel cases, while Justice Antonin Scalia
is 0 for 5. And, he added, Rehnquist has also
called for reexamination of the “actual mal-
ice” standard set forth in The New York
Times v. Sullivan.

His court case update included two deci-
sions favorable to journalists:

N Hepps v. Philadelphia Newspapers—The
Supreme Court upheld a lower court deci-
sion that the burden of proof in a libel case is
on the plaintiff “where speech is a matter of

public concern.” This may. he said., “prove
to be significant protection for the press in
many cases.”

B Anderson v. Liberty Lobby—This case
held that in federal court the plaintiff in a
libel case must show convincing evidence of
actual malice to get a jury trial.

Two cases still undecided and being

watched closely by the media, Leatherbury
said:
B Falwell v. Flynt—After the Rev. Jerry Fal-
well sued Larry Flynt for publishing an ad
parody of Falwell in his Hustler magazine. a
Jury awarded Falwell damages. but not on
the grounds that he had been libeled by false
information—the judge threw out that
charge—but that Flynt acted with the intent
of inflicting emotional distress (which Flynt
had admitted in court). So the new issue
raised here is, without a finding of false pub-
lication, can a publication be held account-
able for emotional damage? The Supreme
Court just last week agreed to hear the case.
B Newton v. NBC—A jury awarded enter-
taincr Wayne Newton $19.2 million after he
said three NBC-TV reports linking him to
organized crime in Las Vegas had damaged
his reputation and hurt his future earnings.
The case is in district court on motions to
reduce or set aside the jury award.

The size of the jury award in the Newton
case was worrisome to Leatherbury. A grow-
ing problem secems to be, he said, “the will-

ingness of public figures to sue the media
and of juries to make large awards.”

The effects of this increase in libel cases.
said Marty Haag, VP and executive news
director, WFAA-TV Dallas, have included the
growing use of “coaches™ to school business
executives and others on how to be inter-
viewed; less investigative reporting; a psy-
chological burden on reporters, and ‘bland’
reporting, since that's a sure-fire way to
avoid lawsuits.

He offered some suggestions on what
news departments should do:

® Generate awareness among the staff.
Have attorneys meet with the staff once a
year for a legal update and questions and
answers.

® Work with a sense of preparation. A
good guideline for reporters and producers:
“Approach each story as if it were going to
court.” As part of this. reporters should keep
their notes and a record of tapes used to
record phone calls, and notes should be tran-
scribed as soon as possible while the materi-
al is still fresh. “Try never to accept ‘no
comment’ on a story. Keep trying to get the
person on the record.”

B At least one producer should read every
script. The news manager needs to be
brought in on investigative stories early. so
that if a problem develops. he is familiar
with the story.

® Managers need to look at some of the edit-
ing decisions on controversial stories and
should watch the matching of audio with
video, especially when file video is used.
® The station's promos for a story or series
should be examined. Haag said that some-
times a story is fine. but a hurriedly pro-
duced promo seeking to grab viewers™ atten-
tion may cause problems. Another thing to
waitch are the slugs given stories; they
shouldn't be pejorative in case those records
ever appear in court.

Ron Nessen of Mutual Broadcasting also
requires producers to read all copy before it
goes on the air. The single biggest thing
broadcasters can do to avoid libel suits. Nes-
sen said. “is listen to the gripes of people
about stories on them, before and after the
story airs. Often if they feel we have listened
to them and approached the story with an
open mind, they are less likely to sue.”

There was good news and bad news from
Chad Milton of Media/Professional Insur-
ance Inc., Kansas City, Mo. “The number of
libel suits are down over the last |8 months-
...libel plaintiffs win about 10% of the
cases...but the number of severe cases are
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NAB' Steve Bookshester, Haag, Milton, Nessen and Leatherbury
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up.
Libel cases are costly, said Milton, not
only monetarily, but in “distraction and a
drop in productivity....The journalistic cost
is timidity, shyness and an unwillingness to
take tough cases.” Most cases stem from
“unintended implications, overwriting” (es-
pecially in promos, lead-ins and lead-outs),
Milton said.

He agreed with Nessen on the importance
of having someone listen to complaints.
There should be someone designated to han-
dle complaints, someone not involved with
the story involved. It should not be the sta-
tion's lawyer. since lawyers tend to make
people nervous. he said. This person should
look at the story again from the complain-
ant’s point of view and deeide if anything
should be done. If it's determined there is a
need for action, Milton offered several alter-
natives:

A private apology: a “to whom it may
concern letier” explaining the situation; a
retraction or clarification; free advertising; a
story from the complainant’s point of view: a
story on an unrelated aspect of the person (or
company) involved. and token payment for a
proveable loss, i.e. transportation costs in
getting to the station.

Haag summed up the libel problem: "It’s
not guestions you ask that get you m trouble.
it’s the ones you don’t ask.” [

Ritter pushes for
antitrust exemption

for technology
development

Congressman says it's needed to help
broadcasters compete globally

Congressman Don Ritier (R-Pa.). atan NAB
engineering luncheon last week, called on
Congress to consider changing antitrust laws
to facilitate industry development of new
broadcast technology and allow U.S. televi-
sion and radio companies to compete better
with alternative media and overseas manu-
facturers.

Ritter. 2 member of the House Commit-
tees on Energy and Commerce and on Sci-
ence and Technology and one of the few
members with high-level technical training.
also urged broadcasters to continue commit-
ting resources to technical research and cited
the importance of technical standards in the
development of innovations.

At the March 29 luncheon. at which for-
mer CBS TVengineering executive Renville
McMann was awarded NAB's 1987 engi-
neering achievement award (see box, page
69), the congressman said: “‘maybe it’s time
for a small change in the antitrust law. Orga-
nizations like the NAB should be freer to act
in the best interest of their members. free to
conduct standard-setting in a manner that
includes all interested parties and promotes
the public interest.”

Ritter added that Congress is currently
considering proposals that would reform an-
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Where there's smoke. Legisiation that would disallow the tax deductibility of advertising
costs for cigarettes and a bill that would ban all advertising and promotion of tobacco
products came under fire at a convention session in Dallas last week.

Once Congress starts to ban advertising of legal products, said Representative Torn
Bliley (R-va ), “its a slippery slope.” The congressman pointed out that cigarette ads are
already banned from television and radio, but teen-agers are still smoking. "Young people
get their ideas from television. Certainly they're not seeing any cigarette ads on TV, Bliley
said. In the case of smoking, adolescents are Influenced by “peer pressure,” or by what
their parents do, he argued.

But Representative Mike Synar (D-Okla.) thinks advertising has an impact. Synar is the
author of the ad-ban bill affecting tobacce preducts. He noted that $2 biltion is spent each
year in the advertising and promotion of cigarettes. “Why spend $2 billion on agvertising,’
he asked, "if it doesn't have an impact.

Also troubled by the Synar bill was Representative Bili Richardson (D-N.M.). "When it
comes 10 the First Amendment, what we're doing with this bill is very dangerous, " Richard-
son said. But Representative Howard Berman (D-Calif.} thought Synar's proposal would
result in a drop in consumption

As for restricting the tax deductibility of advertising costs for cigarelles, Senator J.
James Exon (D-Neb.) thought the odds were against such a proposal being enacted. He
said there was a general feeling in Congress not to "tamper with the brand new tax bill,"
until things have a chance to shake out. And Congressman Norman Lent (R-N.Y} ex-

pressed his strong opposition to using the tax code to “further social policy.”

titrust laws so that industries involved in glo-
bal compctition could cooperale in the de-
velopment of new technologies.

“The biggest issue for now and the rest of
the century is the performance of America in
the global economy,” Ritter told the engi-

Ritter
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neers. “The buzzword today in Washington
is competitiveness.”

Ritter cited Japanese industry’s develop-
ment of “new models of collaborative activ-
ity,” and called the resultant challenge to the
U.S. telecommunications sector ‘‘awe-
some.”

He cautioned, however, that broadcast in-
dustry resources appear to be “dwindling at
the precise time when research and develop-
ment and the evolution of new technologies
is most necessary.”

“Innovations must not be stopped in their
tracks because broadcasting needs to cut
costs to meet competition,” he argued.
“That’s self-defeating in the longer term.
Competitors have invested massively. You
must do the same.”

Ritter pointed out the importance of stan-
dards-setting for the future of broadcast sta-
tions, singling out for praise such industry
standards successes as the development of
sterco television and AM fidelity standards.
He also said FMX, the cxtended-range ste-
reo reception technology, was a “step in the
right direction.”

By contrast he pointed to the AM stereo
“enigma” caused by the lack of standardiza-
tion. In these cases. he said, antitrust law,
which normally acts as “guardian” of free
enterprise, serves Instead to immobilize
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markets by preventing complete standards-
setting activity.

Ritter warned as well of a “shortage” of
technical talent in the U.S. and said the
country “has got to encourage and foster its
science and math base...Competitiveness
is very much technology-based. Advanced
technology is the key.” a

McKinney cites
progress on

AM duopoly,
fairness doctrine

FCC Mass Media Bureau chief also
discusses AM stereo quandary

Motorola’s C-Quam AM stereo system got
an indirect recommendation last week from
FCC Mass Media Bureau Chief James
McKinney. When asked during a Monday
question and answer session for radio broad-
casters whether the FCC would reexamine
AM stereo and choose a system, he replied
that he didn't think that was necessary.
“Look at the AM stereo receivers [on dis-
play] here—100% of them receive Motor-
ola; 2%-3% receive Kahn.” He noted that
every country that has chosen a standard has
picked C-Quam, the most recent being Can-
ada (BROADCASTING, March 30). He contin-
ued: “I would have no problem deciding. I
think you have all the data you need.” He
exhorted AM broadcasters to act quickly in
switching to stereo and to push for the imple-
mentation of the NRSC standard preempha-
sis curve and 10 khz audio bandwidth
{BROADCASTING, March 30) for the survival
of their medium. McKinney started off the
session by trying to answer his own ques-
tion: “What’s going on at the FCC?”

Some of the items he discussed:

@ The AM duopoly proceeding (Docket
87-7). McKinney said the commission is
looking for comments on the proposal to get
rid of the current rules against owning more
than one outlet in a market. A benefit to
broadcasters (especially small stations with
a limited coverage area) if it is repealed
would be that the economies of scale

McKinney

than anything I've seen.”

AM talk. FCC Mass Media Bureau Chief James McKinney, during a Tuesday, March 31,
FCC engineers question-and-answer panel, said experimental AM antenna designs that
reduce interference-causing skywave signals and improve groundwave coverage have
the "greatest possibility for saving AM broadcasters money and improving their signal

Two different antenna designs are nearing a period of testing under the aegis of NAB at
sites outside Washington, and McKinney said that once results of the tests are in, the
commission could expedite a rulemaking allowing their use nine months later.

McKinney, asked whether, considering the current standards dilemma for AM stereo,
the commission should have adopted an AM stereo standard, responded “I think so,” but
added "l don't know what would have happened in the courts” if broadcasters had
appealed the commission's original selection of a now-defunct Magnavox system, later
withdrawn and not replaced by another standard.

Joining McKinney on the panel were FCC Field Operations Bureau Chief Richard Smith,
Chief Engineer of the Office of Engineering and Technology Thomas Stantey and FCC
engineers William Hassinger, Robert Cleveland and James Wells.

achieved by two stations could enable a
broadcaster to provide regional service to
sparsely populated areas that cannot eco-
nomically support a station of their own. He
urged small-market broadcasters to let the
commissioners know how they feel about
this and other issues affecting them. The
commissioners “give a lot of credence to
your comments,” he said. “They hear all the
time from the National Association of
Broadcasters and the other lobbying groups,
but they don’t hear from you. If you're in
Washington, stop in and talk with them.
They’ll see you.”

(He added that a related proposal up for
comments is the removal of duopoly restric-
tions on FM stations.)

@ Repeal of the main studio rule. This
should be coming soon, McKinney said. and
will give broadcasters the flexibility of locat-
ing their studio where it makes the most eco-
nomic sense.

& Repeal of the faimess doctrine. This,
said McKinney, should be at the top of
broadcasters’ agenda. The court has found
the doctrine not to be codified in law and the
FCC found it “suspiciously constitutional,”
he said. The commission receives 5,000-
8,000 complaints each year and is required
to send notices to the licensees filed against
notifying them of the fact. That, he said, has
achilling effect on broadcasters. And it also.
he added, chills commercial speech—com-
mercials and public service announce-
ments—as in the Meredith case involving a
power utility.

“If there's anything you ought to be fight-
ing for,” he said, “it’s full First Amendment
rights.” He said full First Amendment rights
did not include permission to broadcast “ob-
scene or indecent” programs. “QObscenity is
not protected by law and indecency must be
channeled in certain time periods,” he said.
“We can and should have it both ways—full
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First Amendment freedoms and no obscene
or indecent programing.”

He revisited this subject later after a ques-
tion from the floor as to how he could recon-
cile his push for the First Amendment and
wanting to prosecute licensees that he feels
are airing obscene or indecent material. It’s
very clear, he said, “There is a federal law
that prohibits ‘obscene, indecent or profane’
speech and it’s up to the FCC and the Justice
Department to enforce it.” a

FCC general
counsel says
indecency issue
must be faced

In panel on “Sex, Lies and Slanted
News,” Diane Killory says indecency
standard should and can be pursued
without chilling speech

The FCC'’s general counsel carried the word
to the National Association of Broadcasters
convention last week: The commission
should meet the indecency issue head on,
and can do that in a manner consistent with
the First Amendment. For broadcasters, the
advice of one attorney who shared a panel
with Diane Killory was, in effect: If in
doubt, leave it out.

Killory, on a panel entitled “Sex, Lies and
Slanted News,” defended her position on the
issue with the observation that there is some
“rough stuff out there.” The commission,
she said, should enforce the law, “but with-
out chilling speech.” And she said that could
be done.

Killory illustrated her concern with the
lyrics of a song, “The 4-F Club,” by a group
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called The Mentors. The air play of the re-
cording resulted in a complaint to the com-
mission about the station involved. Killory
regarded the lyrics, in fact, as too rough for
her sensibilities, so she recruited a commis-
sion staffer, Donald McLlelland, for that
duty. The language was, in a word, graphic.

In 1978, the Supreme Court in the Paci-
fica case affirmed the commission’s author-
ity to regulate and punish the broadcast of
indecent material. But, Killory said, the
commission since then has interpreted the
ruling narrowly, restricting enforcement of
the statute to the “seven dirty words” that
were the subject of the George Carlin mono-
logue that precipitated the Pacifica com-
plaint. That, she said, is not reasonable. "If
there are other offensive words.” she said,
“why not go after them?”

Killory indicated that the commission re-
gards “indecency” in broadcasting as easier
to police than ““obscenity.” which is part of
the same statute. While each would ban the
depiction of such material as excretory and
sexual functions and organs, obscenity
would require application of a standard of
offensiveness pertinent to the community in-
volved. The commission generally refers
possible obscenity cases to the Department
of Justice for prosecution. Indecency. on the
other hand, provides for a time, place and
manner test that, Killory noted, would per-
mit the “channelling” of the offensive mate-
rial to times of the day when children would
not be exposed to it.

“My recommendation.” she said. “is to
enforce the law and proceed under the inde-
cency section.™ She noted that “some people
are opposed on First Amendment grounds,”
and added. “I'm as much for the First
Amendment as anyone. But indecent speech
can be regulated by time, place and manner
standards.”

The commission’s position on indecency
should be established with some clarity
when it acts on three complaints now pend-
ing before it. The items are reported to be
scheduled for consideration by the commis-
sion on Aril 16. But Steven A. Lerman. of
Leventhal, Senter & Lerman. appeared
grateful for Killory's presentation. Hers
“was the first cogent articulation of the com-
mission’s view™ that he had heard. he said.
*We had [previously] gotten mixed signals.”

His advice to broadcasters was that, until
the commission clarifies its position, they
should be careful—very careful. “Unless
you are a broadcaster able to defend your-
self,” he said, “I'd advise staying away from
any material containing any sexual content.
If, however, you wish to come closer to the
line and do controversial programing...a-
dopt a policy containing an articulation of
what obscenity and indecency are, and edu-
cate your employes as to what they are.”
Lerman also suggested that management
make sure it has the contractual right to im-
pose sanctions on employes who violate the
policy. He had one other suggestion: “Don’t
take complaints casually.”

It is not only suggestive, even if blatantly
suggestive, material that can cause stations
trouble. David M. Olive, assistant general
counsel of the Donrey Media Group, said

1

careless talks can cause trouble, too. He re-
lated the story of an “outrageous™ morning
team that—as a joke—directed a woman
caller who thought she had won a $1,000
prize to the station where the contest was
being conducted—and told her she had won
$4,000 and a new car. Actually. she had won
nothing. When the woman discovered she
had been made the butt of a joke, she filed a
$15-million suit against the morning team’s
station for invasion of privacy. The station
being sued is WAPL-AM-FM Birmingham, Ala.
WzzK-AM-FM had run the contest.

Robert D. Nelson. of Andrew Davis Legg
Bixler Milsten & Murrah, of Oklahoma City.
offered some suggestions on avoiding libel
suits. Turning fact into opinion would be one
way. He noted that the Supreme Court has
held *“there is no such thing as a false idea.”
Of course, the idea is not foolproof: Draw-
ing a “hard-and-fast line between fact and
opinion is difficult.” Nelson also said a sta-
tion would have trouble with its libel defense
if it developed that the underlying facts had
not been disclosed. Nelson also offered
some suggestions for testing whether a piece
would be reasonably libel-proof: Is the mate-
rial capable of verification? Was the state-
ment tied to cautionary language that would
advise the audience the material was intend-
ed as opinion? Or did a humorous context
make it clear the statement was made in jest?

But it was Killory’s discussion of the com-
mission approach to indecency that attracted
the most attention at the session. She sug-
gested that the commission is under pressure
on the issue: “We get 20,000 complaints a
year.” She also indicated that the commis-
sioners drive on indecency might cause
problems for those seeking to advance the
argument that broadcasting has the same
First Amendment rights as those of any other
mass medium.

The Supreme Court decision last month
overturning a Utah statute that would have
prohibited cable systems from carrying pro-
graming that law enforcement authorities
determined to be indecent is a factor in that
regard. Killory said the decision ‘“‘suggests
that indecency on cable can’t be regulated.”

She noted that that there are significant
differences between the media—that view-
ers must subscribe before receiving cable
programing, while listeners and viewers
need only turn on a radio or television set.
That, in turn, she said, indicates different
standards are applicable in determining
whether a cable system or a broadcast station
is guilty of airing indecent programing.

Still, she said, “I believe that broadcasters
should have the same First Amemdment
rights as cable and print.” “Channeling,” she
maintained, “is consistent with the print
model.” O
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Attorneys argue their cases in Dallas

Deregulation, minority preferences,
corporate takeovers and station sales
are among topics given legal

spin at annual pre-NAB forum

From the vantage of communications law-
yers and FCC staffers, the broadcasting busi-
ness these days is as buffeted as by a summer
storm. Deregulation has led to takeovers and
buyouts that have created what some attor-
neys see as turmoil. Indeed, some in the
broadcasting industry appear to think the
deregulatory express could do with a rest
stop. The commission’s decision on must
carry seems not to have settled very much,
certainly not for all time. And the Supreme
Court—and a congressional staffer—have
provided disincentives to anyone at the com-
mission thinking of getting rid of policies
favoring women and minorities in compara-
tive hearings.

All that and more emerged from one of the
preliminary events to the National Associ-
ation of Broadcasters’ convention—the an-
nual legal forum. a joint program of the
American Bar Association’s Forum Com-
mittee and the NAB. on “Representing Your
Local Broadcaster.” The workshop indicated
that deregulation, as pursued by FCC Chair-
man Mark Fowler. has created the kind of
uncertainty in which lawyers flourish.

Take the matter of “‘buying and selling a
broadcast station.” The program was not
concerned with buying and selling 500 w
AM’s. It was concemed with proxy contests
and tender offers and hostile takeovers. For-
mer FCC Commissioner Henry Rivera, who
is now a partner in Dow. Lohnes & Albert-
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son. was at the commission at the time of its
landmark decision in the Storer Communi-
cations case, and dissented from the major-
ity decision. “No decision affecting broad-
casting,” he said of that one, in 1985, which
stripped broadcast licensees of the procedur-
al protections against takeovers they had
come to take for granted. “was as profound
as that one. It dramatically altered the indus-
try.”

The commission held that an effort by a
dissident group of stockholders to gain con-
trol of the board of directors would result
only in an *insubstantial” transfer of control
and, therefore, was not subject to the 30-day
delay in which members of the public could
file petitions to deny. With the Storer deci-
sion opening the door, Rivera said, “raiders
and greenmailers and white knights are
pouring in.”

Since then, the commission. in what it
said was an effort to develop procedures in
which it would be neutral in proxy fights,
developed a two-step process. It would grant
special temporary authority to an indepen-
dent trustee who would consummate the
tender offer and maintain the status quo until
the commission completed the normal
“long-form” review of the takeover propos-
al, a procedure that would permit public
comment. However, that procedure has been
challenged by public interest groups in an
appeal filed with the U.S. Court of Appeals
in Washington.

Although Rivera attributed the change in
commission policy to Fowler—"Mark Fowl-
er's vision is coming true; as far as Wall
Street is concerned, broadcasting is just an-
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Fairness indoctrination. It was evident at one NAB panel last week that broadcasters

and lawmakers are far from seeing eye to eye on the need for a fairness doctrine
Without the doctrine, “it's power without responsibility," said Representative Henry Hyde

(R-1li.}. "That scares us. If we don't have fairess, God knows what will happen.” Based on

nE own expenence, Hyde IS convinced that without the doctrine, he would be denied

acoess o the arvaves.

Aoprezantatve Feirica Schroeder (D-Colo.) said she's always found newspapers easi-
&f o deal with Ihan lelzvision and radio stations. At issue, Schroeder said, is the right to
repy. “I've never baan abée to figure out where the letter to the editor or editorial page is In
broaccasiing. How do you come back,” Schroeder asked

Congréss & ol somathing you buy into,” said Representative Mickey Leland (D-Tex.).

anyone from the process.”

of a special panel to screen negative ads.

"keep incumbents on their toes.”

Brosdcastars hod the public trust, he said, and “they have a responsibility” not to exclude

Negative political ads came under discussion too. Senator Richard Shelby (D-Ala.) felt
the public was capable of filtering the ads on its own. Hyde advocated the establishment

Congressman Bruce Morrison (D-Conn.) disagreed. *Once you get into regulating
content of speech, you tread heavily on the First Amendment." According to Congress-
man Larry Smith (D-Fla.), negative ads come with the territory. “When you run for public
office it's part of the process. You're going to have to suffer.”

Senator Charles Grassley {R-lowa) appeared to hold a similar view. He felt the ads

other business”—another panelist said the
changes were inevitable. Peter D. O’Con-
nell, of Pierson, Ball & Dowd, said the phe-
nomenon of leveraged buyouts and take-
overs “is occurring in other industries. The
commission action may be more the result
than the cause of economic developments.”
He also noted that the sale of cable television
properties is not subject to the constraints
involved in the sale of broadcast stations.
“Maybe the commission thought broadcast-
ing needed some kind of parity,” O’Connell
said. “Regardless, it would have happened
with or without Fowler.”

The broadcasting industry's increasing
ambivalence regarding deregulation was
evident in a session featuring Henry L, (Jeff)
Baumann, NAB general counsel, and James
C. McKinney, chief of the commission’s
Mass Media Bureau. Baumann, like NAB
President Eddie Frius and John Summers,
NAB'’s senior executive vice president for
government relations (BROADCASTING,
March 30), said the NAB would accept a
codification of the public interest standard,
in its present form, in legislation that also
freed broadcasters from the threat of appli-
cants filing “on top” of their renewal appli-
cations, as well as some protection from pe-
titions to deny.

And when McKinney chided Baumann
saying that, “to the extent” broadcasters “go
in the opposite direction” from seeking free-
dom from regulation, “it’s a mistake,” Bau-
mann said the issue comes down to the ques-
tion of what is possible. “We don’t live in an
ideal world,” he said. “The members of
Congress are as interested in broadcasting as
ever, if not more so. Broadcasters must take
a realistic approach.”

And on the question of the new must-
carry rules, Baumann reflected the indus-
try’s position that maintenance of strong
rules requiring cable systems to carry the
signals of local stations was a matter of high-
er priority than establishing free marketplace
competition.The commission’s proposal 10
reestablish rules enabling stations to protect
exclusive-programing agreements against

cable sysfems’ importation of signals from
distant station appears to have its downside
for the NAB. Baumann saw it as possibly
part of a larger package including elimina-
tion of the compulsory copyright license en-
joyed by cable systems and elimination of
the must-carry rules. That, he said, “would
be disastrous.” What would be wrong with
that straight marketplace approach? asked
the moderator, former FCC Chairman Rich-
ard E. Wiley, of Wiley, Rein & Fielding.
Because, said Baumann, “broadcasters have
made a case that this is not a level playing
field. Our concern is that 307(b) [the Com-
munications Act provision calling for an
equitable distribution of broadcast service]
is a fundamental concept. The American
people should have access to television sig-
nals.”

And Baumann said the commission’s ac-
tion on must-carty “didn't end the debate.
The five-year sunset [provision in the new
rule] is not acceptable. Broadeasters in sev-
eral years will attack the sunset provision.”
McKinney, however, indicated the broad-
casters’ efforts will be resisted. The commis-
sion, he said, established a period of transi-
tion, “from the heavy must-carry” rules
declared unconstitutional by the U.S. Court
of Appeals in Washington, “to no must-carry
in five years.”

But even with the rules in place, broad-
casters may face problems in gaining car-
riage of their programing on local cable sys-
tems. Michael D. Berg, of Miller & Young,
advised the lawyers at the workshop that in
seeking to establish a right of carriage, a
station’s entitlement to that carriage “is not
always clear.” So he suggested a couple of
fallback positions (or additional “tiers of
protection™)—"‘create a contractual right if
none is available under law” and “achieve
voluntary carriage.” In connection with the
latter suggestion, he said stations could use
their own air to generate public pressure on
the cable system. But, of course, he noted,
“the faimness doctrine would then come into
play.”

Another panelist, Paul McCarthy, of
Broadcast-Cable Associates, is in the rela-
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tively new business of representing televi-
sion stations in negotiating agreements with
cable television systems. And his remarks
reflected that background. He said “a close
examination” of the new rules “would show
very little protection for stations, particular-
ly in larger markets.” It is up to stations, he
said, *to build their own working relation-
ships with the cable community, based on
delivering strong programing and develop-
ing effective cross promotions.”

McCarthy—who is understood to be
among those the White House has inter-
viewed for the FCC vacancy—found a pro-
vision in the new rules he feels will set back
the cause of broadcaster-cable system coop-
eration—a ban on acceptance by a cable sys-
tem of in-kind compensation in exchange for
fulfillment of the must-carry requirement.
The ban “will significantly dash the willing-
ness and ability of broadcasters to assist the
cable community in areas of joint interest,”
he said, adding, “The FCC has effectively
undermined the prospects for any orderly
transition to marketplace regulation and vo-
luntary compliance.”

m}

The panel on “Minerity and Female Prefer-
ences” was energized by the Supreme Court
decision a day earlier.

Larry Irving, senior counsel to the House
Telecommunications Subcommittee, said he
had acquired “six new friends™—the justices
who had formed the majority in the 6-3 deci-
sion holding that employers may favor wom-
en and minorities over better qualified men
and whites in hiring and promoting to reflect
the makeup of the local population or work-
force. Irving—as well as other lawyers at the
workshop—saw the decision as providing
strong arguments for the constitutionality of
the commission’s policies granting prefer-
ences for women and minorities in compara-
tive hearings.

Those policies are now under review by
the commission, as a result of court remands
in two cases, and Diane Killory, the commis-
sion’s general counsel, said the agency “will
look at all recent court cases,” including the
opinion that so encouraged Irving. “They
may or may not have an effect on us,” she
said, adding that she had not yet seen evi-
dence of “the nexus” between the policies
and diversity of programing—the goal those
policies were intended to achieve.

wut uviNg made 1t clear that many in Con-
gress were not impressed with the commis-
sion’s performance on women’s and minor-
ities’ rights. Chairman Fowler, he said, does
not “have an open mind” on the issue. In-
deed, he said, Fowler is seen as hostile to
actions that would remedy imbalances in the
employment of women and minorities. “So
maybe it’s important for Congress to get in-
volved,” Irving said.

He noted that Representatives Mickey Le-
land (D-Tex.) and Cardiss Collins (D-H1.)
have introduced legislation to assure prefer-
ences for women and minorities in compara-
tive hearings. “One way or the other,” Irving
said, “the commission or Congress or the
courts will find a way to keep minority and
female preferences in place.”

For communications attorneys who were
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ing attention to worldwide
population issues. The awards are
given to honor those who have
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of population problems through
their journalistic or electronic
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The Population Institute is dedicat-
ed to making population an inter-
national priority by creating aware-
ness of population problems and
their relationship to resources and
the environment and developing
strong leadership prepared to de-
sign and implement rational and
humane solutions to the popula-
tion problems throughout the
worl(f

The Population Institute, a private
non-profit public interest group, is
interested in encouraging individ-
ual editors, news directors and
journalists to acquire a maore in-
depth knowledge of population is-
sues, as well as helping stimulate
high standards of journalism.

1. The awards for media excel-
lence in population reporting
and coverage are made by a
distinguished Panel of Judges.
The judges exercise their
independent and collective
judgement.
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tute and accompanied by justifi-
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By Werner Fornos
President of The Population Institute

s soMeoNE who has been both a newsman and a legislator, [ believe
unequivocally that reporting and interpreting the news are at least as much of a
public trust as making laws. Accuracy, objectivity and compassion are corner-
stones of responsible lawmaking and responsible journalism. At its best, the
press holds the most complex issues up to the light for public scrutiny and
provides an essential contribution to the decision-making process.

Virtually all critical global concerns—from unemployment to urban dete-
rioration, from environmental degradation to development planning—
dovetail into the central challenge of balancing population growth with re-
sources and environment. Although characterized as an issue second in signifi-
cance only to the threat of thermonuclear war, global overpopulation should
be an even greater concern. While the best minds of our age work day and night
to prevent the ravages of a nuclear holocaust, rapid population growth is more
than an ominous threat: it is a stark reality. Yet relatively little attention is
focused on this monumental problem.

Our world grows by one million people every four to five days, 87 million
in 1986. Population has doubled in the last 35 years; it is projected to double
again in the next 40. Many experts doubt the world’s ability to feed an additional
five billion people in the next four decades. Others offer convincing evidence
that the earth’s carrying capacity is already strained to its limits, Meanwhile, 500
million people around the world need and want family planning services but
lack access or means to obtain them.

Moreover, family planning saves lives. Ninety percent of the world’s popu-
lation growth occurs in the Third World where 10 million infants die each year.
A major expansion of family planning services could reduce those deaths by
half or more. An estimated 500,000 women in the Third World die each year as
the result of pregnancy and childbirth complications. About one quarter could
be saved if unwanted pregnancies could be avoided.

An informed citizenry cannot be underestimated as an engine for change.
The public must fully understand the ramifications of unchecked population
growth; it must recognize that universal access to voluntary family planning
services can defuse the population bomb. Only then will it demand that our
leaders take appropriate actions to solve this critical worldwide problem.

For these reasons, the Population Institute challenges the press, through
the 1987 Global Media Awards for Excellence in Population Reporting, to shed
greater light on population issues. With World Population Awareness Week
coming up, April 26-25, 1o encourage all of us to reflect on the consequences of
a world of five billion people, there will be ample opportunity to explore
global demographic issues from a variety of perspectives.

Coverage of population news in past years has been gratifying to those of
us concerned witmncreasing the awareness of rapid population growth and its
consequences. But much more must be done to alert the public and its leaders
to the magnitude of the problem. I have utmost confidence in the ability of the
press to respond to this challenge which will shape the kind of world thar will
exist tomorrow and for generations to come.

Y, A

The Population Institute is a 501(c)(3). All contributions are tax deductible.

For up-to-date, accurate information
on the world population crisis, call;
POPLINE (202) 544-3300.

World Population Awareness Week, April 20-25

110 Maryland Avenue NE
Washington DC 20002
(202) 544-3300
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feeling encouraged by the direction federal
courts were taking in libel cases, a panel on
the subject gave them something else to
think about—state law. And not necessarily
laws of defamation either. Brady William-
son, of LaFollette, Winykin, Anderson &
Munson, of Madison, Wis.. warned that in-
dividuals with complaints about coverage
are suing on trespass and invasion of privacy
grounds—"and they are winning at the trial
and appellate levels.” There is no New York
Times v. Sullivan—the landmark case in li-
bel law—to protect a station whose camera
crew {respasses on a person’s property while
accompanying police on a raid."The right to
cover news ends where private property be-
gins,” Williamson said.

0

If nothing else had indicated to the broadcast
attorneys that their clients still faced many
problems, there was the panel on radio allo-
cations. Barry D. Umansky, NAB deputy
general counsel, characterized the commis-
sion in its allocations policy as “‘regulatory
Robin Hoods—they take over from the big
boomers and give it to the smaller stations.”
He noted that Class A FM stations can up-
grade their signal, but at the expense of
Class B and Class C stations. But he thought
things were improving at the commission in
its allocations policy: “It’s taking a more ra-
tional approach to increasing the number of
stations.” But Ashton Hardy, a former FCC
general counsel who is now a partner in Har-
dy & Popham, New Orleans, said that, as far
as commission actions to increase the num-
ber of stations is concerned, “the horse is out
of the barn.” With the the new 80-90 FM
proceeding, he said, “the commission can’t
hold back the flood of applications.”

To William Potts, of Haley, Bader & Potts,
there seemed to be no hopeful signs. When
he began practicing communications law, in
1958, “AM was as unpopular as it is today,”
he said, adding that even FM is now *‘a ma-
ture service.” Many of the Class A channels
made available by the commission are “in
remote markets—they’re no bonanza.” And
he said that while “AM entry has cffectively
been closed since the late 60’s,” the commis-
sion will be making frequencies available
when it implements the decision of the 1979
World Administrative Radio Conference to
add 100 khz to the top of the AM band. He
noted that receivers capable of receiving sta-
tions in the upper band would not be avail-
able until the 1990’s. “If you really want to
lose money,” he said, “go for an expansion
band channel in 10 or 15 years.”

What has the increase in broadcast facili-
ties bought broadcasters in terms of freedom
from regulation? According to Potts, not
much. “Deregulation in the broadest sense
has been adjectival,” he said. “The FCC got
rid of a lot of paper, but stations are still
regulated as long as they must serve the pub-
lic interest, convenience and necessity.”
Regulation, he said, has been shifted to the
station.

Besides, he added, “the feeling in Wash-
ington is that the {regulatory] pendulum has
begun to swing back.” o

The space picture. Mark Brender, ar AHC News assignment editor who haz pionesrad
use of remcle-senzing satellites in teievision news, told broadcasters at MAS thal The
National Ocesnic and Atmospheric Acministration's soon-to-be-issued rules gowverning
sse of domeshic remole-sensing birds thet 1ake plolures from spece do not go far enough
i guaranteéaing news crganizalions access o piciures

&ccording to Brender, the rules, which he said he has seen, will give he Siale and
Dafanza Cepartments power 0 G8ny Newe Organizatons access 1o pectunss on natonal
securdy grouncs, Language he Defenss Depermant usac = its comments o NOAA are
‘buzzwords o cengorghip® he seid. "The State Depadment hinks weater information
ghould be classified,” ke said Mdowing sessian.

Brender gald the rules waould red have any impact o the medias wse of piciures tram ihe
Franch SPOT satallite, which are able 1o distinquish objects as smgll as 10 melers—ihe

highest resolosion commerncially avallable

License renewal: an ongoing concern

Panelists stress keeping good records,
emphasize EEO as key consideration

Although radio stations are operating in a
deregulatory environment, they should view
license renewals as a continuing process
rather than an occurrence every seven years.
That was the overwhelming consensus at a
Monday morning session, *Do’s and Don’ts
of Radio License Renewal.”

Panelists stressed the need to document
issues-oriented programing for the station’s
public inspection file each quarter. “The
greatest difficulty for lawyers is to convince
stations that they have to keep good records
of programing,” said Peter O'Connell, attor-
ney with the Washington law firm of Pier-
son, Ball & Dowd. Stations should have a
basic understanding of the issues in their
community and air programing addressing
those issues, O'Connell said. *We recom-
mend at least 30 minutes a week on local
issues.” But, said O’Connell, “you are only
playing a game with yourself if you putona
30-minute public affairs program at 4 a.m.
We are talking about ‘substantive’ program-
ing to real audiences.”

What happens if the issues programs list is
not placed in the station’s public file on
time? “If you miss a deadline for putting it
[the list] into the public file, you still have an
obligation to create one, and we recommend
a cover sheet explaining the situation,” said

Richard Zaragoza, attorney with the Wash-

ington law firm of Fisher. Wayland, Cooper
& Leader. “If you don’t submit issue pro-
grams lists [to the public file], you may be
denied renewal,” warned Zaragoza.
Panelists also addressed what they consid-
ered the area most susceptible to license re-
newal challenges: the FCC’s equal employ-
ment opportunity application processing
guidelines. **This is one area the FCC is very
serious about,” said Roy Russo, attorney for
the Washington law firm, Cohn & Marks.
{The FCC’s EEQ guidelines stipulate that for
a station with 10 or more full-time employes
to be considered in prima facie compliance,
it must have a minority component, includ-
ing women, equal to at least 50% of the
minority composition of the local work
force.) “Keep records of all minority referral
sources and move on to others if traditional
ones are not working,” added Zaragoza.
Roy Stewart, video services division chief
of the FCC, who was been involved in the
FCC’s EEO division for many years, said
“the key to commission enforcement on
EEO is the efforts the licensee has made to
reach 50/50 parity [the 50% mark applies to
both the top four job categories and all job
categories].” Stewart said renewals have
been granted without 50/50 parity, because
the licensee, in the FCC’s judgment, en-
gaged in “good faith efforts” to attract mi-
nority and female applicants for all posi-
tions, such as enlisting “proper recruitment
sources.” a

Speakes speaks. Larry Speakes, who 1s ac-
customed to talking to broadcast journalists,
addressed their bosses last week at the Tues-
day television luncheon of the National Associ-
ation of Broadcasters convention in Dallas.
Speakes, who was a White House spokesman
for six years, is now senior communications
adviser at Merril Lynch, New York. The
speech, which in large measure reflected one
he gave at the National Press Club, Washing-
ton, on the day he stepped down as White
House press spokesman, on Jan. 29 (BROAD-
CASTING, Feb. 8), called for what seems revolu-

tionary changes in government's dealings with the press. For instanc, Nz rgtomirancac less
secrecy in government and more on-the-record comments by government officials. He
expressed the view that the formal press conference, in its present formr, Sy Fane cLibieed

its usefulness.” The press conference is now "th

asking questions prepared in advance and the President providing “mehearse:d frswers.
And the press, he said, is not out to get information but "to make newa. ” Raportars, e s,
atlempt to create the news, not cover it. “An ‘i gotcha’syndrome petains” Lo e reialionsnip.
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NAB TECHNOLOGY

Fritts pushes NAB technology center

It would pick up where RCA and CBS
left off, Insuring broadcasters access
to latest technological advancements;
NAB president says five-year sunset
in must-carry rules “will never happen”

The National Association of Broadcasters
plans to elevate its role in the development
of new technologies. NAB is looking at es-
tablishing its own technology center as part
of an effort to help broadcasters compete.

In a keynote adress during the opening
session of NAB’s annual convention last
week in Dallas, NAB President Eddie Fritts
told his members that he was forming a
working group to “develop a long-range
plan. which will lead ultimately to the cre-
ation of an NAB technology center.” Fritts
said such a center would serve to “assure that
broadcasters will have access to the techno-
logical enhancements that will keep us com-
petitive.”

Fritts underscored his belief that technol-
ogy is the key to the industry’s future.
“Broadcasting’s ability to be competitive
over the long term is directly linked to our
ability to develop and apply new technol-
ogy.” Without technological innovation and
refinement, Fritts explained, “this industry
cannot discover new ways to serve the pub-
lic and cultivate new market opportunities.”

With both CBS and RCA closing their
engineering centers, Friits said the industry’s
ability to compete would be hampered.
“This spark of ingenuity and innovation so
vital to our industry must not be allowed to
fade,” Fritts said.

Later Fritts told BROADCASTING that NAB
would be talking to “all segments of the in-
dustry” about the project. Originally NAB
considered funding the center through its
newly formed subsidiary, NAB Technol-
ogies, created so the association could par-
ticipate in a partnership to develop FMX.
But revenue from the project won't be forth-
coming until the 1990, according to Fritts.
“I don’t think we can wait that long. If we
had a technology center,” he said, “we’d

have been much better equipped to deal with
AM stereo and high-definition television.”
He said NAB would explore financing the
center as “‘a private enterprise with private
investors.”

NAB’s technological efforts won't come
at the expense of its role in government rela-
tions. Fritts cited several public policy issues
facing the industry. the license renewal re-
form bill introduced in the House topping
the list. “This legislation [H.R. 1140] would
provide for reasonable stability in the licens-
ing process—regardless of the regulatory
climate that may exist at the FCC in the
future—and would still offer the public ade-
quate opportunity to participate in that pro-
cess,” Fritts told the broadcasters. “This leg-
islation is the least intrusive public interest
standard that broadcasters could expect, giv-
en the regulatory climate on Capitol Hill.”
As for the FCC’s new must-carry rules, the
NAB president vowed that a provision call-

ing for the rules to sunset in five years “will
never happen.”

Management is another subject on which
NAB plans to concentrate. “NAB will con-
tinue to provide our industry with improved
data, tools and techniques for busy managers
seeking improved results with finite re-
sources.” He said the association was work-
ing toward enhancing its services to mem-
bers. “We have begun a total reassessment of
NAB publications to assure that the books
and management tools we provide you are
attuned to needs of the present and future.”

Fritts was preceded on the dias by NAB
Joint Board Chairman Ted Snider of KARN-
(AM)-KKYK(FM) Little Rock, Ark., who wel-
comed convention attendees and urged them
to let their views be known. He also called
on the broadcasters to present a united front.
“We can disagree where we must, but let’s
not let that keep us from working together,”
Snider said. a

Full speed ahead for half-inch

More broadcasters are making switch
to smaller-format videotape equipment;
questions still remain about limits of
new system and comparative quality

Broadcasters appear ready to go half-inch.

Although users must still select between
two incompatible small formats for video-
tape gear—a competition that has slowed the
technology’s penetration—there was in-
creasing evidence at last week’s NAB equip-
ment show that broadcasters are now deter-
mined to make that choice.

Not only are have two networks engaged
in conversion to half-inch—NBC, with its
massive. plant-wide move to Panasonic’s
MII, and CBS, with a more gradual transi-
tion to Sony’s Betacam in news operations—
but Cable News Network has announced a
multimillion-dollar Beta buy from Sony for
its new CNN Center in Atlanta, ABC-TV is
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weeks away from its decision to begin con-
verting newsgathering to one of the two for-
mats and PBS is also considering an option
by midyear to go to half-inch videotape for
network feeds.

Local broadcasters, as well, are making
the transition from the current ENG standard
U-matic three-quarter-inch videotape, with
news of several major half-inch sales surfac-
ing at the show, and reports that nearly one in
four stations plans to buy some small-format
gear this year.

Disputes still continue, however, over just
how far into high-end applications users can
take the new and enhanced metal tape ver-
sions of the half-inch systems. At issue is
whether metal tape half-inch, or other devel-
oping formats such as digital video, will re-
place the one-inch Type C studio standard.

The promise of new automated cart sys-
tems, used not only for traditional commer-
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cial spot playback but also for longer-form
programing and ultimately for station auto-
mation, has also piqued broadcasters’ inter-
est in the cassette-based small formats.

Panasonic remains the supplier with the
most to prove 1o potential customers. Six
years after first entering the hali-inch market
and one year after introducing its new line of
MII gear and simultaneously signing NBC to
a $50-million-plus. tive-year MII contract.

Panasonic Broadcast’s new president,
Stan Basara, acknowledged to BROADCAST-
ING that Sony “did a better job of marketing”
during the first years of half-inch, but argued
Panasonic’s parent company, Matsushita,
showed its commitment to building a broad-
cast reputation with an extensive develop-
ment program leading to the new MII lor-
mat, replacing earlier and largely
unsuccessful M-format technology.

New MIl products introduced this year
included a highly praised ficld edit system
and modular multicassette machines. as well
as a new studio player, studio edit controller,
portable player and other accessories.

“We recognize we’ve got a long way to
go,” Basara said. "But the competition is
good for the industry. In the end, the user is
going to benefit.”

Sony remains strongly critical. however,
of Panasonic claims that Ml “rivals” the
quality of one-inch video. a market Sony
dominates along with Ampex and has made
clear it intends to keep strong. Sony this
year, for instance, introduced 4 new $40.000
BVH-3000 type C deck, and Ampex was
showing a varicty of enhancements to its
existing one-inch line.

“Some manufacturers claim supernatural
powers for their formats.” a Sony audio-vi-
sual presentation told show attendees. “"We
won’t pretend we can do what can’t be
done.”

Field acquisition is where the half-inch
formats perform best. because of its limited
multigeneration capabilities compared to
one-inch. Sony argued throughout the show.

According to Basara. however. MIL is
“very cost-effective” for three-to-five gen-
erations, although limited beyond that. ~"We
think we have a format comparable to one-
inch.” he said, arguing that the company be-
lieves it can repeat the history of the indus-
try’s transition {rom two-inch video. when
one-inch provided 90% of the quality at 75%
of the cost. In the current market, he argued.
MII could provide quality just short of one-
inch, but at half the cost.

NBC'’s limited experience with the format
so far, at least, seems to bear out Panasonic’s
argument. NBC’s Michael Sherlock. presi-
dent of operations and technical services.
said at a Dallas press conference Saturday,
March 28, that the nctwork expects to save
more than $26 million in its five-year buy of
MII equipment and metal tapc over what it
would have spent on other formats, like one-
inch.

Sherlock added that NBC remains “totally
committed” to MIl product., expecting to
take delivery on some 900 pieces by the end
of 1987 and on schedule to convert its U.S.
network news bureaus by the end of 1987,

e ol it —

NBC Director of Engineering Steve Bon-
ica also said of the format's multigeneration
capability that MII had tested “satistactori-
ly” up to fifth generation and just beyond
when kept in component form. "[NBC is]
perfectly happy with the performance of the
format,” he said at the press conterence.

The extent to which NBC's affiliates are
following the network lead is not yet clear.
So far. only about a half-dozen have ordered
MII product since October. when the net-
work completed extensive format tests.
Among them are WGEM-Tv Quincy, IlI.;

KIRH(TV) Tulsa, Okla.; wicorv) Cham-
paign, Ill.: KVOA-TV Tucson. Ariz.; KPNX-TV
Mesa, Ariz., and KTSM-TV El Paso.

One new, and major. MIl buyer was an-
nounced at the show. WRAL-Tv Raleigh,
N.C., has repertedly signed a $2.1-million
deal for 60 studio. ficld and camera record-
ers and one of Panasonic’s new 100-cassette
cart machines, with delivery beginning im-
mediately.

Sony. meanwhile. continues to build on its
still more extensive base of U.S. half-inch
users. bringing in new buyers such as KPRC-
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first place,” he added.

McMann cited the potential for bringing advanced technologies, such as HDTV to
‘ home in the near future, and cautioned that U.S. industries “must not lose [their} technical

base.

Other awards during McMann's career include three Emmys from the National Acade-

my of Television Arts and Sciences for his work on the development of the mini-cam, the

| color corrector for television cameras and the digital noise reducer, and the David Sarnoff
Gold Medal Award from the Society of Motion Picture and Television Engineers. McMann

| holds 37 patents in broadecast engineering technologies and from 1975 to 1982 served as

Stellar award. Using a live, two-way satellite link, former CBS engineering executive
Renville H. McMann Jr was presented with the NAB's 1987 engineering achievement
award during a March 29 convention luncheon in Dallas.

McMann, who was vice president of advanced television research at CBS Technology
Center until the Stamford, Conn., facility was shut down [ast fall, has been suffering from a
| blocked heart artery and was unable to travel to Dallas to receive the award

With satellite transponder time donated by CBS and uplink-downlink facilities from
other manufacturers and broadcasters, McMann's acceplance speech was carried from
a public station near his New Canaan, Conn., home to Dallas, with congralulatory com-
ments beamed back to him from the convention center.

McMann told the luncheon crowd he was “disappoinied” he was unable to accept the
honor in person, noting it was the first NAB convention he had missed in over 25 years.
McMann, who joined the CBS Technology Center in 19565 and succeeded its founder,
Peter Goldmark, as president in 1972, said he was also saddened by its closing, as well
as by the recent "divorcing” of RCA from its own research labs, which earlier this year

were donated by General Electric to Stanford Research Institute in California.
' 'Somehow there’s something wrong when labs wilh a 50-year thread of history are
closed within two weeks of new management taking over, to gain the money from the reai
estate,” McMann commented on the CBS center’s closing. “Surely NBC and CBS could
afford the minuscule expenditure [for a field] which brought the U.S. broadcasting in the

president of Thomson-CSF a Stamford-based subsidiary of the French electronics manu- J

| facturer,
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TV Houston, an NBC affiliate which in the
last few weeks approved a $1.5-million deal
to convert its news operation to Betacam.

Sony is also speeding development of its
enhanced metal tape format, Betacam SP.
This year it showed its initial trio of Beta SP
units, a studio VTR, a field recorder and a
camera recorder. The first of the units will be
shipped this summer to WNEV-TV Boston, an
all-M-format station that decided to switch
to Beta last year.

Recorder manufacture Ampex is also ex-
pected to be a factor in the half-inch market,
having joined the Beta camp at the last NAB
and this year showing its own manufactured
Beta SP products. It plans to develop Am-
pex-designed Beta SP products by the end of
1988. The Bosch-Philips joint venture,
Broadcast Television Systems, and Thom-
son were also offering Sony-made decks.

Sony has also continued sales of its Beta-
cart multicassette system, 160 of which are
now in the field, and was showing at the
exhibit for the second year a prototype li-
brary management cart system, although de-
sign changes are still in the works for the
1,000-plus cassette unit. a

HDTV gets
high profile
in NAB showing

Various systems are shown in
Dallas, including Japanese systems
incompatible with current sets,

and compatible U.S. system using
supplemental nonadjacent channel

Broadcasters may have had business more
pressing than the advancing technology of
high-definition television at last week’s
NAB convention, but few topics there were
deemed to hold more promise or danger for
the future of over-the-air television.

As various demonstrations and discus-
sions in Dallas made apparent, little question
remains that from 1990 on HDTV technol-
ogy will grow in availability as a consumer
service in Japan and elsewhere.

Still uncertain, however, is whether
HDTYV, with its improved color, greater de-
tail, wider screen pictures and digital stereo
sound, will be available to home viewers via
broadcast television or only through com-
petitive delivery methods.

Manufacturers in Japan have spent well
over a decade developing their leading
HDTYV system (with 1,125-lines of resolu-
tion, more than doubling that of the current
525-line NTSC TV standard) and are rapidly
developing HDTV home video systems, in-
cluding HDTV receivers, videocassette re-
corders and laser videodisks for the Far East,
U.S. and other markets. Cable systems and
satellite channels are also capable of easily
handling the wider bandwidth HDTV sig-
nals.

TV stations are traditionally limited to 6
mhz-wide channels not believed capable of
carrying HDTYV pictures, forcing the indus-
try to consider whether or how to gain addi-

tional spectrum for HDTV broadcasting and
develop the technology to make such a ser-
vice economically and technically feasible.

Harold Protter of Gaylord Broadcasting’s
wvTv(TV) Milwaukee, at a Monday, March
29, management session on the subject, li-
kened HDTYV to a “speeding freight train and
we [broadcasters] can't get out of the way.”
Panelist Daniel Gold, president of Knight-
Ridder Broadcasting, also acknowledged
the technology presented “‘a very profound
change™ for the American viewing public.

Gold, who heads a new NAB task force
on HDTYV, cautioned, however, that any
move to HDTV must be considered careful-
ly, along with the issue of whether the
change protects the existing base of televi-

Glenn

sion receivers or renders them obsolete.

Japan’s work on HDTV is “inspiring,”
Gold said, but as local broadcasters, “we
must focus on not on what technical people
tell us...but what our audience tells us.” He
added: “The American system of broadcast-
ing is not founded on technical develop-
ments, but on...providing programs in the
public interest. Technology is merely the
means by which we carry out that basic
premise.”

Panelist Masao Sugimoto of Japan’s na-
tional broadcasting company, NHK, argued
by contrast that the broadcast business is
based on new technology and if it does not
develop on the technological front, it will
become “saturated” by its competition.

While much consideration is still ahead
for possible HDTV broadcast transmission
systems, the main emphasis of discussions
in Dallas was on making sure the necessary
bandwidth would remain available to broad-
casters if the time comes to implement
HDTYV.

“The threshold issue is to preserve spec-
trum,” said Gold. “Our first mission is to
deal with the question of preserving for local
broadcasters the opportunity to do HDTYV,
otherwise all else will be for naught...It may
turn out later we don’t need as much spec-
trum, but if we lose it now, we’ll never get
the chance to use it.”

Broadcasters were recently able to fend
off a spectrum sharing proposal that would
have allowed sharing with private land-mo-
bile radio on UHF channels in eight top 10
markets and reduced interference protection
for UHF broadcasters (BROADCASTING,
March 16), Gold noted.

According to panelist Jeff Baumann,
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NAB general counsel, however, “The battle
{over spectrum sharing] is still before us.”
Session Chairman Wally Jorgenson, presi-
dent of Jefferson-Pilot Communications,
also warned, “We won the opening skirmish
in what could become a total war...The de-
lay is only a palliative.” _

Broadcasters, meanwhile, are moving
quickly to explore a variety of HDTV over-
the-air transmission technologies, and
Knight-Ridder’s Gold noted the NAB task
force would consider how it could develop
industry resources, financial and otherwise,
to support such technical work on high-defi-
nition.

Among the possible HDTV transmission
technologies are a compatible, two-channel

Crutchfield

system under development by New York In-
stiute of Technology’s William Glenn.
Glenn’s system, described by him in a
March 29 engineering session and demon-
strated in a closed circuit display at an NAB-
organized new technology suite, would
combine an existing broadcast channel with
a second, nonadjacent half-channel to pro-
vide a 900-plus-line HDTV image. Standard
receivers could still view the current chan-
nel, while HDTV sets could pick up the en-
hanced picture.

Another HDTV transmisston system
demonstrated in the NAB technology suite,
but not directly compatible with existing
NTSC sets, was the Japanese Muse (multi-
ple sub-Nyquist sampling encoding) system,
which reduces the wideband HDTV picture
to just over 8 mhz. The Muse images shown
were those taped from off-air demonstra-
tions of HDTV Muse transmission conduct-
ed by the NAB and Association of Maxi-
mum Service Telecasters in January.

North American Philips, although absent
from the show, has also promised to show a
compatible two-channel system of its own at
its suburban New York laboratories later this
month. A number of other compatible
HDTYV transmission approaches, in the theo-
retical stage, are being developed.

The U.S. television standards group, Ad-
vanced Television Systems Commiitee, has
also turned its attention to HDTV transmis-
sion following several years of guiding U.S.
debate on the development of HDTV studio
standards, noted former FCC Commissioner
E. William Henry, chairman of the group, at
a March 29 engineering session.

An ATSC task force has also begun work
to plan field tests of HDTV transmission in
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the UHF-TV and 12 ghz microwave band.
The task force’s work was described by its
chairman, Ben Crutchfield of the NAB. in a
talk the same morning.

Japanese HDTV technology is not only
the most advanced of the experimental deliv-
ery methods (Japan’s national broadcaster
NHK plans to use Muse in 1990 when it
launches a direct broadcast satellite service),
but the 1,125-line system is also gaining sig-
nificant ground among program producers
experimenting with advanced video technol-
ogies.

HDTV productions ranging from full-
length feature films to music videos and
commercials have already been completed,
using Sony 1,125-line HDTV technology,

by Italy’s national broadcast network, RAI,
and by independent producers David Niles
and Barry Rebo. Canadian Broadcasting
Corp. (CBQC) is in the midst of producing a
$10-million dollar HDTV mini-series for
distribution in 1988,

Sony also announced another HDTV
equipment sale at the show. with the gear
going toward a $5.4-million HDTV video
production facility, HD Studio Dallas,
scheduled to open in July. The facility, run
by corporate communications producer
Dennis Orner, will have two HDTV editing
suites, off-line editing, digital audio record-
ing, and a mobile HDTV recording van.

At the conference, a high-definition pro-
duction technology suite also showed devel-

opments from Sony, as well as Quantel, Ulti-
matte and Rank. The facility, which hosted
an ongoing HDTV production by Niles,
demonstrated capabilities in HDTV post-
production, graphics, tape-to-film transfer
and editing systems.

Although the 1.125-line system has not
been established as a world production stan-
dard. falling short during international tech-
nical gatherings last year because of opposi-
tion from several European governments,
the technology has received some strong
backing from U.S. television industry com-
panies. Ongoing efforts to document the
technology, with a view to standardizing it
domestically, were described at a Sunday
technical session by CBC’s Keith Field. O

Satellite newsgathering: growing presence at NAB

Survey shows 71 stations have SNV
trucks and 80 expected to be sold
this year; broadcasters agree the
technoiogy is valuable tool and

that stations may be forced to
purchase trucks to compete

Judging from talk at the NAB convention,
television stations’ use of mobile Ku-band
uplinks—satellite newsgathering vehicles
(SNV’s)—to gather and exchange news is
growing and changing the nature and scope
of television news. An NAB survey con-
ducted last month confirmed that at least 71
stations already have SNV’s and indicated
that scores more may be getting them within
the next few years (see story, page 72). The
results of the survey jibe with the estimates
of the SNV manufacturers, who, as a group,
feel that around 80 satellite trucks will be
sold to broadcasters this year.

*Anybody that is going to buy a truck will
buy it now to have for the 1988 political
year,” said Mary Frost, director. satellite op-
erations, ABC News.

And, according to pioneer users of
SNV’s, who spoke through the NAB survey
and at two panel sessions during the NAB
convention (one was part of the convention’s
agenda; the other was sponsored by GTE
Spacenet), SNV's are valuable tools, well
worth their high prices. (According to the
NAB survey, the cost. on average. of the
trucks now on the road is $440,000.)

The SNV owners at the convention said
the trucks allow them to expand local cover-
age beyond the range of microwave-
equipped ENG vans. What's more, they
said, the SNV’s allowed them to participate
in regional satellite news exchanges—some
ad hoc, some permanent with regularly
scheduled feeds.

The technology. said Robert Warfield of
wDIV-TV Detroit, which has had an SNV for
six months, “is helping us redefine what lo-
cal news is—to broaden its horizons. to do
more. to educate more. to inform more.”

According to Warfield, stations that don’t
have SNV’ are going to have to get them
simply to keep up with other stations in their
market. “The die has been cast. . . . You have
to get into that competition.”

Greg James, director of operations. KSL-
TV Salt Lake City. said an SNV gives a sta-
tion greater control over its newsgathering
efforis. *You know what you are going to be
able to deliver to your viewing audience.” he
said. It also give the station greater control
over the costs of remote feeds. he said.

Joe Duke, news director, wWL-TV New
Orleans, said he believes the station’s SNV
will help its newscasts maintain their num-
ber-one position in the market. “It’s better
journalism,”™ he said, noting that SNV’s al-
low reporters to stay on the scene longer. “1
don’t know whether it’s better show biz.”

None thought that satellite newsgathering
would put the broadcast networks out of the
news business. "I think that’s foolish.” said
Warfield, whose station, wbIV, is an NBC
affiliate.

Stations and the networks have “separate
mandates.” Warfield said. The stations cov-
er local and regional news; the networks
handle international and national news. *1
think it’s important to remember we are not
here to replace anybody,” he said. *We have

to grow and expand together.”

“We have no interest or intention of turn-
ing newscasts into a substitute for what ABC
does,” said Ken Middleton, news director,
wTSP-TV Tampa, Fla. The belief that local
news may replace network news is based on
“paranoia or. . . misconceptions.”

The networks’ concerns, said Jim Top-
ping, news director of CapcitiessfABC-
owned KTRK-Tv Houston, stem from the net-
works’ “colossal arrogance” that they know
how stations work and “rampant paranoia
akin to the emperor’s new clothes that one
day Peter Jennings will stand up and find
himself naked to the world.”

Despite KTRK-TV’s SNV, Topping said, the
station’s newscasts remain “provincial, pa-
rochial.” That the station will start covering
international and national stories is “abso-
lutely silly and patently absurd.” he said.
“One of these days they will run out of white
wine in New York and stop talking such non-
sense.”

James said KSL-Tv may do the same story
as the networks, but it will do it with a local
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The latest SNV gear on display outside the convention center
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The color of HOTV. High-definition television, which doubles the resolution of current TV

qysharms, widerns the screen, improves color rendition and provides digital stereo sound,
Swiy important” or “important” to the future of television by more than three-
guarters of TV station genaral managers surveyed by the NAB in March.

HETY lechnalogy wes calad "not impertant” by 14% of the respondents, while 10%

was cilled

responded “dont knove’

U the roie of oiher new technologies, general managers said 39% of their stations
v broadopsling steren sound, 79% were using microcomputers, 97% had access to a
aalellite dish ard 28% ussd celular phones.

The mhone soey conducted March 23-24 by American Airlines Direct Marketing
Corp. 2nd Donohus Research and Marketing of Dallas among 200 randomly selected
commernc:al TV atatons, ales found 29% of station managers believe the industry will need
redated 1o HDTV with the assignment of spectrum and 18% with the

0 rescive problerms
salting of technica! standards

angle. He also suggested that SNV’s may
strengthen network news. Since the advent
of satellite news gathering, he said, he has
seen more news “‘traveling from Salt Lake
City to New York.”

Middleton said WTSP-TV’s participation in
the Florida News Network, a satellite news
exchange among several Florida stations,
has not only opened up new sources of news
and facilitated coverage of events in other
parts of the state but has also permitted the
station to stretch its newsgathering dollars.
Because of FNN, he said, the news staff
travels less and makes less use of costly land
lines.

Under their agreement, FNN stations
shoot stories for one another free of charge,
Middleton said. WTSP-TV also maintains in-
formal relationships with other stations, for
which it will send out its SNV at cost, he
said. The station has a rate card for stations it
doesn’t deal with regularly, he said.

Most of the SNV users who spoke on the
satellite newsgathering panels said their
SNV’s are used exclusively for news as a
matter of policy or as a consequence of the
news department being able to preempt any
other use of the truck.

An exception was the truck at KAKE-TV
Wichita, Kan. Darrell Ewalt, program direc-
tor, said the station uses the truck for all
types of production. “We utilize it in every
possible way we can think of,” he said, say-
ing that multiple use is the only way small
market stations can justify the expense.

Art Hill, of Washington International Te-
leport, serving the Washington area, sug-
gested that the 70-80 teleports around the
country can accommodate some of the sta-
tions’ satellite newsgathering needs.

A teleport can help insure a station access
to satellite time, he said, and provide a
“turnaround”  service—downlinking Ku-
band signals and retransmitting them at C-
band so that stations that only have C-band
dishes can receive them. “C-band is still
very much the work horse and will continue
to be for quite some time,” he said.

Warfield had some concerns about satell-
lite newsgathering: the heavy demand dur-
ing the early evening hours for satellite time
for live feeds, training of personnel to han-
dle the SNV’s and the impact of Ka-band
satellite technology, promising smaller and
lighter earth stations, on satellite newsgath-
ering.

Hill agreed with Warfield that the “satel-
lite gridlock” between 4 p.m. and 7 p.m.

NYT was a problem. And, he said, it will
continue to be a problem. It’s unlikely that
satellite operators are going to put up addi-
tonal satellite just to meet the demands of
local newscasts, he said.

Patrick Shea, an attorney for KUTV-TV Salt
Lake City, warned that most SNV’s, because
of their weight, are probably subject to the
Department of Transportation trucking regu-
lations.

The regulations, he said, are “very sensi-
ble,” intended “to make sure you and [ are
safe.” They cover maintenance, operation
and record-keeping, he said. Shea urged sta-
tions with SNV’s to adhere closely to the
DOT rules so that the government can'’t use
violations as a pretext for preventing SNV's
from going where it doesn’t want them to go.

Shea also said the broadcasting industry
needs to get together to get some exemptions
for SNV’s from at least some of the DOT
regulations on First Amendment grounds.
Securing such exemptions may be difficult
because of mounting pressure to tighten, not
loosen, regulations on the trucking industry,
he said. o

NAB SNV survey
finds more on way

Nearly all of the stations with
satellite newsgathering
vehicles speak highly of them

More than one-fifth of the nation’s television
stations that don’t already have a satellite
newsgathering vehicle (SNV) may get one
within the next three years, according to an
NAB survey of more than 300 stations with
and without SNV’s released last week.

Although SNV’s are expensive, the sur-
vey concluded, “overwhelmingly these sat-
ellite news units are viewed as a highly valu-
able addition to television station
operations. Their primary value is providing
stations with highly expanded coverage
abilities as well as an edge in market compe-
tition.”

In early March, the NAB contacted 68
stations that already had SNV’s to gather
information on what they cost, how they
were equipped and how they were being
used.

In addition, the NAB randomly surveyed
253 stations without SNV's to determine
whether they intended to buy or lease a
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truck. how they planned to use it and what
they expected to pay for it.

According to the survey, virtually all sta-
tions with SNV's (98%) felt the SNV's were
either “valuable” or “'very valuable™ assets.

The SNV’s were used an average of 12
times per month, primarily for breaking
news. The length of SNV assignments
ranged from two hours to 72 hours.

Those with SNV’'s gave several reasons
for procuring them. The principal ones: the
ability to expand coverage area (34.7%),
greater ability to cover news live (25.5%)
and staying competitive in the market
(21.4%).

The SNV’s now in the field cost, on aver-
age, $440,000, the survey found. Almost all
(98.6%) have editing gear aboard 85.9%
have cellular telephones 70.4% have micro-
wave gear, and 33.8% have character gener-
ators.

Nearly half (45.1%) of the stations with
SNV’s were completely satisfied with their
trucks. Those that weren’t would change a
variety of things if they could, including the
size of their truck. Five said they would opt
for a larger truck; five, for a smaller one.

Of the stations that didn't already have a
truck, 22.8% said they planned “to buy, rent,
lease back or share some type of a satellite
news truck or van in the next three years.”
Of the 22.8%, nearly half said they would be
making their move within the next year.

The stations said they would use the
trucks for news, public affairs, live sports
events, documentaries and, to a lesser ex-
tent, entertainment programing. About 65%
said they would procure a Ku-band truck,
16% said they would go for a C-band unit.
The rest said they would either acquire a
dual Ku-band/C-band unit or hadn’t yet
made a decision.

Nearly 80% of those in the market for
SNV’s said they would equip their trucks
with microwave gear; 74% said they would
include editing equipment, and 63% said
they would install a cellular telephone.

The survey indicated that some of those
planning SNV’s may experience some stick-
er shock. More than half (56%) said that the
cost of the trucks would be less than
$300,000. (]

Solid state cameras
the thing in ENG

Survey released at NAB finds that
87% of stations intend to purchase
charge-coupled technology by 1991

Solid state video cameras are now indisput-
able challengers to tube cameras for elec-
tronic newsgathering purposes, it was made
clear at last week’s NAB equipment show in
Dallas.

Opinions still vary widely, however, as to
when cameras using charge-coupled device
(CCD) technology will find their way into
higher-end field production and studio uses.

The seven manufacturers that showed
CCD cameras remain split over what type of
chip technology best serves broadcast needs,
but all cited CCD’s advantages——increased
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sensitivity. imaging advantages and Jower
cost and power consumption—over conven-
tional tube cameras.

A survey released at NAB showed that
more than two-thirds of U.S. TV stations
expect CCD cameras to be widely available
and perform satisfactorily in ENG by the end
of next year. The same percentage will in-
vest in the technology within two years and
nine of 10 stations will have purchased the
technology before 1991. according to the
survey, which was conducted by Douglas
Sheer and DC&A Research in New York.

Only 16% of the several hundred stations
responding. however. believe CCD cameras
will be widely available and satisfactory for
studio performance by 1989. but nearly half
said they would reach that state in 1989 or
1990. Expectations expressed on the floor
for studio-quality CCD cameras varied from
as soon as one year to as distant as five
years.

The CCD cameras at the exhibit. includ-
ing new units introduced by lkegami. Hita-
chi, Thomson and Broadcast Television Sys-
tems, and established units from Sony, NEC
and Panasonic. use one of three types of chip
technology—frame transfer. interline trans-
fer and a hybrid approach.

Interline transfer CCD’s, used in the best-
selling CCD ENG camera introduced last
year by Sony, in the new cameras from lke-
gami, Hitachi and Thomson. and in Pana-
sonic's CCD unit. use storage elements adja-
cent to each active pixel. The system is
considered simpler than other approaches.
but users cite disadvantages including verti-
cal streaking, lower sensitivity and motion
blur.

Ikegami showed two new ENG cameras
using interline CCD’s, the $15.000 HL-379
with 650 lines of horizontal resolution and
the CCD-770. a $5.500 unit with 480 lines
of resolution. Hitachi's FP-C1 and FP-C2,
with 580 lines of resolution and Thomson’s
new $16,000 TTV 1640, with 550 lines of
resolution using Sony-manufactured CCD’s.
both have interline transfer chips.

Frame transfer technology. originally used
by RCA Broadcast several years ago when it
introduced its ill-fated CCD-1 broadcast
camera. was seen again on the floor in the
new LDK-90 CCD unit from the Bosch-
Philips joint venture. Broadcast Television
Systems (BTS). The frame transfer CCD,
which transfers a full field of video at a time
into the chip storage area. claims higher sen-
sitivity without vertical streaking. but it re-
quires a mechanical shutter to block light
during the transfer.

The BTS camera, described in technical
papers during a Friday, March 27. engineer-
ing session by company design engineers.
uses Philips-manufacturered chips and
claims resolution equivalent to other CCD
types.

A third approach that combines the trans-
fer characteristics of both interline and frame
transfer CCD's has been available for several
years from NEC. The company's SP-3A.
which uses a variable-speed electronic shut-
ter and features 550 lines of resolution. was
one of the first broadcast-quality CCD cam-
eras on the market and late last year was

purchased in quantity by NBC.

NEC, arguing the advantages of a hybrid
interline-frame transfer approach, was also
privately showing at the exhibit an engineer-
ing prototype of a new CCD camera. the EP-
3. The unit, using a new hybrid chip, is
meant for clectronic field production and
will be designed to achieve up to 750 lines of

resolution, NEC said. The camera will be
available at $35.000 in 1988.

Panasonic. which introduced its interline-
transfer CCD ENG camera last fall, also ex-
pects to develop a CCD camera with the
hybrid interline-frame transter approach by
the end of 1987, according to Panasonic
Broadcast President Stan Basara. O

FMX comes back strong

FM noise reduction system
weathers tough year but now
has needed financial support

After a rough year, FMX returned to the
NAB convention last week with the financial
backing needed to bring the FM stereo
noise-reduction system to fruition and, ac-
cording to its proponents, without the severe
compatibility problems that had threatened
its fuwre.

At a radio engineering session. Emil Tor-
ick. co-inventor of the system and president
of Broadcast Technology Partners (BTP). the
company formed to develop and market
FMX. said two changes had been made in
the system so that FMX signals would not
aggravate the noise caused by multipath in-
terference in conventional FM stereo radios.
“Inshort,” he said. “‘the system is poised and
ready to fly.”

Putting up the money—some $3 miltion
over the next few years—to further develop.
promote and license FMX technology is
FMX Associates. a Detroit-based invest-
ment group led by engineering consultant
John EX. Browne. FMX Associates has a
60% share of BTP, entitling it to 60% of the
royalties from the licensing of the technol-
ogy if the system. as Torick envisions, takes
off. Other BTP partners: Torick and co-in-
ventor Tom Keller, NAB senior vice presi-
dent. science and technology; NAB. and
CBS. None are saying what their shares are.
but an NAB official confirmed that NAB and
CBS have equal shares of more than 10%.
CBS provided most of the money for the
initial development of the system.

FMX was a hot topic among FM broad-
casters at last year's NAB, for good reason.
The system promises to improve dramatical-
ly FM stereo coverage and reception.

In the FMX system. an FMX stereo-dif-
ference channel is added to a conventional
FM stereo signal by shifting the phase of the
chanrel so that. in theory, it doesn't interfere
with the conventional stereo-difference
channel.

Much of the noise picked up in the trans-
mission of the FMX channel is eliminated by
a companding noise-reduction system, in
which the dynamic range (the difference be-
tween the loudest and softest passages) of
the channel’s audio is compressed before
transmission and restored before reception.
It is the same sort of companding system
used in multichannel television sound.

It takes a new breed of FMX radios to
detect and restore the FMX channel and take
advantage of the noise reduction. FMX will
not improve reception on existing conven-
tional FM stereo radios, but if it is truly
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compatible, as its proponents claim, it will
net significantly degrade reception on con-
ventional sets.

With the noise-reduction of FMX, it is
generally acknowledged, FM stereo stations
would greatly expand their coverage areas.
recovering much of the turf they lost when
they went from mono to stereo broadcasting.
It also mitigates the bane of FM stereo—
multipath noise and distortion.

Despite its promise, FMX was in real
trouble last fall. Independent tests of proto-
type FMX generators revealed that the sys-
tem was not as compatible as it had been
advertised to be. According to the testers.
the biggest problem came during multipath
reception. The presence of the FMX signal,
they found. worsened the effects of multi-
path as heard on conventional receivers.

At about the same time the problems of
FMX were being made public, CBS decided
to shut down the CBS Technology Center in
Stamford. Conn., disrupting the FMX de-
velopment work that was taking place there
under Torick's guidance. CBS, with the help
of NAB. moved the FMX development to
new quarters in Greenwich. Conn.. and kept
it at work until new backers were found.

At last week's engineering session, Torick
acknowledged that, under some conditions,
the original FMX signal aggravated multi-
path effects in existing receivers, increasing
their intensity. Instead of simply a burst of
noise. he said, the multipath event some-
times also contained “a burst of program-
ing."”

To rectify the problem, Torick said, the
FMX system has been modified in two
ways. First, he said, the system uses less
compression of lower frequencies, which
minimizes the “‘crosstalk”—the detection of
the FMX signal by conventional radios—



that causes the programing bursts during
multipath reception. Second, he said, the
phase of the audio in the FMX channel has
been inverted so that, during a multipath
event, the FMX and conventional stereo-dif-
ference channel “subtract instead of add.”
It’s “an elegant solution,” Torick said.

Stereo generator manufacturers are taking
a wait-and-see attitude on the new-and-im-
proved FMX. Ron Jones, president of CRL
Systems, which has been integrally involved
in FMX development from the start and was
one of the companies that discovered the
compatibility problem, said CRL is eager to
give FMX a second chance.

“As soon as the new specifications are
released, we will test the system again,”
Jones said. “If we conclude that some of the
disadvantages have been reduced to a point
where broadcasters will accept them and the
advantages outweigh the disadvantages, we
will go into production with an FMX gener-
ator.”

CRL and other manufacturers of stereo
such as Orban Associates and Inovonics are
not showing prototypes of the FMX gener-
ators as they did last year. but they are leav-
ing room within their newest FM stereo gen-
erators so they can be upgraded to include
the modified FMX.

According to Torick, the final technical
specifications needed by the equipment
manufacturers as well as licensing informa-
tion and the FMX logo will be released some
time in May.

At the NAB’s new technology exhibit at
the convention, BTP used a multipath simu-
lator and tapes of over-the-air tests under
severe multipath reception conditions to
demonstrate, among other things, that the
modified FMX no longer exacerbates multi-
path reception on conventional radios and
that it actually improves such reception on
FMX radios.

For the elaborate demonstration, BTP
used a CRL Systems prototype generator
and prototype car radios from Nakamichi,
Chrysler, Ford and Delco Electronics. and a
production tuner from NAD.

Also shown at the exhibit was a FMX test
generator (Model RES05/RE506) from RE
Instruments, of Westlake, Ohio. Acoording
to Joergen Voldby, president, RE Instru-
ments, receiver manufacturers can’t design
and build FMX radios without a “*high-qual-
ity” test generator like the RES05/RES06.

According to BTP, two integrated circuit
manufacturers—Sprague Electric and Sanyo
Semiconductor—are in the final stages of
work on FMX chips that will make possible
the mass production of FMX radios. The
chips. it said, would be on the market by the
end of the year.

Oliver Richards, analog applications
manager, Sprague, confirmed that Sprague
FMX chips for car and high-end audio gear
would be available by year’s end. “*As soon
as the receiver manufacturers hear that FMX
improves multipath, they are going to be
very interested,” he said.

Richards sees a bright future for the tech-
nology. “In five years," he said, “it will be
impossible to sell an automobile receiver
without FMX."” o

Motorola makes
strong C-Quam
defense at NAB

It takes issue with NTIA study
that says multisystem approach is
where marketplace is heading

Motorola officials who are pushing the com-
pany’s C-Quam AM stereo system are more
than a little bit frustrated.

After what Motorola considered a highly
successful year, in which the number of re-
ceiver manufacturers and broadcasters com-
mitted to C-Quam grew significantly, the
National Telecommunications and Informa-
tion Administration issued a report conclud-
ing that the AM stereo market has stagnated
and that the only way to end the standards
battle between C-Quam and Kahn Commu-
nications’ single-sideband system is to en-
courage the production of multisystem re-
ceivers capable of receiving both systems.

“This is just not true. . .I don’t care what
the NTIA says,” said Motorola’s Chris
Payne at a press conference during the NAB
convention. “There is no stalemate between
systems. There is no stagnation in the mar-
ket. .. Why doesn’t somebody get the pic-
ture here? It’s going to be single system.”

At the press conference, Motorola made
its case that if C-Quam wasn't already the
nation’s de facto AM stereo standard, it was
well on its way.

B [t said that its semiconductor division
has shipped nearly 11 million chips for
building C-Quam-only radios to some 40 re-
ceiver manufacturers.

B [t said the number of cars equipped with
C-Quam-only radios from the big-three U.S.
auto manufacturers would grow from 2 mil-
li0181 in the 1987 model year to 2.6 million in
1988.

B [t said that more than 500 stations
worldwide are broadcasting the C-Quam
signal, at least five times as many as are
broadcasting with Kahn. And., it said, while
a dozen stations have switched from Kahn to
C-Quam, none have gone from C-Quam to
Kahn.

B [t said that three other countries—Aus-
tralia, Brazil and, as of three weeks ago,
Canada (BROADCASTING, March 30)—have
adopted C-Quam as their sole AM stereo
standard. (A national standard helps, said
Payne. The percentage of AM stations
broadcasting in stereo in Australia has
jumped from 3% to 50% since the govern-
ment acted.)

B [t said that its semiconductor division
would be introducing four new C-Quam-
only chips this year, allowing C-Quam to be
incorporated into virtually any kind of radio.

Frank Hilbert, Motorola’s manager, AM
stereo, objects strongly to NTIA's prelimi-
nary finding that multisystem radios are the
way to solve the AM stereo riddle. The suc-
cess of AM stereo requires low-cost, high-
performance chips, he said. “It can only be
done with single system,” he said.

Before fully endorsing the multisystem
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radio approach, the NTIA is conducting a
three-month investigation to confirm the
technical feasibility of multisystem chips.
Hilbert said Motorola has sent NTIA all the
information the NTIA has asked for, but
would not send equipment requested until
NTIA answers some questions about how
the multisystem tests will be conducted.

According to Hilbert, the stakes for Mo-
torola are high. About 180 million receivers
are sold worldwide each year and about 70%
of them are equipped for stereo reproduc-
tion. Motorola would not only eam royalties
on each AM stereo radio produced, but it
would also capture a major share of the AM
stereo chip market. “It’s a hell of a busi-
ness,” Hilbert said.

Atan AM improvement panel session lat-
er during the NAB convention, NTIA’s
Charles Schott reiterated the agency’s rea-
sons for embracing multisystem technology
as the only way out.

The marketplace seems incapable of mak-
ing the decision, he said. Despite C-Quam’s
current dominance of the market, he said,
the growth of AM stereo in the U.S. seems
to slowing. Although 36 station added stereo
in 1984, only 30 did in 1985 and 26 last year,
he said.

If the government mandated a stanidard
today, he said, it would financially harm
those receiver manufacturers and broadcast-
ers that had invested in either of the two
systems. What's more, he said, picking a
system at this point would likely trigger a
suit from the losing party.

Schott said that Motorola has given NTIA
assurances that it will supply NTIA whatever
it needs for its multisystem tests. He ac-
knowledged that Motorola has some con-
cerns about the tests, and that they will be
discussed at a meeting between Motorola
and NTIA officials shortly. o

New AM standard
gets NAB review
AM broadcasters, at CRL Systems

booth, compare fidelity of 10 khz
AM with FM response of 15 khz

A demonstration at the CRL Systems booth
on the floor of the NAB convention allowed
AM broadcasters stopping by to compare,
with a flip of a switch, AM stereo using a
frequency response stretched to 10 khz by a
new standard against conventional FM ste-
reo with a response of around 15 khz.

Back at their stations this week, those AM
broadcasters will have to decide, based on
what they heard in the CRL booth and at a
NAB demonstration, whether AM with 10
khz of fidelity can be competitive with FM
and, more to the point, whether AM with 10
khz of fidelity is worth working and paying
for.

Today, AM is. at best, a 5 khz audio ser-
vice, making it superior to the telephone. but
inferior to FM and just about every other
audio service.

Last January, the National Radio Systems
Committee issued the so-called NRSC stan-
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dard that would. with widespread imple-
mentation. boost AM fidelity to 10 khz and
narrow greatly the quality gap between AM
and FM.

The voluntary standard calls on AM
broadcasters to use a specific preemphasis
curve in audio processing. for which there is
a complementary deemphasis curve for ra-
dios, and limit audio bandwidth to 10 khz.

At an engineering and management ses-
sions devoted to AM improvement. speakers
urged broadcasters to take the lead in en-
couraging receiver manufacturers {0 make
wideband 10 khz radios.

Some manufacturers are reluctant to make
wideband radios before broadcasters limit
audio bandwidth to 10 khz because the sets
would be too susceptible to interference.
Alan Boyer. of Sony. told the broadcasters
that Sony is hesitant about implementing the
standard. “Will the broadcasters back this?"
he asked. “Will there be enough stations out
there?"

Bill Gilbert. of Delco Electronics, said the
General Motors subsidiary would incorpo-
rate the deemphasis curve only in its wide-
band AM stereo radios. He said Delco had
no plans to implement the curve or widen the
frequency response of nonstereo radios.
Delco has extended the bandwidth of the
stereo radios because it's necessary to pre-
ceive stereo.

Almon Clegg. of Denon Electronics., said
the high-end maker of consumer electronics
would introduce at least one wideband mono
radio with the deemphasis curve.

HDTV honors. NAB honored work of
Japan's NHK on high-definition televi-
sion system at its convention on Sun-
day, March 29. Receiving the plague for
NHK, which supported tests of terrestri-
al HDTV transmission in Washington
last January, was Masao Sugimoto (r),
NHK director of new media develop-
ment. Pictured with Sugimoto was Tom
Keller {I), NAB senior vice president of
science and technology.

The NRSC curve and wideband response
does not have to be combined with stereo in
AM radio as some manufacturers have sug-
gested, Clegg said. Wideband response is a
feature that stands alone, he said. “AM
wideband is easily demonstrable in a store,”
he said. “You can hear it right off.”

The receiver manufacturers said that most
wideband radios will have switches—either
manual or automatic—to narrow the fre-
quency to mitigate interference, especially
at night.

At both sessions, broadcasters asked
about continuous tuning radios that didn’t
require the listener to switch from one band
to the other. NAB engineer Michael Rau,
who has been active in the development and
promotion of the standard. said he doesn’t
anticipate the receiver manufacturers invest-
ing in continous tuning radios and suggested
that it might be futile to push for it. *“We have
to choose our fights carefully.” he said.

Delco’s Gilbert suggested that it may not
be a good idea to put continuous tuning in
radios until the AM quality is improved. If
listeners tune in to AM on such radios and
find it lacking. he said. they "may ask us to
take the feature back out of there.”

In response to another question, Rau said
the NAB decided against asking the FCC to
make the NRSC standard a government-
mandated one so it could be modified by the

industry when needed. But. he added, the
NAB will ask for a rulemaking if its mem-
bers desire.

It's difficult to gauge just three months
after the standard was formally adopted how
enthusiastic broadcasters are about it.

Stan Salek, of CRL Systems, offered
some evidence that the broadcasters are at
least interested. It offered a packet of infor-
mation on the NRSC and its implementation
to nearly 5,000, he said. So far, between 500
and 1,000 stations have responded to the
offer. he said. “The interest is definitely
there.”

Although it’s not certain how many broad-
casters are actively supporting the standard,
none is actively opposing it. According to
Rau. Bonneville, the only broadcaster to file
comments with the NRSC opposing the stan-
dard. has withdrawn it objections.

On the convention floor. there was plenty
of concrete evidence that implementing the
NRSC standard will not cost broadcasters
much. All the major audio processor manu-
facturers were offering gear for retrofitting
processors to meet the standard’s specifica-
tions for a few hundred dollars.

Many of the speakers saw the NRSC stan-
dard as AM broadcasters last chance. “The
AM business is going the way we don’t want
it to go.” said Clegg. "It has to be revived
and this is a great way to do it.” 0

All along the watchtower

Although Interference to AM stations
hasn't increased since Radio Marti
went on air, U.S, treads carefully

in establishing new AM’s, fearing
Cubans could still retaliate

U.S. problems with Cuban-caused interfer-
ence to American AM stations have not re-
ceived much publicity in recent months. In-
deed. FCC monitors have not found that the
inauguration of Radio Marti and its broad-
casts to Cuba in May 1985 has been fol-
lowed by an increase in the interference that
American stations. particularly in the South-
east. have suffered for years. Such retali-
ation had been feared in some quarters. But
State Department officials remain sensitive
1o the possibility that the Castro government
will introduce new AM stations to interfere
with American outlets.

Richard Shrum. of the State Department’s
Bureau of International Communications
and Information Policy. discussed the gov-
ermnment's uneasiness regarding the matter at
an NAB session last week. He said the de-
partment was working with the FCC on a
small number of applications for AM sta-
tions in the Southeast. mostly Florida. The
aim is to accommodate them without caus-
ing what Shrum described as an “overreac-
tion™ from Cuba.

The problem stems in part from the fact
that Cuba walked out of the meeting of west-
ern hemisphere countries in Rio de Janeiro.
in 1981 on developing a new plan for AM
radio. without signing the final agreement.
As a result, Shrum said. the Rio agreement
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does not apply to U.S. relations with Cuba
as it does to U.S. relations with other coun-
tries in the hemisphere. Instead. U.S.-Cu-
ban relations are governed by a broader pro-
vision in the International Tele-
communication Union agreement to which
both countries adhere.

“Qur job is to work with the FCC 1o li-
cense the maximum number of AM sta-
tions.” Shrum said. “But we operate under
the ITU agreement. and we are aware of the
danger. Cuba could operate a lot more sta-
tions than it does. We don’t want Cuba to
overreact and cause interference to the U.S8.”

Shrum also reported that the Rio agree-
ment could be sent to the Senate for ratifica-
tion within the next few months. He said
“the ratification package” is circulating
among affected government agencies and
would be submitted to the White House for
its consideration “in the next three or four
weeks.”

Shrum's appearance at the NAB reflected
an awareness of the broadcasting industry’s
growing stake in international relations. And
Shrum indicated the interest can go the other
way. "It will be important for the State De-
partment to work more closely with the
NAB." he said. He expressed specific con-
cern about the elimination of research labo-
ratories. like CBS's. which have been lost in
one of the economy moves that have en-
gulfed the company. The elimination of the
CBS Labs. Shrum said. “took away five in-
dividuals™ he had sent to CCIR [Internation-
al Radio Consultative Committee] meetmgs
in the government's behalf.
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DSA winner
Umansky
champions localism

In acceptance speech, he says
broadcasters have chance for
‘recovery’ from onslaught of
new media through localism

A sentimental favorite stepped to the podium
in Dallas to accept the National Association
of Broadcasters distinguished service award
on March 28: Martin Umansky, who carved
out a national reputation as a broadcaster-
newsman from the modest clay of KAKE-AM-
TV Wichita. Kan. In a time when NAB is
celebrating the virtues of localism and old-
fashioned community service, Umansky ap-
peared the perfect choice to epitomize both.

And if his selection rang one bell, his re-
marks in acceptance rang several more.
“Nobody else does it, either at all or as
well,” he said, referring to broadcasting’s
facility at local news and weather and sports
coverage, or fund-raising, or carrying “the
unending public service announcements.”

Umansky went on to cite specific exam-
ples of public service campaigns around the
country, and then remarked: “Yet there are
some in Washington—some who have a
great deal to do with our destiny, and there
are others elsewhere—who don’t believe
that localism exists to any significant extent,
or even that it matters. Their perception is
that all local television broadcasters are sim-
ply conduits for the networks. syndicators
and barter merchants, or that radio broad-
casters just spin records. and that the sole
goal of both is to make scads of money.
Which isn’t a crime. of course. but in peint
of fact is not always true.”

Besides lamenting localism’s nonappre-
ciation, Umansky encouraged broadcasters
to pay €ven more attention to it. “As we all
well know. there are more choices for the
American public to watch and hear than ever
in the history of mass communication
....One sure way ot recovering much of
that time and revenue is through localism.
People are more interested in themselves. in
what atfects them locally and in what can be
done to improve the quality of their lives
than in anything else.”

Umansky seized the occasion to remark
upen two industry developments that con-
cerned him. One was the lifting of the three-
year rule “that has attracted financially ori-
ented speculators to what they perceive as a
cash-cow industry to be milked for all it’s
worth: the leveraged buyout experts. the
fast-buck artists and others who have no real
feciing for or understanding of broadcasting.
Their bottom-line morality may justify ex-
tensive staff firings and wholesale cutting of
expenses to satisfy bourdroom budget deci-
sions, but they may be seriously damaging
the ability of their operations 10 serve and
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attract an audience that is already somewhat
disenchanted with traditional broadcasting.

“That bottom line may be better served in
the long run,” Umansky continued, “if in-
vestment 1s made In investigative reporters
and public affairs people. Money spent on
developing a sound and respected relation-
ship with the community and becoming the
trusted, relied-upon communicator; that
money will come back many times over,” he
said.

Umansky also was critical of stations that
became carricd away with satellite technol-
ogy and fell prey to the urge “to send an
anchorperson. staff and trucks out a thou-
sand miles to cover a news story,” when “it
may be wiser, cheaper und time betier spent”
to cover stories ¢closer to home. “The blue-
bird of successful news coverage is in your
own backyard, not flown off to remote
places where—if a story needs to be cov-

ered—the network or national service may
be in a better position to do it.”

But Umansky was generous in his praise
of satellite transmission’s making possible
“miraculous remotes” and at the same time
helping “get even” with AT&T “for their
outrageous connection and line charges of
yesteryear.”

The DSA winner offered his own nomina-
tion for award consideration: “Whoever
coined the phrase *. . .serve the public inter-
est, convenience and necessity’ of the Com-
munications Act deserves five distinguished
service awards. That’s what our industry is
about. That license requirement never was a
burden to good. serious broadcasters who do
not live in a vacuum. They ascertain. They
sec the problems and address them. They
know that serving the public well is good
broadcasting and that’s good business. It’s
the key to success.” m]

Text services search for a niche

Companies experimenting in field
report modest success, but problem
of what consumers want remains

The growth of teletext and datatext is cir-
cumscribed, at least for the time being, by a
number of factors, a panel of experts decided
Tuesday afternoon at an NAB session titled
“Teletext, Datacasting and the Future of the
VBI (vertical blanking interval).” The ses-
sion, moderated by Barry Umansky, deputy
general counsel, NAB, reviewed the current
limited distribution of decoders: the poten-
tially small audience for the services, and
the problem of incompatible systems.

It is not the law that holds back the ser-
vices, said Howard Lieberman, a partner for
the law firm of Arter & Hadden and counsel
for the Videotex Industry Association, who
said teletext’s legal status is “one of the few
examples in communications history where
law is not retarding development.” Several
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years ago, Lieberman said. the FCC autho-
rized videotext. (But another FCC decision
1o refrain from making content rules was
overturned by the U.S. Court of Appeals.
The court said teletext and datatext are more
like broadcasting than publishing. and the
decision is currently under appeal to the Su-
preme Court.) There are no technical stan-
dards requircments. he said, although the
court has allowed states 1o regulate some
kinds of datacasting.

One problem broadcasters face. Lieber-
man said, is that cable systems have the right
to strip the teletext or datatext signal from
the vertical blanking interval. Removing the
signal is not always intentional. he added.
since some cable systems” headend equip-
ment is designed to automatically clean the
vertical blanking interval so it cun be used
for billing and addressability information:
“It is not necessarily venal.”

Hillary Goodall, managing editor of Taft’s



Electra teletext systems, said its customers
use the system for a specific purpose: stock
prices, sports. “It is something that adds val-
ue to the TV signal.” The station carrying
teletext will earn viewer loyalty, she added:
“We believe it encourages people to keep the
set tuned to the signal that has teletext. You
can use it to cross-promote programing, and
it also re-enforces the local news image.”
Stations, Goodall added, can also make
some money on local advertising.

Don Gale, vice president of communi-
caions for Bonneville International, de-
scribed that company’s Extravision teletext
service, carried on KSL-Tv Salt Lake City,
which has been broadcasting it since 1978.
Currently there are only 1,000 decoders,
sold at a price of roughly $300 each, but as
the numbers produced increase, Gale said,
the price should drop: “We are expecting
another 1,500 next month and 25,000 by the
end of the year.” Additionally, Bonneville
has made it possible for owners of personal
computers to access its service, which hap-
pens up to more than 1,000 times a day, Gale
said. Weather, he said, is ‘'almost always at
the top of the list. One thing none of us know
is what the public wants from teletext, and it
is a consumer-driven business. We won’t
know for a few months or a few years.

“We don’t think it will be a huge money
maker.” said Gale, “but we anticipate a rea-
sonable profit next year. It is a relatively
small investment. You will spend more mon-
ey for a camera than for your teletext oper-
ation.”

Steve Sigman, Zenith's director of market
planning, said that the benefit of teletext to
the consumer is already apparent: “conve-
nient and timely information delivery. Enter-
tainment is of secondary value.” When Ze-
nith decided to explore its involvement with
teletext 10 years ago. he said. the company
“immediately encountered the chicken and
egg problem™ —not enough consumer inter-
est due to a lack of decoders and stations
carrying teletext and little incentive for man-
ufacturers to make the decoders. "In order to
solve the dilemma we decided to build chas-
sis with the decoders built in.” Zenith started
to ship the sets “in quantity™ last August, an
extra for which it does not charge. a

‘Low-power’ group
seeking higher
visibility, holds
first meeting

Community Broadcasters Association
gathering features encouraging words,
plans and advice from Congress

A new force in television was struggling to
be born at the National Association of
Broadcasters convention in Dallas last
week. A group of low-power television op-
erators (who shrink from that designation)
are organizing themselves into the Commu-
nity Broadcasters Association, which held
its first meeting. at the convention center.

Swift

courtesy of the NAB. There were words of
encouragement, even exhortation, from a
key member of Congress. And there were
panels offering suggestions on how to con-
duct and improve business.

[f there were a theme of the three-and-a-
half-hour meeting, it was that LPTV is an
emerging force. John Kompas. of Kompas/
Biel & Associates, who is president pro tem
of the organization, reported that 451 sta-
tions are now on the air. with 15 to 20 new
ones beginning operation every month. He
said 32 stations went on the air since Janu-
ary. And there are 1,700 construction per-
mits outstanding.

What’s more. the association has plans for
providing logistical support for its members.
Kompas said a program distribution center
was being developed, along with an elec-
tronic network over which stations could ex-
change programing. Kompas also said a
book was being prepared that would list in-
formation about members for use by adver-
tisers.

Still, in the view of Representative Al
Swift (D-Wash.). an influential member of
the House Telecommunications Subcommit-
tee. “LPTV is the best-kept secret in the
communications field in the U.S." The FCC
and the Congress “don’t know about you.™”
he said, nor does the NAB. Cable television,
the public and advertisers are “beginning to
hear about you." said Swift, but “to the ex-
tent you have the FCC and Congress devel-
oping policy without knowing you exist or
your problems,” he said. “you are in a dan-
gerous position.”

While advising the LPTV operators to
make their presence known at the commis-
sion and on Capitol Hill, Swift seemed to
feel he had an opportunity to shape a still-
malleable mass communicatioins industry.
“Twenty-four-hour-a-day shopping.™ he sug-
gested., would not be a valuable contribution
to society. Cable systems provide that. he
said. But programing “that holds a mirror to
a community so it can see itself on TV '—
that would be “your best protection against
regulation. both at the FCC and before Con-
gress.” He noted that “the pendulum has
swung away from regulation. But some
think it’s beginning to move in another direc-
tion. If it is not.” he added. “it will, in a
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relatively short time.”

LPTYV stumbled, rather than burst, on the
scene in the final months of the Charles Fer-
ris FCC, when the commission invited appli-
cations for the new LPTV service before it
had adopted rules or guidelines for dealing
with the avalanche of applications that was
to come. Roy Stewart, chief of the FCC's
Video Services Division, who participated
in one of the panels at the conference, said
progress is being made in putting the LPTV
house in order. He said that while 35,000
applications were pending a year ago, that
figure is now down to 8,000, with most of
those having gone through the lottery pro-
cess the commission has adopted for speed-
ing the selection of LPTV permittees.

As Swift’s remarks suggested, the service
is still trying to define itself. Martin Ruben-
stein, former president of the Corporation
for Public Broadcasting, who moderated the
panel sessions, indicated the newest mem-
bers of the mass media are anxious to free
themselves from the designation of “low
power"—he ostentatiously avoided the
term. And John Mielke, who is in the pro-
cess of putting a low power station on the air
in Eugene, Ore., said of an LPTV he operat-
ed in Anchorage, “We took LPTV out of the
title and put Metro in it. It was a Lifestyle
TV station. not an LPTV."”

Still, the stations do not have a great deal
of power. They operate within a 10-to-20
mile area with from 1w to [0w VHF and up
to | kw UHE But the enthusiasm and drive
of some of the licensees do not permit accep-
tance of those boundaries. Obtaining car-
riage of their signals by cable system is high
on their list of priorities. “Once we get on
cable. we're on a parity with the biggest
television station,” said Charles Woods, of
Woods Communications, who keynoted the
conference. Woods’s company owns full-
power television stations in five states as
well as six 100 kw FM stations. He now has
a network of nine LPTV stations, and has
ninc more LPTVs under construction.

LPTV stations often pay for the privilege
of having signals relayed by cable television
systems. Kris Harvey. of K49aZ Twin Falls,
Idaho. said she pays $4,000 a year for cable
carriage. But Woods—and others in the new
servicc—see their future as tied to the com-
munity. “We’ll fulfill a need.” Woeds said.
He cited the “mom and pop advertiser who
can't afford a full-power station.” He also
said LPTV stations can do the kind of local
programing—beyond local news—that full-
power stations will not do. Kompas said the
common element LPTV stations share is *lo-
calism.”

That does not mean LPTV stations—
which generally are on the air 24 hours a
day— have a completely different look from
full-power outlets. Kompas said that *home
shopping and music video are popular sta-
ples for LPTV.” Harvey calls her outlet “an
entertainment station,” and says it carries
Brigham Young football games and pro-
graming obtained in cash or barter deals.
Robert Raff, of K06KZ Junction City, Kans.,
carries such top-of-the-line material as Mag-
num P1. which he said he obtains for $100 a
program. And Mielke made it clear the sta-



tion he ran in Anchorage was *‘a commercial
broadcast station.” He said something called
Jackpot Bingo netted $10,000 a month—and
wiped out the competition.

Occasionally during the meeting there
were indications the LPTV entrepreneurs
were not operating without risk. Stewart not-
ed that the commission has canceled 500
construction permits for failure to build or to
show significant progress in construction.
Still, Kompas and other speakers compared
LPTV to FM radio and cable television of
the 1960s. And Swift said, “You are the
industry that's now the pioneer. It can be
interesting and dangerous—but the potential
rewards are great.” a

Broadcasters talk
tactics in war

on illegal drugs
Saly Jossy Ranhao! modaaies open

discussion of the role of broadcasting
in discouraging drug abuse

The NAB’s opening joint session, Sunday,
March 29, was an impassioned, if not well-
attended, panel on "Drug Abuse in Amer-
ica.” It was moderated by talk show host
Sally Jessy Raphael, in what she called “Phil
Donahue, Oprah Winfrey™ fashion (solicit-
ing comments and questions from the audi-
ence via a wireless mike) after first putting
questions to the panel members: Tom Good-
game, Westinghouse Broadcasting. Dr. Ian
McDonald, special assistant to the President
on drug abuse; Joseph Riley. mayor of
Charleston, S.C., Robert Smith, assistant
U.S. district attorney for the northern district
of Texas, and Larry Gatlin of the Gatlin
Brothers band.

All of the panelists felt broadcasters were
doing a good job making the public aware of
the problems of substance abuse. but added
that there is much work still to be done.
McDonald said that 38 million Americans
use illicit drugs. and the problem creates or
complicates still more problems, like home-
lessness or contracting AIDS. Riley said that
two-thirds of the country’s high school
graduates have used drugs.

Where does the solution lie? All agreed
that the problem begins with the user, in
many cases a teen-ager, who. said Gatlin, is
“confused and decides to escape.”

“We need to reduce demand, to convince
young people that drugs will kill them,” said
Riley. But he emphasized that this educa-
tional process will take time. “It’s not going
to be ‘push a button for a quick solution,” ™
he said. “If we commit to a long-term educa-
tional effort—beginning in kindergarten—
we can rid the nation of drugs.” Riley said.

Smith agreed: “We need to reduce both
the supply and the demand.” And McDonald
added that in addition to education, children
and teen-agers need strong parental support.

Gatlin, a recovering drug user, stressed
the need for personal support as getting at
the root of preventing drug use and helping
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those already using. *“We’ve got to address
the problem of why human beings hurt, why
they feel pain. We're the most sedated coun-
try in the world.”

Raphael asked Goodgame whether, as a
representative of a large broadcasting com-
pany, he thought enough was being done to
find people who sell drugs in the work place.
“Do you police yourselves, since most peo-
ple get their drugs where they work?" she
asked, adding that she knew people at all the
broadcast organizations she worked for who
could get drugs. Goodgame said that there is
a mechanism in place at Group W to enable
people to report such people and to counsel
drug users.

Gatlin, Smith, Riley, McDonald, Goodgame and Raphael

A member of the audience said that an-
other way radio and TV stations could help
influence children is through on-air people
serving as role models, going out into the
community-—"where the problem is”—and
talking to the children. Goodgame told of
just such an effort by Westinghouse’s Boston
station, WBZ-Tv. The anchors, sportscasters
and others went to schools and PTA meet-
ings to talk about the dangers of drug use and
in one case were accompanied by the gover-
nor of Massachusetts.

In ending the session, Raphael remarked
that “this is the smallest attendance of any
NAB opening session. We should ask our-
selves why. Do we just not care™” o

Making community service pay off

Broadcasters discuss public service
campaigns that reap image dividends

Community service doesn’t have to be a one-
way street, all station outlay, with little or no
tangible return. That was the message at a
Saturday joint session, *“Community Service
Makes Good Business Sense.”

The panel. moderated by Tom Goodgame
of Westinghouse Broadcasting, comprised
Donna Gittens, of wCvB-Tv Boston and
president of the National Broadcast Associ-
ation for Community Affairs; Henry Os-
borne, WRC-Tv Washington; Senator Larry
Pressler (R-S.D.); Joe Shamwell, WACR-AM-
FM Columbus, Miss., and Norma Phillips,
Mothers Against Drunk Driving.

The broadcasters on the panel offered case
studies of pubiic affairs programs that had
been particularly successful. Osborne of-
fered a videotaped summary of WRC-TV’s
“Beautiful Babies Right From the Start,” de-
veloped after the station learned that Wash-
ington has the highest incidence of infant
mortality in the nation. It developed the pro-
gram in conjunction with the Washington
area March of Dimes and Blue Cross-Blue
Shield plan.

After determining that the main problem
was that expectant mothers were not taking
proper care nutritionally and not going to
doctors for prenatal checkups, an incentive
plan was devised. The station got area mer-
chants to contribute goods (diapers, vita-
mins, formula) and put together a coupon
book that was made available to any expec-
tant mother. The coupons could only be re-
deemed one at a time and had to be validated
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by a doctor following a checkup. In addi-
tion, the station produced a weekly “user’s
guide” program, and provided news series,
editorials, PSA’s, documentaries, local pro-
graming and bus and train advertising for the
18-month campaign. **We got a fantastic re-
action from the retailers.” said Osborne,
adding that the station now sells out its docu-
mentaries. “People want to be associated
with them.”

From a large television market to a smail
radio market is not as large a jump as might
be expected. Joe Shamwell showed that with
some imagination a small station can pro-
duce effective public service campaigns. A
key. Shamwell said. is in the station’s atti-
tude. It should not look at its mission as
either doing public service or making mon-
ey. “Do both in tandem., like the right and left
sides of a brain,” he said. "If you respect,
care for and love your audience. they will
respect, care for and love you.” As broad:
casters develop a loyal following, Shamwell
said, they will be able to show advertisers
that they should be on the station.

Among the campaigns Shamwell’s sta-
tions have run was one to combat teen-age
pregnancy. “Let’s Wait Awhile” was de-
signed with three different messages. one for
teen-age girls, one for teen-age boys and a
third for parents. The station got permission
to use the hit song, “Let’s Wait Awhile” by
Janet Jackson in the spots. “We wanted a
PSA that would be entertaining™ so the teen-
agers would pay attention to it. “We didn’t
want a talking head preaching at them. We
share information to let them know we care
about them,” Shamwell said. The campaign



expanded after Shamwell saw some print ads
on the same subject produced by the Chil-
dren’s Defense Fund in Washington. He got
in touch with it. played the PSA's and the
CDF took the campaign nationwide. United
Press International did a story on the pro-
gram that was printed in papers across the
country and overseas. said Shamwell. who
had one clip from Thailand. “Give away a
car and see if your station gets that much
publicity,” he said.

MADD?s Phillips praised the broadcasters
for their efforts in combatting drunken driv-
ing. “In seven years [since the founding of
MADD]. drunk driving fatalities have
dropped each year. We share that success
with you. You have made the difference. We
are a powerful alliance together. We should
give you some applause.” But the work
needs to continue. she said. Someone dies
every 23 minutes from drunk driving, Phil-
lips said. and she asked broadcasters not to
characterize drunk driving fatalities as *“an ac-
cident: it’s not. Someone has chosen to drink
and drive.” The public service efforts should
be focused on children. Phillips said. “By
high school it’s too late.”

Gittens explained the role of the 10-year-
old National Broadcast Association for
Community Affairs: to professionalize the
field of public affairs. The group’s annual
meeting will be Oct. 13-17 in St. Louis. O

State of

the unions

is hot topic
Representatives of broadcast unions

and management discuss the balance
between those often conflicting entities

“Mr. Freund has done what he always
does—washed his hands in holy water. You
don’t do away with years of bargaining. The
company is begging for a strike.”

The speaker was John Hall of the Ameri-
can Federation of Television and Radio Art-
ists, His target was Richard Freund of Capci-
tiess ABC. They were two of six panelisis
who debated “What's the Future for Broad-
cast Unions” before the NAB convention
last week.

Freund set off the exchange by declaring
that the basic problem with the stations Cap-
citiessf ABC owns is that “they had too much
manpower.” The company first reduced
management ranks, then went after the labor
force, backed by the premise that “the un-
ions always concede your right to reduce
manpower.” The biggest problems. Freund
said, had to do with seniority and the inabil-
ity to hire on a per diem basis. The most
recently hired, which union rules held most
vulnerable, “often were the best [employes]
and/or minorities and women,” Freund said.

The panel began with an undercurrent of
tension over whether labor-management
dealings had to be an adversarial relation-
ship. The union side appeared unanimous on
the subject, with Hall asserting “the law
makes it virtually impossible to be cooperat-
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Ballow Freund. Hall. Wagner and Floyd

ive.” But. he said. “we are involved in how
you prosper.” making the point that unions
have as great a stake as management in a
profitable company. Paul Wagner of the In-
temational Brotherhood of Electrical Work-
ers agreed with the law but said “you must
address the reality of the situation. Coopera-
tion in the spirit of compromise is necessary
to the process.”

Freund made a further point that, in the
past, the labor-management relationship was
worked out by changing a little at a time.
“Now,” he said, “we must take a more radi-
cal approach. The old concept of seniority
has to go. Things are changing, and it’s go-
ing to be even more adversarial.”

Responded Harry Floyd of the Interna-
tional Alliance of Theatrical Stage Em-
ployes. “Things are always changing, condi-
tions are always changing. Technology has
created new jobs, for example. You have to
go to the bargaining table with understand-
ing.”

[BEW’s Wagner said that managements
are taking advantage of change as an excuse
to cut payrolls. “It's not as radical as they
say,” he said. “NBC made $405 million last
year and they're talking about saving $2 mil-
lion or $3 million a year.”

Bob Ballow of King & Ballow likened
the problem to taking slack out of a rope all
at one time. “The problem started years ago.
If we had kept the rope taut all those years
there wouldn't be problems today.” he said.

IATSE’s Floyd said the problem was the
rate of change. Unions depend on jurisdic-
tion and seniority. Whatever happened to
those employes who got companies where
they are today? he asked. Are they to be
forgotten, or is there an obligation to change
them through retraining? Wagner added his
opinion that the real problem is in the rapid
change in ownership, joined to new manage-
ment’s desire for instant gratification. “It
may be rammed down our throats,” he said.

Returning to the question of seniority,
Freund said that, “By and large, the newer
people have been hired for particular skills
and also because they are minorities or
women. Frankly. there is a lot of dead wood
in many large organizations. They've been
protected from layoff for years. It's people
who are producing very little who must be
dealt with.” Rejoined Wagner: “There is
such a thing as retraining and motivation.”
To which rejoined Ballow: “l disagree. If
[such employes]| aren’t motivated today they
probably weren’t 25 years ago.”

There appeared to be agreement on only
one subject: communication. Ultimately.
that’s the best answer to the management-
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labor relationship. the panelists agreed. with
CBS’s system for communicating with its
unions acknowledged as the indusiry's
best. o

Marketing redefined
in new world of
broadcasting

TV station general managers compare
notes on sales strategies; discuss
importance of ‘new to TV’ client

The differences between “‘marketing” a tele-
vision station and just selling advertising
time were explored in a Monday afternoon
NAB panel session sponsored by the Televi-
sion Bureau of Advertising (TVB) titled,
“The New World of Broadcasting.”

Asked to define the difference between
marketing and selling. E. Blake Byme,
chairman of TVB and vice president of tele-
vision for LIN Broadcasting, said. “Before.
it was predetermined how much money they
[the client] were going to spend and we
would sit down and negotiate rates. That
was salesmanship. ['m not sure that still isn’t
the way it is done on the national scene.
Marketing is knowing your clients. helping
them understand who their customers are
and how to reach them.”

Other definitions of marketing offered by
the panel included “selling conceptually,”
“defining a need and finding the solution,”
“developing business.” “promotion™ and
“luring new business.”

Jim Coppersmith, vice president and gen-
eral manager of wCVB-Tv Boston. described
how marketing worked at the ABC affiliate:
“We have nine salespeople and they are ex-
tremely well paid, earning between $60.000
and $100,000 a year. But they know that if
they want to keep those jobs, they must
bring new-to-television business. After all.
you don't have to be a rocket scientist to sell
time to advertising agencies if you have a
good TV station in a good market.

“We started a new program last year, and
set a $3-million target for new-to-TV, mean-
ing not on TV before and not gotten through
an agency. We then developed a list of poten-
tial clients that we parceled out to the sales
force, If, after 90 days, the business was not
developed, then that client was assigned to
someone else. We brought in $2,870,000
last year. We have a rather full-blown com-
mercial production unit and are able in every
case to say ‘Yes, we can make a commercial
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for you.” It will cost them $3,000-$5.000.
but we don’t make a lot of money on it.”

Despite efforts to attract new business,
Coppersniith said total teievision revenue in
the market last year of $327 million still fell
short of the $380 million brought in by the
Boston Globe, which has 150 sales people,
excluding classified advertising.

Byrne said LIN allows the general man-
ager of each station discretion on its market-
ing strategy. He said that one general man-
ager “lets the other stations spend on
marketing, saying, ‘We will get the money
they develop.”

That philosophy drew a sharp rebuke from
Jim Babb. executive vice president. Jeffer-
son-Pilot Communications Co. . who said, "I
think that explains the problems of the TV
business. All we are doing is switch pitching
everybody and that is why rates are going
down in many markets.”

Panel moderator Bill Moll, Harie-Hanks
Comumunications, said marketing efforts
have a higher cost-to-sales ratio than tradi-
tional negotiated sales. But television is no
longer an “. . .infant industry. We have to
invest in ourselves,” said Robert Lefko. ex-
ecutive vice president, sales. TVB.

Charlie Webb, vice president and general
manager. WBAA-TV Bluefield. W. Va.. said
marketing was particularly important in
smaller markets, especially in C and D coun-
ties where “Procter & Gamble will not be
dealing. I think there is a lot of money out
there not being used because no one is call-
ing on those folks.”

A key element of marketing is promotion.
said Jerry Marcus. vice president and gener-

al manager, KRIV-TV Houston: “The general
sales manager should have a strong feeling
for promotion, of creating dollars that aren’t
Just involved with waiting for the phone to
ring.” Among the new business shows men-
tioned by the pancl and audience were the
serics, For Kids Sake: a ~balloon classic™; a
special on testing for choiesterol. and a spe-
cial titled A World of Difference (aimed at
reducing racial and ethnic prejudice). Also
mentioned was a show on the dangers of
cigarctle smoking which brought in money
set aside from one state’s cigarette tax, and a
suggestion that stations go after the public
relations money of large corporations. as
well as their advertising budgets. ]

Getting down
to business of
station trading

NAB panelists discuss changes in
methods of financing and the factors
affecting station prices

With several years of rapid station trading,
heightened vaiues and complex financing
experience to draw on, broadcasters und in-
vestient specialists packed the room for a
Sunday atternoon NAB scssion, “What's a
TV Station Worth Today?"

Initially, the discussion, moderated by Pe-
ter Desnoes. managing general partner and
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chief executive oficer, Burnham Broadcast-
ing, focused on financing as the locomotive
driving station values. It was generally
agreed that the structure of financing has
changed recently. 1. Martin Pompadur, man-
aging partner, Television Station Partners/
ML Media Partners. said that only four years
ago, he had approached Wesray Capital
Corp.. an investment firm and now a group
owner. about investing in the television busi-
ness: “These very savvy people at that time
said no because we didn’t have any inven-
tories and receivables which (as collateral)
they could take to GE Credit...and ‘hock to
the gills.” All we had, they told us, is cash
tlow.™ Now, Pompadur said, there is “too
much money with too many flexible struc-
tures chasing too many deals.”

While agreeing that the willingness of fi-
nancial institutions to loan against cash tlow
has increased. the biggest change affecting
TV station values is the increased availabil-
ity of equity, said Fred Seegal, managing
director of media, Communications Group,
Shearson Lehman Brothers. "It used to be,
when stations were trading at nine-to-11
|multiples of cash flow|. that a commercial
bank would loan up to a multiple of six, and
the amount of equity required was a three-to-
four multiple. Today prices are 12-to-15
times and commercial banks are still lending
at the same multiple . . . junk bonds and other
mezzanine sources have enabled people to
catch up to the higher total multiples.”

With greater prices, the “art of identifying
unrealized eiements” in stations being
looked at is becoming more and more impor-
tant, said Paul Hughes, president, Viacom
Broadcast and Entertainment Groups. “A
greater degree of precision is needed. For
instance, over thc last few years, | don't
remember one pro forma [projection] sub-
mitted to me on a station for sale that had
projected revenue growth of less than 10%.
And we all know what has since happened to
spot revenue.”

The panel next focused on competitive
factors affecting station prices. Pompadur
said it was very important for interested TV
station acquirers to know what cable systems
in that market were doing: “How many
channels the systems have indicates their
ability to fractionalize your audience.”

Seegal said that from an acquisition and
investment view, cable was on the ascendan-
cy. He noted that cable systems were trading
at higher multiples than TV stations, and
said that cable junk bond issues could be
sold at 75-10-100 basis points (100 basis
points equals 1%) less than the interest on a
comparable broadcast offering.

Bruce Sundlun, chairman and chiet ex-
ccutive officer of Outlet Communications,
argued that cable was dwarfed by broadcast-
ing, both in terms of advertising dollars and
ability to cover television households: “In
the larger markets where we have stations,
our survey shows that roughly half of view-
ers tune in to cable to watch local television
stations.”

The panel also discussed the effect of reg-
ulation on TV station values. Erwin Kras-
now, a partner with the law firm of Verner,
Liiptert, Bernhard, McPherson & Hand.
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said a negative change in the current bullish
marketplace could occur if the three-year
station holding rule, or something similar.
were imposed. “Three weeks ago [ would
have argued that such a renewal of the rule
was not likely. Now [ think it might be com-
ing back.” In addition. Krasnow said there
were some “sleeper” issues that might affect
the marketplace, including an upsurge in
competing applications for license renewals:
a possible challenge to tax certificates. and
the “probable™ end of restrictions on the net-
works” ability to produce and syndicate pro-
graming.

Meanwhile. Krasnow said. there are “alot
of noises about cable but no legislation that
will really weaken it.”” About must carry. he
said. broadcasters should be “'very. very ner-
vous.”

Milton Maltz, chairman of the Malrite
Communications Group. said there is still a
lot of opportunity for those who are genuine-
ly interested in broadcasting and serving
their communities. as opposed to just mak-
ing a quick buck. The best opportunities. he
sald, were to find stations that were either
mismanaged or had an inadequate signal.
Regarding independent television stations in
particular, Maltz said that they were differ-
entiated from most programing because of
their access to the local community: “Take
your cameras out of the closet...do special
events.and bring idealism back into broad-
casting.”

At the panel’s conclusion. Desnoes polled
the panel on the outlook for station prices to
which most participants gave an unambi-
guously optimistic response. a

Sifting through
the tax changes

Effect of new law depends upon type
of broadcaster, corporate structure

Whether the tax reform act of 1986 is good
or bad for broadeasters was explored during
an NAB panel session last week, with the
answer coming out: “It depends.”

Among other things, it depends upon the
category of broadcaster. according to Ken-
neth S Hurt of Deloirte Haskins & Sells,
Atlanta. He described three categories: (a)
the entrepreneurial player. further defined as
startups and moms and pops. or as other
small-business persons, (b) the hybrid play-
er, usually operating broadcasting properties
along with cable systems and profitable
newspapers. and (c) the purc player. or
group owner of television and radio stations.
Of the three. the entrepreneurial players is
most adversely affected by the new tax law.
Hurt said.

First. he noted that the top corporate tax
rate has been decreased from 46% to 34%
{effective July 1). Additionally. the capital
gains rate has been increased from 28% to
34%, while for individuals the top rate of
50% is decreased to 38.5% for 1987 and
28% for 1988 and thereafter. According to
Hurt. “the entrepreneurial player. small-

business person holding mature broadcast
properties in regular corporate. subchapter §
or partnership form should be advantageous-
ly impacted by these new tax rates. Like-
wise, the lower top marginal corporate rates
should particularly boost the earnings of the
hybrid and pure player broadcaster. Only the
entrepreneurial player with a startup with
large losses and negative cash flows should
be either adversely impacted or not assisted
by these new tax rates.”

To the hybrid or pure player the tax bill is
**nothing but a windfall.” Hurt said. remark-
ing that profits of Capcities/ABC will in-
crease by 25% on tax reform alone.

Repeatedly during his remarks. Hurt rec-
ommended the subchapter § formation as
advantageous for broadcasters. He noted.
for example. that holding broadcast assets in
regular corporate form can result in an al-
most doubling of the tax on a total sellout of
all properties and liquidation of the corpora-
tion. while holding a broadcast investment
in partnership or subchapter S has the poten-
tial to eliminate this “double taxation.”

Another aspect of the tax bill. elimination
of the general utilities doctrine, will mean
that sellers realize less from their properties
in the future. Again. subchapter S formation
may assist owners in escaping this escalated
tax bite.

Referring to covenants not to compete
(CNTC). Hurt said that. traditionally. the
seller has desired a smaller allocation of pur-
chase price to CNTC because it generated
ordinary income for him while the purchaser
desired a larger allocation because he could
deduct the amount over the CNTC term. Be-
cause the differential between capital gains
and ordinary income rates will be eliminated
in 1988, buyers and sellers are no longer in
adverse positions on the subject. and as a
consequence. Hurt said, “we are starting to
witness larger and larger allocations to
CNTC in purchase contracts.” He cau-
tioned. however. that the Internal Revenue
Service may attack allocations “that have no
basis in economic reality.” (His working pa-
per on the subject added that “pigs get fat
and hogs get slaughtered.™

Dick Blackburn of Blackburn & Co. con-
cluded his remarks by saying that the values
of broadcast properties will not be adversely
affected by the tax bill. although he admitted
there would be some exceptions. The deter-
minant. he said, might be obtaining sound
tax advice prior to sale. There is a miscon-
ception abroad that if prospective sellers
didn’t sell in 1986 it is now too late. Black-
burn said. That, he said. isnt true.

“Those factors that have supported broad-
cast values in the past—the scarcity of good
facilities. the continued strong level of busi-
ness. the availability of financing and the
large number of qualified and motivated
buvers—have not changed.” Blackburn
said. “What has changed is the structure of
the transaction: there will be more and larger
covenants not to compete and more stock
transfers.”

Hurt joined in agreement on at least one of
those points. The lack of good propertics is
outweighing any detrimental impact of the
tax bill. he said. d
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New economic
climate causing
personnel dilemmas

Direction of advancement from
small markets to networks is being
reversed; mergers and buyouts
create uncertainty for employes

Several different perspectives on personnel
planning were provided at a Monday morn-
ing NAB panel session. moderated by
Dwight Ellis. vice president. minority and
special services, NAB. Decreasing mobility
among news personnel was discussed by Er-
nie Schultz. president of the Radio-Televi-
sion News Directors Association. “Getling
the right people into the newsroom is more
and more difficult,” he said, attributing the
problem to a slowdown in the *pipeline” that
sent people from smaller to larger markets.
That process ultimately led to the networks.
Now. with the networks laying off news peo-
ple, Schultz said. not only has the pipeline
slowed down. but movement of news per-
sonnel has in some instances reversed, ex-
emplified by CBS News’s Fred Graham’s
move to Nashville.

Without the turnover of news personnel,
news directors have a problem attracting re-
porters and anchors who reflect the composi-
tion of the stations’ audience. Schultz noted
that with differing birth rates and immigra-
tion. the audience composition is shifting
away from whites to other races: “In the
average market, attracting the minority audi-
ence is the edge in that market.”

There is a beneficial effect of reduced
turnover, said Schultz. “Too many of our
electronic journalists are nomads,” and
some reporters and anchors will now get to
know their communities better.

Larry Wendinger. Westinghouse Broad-
casting Co.’s director of development and
planning. noted that mergers and acquisi-
tions affect the personnel departments them-
selves: “With the divestiture of Group W
Cable, the company went from 10.000 em-
ployes to 2.000; and my area of responsibi-
lity went from five people to one.” Addition-
ally. Wendinger said. the ideal of the human
resources staff being included in strategic
planning “is not a reality . . . Things change
so quickly that [ can’t even keep track of the
organizational charts.” Given the rapid tur-
moil in the industry, a fallback position for
personnel officers may be to “educate our
managers to be able to handle the everyday
situations that come up on the spot.”

Eleanor Brown. director of personnel for
the broadcast division. Gannett Corp., said
that many employes are smart and ambitious
and will not be satisfied with being talked
down to: “Young employes aren’t going to
stay there with management getting all the
perks.” Smart companies, she said, will
spread incentive payments to more workers,
perhaps providing two-thirds of compensa-
tion with salary and the rest with perfor-
mance bonuses. Another word of advice to
employers was that they should spend mon-
¢y on employe assistance to head off prob-
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lems. rather than pay more later for attor-
ney’s fees after the problem has become
unmanagable,

Tim Hughes, vice president of Human Re-
sources, Cox Broadcasting. said that the per-
sonnel outlook for the near term was “more
of the same—softened markets, mergers. In
short, life is not going to be getting any
easier for anyone else.” The current situa-
tion, he said, was characterized also by
modest wage gains and high unemployment.

There are other issues facing human re-
sources officials. Hughes said: “"Mergers and
acquisitions create fear of the unknown and
those fears impact on performance.” Other
concerns include the impact of tax changes
on benefit plans, drug and alcohol abuse,
video display terminals and AIDS. Many
employes are choosing to retire later than
normal, while “baby boomers will demand
less direct management.” m]
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International program

market worth pursuing,
agree producers’ panel

Selling programing abroad has its problems,
like anything else. But the rewards are there.
too. And for the aggressive U.S. salesperson
with the hot product. there is a big. $1-bil-
lion market out there. according to Colin
Davis, president of MCA International. Be-
tween 55% and 60% of that belongs to Hol-
lywood producers, he said, but that still
leaves some opportunity for others.

Davis, along with Bert Cohen. Worldvi-
sion’s senior vice president for international
sales, and Roy Gibbs. head of Lionheart
Television, a wholly owned subsidiary of the
British Broadcasting Corp., discussed the
status of international television programing
while on a panel at the National Association
of Broadcasters convention in Dallas last
week. The market, as they described it. is
changing.

As Davis indicated—in one of the ses-
sions on Sunday that was cut short by a re-
port of a fire in the building (it turned out to
be a matter of little consequence)—the mon-
ey is there, But itis increasingly important to
producers whose costs have “‘escalated faster
than an increase in revenues.” He said the
international market once was an easy means
of increasing profits. “Now the pressure is
on us in the international market to sell as
much as possible.”

But if there are problems in that regard—
Davis noted that the share of the market
earned in Canada, for instance, has shrunk

from 25% to 16%—there are important new
developments that can help the traveling in-
ternational salesman. Cohen noted that the
days when governments controlled the mar-
ketplace in their countries through owner-
ship of the networks are ending. “There is an
emergence of private broadcasting, of satel-
lite service and cable television—of compe-
tition.” he said. “So more of your program-
ing will be sold.”

But Davis offered a flip side of that obser-
vation: “There is also competition on the
selling side.” He noted that more than 140
American companies were represented at
MIPCOM—the international programing
market—in Cannes. last fall. “‘And they are
competing.” He said buyers are becoming
shrewder, many do not attend the annual
screenings in May, he said. They wait until
November. to see how well a program does
in the American market—and how many
episodes have been produced. Foreign buy-
ers, he indicated, are not interested in pro-
grams for which only a pilot and six episodes
have been produced.

The panelists agreed that Europe is the
most attractive market. For the British and,
presumably. other foreign producers. the
U.S. is a hard market to crack. Gibb said it
represents 18% of Lionheart’s revenues. He
noted that some British product does very
well on PBS, but many documentaries and
other material cannot find buyers in the U.S.

What, the panelists were asked, about
participating in joint productions and co-fi-
nancing? “Never in the field of human con-
duct has so much talk had so little end re-
sult,” said Davis. “It's an excellent idea for
European broadcasters to get together. But [
question the practical aspect. There are basic
problems of language and culture.”

Competition and hard-to-impress buyers
of programing are not the only problems the
international salesmen and their companies
confront. The panelists noted that in some
developing countries, collecting on sales is a
problem. sometimes because of government
regulations. “More and more, we're using
letters of credit and getting cash upfront,”
said Davis. “*And then there is the problem
of 'piracy.” Davis said owners of the product
must share part of the blame in that they act
“like Boy Scouts™ and are therefore “treated
like Boy Scouts. We don't do enough about
calling the government’s attention to clients
who pirate.” Then he suggested a reason
why they do not. “Often it's the only client in
the market.”

Gibbs indicated the British are more hard-
nosed about piracy. In Hong Kong. for in-
stance. he said. Lionheart employs an ex-
policeman to investigate alleged acts of

Baker, Cohen, Davis and Gibbs
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piracy. “It is a problem,” he said. "There are
many areas where they have no conception
of copyright.”

But while the panelists were in general
agreement on most subjects, they were not
on the bottom-line issue raised by the mod-
erator, William Baker, of Westinghouse
Broadcasting Co. What kind of programing
travels best? Davis said: “Action-adventure
shows. Comedies that do well are rare.” Not
s0, according to Gibbs. He said comedy
travels best. “Language doesn't matter.” Co-
hen said: “It’s difficult to determine what
does well.” Ten prospective buyers, he said,
could give different reasons why a series of
Hanna-Barbera programs “will or won’t
sell.”

Then, there are other problems that are
beyond any salesperson’s control. There was
difficulty with Highway to Heaven, for in-
stance. “You can’t sell an angel in a Moslem
country,” Cohen said. Then there was the
business of what Cohen said was “success
breeding failure.” He noted that Denmark
had taken Dalias off the air after a few years
despite its enormous popularity. In response
to the heavy volume of mail protesting the
decision, the government said, “We have to
show another version of American life.” O

Network researchers
rate people meters

Research heads have reservations,
some strong, about implementation
of new rating methodology

The heads of research for the three major
television networks are concerned about
people meters. What Nielsen's switch in
September to the new audience measure-
ment system will mean was the topic of a
Monday morning television management
panel. “People Meters: A New Look at the
Television Audience,” featuring ABC’s
Marvin Mord, CBS’s David Poltrack and
NBC’s William Rubens.

There was no equivocation in the opening
statement by Rubens: I didn’t like them
when [ first heard about them I didn’t like
them when [ looked at them later, and I don't
like them now.” The main reason for his
animosity, he said, was that the method that
people meters are replacing, the NTI meter,
is a passive device. Once it is installed in the
home, the family has nothing to do with it,
and it would record when the set was on and
the channe! being viewed. With people me-
ters, Rubens said, family members have to
push buttons, and he did not think that would
be accurately done all the time. The people
meter, he said, is really two rating systems in
one—the NTI meter and a type of electronic
diary where buttons are used instead of pen-
cils to record demographic data.

A problem that NBC has found, said Ru-
bens, is that numbers that should be the same
in NTI and people meter statistics are not.
For instance, in numbers for last November
people meters gave the networks numbers
that were 2% lower than the NTI numbers
for prime time, 7% lower in daytime and 5%
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lower on Saturday mornings.

He said differences were found in the au-
dience makeup. The people meter registered
fewer women and children than diaries did.
Rubens is also concemed that the new meth-
odology will not be ready by the start of the
fall TV season. Half of the Nielsen people
meters are still to be installed and another
people meter service that wants to be on line
by the fall, AGB, has no upfront data to
show potential clients.

Rubens summed up people meters as “an
obsolete new invention.”

ABC’s Mord’s biggest concern with the
new technology is getting “consistent, reli-
able, trackable data.” He has also been dis-
satisfied with the quality of the current
NTINAC sample. “It’s biased in favor of
older and rural viewers,” he said. And he
worries that the-general public, and especial-
ly blue collar households, will be less will-
ing to take on the added burden of button
pushing that the people meters call for.

In the data from people meter tests so far,
Mord said, there have been too many fluctu-
ations week by week. He is also worried that
the networks won’t have enough input into
how the service is set up. “l hope any
changes in the editing rules [the data compi-
lation guidelines] would be discussed with
an independent committee™ that would in-
clude network representatives, he said.

The effects of tge people meter switch on
local markets was addressed by CBS's Pol-
track. The biggest change he foresaw—and
which was seconded by his fellow panel-
ists—is a decrease in the importance of the
sweeps. Since there will be demographic
data generated 52 weeks a year, the need for
the programing “stunting” by the networks
will lessen, if not vanish. Rubens agreed and
was not displeased. “The sweeps have never
been any good,” he said. They are a case of
the ratings, which should be serving the net-
works by measuring programing, dictating
programing, he said. A problem may arise in
markets below the top 30 or 50, markets that
are too small to financially support people
meters, if the sweeps end. Some system to
predict numbers will have to be developed,
Poltrack said.

One result of the increased demographic
data promised by the people meters, Poltrack
predicted, will be more highly segmented
buying and the combining of demographics,
for instance, working women, 25-30, in
households with combined income of
$40,000.

How fast the industry adapts, Poltrack

Rubens moderator Charles Sherman of WHOI-TV Dayton, Ohlo Mord and Poltrack

said, is a question of economics. The net-
works pay for 30%-40% of the cost and sta-
tions pick up most of the rest, with agencies
and advertisers paying for a little. “They
need to shift more to the agencies and adver-
tisers,” he said. There's no real incentive for
stations in smaller markets to pay for the
new service, since the data so far has shown
the numbers very similar to NTI numbers,
he said. They will get no competitive advan-
tage.

gWhat 's ahead, Poltrack said. is the “era of
data overload.”

Doing without:
Is one rating
service enough?

TV station, rep firm and ad agency
panelists weigh need for subscribing
to more than one rating service

Is there a correlation between the amount of
ratings information and the amount of mon-
ey going to the bottomn line? And is that
correlation positive or negative? Those
questions were tackled in a Sunday morning
NAB convention television session. “Can
You Live with One Rating Service?”

One answer was provided by John Riedl.
general sales manager. KABC-Tv Los Ange-
les, which dropped Arbitron for “various
reasons” and had done without the service
for 22 months. “It was an inconvenience, no
question about that.” Riedl said, “But [ can't
say that quantitatively we lost any business.”

Of the 88 television stations represented
by Petry, nine or 10, mostly in large markets.
operate without two services, said Laveme
Cole, VP. regional area manager, for the
television representation firm. “It [selling
spots] is not an exact science. We are really
dealing with what is going to happen more
than what did happen,” Cole said.

Giving some advantages of subscribing to
two services was Paul Wise, general sales
manager, KTVY(TV) Oklahoma City: “Being
in a smaller market, a lot of agencies and
retailers are not nearly as sophisticated as
they are in Los Angeles. Because there is a
pretty good variance with either book, hav-
ing both allows us to use either set of num-
bers.” Wise said that while 75% of the sta-
tion’s total business comes from using just
one book, “...if just 5% more came from the
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other service, it more than pays for itself.”

Kathy McCauley. vice president. J. Wal-
ter Thompson, said that agency made a deci-
sion two-and-a-half years ago that Nielsen
would be its primary ratings source. but that
it would still subscribe to Arbitron. It made a
similar decision in radio, deciding to sub-
scribe to Birch in addition to Arbitron. Terry
Pittman. research director at KCBS(TV) Los
Angeles. was previously at wFAA-Tv Dallas,
which went for about a year and a half with
only one rating service. Said Pittman, “At
that time. the market in Dallas was pretty
bullish. [ think having just one service
forced the station to sell harder. It forced us
to consider other things. to think about the
qualitative measure of the audience, and it
may have had a positive effect. With one
service you have to have a better sense of a
spot's ‘intrinsic product value.’ a term we
use at KCBS(TV)."”

The session's moderator, Phillip J. Keller,
vice president and general manager,
KOTV(TV), Tulsa, Okla., wondered whether
certain agency buyers, especially for smaller
markets. had enough knowledge to be com-
fortable buying from a station using only one
service: “Tulsa gets passed around a lot
[among buyers] and there is an inconsistent
degree of sophistication at the buying level.™
McCauley responded that one could also ar-
gue that such less-experienced buyers might
be more intimidated by too many numbers.

The panel also discussed the problem
caused by computerization, which, it was
proposed. has led salespeople at stations and
rep firms alike to be less familiar with the
numbers. The panel generally agreed that
computerization, along with the growing
importance of local advertising dollars and
other factors, meant that “localized™ spot
buying plans would become more preva-
lent. a

The fine points
of advertising
and the law

From ad bans to lottery restrictions,
panel of associatlon executives and
lawyers discusses range of ad topics

A legal update of the dos and don’ts of ad-
vertising was offered at a Sunday afternoon
radio management session. “Advertising's
the Name of the Game.” Moderated by
NAB’s Valerie Schulte. the panel featured
Wally Snyder of the American Advertising
Federation and Washington lawyers Edward
Henneberry, Howrey & Simon; John Quale.
Wiley, Rein & Fielding, and Daniel Van
Hormn, Arent, Fox, Kintner, Plotkin & Kahn.

The first topic was false and misleading
ads. According to Quale, A great deal of
regulatory risk has shifted from the broad-
caster to the advertiser.” Stations are no
longer required by the Federal Trade Com-
mission to substantiate ad claims, he said,
but added that broadcasters should still ex-
amine ad claims and “if you have doubts.
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ask the advertiser for substantiations.” And,
he continued, the FTC is still going after
broadcasters who knowingly broadcast false
or misleading ads. The FTC asks two ques-
tions of ads: Were ‘reasonable’ consumers
misled? Did the ad result in economic loss or
physical injury?

The AAF’s Snyder was concerned about
the “real possibility of legislation to ban ads
of pipe tobacco and cigars” following pas-
sage of a ban on smokeless tobacco pro-
ducts. If this happens, he said, “we believe
there will be proposals to ban alcohol com-
mercials also. The groundwork [for that] is
being laid for action in the second session of
this Congress.”

Snyder also warned of movement in many
states to adopt a sales tax on advertising.

Henneberry raised the issue of combina-
tion ads—two or more stations in a market
offering advertisers a package of spots on the
stations. This is no longer forbidden and
Henneberry said many stations may want to
consider it. But, he cautioned, they need to
be careful; he offered three guidelines: 1)
The combined rate has to be voluntary for
the advertiser. Buying the combined pack-
age should not be a condition of something
else. 2) Each station must determine its indi-
vidual rates so there is no violation of anti-
trust regulations. 3) The combined rate
should be used in procompetitive situa-
tions—where both stations are trying for
new business in town or new national busi-
ness.

Van Hom offered a recap of some of the
FCC’s advertising rules not removed in the
course of the Fowler FCC’s deregulation ac-
tions:

& Sponsor ID’s. If it’s not clear by listen-
ing to the spot, the purchasing group must be
mentioned in a tag line.

& Political broadcasting rules. The maxi-
mum stations can charge political candidates
is the lowest unit rate. And once one candi-
date is put on, the rest must be afforded an
equal opportunity.

& | otteries. These still cannot be broad-
cast. The three components that make up a
lottery in the FCC’s eyes are prize, consider-
ation and chance.

A member of the audience had a com-
plaint on the lottery issue. He claimed that
even though it’s illegal for newspapers to
print ads involving lottery contests, the pa-
pers do and no government agency pros-
ecutes. An example is the “Mystery Dis-
count” contests in which the reader brings in
the ad to the store, buys the product and at
the checkout counter is told what percentage
discount the ad entitles him to. The problem
for radio stations is that when the merchant
prepares his ad material with such a cam-
paign, the papers will run it and he can’t
understand why the radio station can’t accept
it.

® The fairness doctrine. Triggered by is-
sue-oriented ads in which only one side of a
controversial issue in the community is pre-
sented. The station must seek out and offer
time to the opposing point of view.

Snyder said he believes Congress will
codify the fairness doctrine this year. O

lezzi, Dowdle, Dorrance, Dodd, Daniels and moderator J. Spencer Kincaid, RTNDA and KSL-TV Salt Lake City

Pros and cons of condom ads

Variety of volces heard on subject
of whether or not to air AIDS-related
contraceptive advertisements

Should stations accept contraceptive adver-
tising? The answers last week, during a
Tuesday morning panel session of the same
name, were “yes” and “no.”

Sturges Dorrance of KING-TV Seattle said
his station accepts condom ads because of
the dramatic proportions of the AIDS prob-
lem. By 1990, Dorrance said, 270,000 peo-
ple will have contracted the disease. “To take
the position of refusing to run the ads on the
grounds that it may offend viewers is not
morally defensible,” Dorrance said. His sta-
tion has also produced a major documentary
and outreach campaigns, he said.

According to David Dodds of wGAL-Tv
Lancaster, Pa., “We decided to take a rea-
soned, cautious approach” to the question of
condom ads and decided that commercials
were not the way to handle the question.
“Commercials are there to sell a product,”
he said, and are not the best means of dis-
seminating information on a public health
problem. “PSA’s and programs and news are
the ways to address the problem.” Dodd
said. “But,” he added, in light of how quick-
ly public attitudes on the whole subject are
changing, "I'm not naive enough to think
we’ll never accept them.”

Ralph Daniels of NBC-TV said that while
the network doesn’t think it can accept con-
dom ads or P5A’s, thereby forcing them on
its affiliates, it feeds PSA’s so stations may
tape and air them. It has also left the decision
of whether to air condom ads on its owned
and operated stations up to each station's
management. But Daniels also stressed that
this policy may be changed in the future.
“NBC standards are under constant review.”
he said. “As public views change, so will
NBC's.”

Walter Dowdle of the Centers for Disease
Control praised the networks for “‘a fantastic
job of getting the information out.” He. too,
said that AIDS is a major epidemic in the
U.S., with 35,000 cases reported in the U.S,
as of last week. “I see [condom advertising]
as, pure and simple, a public health mes-
sage.” since. after abstinance. condoms are
the best protection from the disease.
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Disagreeing with the others on the value
of condom ads and many PSA’s was Antho-
ny lezzi, a social scientist and marriage
counselor with the Cleveland Catholic Dio-
cese. Condom ads, lezzi said, give the mes-
sage that sexual permissiveness is accept-
able. “This is a quick fix solution. [ don’t
believe these messages will reduce AIDS,
but will say, *Sex is OK’."”

And why, he asked, if broadcasters can
ask teen-agers to say no to drugs and drink-
ing, why not to sex? O

Making sense of
TV ad dollars

Panelists differ on status of ad
market and effect of barter and
cabte inroads on networks

Linda O’Bryon, an anchor for PBS’s Nightly
Business Report. anchored a Monday after-
noon NAB panel session looking at *“Televi-
sion Advertising...Understanding Today’s
Economic Environment.”

The panelists disagreed on what that envi-
ronment was. Anthony Hoffman, media
consultant for Union Bank. said that the net-
works’ problems were real: “There is no
question that barter and cable have taken
from the networks, but even if you put those
two back in. the growth rate would not be
what some people consider to be sparkling.”

David Poltrack, vice president of research
for the CBS/Broadcast Group. came up with
different results: “If you take what we call
national television: cable. spot, barter and
network. it has registered a healthy growth
rate. The network growth rate is lower be-
cause of increased competition.”

Hoffman and some other panelists ac-
cused the networks of “shooting themselves
in the foot” by increasing the inventory of
advertising units, especially by allowing the
growth of 15-second commercials: “It en-
abled clients to divert excess funds to other
media.”

Arguing that the networks had to reduce
prices and offer 15's was Robert Coen, sen-
1or vice president of forecasting for McCann
Erickson: “You can go in there as optimistic
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as you want. but if you do you are pricing
brands out of the market. There is a new ball
game out there, and I don’t think that TV’s
share will continue to go up as in the past.”
Added Peter Goulazian. president of Katz
Television Group. “We have to realize we
are dealing with a mature business.” In addi-
tion to pricing other factors affect the num-
ber of dollars going into national advertis-
ing, said Alan Gottesman. managing
director of L.F Rothschind: “Mergers
among advertisers may have had a negative
impact on the number of new products. . .th-

A
1)
C'Bryon, Coen, Gottesman, Goulazian. Hoffman and Poltrack

ere is less risk taking.”

Coen said that one of the reasons behind
the mergers was that it is cheaper to buy
existing brands than to take the expensive
risk of building a brand.

It is those brands that still define the suc-
cess of network television, said Poltrack: “If
you have a product that is growing in a dy-
namic marketplace. [ would argue that net-
work TV is the greatest buy in the world. On
the other hand if you have a maturing brand
it may be expensive. The growth in network
television and in pricing has been due to the

Condom ad count. Condom adwstia-
ing is being aired by 19% of 1he coun-
try's radio and television stalirns Thul
information was contained in he rasulls
of a telephone survey conductat far thi
National Association of Broadcasias
In addition, 87% of the staticns sur
veyed said they also air AIDS P5As

American Airlines Direct Markatng
Corp./Donohue Research and Rarkal
ing of Dallas surveyed general menag-
ers at 187 TV and 445 radin slalions.
(There are approximately 8,%30 com-
mercial radio stations and 1,000 caim-
mercial TV stations in the U.5.}

The survey also showed tnat of the
stations not accepting condam hfver-
tisements, 58% of the radio and G7% of
the TV stations said they may da sa in
the future.

= |

hot brands. That will always be the nature of
this business. It is more of a demand-driven
industry.” m|

NAB RADIO

Stakelin urges radio salesman to get going

RAB president suggests continual
training, creation of local radio
market sales associations and
battling radio’s nonvisual image

“Aren’t you getting tired of excuses that ra-
dio is not growing. Last year. total radio
growth was in excess of 7%.” said Radio
Advertising Bureau President and CEO Bill
Stakelin in opening an RAB-sponsored.
NAB session on the future of radio sales.

But, said Stakelin, “delivering a computer
run of station data to ad agency buyers and
planners is not sales. . .Radio sales people
have to be trained to know what that data
means. And that training must be ongoing.”

Stakelin also challenged broadcasters in
the audience to “go back home and start a
local radio market [sales] association. if on¢
doesn’t already exist. . . The question is not
whether advertisers will buy your station.
The question is whether they will buy ra-
dio.” Local radio. said Stakelin. is “where
the action is.” Local billings last year ac-
counted for more than $5 million of the some
$7 million radio revenue, he said.

Stakelin warned that there is now “more
competition [for sales dollars and merchan-
dising opportunities] in the local market-
place than ever before, especially from tele-
vision. The number-one reason why
advertisers won’t use radio is lack of visuals.
We have to convince them otherwise,”
Stakelin said. "And don’t write national spot
off just yet,” said Stakelin, although spot
only grew between 1% and 2% in 1986. “In
February, national spot billings rose 13.2%
over February 1986,” said Stakelin. refer-

ures (“In Brief,” March 30). Stakelin, who
also discussed the Station Representatives
Association’s national spot radio task force’s
new business development plan {BROAD-
CASTING. Feb. 9). projected a 6% growth
rate for national spot business in 1987.

The proper positioning and marketing of
national spot radio will help expand the ra-
dio advertising budgets now being expended
on network radio, Stakelin said. (Network
radio billings rose between 15% and 16% in
1986 to about $380 million.)

Following Stakelin was Larry Spiegel, ex-
ecutive vice president of Tracy Locke Ad-
vertising. a Dallas-based ad agency. Spiegel
outlined three criteria for planning media

buys: selective targeting, both demographic
and., more important, geographic targeting;
effectiveness or benefit for the client, and
the “added value” of the campaign, which is
the local merchandising and promotional
marketing opportunities such as retail and
station tie-ins.

The “good news” is that radio clready
covers these three elements, said Spiegel.
Spiegel mentioned Stakelin’s remarks about
advertiser objections to radio being a nonvi-
sual medium. “There is a bias toward buying
radio because it is a nonvisual medium,”
Spiegel said. *'For some young advertising
executives, it’s a new medium. So sell itasa
unique medium,” he said.

Radio acquisition primer held at NAB

Determining viable number
of radio stations in market
is critical in assessing a
property, says panelist

Potential radio station owners need to ascer-
tain the number of “'viable™ competitive ra-
dio properties that participate in the radio
revenue pool in the prospective market to
judge a buy, said Jeff Smulyan, president of
Emmis Broadcasting, Indianapolis, during a
Saturday morning (March 28) radio acquisi-
tion session on determining station value.
According to Smulyan, factors for deter-
mining viability include signal strength and
tower location as well as format exclusivity.
(For the total New York radio market. for
exaniple. Smulyan has determined that only
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22 of the some 110 stations—including sub-
urban outlets—are viable stations.,)

Smulyan shared his own station “valu-
ation” formula which calls for taking 80% of
the market's total radio revenue and dividing
that figure by the number of stations deter-
mined to be “viable” competitors for the ad-
vertising pool. (The remaining 20% is as-
sumed to go to the “nonviable™ stations in
the market.) The result, said Smulyan,
would be the “average revenue per viable
station.”

Smulyan’s next step is to calculate the
“average viable station cash flow” by multi-
plying the profit margin percentage for those
stations by the average revenue per station.
(Smulyan’s formula assigns a 25% profit
margin if 50% or less of the viable stations
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are estimated to be profitable; 30% margin if
it is 70% or less; 35% margin if it is 80% or
less, and a 40% margin if it is 90% or less.)

Six times the average viable station cash
flow is a good benchmark for a medium mar-
ket startup or purchase (markets 26-75), said
Smulyan, and seven times cash flow for a
major market (top 25).

““The cash flow potential and the [distress]
sale value of that station if cash flow doesn’t
meet projections is how we perceive the val-
ue of a station,” said Kathy Marien, senior
vice president/communications group, for
the Bank of New England, which, since
1981, has totaled over $700 million in its
broadcast lending portfolio.

Marien said she tries to project when the
station that is seeking a loan will reach its
“maximum cash need” in servicing the bank
debt. “We build in minimum levels of cash
flow [in the yearly projections] that have to
be met; otherwise the station would have to
be sold,” she said. O

Trout, McLendon,
Storz inducted
into radio hall

Radio industry, BMI finalize
pact on licensing music

The announcement of a new five-year pact
between radio and Broadcast Music Inc.
(BMI) and the induction of veteran newsman
Robert Trout and broadcast innovators Gor-
don McLendon and Robert (Todd)} Storz—
the last two posthumously—into the NAB
Radio Hall of Fame highlighted this year’s
radio luncheon.

Don Thurston, president, Berkshire
Broadcasting. “orth Adams, Mass., and in-
terim chairman of the All Industry Radio
Music License Committee, told the lun-
cheon attendees that “all matters pertaining
to a new BMI agreement for radio have been
satisfactorily concluded” (“Closed Circuit,”
March 30}. (The radio industry has been op-
erating under an interim agreement since the
last BMI contract expired on Dec. 31,
1985.) The new “simplified” pact sets annu-
al blanket rates for most stations at 1.39% of
net cash revenue, said Thurston. Both blan-
ket and new per-program licenses will ex-
clude trade and barter income reporting.

The new blanket license is retroactive
only to Jan. I, 1987, while the per-program
license takes effect on July 1, 1987—interim
fees applying to that time.

“For the radio broadcaster, this contract
means simplicity and a long term of stable
costs. For some, it will mean an actual re-
duction in fees. For others, depending on
format and income, it could mean a slight
increase,” said Thurston.

“For BMI, these contracts will provide
long-term stability with their most important
customer and will provide the most income
from radio in BMIs history. A level of in-
come that will assure its future competitive-
ness and provide incentives to the authors

Mew limeup. Malionz Aszceiation of Broadcasbes markeling lask force assigeed o |
chiveken & nalicnal camdegn 1o enhance image of ragic has baen raonganized. The rago |
marketing 1ask lorce comprises Mab radio director Gobe =ox,  EvEMEM:-kRAFR) Venlura, |
Ceid, chairman; radio diractor Jaffray Smubian, Emmis Broadcasteg, Indianapalis; Bob
Prcar wiiras; Mewark Ohio, redio dirsctor Bud Waitsrs, Cromwell Sooup. MNashdlle

Raloh Carlzon, Carlzon Sommunications Intermasional, Salt Lake Ciy: Bill Hogar
Stationg: radio arectar Ted Do, wanceescsisu Siver Sprng, Md., ard redio dractor
“Wichasel Osleshoul, Edens Broadoasing, Phosns
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and publishers of music that should keep
their creative juices flowing,” Thurston
said.

During Hall of Fame induction ceremo-
nies, the children of McLendon and Storz
received plaques honoring the two execu-
tives who were both instrumental in the cre-
ation of the top 40 format.

In receiving his plaque, former CBS
News correspondent Robert Trout, who is
now a special correspondent for ABC News,
talked about his early experiences as a news-
man, including coverage of the 1936 politi-
cal conventions.

In the early days at CBS, “we were all
announcers,” said Trout. “When I told them
I wanted to concentrate just on news, they
said no network could afford to have some-
one do nothing but news,” he recalled.
“Back then, it didn’t occur to anyone that
news could make a profit.”

Serving as keynote speaker for the radio
luncheon was Marshall Loeb, commentator
for the CBS Radio Network and managing
editor of Fortune Magazine. Loeb offered
his outlook for the national economy in 1987
as well as his observations on the social and
political changes that will affect it over the
next several years.

Loeb said there will neither be a “boom or
bust” in 1987. “The economy will continue
its moderate, some say sluggish, growth,”
said Loeb, “with the real gross national
product expanding about 2.5%." Loeb also
projected that inflation will not have a
“runaway” year, but rather “inch up to an
average of 4%” while interest rates stay at
about the same level they are now.

Among what Loeb sees as the social and
political changes that will impact on the fu-
ture of the economy are the continuing trend
toward conservative values and the further
growth of new technologies. a

Radio news can
be moneymaker,
says panel

Small markets providing more
news than major markets;
deregulation has not hurt
news, concludes radio session

News on radio makes good business sense.
That was the message conveyed at a Sunday
afternoon panel, entitled “Putting News
Back Into Radio.” “This panel should be re-
titled: *‘Making Money with News on Ra-
dio,” " said Jim Farley, vice president of ra-
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dio news for NBC. “l submit that for
successful AM radio stations, news never
left,” Farley said.

The NBC executive, however, acknowl-
edged there are stations that have fired entire
news departments. The problem, said Far-
ley, is that “‘somehow, news directors are not
viewed as department heads.” The news di-
rector should work together with the station
manager, sales manager and program direc-
tor, he said. “News directors need to be bet-
ter marketers for themselves, their depart-
ments and their product,” he said.

Farley also took exception to the wide-
spread notion that the radio deregulation or-
der of six years ago has led to less station
commitment to news. (A soon-to-be-re-
leased Radio-Television News Directors As-
sociation-commissioned study shows there
have been more cuts in news staffs and news
air time in major markets than medium and
small markets since deregulation.) Said Far-
ley, “I don’t think deregulation has hurt
news. The reduction in news staffs is due to
economic reasons, not deregulation. It
wasn’t government regulation that made all-
news stations. Broadcasters did it because
they saw an opportunity to make money.
Debt service is the enemy of news.”

Today, small-market radio provides more
news than most major-market stations, said
David Shepard, vice president of Shepard
Enterprises, Moberley, Mo., agreeing with
RTNDA?s latest study. “You need a common
denominator for music stations. That de-
nominator is news,” he said. (Shepard En-
terprises owns eight stations in Missouri.)

“The first thing we do when we buy radio
stations is to look at how the local newspa-
pers cover the news,” said Shepard, saying
that the station can get a jump on stories
before they come out in the papers. “If you
have a good early morning news product,
you have a better chance to keep that listener
throughout the day,” he said.

The news, said Shepard, pays off with
advertising at premium rates and good will
in the community. “The secret to making a
profit with news is doing it better than other
stations in the market, which requires spend-
ing more money than everyone else,” said
Jack Swanson, operations manager for
news/ talk KGO(AM) San Francisco. “One of
the good things about deregulation is that it
weeded out the stations that weren't doing it
[news] well,” he said.

“Young listeners,” said Swanson, “*didn’t
leave the big AM music giants because of
news. They left because of fewer commer-
cials.”

The session, moderated by Bob Priddy of
Missourinet, Jefferson City, Mo., was spon-
sored by RTNDA. a
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N (TMC) Times Mirrer . . . . 82 34 87 12 - 4 34 542 24 5333 |
O (TMCI) TM Communications 2 14 2 18 18 588 11 17 |
O (TPCC) TPC Commun.. . . B k7j: ] 4 | ooEEesssssmmmmm—— ELECTRONICS MANUFACTURING
N (TRB) Tribune. . . . . oy 77 558 78 172 7/8 1.1 3.152
A (TBS) Turner Bestg. . . . . 20 14 2t 12 t 14 - 581 46 441 N (MMM)3M. . .. ... 129 38 13y 34 -~ 238 - 1B0 21 14883
A (WPOB) Washington Posl. 184 184 23 2391 | N (ALD) Allied-Signal. . 46 a7 ya - 134 3e6 10 B0
O (AMTV) AM Cable TV . .. 1516 1 518 -1 4
IS FROGRAMING I | N (ARV) Arvin Industries. . . 34 14 34 78 58 179 W4 553
0 (CCBL) C-Cor Electronics . 10 10 -6 30
O (ALLT) Alt American TV . . 3 e 3 7B 4 1 Q (CATV) Cable TV Indus. . . 2 58 2 4 W - 454 .13 7
O (BRRS) Barris Indus . . . . 15 58 16 /B w2 - 310 26 138 AHEEEC)Cetec) = ko) 5 5% 5 58 9 1
O (CMCO)COMB....... 20 34 20 38 38 184 35 239 | A (CHY)Chyron. . . ... .. 6 18 6 2 kL) 576 28 62
N (KO)Coca-Cola. . . . ... 45 34 47 34 58 - 343 24 17688 | A (CXC)CMXCorp.. ... .. 134 1 78 118 - 666 8
O (CLST) Color Systems. . . 13 34 13 12 /4 185 9 A (COH)Cohu. . . . ..... 7 7 s - 1/4 344 14 12
A (DEG) De Laurentiis Ent. . 10 38 11 58 114 -10.75 9 | N (CAX)Conrac. . . ... .. 29 12 28 4 3/4 260 26 195
O (DCP1) dick clark prod. . . 6 38 6 58 144 ann 10 8 | N (EK)Eastman Kodak. . .. 76 12 73 14 2 34 347 64 17.28%
N (DiS) Disney ... ..... 62 34 63 4 1 156 43 8118 | o (ECIN) Elec Mis & Comm.. 1 12 1 58 W - 769 6
N (DJ) Dow Jones & Co.. . . 52 58 54 172 178 - 844 37 5.091 N (GRL) Gen. Instrument . . 27 28 12 112 - 52 874
O (FNNI) Financlal News. . . 11 78 12 1/8 14 2.06 197 131 | N (GE)General Electrlc . . . 105 110 /8 - 5B 465 20 47877
A (FE) Fries Entertain. . . . . 53 5 M 178 227 10 27 N (HRS) Harris Corp.. . . . . 37 8 37 B 25 1.524
N (GW) Guli + Western . . . 75 38 79 14 - 378 - 4BB 22 4.660 I N (MAI) M/A Com. Inc. . . . . 14 58 14 18 1z 353 636
O (HRS[) Hal Roach . . ... 9 14 10 14 1 9.75 51 | O (MCDY) Microdyne. . . . . a8 4 "8 312 a7 18
A (HHH) Heritage Entertain. . 9 9 18 1”78 - 136 10 25 I N (MOT) Motorola, . . . . - . 55 55 114 14 - 045 64 7.024
A (HSN) Home Shopping Net. 20 20 718 78 419 45 772 | N (NPH) N.A. Phitips . . . . . 40 58 40 34 1”8 - 030 17 117
N (KWP) King World . . . . . 20 34 21 1/4 1.1 39 637 N (OAK) Qak Industries . . . 112 D 50
O (LAUR)Laurel Entertainment 4 38 4 34 38 789 16 10 | A (PPI) Pico Products . . . . 5 18 4 34 38 7.89 18
A (LT) Lorimar-Telepictures . 19 38 19 34 38 189 19 657 | N (SFA) Sci-Atlanta. . . . . 16 58 16 34 18 078 2 389
N (MCA)MCA. . . ... ... 48 46 34 ¥4 - 160 21 3591 | N (SNE) Sony Corp. . .. .. 19 78 20 12 58 - 304 12 4594
N (MGM) MGM'UA Commun. n 78 12 34 T8 - 686 606 | N (TEK) Tektronix. . . . ... 35 3B 39 Y4 438 -1.00 0 691
A (NWP) New World Pictures 13 38 12 Y4 58 490 25 142 \ N (VAR) Varian Assoc. . . . . 26 34 28 34 2 6§95 38 570
N (OPC) Orion Pictures . . . 1% 2 17 78 38 - 769 157 | N (WX) Westinghouse . . . . 65 34 64 A4 1 154 17 10101
O (MOVE)Peregrine Entertaln. 12 12 22 | N (ZE) Zenith . . . ... ... 25 78 24 w2 138 561 598
N (PLA) Playboy Ent.. . . . . 12 78 13 12 58 4.62 121 ] g
O (QVCN) QVC Network . . . 11 34 13 14 12 B fad 76 | Standard & Poor’s 400 . . 33743 34502 788 228

T-Toronto, A-American, N-N.Y. O-OTC. Bid prices and common A slock used unless
otherwise noted. "0 in P/E ratio is deficit. P/E ratios are based on earnings per share

for the previous 12 months as published by Standard & Poor's or as obtainea by
BROADCASTINGs Own fesearch. Notes: - Two-lor-one split. Apr 1,
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Fox Broadcasting Co.: The birth of a network?

FBC introduces its prime time
lineup over 108 affiliates, the start
of what executives hope to build
into a full fledged fourth network

Forget Hollywood. Since last Wednesday,
the name is Fox. At least that’s the impres-
sion visilors have when they see the 450-
foot-long landmark Hollywood hillside sign
covered by a giant facade engraved with
“Fox" in three 43-foot-tall letters illuminated
by search lights.

The Fox sign, which will come down after
a week-long stay, is part of an elaborate
publicity campaign designed to draw atten-
tion to the start of the Fox Broadcasting
Co.’s prime time programming lineup. Fox
began last night (April 5) with the debut of
Embassy’s Married...With Children and
Gracie Films® The Trecey Ullinan Show on
108 independent stations affiliated with the
company.

FBC has budgeted $14 million for adver-
tising and promotion, according to Jamie
Kellner, president and chief operating ofti-
cer. And the programing service will likely
spend several million dollars more as it rolls
out its weekend prime time lineup of 10 se-
ries and two pilots during the next two
months. It’s all part of the $150 million Fox
owner Rupert Murdoch has committed to
starting up a fourth network.

With Fox paying network rates for series,
$350,000-3400,000 for sitcoms and
$800,000 for hour action/adventure shows,
the investment represents a big gamble. It
comes atatime when the company’s late-
night Magship program, T/ Late Shoiwe Star-
ring Joan Rivers, is in trouble. While Fox
executives are satisfied with the show’s de-
mographic performance, they are disap-

pointed by its consistently low ratings. In a
move to lurn the program around, Fox re-
cently replaced its producer. “The show
wasn’t as intelligent as it could have been,”
Kellner said.

Additionally, Fox is entering the network
business at a time when the three established
commercial broadcast networks are going
through some of the most severe budgel cuts
in their history due to a soft advertising mar-
ket and network audience erosion. The lack-
luster network economy does not seem to
bother Fox Chairman Barry Diller, however.
He expects FBC to generate $125 million in
its first year and turn a profit in the next three
to five years (BROADCASTING. March 30).

Mark Riely, a media analyst for Eberstadt
Fleming, New York, said FBC should be
able to keep its losses to between $20 million
and $25 million a year. But the red ink could
be offset by the “tremendous boost™ to the

seven Fox-owned stations in major markets.

‘Married. . .with Children’
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He compared the situation to CBS in the
1960’s, when its owned and operated sta-
tions accounted for most of its profits. By
introducing the new prime time series be-
tween rating sweeps periods in February and
May, Riely said the strategy should help
compensate for the lack of backup program-
ing tor shows that fail.

When Fox announced the formation of
FBC in May [986, ofticials promise affili-
ates an initial eight rating for prime time
programs. But thalt number had to be scaled
down to a six rating guarantee for advertisers
after executives made a reassessment of the
market. Diller does not expect the new kid
on the block to pose a major threal to the
networks, saying he hopes FBC could get
Just a fourth of the ratings obiained by the
networks in prime time. To emphasize the
point, he said the three giants “view Fox asa
gnat.”

Affiliates are simply interested in seeing
their low-rated weekend schedules improve,
and in many cases a six rating would repre-
sent a substantial prime time increase.

For the executives charged with carrying
out the prime time introduction these are
hectic times. Garth Ancier, FBC’s senior
vice president of programming, knows the
chances of a prime time show succeeding on
108 stations are small. But with the creative
talent FBC has recruited—including Gary
David Goldberg (Family Ties), Stephen J.
Cannell (The Rockford Files, The A-Tea),
Ed Weinberger (The Mary Tyler Moore
Show, Taxi) and James Brooks (Taxt and the
theatrical “Terms of Endearment”)—and its
reliance on counter-programing strategies,
Ancier is encouraged. “We have some very
good shows and some that are just good,” he
said. “But we have no disasters.”




Ancier sees “a real opportunity 0 get
young audiences” on Sunday nights, when
there are no network comedies scheduled at
8-10 p.m. However, he anticipates having to
shift some shows from Saturday to Sunday
as the Fox season progresses. And that. he
concedes, could delay Fox's plans t0 add a
third night in January and another night each
year until the network is operating with sev-
en nights of prime time shows. *“We can only

develop al a certain pace,” he said.

To win viewers over from the three net-
works, Ancier will emulate the practice of
his mentor, NBC Entertainment President
Brandon Tartikoff, and give shows that have
merit time to build an audience. But he also
has some tricks up his sleeve for his 18-to-
49-year-old target audience. In the planned
Werewolf series, for example, he said the
producers will spend $500,000 on special

Duet

effects and at least one episode will be done
in 3-D.

Ore of Ancier's biggest worries is that
Fox will at some point no longer be able to
attract top writers. Talented writers are in
demand these days, with some 70 first-run
and network comedies on the air. FBC has
tried o attract top creative talent by handing
over much of the creative control that net-
works usually exert over scripts—which is

NBC wins news and prime time

NBC won week 27 of the prime time ralings race with a 16.6 raling/27
share, according to A.C. Nielsen. (Week 27 ended March 29.) CBS
closed out the week with a 14.5/23, and ABC ended up with a 13.3/22.
Last year NBC and ABC tied in week 27, scoring 15.8/26 while CBS
scored a 14.2/24.

In evening news, NBC won the week with an 11 5/22 over CBS's
11.4/22 and ABC's 10.8/20. For the 1985-86 season, the 27th week's
news race ended with CBS at 12.6/24, NBC 11.9/23 and ABC at 10.9/
21

The HUT level (homes using lelevision) was down from week 265
61.8%, ending 61.1%.

The season-to-date standings are NBC 17.9/28, CBS 16.0/25 and
ABC 14.1/22 for week 27, while at this point last season, the standings
were NBC 17.7/28, CBS 16.7/26 and 15.0/23.

In the tally of days won, the only movement out of the ordinary was

Rank O Show O Nelwork O Rating/Share

Rank © Show O Network O Raling/Share

NBCs Friday win, which the network look away from CBS with a
14.8/25.9, over the latter's 13.7/24.1. It was NBC's fourth Friday win of
the season. CBS’s Friday lineup was the half-hours Nothing Is Easy
and Fopcorn Kid, a one-hour Kenny Rogers special from 9 to 10 p.m.
and Falcon Crest from 10to 11 p.m. NBC ran the half-hours Roonties
and Amazing Stories from 810 9 p.m., followed by the one-hour Mianti
Vice and Stingray.

CBS won the 16-11 p.m. slat with Falcon Crest's 16.0/29, but failed
to take the remaining two hours away from NBC. (ABC's Charimings, at
8-8:30 p.m., came in second for that haif-hour with a 10.6/19, and
Webster, which followed, scored a 12.1/21, ahead of CBS's Popcorn
Kid. Amazing Stories on NBC at the same time came up with a
12.6/22.) The Kenny Rogers special on CBS pulled in a 14.5/25, signifi-
cantiy lower than the regularly scheduled Dalles, which has a season-
to-date average of 21.5/34.

Rank O Show O Nelwork O Rating/Share

1. Cosby Show NBC 33 .5/51 25. Hunter NBC 16.3/31 49, Popcorn Kid Special CBS 12919
2. Family Ties NBC 32.4/49 26. Monday Night Movie ABC 16.2/26 49. Houston Knights C8S 12.9/23
3. Cheers NBC 27 4/41 27. Knots Landing CBS 16.1/27 51. Harry ABC 12.7/20
4. Golden Girls NBC 23.4/40 28. Colbys Special ABC 16.0/28 52. Amazing Stories NBC 12.5/22
S 60 Minutes CBS 228/37 28. Faicon Crest CBS 16.0/29 53 Webster ABC 12 1/21
6. Growing Pains ABC 216/32 30. Kate & Allie CBS 159/24 54. Tortellis NBC 12.0/19
6. Murder, She Wrote CBS 21632 30. Magnum, PI CBS 15.9/25 55. Monday Night Movies NBC 11.5/19
8. Moonlighting ABC 21.2/33 32. Perfect Strangers ABC 157/25 56. Spenser: For Hire ABC 11.3/21
9. Whos the Boss? ABC 20.9/32 32. Cagney & Lacey CBS 15.7/27 57. Disney Sunday Movie ABC 11017
9. Sunday Movie CBS 20.9/33 34. Mike Hammer CBS 15.6/25 58. Popcorn Kid CB8S 10.8/19
11. Matlock NBC 20.3/31 35 McGyver ABC 15.5/23 58 Tuesday Movie CBS 10.9/18
12. 227 NBC 19.7/34 36. Stingray NBC 14.7/26 60. Ohara ABC 10.7/19
13. Spitting Image NBC 19.0/29 37. Simon & Simon CBS 14.6/22 61. Charmings ABC 10619
14. Newhart CBS 18.9/29 38. 20/20 ABC 14.5/24 62. Nothing is Easy CBS 10.2/18
15. Rags to Riches NBC 18.7/28 38. Kenny Rogers Special CBS 14.5/25 63. Saturday Movie CBS 9918
15. \alerie NBC 18.7/28 38. Sunday Night Movie NBC 14.5/23 64. Outlaws CBS 9.1/16
17. Dynasly ABC 18.6/29 41 Down & Qui—Donald Duck NBC 14.0/22 65. Starman ABC 89/15
18. LA Law NBC 18.0/30 42, Bronx Zoo NBC 13.9/24 66. Wizard CBS 8513
19. Amen NBC 17.8/31 43. Our House NBC 13.7/22 67. Friday Night Movie ABC 7.4/13
20. Designing Women CBS 17.7/27 44. Colbys ABC 13.6/21 €8. Spies CBS 7.1
AL ALE NBC 17.2/26 45. Movie of the Week. Tues. NBC 13.5/22 69. Qur World ABC 691
22. Miami Vice NBC 16.8/29 46. Jack & Mike ABC 13.4/24
23. Facts of Lite NBC 16.7/29 47. Roomies NBC 13.1/23
24, Night Court NBC 16.6/25 48. Sunday Night Movie ABC 13.0/21 “indicates premiere episode
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why the Fox sitcoms may be racier than
those seen on ABC, NBC and CBS.

With the company focusing most of its
attention on prime time and late night day-
parts, FBC executives said they have not
even begun to consider plans for daytime or
special events programing. The focus now
will be on shoring up the faliering Rivers
program and continuing with the roll-out
schedule of shows, which have all been giv-
en 13-week commitments.

Last night’s debut included an unusual
format. FBC broadcast the premiere epi-
sodes of the two sitcoms at 7 and 7:30 p.m.,
then repeated them twice at 8-9 p.m. and at
9-10 p.m. and inserted limited commercial
spots, behind-the-scenes features and pre-
views of upcoming FBC shows. The sched-

ule was intended to attract viewers who nor-
mally watch the top-rated Sunday night CBS
programs, 60 Minutes and Murder, She
Wrote.

Fox will follow its debut night by adding
Cannell’s 21 Jump Street, with a two-hour
debut Sunday (April 12) at 7 p.m. Duet,
Goldberg’s UBU Productions comedy, will
follow on April 19 at 8:30 p.m.; then Down
and Out in Beverly Hills, the spin-off of the
movie, will make its entrance April 26 at 9
p.m. Fox will save a heavy hitter for May 3,
during the sweeps period, when it will intro-
duce George C. Scott in Mr. President. Fox
executives say Mr. President is unusually
expensive given the salary of its star.

Two other series, Karen’s Song with Patty
Duke, and Werewolf, which has yet to be

cast, are still unscheduled.

FBC will not premiere any other shows
during the May sweep period. On Saturday,
May 30, it has tentatively scheduled the de-
but of two sitcoms at 8-9 p.m. followed by a
special. On June 6, it plans to add its final
two remaining Saturday prime time pro-
grams. Production, however, has stopped
temporarily on one series, Single Man. The
half-hour 20th Century Fox sitcom starred
Dean Paul Martin Jr., who was killed when
his National Guard jet crashed in the moun-
tains east of Los Angeles last month.

“The productions look pretty good,”
Kellner said. “The promotion is right on tar-
get. We are very comfortable with what
we've done.” ]

T e R S L |

Tartikoff praises VCR’s, pans sweeps

NBC programs among most recorded,
according to Nielsen; NBC programing
chief says year-round measuring
needed to avoid wasting production
money on network sweeps hyping

A new network study has determined that
videocassette recorders “are actually helping
our ratings rather than competing with
them,” NBC Entertainment President Bran-
don Tartikoff told about 850 members of the
Academy of Television Arts and Sciences
last week at a luncheon in Los Angeles.

“This year we’'ve begun to get VCR re-
search,” he said. “Videotape recorders now
have rankings of shows most often recorded,
and when a program gets recorded, both pro-
grams get credit in the Nielsen survey. And
Miami Vice, Cheers and Hill Street Blues are
among the programs that are most often re-
corded.”

Although the networks have consistent-
ly blamed the increasing number of
VCR’s, cable systems and independent sta-
tions for a decline in network audience
shares, Tartikoff put the blame squarely on
the shoulders of network programing ex-
ecutives and cost-conscious producers and
syndicators.

Tartikoff said the audience erosion stems
from syndicators insisting that the off-net-
work market has dried up for anything but
sitcoms. As an example, he cited a recent
Friday night when the three networks each
aired a sitcom at 8 p.m. and collectively
gamered 60 share points. That is “about
15%-20% down from the time period levels
established at the start of this season—when
we collectively offered three different types
of programing,” he said.

“] see no evidence anywhere that the
viewer wants more and more comedy,” he
said. “The aggregate ratings of this season’s
new network comedies are down 8% from
last season’s freshman batch. Undaunted,
the networks plunge ahead, making more
and more. And. . .first-run sitcom produc-
tions, the USFL of comedy, are also increas-
ing exponentiaily.”

He faulted the production community,
saying it helped put the power over program-
ing decisions in the hands of distributors.
“Something is clearly out of whack when the

syndication distributors are determining
what gets made on network television,” he
said, “when corporate accountants and fi-
nancial officers at local stations have more
say as to what that station can buy than the
program director or general manager.. ..
What has been lost in this stampede for cap-
ital gains has been the sanctity of the realm
of ideas.”

To change the pattern, he said, broadcast-
ers should figure out an economic formula to
convert to a 52-weck ratings period. “The
November, February and May sweeps add
$20 million of hyped programing to the three
network ledgers,” he said. “What all this
amounts to is everybody standing on their

tiptoes in a crowd. It’s an archaic and costly
ritual. The money could be better spent
buying original programing on a more year-
round basis.”

He asked producers to let the networks re-
establish centrol of their own destiny. “If we
think the viewer wants the next Hull Street
and nobody wants to make it for us except at
cost plus, then we might as well make it
ourselves.”

Tartikoff said networks should also elimi-
nate waste in program development and
commit to buying larger orders of hit series,
pay executives better to insure continuity
and devise different formats to present their
programs. a

e e e ——— - ———

Programers tune in to global markets

As MIP approaches, U.S. companies
gear up for sales abroad; barter

is practice whose time, though not
yet come, is seen as close at hand

As private commercial broadcast networks
and satellite channels continue to open up
overseas, particularly in Western Europe,
American program suppliers remain upbeat
about the international marketplace for their
products, not only at this month's MIP-TV
festival in Cannes (April 21-27), but for the
foreseeable future. France is seen by many
as Europe’s hottest market for American pro-
grams, as three new networks join the pri-
vate sector—La Cing, Channel Six and TF-
1. A third private network is scheduled for
launch soon in West Germany, and two new
private networks are likely soon to be estab-
lished in Spain. Satellite channels are also
taking off, as evidenced by the recent launch
of the second London-based pan-European
Superchannel. Australia is also seen as a
market ripe with opportunities, and the
Canadian and ltalian markets remain strong.
Several satellite services are also due to be
launched in the Scandinavian countries.
Bruce Johansen, vice president, interna-
tional sales, Multimedia, summed up the
feelings of many U.S. program suppliers:
“We’re pretty bullish, based on the renewed
appetite for product, due to the continuing
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privatization of networks in Europe, as well
as the addition of new outlets there.” The
shrinking value of the American dollar won’t
hurt the international marketing efforts of
program suppliers because foreign exhibi-
tors will receive more bang for the buck.
However, some programers downplay that
aspect, contending that the fit of a program
in any given market is the driving force be-
hind sales.

Barter sales abroad still appear to be the
subject of more discussion and planning than
action. The only market so far where barter
activity has made an impression is China,
where cash flow is limited and air time is
plentiful. But many American program sup-
pliers, particularly those who have had suc-
cess with barter domestically, are bullish
about the prospects of doing barter deals
abroad. The consensus, however, is that the
foreign barter market will not take off for
several years. And there are some suppliers
who wish the barter discussion would end.
They fear the barter approach, if it catches
on, may induce a flood of lesser quality ma-
terial from the U.S. that could spark foreign
program quotas in some countries.

While MIP-TV has always been a seller’s
market for American program suppliers, the
festival is increasingly being used by Ameri-
can companies also looking to acquire pro-
graming, either for distribution or exhibi-
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Synditel will hold its next screening of first-run syndicated product
for the Television Critics Association tour on Tuesday, July 28, from
10:30 a.m. to 3:30 p.m. at the Redondo Beach Sheraton in Redondo
Beach, Calif. The syndication screenings will come between
screenings of cable and NBC product on one end, and PBS, ABC
and CBS product on the other. Synditel also announced last week
that it will use Quinn/Brein Inc. to help organize the event.

Reeves Entertainment Group reports that it has reached an
agreement to distribute theatrical, television and home video prod-
uct to the People’s Republic of China. The five-year agreement was
made with China Film tmport and Export Inc. In a separate two-year
agreement, China Central Television has agreed to carry Those
Amazing Animais, a 22-episode series starring Burgess Meredith
and Priscilla Presley.

King World and Motown Productions announced last week that
they will complete the initial 195-first-run-episode cycle of Nightlife
Starring David Brenner, the show’s original commitment. King
World was waiting for the February sweeps results before making
any cancellation decision, but said last week that the ratings book
was inconclusive, delaying a final decision on the show until after
the May book. The series averaged a 2.4 in its late-night time period
since its debut Sept. 8, 1986. There were 109 markets carrying the
show at that time, according to King World. At present, 100 stations
carry the show.

MCA TV reports that it is “fast approaching the 60% clearance
level" in coverage with The Home Shopping Geme. Recent clear-
ances include wsek-Tv Boston, kTvT(ry) Dallas, wuas(ry) Cleveland,
kHTV(TV) Houston, wPxi(Tv) Pittsburgh and kiro-Tv Seattle. The Home
Shopping Game, also cleared on the CBS-owned stations, is sold on
a revenue-sharing basis and will get a June start. MCA TV also
announced that it has cleared The Bionic Six on wrix(Tv) New York,
to bring its market coverage for the animated series to 77% of the
country There will be two episodes of the series per week beginning
in mid-April. Weix(tv) New York will air the two episodes at 8 a.m.
Saturday and 10 a.m. Sunday beginning April 18. There will be 78
episodes available by September. Barter distribution gives stations
three-and-a-half minutes and MCA-TV two-and-a-half minutes dur-
ing years one and two. Stations will get the series for free in the third
year.

Houston-based Wodlinger Broadcasting reporis that it has now
cleared Hit Video USA on 11 broadcast stations and 120 cable
systems. The most recent station additions are xsci(Tv) San Bernar-
dino, Calif., which will program the service from midnight to 6 a.m.,
and wGBo-Tv Chicago, which will carry the show from 3 to 5 p.m. on
weekdays. Hit Video USA is a 24-hour music video network that is
programed five allowing for viewer requests. Sales to staticns are on
a cash basis.

Dan Dorfrman is preparing to enter first-run syndication with a half-
hour talk show combining business reporting and entertainment
elements and calted I Dream of Money. The show will featlure hu-
man-interest stories about people who have rmade or lost fortunes in
the stock market. The show is planned to feature a female co-host
and will be taped before a live audience. Tom Madden, former
personal assistant to NBC president Fred Silverman, and vice presi-
dent at NBC Entertainment, is executive producer of the project
which will be produced by Business Showcase Network.

Coral Pictures has acquired distribution rights to The World of
Amazing Animals, a series of 13 five-minute "mini-features” with
“tall tales, trivia and truths about the peaceful kingdom of animals.”
Claude Akins is the host of the series, which is being offered on a
straight cash basis.

Tribune Entertainment has signed an agreement to sell the na-
tional barter time in JEM, the animated strip produced by Sunbow
Productions and distributed by Claster TV Productions. Tribune al-
ready sells the national time for Sunbow/Claster's G.I. Joe, and will
continue to sell both shows through 1990.

Former Corporation for Public Broadcasting President Marty Ru-
benstein, who's worked both sides of the private-pubiic fence, is
now trying 10 help the twain meet. As a consultant to LBS Communi-

cations, he's working out a joint venture that would finance public
television product for eventual use in the commercial market and/or
acquire existing PTV product for commercial syndication. Public
stations would gain a new revenue source and the private market
would get a new source of product. The first deal is expected soon.

In its second acauisition deal with George Harrison's HandMade
Films, Columbia/Embassy Television has acquired "Mona Lisa,”
“Withnail and I” and the still-to-be-released "Five Corners.” Colum-
bia/Embassy also reports that the film "Swamp Thing,” part of the
barter package, Embassy Night at the Movies, scored a 13.7 na-
tional Nielsen rating in 13 overnight markets in its window that end-
ed March 4.

Paramount Domestic Television will distribute episodes of
Cheers and Family Ties, half-hours each cleared on more than 120
stations for debuts in syndication next fall, by satellite through Wold
Communications beginning May 9 and 10. Paramount will also
make availabte, through Videotape Products Inc., bulk purchases of
top-grade videotape stock to record the satellite transmissions at a
discount. The move by Paramount will eliminate the shipping costs
and delays associated with bicycling tapes to stations. Stations
unable to take the satellite feeds will also be able to get a library of
the episodes from both Cheers and Family Ties on tape through
Paramount.

Dow Jones & Co. reporis that it has upgraded the time period for
The Wall Street Journal Report on Television on wrix(Tv) New York,
10 include airings on Mondays from 6 to 6:30 a.m. beginning April 6.
The show will also continue to air from 2 o 2:30 a.m. on Monday
mornings. The WSJ Report, entering its sixth season this fall, is a
half-hour series of features on timely business topics. The shows
"publisher/editor” is W. Stewart Pinkerton Jr., deputy managing edi-
tor of The Wall Street Journal. A weekly The WSJ Report on Televi-
sion is now seen on 89 stations covering more than 75% of the
country, primarily in early morning time periods on weekends, or in
late-night time periods. The show is also seen on the International
Television Network's list of 39 affiliates. Barter distribution gives sta-
tion three minutes and Dow Jones three minutes. Other clearances
include kaBc-v Los Angeles., wis-tv Chicago. xvw-Tv Philadeiphia
and wJsk-Tv Detroit.

The National Leukemia Broadcast Council has cleared Six
Hours For Life, a nalional telethon that will air on Aug. 8, on more
than 60 stations, including wnywTv New York, KITv(Tv) Los Angeles,
wrLD-Tv Chicago, weHL-Tv Philadelphia, kBHk-Tv San Francisco, wcvs-
Tv Boston and koar-Tv Dallas. Hosted by Shirley Jackson and Ben
Vereen, the broadcast will attempt to go beyond normal telethon
broadcasls by incorporating segments palterned after a game
show, a talk show a variety Show, and the news. each with its own
set, host, opening title and theme music. The broadcast will be
concentrated in New York and Los Angeles, with cutaways to partici-
pating stations.

ITC Entertainment has been given exclusive domestic distribu-
tion rights to eight theatrical fiims owned by HBO, including "Sweet
Dreams,” starring Jessica Lange and Ed Harns; “Volunteers,” star-
ring John Candy and Tom Hanks; “Flashpoint,” starring Kris Kristof-
ferson and Treat Williams; "Heaven Help Us,” starring John Heard
and Donald Sutherland; “The Hitcher," starring Rutger Hauer and C.
Thomas Howell; "Head Office,” starring Judge Reinhold and Danny
De Vito; "Odd Jobs," starring Paul Reiser, and the slill-to-be released
“The Trouble with Spies,” starring Donald Sutherland and Ruth Gor-
don.

Multimedia Entertainment, Blair Entertainment and Kline and
Friends Inc. have postponed On the Move, starring Rita Moreno, for
a debut next fall, leaving open the possibility that the show may be
revived in January.

Lionheart Television Intl. reporis clearing the BBC series, 'Alio
’Allo, on five Gaylord stations for its fall debut: kwvi(Tv) Dallas,
wuag(Ty) Cleveland, kHTv(Tv) Houston, wrvi(tv) Tampa, Fla., and
ksTw(Tv) Seattle. 'Allo ’Alle has been cleared on 20 stalions so far,
including the Tribune Group, for its debut early this month. Sales are
on a cash basis.
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tion, or both, in the U.S.

A number of cable networks, including
Home Box Office, Arts & Entertainment,
Bravo, Black Entertainment, The Disney
Channel and Nickelodeon, will be at MIP in
search of acquisitions, and in some cases,
sales opportunities. Turner Broadcasting
System will also be on hand, for the first
year with its MGM and Warner film libraries
to market, as well as other original programs
seen on WTBS Atlanta. And, according to
TBS Vice President Jack Petrik, the com-
pany will also be on the lookout for films and
other programs 1o acquire for exhibition and
distribution in the U.S. Orbis Communica-
tions is another player that will be present
and looking to buy and sell. It has acquired
the domestic and international rights to The
Next President, a series of 13 half-hours

hosted by David Frost and focusing on the
top presidential contenders in the 1988 race.
Orbis will be marketing its live action half-
hour, Force Three, and will look for rights to
migisen’es, series and films salable in the
uU.S.

The rule of thumb in the international
market has been that action and drama se-
ries, films and mini-series are the most mar-
ketable product, while comedics do not trav-
cl as well because of cultural differences.
But at least two companies will take com-
edies to MIP this year, confident they will
prove the exception to the rule. LBS, which
has created in the last several months a new
international division that will be in force at
MIP, will offer You Can’t Take it With You,
a first-run comedy that debuts domestically
in the fall and stars Harry Morgan. Morgan

Rewarded, Twenty-four radio and television stations, cable systems and advertising
agencies were honered by the American Women in Radio and Television for their “realistic
and genuine portrayal of women.” The winners of the 12th National Commendation
Awards, selected from among 300 entries, were presented with their awards at a lun-
cheon in New York sponsored by RKO General, Campbell Soup Co., Jeff Arthur Produc-
tions and Gotin/Harris Communications Inc. Joan Lunden, co-host of Good Morning
America, chaired the ceremony. Above (I-r): Lunden; Mariette Hartley, of the CBS Morning
Program; New York Mayor Ed Koch, and Jane Pauley of NBCs Touday. The awards
recognize “insight and creativity” in seven categories: news, documentaries, entertain-
ment, talk shows. public service and promotional announcements and advertisements.
The winners follow:

m Best entertainment program—CBS, Women of Valor and Kate & Allie, and NBC, The
Golden Girls.

m Best documentary (television)—«vwTv Philadelphia, The Subject is Women; ABC
News, Closeup: After the Sexual! Revolution; PBS/TransTel Communications, Brown
Sugar; National Black Programing Consortium, Columbus, Ohio, Mandela.

m Best portrait (television)- -ABC News, 20/20: Carol Burnett: To Make It or Not; lowa
Public Television, Johnston, lowa, Market to Market: A Helping Hand: wevi-Tv Philadel-
phia, Dr. Ethel Allen: Minuses into Pluses.

m Best news series or feature (television)}—NBC, Boyd Matson Reports; New Jersey
Network, Trenton, Women, Power and Politics; ABC, Please! Somebody Help Me!; waga-
TvAtlanta, Battered Women.

u Best ediorial—wmaQ-Tv Chicago, Volini—Female Alderman.

u Best public service announcement-—«nec-Tv Burbank, Calif., The Spirit of Southern
California.

® Best children's programing—Multimedia Entertainment, New York, The Horrible Se-
cret.

m Best talk show {television)—wNec-Tv New York. Today in New York: Feminism in the
Eighties; ksL-Tv Salt Lake City, Sudden Infant Death Syndrome.

m Best promotional announcement (cable)—Lifetime Cable Television, New York, Ave-
nues Promotional Campaign.

u Best talk show (cable)—C-SPAN, Washington, News Women of the World.

u Best documentary {radio)--RadioWest, Denver, The Family of Women: Stories from
a World Gathering.

m Best portrait (radio)—National Public Radio, Washington, Beryl Markham: Author
and Aviatrix.

® Best news series or feature (radio)—ABC, Ann Compton—Wonien in Politics.
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starred in M*A*S*H, one of a few sitcoms
that has done well iniernationally, and LBS
is banking that his visibility may stimulate
sales for You Can’t Take it With You.

Worldvision Enterprises, which says it
will take more than 1,000 hours of current
network programing to MIP, is also taking
along the first-run syndicated comedy,
Throb. *‘l think the door may be opening to
certain types of American comedy,” said
Burt Cohen, the company’s senior vice
president of international sales. “If it is well
produced and not over-Americanized, but
has a4 wider audience appeal,” he said, it may
sell. Cohen said the program has alrcady
been sold to The Ten Network in Australia,
Channel Two in France and Globo TV in
laly. Throb, he noted. has one British char-
acter, and focuses on the characters em-
ployed at a record company *“that could be
anywhere. The market is changing. If
| American] comedy can become more diver-
sified, it will find wider acceptability
abroad.”

As to the issue of barter, LBS, a leader in
that arca domestically, is also excited about
international barter prospects, said Phil
Howart, president, LBS Network's Group.
Howart said the company intends to “take
our |barter] expertise here in the U.S. and
export it. Clearly it is an exportable premise,
where there are conditions that support it.”
The ripest areas for barter, he said, are where
new broadcasters are coming on board, such
as in France, and where advertisers are look-
ing to expand their on-air exposure. Though
Howart says LBS expects to act as a “cata-
lyst” of barter sales abroad, he also acknowl-
edges that the barter marketplace will prob-
ably take several years to emerge, as
advertisers and broadcasters sort out strategy
and learns to cope with political barriers.
Most European countries have different
rules and regulations for advertising, which
poses a problem particularly for the net-
works that are received in more thun one
country, such as Sky Channel and Super-
Channel. “We are inching toward it,”
Howart said.

Others agree, including Stan Goiden,
president, Horizon International Television.
“1 think barter is a strong possibility down
the line,” he said, “when we can get to the
point when we can offer advertisers a aum-
ber of different countries.” Alice Donenfeld,
who heads Filmation’s international market-
ing effort (BraveSiarr and Ghostbusters),
said her company is exploring the potential
of barter in international markets. “I don’t
think it’s time yet, but it’s coming up in the
near future,” she said.

Colin Davis, president, MCA Internation-
al, said that as long as foreign broadcasters
“can control buying and scheduling they
would prefer to stay with straight [cash] li-
censing.” But he added that sports may be
one program type ripe with barter potential
because of the close connection between
sports events and sponsors. As {or markets
generally, he said, China so far has been the
most attractive barter markel because “that’s
the only way one can get a license fee, be-
cause the Chinese don’t have the hard cur-
rency” to pay for programs. In the case of
Europe, he said, “when the advertising con-
tent laws become more standardized there



%a Tuned

m CBS said jast week that two of its late-night series, Night Heat and
Adderty, would have six week runs this summer. Both series are
hour action-drarma series produced in Canada, and the move is
seen as an experiment to test viewer acceptance to hours with a
toned down look—both are produced on videotape—compared to
the dramas produced domestically, most of which are produced on
film with a much glossier look. Night Heat is seen in Canada in
prime time. The Canadian hours cost between one-half and two-
thirds as much to produce as hours produced in the U.S., which
cost as much as $1 million or more to make. All three networks have
come under considerable pressure to reduce program costs where
possible, due to smaller annual gains in advertising revenues.

m NBC Radio Network will plumb its archives to creale a one-year
series of 60-second spots called Today in History, announced
Frank Raphael, director, news. Blending entertainment, history,
“real-life drama and human comedy,” and using real news and
music recordings, the spots will run daily and, beginning this month,
will cover such stories as the assassination of Martin Luther King, Jr,
Fidel Castro's 1960 visit to the U.N., the Berlin blockade and the final
withdrawal of U.S. troops from Vietnam. The series is written and
produced by Albert Reyes.

The NBC Radio News National AIDS Call-In will air 7-10 p.m.
ET, April 16, and will feature a toll-free 800 number viewers can use.
Anchored by Peter Laufer and produced by Rusty Lutz (the pair who
earned American Academy of Family Physicians Journalism Awards
in 1984 and 1985 with AIDS: The Facts and the Fears and AIDS:
The Killer Epidemic Continues), the special will, according to vice
president James T. Farley, Jr, focus on "the positive things people
can do today" about the disease, as well as emphasize the serious-
ness of the epidemic.

w National Public Radio will mark Older Americans Month in May
with four installments of producer Donna Limerick's Horizons series
titled, in tumn: Elderly Suicide: Who Would Miss Me?, produced by
Audrey Coleman: In Praise of Oid Age: The Chinese Elderly, pro-
duced by Johanna Cooper; Aging in America: The Mexican-
American Experience. produced by Claudio Sanchez, and The
Oldest Americans: A Century of Living, produced by Sioan Walker
and Fletcher Harper. Transmissions are scheduled for Tuesdays at
noon. Frank Tavares is executive producer of the series.

On Saturdays at 4 p.m. in April, NPR is also airing another new
series, The Nature of Music. Professional composers and musi-
cians, including pianist Emanuel Ax, rock musician Frank Zappa
and violinist Yehudi Menuhin, along with physicists and psycholo-
gists, explore the discipline and techniques of performance, the
relationship between music and the brain, common threads in all
music and the value of music to different people. The series comes
from executive producer Dr. Karl Signell and Garuda Productions.

m Beginning Monday, April 27, 8 p.m. ET during National Holo-
caust Remembrance Week, PBS will air the four-part documentary
Shoah. Producer Claude Lanzmann fimed 300-plus hours of inter-
views with death camp and Warsaw ghetto survivors, as well as with
a former Treblinka SS officer, photographed and recorded secretly
by Lanzmann who guised himself as a French historian "eager to
restore the balance of truth” to the era. Co-produced with Les Films
Aleph and Historia Films, with the participation of the French Ministry
of Culture, the series will be broadcast again on a single day, Sun-
day, May 3, from 9:30 a.m. to 10 p.m. ET.

®On June 3, South Carolina Educational Television will offer I
Hope It's Not Alzheimer’s. as a public service, hal-hour discussion
to be aired in connection with the one-hour PBS drama about the
disease, There Were Times, Dear, starring Shirley Jones and Len
Cariou and directed by Nancy Malone, to be broadcast nationally
from 10 from 11 p.m. The drama and discussion are both from Lilac
Productions, Linda Hope executive producer.

Also at PBS, producers Susan Dowling of wGeH Boston and Lois
Bianchi of WNeT New York have teamed to up to present a third season
of New Television, a 13-part series showcasing innovative works by
American video artists. Running from the beginning of April through

June 26, and airing Friday nights at 11 p.m., the series will air 23
electronic image experiments, avante-garde documentaries. comput-
er-assisted illusions and impressionistic video portraits by 21 contem-
porary creators.

In the works for PBS's Mystery series next fall are six new episodes
of Thames Television's Rumpole of the Bailey, with Leo McKern, and
10 episodes of Thames's Lord Peter Wimsey. with Edward Pether-
bridge in the title role. One of these two will inaugurate the season and
be followed by a new series of Agatha Christie’s Miss Marple, retain-
ing its star, Joan Hickson, as well. Rebroadcasts of this past season's
Adventures of Sherlock Holmes and Malice Aforethought have
been scheduled for this summer, and currently in production in Eu-
rope: A Perfect Spy, from John Le Carre and starring Peter Egan, and
Gasmne, Set, Match, based on Len Deighton’s trilogy and starring lan
Holm. wGBH's Rebecca Eaton, series executive producer, and host
vincent Price continue their roles.

Rosemary Anne Sisson, principal writer of many Upstairs, Doum-
stairs episodes, has created a The Bretts, "an affectionate look at
three generations of a British acting family," which will open the '87-'88
Masterpiece Theater season in October, following a May 24 to Aug. 23
encore of The Jewel in the Crown. BBC will also provide a new
production of Dickens's David Copperfield (five hours) and Thomas
Hardy's The Day After the Fair, produced by Louis Marks and star-
ring Hannah Gordon (two hours).

® Those who look forward to PBS's April-through-June art video
showcase New Television may also look forward to the April-through-
June 12-part showcase on The Learning Channel, Declarations of
Independents, produced by Melinda Ward, John Schott, Robert J.
Shuman and Chiz Schultz for TLC and Twin Cities Public Television.
Airing each Sunday at 8 p.m., the fourth Independents package, this
time hosted by Out of Africa producer Sydney Pollack, seeks t0
demonstrate the contributions of independent filmmakers over the
past half century and to win a wider audience for cinema-verite docu-
mentary (April 12). labor moverment documentary (April 26), experi-
mental dreamscapes (May 3), claymation and animation (May 17),
video art {May 24), and the earlier of works of Ske's Gotta Have It
producer Spike Lee {June 21), among cthers.

m Also on cable, "Sleeping Beauty,” Disney's 1952 feature animation,
will make its cable premiere on The Disney Channel later this year.
Additionally production has ended on TDCs two-hour feature Not
Quite Human, starring Alan Thicke as an inventor who creates an
android son (Jay Underwood) and Joe Bologna as a toy manufaturer
who tries to steal the invention.

m In Europe, production has begun on the David L. Wolper and
Bernie Sofronski mini-series Napoleon and Josephine: A Love Story,
produced in association with Warner Bros. Television for ABC. Starring
Jacqueline Bisset and Armand Assante, the six-hour story will focus on
the relationship between the emperor and his wife during France's
post-revolutionary rise and will be shot in Paris, Rabat, Morocco, and
Portsmouth, England. Alfred Kelman and Suzanne Wiesenfeld are pro-
ducer and co-producer, respectively.

m ABC will air three original movies in early Aprit. In Sworn to Si-
ience, directed by Peter Levin and airing April 6 at @ p.m. ET, Peter
Coyote and Dabney Coleman play lawyers under scrutiny for defend-
ing a client indicted for a series of sensational murders and for keeping
that client's alleged confession from public and press. Daniel H. Blatt
and Robert Singer are executive producers. Erv Zavada is producer.
Buzz Kulik both produced and directed Her Secret Life, in which Anne
Goodwin {Kate Capshaw), former spy-turned-housewife, is coerced
intc taking cne more assignment: help a former lover/co-worker (Greg-
ory Sierra) escape from a Cuban prison. This Phoenix Television pro-
duction, Judy Palone, executive producer, will air April 12, 9 p.m. Also
9 p.m. the following evening, Kirstie Alley and Lee Horsley star as
husband and wife struggling with his one night indescretion with her
best friend in Infidelity, a Mark/Jett Production in associaton with
ABC Circle Films. Directed by David Lowell Rich, the two-hour movie
was produced by Sue Jett, Tony Mark and executive producer Amy
Berg.
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may be more opportunity.”

But whatever the prospects of the barter
market, few doubt its time will come. John
Eger, president, World Wide Media Group,
which recently was commissioned by the
NAB to prepare a study of media develop-
ments and opportunities in Western Europe
over the next five years, reports that Western
European television revenues now come to
about $5.8 billion annually. Annual growth in
the next few years is expected to average close
to 30%, he said. In France alone, with the
expansion there, advertising salcs are expect-
ed to climb by 175% in the next year Eger
believes that U.S. television program suppli-
ers currently generate close to $1 billion in
revenue from foreign syndication of their
shows.

One area of activity at MIP that some be-
lieve is sure to intensify this year is co-ven-
turing among American-based programers
and their foreign counterparts. Among the

reasons for that are the increasing pressures
to keep costs down domestically, said CBS
International president Donald Wear. “Col-
laboration captures more the spirit of what
I’m talking about,” he said. “Collaboration
between broadcasters to address the forces at
work in all of our industries as well as the
creative challenge. We've got to reach out
anywhere we can for new creative ideas.”
The soft syndication marketplace domesti-
cally, in evidence at this year's NATPE, is
also likely to spur more co-venture activity
at MIP, Wear and others said. The reasoning
is that since not as much new product will
make its way to the international markets
from the U.S. syndication market, other out-
lets will have to be tapped, and co-ventures
are a natural response.

MIP-TV organizers are expecting at least as
big a crowd as last year, some 5,600 in all,
maybe more. There are 65 more booths this
year than last. for a total of 320, and many of

those are shared so that the total number of
exhibitors could be almost double that. Three
more countries will be represented this year, a
total of 110. Last year, representatives from
about 240 American companies attended the
show, and this year more are expected.
Several of the major studios will not be
formally represented at MIP, including 20th
Century Fox and Columbia Pictures Televi-
sion. The reason is that the show falls be-
tween the Monte Carlo TV market, which
takes place in February, and May screenings
in Los Angeles, when all the major Europe-
an players make the trek to Hollywood to
view the pilots picked up for the fall by the
networks. Thus, as Bill Saunders, senior
vice president, 20th Century Fox Interna-
tional, puts it, “the timing is bad.” And, he
noted, not much happens between Monte
Carlo and the May screenings, so it really
does not make sense to the major studios to
spend money on a full-blown effort at MIP. O

Advertising & Marketingm

Cable advertising: feeling like a billion dollars

Annuai Cable Advertising Bureau
conference gives 1,100 attendees
bullish prognosis of advertising
health of wired medium

According 10 cable TV executives address-
ing the Cabletelevision Advertising Bu-
reau’s sixth annua] Cable Advertising con-
ference last week, this may be cable’s year.
With billion-dollar advertising revenues, in-
creased program ratings and deregulation of
the cable industry, 1987 “is indeed a special
year,” said CAB President Bob Aler. It is
“the start of the golden age of cable pro-
graming,” said Viacom International Chair-
man Ralph Baruch.

About 1,100 representatives of the cable
industry, advertising agencies and the press
heard that message during CAB’s confer-
ence at New York’s Waldorf-Astoria hotel,
March 29-31. Next year’s gathering is
scheduled tentatively for April 10-12, also at
the Waldorf-Astoria.

According to Alter, Nielsen data for last
February showed an *“accelerated growth” in
audience for the advertiser-supported cable
networks. Prime time is up 21%; weekends
are up 29%; early fringe is up 32%, and late
fringe is up 53%, he said. According to Ed-
ward Bennett, executive VP, Viacom Cable,
and CAB chairman, in 1987 almost 50% of
American houscholds will spend $12 billion
to receive cable and cable advertising rev-
enue will exceed $1 billion for the first time.

Leading off last Tuesday’s agenda was a
special report by Adam Staghano, senior
vice president and director of planning for
Doyle Graf Mabley. on the viewing habits
in multi-channel households and their
positive impact on the growth of cable. He
was followed by three bullish reports on
the future of cable television from Trygve
Myhren, chairman of American Television
& Communications and National Cable
Television Association chairman; Robert
Clasen, president of Co;ncast Cable Com-
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munications, and Fred Vierra, president of
United Cable Television Corp. Myhren
told the advertising and cable executives
that “the future appears very, very bright.
Your success last year must continue and
excelerate if cable television is to become
not just an equal partner in electronic infor-
mation and entertainment, but if it is to
become what [ believe it will be, the un-
questioned and undisputed leader.”
Myhren said that “the partial deregulation
of cable, which has recently been achieved,”
brings the intcrests of consumers and cable
business people together “for the first time.”
He said that two issues now under discus-
sion—the status of must carry and “the
greatly overblown controversy” surrounding
dial relocation—are *really consumer is-
sues,” and should be viewed as such. As for
dial positioning, Myhren said, “let’s all for-
get about the clever strategies of one or two
very isolated cable operators and the selfish
pleadings of some low appeal broadcasters.

Bennett




[nstead. let’s concentrate on what's best for
the consumer.”

Since customers are used to finding “ma-
jor local broadcast stations on the traditional
VHF channels™ (2-13), the industry “intends
to leave them there.” Myhren said. adding
that cable operators will gain by placing
some of their own cable programs—"espe-
cially those channels that are strong advertis-
ing vehicles, on open channels in this famil-
iar range on the dial." For the rest of the dial.
Myhren advocated an “affinity program
grouping.” with “"logical groupings™ of simi-
lar programs. For example. foreign language
and ethnic channels would be clustered to-
gether. as would educational channels. such
as Discovery, Public Broadcasting Service
stations and The Learning Channel.

Myhren also pointed out {and was second-

ed by several other speakers) that “in
January 1987—for the first time in the histo-
ry of the Nielsen ratings. the broadcast net-
works attracted less than half of the televi-
sion audience.” Myhren said that “before the
end of this year, more than 50% of America’s
households will have cable. We will soon be
able to say that, for the majority of Ameri-
cans, cable television is television,™ he said.

Myhren added that with growth in sub-
scribers and viewing hours “comes a corre-
sponding ability” to attract more advertising
dollars. He predicted that cable will have an
increased share of political advertising dur-
ing the 1988 Presidential elections, adding
that “with new advertising interconnects and
local ad sales operations being created every
week, many more candidates for local, state
and national office can use cable easily and
cost effectively to reach specific voter
groups.”

Outlining the cable industry’s “tendency
to focus on one aspect of the business at a
time"—the various “eras” that cable has
gone through in its development, was Bob
Clasen. He said that the industry is now pre-
paring for “the next phase of our industry—
that of a market-driven customer service in-
dustry.”

He said that the current era of deregula-
tion has brought “"a realignment of basic and
pay rates so that they are closer to the price/
value relationship the consumer sees.” As
more revenues come from basic services,
“the industry is understanding that the key
factor in our ability 1o charge increasingly
higher rates for basic service will be the con-
sumers” perception of the value of the prod-
uct available,” Clasen said, adding that if
customers aren't familiar with the cable
product, they won’t find the industry’s “fun-
damental cable service very valuable.”

The industry needs to “use every means at
our disposal” to have the cable programing
services “positioned on the proper channels,
easy to find and explained in our direct mail,
with schedules in monthly guides, and on
dedicated channels, advertising availabil-
ities, cross promoting the services,” he said.
“We can’t rely on the three networks’ prime
time fare to fuel our consumer’s demand for
service since we aren’t an $8 or $9 cable
service anymore. We are now a $15-320
product and are 36 or more channels,” he
said, adding that “we must both compete for
viewers with the networks and create a dif-
ferentiation and a distinction that gives the

consumer value for their money.” That dis-
tinction can be achieved through marketing
and through customer service, he said. “We
must win the fight for the consumer every
day.”

Fred Vierra said that there “is a major
transformation taking place in the field of
cable programing. and the implications for
television viewing in this country are enour-
mous.” In the past, he said. the broadcast
networks had larger audiences and more ad-
vertising money, “which meant that they
could develop programing. which in turn
meant they atiracted larger audiences.”
What you are seeing now, Vierra said. “is the
circle being broken.”

“The broadcast audiences aren’t growing.
nor are the advertising revenues. Instead of
being able to devote more resources to have
a better product. the networks are cutting
back some of their core products. like news
and sports. That's why cable has been able to
get its nose under the tent of NFL football.”
Vierra said. [n the meantime. he added, the
cable industry is building its audience. and
increasing revenues. and investing in new
programing. “What we have here. folks.
right here in River City. is an honest to God.
mega trend.” Vierra said.

As cable’s profits grow. he said. the indus-
try “not only can afford to develop competi-
tive programing. be we can also afford to
invest in educating the public and program-
ing producers about what cable has to offer.”
Additionally, many cable operators have be-
gun to invest in various programing ser-
vices. either separately or by pooling re-
sources and forming consortiums. Vierra
said. adding that the “best way™ for cable to
continue to grow, is “‘to develop quality pro-
ducts that our competitors can't offer.”

Baruch heralds ‘golden age’ of cable
programing in ‘cable month’ kickoff

Ralph Baruch, chairman of Viacom [nterna-
tional Inc., and chairman of the National
Academy of Cable Programing, opened the
cable industry’s National Cable Month,
which began April 1, at the CAB convention
in New York last week. Baruch said that 13
advertiser-supported cable networks. local
cable systems and “the major pay services”
have commitied about $40 million for adver-
tising and promotional support of special

Baruch
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programing that will be presented during
April.

According to Baruch, 1987 is the start of
“the golden age of cable programing.” With
almost 50% of U.S. households now wired
for cable. there is now “enough infrastruc-
ture in place™ for the cable industry to focus
its efforts on programing, he said. Also, de-
regulation has “created a freer operating en-
vironment. changing the dynamics of the en-
tire television industry,” he said.

The Viacom executive said that the cable
TV industry now spends about 52 billion
annually on original cable programing, a fig-
ure that he predicted would triple by the end
of the decade. He foresees growth in other
areas as well. Pay per view “and its newly
developed immediate-response technotogy
to impulse ordering of movies, concerts and
other attractions will become increasingly
competitive with video rentals and even mo-
tion picture theaters,” he said, adding that
advertising revenues on cable will also in-
crease. Citing CAB figures, Baruch said that
in 1987 advertising revenues will exceed $1
billion. “By the end of this decade. they
could be well over $2 billion, doubling again
to $4 billion by 1995, he said.

As commercial broadcast television net-
works cut back their news divisions, cable
news and information programing is ex-
panding, Baruch said, with such services as
the Cable News Network, C-SPAN, the
Weather Chanrnel and the Financial News
Network. Baruch also cited cable’s educa-
tional services, sports programs and nonani-
mated children’s programing, as well as the
variety of other services offered, saying that
“cable programing can address target audi-
ences as magazines do and radio does. We're
not in a position of having only one shot at a
monolithic audience,” he said.

“[n the years to come.” Baruch said, “we
will look back on the late 1980's as the peri-
od of gigantic strides forward in cable televi-
sion programing. Our stepped-up effort to
successfully program and market cable net-
works will be inevitable as cable continues
to blanket the country,” he said.

Also announced at last week’s CAB con-
ference were the 1987 recipients of three
awards recognizing significant contributions
to cable advertising sales. The Chairman’s
Award. which recognizes “‘outstanding over-
all contribution to the growth of cable televi-
sion as an advertising medium.” went to Kay
Koplovitz. president and chief executive of-
ficer. USA Network. Cable AdNet received
the Weinstein award, which honors an orga-
nization that demonstrates “a combination of
entrepreneurial, managerial and sales skills

resulting both in its own success and in fur-
thering cable’s growth as an ad medium.”

]

At a CAB panel session last Tuesday morn-
ing (March 31), Jerry Maglio, of Daniels &
Associates (who moderated the panel), Kay
Koplovitz of USA Network, Joel Segal of
Ted Bates Advertising, Ted Turner of Turner
Broadcasting System, Ed Bleier of Warner
Brothers Television, and Lon Bencini of
General Mills provided their views on a host
of topics ranging from the impact of deregu-
lation to the effect of channel alignment.
On the former, Koplovitz said that chang-



ing environment under deregulation “gives
us the opportunity to better position and pro-
mote our product than we ever have before.”
Turner said that having less regulation is a
“much more sensible approach” that is bene-
ficial to anyone in the cable business. Regu-
lation, “particularly at the local level—hob-
bled the cable industry,” he said.

On the issue of advertising, Lon Bencini
offered a client’s perspective, saying that ad-
vertising clients “have to go where the con-
sumer is; we have to find the viewer.” Joel
Segal said that cable will have a tough
time increasing its penetration levels without
spending more money on advertising and
promotion. The “progress of cable has been
very slow,” he said, and cable’s ratings “are
still very low.” What cable needs to do, in
addition to increasing promotion, Segal
said, is to “probably buy some of those off-
network, hour-long programs and jazz them
up and repackage them” as a way to increase
ratings. 1t is also important, he said, to put
the cable services on the same channel with-
in a market, so that viewers can easily find a
cable network.

According to Koplovitz, attracting “good
quality” producers, directors and writers to
cable is also important. “Vast changes” are
taking place in the programing marketplace,
as the networks cut costs and cable offers
more programing competition, Koplovitz
said. And although cable has to “look for
creative ways” to structure the costs of pro-
grams, “the deals aren’t important if the pro-
gram doesn’t work,” she said.

Turner said that although the networks
now “‘may have good cost-efficient manage-
ment,” those currently in charge of the net-
works are “not programing-oriented, they
have bottom-line mentalities.” He added
that “the networks have only one source of
revenue—advertising—whereas the cable
networks have subscription fees as well as
advertising.” Turner foresees “cable getting
probably stronger, vis 2 vis the networks in
the next few years.”

He also compared the networks to “the
Germans. . .in late 1942. They cover a lot of
territory very thinly.” It could not be antici-
pated, he said, “how fast [the networks]
would fall...The economic base just isn’t
working at the current time.” Tumner said
that “the economic underpinning” will be-
come “much worse from here on out because
the basic financial power shift is going in
cable’s favor, vis a vis theirs...1 think we’ll
be in a vastly different world five years from
now than the world we were in five years
ago,” he said.

Bleier said that the cable industry should
“stop talking about reinventing the wheel
with first-run, original programing...There
is nothing wrong with 36 channels of very
entertaining programing, whether it’s called
an independent station or a USA Network,”
he said.

On the subject of channel alignment, Se-
gal said dial position “couldn’t be more criti-
cal.” Tumner said that historically, the net-
works have had the most viewers and have
also been placed on lower dial positions on
the cable. He said that with cable systems
now carrying more channels than they have
in the past, “why should [network affiliates)

all be on preferred positions? Why shouldn’t
they be spread throughout the dial, giving
everybody an equal chance?”

Turner added that ethnic networks should
be given “the same kind of chance as the
white networks have.” Everybody should be
“given a fair shake,” he said, adding that “al]
networks should get an equal shot at the
viewer. . . It’s the equitable, fair and best
thing for the cable industry to do,” he said.
“I believe in equal opportunity programing
for all.” He added that, if the networks had
“no viewership, you’d move them up there
to channel 85, wouldn’t you? One of these

days, if they keep going down the way they
are, that’s where they'll be.”

As for a suggestion made earlier in the
momning of “affinity grouping” of services
on the dial, Segal called it “an excellent
idea.”

But who, asked Bleier, decides where
a service is placed? “The more you start fine
tuning the commerce that only one person
controls in a community,” said Bleier, “the
more you're going to invite reregulation and
a lot of political confrontation...Beware of
the politics of it, they’re more important
than the short-term commerce of it.” 0O

Taxing time for broadcasters

A number of states are considering
adopting sales taxes on advertising
expenditures; state associations
go to work to defeat measures

This year will be remembered by some
broadcasters and advertising-related com-
panies as the year of the sales tax legislation.
While the application of a sales tax, ranging
from 3% to 7%, to billings has been attempt-
ed previously in many states, an epidemic of
such legislation has sprung up again, mostly
within the past two months. If every state
were to adopt a 5% sales tax on total adver-
tising expenditures, the extra cost to media-
related companies would total roughly $5
billion—minus a presumed federal tax bene-
fit.

The genesis of many of the attempts to
extend the sales tax to broadcasting comes
from declining tax bases in many states.
This has been especially true in states where
agricultural and energy businesses have been
hurt. But the sales tax proposals have also
sprung up in such states as Washington and
Indiana, where the proposed receipts are to
be specifically targeted to education or other
programs. The decline in federal revenue
sharing has also contributed to the current
attempt by states to find new sources of tax
revenue.

In most states the proposed sales tax
would be imposed on top of an already exist-
ing income tax or “gross receipts” tax. No
matter what the form, there will probably be
a negative impact, said Dan Jaffe, senior
vice president of the Association of National
Advertisers. “All of the studies we have
done in this area have come out with the
same conclusion,” Jaffe said. “The states
will get money upfront but it will have two
follow-up results. There will be a cutback on
advertising, or the cost of products will be
raised, presumably cutting back sales.” The
ANA and other advertising associations and
the National Association of Broadcasters
have targeted the defeat of state tax propos-
als as a top priority.

The NAB recently established a database
on the status and specifics of legislation be-
ing proposed around the country. Said Barry
Umansky, the NAB’s deputy general coun-
sel: “Now the war is getting a little more
serious.”

Broadcasting Apr 6 1987
96

The following is a survey of some states
where the legislative battle has been particu-
larly heated:

W Just a little more than a year ago a sales
tax on advertising in Arizona was phased
out. According to Ken Heady, executive di-
rector of the Arizona Broadcasters Associ-
ation, the 4% tax, which had been in exis-
tence since the mid 1930’s, was applied to
any advertiser that had a “brick and mortar”
presence in the state. Since the tax was
phased out at the end of 1985, said Heady, no
bill has been introduced to reinstitute the
tax.

The Phoenix city council, on March 17,
discussed a proposal to double a local adver-
tising sales tax to 1%. The city council in
1978 had been persuaded not to expand the
tax to national advertisers, who use the city
as a test market, but since the tax is targeted
specifically for the upkeep of the Phoenix
Civic Plaza, it is kept for local advertising.
At the meeting, said Heady, the council
agreed to delay any increase for a year while
the state legislature, which had threatened to
preempt the city’s ability to levy a service
tax, also agreed not to take any action.

8 The good news in Florida, said Bob
Foss, executive vice president of the Florida
Association of Broadcasters, is that the leg-
islative session “isn’t over” and there is still
hope of preventing the sunset of advertis-
ing’s exemption from the state’s 5% sales
tax. Still, Foss said, some people are getting
“...pretty pessimistic. ..there are too
many people willing to throw in the towel.”
The exemption is to expire on July 1 unless
the legislature passes new legislation.

Among the reasons for the discourage-
ment was a 12-3 vote against keeping the
advertising exemption. That vote was taken
by the Sales Tax Review Committee, which
had held hearings around the state for sever-
al months and reportedly ended up granting
exemptions for certain other services includ-
ing securities and commodities transactions,
life insurance and education.

And the president of the state senate, John
Vogt, has given his support to the tax propos-
al. Foss is looking hopefully at an already-
filed legal challenge to the tax legislation.
Also, he is hopeful that a large mail and
telephone campaign, currently being orga-
nized with the help of the association, may




change the legislators”™ minds.

The FAB executive vice president said
most people don't realize that the definition
of services being considered by the state
governmeni encompasses some 2,700 types
of businesses. “For broadcasters, for in-
stance,” he said, “not only would their own
billing be taxed, but so also would their con-
tracts with Arbitron, BMI. UPI and their
accounting firm.”

As of a few weeks ago the definition of a
service would also include out-of-state ad-
vertising, including that placed on the televi-
sion networks. The state’s tax collectors
would decide what portion of a national ad-
vertisement's cost went for reaching the au-
dience in Florida. and a 5% tax would be
levied. Foss said the state thinks it will get
$161 million annually by taxing advertising.

® As part of Governor Jim Thompson’s
program to “‘build lllinois,” he has proposed
to tax services, including advertising. Two
days before the governor’s speech. execu-
tives representing advertising-related com-
panies, including The Tribune Co., Kraft,
Sears and Leo Burnett. met at Burnett’s Chi-
cago office to form an “ad tax coalition.”

There is no specific tax bill yet, said Wally
Gair, executive director of the Illinois
Broadcasters Association, “only a broad
definition that advertising will come under a
sales tax.” Such a bill was introduced in
1969, but did not make it past the relevant
legislative commiuee. Also. an effort sever-
al years ago by Chicago to tax services was
overturned by the lllinois Supreme Court.
The sales tax in lllinois is currently 5% and
part of the governor’s proposal is to reduce it
to 4/5%.

® Legislation to apply a 4 %4% sales tax to
advertising and other services in Indiana was
deleted in the state’s legislative committee,
said Tricia O'Connor, assistant executive di-
rector of the Indiana Broadcasters Associ-
ation. But, she added, there is still “a prety
strong possibility that it might be added onto
another bill.” Receipts from the tax were to
have been targeted for an educational pro-
gram.

B Tax-on-services legislation was recently
introduced in Nebraska. which has a 4%
sales tax. A coalition has been formed to
fight the bill, said Ed Schafer, executive di-
rector of the Nebraska Broadcasters Associ-
ation. “We feel there will probably be a sales
tax on the services, but we also think we will
be able to nullify a great deal of the bill,”
Schafer said. One thing working in the
broadcasters’ favor, he said, is that the new-
ly elected Republican governor, Kay O, has
already voiced her opposition to the legisla-
tion.

Problems with Nebraska’s farm economy
have spurred the search for new tax revenue,
according to Schafer. “Such legislation has
come up in previous sessions. but I think we
are more concerned about it now because of
the farm economy,” he said.

® For several decades New Mexico had a
gross receipts tax of roughly 5% on goods
and services, including advertising. In 1979
the New Mexico Broadcasters Association
was able to get national spot and network
billings exempted from the tax. Dee Schel-
ling, executive director of the association,
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said it has to fight every year to keep the
exemption; “‘everybody would love to derail
i.”

® A proposed 5% sales tax on advertising
agencies in North Dakota is currently dead,
said Dewey Haggen, president-elect of the
North Dakota Broadcasters Association. but
until a revenue plan is in, the association and
its lobbyist are staying watchful. The pro-
posal, introduced in January, would also
have applied the tax to out-of-state advertis-
ing, a feature that contributed to the bill’s
undoing, he said. Haggen, station manager
of KBMY(TV) Bismarck, said North Dakota’s
search for additional revenue stems from
weaknesses in both the agriculture and ener-
gy industries.

® The new Republican governor of Okla-
homa, Henry Bellmon, has proposed remov-
ing sales tax exemptions for all businesses,
including advertising. Linda Saunders, ex-
ecutive director of the Oklahoma Associ-
ation of Broadcasters, said a proposal spe-
cifically aimed at broadcasters was defeated
several years ago. "At that time our position
was: ‘If you lift all of them [the exemptions]
that is fine with us,” ™ she said. “Since then
we have changed our views and want to keep
our exemption no matter what.” Saunders
said that the legislature has a lot of other
problems to deal with and may not want “to
take a stand that might be unpopular
.. . What we have to watch for is them tack-
ing something onto another bill. 1t should be
over in another week.”

® In eight of the last 10 sessions of the
South Dakota legislature, a bill seeking to
remove advertising’s exemption from the
state sales tax has been introduced. This year
such a bill was soundly defeated in the
house, 52-16. Still, Verl Thompson, execu-
tive director of the South Dakota Broadcast-
ers Association. would not be surprised to
see another bill in the next session. “Every
two years there is a lot of turnover in the
legislature,” Thompson said. “then it’s:
‘Here we go again.” "

B [t was a close call in Texas, according to
Ann Arnold, executive director of the Texas
Association of Broadcasters. The state con-
troller, reviewing a potential $5-billion rev-
enue shortfall, had indicated last fall he fa-
vored extending the state’s 5 /4% sales tax to
services, including advertising. Since then,
the proposal has been written into bill form,
said Arnold, but the ad tax has been
dropped. “IUs been determined that adminis-
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tration of the tax is too difficult and cost-
prohibitive. There were also certain legal
problems in other states where they attempt-
ed to introduce it.”

® There is a “4-or-5-out-of-10 chance”
that Washington will begin applying a 6%
sales tax against advertising and other ser-
vices, said James A. Murphy, president of
the Washington State Association of Broad-
casters. The measure currently has the sup-
port of the governor, a Democrat, and Mur-
phy noted that both the state’s house and
senate are controlled by Democrats. Another
reason for the measure’s strength, Murphy
said, is that receipts from the tax on services
would be applied to education, and thus the
bill has the support of a strong teachers’ fed-
eration.

So far the state association has managed
to change the proposed legislation to exempt
interstate advertising as would be that por-
tion of advertising directed to audiences in
Canada or nearby states. There are roughly
two months to go in the legislative session
with much of the discussion on the tax pro-
posal taking place “behind closed doors,”
said Murphy.

8 [n the current session of the West Vir-
ginia state legislature there have been eight
different “attacks” on the exemption granted
broadcasters from the states 5% sales tax,
said Marilyn Fletcher, executive director of
the West Virginia Broadcasters Association.
The legislature is in conference, said Fletch-
er, but “we assume we will be all right. 1t has
been brought up before but never this much,
this quickly or this insidiously. We have had
to fight our battles on very short notice with
heavy telephoning, explaining why broad-
casters must not have this happen.” Prob-
lems in both the agriculture and energy in-
dustries have hurt the state government’s tax
collection.

The various proposals have raised objec-
tions on other grounds besides monetary
ones. Among them is the problem such taxes
would pose to markets bordering a state
without an ad tax. The station in the taxing
state would be at a competitive disadvantage
because advertisers would choose to place
spots on stations in the other market. There
is also a problem. broadcasters say, with cor-
rectly apportioning out-of-state advertising
costs to the state’s population.

Many broadcasters are anxiously watch-
ing what happens in Florida, reasoning that
decision may lead the way for the others. O
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New from SMN

Satellite Music Network, Dallas, through
separate joint ventures, will soon offer two
new 24-hour formats: adult contemporary
and black gospel.

SMN said it signed an agreement with
George Johns, San Diege-based programing
consultant, calling for Johns to produce a
new “star-studded" adult contemporary for-
mat for SMN. Johns is credited with install-
ing the successful adult contemporary for-
mat at KVIL-AM-FM Dallas several years ago.
At the same time, SMN unveiled plans to
distribute a black gospel format from Satel-
lite Radio Network, a Charlotte, N.C.-based
Christian radio satellite programing service
that offers programs to 240 religious sta-
tions.

The new adult contemporary format will
be delivered via Westar V while the gospel
format will be transmitted via Galaxy V.
Both formats, which have yet to be named,
are slated to debut in early July, said John
Tyler, SMN chairman, at last week's NAB
convention in Dallas. (Tyler is co-owner of
Satellite Radio Network.)

SMN, a publicly held company, currently
offers seven full-time format services over
either Westar IV or Westar V.

Alaskan heip

For the second year, the Alaska Public Radio
Network will receive Corporation for Public
Broadcasting funds to develop two news
training workshops for reporters and pro-
ducers. APRN was selected by CPB in a
competitive bidding process to receive a
$45,503 grant that will be applied toward
two four-day conferences. The first seminar
will be held May 20-24 in Anchorage, co-
sponsored by KSKA(FM) Anchorage; the sec-
ond will be held June 18-21 in Boston and
co-sponscred by WBURFFM) there. Twenty
people will be selected to attend each semi-
nar, to be led by Corey Flintoff, executive
producer, APRN; Howard Berkes, staff re-
porter, NFR; Marshall Perrin, executive pro-
ducer, Canadian Broadcasting Co.; Judy
Moore Smith, independent producer, Wash-
ingten; Kim Aubry, independent audic en-
gineer, San Francisco; John Pfeifer, news
director, kMmxT(Tv) Kodiak, Alaska, and Au-
drey Wells, voice coach and radio/film pro-
ducer, Santa Monica, Calif. Last year's
serninars were held by APRN in Duluth,
Minn., and Long Beach, Calif.

News budget

National Public Radio will ponder special
coverage of congressional hearings on the




sional hearings on the Iran-Contra arms
deals. The half-hour analyses will air week-
nights following broadcasts of All Things
Considered, and will comprise 20-minute
summaries and 10 minutes of interviews.
Coverage will be handled by NPR Washing-
ton correspondents Linda Wertheimer, Co-
kie Roberts, Jim Angle and Nina Totenberg,
and will complement existing news pro-
graming.

The reports are expected to begin May 5,
and will continue until the hearings con-
clude.

—

Midwest sales

Midwest Communications Inc., Minneapo-
lis group station owner, has formed Mid-
west Radio Network in association with
eight radio stations to enable advertisers
who sell products and services in the upper
Midwest to reach radio audiences efficient-
ly via a single buy on multiple stations.
Midwest said the new network has a
combined reach of more than 1.7 million
households. The sales staff of WCCO(AM) Min-
neapolis will be used to sell the Midwest
Radio Network.

Condom dispersions

WOaHT(FM) Lake Success, N.Y., has started a
public service campaign in an effort to grap-
ple with the AIDS epidemic. The New York
area station began a four-week “Sexual
Awareness Campaign" on March 27, which
included the free distribution of 5,000 con-
doms each weekend at some local night
clubs. The campaign also includes distribu-
tion of "Sexual Awareness Cards” contain-
ing guidance to potential AIDS victims.
WOQHTFM) is considering holding a concert
later this year to benefit AIDS projects.

FCC comes down on MMDS operator

Commission blocks MerrillCom
from leasing MMDS capacity until
public gets a shot at channels

The FCC has barred Phoenix-based Merrill
Communications Inc. from leasing capacity
on the multichannel multipoint distribution
services of 16 MMDS applicants until those
companies have first offered their channels
to the public for 60 days.

The Committee for Fair MDS Lotteries—
whose members included Hubbard Broad-
casting, Microband Corp. of America and
National Wireless Video—had alleged that
Merrill might be the undisclosed real party
in interest behind the 16 applicants, which
had allegedly filed more than 3,250 “virtual-
ly identical” applications for MMDS chan-
nels in more than 200 markets (BROADCAST-
ING, Dec, 9, 1985). In a petition to deny, the
committee alleged that the applicants and
Merrill Communications owner, Bruce Mer-
rill, had attempted to “skew” MMDS lottery
results to increase their odds of selection in
violation of agency policy against multiple
applications by the same applicant in the
same market.

In its decision responding to a challenge
of the grant of the MMDS application of
Virginia Communications Inc. (owned by
Merrill’s wife, Virginia Merrill) for the Bos-
ton market, the FCC found that none of the
16 applicants had violated its one-to-a-mar-
ket or real-party-in-interest rules. Among
other things, the FCC noted that each of the
applicants was a separate corporate entity
and that Merrill was not an officer, director
or stockholder of any of them.

Yet the FCC took special note of letters of
understanding each applicant had allegedly
signed with Merrill Communications. In
them, Merrill Communications, according
to the FCC, stated that in consideration of its
assistance to the applicants, the applicants
agreed to make available to Merrill Commu-
nications “six mhz channels of MMDS
transmission service on a 24-hours a day,
seven days-a-week basis in any service area
for which the applicant obtains the requisite”
FCC authorization. The FCC noted that the
applicants contended that the letter didn’t
legally obligate them to lease channels to
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Merrill Communications, and the commis-
sion said it had no reason to conclude other-
wise. “Nevertheless, the letter strongly sug-
gests that in consideration of MerrillCom’s
assistance in preparation of the applications,
each applicant intends to make available to
MerrillCom, consistent with the terms and
conditions contained in their final and ap-
proved tariff, ‘six mhz channels of MMDS

transmission service on a 24-hours a day,
seven days-a-week basis,’  the FCC said.
“Such an understanding . . . raises questions
concerning the applicant’s intent to comply
with Title II of the Communications Act.
Consequently, we have decided that the pub-
lic interest will best be served by imposing a
restriction on any MMDS authorization ob-
tained by these applicants. In particular, any

e
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license issued to VCI [ Virginia Communica-
tions] or any of the other applicants will be
conditioned on their holding the service out
to the public generally for a period of 60
days from the date their formal tariffs are
effective. During that 60-day period, the
permittees may not accept Bruce Merill,
MerrillCom, or any entity in which Bruce
Merrill is affiliated as a customer-programer.
After the initial 60-day public offering, the
permittees would be free to lease any re-
maining capacity to Merrill.”

The 16 companies and their owners, ac-
cording to the FCC’s order: Virginia Com-
munications (Virginia Merrill, 100%); Wal-
ter Communications (Walter Merrill,
100%); Stephen Communications (Stephen
Merrill, 100%); Microwave Video Services
(Phillip Merrill, 100%); MWTV (Marshall
Carpenter, 50%; Mary Carpenter, 50%);
Wireless Services (H.T. Padleski, 50%; Car-
ol Padleski, 50%); Mettler Communications
{(J. Lyle Mettler, 100%); Video/Multipoint
(William Sauro, 50%; Ronna Sauro, 50%);
Fortuna Systems (Kenneth Moeller, 50%;
Pamela Moeller, 50%); Multi-Point Televi-
sion Distributors (J. Michael Moeller, ma-
jority owner); Line of Site (J. Steghen Riz-
ley, 50%; Marilyn Rizley, 50%); Champion
Industries (Noel Rudd, 50%: Janet Rudd,
50%); Paul Communications (Paul Marcille,
100%); Presco (O. Leonard Press, 100%);
B.E Investments (Bruce Francis, 50%; Ta-
mara Francis, 50%), Multi-Micro (Dale
Kipp). g

House hears
CPB funding
testimony

CPB acting president and and vice
chairman make case for FYl 1990
money and concept of advance funding

It was the House's turn last week to hear FY
1990 appropriations testimony from the Cor-
poration for Public Broadcasting and to
question CPB representatives Howard Gu-
tin, vice chairman of the board, and Donald
Ledwig, acting president. Like the Senate
appropriations subcommittee, which heard
testimony March 3 from Ledwig and CPB
Chairman Lee Hanley, whose term expired
March 26 (BROADCASTING, March 9), the
House Subcommittee on Labor, Health and
Human Services, Education and Related
Agencies showed its support for public
broadcasting. “This has been a good hear-
ing,” said Subcommittee Chairman William
Natcher (D-Ky.) at the conclusion of the pro-
ceeding.

In his testimony, Gutin reiterated CPB’s
position that multiyear authorization and ad-
vance funding are critical to the develop-
ment of public broadcasting programing and
that federal funding serves as “seed money™
for stations to raise additional private sector

Weshineliona ez

Launch talk. irielsal ressived board authorization to begin negotiations with Martin
Maneta Corp, for lawnch ol wo Intelsat VI satellites aboard Martin Marietta’s Titan
exnendable meket Intsise YI's are hybrid birds with 48 transponders. Three are already
ze1 1o he launcred by Arianespace aboard its Ariane 4 vehicle. Intelsat spokesman Tony
Trjilln wendcd provide no datails on Martin Marietta plans. He said he didn't know how
7= lsunches would cost or over what ocean satellites would be located. He said
lsunches would occur “in 1989 or some time in 1990s

()
FCC hanors. FCC has given James McKinney, Mass Media Bureau chief, agency's

dislinguished service award. Given agency’s meritorious sefvice awards were Peter
Si=ck chief, Office of Plans and Policy; Gerald Vaughan, deputy chief for operations,

~amman Carrier Bureau, and Wendy Whitley, secretary, administrative law division, Office
ol Gereral Counsel
=

Patrick’s pick. FCC Chairman-designate Dennis Patrick has recruited Jim Schlichting,
special counsel in Common Carrier Bureau, as legal adviser for commen carner matters;
Alex Felker, deputy chief, policy and rules division, will serve as Patrick’s engineering
assistant.

0

‘Carrall’ imperiled. FCC has proposed to eliminate Carroll doctrine and UHF impact
policy Cereoli, selasished by count, holds that FCC must consider economic argument
from ewsling lisensse that iniroduction of new station may result in net foss of service to
ke under UHE impact policy, FCC considers arguments charging that new or
irrmraved VHF serdce could have adverse impact on existing U's. FCC said it had
renafively conoiucded that 2 would be in public interest to eliminate Carroll. Chairman-
designale Denns Patnck said that since regulation and competition are only options for
nEqna tnat nroacdcasiens serve public interest, he's "looking forward" to broadcast
~ermmErs in this procsecing *If one opts for competition, one can't plead it in defense,”
patrick zeid. Commissionsr Patricia Dennis said she hoped comments would address
howe ECO shadld oo about siminating doctrine “because it's & court-imposed doctrine.”
Ehe said =he *lully ' seopored agency's UHF impact proposal. “Maybe it's time to take
LisF oot of the greenhouse, at least as to the impact policy,” Dennis said
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and foundation support. Ledwig stated
CPB’s request for FY 1990 funding at the
$254-million level authorized by Congress
and voiced CPB’s objection to the Reagan
administration’s proposal to appropriate
only $132 million, taking the money from
already appropriated FY 1988 and 1989
funds.

Natcher asked the witnesses how the non-
commercial system has benefitted by this
year’s 25% increase in federal funds. Led-
wig cited increased attention to children’s
programing, such as Square One TV, a new
children’s math series, and PBS’s joint liter-
acy project with ABC, Project Literacy U.S.
Asked how the noncommercial System
would use the additional $26 million it has
requested for 1990, an 1% increase over
1989 funds, Ledwig answered that the sys-
tem is “seeking to rebuild what we had in
1982 before severe cuts were instituted by
the Reagan administration (BROADCASTING,
Feb. 16, 1981). If the system were funded in
1990 at the level proposed by the Office of
Management and Budget—$228 million—
there would be cuts in Community Service
Grants to stations and in production of pro-
grams that are already in the planning
stages, and stations would have to “'scale all
their planning back,” Ledwig said.

The status of nonfederal support was dis-
cussed at the hearing, with Ledwig saying
the system believes it is “reaching the limits
out there in the private sector.” The oil com-
panies, traditionally major funders of public
programing, are “‘under severe constraint,”
as are state governments that depend on oil
revenues, he said. In addition, the industry
is not sure how changes in the 1987 tax law
will affect charitable contributions to public
broadcasting. Gutin stated that the pledge
drive is “probably the most effective means
of raising funds for public broadcasting that
is available to us.”

Auditing of stations by CPB has in-
creased, according to Ledwig, and the cor-
poration has not found a large number of
stations in serious financial trouble. In addi-
tion, National Public Radio is in sound fi-
nancial condition, operating under its new
business plan, Ledwig said, and has paid off
the loan it was given by CPB to avoid bank-
ruptcy in 1983 (BROADCASTING, Aug. I,
1983; Oct. 6, 1986).

Natcher asked what effect the “substantial
turnover in the position of [CPB] president
over the past couple years” has had on the
operation of CPB. (Past presidents Ed Pfister
and Martin Rubenstein both resigned.) I
believe we’ve continued to carry out our
mandate to distribute community service
grants,” said Ledwig. *‘We’ve awarded con-
tracts. We've gone on about the business of
the corporation.”

The status of the CPB board, which as of
March 26 dropped to four sitting members of
an alotted 10 seats, was also discussed. “Is it
possible for the board to operate effectively
with only four or five members?” Natcher
asked. “That’s a good question, sir,” Gutin
replied. “I do think that the four members
who are currently in place can be very effec-
tive, very efficient, and I think the affairs of
the corporation will move forward.” Gutin
said, however, that he would like to see 10
members in place as soon as possible. O



NEW from Communications Press—

THE
CABLE PROGRAMMING
RESOURCE DIRECTORY
1987

® Community Programming Centers

m Free & Low-Cost Programming Sources
m Satellite Programming Services

® International Cross-Cultural Programming

System Managers, Cable Programmers, Local Access Coordinatars, anyone who produces or obtains program-
ming for cable channels will want the new CABLE PROGRAMMING RESOURCE DIRECTORY.

The CPRD provides the information necessary to locate much of the estimated 10,000 hours of noncommercial
programming created each week in the United States. Learn about the rapidly growing field of local cable TV
production with CPRD's detailed profiles and analysis of more than 1,000 Community Programming Centers.

The CPRD also offers complete contact information for nearly 100 organizations that provide full-length program-
ming or PSAs for littie or no money. The international section lists 275 sources of cross-cultural programming.
Another directory gives names and numbers and program acquisition policies for the top pay and basic cable
satellite services.

Programmers will use the CPRD to find new sources of free and low-cost programming from across the U.S. and
around the world. Producers who want to take advantage of cable’s growing need for original programs will find
outlets and markets—including the latest satellite services—in the CPRD.

The CABLE PROGRAMMING RESOURCE DIRECTORY 1987 (paperback, available May 1987) was compiled
by the National Federation of Local Cable Programmers for Communications Press, a division of Broadcasting
Publications Inc.

The CPRD is available for the low first-edition price of $34.95. Order toll-free using VISA, MasterCard, or CHOICE
by dialing 800-638-7827. Or use the order form below.

ORDER FORM
Pleasesend _ copies of THE CABLE PROGRAMMING RESOURCE DIRECTORY 1987 at $34.95 per copy.
Name _ - O Payment enclosed
Company - _ (Check payable to Broadcasting Book Division)
Address - - - S — OVISA O MasterCard O CHOICE
City — — State —Zip. Card Number R

Exp. Date - - S

Postage and handling free for prepaid orders. 0 Bill my institution

A shipping charge of $2.00 per copy will be added to biilled orders. P.O. Number

Send to: Broadcasting Book Division, 1705 DeSales Street., N.W,, Washington, OC 20036.



Bill Baker picked to head WNET(TV)

Group W Television president tapped to
succeed Iselin at New York PBS station

One of public television’s most prestigious
stations got a new leader last week as the
executive committee of the board of
WNET(TV) New York voted unanimously to
select Group W’ William Baker as its presi-
dent. Baker was chosen from more than 200
candidates, about 25 of whom were inter-
viewed. The board formed a nine-member
search committee last November (“Closed
Circuit,” Nov. 24, 1986) followin% the an-
nouncement by station president John Jay
Iselin that he would resign no later than June
30, 1987, the end of the station’s fiscal year,
to pursue other interests (BROADCASTING,
Oct. 20, 1986). Baker, currently president of
Group W TTelevision Inc. and chairman of
Group W Satellite Communications, will as-
sume the presidency on May 15.
According to Baker, he was approached
by search committee Chairman Frank Stan-
ton, president emeritus of CBS Inc., about a
month ago and asked to consider the posi-
tion. Baker said he did not apply for the job:
“I was the lucky guy they lifted a rock up and

found.” He denied reports that he took the
job because he wasn’t chosen to succeed
Group W Chairman and Chief Executive Of-

ficer Dan thCth who will resngn May 1

N C O R P

CAPITOL BROADCASTING CORPORATION

Kenneth S. Johnson, President

has acquired

KGTN-FM

Georgetown, Texas

from

JOYNER BROADCASTING

Tom Joyner, President

We are pleased to have served as exclusive
broker in this transaction.

BLACKBURN 6®MP

O R AT

1100 Connecticut Ave., NW
{202) 331-9270

400 Colony Square
{404) 892-4655

Media Brokers & Appraisers Since 1947
WASHINGTON, D.C. 20036 ATLANTA, GA 30361 CHICAGO, IL 6060t BEVERLY HILLS, CA 90212

333 N. Michigan Ave. 9465 Wilshire Bivd.

(312) 346-6460 (213) 274-8151
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(BROADCASTING, March 16), calling them
“ludicrous.” Baker said he had no desire to
hold any job other than his own at Group W,
and “the only thing that would have gotten
me out of Group W, the place I love and owe
so much to, is this job.”

The 44-year-old Baker joined Group W's
wIZ-Tv Baltimore in 1978 as vice president
and general manager and a year later was
promoted to president and chief executive
officer of Group W Productions in Los An-
geles. Within two months he was promoted
again to a newly created position, president
of Group W Television Group, in New York,
with oversight over program production and
the company’s five owned TV stations. Ba-
ker added satellite responsibilities in 1981.

The Cleveland native received three de-
grees from Case Western Reserve University
in Cleveland—a BA in speech and commu-
nications, an MA in interpersonal communi-
cations and a PhD in communications and
organizational behavior. He formed a radio
and TV production company with his broth-
er at the age of 15 and got his first job as a
producer/announcer with wGAR(AM} Cleve-
land in 1961. Baker’s career over the next 17
years encompassed five more stations and
various production, programing and man-
agerial _]ObS Leaving Group W after nine
years was “a very, very hard decision” and a
“major career change,” he said.

Baker expects his new job to be “very
difficult” and to take more of his time than
did his Group W job. Iselin will be available
when needed at least through the end of the
fiscal year, and Baker said he has “no rea-
son” to make changes in the station’s man-
agerial staff. He expects George Miles, the
station’s vice president and chief operating
officer and also a candidate for the top spot at
WNET, to remain. Baker said he and Miles
had worked well together at Group W and
that it was on Baker’s recommendation that
Miles was selected to help National Public
Radio solve its financial difficulties in 1983.

WNET’s own financial difficulties a year
ago caused it to cut back on national pro-
gram production (BROADCASTING, June 16,
1986), a situation Baker would like to see
turned around. *1 would love to do as much
programing as we possibly can, local and
national,” he said. “The more money I can
get in, the more we’re going to put into pro-
graming. The game plan is to get as much as
we can in here so that people can make
shows,"” Baker said.

The sources of those funds “won’t change
vastly,” and include the federal and state
governments, corporations and individual
members, Baker said. Any reduction in
funds would “severely hurt programing” at
the station, he said, because “there is no
excess {money] to speak of.” Baker said he
does not support advertising on public tele-
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vision: “A market like New York doesn’t
need another commercial station. Being
noncommercial is the thing that distin-
guishes this station.” Baker said, however,
that he sees a distinction between enhanced
underwriting and ads.

Although he is a commercial broadcaster,
the new president has had experience with
the noncommercial world as a member of
the board of Connecticut Public Television
and of the National Association of Broad-
casters’ Task Force on Public Broadcasting,
charged with finding alternative forms of
funding for the noncommercial system. He
is also involved with the National Associ-
ation of Broadcasters Television Information
Office, the Television Operators Caucus, the
Association of Maximum Service Telecast-
ers, the Nationdl Academy of Television
Arts and Sciences International Council and
the Electronic Media Rating Council, as well
as several universities. His role on some of
the boards may represent a conflict of inter-
est, Baker said, and “my general feeling is

that Id better start cutting back because I'm
going to have to pour everything I've got
into this job.”

WNET Chairman William Ellinghaus de-
scribed Baker as bringing “proven leader-
ship capabilities and a wealth of television
experience” to the station, and Public Broad-
casting Service President Bruce Christensen
said he expected Baker to bring a “strong
tradition of public service and quality pro-
graming” from Group W to WNET. Qutgoing
President Iselin described Baker as “a first-
class guy” and said he applauded the search
committee’s choice.

Iselin said he has no immediate plans for
the future because he felt it was “inappropri-
ate to really start looking™ until the choice of
a new president was made, but that it is
likely he will go into some type of consulting
initially. The chances are good that he will
eventually end up in a new venture in the
communications field, since the trend of ex-
isting operations is toward “downsizing,”
Iselin said. o
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KVIL-AM-FM Highland Park (Dallas), Tex. O
Sold by Sconnix Broadcasting Co. to Infin-
ity Broadcasting Corp. for $82 million.
Transaction is largest AM-FM combination
sale ever. Seller is spin-off from Sconnix’s
recent purchase of John Blair & Co.’s four
AM’s and four FM’s (BROADCASTING Feb.
16). Sconnix is Gilford, N.H.-based group
of seven AM’s and nine FM’s principally
owned by Scott R. McQueen, Theodore E.
Nixon and Randall T. Odeneal. Buyer is New
York-based group of three AM’s and eight
FM’s principally owned by Michael A. Wie-
ner and Gerrald Carrus. KviIL is daytimer on
1150 khz with 1 kw. KviL-FM is on 103.7
mhz with 100 kw and antenna 1,673 feet
above average terrain. Broker: Wertheim
Schroder & Co.

KISS(FM) San Antonio, Tex.0 Sold by Capitol
Broadcasting Co. to Adams Communica-
tions Corp. for $11 million. Selier is Ra-
leigh. N.C.-based group of two AM’s. seven
FM’ and one TV. principally owned by
James F Goodmon. Buyer is Tampa. Fla.-
based group of four AM’s. four FM'’s and six
TV's owned by Stephen Adams. KiSs is on
93.7 mhz with 100 kw and antenna 576 feet
above average terrain.

WKAJ(AM)-WASM(FM) Saratoga Springs,
N.Y. 0 Sold by Community Radio to Saratoga
Broadcasting Co. for $1.45 million. Seller is
owned by Kent Jones and family. It has no
other broadcast interests. Buyer is owned by
Howard M. Ginsberg and brothers John and
David Kimmel. Ginsberg is consulting engi-
neer who had interest in WXXX(FM) South
Burlington. Vi. Kimmels own Albany. Vt.-
based group of two AM’s and two FM's.
WKAJ is on 900 khz with 250 w day and 47 w
night. WASM is on 102.3 mhz with 3 kw and
antenna 74 feet above average terrain.

Broker: New England Media.

KBLQ-AM-FM Logan, Utah o Sold by Peoples
Broadcasting Inc. to Logan Broadcasting
Co. for $1,130,000. Seller is headed by M.

Kent Frandsen, president. It also owns
KBLIAM)-KLCE(FM) Idaho Falls and KSKI-AM-
FM Hailey, both Idaho. Buyer is owned by
Dr. Brent W. Lambert and Dr. Eric J. John-
son, who also own WIKE(AM) Newport and
WSTHAM)-WNKvV(FM) Johnsburg, both Ver-
mont, and KEVA(AM)-KOTB(FM) Evanston,
Wyo. KBLQ is on 1390 khz with 5 kw day
and 500 w night. KBLQ-FM is on 92.9 mhz
with 50 kw and antenna 716 feet above aver-
age terrain. Broker: Blackburn & Co.

KTAG(FM) Cody, Wyo. 0 Sold by U.S. Media
Group Inc. to Shoshone Communications
Corp. for $500,000. Seller is owned by Mi-
chael Kassner, who also owns KIIX(AM)-
KTcL¥M) Fort Collins and KRAL-AM-FM
Craig, both Colorado. Buyer is owned by
James F. Hayes, who owns KODI(aAM) Cody.
KTAG is on 97.9 mhz with 100 kw and anten-
na 1,901 ft. Broker: Chapman Associales.

WSER(AM) Elkton, Md. © Sold by Elting En-
terprises of Md. Inc. to First Philadelphia
Properties Inc. for $310,000. Seller is
owned by John Elting, who also owns WPED
(AM)-wILT(FM) Crozet, Va. Buyer is owned
by Brian Barrabee and Jack Rose. Barrabee
is real estate investor and Rose is stockbro-
ker, both from Philadelphia. WSER is day-
timer on 1550 khz with [ kw. Broker: Chap-
man Associates.

For other proposed and approved sales see
“For the Record,” page 110.

7700 LEESBURG PIKE
FALLS CHURCH, VA 22043
(703) 821-2552

MIDWEST
Class C FM, Daytime AM

Undermanaged regional station serving
area of $350,000,000 in retail sales
with little competition. Diversified

economy of industry and agriculture.
Solid growth opportunity.

$1,500,000 (212 X gross)
includes 2 parcels of real estate.

BEGIL L.
RICHARDS INC.

AContidential Service to Owners & Qualified Buyers

NEGOTIATIONS FINANCING APPRAISALS
TV CATV RADIO NEWSPAPERS

540 FRONTAGE ROAD
NORTHFIELD, IL 60093
(312) 441-7200
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New contractor for Intelsat

Gilbane Building given job of

phase |l of headquarters building
after Lipscomb is removed following
lawyers’ investigation into alleged
Colino-Alegrett tinancial irregularities

Motorists driving by the Intelsat construc-
tion site on Connecticut Avenue in Washing-
ton may have spotted a sign indicating a new
contractor is on the job. Gilbane Building
Co., which did the main headquarters build-
ing of glass and aluminum—a $60-million
project—is now listed as “Construction
Manager” on the Phase Il expansion, a $25-
million job. The William P. Lipscomb Co. is
off the site. The switch in contractors appar-
ently is a result, at least in part, of Intelsal’s
outside lawyers’ continuing investigation of
alleged financial irregularities that led the
Intelsat board of governors to fire Director
General Richard Colino and Deputy Direc-
tor General Jose L. Alegrett last December.

The switch occurred on March 17, a day
after lawyers from Arent, Fox, Kintner, Plot-
kin & Kahn made their second report to the
board on the Colino-Alegrett matter.
Sources say the report—given orally to
avoid the kind of leak that vccurred when the
first report was issued to the board, in writ-
ten form, in February—dealt with the con-
struction project. The board also heard from
a construction and management firm, CRSS
Inc., which has been serving as a consultant

to Intelsat on the matter.

The lawyers' report issued in February
said that most of the $5 million allegedly
diverted by Colino and Alegrett originated in
payments that were made in connection with
the construction of the addition, as well as
with proposed and actual financing of the
main building and Phase II. Intelsat’s outside
auditors, Peat, Marwick, Mitchell & Co., in
the original report that led to the investiga-
tion now under way by Arent, Fox, had rec-
ommended an inquiry into the contract with
Lipscomb.

The selection of Lipscomb rather than
Gilbane to build Phase II had come as a
surprise. Lipscomb is a relatively small
company. What's more, officials of the ar-
chitectural firm that had designed both
buildings—John Andrews International of
Sydney, Australia, have expressed the view
that the firm was dismissed as supervising
architect of Phase II because it had criticized
Lipscomb’s work.

Sources familiar with the Arent, Fox re-
port on the construction project declined to
discuss it in detail. But to some degree, it—
and the comments of the CRSS Inc. repre-
sentative—apparently reflected the view the
Lipscomb firm was not equipped to com-
plete the project on schedule. The job was
begun in the late fall of 1985 and is said to be
several months behind schedule now, ac-
cording to one Inielsat source. A Lipscomb

Closed:

February 27, 1987

WHOM (FM) Mt. Washington, N.H.
from Fred Godley ro Al Kaneb for

$7,000,000 cash

Fred Godley recciving $7,000,000 from Al Kanchb

AMERICOM

_*_
Radio Station Brokerage & Financing

Suite 500 / 1130 Connecticut Ave., N.W. / Washington, DC 20036 / (202) 737-9000

official said the work was “a liule behind
schedule,” but said Intelsat has not provided
the design for one of two new pods—eight-
sided structures several stories high that
house offices—that are being constructed in
the area where wJLA-TV Washington has
leased space. He said work had been inter-
rupted last July on two of the four pods but
that Intelsat authorized resumption of work
on one of them in December.

But one source reported the lawyers cited
a reason other than Lipscomb’s capacity for
changing contractors: they were said to feel
the contract “was not clean.” The Lipscomb
official, asked about that remark, said: “|
don’t know what that means. It was their
(Intelsat’s] contract. Ask the previous ad-
ministration about that.” Indeed. the offi-
cial, who asked not (o be identified, suggest-
cd Lipscomb was a victim of circumstances.
“We're a small company trying to get along.
It’s not our business they have problems
with; they have problems with their manage-
ment."”

Lipscomb has in the past denied at least
one of the allegations directed at i—that it

Preference failout. The Supreme
Court decision extending preferences
in employment for women and minor-
ities was seen as providing ammunition
for those who favor retention of FCC
preference policies, now under review
in the ownership area. The court, in its
6-3 decision, said employers may favor
women and minorities over better-quali-
fied men and whites in hiring and pro-
moting to reflect the makeup of the local
population or work force. The court said
proof of past discrimination was not
necessary to warrant use of racial and
sexual preferences.

The commission is now reviewing ils
policy of giving women and minorilies
preferences in comparative hearings
and distress sales, permiiting licensee
to avoid a renewal hearing if it sells the
station to minorities. Issuance of tax cer-
tificates to those selling to minorities is
also under review in the same notice of
inquiry issued as a resuit of the re-
mands of cases involving preferences
for women and minorities. The FCC is
altempting to determine whether such
policies promote program diversity. It
was also asked, in court remands, o |
assess the policies’ constitutionality.

FCC Chairman Mark Fowler has
| made clear his view thai the burden is
on proponents to explain why prefer- l
ences should be retained. Andrew
Schwartzman, of Media Access Pro- |
Ject, which participated in the female
preference case in court, said last week l
that the Supreme Court decision "is not
100% on point” with issues in the com-
mission proceeding. But, he said, court
arguments “are consistent” with the ap-
proach to minority and femate prefer-
ences that is embodied in commission
policies. He sees the decision as "send-
ing a signal” on constitutionality of ac-
tions designed to aid the cause of wom-
en and minarities.
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was involved in the financing of the project.
An official said its proposal included financ-
ing but that the contract did not call for that
service. “We had nothing to do with the fi-
nancing,” the official said. However,
sources say that it was through Lipscomb
that Charles and Dana Gerrell, Little Rock,
Ark,, mortgage brokers, became involved
with Intelsat. And it was a $1.35-million
check paid to the Gerrells last summer that
led to the investigation that is ongoing.

As for the termination of the contract, the
Lipscomb official said it was accomplished
*amicably—Intelsat felt it would rather have
another contractor. If that is in their best
interest, they can do what they want.” The
contract contained a provision allowing for
such termination.

Gilbane does not have a formal contract.
It is working on the basis of cost plus a fee.
The board of governors, at its meeting in
June, will decide whether to accept a fixed
price for completing the project, or cost
plus, or hire yet another centractor. a

AFT to join
colorization field

Firm to use digital process
for colorization; Turner
expresses some interest

A newcomer to the field of converting black
and white films to color has developed a
digital system that it contends will make it a
major force in an industry now dominated by
two firms, Hal Roach subsidiary Coloriza-
tion Inc. in Toronto and Los Angeles-based
Color Systems Technology Inc.

American Film Technologies claims its
new digital system, with 24-bit image-pro-
cessing technology. image tracking soft-
ware, film animation production procedures
and advanced digital data storage tech-
niques. produces better quality color faster
than other systems—and at competitive
rates.

While black and white films will be the
core of its business, AFT also intends to
work on color films. “One of the things we
think we can do is improve some of the nega-
tives for color films that have faded,” said
Bernard Weitzman, president and chief op-
erating officer of the company.

Weitzman, a former studio and broadcast-
ing business affairs executive. and AFT
Chairman Geroge Jensen Jr., a producer and
one-time securities broker, will head the new
organization.

AFT recently completed a $3.15-million
private placement of equity capital to install
its first color imaging studic in San Diego
and to set up a distribution organization in
New York. In May or June. it plans a $5-
million public offering to set up two addi-
tional colorizing studios in San Diego and
seven new facilities in Los Angeles. Weitz-
man declined to name the private investors
until the company goes public. but said its
eventual goal is to have a major distribution
company buy in.

The company ultimately wants 25 em-
ployes at each location serving one primary

Noncommercial commerce. Noncommercial wNET(Tv) New York has asked the FCC to let it
turn its early-morning hours over for a home-shopping service or some other form of commer-
cial operatton. In a petition for declaratory ruling at the FCC. wnET is arguing that it generally
doesnt broadcast from 1 to 7 a.m. each day. "The development of new revenue sources
for public broadcasting is imperative in light of continuing reductions in federal funding,”
said WNET "WNET, the leading producer of programing ofiered over the entire public
television system, will utilize the revenues derived from the proposed arrangement to en-
hance its programing efforts.” Under the relief envisioned, the FCC would modity wnET'S
l license to specify share-time operation from 1 to 7 a.m. daily, without opening the process up

to competing applicants. The FCC would license the commercial entity to operate unitil its
“share-time agreement” with wNeETexpired, and wneTwould retain the discretion to revoke the
arrangement at any time. Among other things, wNET said that since it is operating on a
nonreserved channel, agency “approval of this proposal would netiher result in the part-time
loss of an educational reservation, nor open the door to numercus requests to modify other
noncommercial licenses, since almost all noncommercial stations operate on reserved chan-
nels."WNETalso said its goal could be achieved either by direct licensing of the commercial
entity or by licensing a subsidiary of the station or affiliated entity that "would broker the time
to a third party.” The station added that it it "contemplated” that such a share-lime arrange-
ment wouid not extend beyond Jan. 31, 1989.

customer, with the creative talent who
worked on the original black and white films
involved in the colorizing process. Itintends
to launch its operations in October, with a
production schedule that calls for the color-
izing of one black and white television series
and one full-length feature film a month—or
20 films the first year, 100 the second and
120 the third.

AFT has had inquiries from several major
studios and has entered negotiations with
Turner Entertainment and The Walt Disney
Co.. according to Weitzman. Disney is seek-
ing to colorize about 10 hours of old black
and white Mickey Mouse cartoons and Turn-
er is willing to provide *as many films as we
can handle,” he said.

Turner went to AFT despite having an ex-
isting contract with CST to colorize 75 of the
3,650 titles contained in the former MGM
film library, which it obtained last year for
$1.2 billion. “(CST) is not delivering as
many pictures as we would like,” said Roger
Mayer., Turner Entertainment president. ““We
have had to revise our schedule downward
so that they will now be colorizing one in-
stead of two features a month.™

CST has the option to convert 45 more
black and white Turner films to color, but
Mayer said AFTcould wind up with those as
well as other features “if it is able to deliver.”
AFT will demonstrate its colorizing process
on a couple of Turner’s films. Weitzman
said.

AFT appears willing, at least initially, to

take on relatively unprofitable straight fee
projects—a factor that could help seal a deal
with Turner. Mayer said Turner representa-
tives approached Hal Roach, but that com-
pany wanted partial ownership. “They are
interested in back-end deals and we are not,”
he said.

CST. meanwhile. has taken steps to obtain
an ownership interest in films, television
shows and cartoons. It has entered a co-ven-
ture with Coca-Cola Telecommunications to
color and distribute a library estimated at
more than $100 million. The new entity will
operate under the title Screen Gems Classi-
Color.

Once it becomes more established, AFT
will follow the lead of its competitors and
concentrate on obtaining a stake in films—
either outright or with partners. The partial
ownership deals will involve discounting or
eliminating the standard $2,000- to $3,250-
per-minute colorizing charges in exchange
for an interest in the “*back-end” profits from
distribution.

Weitzman estimated “there are about
50,000 feature films and 17.000 television
shows left to colorize.™ Many of those, how-
ever, are not the top-notch movies that gar-
ner the biggest prices. But once the selection
of black and white films in this country di-
minishes, Weitzman said, colorizing com-
panies can expand into foreign markets,
such as Japan, India and Latin America,
where there are huge volumes of black and
white films in storage. (=]

EAST

500 East 77th Street
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(212) 2881737
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SOUTH

11285 Elkins Road
Suite )-8

Roswell GA 30076
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Opening doors

The International Advertising Association,
responding to Europe-wide debates over
liberalizing its cross-frontier broadcasting
regulations, has adopted a statement calling
for the opening of European markets for ad-
vertising on television and in other media.

The statement, accepted by the IAA fol-
lowing executive committee meetings in
Paris, addresses a proposed European Com-
munity {EC) Council directive and recent
considerations by the Council of Europe on
the possibility for a "common market" of Eu-
ropean broadcasting, aliowing open trans-
missions across national borders and stan-
dardizing advertising regulations.

The [AA, a worldwide group with more
than 70 corperate members from among ad-
vertisers, the media and ad agencies, said it
“applauded” the EC considerations. But the
association also noted its opposition to re-
strictions on sponsorship and advertising,
to "fiat prohibitions” on advertising  legally

sold preducts such as cigarettes or alcohol
and to quotas for program production.

The association also urged both the EC
and Council of Europe to view advertising
as “trade-in-services,” circulating as freely
as other goods among nations in Europe.
Adding that non-European countries should
be consulted in the European consider-
ations, IAA added that rather than limiting
such liberalizations to Europe, there should
be "media without frontiers throughout the
world " The group is preparing to study bar-
riers to the free flow of information world-
wide as part of a future initiative.

The statement was first drafted by an IAA
giobal media commission steering commit-
tee chaired by former CBS executive John
Eger and comprising Turner Broadcasting,
CBS, NBC, Reader's Digest, Young & Rubi-
cam, Coca-Cola, Pepsi, Kodak, Gillette and
others.

Eger, now president of the Worldwide
Media Group, a New York international me-
dia consultancy, is also helping to organize
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On their marks. The importance of early press coverage, how o successiully use the
media and the role of political consultants were among the topics discussed during a
symposium in New York with, among others, consultants tc some of the 1988 presidential
candidates. On hand (I-r): Roger Stone, political consultant to Representative Jack Kemp
(R-N.Y); Raymond Strother, media consultant to former Senator Gary Hart; Cliff Zukin, the
director of the Center for Public Interest Polling at the Eagleton Institute of Politics, Rutgers
Universily; Richard N. Bond, national political director for the presidential campaign of
Vice President George Bush, and Frank Watkins, press secretary for the Rev Jesse
Jackson.

While Stone, Bond, Strother and Watkins described their jobs differently—from strate-
gist, translator and communicator—all agreed on their role of helping to convey the
candidate’s message to the voter. Also of importance, said Stone, was understanding the
‘mechanics” of the press’s job, including planning events so that the media have time to
file a story. Strother added that they try to “enhance the coverage" by holding events in
"imeresting locales.” Timing is also a factor, Watkins said; a candidate must say some-
thing while it is "still news and not history."

The symposium was sponsored by the noncommercial New Jersey Network and wnyC-
Tv New York, in cooperation with the Rutgers-Newark Journalism program. It was hosted by
Allan Wolper (far right), host and executive producer of Right to Know, a weekly series
produced by wnye-y NJN and RNJP. NJN and wayC-1v will air coverage of the Symposium
May 10 on Right to Know.
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an afternoon-long seminar May 20 at New
York's St. Regis hotel. Speakers at the pro-
gram, "Media Without Frontiers: A Global
Phenomenon?” will include EC Commission
Vice President Lord Cockhield and Robert
James, McCann-Erickson Worldwide chair-
man and chief executive officer. William
Walker, former ambassador to GATT and
now a partner in the law firm of Mudge Rose
Guthrie Alexander & Ferdon, and Sa'id
Mosteshar, head of the space and communi-
cations unit at the law firm of Chfford-Turn-
er, are also panelists.

The program, moderated by Eger, is be-
ing sponsored by IAA's Global Media Com-
mission, the International Institute of Com-
munications, the International Bar
Association and the [nternational Associ-
ation of Broadcasters.

TV bad guys

"If American business has redeeming social
values, they rarely turn up on prime time
television,” says social scientist S. Robert
Lichter, whose Center for Media and Public
Affairs study, “Video Villains: The TV Busi-
nessman 1955-86," conducted by Lichter,
Linda Lichter and Stanley Rothman, was do-
cumented in Hollywood's Favorite Heavies,
which aired on PBS March 25.

The PBS documentary's conclusions
about the probable effect on viewers, espe-
cially young ones:

B Businessmen are portrayed twice as
negatively as characters in other occupa-
tions.

B They commit crimes three times as of-
ten as characters in other occupations.

® They commit 40% of the murders com-
mitted by characters with census-listed oc-
cupations.

® One episode out of nine deals with hon-
esty in business; over 80% portray business
as corrupt.

® Among shows portraying business-
government relations, 95% present business
as too powerful.

Constitutional look

Hearst Broadcasting Corp., as part of its
centennial celebration (Wiliam Randolf
Hearst established the corporation that
bears his name in March 1887 with its first
media outlet, The San Francisco Examiner)1s
sponsoring a series on PBS called, The Presi-
dency and the Constitution. Fred Friendly, for-
mer CBS News president and currently di-
rector of the Columbia University Seminars
on Media and Society, is the originator and
commentator of the series. It's the second
recent series Friendly has assembled for
PBS on the Constitution. The first was The
Constitution: That Delicate Balanee, which he
described as more about the Bill of Rights
than the constitution itself.

Friendly said the new series focuses on




e —

the concept of the separation of powers as
mandated by the Constitution. The seven
episodes cost a little more than $1 million to
produce, he said. Those participating in-
clude former Presidents Jimmy Carter and
Gerald Ford, CBS News anchor Dan Rather
and former CBS News commentator Bill
Moyers. The series premieres over PBS on
May 5 at 10 p.m.

Public praise

Public Broadcasting Service President
Bruce Christensen, speaking before the Na-
tional Academy of Television Arts and Sci-
ences in New York, compared television toa
landscape under development and public
television to a national park. "Public televi-
sion remains a natural preserve for impor-
tant achievements of our culture—our art,
our music, our theater,” he said, and "a

sanctuary for the thoughtful treatment of
public affairs.”

Christensen underscored the importance
of public television's public affairs coverage
given the recent problems at the commer-
cial networks, and said "it is no coinci-
dence"” that former network newsmen Roger
Mudd and Bill Moyers have joined public
TV.

After highlighting PBS's works in pro-
gress, which he described as "the kinds of
programs we wish to preserve in this video
park,” Christensen said the public's access
to those programs is being threatened by
cable television and the must-carry situa-
tion. He predicted, however, that national
regulation will eventually clear up the prob-
lem, and said public opinion is already help-
ing noncommercial stations win the battle
to reverse channel assignments and cable
drops.

As for the competition provided by "“look-
alike" cable services, Christensen recog-
nized the imitation as flattery but stressed
that "neither A&E nor the Disney Channel
nor Nickelodeon have demonstrated that
they can duplicate the breadth and diversity
of public television's services.”

Signed up

Petry Television said it has signed KTUL-TV
Tulsa, OKla., and KRBK-TV Sacramento, Ca-
1if., both of which were displaced from the
TeleRep roster when Belo Broadcasting con-
solidated under that firm last month (BROAD-
CASTING, Feb. 9). Petry lost three Belo prop-
erties in that transaction, including its Tulsa
outlet. But the company picked up KPLR-TV
St. Louis, co-owned with XRBK-Tv by Koplar
Communications.

News pays
in many markets

RTNDA survey shows that majority
of radio and TV stations make
money on informational programing

A wide majority of television stations, espe-
cially network affiliates and stations in the
top 25 markets, make money with their news
operations. In radio, over 87% of stations
with news departments either make money
or break even during the news. Those are
among the findings of Vernon Stone, direc-
tor of research service for the Radio-Televi-
sion News Directors Association and profes-
sor at the School of Journalism, University
of Missouri, Columbia.

News directors participating in Stone’s
annual RTNDA survey on TV and radio
news salaries (BROADCASTING, March 9)
were given the question: “In terms of paying
its way at your station, does news: Make
money? Lose money? Come out about
even?” Of the 434 TV and 362 radio news
directors responding to the survey, 373 and
325, respectively, responded to that ques-
tion.

Among all television stations, 70.8%
were making money, 19% were breaking
even and 10.2% losing money. Network af-
filiate news operations were profitable
77.4% of the time; broke even 14.4% and
were unprofitable 8.2% of the time com-
pared to independents with respective fig-
ures of 30.9%, 45.5% and 23.6%. In the
country’s top 25 markets, 65.2% were prof-
itable, 22.7% broke even and 12.1% were
unprofitable. The most thriving TV news
operations were network affiliates in ADI's
1-25 where 93.3% of the directors reported
that their news made money, 6.7% broke
even and none lost money.

An observation Stone makes in an article
in RTNDA’s Communicator magazine was
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that “the larger the news stafl, the more likely
a TV station to be making money on news.”
Stations with staffs of 36 or more were 87.2%
profitable, and 84.2% of stations with 21 to 35
employes made money, compared to 57.9% in
staffs of 11 to 20 and 43.7% with 10 or fewer
news personnel. Staffs of 36 and up lost mon-
ey in 5.3% of the cases; the figure was 14.1%
for stations of 10 or fewer.

Radio news operations nationwide showed
protits at 45.5% ot stations, broke even at
41.5% and lost money at 12.9%. The biggest
news moneymakers were in the smallest mar-
kets. In markets with populations under
50,000 53.2% of the stations made money
compared to 34.1% in major markets (popula-
tion over one million). Exactly half the news
directors reporting from major markets said
their news broke even as did 51% in large
markets (250.000 to one million).

Of those responding to the Stone survey, 61
TV news directors and 37 in radio did not
answer the profitability guestion. Some said
that their stations did not share financial infor-
mation with them. Stone quoted one unnamed
news director as saying: “They don’t give me
bottom-line information. | might start asking
for a decent budget.” Stone said RINDA
might expand future surveys to include ques-
tions such as: “How much do newsrooms
share in income from package sales? What
kind of seasonal features sell well? How close
is the news director’s relationship with the
sales manager?” a

News’ Beai

Hustler. Supreme Court has agreed to review $200,000 judgment Rev. Jerry Falwell won
against Hustler publisher Larry Flynt for emotional distress over ad parody that jury
found wasn' libelous. Parody, first published in November 1983, depicted Falwell as
incestuous drunk. Roanoke, Va., jury had found parody, which was labeied as such,
wasn' libelous. But it granted award on ground that publications may be liable for
intentional infliction of emotional distress, and award was upheld by appellate court.

(]

Real identity. White House spokesmen were quick to express regret and say it would
never happen again after it was disclosed that consultant working with presidential
advance leam had identified himself as NBC reporter in visiling two schools in Columbia
Mo. White House spokesman Marlin Fitzwater said consultant— whom he did not name—
had been attempting 10 avoid raising expeclations regarding possible presidential trip.

President made trip on March 26. Fitzwaler said members of advance teams are
reluctant "to express their White House association. . . because of the anxiety and
anticipation” it might create. NBC carried story on incident but declined comment.

AIDS exhortations. Dr. Art Ulene, medical correspondent with NBC News, said AIDS
epidemic is “"one of the greal tragedies of our lifetime” and cannot be overplayed by
media. However, he said at luncheon sponsored by International Radio and Television
Society, media have often reported "confusing, conflicting and inaccurate stories" on
subject. He said that by 1991 deaths from virus may be close to 190,000. At same
luncheon, sex therapist Dr. Ruth Westheimer urged all media outlets to accept condom
advertising, because with no vaccine for virus, only preventive steps, will slow spread of
AIDS. However, George Dussart and Betty Hudson, vice presidents at CBS and NBC,
respectively, indicated network ban on contraceptive advertising would likely remain in
place because of range of community standards across nation and fact that portion of
affiliate body remains opposed to contraceplive advertising. Both said their news
divisions were averaging more than one story daily on AIDS-related issues.

e e e e e e e e e

Continued from page 40.

on Jan. 1, 1987

Last week, committee announced accord
with BMI on new five-year music license con-
tract that establishes "simpilified form for blanket
licenses, setting annual rate for most stations at
1.39% of net cash revenue " Like ASCAP radio
pact, both blanket and per-program licenses
will not require trade and barter income repori-
ing. Commitlee said annual fees for stations will
either increase or decrease, depending on for-
mat and income.

New blanket licenses are retroactive only to
Jan. 1, 1987. (Industry had been operating with
interim BMI licenses since Dec. 31, 1985.) Per-
program licenses will take effect on July 1
1987—interim fees applying until that date.

o

Must carry. Acting cn recensideration, FCC has
adopted new package of must-carry rules gen-
erally mirroring those that agency attempted to
put into effect iast year (BROADCASTING, Dec. 1,
1986), excepl for toned-down requirements for
A/B switches. Carriage aspects of rules are still
scheduled to expire in five years. Under ruling,
cable operators will still be required to offer A/B
switches to subscribers but will be permitted to
charge whatever they want for switches. Under
former rules, cable operators would have been
required to provide free swilches. Carriage as-
pects of rule require all cable systems to carry at
least one noncommercial educational station or
translator, assuming it is close enough to qualify
for carriage. Systems with 20 or fewer "useable
activated channels" would be exempt from car-
riage requirements beyond one noncommercial
outlet; systems with more than 20 but fewer than
27 channels would devote up to seven channels
to carriage; systems with 27 or more channels
must devote up 1o 25% of their capacity for car-

riage, and systems with 54 or more channels
must carry at least two qualified noncommercial
stations or translators, assuming those are avail-
able.

0

Network standings. NBC continues to maintain
solid lead in prime time race with season-to-
date (through March 29) rating/share average of
17.9/28, followed by CBS, 16.0/25, and ABC,
141/22. Year ago standings were: NBC,
17.7/28; CBS, 16.7/26, and ABC, 15.0/23. NBC
won its first prime time season in 31 years last
season and has strengthened network's perfor-
mance in other dayparts as well. In evening
news race, seasen to date, NBC and CBS were
tied with average 12.1/22, with ABC trailing with
10.6/19. Year ago, averages were: CBS,
13.4/23; NBC, 12.1/21, and ABC, 11.6/21. In
daytime, through March 22, CBS was on top
with average 6.4/23, followed by ABC with
5.6/20, and NBC with 4.9/23. Year ago daytime
standings were: ABC, 6.3/22; CBS, 6.2/21, and
NBC. 5.0/17.

]

Public broadcasting. Board of Corporation for
Public Broadcasting voted unanimously March
6 to kill plans for content analysis of public televi-
sion programing, deciding study could not be
carried out objectively (BROADCASTING, March 9).
Study's chief proponent, board member Rich-
ard Brookhiser, was out of country during meet-
ing. He later announced he had declined re-
nomination to seat on board, citing desire to
pursue outside interests (BROADCASTING, Feb.
16). Brookhiser's term, as well as those of 10-
year member Sharon Rockefeller and Chairman
William Lee Hanley, expired March 26. Rockefel-
ler is no longer eligible to serve on board, which
now has six vacancies out of 10 seats. Hanley
was renominated by President Reagan March
24 (BroADCASTING, March 30), and is awaiting
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confirmation hearings, as are two other Republi-
can nominees, former board member Harry
O'Connor {BROADCASTING, March 16) and Sheila
Burke Tate, former press secretary to Nancy
Reagan (BRoADCASTING, Feb. 9).

Search for CPB president continues, with
three-member committee of board interviewing
candidates from among more than 150 resumes
submitted in response to Washington Post ad.
CPB Vice President-Treasurer Don Ledwig is
serving as acling president.

Ledwig and Hanley testified March 3 on
CPBs FY 1990 appropriation before Senate
Subcommittee on Labor, Health and Human Ser-
vices (BroaDCAsTING, March 9). Congressmen
showed support for CPBs budget request of
$254 million rather than for Reagan's recommen-
dation of $132 million, which would be taken
from 1988 and 1989 appropriations.

On must-carry front, public television stations
were not awarded mandatory cable carriage by
FCC at its March 26 reconsideration of its must-
carry rules (BroApcasTInNG, March 30). CPB
vowed to monitar impact of rules on PTV service
over next five years.

Public Broadcasting Service announced that
it will provide both scrambled and clear feeds of
its national programs (BROADCASTING, March 16).
Use of General Instrument’s Videocipher Il to
deliver scambled signal will permit transmission
of high-quality stereo sound. PBS opened its
new $5.1-million Hartford N. Gunn Jr. Technical
Center with celebration March 12 at its Alexan-
dria, Va., headquarters

Newsmen Robert MacNeil and Jim Lehrer,
hosts of The MacNeil/Lehrer NewsHour, re-
ceived National Press Foundation's Sol Taishoff
Award for Excellence in Broadcast Joumnalism.
Program also signed former NBC newsman
Roger Mudd to contribute to NewsHour.

Minnesota Public Radio's Garrison Keillor,
host of long-running A Prairie Home Compan-




iom, staple American Public Radio program, an-
nounced Feb. 14 that show will end June 13 and
he will move to Denmark (BROADCASTING, Feb.
23). MPR hired National Public Radio's Noah Ad-
ams, co-host of All Things Considered, to cre-
ate and host new variety show that is expected
to go national and that will fill Prairie Home's
time slot. NPR announced two new co-hosts for
ATC: Robert Siegel, NPR director of news and
information. and Renee Montagne. NPR science
reporter, who filled openings left by Adams and
by Susan Stamberg in September 1986. NPR
also launched its new arts and music series,
Performance Today, on Jan. 5 (BROAOCASTING,
Jan. 12).

o

Scrambling. Since January 1986, many major
cable programing services have scrambled
their satellite feeds, forcing any of 1.6 million-
plus owners of backyard earth stations who
want to continue receiving feeds to buy de-
scramblers and pay programers subscription
fees.

Among those that have so far scrambled:
Home Box Office (HBO and Cinemax), Eastemn
Microwave (superstation WOR-TY New York).
Showtime/The Movie Channel. Turner Broad-
casting System (CNN and CNN Headiine
News), United Video (superstation wen-Tv Chi-
cago) and Tempo Enterprises (superstation
wrBs{Tv] Atlanta). Other majors that are likely to
scramble their services before this year is out:
ESPN, USA Network, MTV Networks (MTV, VH-1,
Nickelodeon) and the Disney Channel.

Most of pressure on basic cable services
came from cable operators who watched num-
ber of homes installing C-band dishes to re-
ceive cable programing for free multiply rapidly
over first half of decade. even in areas served by
cable.

Scrambling creates new business opportuni-
ty for cable programers. low-power sateliite
broadcasting. Once major cable services are
scrambled, programers or some third party (so
far only cable operators) can seil subscriptions
to dish owners either in package or a la carte.

Home satellite industry—manufacturers, dis-
tributors and dealers of home earth stations—
failed last year to persuade lawmakers that leg-
islation was necessary to make TVRO market-
place for scrambling programing more competi-
tive and insure that dish owners have access to
program services at “reasonable” rates. It also
failed to persuade FCC, which issued report
concluding that marketplace was competitive
and that there was no need for federal regula-
tion of any kind (BroaDcasTinG, March 30).

Segments of home satellite industry intend to
renew drive for legislation this year. Although
prospects for such legislation are nol bright,
they have strong allies on Capitol Hill, led by
Senator Albert Gore (D-Tenn.).

Justice Department is investigating allega-
tions that cable operators have conspired with
programers to monopalize C-band direct busi-
ness, preventing it from becoming competitive
medium.

Most serious threat to scrambling comes not
from Washington, but from pirates who have
managed to crack General Instrument’s Video-
cipher || scrambling system, the de facto stan-
dard for scrambling in cable industry, after ev-
eryone said it couldn't be broken. Gl is now
trying to resecure System using electronic coun-
termeasure and taking some of the pirates 1o
court.

]

Space WARC. U.S. feels it did "well" at first ses-
sion of two-session conference that is to devel-

op plan for use of space services. Developed
and developing countries had difficulty reach-
ing basic agreement throughout five-and-a-
half-week session in Geneva. And there is no
chance International Telecommunication Union
will be able to fund all of considerable work that
remains to be done before second session. 10
be held in 1988 and to implement principles
established in one that ended Sept. 15, 1985.
Conterence decided to focus on fixed salellite
services. But principal issue was conflict be-
tween developing countries, which favored a
priori approach to planning as means of guar-
anteeing ali countries "equitable” access 1o
geostationary orbit and associated frequencies,
and developed countries, which argued such
planning was wasteful and inefficient. Result
was dual approach, with @xpansion bands asso-
ciated with 6/4 ghz and 14/11-12 ghz bands—
where no satelites now operate—to be set
aside for arc allotment planning and multilateral
planning method being devised for use in co-
ordinating requirements in conventional portion
of those frequencies. Ambassador Dean Burch,
who headed U.S. delegation, said that since ex-
pansion bands are not operational in US.,
"there was nothing we had to give up.” However,
while U.S. accepted planning of expansion
bands associated with 6/4 ghz, it reserved its
position regarding ptanning of expansion bands
associated with 14/11-12 ghz, on ground that
planning those frequencies was unnecessary
and wasteful (BRoADCASTING, Sept. 26, 1985).

0

Takeovers and mergers. WOR-TV Secaucus.
N.J —Proposed sale by RKO of VHF indepen-
dent serving New York to MCA Inc. for $387
million—approxiatmely $220 million after tax—
is near completion after March 27 out-of-court
settlement between RKO and four petitioners
who had appealed transfer before U.S. Court of
Appeals.

WTVJ(TV)Miami—Proposed sale by Wo-
melco Broadcasting (Kohiberg Kravis Roberts &
Co.)to joint venture of NBC and General Electric
Property Management for $270 million is cur-
rently awaiting FCC approval. Buyers plan to
drop station's current CBS affiliation and make it
NBC-owned property in market. Petition lo deny
sale was filed as FCC on March 20 by Sunbeam
Television Corp., licensee of co-located current
NBC affiliate, wsvn(Tv). Hart Scott Rodino waiting
period has passed without regulatory comment.
Sunbeam owner, Edmund Ansin, said some
congressmen have expressed interest in hold-
ing hearings on subject. There is currently no
indication whether CBS affiliation would go to
wsvN—which has affiliation contract with NBC
good through January of 1989—or to co-located
VHF independent wCix(Tv).

Home Shopping Network station acquisi-
tions—Teleshopping network has completed
purchase of eight TV stations and has definitive
contracts for five more: kpsT.Tv Vallejo (San Fran-
cisco) Calif.; krJ(Tv) Irving, Tex., and wMoD(TV)
Orlando, new station on channel 50 in Tampa
and wDem(Tv) Hollywood, all Florida. HSN would
share latter station with minority ownership
thereby allowing service to have attributable
ownership in more than 12 stations. Petitions for
review of prior FCC approval of wans(tv) Cleve-
land and wHsw(Tv) Baltimore are still pending
before commissioners.

GenCorp—Tender offer of $100 per share, or
$2.1 billion, was made for RKO parent company
on Wednesday, March 18. Bidders, General
Partners. joint venture of AFG Industries and
Wagner & Brown, have filed suit in U.S. District
Court in Columbus to enjoin GenCorp's “poison
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pill" purchase rights, which would make bid pro-
hibitively expensive unless negotiated ¥rough
GenCorp board. Suit is pending along with Gen-
Corp countersuit. FCC has scheduled expedit-
ed hearing schedule on bidders’ request to let
shares be tendered to trustee. Reply comments
by General Partners are due today. April 6.
Tender offer is due to expire April 16.

Taft Broadcasting—Board of Cincinnati-
based group owner, MSO and entertainment
company decided to seek bids for company,
following Friday, March 27, board meeting. Al-
ready before company is $150-per-share merg-
er offer from Theta Corp.. equal partnership be-
tween Narragansett Capital Inc. and founding
Taft and Ingalls families. Theta previously indi-
cated that if offer is accepted, it would keep
Taft's television and radio stations while spinning
off rest of company.

Heritage Communications—Proposed buy-
out of Des Moines-based MSO and group own-
er by management and Tele-Communications
Inc. (TCI) awaits preparation of proxy statement
and prospectus. No date for proposed $34-per-
share merger has been set but one company
executive said shareholders meeting to ap-
prove proposal would likely be in May. Offer con-
sists of $26 cash and $8 in TCI stock. Following
merger, Heritage broadcasting holdings would
be spun off—to avoid crossownership con-
flicts—to part of company’s management.

Viacom—Date of shareholder's meeting has
yet to be set to approve proposed merger of
New York-based entertainment company, MSC
and group owner with Arsenal Holdings, entity
controlled by Sumner Redstone. Latter outbid
management group attempting leveraged
buyout with offer of $42.75 cash, $7.75 in ex-
changeable preferred stock and 20% of com-
mon stock in surviving corporation. Redstone
has reportedly indicated he will sell Viacom's
radio group but has said he intends to keep all
other “significant assets.”

O

TV allocations. Commission has delayed ac-
tion on proposal to reallocate 28 UHF TV chan-
nels in eight top-10 markets to land-mabile radio
services to seek comment on previously undis-
closed agency studies that appear injurious to
proposal (BROADCASTING, March 16). Television
broadcasters had strongly opposed proceed-
ing, which would alsc drop co-channel protec-
tion rations at UHF TV station's predicted grade
B service contour from 50 db to 40 db.

In June 198, notice on proposed changes,
FCC established industry advisory committee to
investigate technical issues of spectrum shar-
ing. and group filed 121-page report with com-
mission in May 1986 that reflected deep divi-
sions between broadcast interests, who believe
sharing could cause interference to UHF sta-
tions at twice level considered acceptable for
day-to-day viewing, and land-mobile radio inter-
ests, who believe potential for increased inter-
ference is small (BroaocAsTING, May 12, 1986).

Frequency sharing on 2 ghz and 7 ghz micro-
wave bands was also allowed in commission
ruling last year. Frequencies., widely used by
television broadcasters for electronic newsgath-
ering and fixed studio-transmitter links, will now
be open to cable system operators and cable
networks for mobile remote applications. Com-
mission also eliminated mixed allocation in fre-
quencies, setting aside 7 ghz band for fixed
links only and 2 ghz for mobile links.

]

TV stereo. Number of stereo television stations
on air has increased to well over 300, with total




of nearly 400 stations either airing multichannel
sound or in final stages of conversion, accord-
ing to BROADCASTING'S count.

At networks, NBC has moved most quickly to
embrace stereo, with more than three dozen ste-
reo hours in morning, prime time and late night
carried each week by five network-owned-and
operated stations and estimated 117 affiliates
reaching 81.98% of U.S. TV households. Net-
work has also begun accepting stereoc commer-
cials on regular basis. CBS, meanwhile, has
quickened pace on stereo, speeding up
planned 1988 service to introduce “pass-
through" stereo beginning in February 1986 with
Grammy Awards. CBS broadcast of Super Bowl
last January was also in stereo for first time. But
no regular stereo programing is currently on
schedule for at least 38 CBS stereo affiliates and
stereo CBS-owned wcau-Tv Philadelphia. ABC
has some 40 affiliates in stereo, and this spring
has two hours of regularly scheduled stereo pro-
graming each week, including new hour-long
futuristic action/adventure, Max Headroom.
PBS, with 41 member stations in stereo, sup-
plied them with more than 34 hours of stereo
material last month. Fox Broadcasting is also
airing stereo shows. Remainder of stereo sta-
tions are independents.

Penetration of stereo among Aribtron's 87 mil-
lion U.S. TV households has reached 7%. Sales
of sterec-ready sets tallied nearly five million be-
tween fall of 1984 and end of 1986, with new
category of stereo-ready VCR's adding another
1.3 million to figure. Additional factor is estimat-
ed 10 million stereo-capable TV sets in market.

Estimates for 1987 have another 5.2 million ste-
rec receivers sold, along with 2.9 million stereo
VCR’s and 4 million stereo-adaptable receivers,
according to Electronic Industries Association.

Cable operators are also beginning imple-
mentation of stereo standard, prompted by ca-
ble services, such as Home Box Office, which
already provide stereo audio to cable industry.
Nation's third largest cable system, American
Television & Communications-owned Manhat-
tan Cable TV, implemented stereo service in Oc-
tober 1986.

FCC first authorized TV stereo broadcasting
in March 1984. At same time, it protected indus-
try-recommended Zenith/dbx system frominter-
fering signals, making it, in effect, national stan-
dard. Noncommercial wttwmvy Chicago
became first television station in nation to regu-
larly broadcast programing with stereo sound
on Aug. 7, 1984, using Zenith/dbx system.
NBC's Tonight was first regularly broadcast ste-
reo program, starting in July 1985.

Technology that makes stereo possible also
makes possible simultaneous broadcast of an-
cillary broadcast services. Number of stations,
including 11 public broadcasters, are offering
second audio program (SAP) services, includ-
ing reading-for-the-blind, Spanish-language
soundtracks for syndicated and news program-
ing and audio program guides.

0

UHF-VHF swaps. FCC has approved concept
of permitting noncommercial and commercial
TV operators in same band o swap channels,
without having to expose themselves to compet-

ing applications (BroapcastinG, March 17,
1986). Ruling permits trades of noncommercial
U's for commercial U's and noncommercial V's
for commercial V's. FCC officials have said they
have no plans soon to address related proposal
to permit noncommercial broadcasters to swap
their V's for commercial U's, But FCC has de-
clined to close out docket because it wants to
keep option of approving V-U swaps open in
case federal budgetary cutbacks should make
them more attractive to public broadcasters
("Closed Circuit,” March 17, 1986).
]

VHF drop-ins. Two years ago, FCC Chairman
Mark Fowler directed commission staff to issue
further notice of proposed rulemaking on VHF
drop-ins looking toward additional protection of
existing television service ("Closed Circuit,”
June 18, 1984). Under original proposal, shor-
spaced station would have been authorized as
long as it provided same protection to existing
stations that normally spaced station would and
service gains would outweigh losses. Proceed-
ing has been placed on back burner, however.

Staff had completed work in 1983 on original
proposal, which was introduced more than five
years ago {BROAOCASTING, Sept. 22, 1980). FCC
has approved four drop-ins: Sait Lake City {ch.
13); Charleston, W. Va. (ch. 11); Knoxville, Tenn.
{ch. 8), and Johnstown, Pa. (ch. 8). Nine appli-
cations were filed for Charleston drop-in, eight
for Salt Lake City, 13 for Knoxville and four for
Johnstown. In Johnstown, construction permit
has been issued. Other cases are still in hear-
ing.

For the Records

As compiled by BROADCASTING, March 26
through April 1, and based on filings, au-
thorizations and other FCC actions.

Abbreviations: AFC—Antenna For Communications.
ALJ—Administrative Law Judge. alt.—aliernate. ann.—
announced. ant.—antenna. aur.—aural. aux.—auxiliary.
CH—critical hours. CP—construction permit. D—day.
DA—directional antenna. Doc—Docket. ERP—effective
radiated power. HAAT—height above average terrain.
khz- kilohertz. kw—kilowaus. m—meters. MEOC—
maximum expecied operation value. mhz—megahertz.
mod.—modification. N—night. PSA—presunrise service
authority. RCL—remote control location. S-A—Scientific-
Atlanta. SH—specified hours. SL—studio location. TL—

power output. U—unlimited hours. vis.—visual. w—watts.
*—nancommercial.

Ownership Changes

B KMOG(AM) Payson. Ariz. (1420 khz: 2.5 kw-D: 500
w-N)}—Seeks assignment of license from Rim-Co Inc. to
Kaff Broadcasting Co. for $260.000. Seller has no ther
broadcast interests. Buyer is owned by Guy Christian. who
has no other broadcast interests. Filed March |8,

B KDMS(AM}-KLBQ-FM E! Dorado. Ark. (1290 khz: 5
kw-D: FM: 99.3 mhz: 2.95 kw: HAAT: 300 ft.}—Seeks

transmitter location. trans.—tr TPO—1r

g of li from Lowery Broadeasting Inc. to

| America’s first name in
| Radio Sales Training,

Seminars, Motivation and Consultation

GREENWOOD

Performance Systems

Ken Greenwood. Jim Rhea: Tulsa 1-800-331-915
Jim Taszarek. Tim Menowsky: Kansas City [-800-521-2250 Joe Archer: Detroit 1-800-222-4898
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Edward R. Partridge for $950.000. Seller is owned by John
T. Lowery and family. It has no other broadcast interests.
Buyer is former partner in Jackson. Miss.-based Mississippi
Outdoor Advertising. Filed March 24.

B WGBZ(TV) Gainesville. Fla. (ch. 61: ERP vis. 3.444
kw: aur, 344.4 kw: HAAT: 936 ft.)—Seeks assignment of
license from Gator Broadeasting Lid. Partnership 10 G.T.L.
for assumption of liabilities. Buyer is principally owned by
Louis Frey and Ronald D. Campbeil. Frey has interest in
WTXL-TV Tallahassee. Fla.: WIIKTV} Cincinnati and
WKAB-TV Monigomery. Ala. Filed March 23.

B WIPC(AM) Lake Wales. Fla. (1280 khz: | kw-D: 250 w-
N)}—Seeks assignment of license from Ayers Broadcasting
Inc. to Seggi Broadcasting In¢. for $365.000. Seller is
owned by James M. Ayers. who has no other broadeast
interests. Buyer is owned by Ronald G. Seggi. who has no
other broadcast interests. Filed March 19.

B WWZZ(AM) Sarasota. Fla. (1280 khz: 2.5 kw-D)—
Seeks assignment of licénse from Sarasota Radio Ltd. 1o
Select Business Resources for $760.000. Seller is owned by
Barry E Gerber. who also owns WSEY(FM) Sauk City. Wis.
Buyer is owned by Warren J. Cave and his wife. Marguerite.
It has no other broadcast interests. Filed March 20.

B WOFF(FM) Camilla. Ga. (105.5 mhz: 3 kw: HAAT: 300
ft.}—Seeks transfer of control of Mitchell Broadeasting Inc.
from William H. Nesmith to Gene H. Ragers for assumption
of liabilities. Seller is owned by Nesmith (51%). Rogers
(25%) and Famell O'Quinn (24%). O'Quinn also owns
WUFF(AM) Eastman, Ga., and WULF(AM) Alma. Ga.
Buyer has no other broadcast interests. Filed March 25.

B WSER(AM) Elkion, Md. (1550 khz: | kw-D)—Seeks
assignment of license from Eiting Enterprises of Md. to First
Philadelphia Properties Inc. for $310.000. Seller is owned
by John Eliing. Buyer is owned by Brian Barrabee and Jack
Rose. who have no other broadeast interests. Filed March
20.

B KLDN(FM) Eldon. Mo. (92.7 mhz: 790 w: HAAT: 585
fi.}—Seeks assignment of license from Southwest Commu-
nications Inc. to CTC Communications for $242.000. Seller
is owned by Dennis D. McDaniel. who has no gther broad-




cast interests. Buyer is owned by James P. Davis. who has no
other broadcast interests. Filed March 23.

m WSIX-AM-FM Nashville (AM: 980 khz: 5 kw-U. DA-
N; FM: 97.9 mhz: 100 kw; HAAT: |.140 ft.)}—Seeks assign-
ment of license from Foster Management Co. to Steve and
Tom Hicks for $8.5 million cash. Seller is New York-based
venture capital firm principally owned by John Foster. presi-
dent. It has no other broadcast interests. Buyer. Steve Hicks.
is principal owner of Hicks Communications. Austin, Tex.-
based group of two AM's and two FM's. Tom Hicks is
partner in Hicks & Haas. Dallas-based leverage capital firm,
and with his brother, Bill, owns WTAW(AM)-KTSR(FM)
College Station. Tex. Filed March 13.

m  KTAM(AM)-KORA-FM Bryan, Tex. (AM: 1240 khz: 1
kw-U: FM: 98.3 mhz; 3 kw; HAAT: 503 ft.}—Seeks assign-
ment of license from KTAM/KOR A Radio to Clear Channe]
Communications Inc. for $4,233.000. Seller is principally
owned by David C. Jones and Carolyn G. Vance. who have
no other broadcast interests. Buyer is group owned by Low-
rey Mays. Filed March 23.

m  KLZK(FM) Farwell. Tex. (98.3 mhz: 3 kw; HAAT: 190
ft.)—Seeks assignment of license from Alton Finley to Da-
minion Communications Inc. for $5,000. Seller has interest
in WMRB(AM) Greenville and WGCJ-FM Parris Island.
both South Carolina. Buyer is equaily owned by Finley, Peter
Winslow and Nanetie Markunas. Filed March 20.

m  KINE(AM)-KDUV(FM) Kingsville. Tex. (AM: 1330
khz: 1 kw-D: FM: 97.7 mhz: 3 kw; HAAT: 150 fi.}—Seeks
transfer of control of Whitlock Communications from Ron
W. Whitlock to Tom W. Whilte lor assumption of liabilities.
Seller owns KITE(FM) Poriland. Tex. Buyer owns 49% of
station. Filed March 20.

m  KEEE(AM)-KJCS(FM) Nacogdoches. Tex. (1230 khz:
] kw-U: FM: 103.3 mhz: 100 kw: HAAT: 500 ft.)—Secks
assignment of license from R&H Broadcasting Inc. to Multi-
com Broadcasting Inc. for $1,948.000. Seller is owned by
Jimmy Rucker and Roben Hill. who have no other broadcast
interests. Buyer is owned by Carolyn G. Vance. her son,
William. and Ben D. Downs. It also owns KTAM(AM)-
KORA(FM) Bryan. Tex. Filed March 23.

m  KIKN(AM) Pharr. Tex. (840 khz: 5 kw-D: | kw-N)}—
Seeks transfer of control of Bixby Great Electric Radio Co.
to John A. Parry for assumption of liabilities. Seller is owned
by Michaej T. Reichen and Charles A. Whatley and Parry. It
also has interest in KUHL{AM)-KXFM(FM) Santa Maria.
Calif.. and KTXF(FM) Brownsville. Tex. Filed March 23.

m  WWHY(AM) Huntington, W.Va. (1470 khz: 5 kw-D)—
Seeks assignment of license from Leo J. Meisel to Marshall
University Foundation for $30.000. Seller has no other
broadcast interests. Buyer is headed by William C. Mar-
shall. It also owns WMUL-FM Huntington. W.Va. Filed
March 20.

|

New Stations

New AM's

m  Madbury, N.H.—Harvest Broadcasting seeks 1340 khz:
1 kw-U. Address: PO. Box 105. Hinsdale. N.H. 03451,
Principal is owned by Brian Dodge. who has interest in
KTU-FM Elk City, KTTL-FM Alva. both Okiahoma. and
app.'s for three FM’s and twe AM’s. Filed March 23

w  Cherry Hill. N.J.—Michael Venditti seeks 1600 khz: 2.4
kw-D: 1 kw-N. Address: 321 Cliff Ave.. Beverly, N.J.
08010. Principal has no other broadcast interests. Filed
March 23.

m  Klamath Falls. Ore.—Stephen Edward Minshall seeks
1340 khz: | kw-U. Address: 1911 Debonaire Ct.. Modesto.
Calif. 95350. Principal has no other broadcast interests.
Filed March 24.

New FM’s

®  *Sacramento. Calif.—Sacramento Community Radio
Inc. seeks 88.9 mhz: & kw; 318 m. Address: P.O. Box
163198. 95816. Principal is nonprofit corporation headed by
Robert Jacobson. Filed March 17.

m  *West Sacramento. Calif.—Educational Media Founda-
tion Ine. seeks 88.9 mhz: 2.7 kw: 537.8 m. Principal is
nonprofit corporation headed by K. Richard Jenkins. presi-
dent. Filed March 17.

m  Caney. Kans.—Muichael P. Stephens secks 101.§ mhz: 3
Kkw; HAAT: 328 fi. Address: Ri. 5. Box 227. Sapulpa. Okla.
74066. Principal also owns KXOJ-AM-FM Sapulpa. Filed
March 18.

m  La Crescent. Minn.—La Crescent Community Radio
Inc. seeks 102.7 mhz: 3 kw; HAAT: 421 .2 fi. Address: 920
Spruce St.. 55947. Principal is nonprofit corporation headed
by Fiora Nielsen. Filed March 16.

m  *Miles City. Mont.—Miles Community College secks
90.7 mhz; 500 w; HAAT: 153.1 m. Address: 275 Dickinson
St., 59301. Principal is educational institution headed by
Judson Flower, president. Filed March 25.

m *Mount Hope N.Y.—-Shawangunk Communications
seeks 90.1 mhz: 1.8 kw: HAAT. 565 ft. Address: P.O. Box
709, Otisville. N.Y. 10963. Principal is nonprofit corpora-
tion headed by Thomas S. Mondell. Filed March 17.

®  *Plausburgh, N.Y.—Nonheast New York Public Tele-
communications Council Inc. seeks 91.9 mhz: 380 w;
HAAT. 260.3 m. Address: Broad and Beckman PSUC,
Plattsburgh. N.Y. 12901. Principal is nonprofit corporation
headed by Gerald K. Bates. Filed March 17.

m  Charlotiesville, Va.—Virginia Tech Foundation Inc.
seeks ch. 89.3 mhz; 8.6 kw; HAAT: 359.3 m. Address: 220
Burruss Hall, Blacksburg. Va. 24061. Principal is education-
al institution headed by C.A. Cutchins I11. Filed March 17.

New TV's

B McCook. Neb.—Jerrel} Kautz seeks ch. 12; ERP vis. 30
kw, aur. 6 kw; HAAT: 313 fi. Address: 402 East 4th St.,
69001. Principal has interest in KZMC-FM McCook. Neb.
Filed March 25.

m  Syracuse, N.Y.—Christian Discerner Inc. secks ch. 43;
ERP vis. 87.5 kw; HAAT: 77 m. Address: 8315 Tobin Rd..
Annandale, Va. 22003, Principal is owned by James L.
Oyster. who has no other broadcast interests. Filed March
24,

®  *Waco, Tex.—Central Texas College seeks ch. 34. ERP
vis. 80 kw; HAAT: 514.36 ft. Address: Highway 190 W..
Killeen. Tex. 76540. Principal is educational institution
headed by Luis M. Morton. chancellor. Filed March 13.

®  Sturgeon Bay. Wis.—Sonora S. Wray seek ch. 42; ERP
vis. 260 kw, aur. 26 kw: HAAT: 196.5 m. Address: P.O. Box
422, Ashley, Ind. 46705. Principal owns WSSW(FM)
Mackinaw City, Mich. Filed March 23.

Facilities Changes |

AM's
Tendered

m  KKMC (880 khz) Gonzales, Calif.—Secks CP to in-
crease night pawer to 5 kw. Filed March 27.

m  KFEL (970 khz} Pueblo, Colo.—Secks CP to increase
power 10 3.2 kw Filed March 25.

Summary of brocadcasting
as of January 31, 1987

Service On Air CP's Total®
Commercial AM 4,867 170 5037
Commerciai FM 3946 418 4364
Educational FM 1263 173 1,436

Total Radio 10,076 761 10.837
FM translators 1.115 766 1.881
Commercial VHF TV 546 23 569

Commercial UHF TV
Educationat VHF TV

454 222 676
10 3 13

Educational UHF TV 187 25 212

Total TV 1.297 2713 1.570
VHF LPTV 247 74 |
UHF LPTV 163 136 299

Total LPTV 410 210 620
VHF tranglators 2.981 145 3,126
UHF translators 1998 293 229

ITFS 250 114 364
Low-power auxiliary 824 4] 824
TV auxiliaries 7430 205 7.635
UHF transiator/boosters 6 0 6
Experimental TV 3 5 8
Remote pickup 12.338 83 12391
Aural STL & intercity relay ~ 2.836 166 3.002

* includes off-air licenses.
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m XVSV (1190 khz) Beloit, Kans.—Seeks CP (o make
changes in ant. sys. Filed March 26.

= WOKA (850 khz) Penn Yan. N.Y.—Secks CP to in-
crease power to | kw. Filed March 25.

®  KXOI (1550 khz) Sapulpa, Okla.—Seeks CP to increase
power 1o 2.5 kw. Filed March 27.

® KBFW (930 khz) Bellingham-Ferndale, Wash.—Seeks
CP to change city of license to Bellingham; change hours of
operation to unlimited by adding night service with 500 w
and make changes in ant. sys. Filed March 30.

m KUUY (650 khz) Cheyenne, Wyo.—Seeks CP 1o
change city of license. Filed March 25.

Accepted

m KSKA (9.1 mhz) Anchorage—Seeks CP to change
HAAT 10 190.2 ft. and make changes in ant. sys. Filed
March 30.

m WKDZ (1110 khz) Cadiz. Ky—Seeks CP to make
changes in ant. sys. Filed March 25.

m  KDEX (1590 khz) Dexter, Mo.—Seeks CP to change TL
and make changes in ant. sys. Filed March 27.

FM'’s
Tendered

m  WDAL{107.1 mhz) Linden, Ala.—Seeks mod. of CP to
change TL. Filed March 26.

m  KCIL (107.5 mhz) Houma. La.—Seeks CP to change
TL and change HAAT to 980.7 ft. Filed March 25.

m  WBEC-FM (105.5 mhz) Pitusfield, Mass.—Seeks CP to
change ERP to 950 w. Filed March 25.

m WCLV (95.5 mhz) Cleveland—Seeks mod. of CP 1o
change ERP and change HAAT to 620 fi. Filed March 27.

Accepted

m WGSY (100.1 mhz) Phenix City. Ala.—Seeks CP o
change TL. Filed March 25.

®  KYAX (94.5 mhz) Alwras, Calif.—Seeks CP to change
HAAT to minus 193.35 ft. Filed March 30.

®  KNCQ (97.3 mhz) Redding, Calif. —Seeks CP 1o make
changes in ant. sys. Filed March 26.

m  KSPN (97.7 mhz) Aspen, Colo.—Seeks mod. of license
1o relocate main studio outside community of license. Filed
March 26.

m  WCTD-FM (107.1 mhz) Federalsburg. Md.—Seeks CP
1o change ERP to 1.93 kw and change HAAT 10 1,334.3 f1.
Filed March 30.

m KOGA-FM (99.7 mhz) Ogallala. Neb.—Seeks CP to
change TL: change HAAT to 804.9 ft.; change ERP 1o 100
kw and make changes in ant. sys. Filed March 30.

m  WEEC (100.7 mhz) Springfield. Ohio—Secks CP to
change ERP to 50 kw and change HAAT 10 478.9 fi. Filed
March 25.

B WIYQ(99.1 mhz) Ebensburg. Pa.—Secks CP to change
ERP 1o 24 kw and change HAAT to 713.1 ft. Filed March
30.

®m WGTY (107.7 mhz) Gettysburg, Pa.—Secks CP to
change ERP 1o 50 kw and change HAAT to 351 ft. Filed
March 25.

m  WDAC (94.5 mhz) Lancaster, Pa.—Seeks CP 1o change
ERP to 38 kw. Filed March 26.

= KXGC-FM (96.9 mhz) El Campo. Tex.—Seeks CP to
change ERP to 100 kw and change HAAT 1o 1.025.6 ft.
Filed March 30.

m  KDDM (97.9 mhz) Odessa, Tex.—Seeks CP to change
TL;change HAAT to 1,000 fi. and make changes in ant. sys.
Filed March 25.

m  KTYL-FM (93.1 mhz) Tyler. Tex.—Seeks CP to change
TL: change HAAT to 986.6 fi. and change ERP to 100 kw.
Filed March 26.

TV's
Accepled

®m WTTA (ch. 38) St. Petersburg. Fla.—Seeks MP to
change HAAT 1o 1.547.3 ft. and change TL. Filed March
25,

® *WCLP-TV (ch. 61) Chatsworth, Ga.—Seeks CP to
change ERP vis. 10 3,500 kw. Filed March 25.

m *WABW-TV (ch. 14) Pelham, Ga.—Secks CP to change
ERP vis. to 3.750 kw and change HAAT 1o 1,248 fi. Filed
March 25.

m  WROZ (ch. 61.) Owensboro. Ky.—Secks MP to change
ERP vis. to 3,000 kw. aur. 300 kw; change HAAT o0 1.053.5
fi. and change TL. Filed March 25.

m WPTY-TV (ch. 24) Memphis—Seeks MP to change



ERP vis. to 3003 kw, aur. 600.6 kw and change HAAT to
1,011 ft. Filed March 26.

& *WETK (ch. 33) Burlington. Vt.—Seecks CP to change
ERP vis. to 1,000 kw and change HAAT to 2.647 ft. Filed
March 25.

& WVGI (ch. 17) Charlotte Amalie. V.L.—Seeks MP to
change ERP vis. lo 48.8 kw, aur. 4.88 kw; change HAAT to
1.381 ft.; change TL and make changes in ant. sys. Filed
March 25,

Actions

AM

& WGGG (1230 khz) Gainesville, Fla.—Dismissed app.
to change TL and make changes in ant. Sys. Action March
18.

FM's

& WHMA-FM (100.5 mhz) Anniston, Ala.—Granted

app. to change TL and change HAAT to 1,142.5 fi. Action
March 24.

& KAYZ (103.1 mhz) E| Dorado, Ark.—Granted app. to

Services

change TL and change HAAT to 446 ft. Action March 20.

a KMLE (107.9 mhz) Chandler. Ariz.—Granted app. to
make changes in ant. sys. Action March 24.

& KXCl (91.7 mhz) Tucson—Granted app. to make
changes in ant. sys. Action March 18.

8 WRIT (92.7 mhz) Stuart, Fla.—Granted app. to change
TL and change HAAT to 328 f1. Action March 20.

& KQID-FM (93.1 mhz) Alexandria. La.—Granted app.
to change HAAT to 1,520.6.ft. Action March 20.

& WUMEF-FM (100.5 mhz) Farmington. Me.—Granted
app. to change TL; change ERP to 151 kw and change HAAT
to 273.6 ft. Action March 19.

& KEYV (93.1 mhz} Las Vegas—Granted app. to change
ERP to 24.3 kw; change HAAT to 3.724.7 ft. and change
TL. Action March 19.

& WIYY (105.5 mhz) Concord. N.H.—Granted app. to
change ERP to 1.55 kw and change HAAT to 456.2 ft.
Action March 24.

& WJIV (101.9 mhz) Cherry Valley. N.Y.—Granfed app.
1o change ERP to 8.93 kw. Action March 24.

AERONAUTICAL CONSULTANTS
TOWER LOCATIONMEIGHT STUDE S
FAA NEGOTIATIONS
JOHN CHEVALIER. JR

AVIATION SYSTEMS, INC.
28441 HIGHRIOGE RO S1¢ 201
ROLLING HILLS ESTATES CA 90274
{213) 377-3449
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BROADCAST DATA SERVICES
Computerized Broadcast Service
Including
Data Base/Allocation Studies
Terrain Profiles
A Div. of Moffet. Larson & Johnson, Inc
(703) B41-0282

Completety Current =~ No Maritime Calls

AVAILABLE
CALL LETTERS

WITH FULL APPLICATION KIT
AADIO NFORMATION CENTER
575 Laxngion Averns  New York, NY 10022
212) 371-4828

RAMTRONIX, INC.

Connector Supplier
to the Broadcast Industry
Kings/ATT Cannon
67 Jefryn Blvd. E.
Deer Park, N.Y. 11729
{516) 242-4700

UNUSED

CALL LETTERS
CALL

dataworld

1-800—368-5754

Stephen Raleigh
Broadcast Services

Full Service Technical Consulting
Speclalists In Audio & RF Systems
Facliity Design & Instailation
PO. Box 3403, Princeton, N.J. 08540
(609) 799-4357

BOTw LTMET FINANCIAL
SERVICES DIVISION

Specializing in Financial
m Consulnng Services Including
vince Bellino | + Equity/Debt Financing
vice Proncient |« Debi Resiruciuring
(212)918-0541 | <Cusiomized Presehiatons

{Talatach Inc.

BROADCAST CONSULTANTS AND ENGINEERS
FCC 2 nd Faig E
: ApDhcaions ar )il ngmesrng

» Tower Erection snd Meniensnce
@ Facdiry Desgn and Congirucion

23400 Mch fve

Conact
O Dearbom M 48124

(313) 562-6073

DON'T BE A STRANGER

To Broadcasting's 191781° Readers
Dispiay your Protessional or Service
Card here It will be seen by $tation and
cable TV system owner$ and decision
makers

*1982 Readership Survey Showng 52
reacers per copy
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@ WSCP-FM (107.1 mh2) Pulaski, N.Y.—Granted app. t¢
change TL; change ERP to 2.5 kw and change HAAT to
364.1 fi. Action March 20,

& WTOO-FM (98.3 mhz) Bellafontaine. Ohio—Granted
app. to change TL: change ERP to 1.41 kw and change
HAAT to 466 fi. Action March 24.

®  WYPC (101.5 mhz) Gallipolis, Ohio—Granted app. to
change ERP to 50 kw and change HAAT 10 492 fi. Action
March 24.

8 KSLE (105.5 mhz) Seminole, Okla.—Granted app. to

change ERP 10 2.35 kw: change HAAT to 367 ft. and make
changes in ant. sys. Action March 24.

8 WBRR (100.1 mhz) Bradford, Pa.—Granted app. to
change channels; change HAAT to 534 fi. and change ERP
to 970 w. Action March 24.

8 KTXF(100.3 mhz) Brownsville, Tex.—Granted app. to
change HAAT to 1,351 ft.; change TL and make changes in
ant. sys. Action March 18,

Call Letters —l

Applications
Call Sought by
New FM
WHBM-FM State of Wisconsin-Educafional Communica-

tions Board, Park Falls, Wis.

New TV

WFME-TV Family Stations of New Jersey Inc.. Newark,
N.J

Existing AM

KSSA KTNS Radio Plano Inc.. Plano, Tex

New FM's

WCWB-FM William Howard Burckhalter, Trenton, Fla.

WURC Rust College Inc , Holly Springs. Miss.

WQIC-Fi Marion Broadcasting Co., Marion, Miss

WCAN WAMC Canojoharie. N.Y.

KDPR Prairie Public Broadcasting Inc., Dickinson,
N.D.

KEAS-FM WD.S. Broadcasting. Eastland, Tex

Naw TV's

KuBD Denver Channel 59 Partnership Ltd., Denver
Colo.

KACV-TV Amatilio Junior College District, Amarillo
Tex.

Grants
Call Sought by

Existing AM's

KZLR KABS Southern Starr of Arkansas Inc.. Pine
Blufl, Ark.

KCZN KAAP Gold Coast Communications Corp.
Santa Paula, Calif

WGEMM WGBE Miller Broadcasting Inc., Woodbine,
Ga.

KWOwW KIZN Canstant Communications Co. of Ida-
ho Inc., Boise, Idaho

WwUGM WFXZ James Communications Corp., Ster-
ling Heights, Il

KKMO KAMT KAMT. Tacoma, Wash.

Existing FM's

KZLR-FM KZLR Southern Starr of Arkansas Inc., Pine
Blufl, Ark.

WFXZ WBUK Wegerly Broadcasling Corp., Pincon-
ning, Mich.

KBUL KNSS TMCI Broadcasting Inc., Carson City,
Nev.

wSsZ WOKU-FM WHJB Inc.. Greensburg, Pa.

KOJO KSSA Metroplex Broadcasting Inc., Fort
Worth

Existing TV

KYRT KABB Alamo Broadcasting Corp., San Anto-
nio. Tex.



Professional Cards

A.O. RING & ASSOCIATES, PC.

CONSULTING RADIO ENCINEERS
Suite 500
1140 Nineteenth St.. N.W.
Washington, D.C. 20036
(202) 2236700
Member AFCCE

SAIC i
-~ Corpormtion
s oS

CONSULTING  ENGINEERS
7901 YARNWOOD COURT
SPRINGFIELD . VA, 22153

(703569 - 1704
MEMBER AFCCE

LOHNES & CULVER
Consulting Engineers
1156 15th St N.W. Suite 606
washington. DC 20005
(202) 296-2722

Member AFCCE

COHEN and DIPPELL, PC.

CONSULTING ENGINEERS
1015 15th St, N.W., Suite 703

(202) 783-0111

Washington, D.C. 20008
Member AFCCE

SILLIMAN AND SILLIMAN
8121 Georgia Ave. #700
Silver Spring. MD 20910

ROBERT M. SILLIMAN. P.E.
(301 589-8288

THOMAS B. SILLIMAN. P.E.
(8121 853.9754

Member ALCCR

Moffet, Larson & Johnson, Inc.
Consulting Telecommunications Engineers

1925 North Lynn Street
Arlington, VA 22209
(703) 841-0500
Member AFCCE

ANDRUS AND ASSOCIATES, INC.
ALVIN H. ANDRUS. P.E.

351 SCOTT DRIVE
SILVER SPRING, MD 20904

Q 30V 3845374
Member AFCCE

HAMMETT & EDISON, INC.
CONSULTING ENGINEERS
Box 68, International Airport
San Francisco, California, 94128
(415) 342-5200
Member AFCCE

JOHN B. HEFFELFINGER

9233 Ward Parkway, Suite 285
816-444-7010
Kansas City. Missouri 64114

Member AFCCE

JULES COHEN
& ASSOQOCIATES, PC.
Suite 400
1730 M 5t Nw.
Wasnington DC 20036
(202) 659-3707
Member AFCCE

CARL E. SMITH
CONSULTING ENGINEERS

AM-FM-TV Engineering Consultants
Complete Tower and Rigging Services

"Serving the Broadeast Induniry
Jor arer 50 Years”

Box 2727 Bath, Ohic 44210
(216) 659-4440

VIR JAMES

CONSULTING ENGINEERS
Apphications and Freid Engineernng
Camputerized Fréquency Surveys
3137 W. Kentucky Ave.—80219
(303) 937-1900
DENVER, COLORADO

Member AFCCE & NAB

E. Harold Munn, Jr.,

& Associates, Inc.
Broadcast Engineering Consultants
Box 220
Coldwater, Michigan 49036
Phone: 517—278-7329

ROSNER TELEVISION
SYSTEMS
CONSULTING & ENGINEERING

250 West 57 Street
New York, N.Y. 10107
(212) 248-2850

Mullaney Engineering, Inc.
Consviting Telecommunications Engineers

9049 Shady Grove Court
Gaithersburg, MO 20877
301-921-0115
Member AFCCE

HATFIELD & DAWSON

Consulting Engineers
Broadcast and Communications
4226 6th Ave, N.W,
Seattle, Washington, 98107

(206) 783-9151
Member AFCCE

ENTERPRISE ENGINEERING PC.
Consulting Engineers

FW HANNEL. PE
PO Box 9001 Peora. IL 61614
(309) 691-4155

Membe: AFCCE

STRUCTURAL SYSTEMS
TECHNOLOGY, INC.
MATTHEW J VLISSIDES. PE.

IDENT

TOWERS. ANTENNAS. STRUCTURES
New Tall Towers. Existing Towers
Siudies. Analysis. Design Medifications,
Inspections., Erection. Etc
6867 Elm S1.. McLean. VA 22101 (703 S56-765
ember AFCCE

C. P. CROSSNO & ASSOCIATES
Consulting Engineers

P.0. Box 18312
Oallas, Texas 75218

{214) 669-0294
Member AFCCE

JOHN F.X. BROWNE
& ASSOCIATES, PC.
525 Woodward Ave.
Bloomfield Hills, MI 48013
(313) 642-6226
Washington Office
(202) 293-2020
Member AFCCE

D.C. WILLIAMS
& ASSOCIATES. INC.

Consulling Engmmeers
AM-Fa v PTY CaTy
POST OFFILF BOx 00

FOLSOM, CALIFORNIA 95630
(916) 933-5000

R.L. HOOVER
Consulting Telecommunications Engineer
11704 Seven Locks Road
Potomac, Maryland 20854
301-983-0054
Member AFCCE

J. S. SHERMAN & AS8S0OC., INC.

APPLICATIONS.
CONSULTING &
FIELD SERVICES

204B CROSS KEYS RD
BERLIN. NEW JERSEY
(609) 767-2070 08009

CLARENCE M BEVERAGE
ComMMUNICATIONS TECHNOLOGIES, INC
BROADCAST ENGINEERING CONSULTANTS
SUNTE 45 123 CREEK ROAC
MOUNT HOLLY NJ 0B0D6O

1600 722 QOOT

LAWRENCE L. MORTON
ASSOCIATES

16T SUPEMOR LANE

LA £51 CALEC

LAWRENCE L MORTON E.E.

P
APFUCATIONS 9 FIELO ENGINEERING
ANTENNA BROADBANDING FOR AM STEREQ

(714) 859-6015

SELLMEYER & KRAMER, INC.
CONSULTING ENGINEERS
S.M. Kramer, PE.  214.548-8244
J.S. Sellmeyer, PE.. 214-542-2056

APPLICATIONS * FIELO ENGINEERING

PC. Box 841 Mckinney, TX 75069
Member AFCCE

PAUL DEAN FORD, PE.
BROADCAST ENGINEERING CONSULTANT
R.R. 12, Box 351
WEST TERRE HAUTE, INDIANA 47885
812.535-3831
Member AFCCE

D.B. COMMUNICATIONS, INC.

Broadcast/RCC/cellular/satellite
Telecommunications Consultants
4401 Easl Wesl H‘ghw ; Suite 404
Bethasda, Marylan 20814
{Located in Washington, D.C. Area)
301) 654-0777
contact: Darmrell E. Bauguess

EVANS ASSOCIATES (DICHARD L BIBY. PE. m JOHN J. DAVIS
B Koyt o L MUNICATIONS ENGI & ASSOCIATES
g ] CONSULTING ENGINEERS
216 N. Green Bay Rd. 1;:&";‘:"“6 ENGINEERS ENGINEERING AND CONSULTING P.0.BOX 128
son Bivd., Sulte 1003 0.

THIENSVILLE, WISCONSIN 53092 Arlington, Virginia 22209 SIERRA MADRE, CA 91024-0128

PmM::‘"’ QF:EZC:M 703) 522-5722 fn e 308 CINCINNATI-COLUNBUY ROAD (818) 355-6909

ber Al Member AFCCE T WEST CHESTER, OHIC 45000 Member AFCCE

EDM & ASSOCIATES. INC.

B/casl-AM-FM-TV-LPTVITFS Transisior
Frequency Searches & Rule Malings
C/Camer-Cellular. Satelites
MMOS, P/P Microwave

1234 Mass. Ave,, N.W. Suite
Washington, 0.C. 20005 Phone (202) 639-8880

Member AFCCE

contact
BROADCASTING MAGAZINE
1705 DeSales St., N.W.
Washington, D.C. 20036
for avallabilities
Phone: (202) 659-2340

LECHMAN & JOHNSON

Telecommunications Consultants

Applicationy - Fiald Enginaering

20233 M Street NW Suite 702
Washington OC 20036

{202) 775.0057




Classified Advertising

See |ast page of Classified Section for rates,
closing dates, box numbers and other details.

RADIO
HELP WANTED MANAGEMENT

Wanted: S.E. group seeks general managers for po-
sition now and in the future. Call 912-264—6251.

Controller: Johnstown, PA. Prefer broadcast or media
related experience. Minimum college degree with 5
years experience or 10 years experience in the broad-
casting industry. Expertise in budgeting. cost control
and receivables managemenl. Send resume and sala-
ry requirements to Box R-127. Equal opportunity em-
ployer.

General sales manager, Are you committed lo suc-
cess without compromise? Then we'd like to hear from
you. We're a new company that's just bought a leading
top -50 combo. Management experience; unparalleled
leadership and training skills, sales software applica-
tions knowledge and the ability to describe your sys-
tem of success are important. We're looking forward to
making a significant investment in the right person.
Include compensation needs and resume in your cor-
respondence to John Kelly, President/General Man-
a%er. WPTRAVFLY, P.O. Box 12279, Albany, NY 12212
EQE, M/E

Manager needed to share the net profit with good cen-
Iral United States small market radio station. Full Class
C FM and low frequency high power AM. If you are an
active, fulltime, successful manager and making less
than $50.000 a year, you should look into this. Full priva-
cy assured. Must have a minimum of two years man-
agement experience. Please respond to Box S-16 and
| will call you.

Sales manager for AM station that's #1 in it's market,
under new ownership with news and marketing re-
sources. Let your ability to train and manage a sales
force put you-on a winning team in northeastern Penn-
sylvania, situated in a county which has seen over sev-
en hundred million dollars in capital investment in the
last two years. Market research comparable to any
rEngtEro area just completed. Rush resume to Box R-138.

Sales manager. New York City suburban combo. Pres-
ently a sales manager or seasoned account executive.
Must handle some key accounts. Successful growing
group. Good environment. Many great projects. EOE.
Box R-145.

WOVV-WIRA is expanding sales staff between West
Paim Beach and Vero Beach , Florida. If you are a
broadcast professional with 2 years sales experience
and wish to join the most dynamic broadcast team in
the area, send resume to Bill Beaton. GSM. PO. Box
3032. Fort Pierce, FL 33448.

Top list available for experienced account executive.
WHFX, "The Fox” in beautiful Charlotte is one of the
South's most successful radio stations. Salary + com-
mission + incentives.. plenty of opportunity for growth!
A Metroplex Communications station. Call Jim Turner
704—338-9970 or send resume to WRFX; Fairway Of-
fice Condominiums: 3623 LaTrobe Drive; Suite 130;
Charlotte, NC 28211

Expanding group seeks chiefs lor several medium-
market stations. Excellent opportunity for smaller mar-
ket C.E. to upgrade to superior facilities and work with
top management team. Must be neat, have three years
experience, and a positive attitude. Resume to; Kyle
Magrill, The Daytona Group, P.O. Box 631, Salem, OR
97308.

Chief engineer:WWLI-FM/50kw and WWAZ-AM/Skw.
Great opportunity in southern New England for sea-
soned technician with some management skills. Re-
sume to Station Manager, 290 Westminster Mall, Provi-
dence. Rl 02903. EQE.

Chief broadcast engineer. Salary hased on education
and experience. Excellent fringe benefits. Qualifica-
tions: Experience in operation, maintenance, and/or
repair of broadcast transmitting and production equip-
ment. Knowledge of microwave systems desired. Two
years college or technical school preferred or equiv-
alent experience. Closing date: This position will re-
main open until a suitable candidate is selected. Apply
to: Personnel Office. Arizona Western College, PO. Box
928, Yuma, AZ 85364, 602—726-1000, ext. 222, EOE.

Technician FT/PT.Radio technicians FT/PT needed at
WTOP/WMMJ. Experience helpful. Please send re-
sume to: Personnel, WTOP/WMM.J, 4646 40th St. NW,
Washington, DC 20016, EQE M/F.

HELP WANTED NEWS

Successful small market AM/FM in Maryland ex-
panding sales team. Immediate cpenings. Experience
preferred. Salary plus commission, travel allowance,
life and health benefits. 301—423-8497.

Saies manager Northwest Arkansas, 200.000 popula-
tion, #1 Arbitron rated for three years in every demo-
graphic and daypart among fifteen local radio stations.
-We are very aggressive in sales, programing and pro-
motion with high expectations. Staff is highly self-moti-
vated, cooperalive. Part of successful middie-South
group that tries to promote within. Qualificaticns: Ambi-
tious, genuine, stable, five-ten years radio sales, pre-
ferred background in aggressive leading stations with
high sales, perhaps successful sales person of restrict-
ed sales manager. Compensation commensurate with
ability Resume with compensation history to Doug
Whitman, KKIX-FM, PO. Box 1104, Fayetteville, AR
72702. EOE.

Sales manager. Do you have a strong record in sales
management? Intend to increase your earnings? Con-
sider the Mid-west work ethic a natural way of life?
Have the ability to motivate intelligenl people to reach
their goals? Send a letter of introduction, resume and
work reference to, PO, Box 7727, Madison, WI 53707.

General manager: Dei-Marvas most powerful AM-FM
combo seeks botlom line oriented general manager.
hefty salary and bonus package. Send resume and
references to: 1018 Timber Lane. Pottstown, PA 19464
EQE.

HELP WANTED SALES

Audio network, sales. Excellent guarantee, fast
growth. Experience necessary Send resume; Box
10329, Minneapolis. MN 55440.

Aggressive, experlenced salesperson wanted.
Benelits and gas allowance included. Send resume to:
Sales Department. Flint Metro Mass Media, PO. Box
9100, Flint, MI 48501.

Make $50,000.00 plus with number 1 lisl. Top rated
50kw FM in 40th ADI. Prograssive company looking for
slable professional Dynamic college town with solid
economy/ Apply: Gary Mallernee, WNWN/WHEZ, 9112
S. Westnedge Ave., Kalamazoo, MI 49002

Sales account rep for dominant AM in county. Top list.
Super opportunity for self starter. Resume to General
Manager, WSCR, 1520 N. Keyser Avenue, Scranton, PA
18504.

HELP WANTED ANNOUNCERS

Classical background? Join fast growing classical
format service run by renowned WFMT/Chicago. Bee-
thoven Satellite Network, already heard in 23 states in
first year of service, seeks knowledgeable announcer
with warm, communicative sound. Commercial or pub-
lig classical radio experience a must. Production ex-
perience desirable. World-class technical facility; ex-
traordinary staff. Great career opportunity for talent
seeking nationat network exposure. Fully competilive
salary; generous benefits package. Send simple air-
check or audilion cassette tape to WFMT/BSN, 303
East Wacker Drive, Chicago, IL 60601, or call Torey
Malatia, at 1—800—USA-/WFMT, in IL, 312—565-
5000.

Easy listening smile-in-your-voiceannouncer/spot
producer for expanding FM, East Central Florida coast.
Tape and resume to Pete Noel, WGYL, 1500 20th
Street, Vero Beach, FL 32960.

AnnouncerClassical music background, production
skills, experience required. No beginners. Send re-
sume to Box S-13. ECE.

HELP WANTED TECHNICAL

Live and work in Northern Californla’s beautiful wine
country. Area's top station needs qualified engineer
Send detailed resume and salary requirements (o Gor-
don Ziot, KZST FM, PO Box “8S", Santa Rosa, CA
95402. Will be interviewing at the NAB. MF ECE.

Chief englneer:Formal electronics training and at least
2 years experiégnce in maintenance of electronic-
/oroadcast  equipment required. Salary range
$1250.00 to $1500.00 per month. Resume and salary
history to: Manager, WJEQ, 1506 East Jackson Street,
Macomb, IL 61455,

Assistant chiet,NYC suburban combo. Experienced
to sel up and operale extensive remote schedule, plus
assist studio transmitter operations, maintenance. Bill
Draper. Chief engineer, WFAS, Box 551, White Plains,
NY 10602

Assistant chief engineer for FM/AM. Excellent oppor-
tunity for compelent, responsible self-starter. Involves
maintenance and construction of FM and AM direction-
al systems and studios. Send gualifications, exper-
ience record and salary requirements to : Chief Engi-
neer, Box 4485, SI. Paul. MN 55104,

News director. This small market North Carolina sta-
tion is @ member of one of the nation's best groups.
Local news is our strong suit. If you have a couple
years experience and are looking to move to a good
station and work hard send resume to Box R-138.

Entry levei newsperson, Norih Fiorida. Must be able
to cover meetings, write, edit and produce. Contact
Harry Hagan, 904—584-2373, PO. Box 821, Perry, FL
32347.

WMAS AM-FM/Springfield, MA: seeking news profes-
sionals and some entry level newspeople for future
openings. Tape and resume to Fred Snyder. Oper-
ations Mgr., P.O. Box 1418, Springfield, MA 01101.

WSSP-FM, Orlando has an immediate opening for a
news director to do mornings. Good salary and bene-
fits. Send lape and resume to: Allen Jackson, 140
Nogh Orlando Avenue, Winter Park. FL 32789. M/F,
EEC.

News director needed in July for top-rated station.
Experienced journalist with sports knowledge. strong
delivery, and quick wit. Send T & R, writing samples,
and salary requirements to: GM.WTCR, Box 2186, Hun-
tington, Wv 25722, EOE.

Growing small market in Northern New York, full ser-
vice AM, heavy news commitment. Looking for self
starter, with local government experience & newscast-
ing ability. If you love radio, you've got the opportunity.
Cassette and resume to Brian Ashley, News Direclor.
WTNY AM, Watertown, NY 13801.

HELP WANTED PROGRAMING
PRODUCTION & OTHERS

Must be fluent in French: Dream job - overall produc-
tion/sales manager of new English language station in
Nice, France. Able to do it all with experience/strength
in copywriling and hands-on commercial production?
Respond Box R-114.

Announcer/producerPublic radio station WCAL (Skw
AM. 100kw FM serving Minneapolis/St. Paul market)
seeks a morning host/producer. Requires: excellent
communication skills; engaging. informed on-air style;
minimum two years' experience programing and an-
nouncing classical music, appreciation for other musi-
cal forms; well-honed proficiency with interviews, stu-
dio equipment, and produclion. BA preferred.
Familiarity with field recording desirable. Excellent sal-
ary and benefits. Imaginative, dedicated staff, out-
standing technical tacility, rural and cosmaopolitan envi-
ronment in college town near Twin Cities. Resume and
non-returnable audition tape to: Personnel Director; St.
Olaf College: Northfield, MN 55057. EOE.
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SITUATIONS WANTED MANAGEMENT

MISCELLANEOUS

Radio station doctorseeks general manager post.
Seventeen years experience in broadcasting sales
and management. Diagnostic ability; solution skills;
knowlege. communication skills: selling and marketing
skills; management ability and experience, excetlent
personality characteristics; financial. strategic analysis
and planning skills all pointing to bottom line manage-
ment. Can recruit, teach, train, motivate, inspire and
generate immediate results. Can start-up, turn-around,
work-out. Am in California will consider West, South-
west and South. Others too. "Helping you reach your
goals you'll help me reach my goals®. Lets talk. Write
Box R-144.

GM | have what it takes to get the job done. Bill Musser
914—651-7508. Call now.

Programing advisor | your station a diamond in the
rough? Allow me to polish your product to the fine
tuned gem it can be. My 26 years of experience, in all
phases of broadcasting, is now available. As your advi-
sor, | will work with your present "on air” and manage-
ment staff to improve your market acceptability. It your
format is talk or music, | can help. Isn't it worth the price
of a telephone call? Mike Christian, Entertainment
Communications of America, 813—956-4403.

TELEVISION

HELP WANTED MANAGEMENT

Last chance managerwith extensive programing and
engineering background available for turnarounds. in-
terims, pre-sale caretaker. temporary or long term ill-
ness/sabbatical replacement. 20 years experience,
honest, hardworking, excellent references on request.
617—429-7529 or write PO. Box 14, Epping, NH
03042.

Attention owners in communities. 12,000 - 25.000: My
20 years in small markets may be what you want. I've
done everything - managed (year), sales (10). an-
nounced, Copy, bookkeeping. Please contact: PO. Box
968, Grand Island, NE 68802-0968.

National sales manager: Small market affiliate in the
Sunbelt needs a strong self-motivated individual with
3-5 years broadcast sales, rep experience very help-
ful. Ground floor opportunity. Send resume and salary
requirements to Box R-107.

Business manager. Twenty year old east coast UHF
independent station in top ten markel seeks individual
with experience in managing a business office. Must
be knowledgeable in television broadcast accounting,
computer systems, work well with depariment heads
and possess strong budgeting techniques. Degree
preferred. Send resume to R-147

Business/operations manager. Young. energetic pro-
fessional with 7 years experience available immediate-
Iy Very strong accounting and computer background.
People oriented, excellent communicator, highly intelli-
gent, hardworking. Also interested in any broadcast-
/media related field. Proven track record and solid re-
ferences. Flexible about relocation. Cail Ed 609—729-
6211.

SITUATIONS WANTED ANNOUNCERS

Sports pro, major markel. doing radio anchoring anc
TV producing parttime. Considering all markets. Jim
718—836-5046.

Talk host wants to talk 412—-321-2895.

Experienced announcer with strong production skills
seeks position in Chicago area. | have an MBA and
currently teach radio at ccllege. Box S-10.

Mature announcer twenty years major market strong
news and commercials seeking medium market per-
haps OMfair shift. Box S-7.

Seven years experience,speech background. col-
lege graduate. Creative, fine voice, dependable, good
potential. Bill 804—253-5889.

AnnouncerNetwork quality voice. All phases of radio
and television. Major markets including radio and tele-
vision in the nations capitol. Box S-18.

SITUATIONS WANTED TECHNICAL

Soid my successful AM/FM combo o pursue broad-
cast engineering career. 12 years experience in AM
and FM broadcast engineering, ownership. and man-
agement. Hold FCC litetime license. Looking for chal-
lenging opportunity with progressive station. group.
consulting firm, or manufacturer. Good communication
skills, Dale Carnegie graduale. Will relocate. J.L. Cole.
VA 804—572-6879 or B04—-572-2988.

Chief engineer,with 10 years experience, looking for
progressive broadcaster in Philadelphia, Delaware Val-
ley, or Baltimore. Am currently employed at S0kw
AM/FM in larger market. Helped reposition floundering
FM into #1 CHR with big signal. Rebuill legendary
powerhouse AM. Much involvment with AM direction-
als, construction, AM stereo. A good manager with
excellent references. Recent ownership Change
prompts move. Not anxious, but considering offers.
Reply Box S-15.

SITUATIONS WANTED NEWS

Sports pro, major market, doing radio anchoring and
TV producing parttime. Considering all markets. Jim
718—836-5046.

Knowledgeable sponts director seeks PBF all sports.
talk in strong sports market. 16 years experience. Box
53

Local and regional sales manager: Network affiliate
in a beautiful Sunbelt community near the national sea
shore. This is a growth opportunity in an “up and com-
Ing" station and broadast group. We are seeking an
experienced (5-7 years preferably) aggressive leader
in local and regional sales to motivate and direct an 8
person sales staff plus a regional office. Only cand-
dates with demonstrated results in sales area will be
considered. Send resume and letter in Confidence to
Box R-152. EQE, M/E

TV media assistant. Looking for experienced person
to coordinate TV planning and buying and maintain
contact with station personnel to insure delivery of
schedule. Knowledge of IBM PC and media analysis
software essential for review of post buy preformances
and billing. In-house agency logated Union, NJ. Pleas-
ant working conditions, good benefits, salary Open.
Send resume to: Mr. Media. Box 326, Springfield, NJ
07081.

Business manager for a Toledo area television station.
Prior broadcasting experience and college degree a
must, Supervisory experience necessary. Send salary
reguirements and resume o Box S-1.

Promotion manager: Tell us why you are the right
person for this outstanding opportunity in major mar-
ket. Include resume and salary requirements Box 5-12.

HELP WANTED SALES

#1 NBC, west Michigan station requires strong ag-
gressive local sales manager. Management exper-
ience required. LIN Broadcasting station. Send re-
sume to Sue McDonnell, GSM, WOTV, 120 College
Ave., SE, Grand Rapids, M| 49503. EOE, M/F.

Local sales manager needed by top-ranked CBS at-
filiate to train and lead an aggressive team of sales
protessionals. TvB-trained, pecple-onented motivator
will know how to present the television story in addition
to negotiating numbers. Excellent benefits. Send re-
sume and salary requirements to Jim Grimes, WIFR-TV,
PO. Box 123, Rockford, IL 61105. EQE.

Account executive. WNWO-TV, Toledo's ABC affiliate,
seeks an aggressive. achievement motivated sales
person. Agency and direct skills preferred. Excellent
opportunity for smaller market salesperson moving up.
Send cover lefter and resume to Local Sales Manager.
WNWO-TV, 300 S. Byrne Rd.. Toledo, OH 43615. EOE.

WXEL, a community owned public television and radio
station in West Palm Beach. Florida, is accepting appli-
cations for director of underwriting development. Indi-
vidual must be highly motivated, self-starter, with prov-
en track record in all phases of public broadcast
underwriting. Responsible for televisicn and radio pro-
gram underwriting, member magazine adverlising,
planning. and administration. Must possess outstand-
ing written and verbal skills, with a minimum of five (5}
years experience, public broadcasting preferred.
Send salary history and resume to; Executive Vice
President/General Manager. WXEL, PO. Drawer 6607,
West Palm Beach, FL 33405. EOE. M/F. Position open
until filled.

Director, educational communlcations center. Kan-
sas State University invites applications for director of
the educational communications center. Kansas State
University, founded in 1863 and one of the nation’s
oldest land-grant institutions, is located in Manhattan,
a community of 40,000 people in the scenic Flint Hills.
University enrollment is 17.500. The educational com-
munications center is a new administrative unit which
will produce credit and non-credit educational lelevi-
sion programing for disseémination via satellite, video-
tape, and videoconference technology. The Center will
serve Kansas State University and other institutions
under the Kansas Board of Regents. Reporting to the
provost, the director of the educational communica-
tions center is its chief operating officer. With guidance
from an advisory commitiee, the director 1s responsible
for the center’s programs, budgets, and personnel.
This includes hiring. training, and supervising staff: de-
veloping operating procedures and budgets, seeking
grant funding: marketing center services on and oft
campus:; and training users. Qualifications include a
maslers degree (doctorate preferred); ability in techni-
cal facilities design and operation, including studio
and field production and satellite communications; fa-
miliarity with audio systems. slow-scan. and computer
networks in instruction: administrative skills. inCluding
personnel and budget direction and development,
ability to initiate, develop and produce high quality
educational video programs; and ability to work effec-
tively with others. Previous experience at a land-grant
university is desirable. The position is available July 1,
1987. Submit applications to: Robert Lowman, The
Graduate School, Kansas State University, Fairchild
Hall, Manhattan, KS 66506. Applications must include
a vita and the names, address and phone numbers of
three references. Application deadline is May 1, Kan-
sas State University is an affirmative actionfequal op-
portunity employer.

HELP WANTED TECHNICAL

Engineer for CBS affiliate FCC firsl/general class li-
cense or capability. Strong maintenance management
and trouble shooting experience. Immediate opening
in expanding progressive Southwest. Contact Willie
619—353-9990 or send resume to: 646 Main St.. El
Centro, CA 92243.

Group TV and radio broadeaster has opening for
chief engineer in small Midwest markel. Must have
minimum of 2 years hands-on experience. Good bene-
fits. Salary up to $30,000 depending upon experience.
EQE. M/F. Resume to Box R-126.

Broadcast Instailation technician (temporary). For
the instaliation of two television studio complexes.
Must have minimum two years maintenance and instal-
Jation experience. Resume 1o Irv Ross. Chief Engineer.
WPVI-TV, 4100 Cily Line Ave., Philadelphia, PA 19131.
EQE.

TV malntenance engineer: To maintain, install, and
repair station equipment including. but not limited to
Grass Valley switchers, 3/4" VCAs and edit controllers,
studio cameras, 1* & 2 VTRs, DVE, Chyron 4200. Pre-
fer four years technical experience in television broad-
casting and an understanding of digital video and its
applications. Please send resume to Michael Opauski.
Engineering Supervisor. KTULTelevision, Inc.. P.O. Box
8. Tulsa, OK 74101.

Maintenance engineer: Top ten TV market. Immediate
opening for strong maintenance background in ENG
equipment, control raom, cameras 1o videotape, micro-
wave and transmitter equipment. First phone required.
Contact Chiet Engineer, Box S-5.

Asslstant chief engineer. Heavily equipped VHF and
AM seek individual with solid background in all phases
of broadcast engineering, studio equipment, transmit-
ter equipment. Iroubleshooting, engineering oper-
ations. parts-equipment acquisition and administra-
tion. Must be able to convey information and motivate
personnel. Send resume to Bruce A. Kruse, Chief Engi-
neer. KCRG. 2nd Ave. at 5th St. SE, Cedar Rapids. |1A
52401. EOE. M/F

Engineer-general manager needed immediately .for
full power station in Marion, Indiana Going on air in
July, 1987. Person selected must possess the ability to
manage office personnel and perform chief engineer-
ing duties. Station now under construction and need
person to start ASAP, but no later than May 20, Call R-
Group 513—351-9112. ECE
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Chief engineer with3-5 years experience. Working
knowledge of UHF and all associated production/con-
trol equipment necessary. Will have responsibility for
administration of technical department. including bud-
geting. expenses and lraining programs. Qualiified ap-
plicants send resume to: Box S-9.

Maintenance techniclan: Installation and repair of stu-
dio and transmitler equipment. Some design, plan-
ning. and training responsibilities. Rotating shift includ-
ing nights and weekends. Requires Associate’s degree
in electrical lechnology or equivalent formal training,
plus experience in electronic repair/iroubleshooting.
FCC license or SBE certification. Send resume: Man-
ager of Human Resources. WMHT-TV/FM. Box 17,
Schenectady, NY 12301. EOE.

Master control operator: Rotating shift including

nights and weekends. Prior TV masler control exper-

ience required. Send resume: Manager of Human Re-

E%Jrces. WMHT-TV, Box 17, Schenectady, NY 12301.
E.

Maintenance engineer. 2 or more years of technical
school. § years of TV experience. Experienced in the
repair of videotape machines (C format & 3/4"). Repair
experience of related television equipment such as
monitors, video & audio DAs and swilchers. Knowl-
edge of micro processors is desirable. Send resume
to: Anne Connolly, WTTG-TV, 5151 Wisconsin Ave., NW,
Washington, DC 20016. EEO, M/F.

HELP WANTED NEWS

Sports director: Number 1 facility; number 1 in mar-
ket. Main on-air position. Experience mandatory in live
remoles. play-by-play and packaging. Resume and
tape will include samples of all the above. No calls,
please. News Director, WEAU-TV, PO. Box 47, Eau
Claire, WI 54702-0047. EOE.

Troubieshooter. Experienced consumer/investigative
reporter needed to join #1 troubleshooter team. Send
resume and tape to News Administrator, WBBH-TV,
3719 Central Ave., Fort Myers, FL 33907. EOE.

Weathercaster: ABC affiliate in one of America’s pret-
tiest cilies is looking for a weeknight weathercaster.
Candidates should be personable, conversational and
be able to make the weather forecast easy to under-
stand. Meteorologists preferred. Send resume, tape
and references to Michael Sullivan, News Director,
W(i):BD»TV, P.O. Box 879, Charleston, SC 29402. EOE.
M/F.

Weekend weather/reperter: NBC affiliale in medium
ADI needs upbeat reporter versed in computer weath-
er and crisp, clear writing. Tape. resume to Jack Keefe,
WICD-TV, Box 3750. Champaign, IL 61821. EQE, M/F.

WTVH-TV is looking for a weekend sports anchor/re-
porter. Candidates must have a minimum of 2 years on-
air experience and a complete understanding of ail
athlelic events. We want a strong sports journalist first,
and an on-air lalent second. Send tapes and resumes
to Jim Holland. New Director, WTVH-TV, 980 James SI.,
Syracuse, NY 13203. No phone calls, please. We are
an equal opportunity employer.

WFRV-TV, Green Bay, is looking for a managing editor.
Must possess excellent managerial skilis, strong writ-
ing abilities, hands-on editing and production capabili-
ties. Knowledge of upper Midwest preferred. Rush
tapes, resumes to Ray Wilck, News Director, Box
19055, Green Bay, Wl 54307. No calls. ECE.

Director/producer, GVG swilching experience a must,
minimum 2 years production: expertise: newscasts.
special programing and commercials. Resume and
tape to Stan Roman, WTNH, B Elm St., New Haven, CT
06510. EOE.

Director, WTVK-TV, Knoxville, TN, NBC affiliate. Main
responsibility will be directing/swilching newscasts
with some commercial production. Knowledge of ESS
and DVE helpful. Send resume to Production Manager.
WTVK-TV, PO. Box 1388. Knoxwille, TN 37901. EQE. Mr
F

News promotion producer: The write stufi! One of the
country's best stations is looking for one of the country’s
best news promotion producers to bacome part of the
best team ever. Writing and production skills must be
tops. Send us your best! Reel and resume to WSOC-TV,
Promotion, 1901 North Tryon St., Charlotte, NC 28206.
EEO, M/E

Assignment manager: Top 30 market station iooking
for creative story idea person who can manage people.
1-2 years experience as assignment editor required.
Send resume to Box 5-2. EQE.

Weather anchor/reporter. Weekends for NBC affiliate.
medium market. seeking knowledgeabie, credible per-
son with altractive presentation. Report three days a
week. Prefer person with health reporting experience.
Send casselte and resume to: Hal Levenson, News
Director, P.O. Box 1058, Portsmouth, VA 23705. We are
an equal employment opportunity employer.

Graphics artist WPEC TV-12 has immediate opening
for news graphic artisl. Position involves graphic de-
sign. Art or related degree preferred. Knowledge of
computer graphics desirable, but will consider train-
ing. Send resume/salary requirements to: Personnel
Manager. WPEC TV-12, PO Box 24612, West Palm
Beach, FL 33416-4612. Equal opportunity employer.

Seeking master control/videotape operations posi-
tion in top 60 market. Extensive experience in all
phases of production and on-air operations. Reply Box
S-8.

Investigative reporter in Micronesia. We're losing our
reporter who is a finalist tor the 1986 ACE award in
news. The person that will fill the position must have
proven track record in investigative reporting in order
to work in one of the mos! exciting news areas of the
world. Contact John Morvant, News Dwector, Guam
Cable TV, 530 W, O'Brien Dr.. Agana, Guam 86910 and
671—477-9484 or 671—477-6397.

Two immediate cpenings. Anchor/reporter for head-
line news formal. Photographer/editor. Two years ex-
perience. Send tapes to Bev Hauptli, KCBA-TV. 646 E.
Alisal St., Salinas, CA 93905.

47th market CBS affiliate with KU truck and helicopler
seeks experienced madical reporter for oyr 5:30PM
news. All applicants should send a resume, non-return-
able tape and salary requirements to Jim Church,
News Director, WYOU-TV, 415 Lackawanna Ave..
Eggmon. PA 18503. No phone calls will be accepted.

Producer: Gulf Coast network affiliate is looking for an
innovative producer to handle both the 6 & 11 news-
casts. Qualifications: experience, top-notch writer, love
live shots and on-set reports. and can make the late
news look different from the early news. Resume and
IettEr cg:”s:cribing your news philosophy to Box R-146.

Sports director. Anchor 6 & 11PM in the heart of ACC
country. Cover local sports, college & high school.
Must be upbeat & enthusiastic on-air & in the field.
Send resume to Box R-143

Broadcast Image, a news consulting firm, has two
openings al its client station in a top 25 Midwest mar-
ket. Female M-F co-anchor with a minimum of 5 years
experience anchoring in major markets. Backup
weathercaster. Meteorologist preferred but will consid-
er anyone with a minimum of 4 years weathercasting
experience. Send tapa, resume. salary requirements,
and references in first letter to: Talent Coordinator. 40
Deer Path, Short Hills, NJ 07078.

Commerclal photographer/producer. #1 station
needs creative pholographer tc compliment an "A-#1"
production staff. Must have 3 years experience in
shooling/producing in the field and studio. Must have
experience in dealing with clients and ad agencies.
Send resumes (no tapes) to Production Mgr., WPTA-TV,
PO. Box 2121, Fort Wayne, IN 46801. EQE.

Audience promotion producer: NBC affiliate is seek-
ing strong writer/producer with experience in on-air,
print and radic promaotion. Rush tape. resume and re-
ferences to Frank Biancuzzo, Directorof Marketing and
Adverlising, WESH-TV, PO. Box 7697, Orlando, FL
32854, No calls.

Premotion producer. Dominant affiliate in top 25 mar-
ket seeks seasoned news promotions producer. Some
entertainment work also required. Creativity and wril-
ing skills must be beyond compare. Hands-on editing
a plus. Send resume 1o Box S-14.

Tratfic manager: New Bern, NC. Leading ABC affiliate
seeks individual experienced in all phases of automat-
ed traffic system. Experience with daily logs. facilities,
programing and sales necessary. Columbine software
experience helpful. Please, no phone calls. Send re-
sume, complete with salary history lo William D. Webb,
General Manager, WCTI-TV. PO. Box 2325, New Bern,
NC 28560. ECE.

Videographer/editor: Good production skills, off-line
ediling. various assignments. Travel. News back-
ground a plus. Send tape: Orbis Productions, 3322 N.
Lakewcod, Chicago, IL 60657.

No. 1 afflllate seeks experienced reporter who knows
how to humanize a story. No beginners, please. Send
tapes and resumes to Stephan Foust, News Director,
WTVM-TV, Columbus, GA 31994,

Anchor/reporter for number 1 station looking at ex-
pansion. Must send tape with first letter to Jon Janes,
News Director, KWQC-TV, 805 Brady St., Davenport. 1A
52808.

Travel reporter: We are looking for the best news/fea-
ture reporter in the country. Do you have a minimum of
five years experience? It not, please don't apply. In-
volves extensive worldwide travel, producing series
reports on vacation destinations. The job is not a vaca-
tion. Itis hard work and demands the best writing and
production skills. San Francisco based company. Send
resume and tape to News Travel Network, i85 Berry
St., Suite 6300, San Francisco, CA 94107. No calls.

Sports director: I'mtired of Phoenix-Boston highlights
and profiles of handicapped amateur athletes. Need
someone who likes sports. bul not a sports guy. A great
job for a reporter who can do journalism, understands
the human element, and has opinions. If you've never
done sports before you have a leg up on the field. This
could be the best job around. We're a group owned.,
top-rated, medium market West Coast net affiliate dedi-
(éated lo quaiity Good salary, great living. EQE, M/F
ox S-4.

HELP WANTED PRCGRAMING
PRCDUCTION & OTHERS

Talent: Are you now announcing or performing in locat
television commercials for car deaters, banks, health
maintenance. relail, etc.? Do your associales and
friends call you off the wall, zaney, nutly, etc.? Well, we
have a client who may be looking for you. Send VHS
videotape to: Good Advertising. Inc., Communications
Arls Building, Box 400, Olney, MD 20832. Phone calls
welcome at 301—792-0982.

Produceridirector: New York Spanish language sta-
tion seeks experienced television direclor. Responsibil-
ities include production, ediling and live directing. Eng-
lish/Spanish required. Send your resume to Osvaldo
Ondz, WXTV, 24 Meadowland Pkwy., Secaucus, NJ
07094. Equal opportunity employer.

Senior graphic artist: Top 10 affiliate has immediate
opening for talented and creative television graphic
designer with at least 3-5 years experience in design.
Must be strong concept person with unlimited energy.
Responsibilities include: news graphics, electronic
graphics. print and illustration. Experience with Still
Store. Aurora or Paint Box helpful. Thorough knowl-
edge of print and typography a must. Send tapes/
slides/samples/resumes to; Bob Helsley, Design Man-
ager, WILA-TV 4461 Connecticut Ave., NW, Washing-
ton, DC 20008. {No phone calls.) EQE.

Promotion producer, Minimum two 1o three years ex-
perience in television promation. Primary concentra-
tion in news prometion. working closely with news pro-
ducers and reporters. Strong production background,
crealive on-air graphics abilities and writing skills es-
senlial. Resume and tape (no calls) to Art Moore, Direc-
tor of Station Promotion and Advertising, WPVI-TV,
4100 City Line Ave., Phila., PA 19131. A Capital Cities/
ABC, Inc. owned station. EQE.

Production manager. Coordinate and supervise art
department, videography, and televisicn production.
Creative consullant to all departments. Degree in TV
production preferred; six years experience, with four
years as director or production manager. Knowledge
of print and photographic media required. Resume,
salary history, and video tape to: Personnel, WMFE-TV,
11510 East Colonial Dr., Odando, FL 32817. ECE.

SITUATIONS WANTED TECHNICAL

15 years of experlence in all phases of television oper-
alions engineering. Contact Lillian Pierce, 1064 Ken-
more Ave., Buffalo, NY 14216, 716—877-9102.

SITUATIONS WANTED NEWS

Meteorologist with AMS television seal and six years
experience al network affiliales seeks position in larger
market. 912—598-0071.
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Camerman/editor seeks staff position. 12-years news
experience with network affiliate. Ray Etheridge. 503—
429-6945.

CBS correspondent |aid off after 10 years with com-
pany seeks local news job that combines anchoring
and reporting. 202—544-0663

Anchorireporter: Altractive black female with solid
communications and wriling skills. Strong on-air pres-
ence. Adiculate, motivated, capable. Call Joan Fritz
914—938-2127.

Want to add a little zip to your sporiscasts? Let's lalk.
TVand radio experience Division 1 PBP. Major market
sports producer. Mike 703—998-0458

SITUATIONS WANTED PROGRAMING
PRODUCTION & OTHERS

Six years production and promotion experience.
Locking for new challenge. We should talk. Adam
213—655-9164.

Ah, to be given the chance! Relative newcomer w/
network affiliate production experience (public affairs/
news docs) seeks similar position. Would relish entree
into programing. Standard cliche: "l wantacareer | can
devote my life to.” | am for real. Please. let's talk. Dave
516—676-7923.

MISCELLANEOUS

Covering New Hampshire Primary or New England
news. Two fully equiped broadcast quality ENG crews
available with all bells and whistles and edit suite. Call
603—679-5648.

Primo People seeking newscast producers. executive
producers and news directors all market sizes. Send
tape and resume to Steve Porricelli or Jackie Roe, Box
116, OId Greenwich. CT 06870-0116. 203—637-3653.

Attention job-hunters! We listed nearly 1,500 avalil-
abilities/potential openings last month. Finding fresh
quality leads is not a sideline—it's our business! Media
Marketing, PO. Box 1476—PD, Paim Harbor, FL
34273-1476. B13—786-3603.

ALLIED FIELDS

HELP WANTED INSTRUCTION

Towson State University: Coliege of Fine Ars and
Communication Depariment of Speech and Mass
Communication. Assistant professor (tenure track)
available August. 1987, depending on state funding.
Salary range competitive. Ph.D. required: professional
experience expected. Responsibilities include teach-
ing courses in the area of television production and
other media courses, continuing or developing a per-
sonal research program, and supervising of intern-
ships. Minorities and women are encouraged to apply.
Submit curriculum vitae, transcripts, and 3 recommen-
dations by April 30, 1987 to Dr. Ronald Mation. Chair-
person, Depariment of Speech and Mass Communica-
tion, Towson State University, Towson, MD 21204, An
equal opportunity, affirmative action employer.

Communications. Alired University seeks applicants
for a tenure-track position in a new communicalions
studies program. Teach television production. mass
communications, communication theory and research,
media law. and other courses. Applicants must have a
strong ¢commitment to quality undergraduale educa-
tion. Ph.D. preferred. Salary and rank dependent upon
qualifications. Send vita, three letters of recommenda-
tion, copies of graduate transcripts, and other support-
ing materials to: Professor Frank Cornelius, Chairper-
son; Division of Performing Ans and Communicalion
Studies; Alfred University: Alfred, NY 14802. Submit
applications by April 15, 1987. Alfred University is an
EC/AA employer. Women and minorities are encourage
to apply.

Graduate assistantships for radio and television labs,
managing editorship of university newspaper, and/or
classroom instruction for basic courses in speech or
mass communication. Must have undergraduate de-
gree in appropriate communication related area or oth-
erdegree with professional experience. $4200 stipend
for nine months and waiver of fees. Meet admission
requirements, Send resume, official transcripts. and
three support letters: Dan B Curtis, Chair. Department
of Communication, Central Missouri State University.
Warrensburg, MO 64093 or call 816—429-4840. Re-
sponsibilities begin August 24, 1987. Positions open
until filed. AA/EQE

Television and radlo: Cayuga Community College. lo-
cated in the Finger Lakes Region of New York State. is
seeking an instructional staff member to teach in ils
well-established and growing television and radio pro-
gram. Applicants should be qualified to teach televi-
sion production in an environment that stresses hands-
on leaming and close faculty involverment with student
projects. Ability to teach audio and radio production
also is desirable. Position begins September 1. 1987.
Rank and salary commensurate with credentials and
experience. Prelerred qualifications are Master's de-
gree of equivalent with industry and/or leaching exper-
ience. Send cover letter, resume and list of references
by April 20. 1987 to: Personne| Office. Cayuga Commu-
nity College, Auburn, NY 13021, Cayuga Community
College 1s an affirmative action/equal opportunity em-
ployer.

Goshen College seeks applicants for a full-time. ten-
ure-track position in broadcasting beginning August
1987. Applicants must be committed to Christian val-
ues. including peace and justice in the Mennonite tradi-
tion. Responsibilities include teaching courses in radio
and television production and managing the 5,000-
waltt fine arts FM station. Qualifications include a mas-
ter's degree (doctorate preferred) and professional ex-
perience. Rank and salary commensurate with
qualifications. Send letter of application with resume,
transcript. audition tape and the names of three refer-
ences to Willard Martin, Dean. Goshen College. Go-
shen, IN 46526. Applications will be accepted until
April 15, or until the position is filled. An equal opportu-
nity employer.

Broadcast news. Faculty member to teach television
and radio news courses, advise graduate research
and projects, and engage in research or creative acliv-
ity Advanced skills laboratory setlings are universily
radio and TV stations. Substantial broadcast news ex-
perience and master's required. Doctorate preferred.
Rank open. Salary competitve. Send application, re-
sume and names and addresses of three references
to: Prof. Rod Gelatt, Chair, Broadcast News Depart-
ment, School of Journalism, University of Missouri, Box
838, Columbia, MO 65205, Deadline April 30 or until
filled. UMC is an equal opporunity/aftirmative action
employer.

Assistant professor, visual media. One year tempo-
rary appointment, assistant professor of visual media
available for academic year 1987-88, beginning in Au-
qust, 1987, at the American University in Washington.
D.C. Responsibilities: teaching graduate and under-
graduate course in studio television and location video
production. as well as broadcast journalism. Courses
in film and audio production and critical study of film or
television also possible. Responsibilities include advis-
ing students and school and university service. Qualifi-
cations: Master's degree or equivalent in a relevant
field or discipline plus significant professional exper-
ience. Prior teaching al the university level preferred.
but not required. Salary negotiable. depending on
qualifications and experience. Curriculum vitaesre-
sume and 3 letters of recommendation shouid be sent
by May 1, 1987 to: John Douglass. Chair, Visual Media
Search Committee, School of Communication. The
American University, 4400 Massachusetts Avenue, NW,
Washington, DC 20016. The American Universily is an
EEQ/AA university. minority and women candidates
are encourage to apply.

HELP WANTED MANAGEMENT

General manager: audio visual studio. Seasoned pro-
fessional to manage corporalte A/V studic. Candidate
must have “hands-on” expernence in all facets of AV
production and a proven track record managing staff.
Responsibilities include production scheduling and re-
source management of staff. facility and budgel. New
business marketing a plus. Top pay and benefits pack-
age. Submit resume to Sonalysts, Inc., PO. Box 280,
Walerford, CT 06385, ECE/M/F/V/H.

RADIO AND TV PROGRAMING

Radio & TV Bingo. Oldest promotion in the industry.
Copyright 1962. World Wide Bingo, PO. Box 2311,
Littleton, CO 80122. 303—795-3288.

EMPLOYMENT SERVICES

Government jobs $16.040 - $59,230/ yr. Now hiring.
Call 805—687-6000. Ext. R-7833 for current federai
list.

WANTED TO BUY EQUIPMENT

Wanting 250, 500. 1.000 and 5,000 watt AM-FM trans-
mitters. Guarantee Radic Supply Corp., 1314 lturbide
Street, Laredo, TX 78040. Manuel Flores 512—723—
3331.

Instant cash-highest prices. We buy TV transmitters
and studio equipment. $1.000 reward for information
leading to our purchase of a good UHF transmitter.
Quality Media, 303—665-3767.

1" videotape, Looking for large quantities. 30 minutes
or longer will pay shipping. Call 301—845—8888

FM antenna(s): will buy used FM broadcast anten-
na(s) -any make-any model - Call 806—372-4518.

WAYJ a non-commercial FM in Fort Myers, Florida, that
is now under construction designed to reach youth with
positive Christian music seeks used equipment eithe:
donated or break on price. Need everything. Tax credit
for donors. 813—836-1929.

FOR SALE EQUIPMENT

AM and FM transmitter—used, excellent condition.
Guaranteed, Financing available. Transcom 215-
8840888

25KW FM-Harris FM25{1986), Harris FM25K(1983).
CCA 2500005(1972) CSI 25000E(1978)""20KW FM-
Harns 20H3 (1970)-CCA 20KW (1973). Transcom Corp
215-884—0888. Telex 910-240—3856

5KW/10KW FM **RCA BTF 10D (1969)""3KW FM-
CCA 3000DS (1968) SKW-RCA FM5B(1963)""2 5KW
FM-Sparta 602A(1977), 1TA 1000C(1965). Transcom
Corp 215-884—-0888. Telex 910-240—3856

Harris TKW AM**SX-1A (1985)-MW1A (1983) both in
mint condition. Transcom Corp 215-884—0888, Telex
910-240—3856

50KW AM Continental 317B (1964). RCA BTA
50H**10KW AM-RCA BTA10H on air**5KW AM-RCA
BTASTI(1965), Collins 21E(1964)** 1IKWAm GatesBCIT-
(1963)**Collins 250G, Transcom Corp. 215—884-
0888, Telex 910-240—3856.

New TV startups. Quality Media can save you money.
Top quality equipment at lowest prices. Business
Plans, financing available. Quality Media 303—665-
3767.

New RCA 60kw UHF transmitter. RCA closeout. Fast
delivery, Price: $325,000 - includes tubes. Bill Kitchen,
Quality Media, 303—665-3767

The University of Georgia School of Journalism and
Mass Communication has an opening for an assistant
professor eftective September 1987. The person
should be qualified 1o teach courses in writing for ra-
dio-TV-film and courses in studioffield production. Sec-
ondary areas of instruction to be based on candidate’s
unique qualifications and interests. The candidate will
be expected to conduct primary research in telecom-
munications. The Ph.D. in journalism, mass communi-
cation or related field is required. Salary and rank are
competitive based on qualifications and experience.
Application deadline is April 15, 1987. Send letter of
application and vita to: Dr. Joseph Dominick, Chair,
Search Commitiee, School of Journalism and Mass
Communication, The University of Georgia, Athens, GA
30602. The University of Georgia is an equal opportuni-
ty/affirmative action employer.

Excellent equipment! UHF-VHF transmitters: 110 KW,
55 KW, 30 KW - used; 1 KWAM, 5 yrs old - perfect!
Grass Valley 950/955 sync. 1400-12 switcher Laird
3615A; antennas - TX line; much more! Call Ray LaRue
813—685-2938.

SMC automation system: Nearly new ESP-2 with CRT.
Five carousels. two 721 players, four Otari AR5100
decks. Contact 806-372—4518 for details and pricing.

Over 100 AM-FM trans, in stock. Welcome to our city
“Dallas* for NAB. Come see our inventory. Y'all come ya
hear! Besco Internacional, 5946 Club Oaks Dr, Dallas,
TX 75248 214-630-3600 new #214-276-9725.

Sliverline UHF transmitters new, best price. latest
technology. 30kw, 60kw, 120kw, 240kw. Bill Kitchen.
Tetevision Technology 303—465-4141.
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EMCEE TTU-1000 1kw UHF translator. Tuneable out-
put. Cost 60K in '82. Sell 25K. Maze Broadcast Inc
205—956-2227

Sony BVU-800 low head hours $8,900. Sony BVT-800
TBC. like new $7.900. 305—856-3607.

Help Wanted Sales Employment Services

50 kw Continental 317 - free. Recently removed from
service at KRLA, Los Angeles. Fully operational. You
must disassemble and remove. Contact Dave Ping,
Chief Engineer at 213—383-4222.

Lapp base Insulators: New - never out of crates. 4
9004, 3 - 9006. Lapp Guy mast insuiators - 6 - 8523,
Pacific Tower Company, 6100 N.E. Columbia Bivd..
Portland, OR 97218. 503-287-7303.

Thomson 2kw transmitter. Unused. never uncrated.
40% discount. Suitable full power/low power. 512/480-
0084

Grass Valley 3252A digital sync gen. with tests. Excel-
lent. $1,500. 212—265-3676

Fortel Y-688 digital time base corrector. Very good.
$3.000. 212—265-3676

RCATK-46s wilh pedestals, heads and teleprompters
only $13,000. ARCA film island equipment, TK-29s, 28s,
27s, TP-55s, TP-66¢, TP-7s. Phaser |l frame sync. Sony.
Hitachi, Ampex, NEC 1" VTRs. Call Media Concepts
919—977-3600.

3/4” evaluated videotape! Guaranteed to look and
work as new. Prices: Field mini KCS-20 minute cas-
settes $6.99. 30 minute $8.99. 60 minutes $11.99. EI-
con are wrapped and delivered free! Master broadcast
quality at half the price. Hundreds of thousands sold to
professional users. To order call Carpel Video Inc. col-
lect 301—845-8888 or toll free 800—238-4300.

Copper! For all your broadcast needs. #10 ground
radials, 2, 4, 6, 8" strap. fly screen, counter poise mesh.
317—962-8596. Ask for copper sales

Monitor and test equipment sale: All new leader in-
struments test equipment at near dealer costs to clear
inventory: LBO-5860A waveform monitor $1650.00,
LvS-58508 vector scope $1570.00, LR-2400 rack
mount $180.00. package price $3395.00 Waveform
monitors LBO-58608 $1425.00, LBO-5860L $1880.00.
Oscilloscopes 100Mhz 3 channel LBO-516 $1098.00,
100 Mhz 4 channel LBO-518 $1615.00, LBO325 2ch
dual T/B attache case scope. LvM-5863A EFP monitor
$1545.00, LBO 5864 EFP waveform monitor $1025.00.
Video test generator LCG-400M/S $1650.00, available
with RGB outputs. Call for great prices on all MFG
equipment! Call Cottonwood Communications in Caii-
fornia 1—800—826-7025, USA 1—800—331-8333 or
1—805—344-3335.

New JVC CR-850 3/4” Umatic professional studio re-
corders, limited quanity $6980.00 each. Editing sys-
tem: Three JVC CR-850 3/4” recorders, Abner-TC
SMPTE editor, 2 each JVC TM-R9U 9" color monitors, 1
each JVC TM-R14U 14" color moniter. 2 each For-A
TBCs, price for system $38,850.00. Switcher for A/B
roll system Crosspoint Latch model 6119 switcher
$2400.00. Laird Telemedra 1500 Prom CG $3990.00,
call for pricing on Sony, JVC, Panascnic, Ampex and
other products. Best video tape prices for 1/2*, 3/4",
and 1”. Call Cottonwood Communications in California
1—800—826-7025, USA 1—800—331-8333 or 1-
805—344-3335.

ALLIED FIELDS
Help Wanted Sales

Continued
2
EXPERIENCED Wty e 88

Y a job, you edioline
SALES REPRESENTATIVE We give you job istings In news, weathes
International Tapetronics, Broadcast b p’g%‘m’,';ng'c’g;%mg?& i
and Related Products Division/3M $3750 you get o daily report for &
has an opening for a sales represen- weeks. 1-800-237-8073 (In Missouri

tative, 314-442-3364). Medialine. P.O. Box 10167,

Candidates should have:

®  Successful background in
sales of broadcast equip-
ment.

® Thorough understanding
of the Broadcasting indus-
try.

® Excellent communication
skills, both verbal and writ-

WE PLACE ENGINEERS

ten.
& Experience withthe techni- ALL CATEGORIES FOR TV & VIDED
cal side of state-of-the-art (PRCLIINGAGEEE AR5}

- . - o Armnerica’s Leading Source for 8 Decade
recording, including digi- (TV STATIONS, PROOUCHON FACILITES, CORP TV, MFG , CATVH

tal audio. For information phone or write Alan Kornish

®  Freedom to travel. kEI: SZSTEMS
Send resume with references and 479 Northampton Street

salary history to: Kingston, PA 18764

Ernployer
Chuck Kelly pat rass (7171 2831041
Sales Manager
International Tapetronics
Broadcast and Related Products

Division/3M
PO. Box 241
Bloomington, IL 61701 RADIO SALES & AIR TALENT NEEDED
Due 1o our large number of placements, and increased de-
i i mar:g'u::g? radi.o N:‘ors b‘bﬂ'éem 1 5
Radio & TV Programing ﬂm seeling a m contact NATIONAL now. For oo
Bt & handiing 1o NATIONAL BROASCAST 00 Pamt:
ARMY SPORTS COORDINATORS. DEPT. B., PO, BOX 20851, BIRMING.
BROADCAST NETWORK HAM, AL 35216, 205-822-9144-ACT NCW!
Army Sports Broadcast Network (ASBN)
will broadcast via satellite all Army Foot-
ball Games to audiences throughout the
world. Fill up Saturday afternoons with
new and premium income.
ASBN will broadcast eleven {11) of the
most exciting football games broadcast For fast
Notwork Coremamier df 514 oot A CRE T
etwork Coordinator at: - ‘
or 212—538-9898 to become the ASBN BROA.Dc:f”:IG is
Netwark affiliate in your market. Classified Advertising

Help Wanted Instruction

CABLE PROGRAM
SALES REP

Production co. seeking motivated individual to
package and markel new cable programs to
MSO's and independents. Great career oppor-
tunity for proven performer with experience in
program sales, pricing structures and contract
negotiations. Excellent salary + commission.
Send resume to:

CABLE REP
4667 MacArnthur Blvd., Ste. 400
Newport Beach, CA 92660

CANADA-JULY/AUGUST
RADIO AND TELEVISION

Directors and teachers to set up and operate radio station/school
and TV closed circuit curriculum for youngsters age 12-17,

Sports and Arts Centre 150 miles north of Toronto. In residence.
Beautitul setting on lake. June 21 to August 16.

Write: 821 Eglington Ave. W., Toronto, Ontario M5N 1E6. Canada.
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For Sale Stations

COMMISSIONER’S AUCTION

KHOG AM STEREO STATION

FAYETTEVILLE, ARKANSAS
April 16, 1987, 10:00 am, Washington County, Arkansas, Courthouse.

All necessary equipment needed for operating AM stereo station except exciter, all inventory
of station KHOG, and 300 shares of stock of Bowman-Caselman Enterprises. KHOG will be
offered in bulk only. Broadcasting license transferred to successful bidder by approval of
FCC. Compiletion of application and transfer of same will be at successful bidder's sole risk

Miscellaneous

VENTURE CAPITAL
DEBT FINANCING
For broadcasters
Sanders & Co.
1900 Emery St., Ste. 206
Atlanta, GA 30318
404385500

CAPITAL AVAILABLE
$50,000 to $50,000,000
LOBECK FINANCIAL
3296 S. Mooney Blvd., Suite 187
Visalia, CA 93277
209—733-5083

and expense. For information, contact Mr. Demaree at 501—442-9859.

Consultants

QUESTION OF LAW?

BROADCAST MEDIA LEGAL SERVICES
3 & Alben

iE GALL

Business Opportunities

Radio Station Qwners

Get FREE Help and Get Paid for it
Accept my internship students. Il pay you up to
$900.00 for each accepted. 14 markets already
participating. Reply To: P.0O. BOX 9767, San Jose,

A
A sl Make Extra Profits

Wanted to Buy Stations

RADIO/TELEVISION
STATIONS WANTED

Cash flow problems? Ratings
slump? Buyers wiling to assume
debt and get you off the hook. Send
detailed '86 year-end financials and
ownership history. All replies treated
with utmost confidentiality. Principals
only. Write Box R-125.

AM-FM--OR COMBO
AM OR FM CPs

Broadcaster with over 20 years experience {mostly ma-
Jor market) seeks first property. Will consider all stations
under $500.000 with low down payment. Alsg AM or
FM construchon permits under $50.000 All replies
confidental Please write DCI. 175 Chestnut St.. Ran-
dolph. MA 02368

BOB KIMEL'S
NEW ENGLAND MEDIA, INC.

SOUTHERN NEW ENGLAND
Fullbme AM in market. Good growth

potential. 5600000% $200.000 cash down

Single station markel AM fulllimer with G2
track record and good cash flow 5531000
cagh

$100.000 down buys this fulltime AM with
leases available

CALL MIKE RICE: pia—L56-1111

8 Driscoll Dr., St. Albans, VT 05478
802—524-5963

N
SOUTHWEST
Fulltime AM with Class C FM.
Limited competition in stable
market serving SO,000. Ask-
ing $1.1 million cash; terms poss.
DAN ROUSE
(214) 788-2525

CHAPMAN ASSOULATES

f AY
ROCKY MOUNTAINS
Class C FM - highly rated. Stu-

|

! dios/offices owned and are in-
cluded. Asking $1.7 million with
$450,000 down. Contact:
GREG MERRILL
(801) 753-8090

vl 3l

COLORADO

Fulltime AM with Class C FM,

dominant facility in area. Ab-

| sentee owner is asking $450 K

with 375,000 down. Contact:
DAVID LaFRANCE
(303) 534-3040

CHAPMAN ASSOCIATES
" salcraiia vadin Biokem.

2/

i iedia Brokers & Bankers

GO PUBLIC
30 Day Quick Funding

Up to $5,000,0+ for Radio

_24hr Hotline {818) 918-3333

8 Class C 100.000 watt ERP plus powerful AM North
Dakota cily $3.2 million

® Florida fulllimer Covers 1.5 million peocple West
Coast. Bargain at $1.25 miliion. Terms.

CALL FOR RADIO, TV, CABLE LIST!

Business Broker Associates
615—756-7635, 24 hours

FLORIDA MAJOR MARKET

Profitable fulltime AM. Priced at $2
million. Qualified buyers only.

BOX R-142

SOUTHEAST
TOP 50 MARKET
5000 watts fulltime Class Il AM. Urban
format. Good ratings. Real estate includ-
ed. Priced at just over 1X sales, $650,000
cash. Box R-94.

LPTV

Qualified individual wishes to
buy CP or on-air. Reply to:

Box $-17

VHF CONSTRUCTION PERMIT

8 Northwest metro market
8 Excellent coverage irom existing community antenna

site.
& Details 10 qualified parties
CLIFF HUNTER
BROADCAST MEDIA ASSOCIATES
702—789-2700

5,000 WATT FULLTIME AM

Tuscaloosa, Alabama, 1280 regional frequen-
cy... original owner retiring... 5 1/2 acres of land
& building... one mile from downtown & Univer-
sity of Alabama. $550,000. Contact Ruth Har-
ris, PO. Box 2787, Tuscaloosa, AL 35403.
205—758-3311/345-4702
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For Sale Stations Continued

SOUTHWEST

Suburban stand-alone FM; is
priced at 2 x 1986 gross rev.
Asking $850,000. Contact:

BILL WHITLEY
(214) 680-2807

CHAPMAN ASSOCIATES

w\

TELEVISION

Help Wanted Management

RADIO
Help Wanted News

NEWS DIRECTOR

National Public Radio 1s searching tor an aggressive
creative News Director to manage a news department
with over 100 employees. This is the top news job inan
Organization noted for its award winning news pro-
grams,

Ideal candidate will have solid credentials as a sea-
soned journabs! with strong editorial and managerial
skills

NPR offers a salary commensurate with experience
and excellant company paid benefits. Send resume,
including salary history, to:

Personnal Department
National Public Radio
2025 M Street, NW
Washington, DC 20036

An afrmative action/équal opporturity employer

Help Wanted Technical

ASSISTANT ENGINEER

Assistant engineer fulltime, FCC license,
al least 2 years experience. Group
owned Connecticut radio station, attrac-
tive salary benefits and career growth.
Equal cpportunity employer. Send re-
sume to: Box R-148.

Video Marketing

We are an intemational video equipment maker building a world-
class management team. Our goal is to develop — in very short
order — a marketing-driven organization that will expand our
leadership in a broad spectrum of video technologies.

Membership on this team will open up rapid advancement
possibilities, since key contributors will define and develop new
video products in recording, digital special effects, graphics, and
switching.

To qualify, candidates must have solid video marketing,
applications or sales experience that will enable them to create
and execute successful marketing strategies. All applicants must
demonstrate an intuitive grasp of the dynamics of one or more of
the various markets.

We offer prime candidates an enticing compensation package
that includes excellent remuneration and complete benefits.

Call toll-free,
24 hours a day, 7 days a week

1-800-221-3333, ext. R47
NO RESUME REQUIRED

Situations Wanted Management

STATION OWNERS

Are you making 100% of NOTHING? | can increase
revenue, ratings and CASH FLOW. Management,
sales, pregraming, computer experience. Proven
track record with TURNAROUNDS and LEADERS.
Currertly VP/GM. Call Jay Martin 402—489-7241

If you are unable to call, send your resume to RES, 16027
Ventura Blvd., Suite 300, Encino, CA 91436. An equal

opportunity employer.

REtS RECRUITMENT ENHANCEMENT SERVICES, INC.

Situations Wanted Announcers

AN
EXTRAORDINARY
TALK HOST
IS
AVAILABLE

IMMEDIATE IMPACT
IMMEDIATE RATINGS

BOX $-6

Help Wanted Management
Continued

TOP 20 - PROMOTION MANAGER

Qualified, experienced person with
hands-on skills and leadership abili-
ty. Will be responsible for handling
promotion planning and execution.
Competitive salary and benefit pack-
age. Please send your resume and
salary requirements in confidence to
Box S-11.

ATTENTION

BLIND BOX RESPONDENTS

Advertisers using Blind Box Num-
bers cannot request tapes or tran-
scripts to be forwarded to BROAD-
CASTING Blind Box Numbers,

Such materials are not forwardable
and are returned to the sender.
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Help Wanted Programing,
Production, Others

GRAPHIC DESIGN
Paint Box Operator
Immediate Availability

Experienced graphic designer wanted
for television station art department. #1
station in the market. Excellent salary and
benefits. Requirements: college degree
preferred. Design skills and 1-2 years ex-
perience in electronic graphics. Ma-
chines to operate: Aurora 175, 220 and
Chyron. Send resumes and tapes to: P.O.
Box 4861, Baltimore, MD 21211. Equal
opportunity employer.

FEATURE
PRODUCERS

Evening Magazine in Baltimore needs
2 experienced story producers. Pre-
vious Evening PM Magazine exper-
ience required. Will conceive, write
and produce one high quality promot-
able feature per week. If you're the
best, please rush resume and tape to:
P.O. Box 4861, Baltimore, MD 21211,
An equal opportunity employer.

Major market magazine program seeks
experienced Photographer/Editor,
Must have experience shooting and
oditing magazine features in % " period

Good eye, sense of timing and pacing,
and knowledge of state -of -the-ar post
production techniques required. Hard
workers only! Send resume o Depl. EM,
P.O. Box 4861, Baltimore, MD 21211,
An Equal Opportunity Employer.

For Fast Action Use
BROADCASTING’S
Classified
Advertising

MARKETING PROFESSIONALS

JUMP CUT

WITH THE LEADER IN TELEVISION

TECHNOLOGY, AMPEX

Imagine working with the people who literally defined
television technology, from the first videotape recorder to
today's state-of-the-art ADO™ digital effects and AVA
video graphics. Ampex has immediate opportunities for
professionals who want the challenges of leadership and
international responsibilities.

So if you're working on fast forward, but your current
company is in sio-mo, jump cut to excitement by
applying for one of these opportunities at Ampex in:

Product & Applications Marketing

You will develop and define new products, as well as
create and execute the marketing strategies for those
products. You must have a thorough knowledge and

understanding of television technology and the many
markets to which it may be applied.

Requires a BS in Engineering or Science and several
years of related experience in video industry marketing.
MBA preferred.

In return, Ampex offers you tremendous advancement
potential, excellent compensation and a complete array

of benefits. All that plus the opportunity to work at our
San Francisco Peninsula headquarters.

To apply, send your resume to Bill Hilton, Ampex
Corporation, Audio Video Systems Division, Human
Resources, M/S 3-40, 401 Broadway, Redwood City, CA
94063-3199. We are an equal opportunity employer.

ADO is a trademark of Ampex Corporation.

AMPEX

Ampex Corporation
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Help Wanted Programing, Production, Others Continued

EDITING SERVICES MANAGER

Seasoned videotape editor (with demonstrated skills in
commercial postproduction) sought for management posi-
tion in newly constructed full-service corporate television
facility in St. Louis, MO. Facility posts 3/4” Sony BVU, 1/2”
Beta and 1" production formats. Three editing suites contain
two GVG 51 editors and a Sony 3000, GVG production
switchers (300, 1600 and 100), two channels of ADO, Am-
pex ESS still store and two dual channel systems of Chyron
4100. Tape room contains six Ampex VPR 3's and one Sony
BVH 2000. Graphics and audio production suites are re-
cently expanded. This 15,000-square-foot production facili-
ty also contains two studios and an extensive array of field
production equipment. Individual will join team of award-
winning professionals—all with broadcast backgrounds—
who produce almost 200 programs ast year for multi-state
corporation. Compensation package includes excellent
benefits. Send detailed resume only (demo tape will be
required at time of interview) with work experience & educa-
tional background to Box S-19. Equal opportunity employer.

CLASSIFIED
ADVERTISING
IS YOUR
BEST BUY...

This space could be
working for you for a
very low cost ... and it
reaches a most
responsive audience.

BROADCASTING’S CLASSIFIED RATES

All orders to place classified ads & all correspondence
pertaining to this section should be sent to: BROAD-
CASTING, Classified Department, 1705 DeSales St.,
N.W,, Washington, DC 20036.

Payable in advance. Check, or money order only. Full &
correct payment MUST accompany ALL orders.

When placing an ad, indicate the EXACT category de-
sired: Television, Radio, Cable or Allied Fields; Help
Wanted or Situations Wanted; Management, Sales,
News, etc. If this information is omitted, we will deter-
mine the appropriate category according to the copy.
NO make goods will be run if all information is not includ-
ed.

The publisher is not responsible for errors in printing due
to illegible copy—all copy must be clearly typed or print-
ed. Any and all errors must be reported to the classified
advertising department within 7 days of publication
date. No credits or make goods will be made on errors
which do not materially affect the advertisement.

Deadline is Monday at noon Eastern Time for the follow-
ing Monday's issue. Earlier deadlines apply for issues
published during a week containing a legal holiday, & a
special notice announcing the earlier deadline will be
published above this ratecard. Orders, changes, and/or
cancellations must be submitted in writing. (NQ tele-
phone orders, changes, and/or cancellations will be ac-
cepted.)

Replies to ads with Blind Box numbers should be ad-
dressed to: (Box number), c/o BROADCASTING, 1705

DeSales St., N.W,, Washington, DC 20036.

Advertisers using Blind Box numbers cannot request
audio tapes, video tapes, transcriptions, films, or VTR's
to be forwarded to BROADCASTING Blind Box num-
bers. Audio tapes, video tapes, transcriptions, films &
VTR’s are not forwardable, & are returned to the sender.

Publisher reserves the right to alter classified copy to
conform with the provisions of Title VIl of the Civil Rights
Actof 1964, as amended. Publisher reserves the right to
abbreviate, alter, or reject any copy. No personal ads.

Rates: Classified listings {non-display). Per issue: Help
Wanted: $1.00 per word, $18 weekly minimum. Situa-
tions Wanted (personal ads): 60¢ per word, $9.00 week-
ly minimum. All other classifications: $1.10 per word,
$18.00 weekly minimum. Blind Box numbers: $4.00 per
issue.

Rates: Classified display (minimum 1 inch, upward in
half inch increments), per issue: Help Wanted $80 per
inch. Situations Wanted: {personal ads): $50 per inch. All
other classifications: $100 per inch. For Sale Stations,
Wanted To Buy Stations, Public Notice & Business Op-
portunities advertising require display space. Agency
commission only on display space.

Word count: Count each abbreviation, initial, single fig-
ure or group of figures or letters as one word each.
Symbols such as 35mm, COD, PDetc., count as one
word each. Phone number with area code or zip code
counts as one word each.
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hates & Fortunesu

Media

Thomas N. Ryan, VP, station manager and
general sales manager, wOR-Tv Secaucus,
N.J., named VP and general manager.

Frank Cruz, head of community affairs activi-
ties, Spanish-language KVEA(TV) Corona, Ca-
lif., named VP and general manager.

Cruz Moore
B. Paul Moore, general manager, KRFD-AM-FM
Marysville, Calif., joins WHUM(AM)-

wKHK(FM) Colonial Heights, Va., as presi-
dent and general manager.

Candace Conley, VP and general partner,
Conley & Associates, Pelham Manor, N.Y.,
media consultant, joins ML Media Partners,
owner of cable systems and KATC(TV) La-
fayette, La., as senior VP, ML Media Cable
TV and VP, Media Management Partners and
RP Media Management, limited partners in
ML Media. She is wife of Christopher J.
Conley, who joined ML Media recently as
president and chief operating officer, ML Me-
dia Cable TV (“Fates & Fortunes,” March 9).
Bob Kirby, former general manager,
KGNO(AM)-KDCK(FM) Dodge City, Kan., joins
KEDD(AM) there in same capacity.

David L. Testa, director, franchise develop-
ment, Group W Cable Inc., New York, joins
Cablevision Industries Corp Liberty, N.Y.-
based multiple cable systems operator, as as-
sistant to president, Alan Gerry.

Albert E. Fitzpatrick, director, minority af-
fairs, Knight-Ridder Inc., Miami, named as-
sistant VP, minority affairs.

Howard Lowe, director of broadcasting, non-
commercial wLIw(Tv) Garden City. N.Y.,
named assistant general manager.

Ardyth Diercks, assistant controller, Gan-
nett’s KUSA-Tv Denver, named general execu-
tive, Gannett Broadcasting Group, Washing-
ton. Patrick J. Welch, VP and controller,
Gannett’s wbNX-Tv Mesa, Ariz., named VP,
broadcasting. Winnle H. Stolper, VP and con-
troller, Gannett Outdoor of Arizona, Phoe-
nix, named controller, weNX-TVv.

David H. Krech, attorney, office of chief coun-
sel, National Telecommunications and Infor-
mation Administration, Washington, joins
C4 Corp., Vienna, Va., multiple cable sys-
tems operator, as attorney, corporate office.

Kathy Fountain, business manager. KHOU-TV
Houston, joins KRIv-TV there as VP, finance
and administration.

Deborah Lemon, management trainee, Dan-
iels & Associates Inc., Denver, named gener-
al manager, Alpine Cablevision, Daniels's
Banner Elk, N.C., cable system.

Christine K. Van Horne, assistant VP, long
term funding, Meritor Financial Group,
Philadelphia, jons Comcast Corp., Bala Cyn-
wyd, Pa., as corporate finance manager. Jo-
seph W. Hipple ill, from American Airlines,
Dallas, joins Comcast Cable Communica-
tions as VP and general manager of its Indian-
apolis cable system.

Heimut Lenz, program director, KCRG-Tv Ce-
dar Rapids, lowa, named operations director.

Barbara Greene, promotion director, non-
commercial wFUM(TV) Flint. Mich., named
development director.

Char Fagan, business manager, Bonneville
Broadcasting Systems, Northbrook, Il
joins wCLR(FM) Skokie, Ill., as business man-
ager.

William F. Revell, telemarketing manager, Me-
dia General Cable of Fairfax, Chantilly, Va.,
named director, sales.

Philip Rivera Jr., regional human resources
director, Group W Broadcasting, New York,
joins noncommercial WNET(TV) Newark,
N.J., as director, human resources-organiza-
tional development.

Christine Howe, VP, finance, Greater Roch-
ester Cablevision, Rochester, N.Y., joins
wQTV(TV) Boston as business manager.

Chip Newton, from wTIC(AM)-WKSS(FM) Hart-
ford, Conn., joins WEBE(FM) Westport,
Conn., as assistant operations manager.

James Helfgott, general manager, Heritage
Cablevision, Lincoln, R.I., joins TKR Cable
Co.’s Tri-System, Warren, N.J., as marketing
manager.

Sally Mundt Wiltshire, director, operations,
Fairmont  Electronics, Hauppauge, N.Y..
joins Cablevision Systems, Woodbury, N.Y.,
as corporate telemarketing manager.

Marketing

Cun Olson, senior VP and group creative di-
rector, Needham Harper Worldwide. Chica-
go. joins Tatham-Laird & Kudner there as
senior partner and group creative director.

Mike Vogel, president and CEO, Saatchi &
Saatchi Compton/Detroit, named to board of
directors, Saatchi & Saatchi Compton Inc.,
New York.

Appointments at SSC&B: Lintas USA, New
York: E. Lynn Giordano and Michael A. Sha-
lette, executive VP’s and executive creative
directors, named to board of directors; Len
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Lipson, VP and group director, media plan-
ning, to senior VP Robert Swanson, Bruno
Velcich, and Bill Vitroil, account supervisors,
Losang Gyatso, associate creative director,
and Carole Gersten, producer. to VP’.

Jacqui Rossinsky, VP
and Eastern division
manager, Hillier,
Newmark, Wecshler
& Howard, New York,
| named executive VP
and Eastern division
J manager.

Richard Stollenwerck,
senior VP and man-
agement  supervisor,
Wunderman, Ricotta
& Kline, New York,
direct-marketing subsidiary of Young & Ru-
bicam Inc.. named executive VP and director,
client services.

Appointments at DDB Needham Worldwide,
Chicago: Stuart J. Sharpe and Gene Yovetich,
senior VP's and group account directors, to
senior VP’s and directors, account manage-
ment; Kathie McKirdy, senior VP and manage-
ment representative, to senior VP and direc-
tor, human resources and administration;

SHERLEE
BARISH
DISCOVERS
THE FUTURE.

Rossinsky

In today's
cost-conscious
world,

k1 Sherlee Barish
can provude station managers
and news directors with some
of the best up-and-coming news
talent in the business.

Because she discovers the
comers,

Call her for your new stars.
Call her.

Sherlee Barish 8 Associates
Broadcast Personnel, Inc.

400 Broad Street
Miiford, PA 18337
717/296-5044




Brian Goodall and Dawn Hudson, senior VP’s
and management representatives, Colby Kerr,
VP and management representative, to group
account directors; Marilyn Kohn, manager,
Chicago advertising, to director, Chicago ad-
vertising; Suzanne Smythe, planner, to na-
tional broadcast supervisor; Dan Sohn, coor-
dinator, to national broadcast planner.

Named senior VP’s, Campbell-Ewald Adver-
tising, Warren, Mich.: Jon Cashen, associate
creative director; Kenneth Domanski, execu-
tive producer; James Huchok, manager, stra-
tegic planning; Mary Jo Cameron, manager,
client accounting; Susan Stepek, manager,
reference center. Named group senior VP's:
William Ludwig, creative director and Susan
Gilbert, director, financial services. Named
VP’s: Joanne Colombo, manager, media ser-
vices; Janice Cooley, business production
manager; Andrew Garlick, acting controller;
Kenneth Howell, manager, property; Robert
Jonasz, studio manager; Douglas Plom, su-
pervisor, print production; Jay Quinn, group
supervisor, media planning; Suzanne Shawn,
group supervisor, network/new technologies.

Carmine J. Ballarino, VP and senior art direc-
tor, Dancer Fitzgerald Sample, New York,
joins Montgomery & Associates, King of
Prussia, Pa., as VPand executive art director.

Nel Jackson, executive VP, Development Ex-
change, Washington, joins Liebold & Associ-
ates Inc., Annapolis, Md., as VP.

Jane Sperrazza, from marketing communica-
tions department, McGavren Guild Radio,
New York, joins Interep there as corporate
communications director.

Ron Garfield, team manager, Blair Indepen-
dent Television, San Francisco, joins MMT
Sales, marketing division, there as office
manager. Cathy Small, from Seltel, New
York, joins MMT Sales there as account ex-
ecutive. Nancy Jaycox, from Petry Televi-
sion, Chicago, joins MMT there as account
executive.

Tom Hetherington, from KITN(TV) Minneapo-
lis, joins Independent Television Sales there
as sales manager.

Gene Accas, former VP, network relations
and programing, Leo Bumnett USA, New
York, joins Rubin Postaer & Associates, Los
Angeles advertising agency, as director, net-
work programing and purchasing.

Appointments at Henry J. Kaufman & Asso-
ciates Inc., Washington: Deborah L. Messick,
from Ruder, Finn & Rodman, Washington, to
account supervisor; John J. Cergol Jr., from
Gray & Co., Washington, to account execu-
tive; Wendy L. Sissman, traffic supervisor,
Earle Palmer Brown Companies, Washing-
ton, to assistant account executive; Susan K.
Lewis, from Smith Burke & Azzam, Balti-
more, o media buyer.

Linda Lovell, junior account executive/office
manager, Phoenix Advertising, Mason City,
lowa, joins Warren Anderson Advertising,
Davenport, lowa, as production manager.

Ann B, Ekman, editor and general manager,
The Penny Pincher, consumer shopping guide
and newspaper, Union county, Ark., joins
Cranford Johnson Robinson Associates, Lit-
tle Rock, Ark., advertising agency as direc-
tor, client records.

Kate Hesslau, sales assistant, McGavren
Guild Radio, Minneapolis, named account
executive.

Elizabeth Ann (Betsey) Dalbeck, from DDB
Needham, New York, joins Dawson, Johns &
Biack Inc., Chicago. as account executive.

Alan Sawyer, account executive, WXIA-Tv Al-
lanta, joins TeleRep there in same capacity.

Becky Chipman Fulgoni, assistant account
executive, Dawson, Johns & Black Inc., Chi-
cago, named account executive.

Patricia Mourar, account manager, Lewis,
Gilman & Kynett Adverising, Philadelphia,
named account executive.

Wyatt Thompson, president, Broadcast Trav-
el Inc., Washington. joins Abramson Associ-
ates Inc. there as account executive.

Anthony S. DeMauro, VP and broadcast su-
pervisor, Foote, Cone & Belding, New York,
joins USA Network there as account execu-
tive, advertising sales.

Mike Granados, station manager and director,
sales, KMPH(TV) Visalia, Calif., joins KRBK-
Tv Sacramento, Calif., as general sales man-
ager.

Kevin LeRoux, general sales manager, KCRG-
Tv Cedar Rapids, lowa, adds duties as gener-
al sales manager, co-located KCRG(AM).

Patti Shannon, account executive, WRR(FM)
Dallas, named general sales manager, suc-
ceeding Sandra Poulin, who joins KRLD(AM)
Dallas as account executive.

Frank C. Biancuzzo, executive news produc-
er, WSVN(Tv) Miami, joins WESH-Tv Daytona
Beach, Fla., as director, marketing and ad-
vertising.

Cal Coleman, former president and general

manager, KHUM(aM) Fremont, Neb., joins
KGIN(TV) Grand Island, Neb., as sales manager.

Carol Y. Ayers, account execulive, WTSG(Tv}
Albany, Ga., named genecral sales manager.
Teri J. DeVito, executive sales assistant,
named national sales manager.

Tom Pierce, account executive, WBNS(AM)
Columbus, Ohio, named local saies manager.

Kathy Koch, account executive, KQZY(FM)
Dallas, named national sales manager.

William S. Fee, from wcpo-Tv Cincinnati,
joins wMC-Tv. Memphis as national sales
manager.

Karen Hart, sales service writer/producer,
Kccl-Tv Des Moines, lowa, named sales ser-
vice director.

Kimberley W. Sprague, assistant buyer,
Macy’s, New York, joins WIAR(TV) Provi-
dence, R.1., as vendor marketing manager.

Norma Lloyd, account coordinator, Gillham
Advertising, Salt Lake City, joins XSL-Tv
there as marketing assistant,

David McMurray, from WRXR(AM)-WMET(FM)
Chicago, joins wFMT(FM) there as account ex-
ecutive.

Paula Ferraro, local sales manager, WFIL{AM)-
wusL(FM) Philadelphia, joins wpvl-Tv there
as account executive.

Dorrian C. Cohen, advertising account execu-
tive, Cablevision, Boston, joins WQTV(TV)
there as account executive.

Broadcasting Apr 6 1987
124

Barbara Babian, from wROR(FM) Boston,
joins WMEX(AM)-WMIX(FM) there as account
executive.

James A. Kramer, senior account representa-
tive, wLLZ(FM) Detroit, joins WDIV(TvV) there
as account executive.

Suzanne L. Westcott, research director,
WRIF(FM) Detroit, named account executive.

Anita Hughes Tyous, account executive,
KSHB-Tv Kansas City, Mo., joins wDAF-TV
there in same capacity.

Beth Worsham, from wABB-FM Mobile, Ala.,
joins WEAR-TV Pensacola, Fla., as account
executive.

Eric Reiner, account executive, Masla Radio,
New York, joins wFas-AM-FM White Plains,
N.Y., in same capacity.

_.
Programing

Sara L. Levinson, senior VP, corporate devel-
opment, Viacom International Inc.’s Show-
time/The Movie Channel, New York, named
executive VP, Viacom Network Enterprises.
Robert Schmidt, president and CEO, Integra-
tion Communications International, McLean,
Va., and former president, National Cable
Television Association, Washington, will
serve as consultant to Showtime/TMC.

Levinson Aidem

Larry Aidem, VP, area marketing, Home Box
Office Inc., New York, named VP, original
programing, planning and operations.

Bruce D. Johnson, producer, Hanna-Barbera
Productions, Hollywood, named VP, special
projects,

Lance Thompson, business affairs counsel,
Orion Television Inc., Los Angeles, joins
Four Star International Inc. there as VP, busi-
ness affairs.

Mark Zoraldi, director, sales administration,
Buena Vista Distribution, Los Angeles,
named VP and general manager, Buena Vista
Television.

Lynn Woodard, VP, Western division, The
Disney Channel, Burbank, Calif., named VP,
national accounts. Charles Nooney, South-
eastern regional director, named director,
Western region.

Molly Wilson, VP, legal division, MGM/UA
Communications Co., Beverly Hills, Calif.,
named senior VP, legal division. Senior coun-
sels, MGM/UA, named VP's: Judith Jason,
Frank Montalbano, Michael Smarinsky, Nan-
cy Niederman and John Drinkwater.

Appointments at Peregrine Film Distribution,
Los Angeles TV program synidcator: Dennis
Gresham, VP, Western sales, Lorimar-Tele-



pictures, Los Angeles, to senior VP, market-
ing, Los Angeles; Pamela Senatore, VP,
Channel 9 Australia Inc., Los Angeles office,
to VP, international sales, Los Angeles; Ju-
dith L. Bernat, manager. Southeastern divi-
sion, Group W Productions, New York, to
VP, Northeast, New York; Jack Sindell, man-
ager, Southern division. Group W Produc-
tions, to VP, Southeast/West, New Orleans;
Amelia Colvin, account exetutive, D.L.
Taffner, New York, to VP, Midwest sales,
Chicago; Lindsey Dudevoir, director, ancil-
lary and home video sales. Peregrine, Los
Angeles, to Western sales manager.

Dorrida Dimanno, VP, creative services,
Praxis Media Inc., South Norwalk, Conn.,
named senior VP, account services. Axie Gib-
bons, assistant operations manager. Praxis’s
Palace Production Center, South Norwalk,
named communications associate. Praxis.

Robert Steloff, producer, Heritage Entertain-
ment, Los Angeles, named VP, worldwide
production.

Father Bernard R. Bonnot, director, planning,
diocese of Youngstown, Ohio, named presi-
dent and CEO, Catholic Telecommunications
Network of America, Staten Island, N.Y.

Arthur Lewis, from 20th Century Fox Televi-
sion, Los Angeles, joins Lorimar-Telepic-
tures, Culver City, Calif., as supervising pro-
ducer, Dallas.

Ricki Stofsky, special projects producer,
WNBC-TV New York, joins Paramount Do-
mestic Television’s Entertainment Tonight as
New York burecau chief. Tony Harris, host,
PM Magazine, wiw-Tv Cleveland, joins En-
tertainment Tonight, New York, as reporter.

Paul Napoll, assistant controller. Marvel Pro-
ductions Inc., Van Nuys, Calif., named con-
troller.

Jean A. Glass, VP, Chase Manhattan Bank,
New York, joins The Travel Channel there as
director, program acquisitions.

Tijuan Gray, former account executive,
WCXR-FM  Woodbridge, Va., joins Home
Team Sports, Washington-based regional
sports cable network, as advertising sales
manager. Greg Myford, sports director, non-
commercial WPSU(FM) State College, Pa.,
joins Home Team Sports as marketing assis-
tant.

Appointed to research department, USA Net-
work, New York: Vicki L. Robinson, research
manager, wBBM-TvV Chicago, to director;
Roben F. Riccobono, senior research analyst,
media reserach department, Needham Harper
Worldwide Inc., New York, to manager; Ray
Giacopelli, research assistant, CBN Cable
Network, New York, to analyst.

William Powell, from Continental Cablevision
of Eastern Massachusetts, Boston, joins
SportsChannel, Woburn, Mass., regional ca-
ble sports network, as affiliate marketing
manager.

John Cantrell, account manager, broadcast
services, Centel Videopath, Chicago, region-
al program distributor, named manager, sales
and marketing.

Appointments at San Francisco Production
Group: Donna McDevitt, senior editor, Gan-
nette Production Services, Denver, to on-line
editor; Rhys Ludlow, technician, Sony

Broadcast, San Jose, Calif., to assistant engi-
neer; Laurie Montes, operations engineer/stu-
dio technician. KMGH-TV Denver, to tape op-
erator/assistant editor.

Michael Bettelli, music director and weekend
announcer, KOMO(AM) Seattle, named pro-
gram director.

George F. Boggs, operations manager. WRGT-
TV Dayton, Ohio, joins WXIN(TV) Indianapo-
lis as program manager.

Dwight Lane, assistant program director.
KEFM(FM} Omaha, named program director.

Dianne Adjan, program manager, WOTV(TV)
Grand Rapids, Mich., joins wWISH-Tv Indiana-
polis in same capacity.

Robert B. Affe, program director WOIO(Tv)
Shaker Heights. Ohio, joins wTOG(TV) St. Pe-
tersburg, Fla., in same capacity.

Michael Karas, program operations manager,
KITM-TV Pine Bluff, Ark., joins WTVZ(TV)
Norfolk, Va., as director, programing.

James Bentley, studio director, WEAR-Tv Pen-
sacola, Fla.. named senior field producer.
Hardy Morris, film director, named studio di-
rector.

Marilyn Cooley, co-host, Weekender, weekly
program on WETA-FM Washington. named
music director.

T e T e————
News and Public Affairs

Neal Conan, correspondent. National Public
Radio, New York, named acting director,
news and information department, Washing-
ton.

Don Farmer and Chris Curle, anchors, Prime
News, Cable News Nework, Atlanta, join
wSB-TV there. Farmer will anchor 6 and 11
p-m. newscasts and Curle will serve as corre-
spondent. They are husband and wife.

Paul H. Jenssen, assistant controller, Associ-
ated Press. New York, named controller.

Mark A. Toney, assistant news director, wXEX-
Tv Petersburg, Va., named news director.

Mike (Zeke) Sauceda, anchor, KOOL-AM-FM
Phoenix, named news director.

Brenda Hart, anchor, wCKY(aM) Cincinnati.
joins wLLT(FM) Fairfield, Ohio, as news direc-
tor and morning announcer.

Appointments at KSTP-Tv St. Paul, Minn.:

Robin Smythe, assignment editor, WIKS(TV)
Jacksonville, Fla., to assignment editor; Hol-
ly Schmiess, assignment editor, WDAZ-TV
Devils Lake, N.D., to weekend assignment
editor, Mark Suppelsa, weekend anchor,
WERV-TV Green Bay, Wis., to morning an-
chor; Marc Soicher, sports reporter, WwL-Tv
New Orleans, to weekend sports anchor and
reporter; John Wingate, from WEEK-TV
Peoria, 1ll., to reporter.

Brian Greif, assignment editor, wXEX-Tv Pe-
tersburg, Va., joins wHO-TvV Des Moines,
Iowa, in same capacity.

Appointments at WTOP(AM) Washington: An-
drea Koppel, reporter, noncommercial
wLTR(FM) Columbia, S.C., to reporter and
evening editor; Karen Gray, producer, wWCBS-
Tv New York, to weekend anchor and report-
er; Allen Balch, marketing manager, CBS Ra-
dio Stations News Source, Washington, to
weekend anchor. Koppel is daughter of Ted
Koppel, anchor, Nightline, ABC News,
Washington.

Dixie Whatley, former reporter and anchor,
Paramount Domestic Television’s Entertain-
ment Tonight, Los Angeles, joins wCVB-TV
Boston, as arts and entertainment editor.

Shayna Wagman, anchor and reporter, WBBJ-
Tv Jackson, Tenn., joins WNYT(TV) Albany,
N.Y, as 11 p.m. news producer.

Ann Rollins, anchor and preducer, wGGB-TV
Springfield, Mass., joins wATE-Tv Knoxville,
Tenn., as anchor.

Joe Shonsleeve, reporter, wLviTv Cam-
bridge, Mass., and Odetia Rogers, from
WMUR-TV Manchester, N.H., named co-an-
chors, WLVI-TV'S new 10 p.m., weekend
newscasts.

Rebecca Kottman Stevens, former anchor,
KSNW(TV) Wichita, Kan., joins WGME-TV
Portland, Me., as 11 p.m. anchor.

Mary Murnane, general assignment reporter,
wMAQ-TV Chicago, named weekend anchor.

Frank Sommerville, reporter and morning an-
chor, kSTP-Tv St. Paul, Minn., joins WJAR(TV)
Providence, R.1., as reporter and noon an-
chor.

Rick Weaver, sports director, wiOD(AM) Mi-
ami, named VP, sports.

Gerry Grant, weekend anchor and reporter,
KENS-TV San Antonio, Tex., named weekday
6 p.m. anchor.
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Brianna Clark, moming anchor, wROC-TV
Rochester, N.Y., joins wkBw-Tv Buffalo,
N.Y., as reporter and noon anchor.

Appointments at wLKY-Tv Louisville, Ky.:
Noel Sederstrom, news producer and execu-
tive producer, special projects, wGRZ-Tv Buf-
falo, N.Y., to news producer; Tim Meredith,
photograher, WLKY-TV, to weekend producer
and night assignment editor; Eric Allen, from
wTVR-TV Richmond, Va., to general assign-
ment reporter; James Hall, photographer/re-
portet, KIFI.TV Idaho Falls, Idaho, to photo-
grapher.

Laura Saxby, general assignment reporter,
wHEC-TV Rochester, N.Y., named weekend
anchor and reporter. David Beigie, from
WSTM-TV Syracuse, N.Y., joins wHEC-TV as
general assignment reporter.

Kevin G. Hall, news director, wrIv(aM) Kis-
simmee, Fla., joins WFMD(AM)-WFRE(FM)
Frederick, Md., as anchor and reporter.

William P Donovan, sports announcer,
WNLC(AM) New London, Conn., named
sports director.

Russ Mitchell, from KTvI(Tv) St. Louis, joins
KMOV(TV) there as general assignment report-
er.

Jane Harrington, project director, Marion
county, Ind., health department, joins
WTHR(TV) Indianapolis as general assignment
reporter and medical reporter.

Deborah Keith, anchor, wWTvH(Tv) Syracuse,
N.Y.,, joins wiKS-Tv Jacksonville, Fla., as
general assignment reporter.

Bill Connor, reporter, KCAU-TV Sioux City,
[owa, joins wcCsH-Tv Portland, Me., as
Lewiston-Aubumn, Me., reporter.

Technology

Howard H. Graham, VP, finance services, Ze-
nith Electronics Corp., Greenview, Ill., adds
duties as chief financial officer.

William C. Benison, independent consultant,
joins Modulation Associates Inc., Mountain-
view, Calif., manufacturer of satellite broad-
cast equipment, as president and CEO.

Benison Baptista

John Baptista, VP, engineering and technical
service, MGM Labratories, Los Angeles,
Jons CFI, Hollywood, film and videotape lab-
oratory, in same capacity.

Appointments at Comsat Corp., Washington:
Daniel F. Thomas, corporate treasurer, named
corporate controller; Margarita Dilley, VP, fi-
nance and planning communications services
division, named corporate treasurer; William
Osborne, VP and general manager, VP and

general manager, Comsat’s time-division
multiple-access ~ equipment  department,
named president, Comsat Technology Pro-
ducts.

Richard Lunniss, director, sales, A F. Associ-
ates Inc., New York, designer and manufac-
turer of turn-key television systems, named
VP, sales.

Appointments at Houston International Tele-
port: Walter D. Munro, president, Netcom In-
ternational, Burbank, Calif., to VP, video
services; John S. Reiiand, chief financial offi-
cer, Seismic Enterprises Inc., Houston, to
chief financial officer; Mike Batey, former en-
gineer, Southwestern Bell, Houston, to direc-
tor, sales.

Charles L. Stiles, VP, business development,
Fairchild Communications and Electronics
Co., Chantilly, Va., adds duties as VP, busi-
ness development. James L. Radcliffe, chief,
quality assurance, defense administrative ser-
vices plant representative office, IBM Corp.,
Owego, N.Y., joins Fairchild as VP, product
assurance.

Kenneth Yas, product manager, Lucasfilm
EditDroid, Los Angeles, joins The Post
Group, Los Angeles film and video post-pro-
duction company, as director, film unit.

Mike Griswold, manager, sales management
and development, Honeywell Information
Systems, New York, joins Cubicomp Corp.,
manufacturer of computer graphics and ani-
mation products, as Eastern regional sales
manager, Natick, Mass.

Rick Maxwell, director, services marketing,
United Video, Tulsa, Okla., satellite carrier,
named manager, network sales,

Louis P. Stricoff, assistant sales manager, E.J.
Stewart Inc., Philadelphia video production
company, named sales manager.

Chris Hefferen, from Images Inc., Jackson-
ville, Fla., joins Video Tape Associates, Al-
lanta production and post-prodcution com-
pany, as manager, business communications
division.

T ——————————
Promotion and PR

Cynthia Lieberman,
director, audience pro-
motion, Coca-Cola’s
Columbia Pictures
Television  Distribu-
tion, Los Angeles,
named director, adver-
tising and promotion,
Coca-Cola Telecom-
munications Inc.

Donna Landau, man-
ager, advertising and
promotion, MGM/UA
Television Distribution, New York, named di-
rector, advertising and promotion.

Lieberman

Gregory Miller, senior writer, Institutional In-
vestor magazine, New York, and Seth D. Pe-
tok, account supervisor, Burson-Marsteller,
New York, join GreyCom Inc., New York,
public relations firm, as VP’s.

Edwin S. (Chip) Underhill IV, special events
director, American Lung Association of New
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Hampshire, joins IGC/Strategic Communica-
tions, Union, N.J., as VP, public relations,
media accounts group.

Stephen Eckstrom, VP, advertising, Roll
Call, Capitol Hill newspaper, Washington,
joins Home Team Sports there as promotion
and advertising manager,

Rosalind Fields, commercial writer and pro-
ducer, wrRAL-TV Raleigh, N.C., joins wusa
(TV) Washington as producer, promotion de-
partment.

Judy Rosenfeld, from KRON-Tv San Francis-
co, joins wCVB-TV Boston as design director.

John W. Baldwin, director, creative services
department, wGAL-Tv Lancaster, Pa., named
executive producer, marketing and promotion
department.

Allied Fields

David Yount, senior
VP, E. Bruce Harrison
Co., Washington,
named president, Na-
tional Press Founda-
tion there.

Officers elected by
Association of Maxi-
mum Service Telecast-
ers Inc. (AMST) at an-
nual  meeting  in
Dallas, March 29:
Fred Paxton, wpSD-TV
Paducah, Ky., chairman; Dudley S. Taft, Taft
Broadcasting Co., Cincinnati, vice chairman;
Joel Chaseman, Post-Newsweek Stations,
Washington, vice chairman; Thomas B. Coo-
kerly, Allbritton Communications Co., Wash-
ington, secretary-treasurer; Tom E. Paro,
AMST, Washington, president; Gregory L.
DePriest and Ann Hageman, AMST, VP’s.

Officers elected to board of directors, Ameri-
can Association of Advertising Agencies,
during annual convention in Boca Raton,
Fla.: Charlotte Beers, chairman and CEO,
Tatham-Laird & Kudner, Chicago, chairman,
{becoming first woman to chair 4A’ in its 70-
year history); William V. Weithas, chairman
and CEQO, SSC&B: Lintas Worldwide, New
York, vice chairman; Lee Lynch, chairman
and CEOQ, Carmichael-Lynch Inc., Minne-
apolis, secretary-treasurer,

Yount

Deaths

Jack Bush, 68, former director of electronic
newsgathering, ABC News, New York, died
of heart attack March 27 at his home in Doy-
lestown, Pa. He retired in 1986 after 23-year
career with ABC. Before joining ABC News
in 1963, Bush was news film editing and pro-
duction executive for CBS News in [953-63.
He is survived by his wife, Henrietta, and
son.

Mcivor L. Parker Sr., 78, retired electrical en-
gineer, FCC, Washington, died March 24 of
pulmonary complications after hip surgury at
Arlington hospital, Arlington, Va, He is sur-
vived by wife, Katheryn, and son.



theFstater

Keeping tabs on ABC’s
variety of sports

“You are talking to a very private person,”
Dennis Swanson, president of Capital
Cities/ABC Sports told a reporter, tape re-
corder ready, as the interview began. So pri-
vate, he explained, that the tape recorder had
to be turned off. The idea of a tape about his
life and career existing outside his office
bothered him. Even the census taker didn’t
have much luck, he explained. He was told
there were five people in the Swanson fam-
ily and a dog. End of survey.

And yet, the former marine, on-air sports-
caster, reporter and current head of a net-
work sports division, has spent most of his
career in the public world of broadcast jour-
nalism and management. He is, he says, a
“sort of a loner,” who performs in a public
position because his job requires it.

Swanson was born in Wilmar, Calif., an
industrial suburb of Los Angeles, to a “fam-
ily that didn’t have a whole lot.” He won a
scholarship to go to the University of Illinois
in Champaign-Urbana, studying chemical
engineering because that was the only schol-
arship available. In his junior year, however,
he decided “he wanted to be a journalist,”
and switched majors. He was allowed to re-
tained his scholarship and graduated with a
bachelors in journalism in 1961.

After three years in the Marine Corps,
where he attained the rank of captain, Swan-
son returned to the University of Illinois to
get a masters degree in communications and
political science, received in 1964. Al-
though a high score on a post-graduate apti-
tude test again suggested an engineering ca-
reer, Swanson pursued journalism, joining
WMT-aM-FM Cedar Rapids, Iowa, as a-news
and sports reporter and cameraman.

He moved to WGN-aM-TV Chicago in 1966
as a news producer and assignment manager.
In 1968 he joined NBC News there as as-
signment editor and field producer. One as-
sighment was heading the coverage of
events surrounding the 1968 Democratic na-
tional convention in Chicago. It turned out
to be “quite an assignment,” he says.

In 1970, Swanson went to WMAQ-AM-TV
Chicago as on-air sportscaster and producer.
then joined the now defunct Television News
Inc. The first to book satellite transmission
on Western Union's Westar satellite in 1975,
TVN had news crews throughout the world
supplying national and international news to
station clients. “Many people thought it was
not possible” to put the news service togeth-
er. “They were half right and we were half
right,” he says, noting that although the ser-
vice went dark in October 1975, TVN was
put together and put on the air. And it proved
a precursor to services such as CNN.

In 1976, Swanson passed up an offer to
become a sportscaster in Detroit and a job
with VisNews in London, to join KABC-TV

»d

Oennis DarRvL Swanson—President, ABC
Sports, New York; b. March 15, 1938, Wilmar,
Calif.; BS, journalism, 1961, and MS,
communications and political science, 1964,
University of lllinois, Champaign-Urbana;
U.S. Marine Corps, 1961-63; reporter, wMT-AM-
Fw-Tv Cedar Rapids, lowa, 1964-65; news
producer-assignment manager, wGN-AM-TvV
Chicago, 1966-67, assignment editor-field
producer, NBC News, based at wMaQ-Tv
Chicago, 1968-70; on-air sportscaster and
producer, wMaQ-am-Tv. 1970-73; various news
and marketing positions, Television News
Inc., Chicago and New York, 1973-75;
executive producer, assistant news director,
news director, station manager, Kasc-Tv Los
Angeles, 1976-83; VP, general manager, wis-
v Chicago, 1983-85; president, ABC owned
television stations, 1985-1986; present
position since January 1986; m. Katharine
Wognum, Dec. 16, 1961; children—Susan,
23; Eric, 21 and Caral, 17.

Los Angeles as executive producer of a local
newscast, becoming news director in 1977
and station manager in 198]. Swanson
moved into the management chair, he says,
because he *had accomplished what he
wanted to accomplish™ in front of the micro-
phone, didn't consider himself “‘a natural
television talent” and wanted to “controi
[his] own destiny.” As an on-air talent, he
says, “either they like you or they don’t.”

In 1983, Swanson moved to WLS-TV Chi-
cago as vice president and general manager,
where a first-day crisis would help turn the
third-rated station’s ratings around.

As he describes it, the moming program
host had left, and he urged his staff to “ex-
pand your horizons™ in Jooking for a replace-
ment to go head-to-head with Phil Donahue
(*I didn’t think we could out-Donahue Don-
ahue,” he says). The result was hiring the
now-syndicated talk show host Oprah Win-
frey, with whom one wLS-TV staff member
had worked at a Baltimore station. Winfrey
started at WLS-TvV on Jan. 2, 1984 It was a
memorable date for other reasons. Wheel of
Fortune aired on WLS-TV for the first time,
and veteran newsman Floyd Kalber (with
whom Swanson had worked in the past)
joined the station as evening news anchor.
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The groundwork was laid, and the station
eventually moved to number one.

Swanson moved up as well. In March
1985, he was named president of ABC’s
owned television stations division. Six days
after Swanson took the position, ABC was
bought by Capcities, and Swanson says he
“anticipated the worst,” expecting to be re-
placed in the inevitable shuffle. He remained
in the job until January 1986, however. Al-
though it was “a very difficult environment”
in which to manage, with stations being sold
and “a lot going on.” When Swanson was
replaced, it was to move up, assuming the
sports mantle from Roone Arledge, who had
headed the division for 17 years.

Arledge’s successor took over in a diffi-
cult climate. Although the division had a
“great reputation,” the economic realities
were increasing competition for sporting
events, escalating rights fees and a soft ad-
vertising marketplace. Although sports
viewership has increased, he says, increased
competition for events, “diffuses the audi-
ence. [t also diffuses the advertising dollar.
So while the cost of doing business has esca-
lated, revenue diminishes.”

Swanson says that ABC Sports has not
been profitable since 1985, but he thinks it
will turn around in 1990, or perhaps “a little
ahead of schedule in 1989.” What of the
network’s carriage of the 1988 winter Olym-
pics (in Calgary, Alberta)? Swanson says
ABC will “lose significant millions.” The
network has a responsibility to its clients to
“provide a quality presentation,” Swanson
says, and “at this point, we can’t cut enough
cormers to overcome the high rights payment
[$309 million). Our obligation is to do a 94-
hour broadcast out of Calgary...the best 94
hours we can.”

The network is producing more hours of
sports programing this year than last, Swan-
son says, including college basketball, ex-
panded golf and auto racing coverage. In
June, ABC will launch a late-night network
sports talk show to coincide with the begin-
ning of its Monday Night Baseball telecasts.
The weekly, hourlong show, ABC Sports
Presents: Monday Sportsnite, “won’t be a tra-
ditional sportscast,” Swanson says.

In addition to its programing, Swanson
says the sports division has branched out
into other areas, such as merchandising, vi-
deocassettes and publishing.

With so much on the plate, Swanson dele-
gates as much as possible. He surrounds
himself with the “strongest people™ and gets
out of the way, he says. He wants people
working for him “who would like my job.
And most of them do.”

While his position requires many “long,
tough days,” Swanson still finds time to col-
lect stamps, an interest he has nurtured since
childhood. He also likes to read (often “sev-
en or eight books at once”), go to movies,
and, in the busman’s holiday department,
play some basketball and golf. |



naEret \

In what appears to be first time that any television network has
released official revenue and profit numbers, Capital Cities/ABC
said in 1ts annual report last week that ABC Television Network
Group had revenue of $2.1 billion, down 4%, and $70 million loss
{"before purchase price adjustments and amortization of intangi-
ble assets”), compared to $105 million pro forma profit in 1985.
Company said that excluding accounting adjustments taken at
time of its 1985 merger, network costs increased 4%, despite cost
containment programs that “reduced operating expenses signifi-
cantly below those onginally planned.” For rest of its broadcast
operations, CC/ABC said it had net revenue of $1.1 bilion, 13%
increase over pro forma 1985 results, and operating earnings ("“be-
fore amortization of intangible assets”) of $412 million, up from pro
forma profits of $290 mullion in previous year. Company said that
television stations’ revenue, up 11%, combined with expense re-
ductions, led to “substantially” higher operating income. For radio
division, net revenue incerased 4% while expense reductions led
to “substantial increase” in operating income.
O

FCC Chairman Mark Fowler has announced he will step down effec-
tive April 17. "Because of his desire to participate in several impor-
tant proceedings, Chairman Fowler indicated he would initiate
negotiations for future endeavors subsequent to that date and
announce his plans thereafter,” according to FCC news release.
FCC is expected to tackle package of controversial obscenity is-
sues at meeting April 16.
J

Laurence Tisch, CBS president, made courtesy calls last Thursday
on all FCC commissioners except Chairman Mark Fowler, who was
not available. According to one source, Tisch's basic pitch was
that CBS cutbacks were aimed at making company “more cost
efficient” to insure that company survived and prospered in new
competitive environment. Tisch also made selected stops on Cap-
itol Hill

a

NBC President Robert Wright said last week that NBC News is losing
more than $110 million anpually. "CNN has a budget of roughly
$110 million, which is less than our losses,” he said. He added that
such heavy losses were a "relatively recent phenomenon" and that
network was searching for ways to stem flow of red ink from news

Revved up. A-move to codify the FCC's fairness doctrine has
begun in the House As promused, House Energy and Com-
merce Committee Chairman John Dingell (D-Mich.} and Tele-
communications Subcommittee Chairman Edward Markey (D-
Mass } introduced legislation last week that would turn the
doctrine into law. The bill (H.R. 1934, numbered coincidentally
{1ke the year the Communications Act was adopted) is identical
to one offered in the Senate (S. 742} and wil! be the focus of a
Telecommunications Subcommittee hearing on Tuesday, April
2. In the Senate, the measure was adopted by the Commeice
Committee 14-4 and could get to the floor as soon as Wednes-
day (BROADCASTING, March 30) It's anticipated that Senator Ted
Stevens (R-Alaska} and Bob Packwood (R-Ore ) will oppose the
bill.

‘Without the fairness doctrine, discussion of public affairs
could become either one-sided or be reduced to a bland, uni-
form pablum as broadcasters react to economic pressure from
commercial advertisers—whether real or preceived,” Dingeil
said in a statement accompanying the bill. The bill was intro-
duced with more than 35 members as co-sponsors and is likely
to move swiftly to the floor. Slated to testify at the House hear-
ing: FCC Chairman Mark Fowler, Alfred Sikes, head of the
National Telecommunications and Information Administration;
Charles Ferris, a former FCC chairman, now with Mintz, Levin
Cohen, Ferris, Glovsky & Popeos Newton Minow, a former FCC
chairman, now with Sidley & Austin, consumer advocate Ralph
Nader, Phyllis Schlafly, Eagle Forum,; Naticnal Association of
Broadcasters President Eddie Fritts, and Ermie Schultz, presi-
dent, Radio-Television News Directors Association.

division. (One is being made by McKinsey & Co., now studying
division's long-term position and strategy). But Wright also made
point of saying, in interview with Today's Business, that “I don't
see substantial cuts as a result of what we're doing.” On cable,
Wright said he doubted NBC would get into system ownership,
but that he finds cable programing "very intriguing.” He suggest-
ed network was still interested in opportunities there, but that
nght one "hasn’t come by yet.
o

House bill that would permit broadcasters to air ads for any legal
lottery, regardless of whether lottery is located in broadcaster's
state (H.R. 1568), was subject of judiciary subcommittee hearing last
week Testifying in favor of legislation was NAR President Eddie
Fritts. (Measure does not override state prohibitions on lotteries or
lottery ads.) Subcommittee is likely to vote on bill this week. NAB
is urging its members to seek congressional support for lottery
legislation. NAB has expressed its opposition to possible amend-
ment that may be offered by Representative Clay Shaw (R-Fla. ) to
allow broadcasts of out-of-state lottery ads only if state law pro-
vides for such ads.

3

General Electric, NBC's parent, has asked FCC to reject petition by
Sunbeam Television Corp., licensee of NBC affiliate wsvnirv) Miami,
seeking to block GE's proposed acquisition of co-located CBS affili-
ate wrvirv) (BROADCASTING, March 30). In its petition, Sunbeam
alleged, among other things, that FCC, in multiple ownership
ruling, had indicated that absent compelling showing, network
acquisition of station not affiliated with it would be inconsistent
with public interest. In counterfiling, GE said Sunbeam had failed
t0 show that sale would harm competition. “The legal authority
that it cites—a footnote in the report and order amending the
multiple ownership rules—is inapplicable because GE does not
intend to 'maintain affiliation’ with another station in Miami while
it owns wrvJ),” GE said. “Instead, GE intends to transfer the NBC
television network programing to wTvJ at the earliest point that it
may lawfully do so and, in any event, no later than Jan. 1, 1989, the
date on which the current affiliation agreement between NBC and
WSVN expires. WTvJ cannot become the NBC television network
affiliate in Miami immediately upon consummation of the transfer
of control urless wsvN is willing to relinquish its NBC affiliation at
that time. During this interim period, wrvl will face ample compe-
tition from numerous other television stations and media in Mi-
ami.

Writers Guild of America strike, which began March 2, continued
last week, with no settlement of major issues between striking
WGA and representatives of CapCities/ABC and CBS. Also last
week, CBS 60 Minutes commentator Andy Rooney asked to sit in
on negotiations as observer, but request was denied by CBS, WGA
spokesman said. (Rooney, who could not be reached for comment
late last week, reportediy has said he would quit CBS if strike is not
settled scon.) About 525 employes at ABC and CBS, including
some network O&Q's, are on strike.
]

Contract talks between NBC and National Association of Broadcast
Employes and Technicians (NABET) broke off last week without
agreement and network’s 2,800 NABET engineers, newswriters
and others are now working without contract. Previous four-year
pact expired last Wednesday, March 31. Main dispute is over NBC
proposal to allow limited tempdrary hiring, which union believes
will lead t0 job losses. Not at issue is NBC money offer, providing
3.64% increase in first year, 4.68% in second. Negotiating teams
last week left San Diego, site of month-long talks, after NABET
rejected network's “final” two-year offer and called for discussion
to continue. Company has set April 21 deadline for union to ratify
package. If union declines to call vote, walkout or appeal for federal
mediation are options.

All-star cast is expected for House Telecommunications Subcommit-
tee hearing on impact of mergers and acquisitions on networks
(BROADCASTING, March 23). Among those agreeing to attend: CBS
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President Laurence Tisch and CBS News President Howard
Stringer; CapCities/ABC Chairman Thomas Murphy and ABC
News President Roone Arledge, and NBC President Robert Wright
and NBC News President Larry Grossman.

Buena Vista Television will cease distribution of Today's Business,
early morning business show, as of April 26 because show was not
close to approaching profitability by pre-determined date, sources
said last week. Show was considered bellwether for business jout-
nalism in syndication, according to industry observers. Buena
Vista was never counting on high ratings for show but was looking
for business audience with upscale profile attractive to adver

tisers. Show managed to attract corporate advertising clients, but
downturn in rates being paid spelled doom for show. "There was
no turnaround in sight,” said one source. Today's Business was
originally cleared on 140 stations covering roughly 85% of country.

o

Judge David A. Scholl of U.S. Bankruptcy Court last week denied
programers’ motion to force Grant Broadcasting’s full payment of
licensee fees and to compel GBS's immediate acceptance or rejec-
tion of programing contracts. Instead, Scholl set May 15 as date by
which GBS must decide on contracts.

ABC's World News Tonight on Thursday reported what it said was
breakthrough in use of satellite sensing by private companies—
pictures of what it said was Soviet radar facility that, report con-
tended, constitutes violation of 1972 Anti-Ballistic Missile Treaty
Pictures, made by French commercial satellite SPOT from 500
miles in space, show facility 60 miles from Siberian city of Kras-
noyarsk, deep inside Soviet Union. Report said apparent function
of radar—early warning—is not violation of treaty but location is.
Treaty calls for location of such facilities on nation's borders. Cor-
respondent Rick Inderfurth, in voice over, said pictures indicate
that, "for the first time, commercial satellites will be able to moni-
tor what the Soviets decide to about [their radar facility]—some-
thing in the past cnly governments, with their highly classified spy
satellites—were able to do.”

Chairman of Canadian Radio-Television and Telecommunications
Commission said free-trade discussions now under way with U.S.
could result in repeal of measures that benefit Canadians to disadvan-
tage of Americans. Andre Bureau said talks could, specifically, lead
10 elimination of tax bill—C-58—that has long galled American
broadcasters. Legislation denies tax break to advertisers that buy
time on American stations that serve Canadian audiences. C-58,
said Bureau, provides Canadian television with annual advertising
revenue of $5b million. He also said free trade could mean elimina-
tion of cable substitution regulation, which benefits Canadian
stations and advertisers to tune of 256%-35% of total English-lan-
guage television revenue. Bureau, who was addressing Publicite
Club in Montreal, suggested advertisers would find it in their best
interests to express their views in debate now under way, “or try to
find alternatives to these measures whose possible abolition
would weaken the system that serves you so well.”
O
Sears Roebuck & Co., for second consecutive year, was leading
network radio advertiser in 1986, according to Radic Network As-
sociation (RNA), which relies on financial data collected from net-
work companies by New York-based accounting firm of Ernst &
Whinney. General Motors moved from eighth position cn RNA's
1985 advertising list to second place in 1986. Rounding out top five
spots were Warner Lambert, AT&T and Anheuser-Busch. Ernst &
Whinney does not release client expenditure figures.
ul

Hearings on possible ban of advertising and promotion of tobacco
products were held last Friday (April 3) by House Subcommittee on
Transportation, Tourism and Hazardous Materials. (Ban has been
proposed by Representative Bob Whittaker [R-Kan.} in HR. 1532))
Testimony was heard from Federal Trade Commission Chairman

Budget battle. The House Foreign Affairs Committee and the
Reagan administration are In a tug-of-war over the authoriza®
tion measure the committee has approved for the State Depart-
ment and U.S. Information Agency. The committee bill had
been scheduled for action last week by the Rules Committee as
preliminary to action by the House. But leaders of the Foreign
Affairs Committee decided to pull the bill from consideration
after learning the administration would oppose it. The adminis-
tration was said to feel the proposed authorization in the bill
was inadequate and too restrictive in the way the funding was
earmarked for specific purposes. The committee had resorted
to earmarks particwlarly in funds authorized for Voice of Amer-
ica; the aim was to protect funds from diversion by USIA for
other purposes, particularly USIA’s Worldnet service (BROAD-
CASTING, Mairch 30.) For the most part, the commitiee—at-
tempting to meet Gramm-Rudman-Hollings imits—restricted
authorization figures to amounts that had been appropriated for
fiscal year 1986. The administration also objects to the so-called
“buy America” provision that gives American companies ad-
vantage in competing for sales of transmitters USIA will pur-
chase as part of a muitiyear program of medernizing and ex-
panding VOA's broadcast facilities.

Daniel Oliver, American Civil Liberties Union legislative counsel,
Barry Lynn, representatives of advertising associations, congress-
men and others. Opponents of legislation claim it violates First
Amendment rights of advertisers and could lead to restricticns on
advertising of other legal preducts.

FCC Review Board has affirmed initial decision denying renewal of
Catoctin Broadcasting Corp. of New York for daytimer wauziam
Fredonia, N.Y. (BROADCASTING, Sept. 8, 1986). FCC Administrative
Law Judge Walter Miller had found, among other things, that
Henry Serafin, station’s owner, had discriminated against black
woman, failed to conduct contests as announced and “proved
himself to be both a cheat and a liar.” Added Review Board: “The
record complied by the ALJ reflects a licensee wholly unconcerned
with honesty, candor or compliance with even the most basic
federal requirements.” Dunkirk-Fredonia League of Women Vot-
ers, Chautaqua County Rural Ministry Inc. and Dunkirk branch of
NAACP had opposed renewal.
o

Milton Benjamin stepped down last week as president and chief oper-
ating officer of UPI, saying that Mario Vazquez-Rana, Mexican
publisher who bought UPI out of bankruptcy last summer, wanted
more “direct role” in managing wire service. With resignation,
Vazquez-Rana adds title of president to current title of chairman
and CEO. Rejuvenating wire service “will require a greater level of
investment than originally envisioned” by Vazquez-Rana, said
Benjamin in prepared statement.

o]

Thomas G. Griscom, who has long been associated with Howard
Baker Jr., new White House chief of staff, has been named director
of communications for White House. Griscom, 37, was press aide to
Baker when latter was Republican senator from Tennessee and
served as minority and then majority leader of Senate. Baker called
on Griscom to join transition team when new chief of staff replaced
Donald T Regan on Feb. 27 Griscom is leaving lobbying and
public relations firm of Ogilvy & Mather, where he was president
and chief operating officer.
O

President Reagan has named Rhett B. Dawson as assistant to
President for operations. Dawson, who began his official duties as
member of President’s senior staff last week, is overseeing White
House offices of staff secretary, administration and military office.
He is former staff director and chief counsel of Senate Committee
on Armed Forces and he served as director of President’s special
review board examining lran-contra affair. He is husband of FCC
Commissioner Mimi Dawson.
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COMMITTED TO THE FIRST AMENDMENT & THE FIFTH ESTATE

- Citorialse

Singing in the rain

For an industry in disarray, as broadcasting is so often portrayed
these days, it certainly throws good conventions. Not even the
variable Dallas weather dimmed the spirits of the 40,388 dele-
gates clocked through the convention center turnstiles. Both the
people and the enthusiasm were wall to wall.

Not to say there were no serious issues. The extraordinary
appearance by CBS's Laurence Tisch underscored the sea change
the industry is undergoing. His remarks—presented elsewhere in
this issue in virtual full text—were of a sort most in his audience
never expected to hear in their lifetimes: *'I also come here to give
a warning about these tumultuous times and the dangers they pose
for our industry and for the networks most of all.”

If Tisch's was a call to alarm, albeit sounded “not in panic or
desperation,” an even louder call to arms came from FCC Chair-
man Mark Fowler, who pulled out all the stops in his farewell
address to the industry he has so revolutionized with deregula-
tion. Speaking of the founding fathers, he recalled that their first
principle was the freedom of speech and of the press, and added:

“Do not ask me to join those broadcasters and others who
equivocate on matters of principle and waffle on matters of free-
dom.”

No one who knows Mark Fowler would ever dream of it. His
steadfastness in trying to award or to win First Amendment rights
for broadcasters is perhaps the brightest legacy of his chairman-
ship, although he will likely be remembered first for his preemp-
tive strike on regulation. Those who are thinking of embracing
the public interest standard as a trade-off for license renewal
protection must have been squirming in their seats.

Few who heard Mark Fowler in Dallas will soon forget his
admonitions, and none the drama of his delivery. Speaking of his
early career as a disk jockey, he said: “Sometimes 1'd have the
night shift. And 1'd be there all alone, surrounded by the night.
But never really alone. That was the magic, then and now, of your
great industry. From the first crackling codes from ships at sea to
the color photos from ships in space, we are a nation bound
together by broadcasting.™ It's clear from his FCC stewardship
that the chairman still believes in “the magic and the miracle.”

Speaking of FCC stewards. Four other commissioners also
appeared during the NAB convention, giving their views on the
issues of the moment: Chairman-designate Dennis Patrick, James
H. Quello, Mimi Weyforth Dawson and Patricia Diaz Dennis. An
observer could come away with two impressions. First, that all
four are exceptional individuals, on top of the issues and fervent
in their search for apt solutions. And second, that however their
final votes may come down, each will reach his or her decision by
way of an independent course. Neither nation nor industry could
ask for more.

Troubling talk

Perhaps spurred by the Supreme Court's refusal to hold cable
programing hostage to whatever passes for this week's, or that
arbiter's, definition of indecency (BROADCASTING, March 30),
broadcast regulators attending the NAB convention in Dallas last
week seemed intent on reminding broadcasters that no such pro-
tection applied to them. The zeal in evidence was more than a
little disconcerting.

*Qur forefathers did not grant freedom of speech io talk about
indecency.” said FCC Commissioner James Quello. “If we can
prove it, I'd like to nail someone with a license revocation pro-

ceeding or a $10,000 fine.” And the FCC's new gerieral counsel,
Diane Killory, citing the commission’s tradition of a narrow read-
ing of the authority afforded it in Pacifica. appeared to be an-
nouncing a change in course. “If there are other offensive words
[than the seven *dirty words® cited in Pacifical,” said Killory.
“why not go atter them?. . . My recommendation is to enforce the
law and proceed under the indecency section.”

*Nail them?" “Go after them?" The tenor of both comments is
ominous, as though uttered by hunters going after game whether
game is there or not. The avid pursuit of an indecency case is a
blueprint for censorship and an invitation to endless complaints of
unseemliness from those with the price of a stamp.

That the indecency standard could open the door 1o intrusive
content regulation was anticipated by Justice William Brennan in
his vigorous dissent from the majority opinion in the Pacifica
case. That opinion, said Brennan, was “another of the dominant
culture’s inevitable efforts to force those groups who do not share
its mores to conform to its way of thinking, acting and speaking.”
(The “culture™ need not even be dominant, he could have added,
if it is vocal enough in bending the ears of decision makers.) The
proper answer to “unwanted communication by radio,” Brennan
said, was to “turn the off-on switch.”

This page does not mean to suggest that there is no avenue for
redress of legitimate grievance or that there are no complaints that
deserve a hearing. It does suggest that the proper pursuer of those
complaints is the Justice Department, and the proper forum the
due process of a courtroom. To ask regulators to double as morals
officers is to invite censorship.

The FCC'’s general counsel claims that her pursuit of the wick-
ed word can be accomplished without chilling speech. But a
communications attorney commenting on Killory's policy pro-
nouncements advised broadcasters that, until the commission
clarifies its position, and “unless you are able to defend yourself,
[stay] away from any material containing any sexual content.”

The temperature is already falling.

Out of bounds. The last three days of April have been
colored red on the calendar of Chairman Edward Markey
(D-Mass.) of the House Telecommunications Subcommit-
tee. Those are the days Markey has set aside to sit in
Jjudgment on network takeovers, mergers and refinancing
and how, here’s the rub, they may affect network news.
Larry Tisch of CBS toid the NAB convention last week that
he would be glad to testify before Markey about manageri-
al affairs, but "it is inappropriate for Congress to inquire
into the nature and adequacy of our news operation.” Let
us hope that Tisch sticks by that opinion. Appraisal of
television news is none of Markey's business.

ALK TN

Drawn for BROADC":;TING by Jack Schmidt
“Would we be giving up our First Amendment rights to gain
license security? I'm not sure [ should be talking about that.”
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WHILE

NETWORKS ARE
CRYING THE
Bl"ES...

OTHER

MUTUAL'S
EXPANDING WITH

PM NEWS!

-

On Monday, May 4, Mutual premieres PM
News. The only radio network evening
news originating from the West Coast.
Under the direction of Ron Nessen,
Mutual’s new, state-of-the-art West Coast
News Bureau will be up and running live
and direct from Westwood One’s head-
quarters in Los Angeles.

PM News will be the centerpiece of the
Mutual PM Network — the new, flexible-for-
mat programming network. Phase One
teams PM News with America’s favorite

IN/AN
Ny MUTUAL PO

talk program, The Larry King Show, and
radio’s original media psychologist, Dr. Toni
Grant. And that's only the beginning.
There’ll be more, new and exciting
programming announcements coming
soon from the Mutual PM Network.

It's another great concept from the people
who bring you the “Best of Everything” on
Network Radio.

To get on board, contact Westwood One/
Mutual Sales now.




0, we won't guarantee a
new AVC Century Series
switcher will win you
awards. But by effortlessly handling
your most demanding tasks a Cen-
tury Series AVC can %ree you to con-
centrate on what really matters—
award winning production.
Century’s new SuperSTAR™
Memory system simply overpowers
production problems. its unmatched
ability to manipulate, memorize and
recall reduces complex tasks to a few
button pushes.
Greater keying power and flexibil-

ity give you the kind of creative com-
mand you've dreamed about. Each
M/E has three full-capability, inde-
pendently maskable keyers and a
time-saving Key Memory. Virtually
any transition imaginable between
keys and backgrounds is possible.
You'll find yourself creating cffccts
on the Century, rather than going
ott-line.

Soif you're feeling compromised
by your switcher, take a look at the
new AVC Century Series. You'll
discover capabilities other switchers:
don’t even offer as options. No mat-

ter which model you choose, a Cen-
tury Series switcher will be a power-
ful complement to your creativity.

Atlanta (404) 4917112 Chicago {312) 593-6000
Dallas [214) 960-1162 Los Angeles (B18) 365-8627
New Jersey (201} 825-9600
(In New York [212) 947-8633)

San Francisco (415) 3672202
Washingon, DC. {301) 530-8800
Canada {416) 821-8840

AMVMIPEX

The new Century Switcher.
Doit for Emmy and Clio,

S Amprx Corporation 1986




