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Running the

reregulation. PAGE 30.

32/ NETWORK
REVENUES

Look at network economy in
just-finished second gquarter
shows that overall three-
network revenue is up 5%.

34/ NEW KIDS
ON THE BLOCK

DIC Enterprises prepares to
launch its own syndicated
children’s programing
block.

64/ COLLABORATION

Inits first plan to create

ga unt'et.- sCongressional leaders ook for

new era at FCC—one in which Congress sets

agenda and commission carries it out. Pictured at
Senate confirmation hearing (I-r): Andrew Barrett,
Alfred Sikes and Sherrie Marshall. PAGE 27.

Cable rates under
Scrutmy... GAQ study says cable rates

increased 29% in past two years; agency official
says cable industry is monopoly in need of

Brokering: A to Z...

BROADCASTING's special report on business of
brokering offers broad view of industry, examining
its growth from mom-and-pop organizations to
sophisticated and diverse companies making
increasingly complex deals. PAGE 37.

programing for outlets other
than itself, HBO will produce
two-hour movie for Turner
Network Television.

69/ REDUCING
VIOLENCE

House bill waives antitrust
laws for three years to
encourage Fifth Estate to
establish guidelines curbing
violent programing.

71 ‘PREFERRED’
STATUS

Landmark cable franchise
case returns to district court on

remand from Supreme
Court.

72/ DBS GRANTS

FCC grants orbital slots and
channels to DBS applicants,
allowing for flexible
spectrum use.

75/ DEPRECIATION

Internal Revenue Service
clarifies its position on tax
depreciation, restricting
deductions taken by
broadcasters and cable
operators.

77/ WIDE

CIRCULATION

Sioux City NBC affiliate's
dramatic footage of burning
United Flight 232 that

crashed July 19 was supposed
to be exclusive. It turned out

to be anything but.

79/ WORLD’S
LARGEST

Consortium including telco
US West and Paramount gets
go-ahead to build and
program world's largest cable
system in Hong Kong.

66/ ‘SEAVER FEVER’

Warner Bros. Domestic
Television moves up date of

‘Growing Pains’

Growing Pains' off-network
debut and includes series of
PSA’s in show's promotional
campaign.

80/ CBO REBUTTAL

Congressional Budget
Office report says predictions
of HDTV consumer
acceptance are overly

optimistic.

82/ LOOSENING UP

FCC further liberalizes its
one-to-market rules, saying it
will look at requests by TV
owners to own more than one
AM or FM in same “metro”
market.

103/ RIGHT
SOLUTION

Hughes Communications'’
Stephen Petrucci has built
career on Common sense
and coming up with right
solutions.
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So far in 1989, Americom has helped radio station owners
maximize the value of over

$500,000,000
in radio stations...

And just as importantly, we've helped qualified buyers find hundreds of millions of
dollars worth of quality radio stations to buy this year.

Americom represents radio's new breed of professional brokerage and financing
specialists. Americom is specialized by market segment, in touch with America's
hottest buyers and highly trained in the financing complexities that accompany
today's transactions.

Call us today.
202-737-9000

Tom Gammon Bill Steding Dan Gammon Dave Burrill Paul Leonard

Top - 100 Markets Top - 25 Markets Northeast and Central Western United States Southeast
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Radio's New Breed of Professional Brokerage and Financing Specialists
1130 Connecticut Avenue, N.W. / Suite 500 / Washington, D.C. 20036

Yes, | want 1o know more about Americom's brokerage and financing services.

Name

Address
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Privatization

FCC Commissioner Patricia
Diaz Dennis, whose term
expired June 30, apparently
has decided that her future is in
private sector. Dennis'’s
chances of being reappointed
to commission by new Bush
administration seemed slight, at
best. But her star reportedly
had risen at State Department,
where she had expressed
interest in job as U.S.

coordinator and director of
Bureau of International
Communications and
Information Policy. Word last
week, however, was that she
had withdrawn name from
consideration. She is said to
have told friends that she had
discussed her future with
family and had concluded that
six years of government
service was enough—she had
been member of National
Labor Relations Board from
1983 to 1986—and that she
would go back to private
practice of law. Just where
was not known, but she has
talked to several

prospective employers.
Announcement soon.

Broker beef

At National Association of
Broadcasters get-acquainted
meeting with new officers of
National Association of Media
Brokers on July 25, broker
concern surfaced over NAB's
hospitality suite surcharge
for radio convention at New
Orleans Hilton {Sept. 13-16).
At meeting were Eddie Fritts,
NAB president, John Abel,
NAB executive vice president,
James Gammon, president
of NAMB, and James
Blackburn, NAMB treasurer.
Some brokers are not happy
with NAB's surcharge fee,
which ranges from $650 to
$1,200 depending on size of
suite. Fritts and Gammon
described meeting as

pleasant. However, NAMB Vice
President Dick Kozacko,

who did not attend meeting,
said surcharge was
excessive and that smaller
firms and smaller radio
stations would no longer be
able to afford to go to
conventions. Kozacko
questioned whether NAB

has interest of broadcasters in
mind or whether it is profit
center. Richard Foreman,
Stamford, Conn.-based
broker, said that he will not pay
surcharge and instead will
rent suite at another hotel.
Foreman says he is not only
broker taking this route. Fritts
says that 15 brokerage firms
have made reservations.

Versatiiity

National Cable Television
Association officials are still out
of joint over Jerry Lederer's
dual role at United States
Conference of Mayors

meeting in Charleston, S.C., in
June. Lederer, who left

USCM to join United States
Telephone Association in

May, acknowiedges that he
worked for USCM, staffing
committee meeting on clean air
and transportation issues,

as well as for USTA, lobbying
mayors on behalf of

resolution calling for telco entry
into cable, but unlike cable
officials sees nothing wrong
with what he did. Staffing

work was undertaken on pro
bono basis at request of

USCM executive director, he
says, and was limited to

clean air and transportation. He

dismisses cable’s concerns
as "sour grapes” over USCM's
eventual passage of telco-
entry resolution.

NEW YORK

New shingle

Strength of domestic media
and expansion abroad has
encouraged formation of

new merchant banking firm,
specializing in media, that
could begin operations as early
as September. McDonald
Grippo & Riely is arranging
office space in New York,
Boston and several European
cities and intends to provide
advisory services and make
media investments.
Founders are three securities
analysts, Rich McDonald of
First Boston Corp., Darice
Grippo of Putnam
Management and Mark Riely,
formerly with Eberstadt
Fleming.

Still talking

Although little is being heard
these days from Television
Affiliates Group (TAG), ad
hoc group continues to meet
and examine whether
marketing needs of affiliate
stations can be met through
exisling organizations or
whether separate entity
needs to be formed. Most
recent New York meeting of
TAG, initiated by Alan Henry,
president of Anchor Media,
was said to include Jim
Lynagh, president of
Multimedia Broadcasling, Tom

Camier Burear,
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and Devalopment

Goodgame, president,
Group W Television, and
Michael Mallardi, president,
Capital Cities/ABC Broadcast
Group.

Level playing field

Latest recognition of cable’s
key role in TV sports comes
with new World League of
American Football, whose
organizers say TV package
is likely to involve mix of U.S.
broadcast and cable
carriage. Single package is
made less likely because
feague wants TV exposure for
all six weekly (Saturday,
Sunday and Monday) games
between U.S. and
international teams. Cable
players are ESPN,
SportsChannel, Turner
Broadcasting and USA
Network.

Universal language

European music videos,

littie seen before now on U.S.
TV, have found daily
platform in nation’s largest
market. Next week, New
York's noncommercial WNYE-Tv,
regular user of foreign
language programing, will
begin hatf-hour daily

offering of European videos
supplied by Radio Monte
Carlo, with stereo simulcasts on
co-owned wNYE(FM). Six daily
broadcasts, 75% French-
language and 25%
European, are aimed at
classroom use, with music
serving as cultural and
linguistic bridge, according
to French Embassy official in
New York who helped
negotiate deal.

Envelope please

Ampex Corp. and Sony

Corp. of America will each
receive Emmy awards for
their parts in development of
and introduction of D-2,
composite digital videotape
format. Award presentation
will be made on Sept. 26 in
New York. After D-2 format's
introduction during National
Association of Broadcasters
1988 convention, sales by
Ampex and Sony to post-
production houses were brisk
because composite

standard provided same
multigenerational effects
capability as D-1 (component
color) system at about fifth

of D-1's price.
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Qut Of This World, starring Donna Pescow,
Doug McClure and Maureen Flannigan,
continues to be one of the top-rated, first-
run comedies. Its young viewers, 86% under
the age of 49, makes Out Of This World the
ideal program to complement your station’s
Monday-Friday, 4PM to 8PM, comedy block.

Improve your station’s grades without paying
a high tuition.
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RITES OF PASSAGE. (L fo r) Secretary of Commerce Robert A.
Mosbacher hands going-away present—a pen—ito Alfred Sikes,
who is moving over from Commerces National Telecommunica-
tions and Information Administration fo chairmanship of FCC, at
reception last Thursday attended by members of Washington'’s
telecommunications community Janice Obuchowski, who was
sworn in Friday as Sikess successor at Commerce, hands him
blow-up of recommendation from NTIAs “Telecom 2000,” report

prepared during Sikess stewardship. It says executive branch
should establish policy and FCC implement it. “Alternatively,” it
adds, in language with which Sikes would be less comfortable at
FCC, "the executive could have the abilily to disapprove FCC
action.” Outgoing FCC Chairman Dennis Palrick wishes Sikes well,
as lrving Goldstein, chairman and chief executive officer of Com-
munications Satellite Corp., looks on. Martha (Marty) Sikes joins
husband in Mr. and Mrs. FCC Chairman pose.

NEW ORLEANS

Inside track

Word has it that Ray

Livesay, chairman of Mattoon,
lll.-based J.R. Livesay Radio
Group, former board member
of National Radio
Broadcasters Association and
founding member of

Daytime Broadcasters
Association, will receive
National Association of
Broadcasters National

Radio Award. Award is for
Livesay's "long-term
involvement and continuing
contribution to radio
industry,” and will be presented
at Radio Management
Luncheon during Radio '89
convention in New Orleans.

Chicago} hope to stimulate
discussion on CEO's role in
customer service and product
promoation, two of key
underlying themes of this year's
show, Executives will hear
further details on CTAM-
sponsored family decision-
making study, as well as
perspective on trends from
Yankelovich research firm.
Cabletelevision Advertising
Bureau President Robert Alter
will address impact cable is

announcement that it had
finalized ma,or next-
generation satellite deal with
Viacom group of
programers (“In Brief"}, GE put
that purchase at 16
transponders, four fewer than
total earlier announced.
Disney, repeatedly associated
with group last fall, was also
missing.

One source said total stilt
stands at 20 transponders, and
not-yet-finalized deals with

ROCKVILLE

AM bandwagon

Although AM's stock has not
always been at premium of late,
there are still those willing to
bank on its future. Word has it
that Rockville, Md.-based
advertising agency, The Gould
Group, is looking to build

radio station group, and is in
market particularly for
AM’'s—12 of them, in medium-
sized markets. Agency

owner Warren Gould has
handled numerous radio
advertising accounts and says
he sees “lots of potential” in
band.

having on broadcasting
industry.

HOLLYWOOD

two other programers—
Viewers’ Choice and
Disney—are simply “on
different timetable.” But
absence of Disney from
completed group deal may
explain missing four
transponders. Although
Hughes, which last winter won
future carriage of HBO and
Cinemax, would not confirm
that agreement had been
reached, it did not deny that it
expected to soon announce
deal with Disney.

Aggrandizing

Indications late last week
pointed toward Hughes
Communications winning

third premium cable pay
channel for its next-
generation Galaxy sateliites. In
rival GE Americom's

CH|CAGO

Food for thought

Organizers of executive
mini-conference at Cable
Television Administration
and Marketing Society
convention (Aug. 20-23, in

L 3T T
Last gasps

in what presumably were final actions of Patrick FCC, commission
late Friday granted Great American permanent waiver of one-to-
market rule, permitting it to retain radio-TV combinations in Cincin-
nali and Kansas City Mo. Aclion was taken on 2-1 vote, with
Commissioner Patricia Diaz Dennis dissenting. In another, com-
mission voted to vacate $2,000 fine against KzkC(Tv} Kansas Cily,
Mo., for running ailegediy indecent movie in prime time. Commis-
sion said action was required by decision of U.S. Court of Appeals
in Washington overturning portion of commission rule banning
indecency. Court said ban on evening broadcasts couid not be
imposed absent inquiry on children’s viewing and listening habits.
Commission also wrote letter to Justice Department, asking it to
conduct criminal investigation of alleged broadcast application mill
of Dr. Bernard Boozer. He was said to have been responsible for
filing more than 100 applications for stations in 73 communities.
And it decided lo initiate abuse of process invesligation against
management of Sonrise Management Services, of Columbus, Ga.,
whose activities came under intense scrutiny afler lawyer it used,
Thomas Root, crashed in Atiantic with bullet wound. Sonrise was
responsible for some 170 FM applications.
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All-timers?

Either CBS's Lonesome
Dove, with 18 Emmy Award
nominations, or ABC's War
and Remembrance, with 15
(see “In Brief"), could
become all-time mini-series
award winner if 10 or more
of those nominations are
converted to statues at
September ceremonies. ABC's
Roots is record-holder with
nine.

Comeback

Allen Funt said he never
realized charges he brought
against Fox Broadcasting
Co.'s Totfally Hidden Video
and subsequent dropping of
pending lawsuit (see page 104)
would generate so much
interest in his Candid Camera
series. Now Candid creator
Funt says “one of the most
successful syndicators in
the business’ is talking about
reviving show as weekly
hour-long program. He would
not divulge syndicator's
name, but one industry source
said King World may be one
of several distributors
interested in Candid
Camera. King World officials
declined to comment.

Funt said any new version
of show would be “a
contemporary Candid
Camera-type of program for the
1990's,” and that his son
Peter would in probability
produce revival, with elder
Funt to assume “assistant
executive producer” duties.
He also stated that growing
interest in the program has
come from overseas, including
Australia’s Channel 10,
which just started to air the first
of a dozen half-hour
specials he'd done in past for
CBS.
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retail strategies, he uses Impact Resources.

Harvey Braun is Chairman
of the Retail Services Group
at Touche Ross, one of the
nation’s “hig eight” public
accounting firms. 1t's his job
to dlevelop operations
analyses, repositioning, and
merchandising strategies for
his firm's clients, which
include 80 of the wop 100
retailers in the US.

Braun has found that the

depth of information provided
by MA*RT™ Consumer Intelli-
gence System has helped him
in developing retail strategies
that can be turned into dollars
when Touche Ross' clients put
them into action.

Using sample sizes ranging
from 5,000 to 18,000 per mar-
ket, MA®RT provides a wide
range of consumer information
including lifestyles, buying

behavior, and media habits.  this consumer information to

“By using MA®RT [am able help our clients.”

to get quick, in-depth consu- o learn more about Impact
mer profiles on our clients’  Resources, call 1-800733-MART

customers, on our clients’ today.
COMPELILors’ Customers, 4s

well as overall consumer atti-

tudes,” Braun says. “Having

used MA®RT for almost two

years now, I'm impressed with

the quality of the data, and with

all the different ways we can use
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THE TV SERIES YOU'LL BE WA

There’s more digital from
the master.

Sony now brings you two
new D-2 recorders, the full-
featured DVR-18 and a new

portable unit, to stand along-

side the familiar DVR-10.

e = s 85

The DVR-18 can record con-

tinuously for three hours. And
its unique “fast formatting”
approach to pre-striping cuts
the preparation time for insert
editing by two-thirds.

The DVR-18 has two plug-
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in options: one for serial digital
signal transmission, one for
time compression with built-in
digital pitch-corrected audio.
Plus all the advantages of
digital recording. Such as 20 or
more generations of transparent




HING FOR YEARS TO COME.

. 4
digital dubbing. Four channels
of PCM digital audio. And write-
after-read editing.

Sony’s new portable DVR-2
can record up to 94 minutes,
with full error correction and
concealment in playback.

Each of these recorders is

taking its place in a growing
Sony D-2 family, destined to be

SONY.

BROADCAST PRODUCTS

the workhorse for “on-air” edit-
ing and field production work.

To find out more, contact your
Sony Broadcast Sales Engineer.
Or call (800) 635-SONY.

Sony Comrunications Products Campany, 1600 Queen Anne Road.
Teaneck. NJO7666. @ 1989 Sony Corporatian of America. Sony is a
registeced trademark of Sony.




Where Things Stondle

Solid box denotes items that have changed
since last issue.

AM-FM Allocations

At July 13 open meeting, FCC doubled max-
imum allowable power of Class A FM sta-
tions, but limited number of stations that will
be able to take advantage of new maximum
power to boost coverage. Some 500 stations
will be able to increase power as of Dec. 1,
but it is not clear how 1,500 other Class A’s
can. Some 800 stations, including most of
those in Northeast, will have to demonstrate
they can meet new mileage separations by
relocating antenna or using directional an-
tenna before they will get go-ahead. And
many stations along Canadian and Mexican
borders may be left out because change in
power is not authorized under current inter-
national treaties.

At March 30 meeting, FCC created oppor-
tunity for as many as 200 new FM stations by
authorizing new medium-power class of sta-
tion. According to FCC, new Class C3 sta-
tions with up to 25 kw of power and anten-
nas up to 100 meters above average terrain
could go into communities where more pow-
erful Class C2 stations would cause interfer-
ence and less powerful Class A stations
would be "economically infeasible.”

In hopes of curtailing adjacent-channel in-
terference and improving technical quality of
AM radio, FCC voted April 12 to require AM
broadcasters to adhere to industry-devel-
oped NRSC-2 standard limiting emissions,
starting in 1994.

FCC voted Dec. 12, 1988, to give FM
broadcasters greater flexibility in choosing
antenna sites and plotting coverage by per-
mitting limited “short spacing” of FM sta-
tions. National Association of Broadcasters,
which believes move will lead to AM-ization
of FM band, petitioned FCC to reconsider.

AM-FM ANocations SS— ]
By the NUumBers.....ecme e is
Children’s Telavision

Comparative Licensing

Compwsory License ..
Crossownership ...

Direci Broadcast Sat:Hrfe:
High-Definition TV

lnternational ...
Land Mobile

Public Broadcasting

Bill that would establish $10 million en-
dowment for children's programing was
adopted May 16 by Senate Commerce
Committee and is expected to pass Senate
sometime this year. It is brainchild of Chair-
man Ernest Hollings (D-S.C.) and Inouye.

Proponents of children's TV legislation
suffered blow in last Congress when Presi-
dent Reagan pocket-vetoed bill on Nov. 5,
1988,

Television networks and National Associa-
tion of Broadcasters let White House know
they backed legislation last year, but Presi-
dent found measure “counterproductive”
and at odds with broadcasters' First Amend-
ment rights. Measure would have put com-
mercial limits on children's programs of 10.5
minutes per hour on weekends and 12 min-
utes on weekdays. It also required broad-
casters to serve "special needs" of children,
which FCC would have to take into account
at renewal.

Alternative approach to regulating chil-
dren's TV has been offered by Representa-
tives Tom Tauke (R-lowa) and Al Swift {D-
Wash.), who introduced bill that would
remove antitrust barriers, allowing broad-
casters voluntarily to agree on commercial

Bill that would limit amount of advertising in
children’s television is on legislative fast
track. It was subject of House Telecommuni-
cations Subcommittee hearing week of April
3 and passed parent Energy and Com-
merce Committee following week. In Senate,
companion measure {(S.707) was focus of
Communications Subcommittee  hearing
July 13, along with bill offered by Senator
Tim Wirth (D-Colo.). Wirth measure was en-
dorsed by Communications Subcommittee
Chairman Daniel Inouye (D-Hawaii), who
says he hopes to move chiidren's TV bill out
of committee by Aug. 1.

Wirth's legislation would require broad-
casters o provide programing “specifically
designed” for children, as condition for li-
cense renewal. Measure is more restrictive
than S. 707 and will also be focus of hearing.

limits.

== .1.r1.”_,:;—1
To discourage groups from using renewal
process to "extort” money from broadcast-
ers, FCC at March 30 meeting restricted
payments broadcasters may make to chal-
lengers in settlements of comgarative re-
newal cases and for withdrawals of petitions
to deny renewals.

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

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

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

In separate proceeding, FCC proposed at
Jan. 30 meeting replacing comparative
hearings with lottery to choose among com-
peting applicants for new radio and full-
power television stations. If it adopts lottery,
it will be over objections of communications
attorneys, National Association of Broad-
casters and key members of Congress.

FCC has voted to recommend to Congress
that it abolish 13-year-old compulsory copy-
right license for local as well as distant sig-
nals, saying move would benefit consumers,
broadcasters and cable programing ser-
vices.

What Congress will do is unknown. Poli-
tics are complicated by fact that some
broadcasters want to do away with license
for local signals and require cable systems
to pay broadcasters. National Association of
Broadcasters has formed committee to ex-
plore possibility of creating new copyright
scheme that includes retransmission fee
and carriage requirements for local signals
(BROADCASTING, June 19 and 26).

On Jan. 3, House Telecommunications
Subcommittee member John Bryant (D-
Tex.) reintroduced bill he offered in last Con-
gress (BROADCASTING, April 4, 1988) to con-
dition license on carriage. Senate Copyright
Subcommittee Chairman Dennis DeConcini
(D-Ariz.) revived measure from last Con-
gress virtually identical to Bryant's bill.

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

Senator Al Gore {D-Tenn.) has introduced
bill lifting crossownership prohibition; com-
panion measure was offered in House by
Rick Boucher (D-va.).

FCC may not be able to affirm decision.
Commissioner James Quello issued state-
ment Jan. 13, saying he was reconsidering
vote favoring repeal. And Commissioner Pa-
tricia Diaz Dennis, who voted against "tenta-
tive conclusion,” continues to feel ban
against telcos controlling programing



One company has more
first-run comedy and family
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should be retained, although she believes
telcos should be allowed to offer video
transmission services as common carriers.

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

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

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

Using same justification, FCC relaxed pol-
icy for waivers to one-to-a-market rules Dec.
12, 1988, saying it would ook favorably on
waiver requests involving top 25 markets
with at least 30 broadcast “voices.

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

.
BY THE NUMBERS

Summary of broadcasting and cable

reexamining s
crossownership rules.

broadcast-newspaper

Direct Broadcast
mgate flites

FCC commissioners at last minute dropped
from July 13 open meeting agenda consid-
eration of latest rcund of direct-to-home
broadcast satellites (DBS) applications.
Among related issues on which FCC was
expected tc rule was proposal to accommo-
date most applicants by limiting each to
half-nation 16-channe! services from two or-
bital slots. Due to spectrum shortage and
concentration of requests in only four of
eight positions in separate orbital arc, FCC
has said such paired assignments may be
necessary to achieve efficient use of spec-
trum. Comments on proposal last January
were mixed, with most accepting channel
limitation but some requesting that FCC al-
low full-nation service from single position,
at least initially, saying two-satellite cost
could make startup too expensive. Petition
to deny on antitrust grounds application of
Tele-Communications Inc.-owned Tempo
Enterprises is also pending.

Calling high-power DBS “dead horse” in
U.S., former Hughes Communications presi-
dent and White House telecommunications
expert Clay (Tom) Whitehead said in June
1989 that his company, Orbital Broadcast-
ing, withdrew its application to launch DBS

Total subscribers

Commercial AM 4,957 261 5,218
Commercial FM 4,210 753 4,963
Educational FM 1,398 252 1,650

1 3 ¥
FM translators 1,769 318 2,087
Commercial VHF TV 547 23 570
| Commercial UHF TV 527 213 740
Educational VHF TV 122 5 127
EducatiOnaI UHF TV 218 26 244
ot V. w0 | 1
VHF LPTV 205 505
UHF LPTV 324 1.508 1,832
[ _ea | am3 | 23w
VHF translators 2,722 121 2,843
UHF translators 2,133 443 2,576

50,897,000

Homes passed 73,900,000
Total systems 8,000
Household penetrationt 56.4%

Pay cable penetration

i 30.4 miliion. '
ter link.

Construction pemmit

* Includes oﬂ -ail licenses. t Penelvauon percentages are of TV household universe of

2 Instructional TV fixed service. 3 Studio-transmit-

29.4%
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because neither Hollywood nor broadcast
networks appear willing to "bypass the in-
creasing MSO bottieneck.” Other appli-
cants, including Dominion Satellite Video,
disagree, saying narrowcast approach is vi-
able.

Permittees and applicants to launch “true’
high-power (200 watt) DBS believe Ku-band
birds 10 times mere powerful than average
C-band birds would mean direct-to-home
television reception via downlinks one-tenth
size of average C-band dishes. Smaller,
more affordable dishes {one meter or small-
er in diameter) would then theoretically lead
to home satellite market several times size of
current two million C-band consumer base.
Large and small companies have failed
since early 1980's, however, to get high-
power Ku-band DBS off ground.

Among applicants proposing to launch
services as early as 1992 are Tempo,
Hughes Communications, operator of two C-
band cable programing satellites, and
group broadcaster Hubbard Broadcasting.

High-Definition TV

Richard Wiley, chairman of FCC's advisory
committee on advanced television service
(ATS), has announced that he will call meet-
ing of transmission system proponents this
fall to set testing schedule. Tests are expect-
ed to begin in April 1990 at Advanced Tele-
vision Test Center (ATTC) facility. Current
estimates are that about 12 systems from
eight proponents will be tested over course
of one year, with final system recommenda-
tion to be made to FCC in fall 1991,

Five companies have been chosen to re-
ceive portion of $30 million in grants De-
fense Advanced Research Projects Agency
(DARPA) has set aside for research and
development of new- methods to display and
process HDTV pictures. Pentagon hopes
program will lead to mass production of low-
cost, high-resolution screens for consumer
and defense applications. DARPA is expect-
ed 10 soon announce more companies 1o
receive grants. There is also proposal be-
fore Congress to allocate additional $50 mil-
lion to DARPA for HDTV project.

On Sept. 1, 1988, FCC tentatively decided
to eliminate from standardization consider-
ation transmission systems with continuous
9 mhz channel, incompatible with NTSC
sets. Move eliminates possibility of terrestrial
standardization of NHK's MUSE-E system.
Commission also decided to restrict any
possible additional spectrum for advanced
television breadcasting to currently allotted
VHF and UHF television spectrum. Use of
band above 1 ghz for augmentation chan-
nels was ruled out,

Home Satellite

Giving shot in arm to struggling home satel-
lite industry, 100th Congress passed copy-
right legisiation authorizing transmission of
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Federal Communications
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broadcast television signals via satellite to
backyard dish owners. (President Reagan
signed bill Nov. 16, 1988.)

Under terms of Satellite Home Viewers Act
of 1988, independent television signals can
be beamed to any of more than two million
dish owners, but network affiliate signals
can only be delivered to those in “white
areas"—those not able to receive network
programing off air and not choosing to re-
ceive it via cable.

As mandated by Act, FCC has launched
inquiries into syndicated exclusivity rules for
broadcast signals delivered via satellite and
on whether satellite carriers in marketing of
signals discriminate against noncable-affili-
ated distributors.

m Religious right and anti-indecency groups
unhappy at what they see as FCC's failure to
adequately address “shock radio” and
“trash television” appeared at Senate Com-
merce Committee hearing July 31 to protest
administration’s choice for FCC chairman,
Alfred Sikes, and Sherrie Marshall and An-
drew Barrett as commissioners. Commerce
Committee, however, approved nominees
15 to 2 with vote on Senate floor expected
late last week.

House last week approved TV violence bill
399 to 18. Senate version targets violent,
sexually explicit and drug-refated program-
ing. House Judiciary Committee Chairman
Jack Brooks (D-Tex.) and bill's sponsors are
committed to keeping measure free from
other issues. It is unknown if Senate will
insist that House accept sex- and drug- re-
lated provisions. Both measures would
waive antitrust restrictions to permit broad-
casters, cablecasters and programers to get
together to self-regulate.

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

U.S. Court of Appeals in Washington had
affirmed FCC's earlier indecency enforce-
ment policy based on premise that FCC
could not ban indecency but could channel
it to times when few children are in audi-
ence. But court remanded case to commis-
sion to justify midnight-to-6 a.m. "safe har-
bor.” In light of congressional action, FCC
will not go ahead with its remand rulemak-
ing. Meanwhile, opponents of 24-hour ban
were encouraged by Supreme Court deci-
sion overturning, on First Amendment
grounds, statute imposing same kind of
round-clock ban on so-called "dial-a-porn”
telephone messages.
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New European transfrontier broadcast law
has been sidetracked by opposition from six
of 12 members of European Community.
EC's Council of Ministers must resolve dis-
putes by early fall or new law will die. Regu-
latory plan, essentially completed earlier this
spring, would harmonize diverging national
regulations and establish framework under
which emerging transborder satellite TV ser-
vices could service European market's 320
million viewers.

In European satellite news, Rupert Mur-
doch's UK direct broadcast service, Sky TV,
settled $1.5 billion lawsuit against Walt Dis-
ney Co. in dispute aver plans for British Dis-
ney Channel and access to Disney's Touch-
stone and Hollywood Pictures films. Rival
British Satellite Broadcasting, which post-
poned launch of service by six months until
next spring due to delays in availability of
home receiver gear, has been granted addi-
tional two channels by UK government,
bringing program package to five. And
French pay TV service Canal Plus has
emerged winner in government allocation of
channels on France's direct broadcast satel-
lite TDF-1, with interests in three of five tran-
sponders.

Capital Cities/ABC, which owns 25%
through ESPN of London-based satellite
sports service Screensport and has taken
minority share in Munich TV company Tele-
Munchen, producer-distributor and majority
owner of German satellite service Tele5, is
now negotiating three similar deals on conti-
nent, including one in Spain.

Phone company US West has won joint
bid for Hong Kong cable system franchise
with potential for 1.5 million TV and tele-
phone service customers. Several North
American companies—Paramount, Viacom,
AT&T and Rogers Cablevision of Canada—
were also advising two of four bidding
groups.

FCC has delayed decision on petition to
reallocate UHF channels in eight markets to
land mobile radio until determination has
been made that UHF channels in question
will not be needed for broadcasting high-
definition systems.

During April 17 meeting of FCC's advisory
committee on advanced lelevision service,
FCC staff said that nothing has changed
concerning reallocation of spectrum since
proceeding was suspended in 1987 and
that commission did not foresee change in
near future.

Independent television and cable industry
are at impasse on must carry. On July 10,
Nationa! Association of Broadcasters TV
board signed off on must-carry compromise
reached between President Eddie Fritts and
National Cable Television Association on
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previous Friday. But deal fell through when
Association of Independent Television Sta-
tions rejected proposal on ground that it did
not address their concerns about channel
repositioning. Independents felt it encour-
aged cable operators to move independent
stations off low-numbered channel assign-
ments to location on higher end of band.
Fritts and NCTA President James P. Mooney
have been trying to hammer out deal on
Jmust-carry language that they would then
take to Congress. Basis of negotiations is
interindustry agreement on must carry that
cable says it can live with. Broadcasters,
however, want to go beyond it, and de-
manded that any legislation contain lan-
guage protecting broadcaster's signal from
being shifted off-channel. NCTA agreed to
put broadcaslter signals on the over-air as-
signment: or on channel that is mutually
agreeable. But INTV argued in letter to Capi-
tol Hill that on-channel deal offered by NCTA
"would not stop the shifting but would pre-
cipitate a massive new wave of channel
shifts of UHF independents and public sta-
tions currently carried on first-tier channels.”

b

ol i, L i
L o

FCC's financial interest and syndication
rules are becoming hot item in Washington.
Networks and Hollywood have been meet-
ing but seem far from reaching compromise
on rules. Networks say they want modifica-
tion, not repeal, while Motion Picture Associ-
ation of America formed coalition whose aim
is to preserve rules {BROADCASTING, April 24).
No action on Hill or FCC is anticipated.

FCC's network rules are being reviewed,
and several may be modified or eliminated
on ground that networks now face stiff com-
petition. FCC rid its books of two-year limit
on term of affiliation agreements between
networks and stations at March 16 meeting.
It has opened proceeding looking at rules
prohibiting networks from representing affili-
ates in spot advertising market and from
owning cable systems.

Proposal to eliminate network-cable
crossownership ban has proved highly con-
troversial. In comments, cable industry
joined networks in calling for repeal of ban,
but network affiliates and advertisers argued
for its preservation.

Network rules were put on books to limit
power of major networks, namely ABC, CBS
and NBC. And FCC has taken actions indi-
cating it is disinclined to apply them to other,
smaller networks that have emerged. It ruled
that financial interest and syndication rules
and prime time access rules do not apply to
Spanish-language Univision network, and it
granted waivers of PTAR and dual network
rule to Home Shopping Network.

CPB began series of “summit meetings”
with PBS and NAPTS July 20 intended to
unify plan to streamline national public TV



programing processes. CPB so far has tak-
en issue with etements of NAPTS plan that
would create chief programing executive at
PBS with centralized authority over approxi-
mately 25% of national programing funds,
including most of current CPB Program
Fund. CPB must report to Congress next
January on national program funding effi-
ciency. Presidents of three orgamizations wiil
meet again today {(July 24).

Garrison Keillor will return to American
Public Radio Sept. 30 with new Saturday
evening series, he announced at Annual
Public Radio Conference.in San Francisco,
May 17-21. National Public Radic launched
July 1 hourly newscasts. NPR beard contin-
ues on path to adopt by end of year strate-
gic plan for 1990's.

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

CPB Chairman Kenneth Towery also
asked Congress March 21 to remove CPB
from Inspector General Act, citing concerns
that First Amendment rights of public broad-
casters could be threatened by inspector
general's authority to deem programing or

other budget items unnecessary. In mean-
time, however, CPB has appointed acting
IG

Syndex

FCC put off effective date of its new syndex
rules from Aug. 18, 1988, to Jan. 1, 1990,
but it otherwise kept rules much as they
were when adopted last year. Broadcasters
desiring syndex protection had to notify ca-
ble system by June 19.

Rules empower broadcasters 10 enforce
exclusivity of programs against cable sys-
tems that import duplicative programing on
distant broadcast signals.

Real delay in implementation of rules may
come as result of court appeals likely to be
made by cable operators and satellite carri-
ers who distribute distant signals threatened
by syndex. If court stays rules pending reso-
Iution of appeals, implementation of rules
may be delayed two or three years. If court
finds fault with them, they may never go inlo
effect

United Video, carrier of supersiations
wGN-Tv Chicago, wrix(Tv) New York and KTvT-
Tv Dallas; Texas Cable Television Associa-
tion, United Cable Television and Century
Communications have challenged rules in
U.S. Court of Appeals. They have also asked
FCC to stay rules pending court review.
Representative Bill Richardson (D-N.M.) has

introduced legislation that would delay im-
plementation date of FCC's syndex rule for
one year {BROADCASTING, July 3).

TV Marti

Backers of Radio Marti—which broadcasts
news, information and entertainment to
Cuba—are lobbying Congress 1o establish
affiliated television service. Congress last
year appropriated $7.5 million in startup
funds for proposed service, and in April,
House approved legislation authorizing $16
million for operating funds in each of next
two years. However, funds could not be ap-
propriated unless President certifies to Con-
gress that test of project—and one is
planned for later this year—has demonstrat-
ed its feasibility.

Administration plans for TV Marti may
have suffered serious setback with Cuba's
decision to begin operating channel 13 in
Havana. Channel 13 was frequency on
which US. intends to operate TV Marti. It
was said to be only one on which operation
would not interfere with service by Cuban or
American stations.

Meanwhile, Cuban officials are threaten-
ing unspecified reprisals if US. proceeds
with TV Marti project.sued warning that
Cuba will take all "appropriate measures”
against TV Marti.
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This week

Aug. 6-8-Cable Television Laborafories first
technical planning seminar, “Fiber Optics: Strate-
gy. Tactics, Implementation.” Clarion hotel, Boul-
der, Colo. Information: (303) 939-8500.

Aug. 8—"Customer Service in the 90's,” spon-
sored by Southern California Cable Association.
Radisson Plaza hotel, Manhalian Beach, Calif. In-
formation: Elena Song. HBO. (213) 201-9459.

Aug. 9—National Academy of Telewision Airts
and Sciences. New York chapter, drop-in lun-
cheon. Speaker: Marc Weiss, executive producer,
'P.OV.." public TV series of independently pro-
duced nonfiction films. Copacabana, New York
Information: (212) 768-7050.

Aug. 10—"The Advantages of a Career in Broad-
cast Sales,” seminar sponsored by National Asso-
ciation of Broadcasters’ Employment Clearing-
house. NAB  headquarters.  Washington.
Information: (202) 429-5498

Aug. 10-13—Association for Jowrnalism and
Mass Communication convention. Washington.
Information: Ken Keller, {618) 536-7555

Aug. 10-13—North Carolina Cable Television As-
sociation annual meeting. Pinehurst hotel and
country club, Pinehurst, N.C

Aug. 11—Broadcast opportunity conference. co-
sponsored by Minority Business Development
Center, Broadcast Capital Fund and Interructal
Council for Business Opportunity, and underwrit-
ten by U".S. Department of Commerce’s Minority
Business Development Agency. Washinglon Hil-
ton, Washinglon. Information: Anna Johnson,
(212) 779-4360.

Aug. 12—Texas AP Broadcasters seminar, "Cov-
ering East Texas.

Holiday Inn Southeast Cross-

Aug. 20-23—Cable Television Administration
and Marketing Society annual conlerence. Marri-
oft, Chicago.

Aug. 27-29-Easiern Cable Show, sponsored by
Southern Cable Television Association. Merchan-
dise Mart, Atlanta. Future convention: Sept. 16-18,
1990, Washington Convention Center, Washing-
ton.

Sept. 13-16—Radio-Television News Direclors
Association annual convention. Kansas City Con-
vention Cenler, Kansas Cily, Mo.

Sept. 13-16—Radic '89 convention, sponsored by
National Association of Broudeasters. New Or-
leans. Future meetings: Sept. 12-15. 1990. Bos-
ton, and Sept. 11-14 (tentative). 1991, San Fran-
cisco.

Oct. 1-3—Association of National Advertisers
annual convention. Homestead, Hot Springs, Va.

Oct. 3-5-Atlantic Cable Show. Attantic City Con-
vention Center, Atlantic City, N.J. [nformation:
(603) 848-1000.

Oct. 5-8—Society of Broadcast Engineers fourth
annual national convention. Kansas City, Mo. In-
formation: 1-800-225-8183. Fulure convention:
Oct. 4-7, 1990, St. Louis.

Oct. 12-16—MIPCOAM, internationat film and pro-
gram market for TV, video, cable and satellite.
Palais des Festivals, Cannes, France. nformation:
Perard Associates, (212) 750-8899. Fulure con-
vention: Oct. 11-15, 1990, Cannes.

ing, Tyler, Tex. Information: (214) 991-2100

Also in August

Aug. 15—Deadline for entries in Women at Work
Broadcast Awards, recognizing “outstanding ra-
dio and television programing about working
women's issues,” sponsored by National Com-
mission on Working Women. Informaion: (202)
737-5764

Aug. 15—Deadline for entries in Media Awards for
“portrayal of critical care nursing to public or 1o
health care professionals in an accurate, realistic
and meaningful way,” sponsored by Aimerican
Association of Critical Care Nurses. Information:
(714) 644-9310.

Aug. 16—Society of Broadcast Engincers, chap-
ter 13, lecture on CCD technology and the televi-
sion camera and new/old approach to measuring
FM modulation. WQXR auditorium, 229 West 43rd
Street, New York. Information: David Bialik, {212)
752-3322

Aug. 16—National Academy of Television Arts
and Sciences, New York chapter, drop-in lun-
cheon. Chris Whittle, chairman, Whittle Communi-
cations. Topic. Channel One. 12-minute daily
newscast with commercials. to be shown in sec-
ondary schools. Copacabana, New York. Informa-
tion: (212) 768-7050

Aug. 16-20—National Association of Black Jour-
nalists annual convention. New York Hilton and
Towers, New York. Information: (703) 648-1270.

Aug. 17-18—Arkansas Broadcasters Association
annual convention. Arlington hotel, Hot Springs,
Ark

Aug. 17-20— West Virginia Broadcasters Associa-
tion 43rd annual meeting. Greenbrier, While Sul-
phur Springs, W. va.

MajoraMeetings

Oct. 21-25_Society of Motion Piclure & Televi-
sion Engineers 131s1 technical conference and
equipment exhibit. Los Angeles Conve-tion Cen-
ter.

Nov. 13-15—Television Burean of Advertising
annual meeling. Century Ptaza hotet, Los Angeiles.

Dec. 13-15—Weslern Cable Show, spcnsored by
California Cable Television Association. Ana-
heim Convention Center, Anaheim, Calif.

Jan. 3-6, 1990—Association of Independent Tele-
vision Stetions annual convention. Century Plaza,
Los Angeles. Future convention: Jan. 7-10. 1991,
Century Plaza, Los Angeles.

Jan. 16-19, 1990 27th annual NATPE Interna-
tional convention. New Orleans Convention Cen-
ter, New Orleans.

Jan. 18-21, 1990—Radio Advertising Burean an-
nual Managing Sales Conference. Loews Analole,
Dallas. Future conference: Feb. 1-4, 1991, Loews
Anatole, Dallas.

Jan. 26-27, 1990--Society of Motion Picture and
Television Engineers 24th annual television con-
ference. Contemporary hotel, Orlando, Fla.

Jan. 27-31, 1990—Nationa! Religious Broadeast-
ers 47th annual convention. Sheraton V/ashington
and Omni Shoreham hotels, Washington.

Feb. 11-16, 1990---12th International Film, Televi-
sion and Video Market. Loews hotel, Monte Carlo,
Monaco. ‘

Aug. 18-19—Utah Broadcasters Association an-
nual conveniion and awards banquet. Park City,
Utah.

Aug. 20-23—Cable Television Adniinistration
and Marketing Society annual conference. Marri-
ott hotel, Chicago.

Aug. 22——Broadcast opportunity conference, co-
sponsored by AMlinority Business Development
Center, Broadecast Capital Fund and Interracial
Council for Business Opportunity, and underwrit-
ten by U.S. Department of Commerce’s Minority
Business Development Agency. Stouffer Tower
City, Cleveland. Information: Anna Johnson, (212)
779-4360.

Aug. 23— Nationa!l Academy of Television Arts
and Sciences, New York chapter, drop-in lun-
cheon. Speaker: Adrian Bogart. director of adver-
tising sales, Travel Channel. Copacabana, New
York. Information: (212) 768-7050.

Aug. 23—Society of Cable Television Engineers,
Rocky Mountain chapter, technical session on
‘transportation systems.” TC| headquarters, Den-
ver. Information: (303) 792-0023.

Aug. 24—Broadcast opportunity conference, co-
sponsored by Minority Business Development
Center, Broadcast Capital Fund and Interracial
Council for Business Opportunity, and underwrit-
ten by U.S. Departinent of Commerce’s Minority
Business Development Agency. Westin Crown
Center, Kansas City, Mo. Information: Anna John-
son, (212) 779-4360.

Aug. 24-26—Libel/privacy conference. "Building
Winning Strategies,” sponsored by Libel Defense
Resource Center, American Newspaper Publish-
ers Association and National Association of
Broadeasters. Westin hotel, Seattle. [nformation:
LDRC, (212) 889-2306.

Aug. 25-26—North Dakota Broadcasters Associa-
tion annual convention. Sheraton hotel, Bismarck,
N.D

Feb. 21-23, 1990—Texas Cable Show, sponsored
by Texas Cable TV Association. San Antonio Con-
vention Center, San Antonio, Tex.

Feb. 28-March 3, 1990215t annual Country Ra-
dio Seminar, sponsored by Country Radio Broad-
casters. Opryland, Nashville.

March 31-April 3, 1990--- National Association of
Broadeasters 68th annual convention. Atianta. Fu-
ture conventions: Las Vegas, April 13-16, 1991;
Las Vegas, April 11-14, 1992, and Las Vegas,
May 1-4 (tentative). 1993.

April 1-3, 1990—Cabletelevision Advertising Bu-

reau ninth annual conference. Marriolt Marquis,
New York.

April 18-20, 1990—Broadcast Finaneial Manage-
ment Association 30th annual meeting. Hyatt Re-
gency, San Francisco.

April 20-25, 1990--M/P-TV. international televi-
sion program markel. Palais des Festivals,
Cannes, France. Information: (212) 750-8899.

May 17-20, 1990 American Women in Radio
and Television 39th annual convention. Capital
Hilton, Washington.

May 21-23, 1990-—National Cable Television As-
sociation annual convention. Convention Center,
Atlanta.

Sept. 21-25, 1930 —International Broadcasting
Convention. Brighton Convention Center. Brigh-
ton, England.

Broadcasting Aug 7 1989
20



Aug. 27-29- Nebraska Broadeasfers Assaciation
56th annual convention. Interstate Holiday Inn,
Grand Island, Neb.

Aug. 27-29--Eastern Cable Show, sponsored by
Soutiern Cable Television Association. Merchan-
dise Mart. Atlanta.

Aug. 28-30—Association of National Advertisers
creative advertising promotion strategy. Stouffer
Westchester hotel. White Plains, N.Y

Aug. 29-30—Cableielevision Advertising Burean
sales orientation seminar for new ad sales people.
Chicago. Information: (212) 751-7770

Aug. 30--Ohio Associetion of Broadcasters AM
radio meeting. Embassy Suites, Columbus, Ohio.

Aug. 31-—Deadline for entries in Jumboc Prawn
Awards, for "people..who apply their creative ge-
nius to the art form of radio.” sponsored by North-
ern California Broadcasters Association. Infor-
mation: NCBA, 151 Union Street, suite 385, San
Francisco, 94111,

——— — _—
September

Sept. 6—National Acadenmy of Television Arts
and Sciences, New York chapter. drop-in lun-
cheon. Speaker: Thomas Rogers, president, NBC
Cabie and Business Development. Copacabana,
New York. Information: {212) 768-7050

Sept. 7—USA Network local ad sales seminar
Ritz-Carlton hotel. Houston. Information: (213}
277-0199.

Sept. 7—USA Network l0cal ad sales seminar
Sheraton Grand hotel at Dallas/Fort Worth airport.

Dallas. Information: (213) 277-0199.

Sept. 8-11-—National Association of Telecom-
manications Officers and Advisers ninth annual
conference. Theme: “New Visions on the Telecom-
munications Horizon.” Scottsdale. Ariz. Informa-
tion: Catharing Rice, (202) 626-3180.

Sept. 11-13—Wirelesss Cable Association con-
vention. Hyatt Crystal City, Arlington. Va. Informa-
tion: (202) 452-7283.

Sept. 12-Presentation of New and Documentary
Emmy Awards, sponscred by National Television
Acadeny. Waldori-Astoria, New York. Information:
(212) 586-8424.

Sept. 12—Deadline for entries in TV promotion
spots and ID's category (for work produced or
aired between July 1, 1989, and Sept. 12, 1989) of
International Film & TV Festival, sponsored by
New York Festivals. Information: (914) 238-4481

Sept. 12—MTV Networks’ local advertising sales
workshop. Westin Lenox, Allanta.

Sept. 12—Cabletelevision Advertising Bureau lo-
cal sales workshop. Holiday Inn Crowne Plaza,
White Plains. N.Y. information: {814) 682-0050.

Sept. 12-15—National Association of Black
Owned Broadeasters 13th annual fall broadcast
management conference. Theme: “Broadcasting
in the 1990's—Getting Ready.” Ramada Renais-
sance holel, Washington.

Sept. 13—National Academy of Television Arts
and Sciences. New York chapter. drop-in lun-
cheon. Speaker: Kay Koplovitz, president and
CEO, USA Network. Copacabana, New York. In-
formation: (212) 768-7050.

Sept. 13—('SA Network afiiliate marketing semi-
nar. Embassy Suites-Denver Tech Center, Denver

Information: (212) 408-9100

Sept. 13-16—Radio '89 convention, sponsored by
National Association of Broadeasters. New Or-
feans.

Sept. 13-16—Ruadio-Television News Liveciors
Association 44th annual intermational conference
and exhibition. Speakers include Ted Turner,
Turner Broadcasting System; keynoter Andrea
Mitchell, NBC News, and George Will, syndicated
columnist. Kansas City Convention Center, Kan-
sas City, Mo. Information: (202) 659-6510.

m Sept. 14—Seventh annual Everelt C. Parker Eth-
ics in Telecommunications lecture. co-sponsored

by Office of Convmunication of United Chureh of
Christ and National Council of Chavreiies, Coni-
munication  Commission Speaker:  Tony

Schwartz. Interchurch Center, New York. Informa-
tion: (212) 683-5656.

Sept. 14—USA Network local ad sales seminar
Embassy Suites-Denver Tech Center, Denver. In-
formation: (212) 408-9100.

Sept. 14—Cabletelevision Advertising Brrean |0-
cal sales workshop. Holiday Inn-Eastgate, Cincin-
nati. Information: (513) 752-4400

Sept. 14— W TV Networks' local advertising sales
workshop. Marriolt Harbor Beach, Fort Lauder-
dale, Fla

Sept. 15—Deadline for entries in International Film
and Video Festival sponsored by Women in the
Director’s Chair. Information: (312) 281-4988.

Sept. 16—Academy of Television Arts and Sci-
ences presentation of nontelevised portion of 41st
annual prime time Emmy Awards, primarily for
creative arls categories. Pasadena exhibition hall,
Pasadena, Calif. Information: (818) 763-2875

Advertisement

——————— ————————————————————
s EDIA ONITOR v vvocirencwo

WHO'S THE
FAIREST?

Conservatives are mad at Ted Turner,
the swashbuckling entrepreneur who built
the Turner Broadcasting empire. There is
justification for their ire. Tumer, once
considereda pillar of the right, took a sharp
U-turn afew years ago and began using his
superstation, TBS, tosing the praises of the
Soviet Union and promote its “peace”
propaganda. In 1986, he was quoted by
Fortunemagazineas saying,‘Communism
is fine withme. It’s part of the fabric of life
on this planet.” Seven months later, he
appeared on an ABC “Viewpoint™ pro-
gram and equated the Russian Revolution
with the American Revolution.

He followed that with a series on the
Soviet Union on TBS that portrayed that
country in such a rosy light that it became
an embarrassment once Gorbachev et his
own media tell it like it is. Subsequent
disclosures have made it clear that this
*Portrait of the Soviet Union™ was a por-
trait of a Potemkin village. Conservatives
looked upon Tumer as anideological turn-
coat who was as naive in politics as he was
astute in business.

Turner is a supporter of the pro-choice
position on abortion, and he was willing to
givevaluable airtime to promote that cause,
take heavy criticism from his foes, and
donate more valuable time to give them an
opportunity to state their case. If conserva-
tives are angry because he’s not on their
side, perhaps they should save some of
their anger for the conservatives who con-
trol a major television network but who
aren't as willing as Ted Turner is to use it
to promote their views.

Thomas Murphy, the chairman and
CEO of Capital Cities/ABC is a conserva-
tive and a Roman Catholic. Rather than
jumping on Turner for airing a film sup-
porting his viewson abortion, the pro-lifers
might well be asking Tom Murphy why he
doesn’thave an anti-abortion film aired on
ABC. Would he be willing torisk the kind
of criticism heaped on Ted Turner? Would
he be willing to put on a panel discussion,
with both sides represented, to debate the
question?

Turner thinks the U.S. spends too much
on the military and he puts on programs
that pitch that line. Murphy, aclose friend
and associate of the late CIA director,
William J. Casey, is presumably forastrong
national defense. But you wouldn’t know
it from watching ABC News. They killed

a pro-defense documentary produced by
David Hartman in which they had invested
a lot of money. Instead they aired a docu- |
mentary critical of the military.

Ted Turnerhas givenus CNN, provid-
ing far more balanced news coverage than
the other networks. You can see Pat
Buchanan on CNN in prime time six days
a week. ABC serves up George Will on
Sunday morning. TBS’s entertainment
programs can be watched with the kids.
ABC s part of the sleaze race. Atthe TBS
annual meeting recently, AIM was critical
of some of their programming. Turner
responded saying that he would give us a
chance to air those criticisms on CNN.
Earlier this year ABCkilled a program that
was going to give some publicity toAIM.
Turner has strong views, buthe believes in
fairness. Tom Murphy has yetto show that
hebelieves in anything but the bottom line.

AIRAL: :
MmIvi
A three-minute radio commentary
available five days a week as a
public service. For a sample tape,
please call Deborah Lambert
ACCURACY IN MEDIA

1275 K Street, NW., Washington, D.C.
(202)371-6710
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Sept. 16—North Jersey Press Club meeting. Fair-
leigh Dickinson University. Teaneck. N.J. Informa-
tion: (201) 322-8343.

Sept. 16-19—Second International Teleproduction
Society annual forum. Century Plaza, Los Angeles.
Information: (212) 629-3266.

Sept. 17—41st annual prime time Emmy awards
telecast (on Fox television stations). sponsored by
Acadenty of Television Arts and Sciences. Pasa-
dena Civic Auditorium, Pasadena, Calif. Informa-
tion: (818) 763-2975.

Sept. 17-19—Kentucky Cable TV Association an-
nual fall convention. Marriott Resort, Lexinglon,
Ky. Information: (502) 864-5352.

Sept. 17-22—Awmerican Advertising Federation
second annual advanced advertising manage-
ment seminar. Northwestern University's James
Allen Center, Evanston, IIi.

u Sept. 19-20—Washington Jowrnalism Center
conference for journalists, “Politics 1990: New |s-
sues, Shifting Strategies. Changing Coalitions.”
Watergate hotel, Washington. Information: (202)
337-3603.

Sept. 20—National Academy of Television Arts
and Sciences, New York chapter, drop-in lun-
cheon. Speaker. Thomas Burchill, president and
CEOQ, Lifetime Television. Copacabana. New York.
Information: (212) 768-7050.

Sept. 20-22—Great Lakes Cable Expo, sponsored
by [itinois, Indiana, Michigan and Ohio cable
television associations. Columbus, Ohio. Informa-
tion: Dixie Russell, (614) 272-0860.

Sept, 21-22—39th annual Broadcast Symposium,
sponsored by [ustitute of Electronic and Electri-
cal Engineers/Broadcast Technology Society. Ho-
tel Washington, Washington. Information: (202)
429-5346.

Sept. 22—Society of Broadeast Engineers, chap-
ter 22, central New York, annual regional conven-
tion. Convention Center, Sheraton Inn, Syracuse,
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N.Y.

Sept. 22-24—Maine Association of Broadcasters
annual convention. Marriott hotel, Portland, Maine.

Sept. 22-27—Cinetex '89, international fim and
television festival, market, exposition, conference
and film festival, produced in cooperation with
Awmerican Film [nstitute. Bally's hotel, Las Ve-
gas. Information: (818) 907-7788.

Sept. 24-26—New Jersey Broadcasters Associa-
tion 43rd annual convention. Bally's Grand Casino
hotel, Atantic City, N.J. Information: (201) 247-
3337,

Sept. 24-26—"Building the Winning Team,” work-
shop for major market stations on setting. manag-
ing and reaching audience goal, sponsored by
National Public Radio and National Federation
of Community Broadcasters with funding from
Corporation for Public Broadeasting. Sealtle. In-
formation: (202) 822-2000.

Sept, 25—Women in Cable, Washington chapter,
annual fall gala commemorating 10th anniversary
of WIC with salute to 10 women "who have contrib-
uted significantly to the cable television industry.”
Omni Shoreham hotel, Washington. Information:
Lynn Levine, (202} 872-9200.

Sept. 25-29—National Association of Broadcast-
ers training course for satellite uplink operators.
Tyson's Corner Marriott, McLean, va. Information:
(202) 429-5350.

Sept. 26—National Academy of Cable Program-
ing fourth annual forum. Waldorf Astoria, New
York. Information: (202) 775-3611.

Sept. 26-30— 10th anniversary conference of Mid-
west Radio Theater Workshop, Columbia, Mo. In-
formation: (314) 874-1139.

Sept, 27—Walter Kaitz Foundation annual
awards dinner, this year honoring J. Richard Mun-
ro, chairman and CEQ, Time Inc. New York Hilton
and Towers, New York.

Sept. 27—/ uternational Radio and Television So-
ciety newsmaker luncheon. Waldorf-Astoria, New
York. Information: (212) 867-6650.

Sept. 28— National Academy of Television Arts
and Sciences, New York chapter, drop-in lun-
cheon. Speaker: David Niles, president, 1125 Pro-
ductions, on HDTV. Copacabana, New York. Infor-
mation: (212) 768-7050.

Sept. 28—/nternational Radio & Television
Foundation "reunites deans of electronic journal-
ism: David Brinkley. John Chancellor and Walter
Cronkite.”" Plaza hotel, New York.

Sept. 26—Bay Area Society of Television, Adver-
tising and Radio second annual auction/dinner/
dance. Hotel Nikko, San Francisco. Information:
(415) 765-8804.

Sept. 28—Southern California Broadcasters As-
sociation business development seminar. Hyatt on
Sunset. Los Angeles. Information: (213) 466-4481.

Sept. 29—Deadline for entries for Ohio State
Awards program competition honoring excellence
in educational, informational and public affairs
broadcasting, sponsored by [nstitute for Educa-
tion by Radio-Television, Ohio State University.
Information: Phyllis Madry, (614) 292-0185.

——=o,
October

Oct. 1-3—[llinois Broadcaster Association annu-
al convention. The Abbey, Fontenac, Wis.

Oct. 1-4—Association of National Advertisers an-
nual convention. Theme: "Critical Issues Facing
National Advertisers.” Homestead, Hot Springs.
Va. Information: (212) 697-5950.

Oct. 3-5—Atlantic Cable Show. Atlantic City Con-
vention Center, Atlantic City, N.J. Information:
(609) 848-1000.

Oct. 3-8—World Summit for Electronic Media. or-
ganized by International Telecommunication
Union. Theme: "Towards Global Information: The
Electronic Media Explosion.” Geneva Exhibition
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and Congress Center, Geneva. Information: 31
(2968) 6226.

Oct, 5-7—"Hundred Plus Exchange.” sponsored
by National Association of Broadcasters. Knick-
erbocker hotel, Chicago. Information: (202) 429-
5355.

Oct. 5-8—Society of Broadcast Engineers fourth
annual national convention. Kansas City, Mo. Call
for papers: John Batltison. (419) 994-3849. Con-
vention information: 1-800-225-8183.

Oct. 6-7—International Television Association
region eight conference. Bartel Exhibition Hall,
Kansas Cily. Mo. Information: (816) 932-2792

Oct, 11-14—Southern Edncational Communica-
tions Association conference. Hyalt Regency
Crown Center, Kansas City. Mo. Information: (803)
799-5517.

Oct, 11-15—Womien in Communications national
professional conference. Theme: "Creating Your
Future.” Hilton Plaza del Rio, San Antonio, Tex.

Oct. 12-15—Minnesota Broadcasters Association
40th anniversary convention. Radisson Plaza, Min-
neapolis. Information: Laura Niemi, (612) 926-
8123.

Oct. 12-16—MIPCOM, international film and pro-
gram market for TV, video, cable and satellite.
Palais des Feslivals, Cannes, France. Information;
Perard Associates, (212) 967-7600.

Oct. 14-16—Texas Association of Broadcasters
annual convention. San Antonio, Tex

Oct. 15-18—Women ix Cabie national cable man-
agement conference. U.S. Grant hotet, San Diego.
Information: Reenee Gill, (312) 661-1700.

8 Oct, 15-18—American Children’s Television
Festival for “everyone interested in an optimistic,
practical approach to improving children’s televi-
sion,” Ollie Awards for “excellence in television
programing for America’s children” will be pre-
sented during festival. Ambassador West, Chica-
go. Information: (312) 390-8700.

Oct. 16-18—United States Telephone Association
92nd annual convention. Hillon hotel at Union
Square, San Francisco.

Oct. 17—Association of National Advertisers and
Direct Marketing Association direct marketing
workshop for advertisers. Waldorf Astoria, New
York. Information: (212) 697-5950.

Oct. 17-18—Biroadcast Credit Association 22nd
credit and collection seminar. Scottsdale Hilton,
Scoltsdale, Ariz. Information: Mark Matz, (312)
827-9330.

Oct. 17-19—Mid-America Cable TV Association
show. Kansas City. Mo. Information: (915) 841-
9241.

Oct. 17-19—Pennsylvania Association of Broad-
casters annual convention. Piltsburgh.

Oct. 18-19—Regional job opportunities confer-
ence for minorities sponsored by Society of Pro-
fessional Journalists, in cooperation with Ameri-
can Society of Newspaper Editors and Texas AP
Managing Editors. Westin Galleria hotel, Hous-
ton. Information: Ira Perry, (713) 840-5826 or (312)
922-7424.

Oct. 18-20—Indiana Broadcasters Association
falt conference. Westin hotel. Indianapolis. Infor-
mation: (317) 638-1332.

Oct. 18-20— Kansas Association of Broadcasters
annual fall convention. Hulchinson, Kan.

Oct. 18-21—Audio Engineering Society 87th con-
vention. New York Hilton and Sheraton Center,
New York. Information: (212) 661-8528.

Oct. 19—MTV Networks’ local advertising sales
workshop. Marriott Long Wharf, Boston.

Oct. 19-21—Friends of Old-Time Radio 14th an-
nual convention. Holiday Inn-North, Holiday Plaza,
Newark, N.J. Information: Jay Hickerson, (203)
248-2887.

Oct. 19-21—National Federation of Local Cable
Programers regional fail conference, “Access TV:
Where Your Neighbors Are,” sponsored by Cen-

tral states and Midwest regions of NFLCP. Fort
Wayne, Ind. Information: (219) 424-7241.

Oct. 19-22—National Religions Broadcasters,
Eastern chapter, meeling. Sandy Cove confer-
ence center, North East, Md. Information: Sue
Bahner. (716) 461-9212.

Oct. 20-21—New Hampshire Association of
Broadcasters annual convention. Sheraton Wasy-
farer, Bedford. N.H.

Oct. 21-24—North Caroline Association of
Broadcasters annual meeting. Grove Park Inn,
Asheville, N.C.

Oct. 21-25—Society of Motion Picture and Televi-
sion Engineers 131st lechnical conference and
equipment exhibit. Los Angeles Convention Cen-
ter. Los Angeles. Information: {914) 761-1100.

Oct. 22-24—Oregon Association of Broadcasters
and Washington State Association of Broadcast-
ers joint annual meeting. Hyatt Regency, Bellevue,
Wash. Hyatt Regency. Bellevue. Wash. Informa-
lion: (206) 448-9722.

Oct. 23-25—11th annual Satellite Communica-
tions Users Conference. Convention Center,
Washington.

Oct. 25-26—0hio Association of Broadcasters fall
convention. Hyatt on Capitol Square, Columbus,
Ohio.

Oct. 25-28—52nd annual Western region conven-
tion of Awmerican Association of Advertising Agen-
cies. Theme: “Tides of Change.” Red Lion Resort.
Santa Barbara, Calif.

Oct. 25-28 Broadcast '89. trade fair for film, ra-
dio and television. Frankfurt Fair Ground, Frank-
furt, West Germany. Information: (069) 7575-6452.

Oct. 26—Southern California Broadcasters Asso-
ciation business development seminar. Hyatt on
Sunset, Los Angeles. Information: (213) 466-4481.

Oct. 27-28—Missouri Broadcasters Association
fall meeting. Holiday Inn Executive Center, Colum-

bia, Mo. Information: (314) 636-6692.

Oct. 29-Nov. 2—"Radio in the 1990's” third radio
news and current affairs conference hosted by
North American National Broadcasters Associa-
tion. Washington Sheraton, Washington.

——————
November

® Nov. 2—European conference on advertiser-
supported programing, joinlly sponsored by Ad-
vertiser Syndicated Television Association and
UK's Independent Program Producers Associa-
tion. Hyde Park Hilton, London. Information: (212)
245-0840.

Nov. 2—Presentation of Gabriel Awards, spon-
sored by Unda-USA, National Catholic Associa-
tion for Broadcasters and Communicators, for
“programs which serve viewers and listeners
through the positive, creative treatment of issues
of concern to humankind.” Omni Inner Harbor ho-
lel. Baltimore.

u Nov. 3-5—Alpha Epsilon Rho Mideast/Central
Plains regional convention. Sheraton Plaza hotel.
St. Louis. Information: Dianna Kirby-Clark, (314)
595-4463.

Nov. 5-7—Second annual LPTV conference and
exposition, sponsored by Contmunity Broadcast-
ers Association. Riviera holel, Las Vegas. Informa-
lion: (8G0) 225-8183.

Nov. 8—Presentation of Women at Work Broad-
cast Awards, sponsored by National Commission
on Working Women. Washington. [nformation:
(202) 737-5764.

Nov. 8-10—TV commercials festival of Internation-
al Film & TV Festival of New York. Sheraton Center,
New York. Information: (914) 238-4481.

Nov. 9-11—~National Association of Farm Broad-
casters annual meeting. Crowne Plaza, Kansas
City, Mo.
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Nov. 10-12—Broadcast Executive Divectors Asso-
ciation fall idea exchange. The Greenbrier, White
Sulphur Springs, W. Va.

Nov. 13-15—Television Bureau of Advertising
annual convention. Century Plaza, Los Angeles.

® Nov. 13-15-Association of National Advertis-
ers TV commercial production management semi-
nar. Stoutfer Wesltchester hotel. White Plains. N.Y
Information: (212) 637-5950.

Nov. 20--17th International Emmy Awards pre-
sentation. Sheraton Center, New York. Information:
Gillian Rose, (212) 489-6969.

Nov. 29-Dec. 1—Seventh annua! Private Cabte
Show. Caesars Tahoe, Lake Tahoe, Nev. Informa-
tion: (713) 342-9655.

————1
December

Dec. 13- American Sportscasters Association
fitth annual hall of fame dinner. Marriott Marquis,
New York. Information: (212) 227-8080.

Dec. 13-15—-Western Cable Show. Anaheim,
Calii. Information: (415) 428-2225,

————71
January, 1990

Jan. 10-12—TV programing festival of Internation-
al Film & TV Festival of New York. Sheraton Center,
New York. information: (914) 238-4481.

Jan. 16-19-NATPE [nternational 27th annual
convention. New Orleans Convention Center, New
Orleans. Information: (213) 282-8801

Jan. 18-21—Radio Advertising Bureau annual
Managing Sales Conference. Loews Anatole, Dal-
las

Jan. 19-20—Colorado Broadcasters Association
winter meeting and awards banquet. The Clarion
hotel, Colorado Springs

® Jan. 23-25-Georgia Association of Broudeast-
ers Georgia Radio-TV Institute. University of Geor-
gia, Athens. Information: (404) 993-2200.

Jan. 26-27—Society of Motion Picture and Televi-
sion Engineers 24th annual television conference
Contemporary hotel, Orlando. Fla. Information:
(814) 761-1100

Jan. 27-31—National Religions Broadcasters
47th annual convention. Sheraton Washington and
Omni Shorenam hotels, Washington

Jan. 31-Feb.1—South Carolina Broadcasters As-
sociation 42nd annual convention. Embassy
Suites hotel, Columbia, S.C.

February, 1990

Feb. 11-16—12th International Film, Television
and Video Market. Loews hotel. Monte Carlo, Mo-
nacoe

Feb. 21-23—Texas Cable Show, sponsored by
Texas Cable TV Association. San Antonio Con-
vention Center. San Antonio. Information: (512)
474-2082.

Feb. 28-March 3—21st annual Country Radio
Seminar, sponsored by Countiy Radio Broadcast-
ers. Opryland, Nashville.

—

OpenaMike F——

Glass half empty or half full?

EDITOR: In the July 31 issue of BROAD-
CASTING, you report (on page 8) on a
survey of 131 stations regarding broadcast
of the Walter Cronkite "‘Free TV’ spot.
You observe that all but one of the 15
stations that did not air the spot were inde-
pendents.

As you know, the spot was fed by all
three networks as a part of network time.
Thus, participation in this event required
no effort whatsoever by affiliates. In fact,
affiliate stations were required to under-
take aifirmative acts to not broadcast the
spot.

Like many other aspects of our industry,
the situation was not as easy for the inde-
pendents. In order to run the Cronkite spot,
each individual independent station had to
be contacted, make the necessary trattick-
ing arrangements, be advised of the satellite
feed times and technical details and be able
1o commil the necessary receiving and re-
cording equipment. In addition, technical
problems with 1wo of the satellite feeds
presented another obstacle.

The real story here is not that a few
independent stations did rof run the spot,
but that so many did.—Preston R. Padden
president, Association of Independent Tele-
vision Stations, Washington.
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WA 3 & A -
MondayaMemo

A cable TV-telco entry commentary by Sol Schildhause, Farrow, Schildhause & Wilson, Washington

let’s let in another monopoly to

battle it out with them.”” Who said
that? No, not Casey Stengel. Actually, it’s
a staff member from Congressman John
Dingell’s committee. Not open competi-
tion, mind you, but competition only be-
tween monopolists. The same stuff comes
out of the National League of Cities. Cus-
tomarily, they stand at the franchising toll-
gate and block competing cable systems.
Now they say they’'re for letting the tele-
phone companies into the cable business to
compete with the existing operator. What’s
up?

Only the unborn have been naive enough
to take seriously FCC assurances over the
last couple of years that its judgments on
letting telephone back into the cable busi-
ness are *‘tentative.”” There is no possibility
of talking the commission’s chairman, ei-
ther this one or the next, out of the tentative
conclusion, and, decently, there should be a
sign on the door at 1919 M Street that says:
*‘Save Your Breath.”’ But the game will be
played out, something like a Kabuki perfor-
mance—opredictable and full of ceremony.
And, so, the commission has solicited com-
ments. Because talk is cheap, they’re get-
ting lots of it. All the players are acting out
their usual shameful and willing roles. And
records are being set in spelling out result-
oriented sophistry.

It was only yesterday that the National
Cable Television Association and the Na-
tional League of Cities were together in
supporting the Cable Act. Now they're on
opposite sides. The NCTA is all for keep-
ing out those nasty telephone people. A few
years ago, cable was fighting for change;
today, 1t is busy defending its monopoly.
The NLC, which really is also scripturally
committed to franchising only one cable
operator at the local level—because it locks
in a city’s control over its cable company—
now is gung-ho for letting in the telcos to
compete. Are they surrendering their gospel
about cable being a natural monopoly? Who
knows. Anyway, what's a little hypocrisy
among understanding friends.

Actually, the NLC’s position is not all
that eccentric. Believe me, they are as
faithful to monopoly franchising as is the
mainstream of cable operators. What they
are about is maintaining control over the
cable franchisee—to be able to make him
come to terms, whether it be at rencwal,
system sale, or any other time. What better
way to compel submission than to dangle
the menace of a waiting-in-the-wings telco
competitor? And offstage is where the NLC
means to keep that competition. That’s why
its support for lifting the entry ban is cou-
pled with an insistence that telcos will have
to be locally franchised.

There’s also a bonus for the NLC in its
rhetorical support for telco entry. They're

I f cable’s a deregulated monopoly,

¢ Who's around to
care about
whether the
consumer would
be served by open
and honest
competition in the
cable
business? ”’

getting even. Getting even for what? It has
to do with the NCTA’s refusal to join the
NLC in getting behind legislation to bar the
kind of First Amendment damage suits
against cities that a person we all know has
shown the rest of the world how to carry
off. But why would the NCTA be backing
off from the NLC on curbing those damage
suits? Aren't they just as eamest as the
NLC in support of monopoly franchising
and for spiking the litigation that is de-
signed to break up the cozy relationship
between the cities and their local cable bud-
dies? Sure they are—but up to a point.
They want to make sure they don’t in the
process surrender their own right to pursue
Jjudicial remedy if the locals make unman-
ageable trouble at renewal time or get in the
way of a profitable sale of a system.
The latier is, by the way, no small item.
Examples are surfacing here and there of
local extortion when a system sale impends.
Witness a bureau chief of the Los Angeles
Department of Telecommunications chair-
ing an instructional session at the annual
National Association of Telecommunica-
tions Officers and Advisers meeting last
September and teaching that group of local
cable regulators that the requirement to ob-
tain their consent to a system sale is “‘a
lever that you can use.”” What did he mean
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by ‘‘lever?”’ To his credit, he was open
about it: **You're talking about hundreds of
millions of dollars sometimes now.”’ Inter-
est costs mount and dragging feet can be
expensive for both sides to the transaction.
“‘We've used that and we said, well, we're
not denying you. The process takes a cer-
tain amount of time. [Wink, wink]. By the
way, we have these issues over here and, to
the extent that they are resolved before the
transfer, perhaps we can speed the thing up
a little bit.”” And, in a final salute: *‘Yes,
it’s a little bit coercive. We’ve all sure been
on the receiving end of that stick.”’

Returning 1o the telco-cable battle, we now
have the other players chiming in. What are
the movie and other program suppliers up to?
They’re all for letting the phone companies
in. *‘We want competition.”” Give them more
than one player—read that, customer—and
the price, if not the value, of Golden Girls
moves up a notch.

But, wait! Out of the mist comes—guess
who! And you thought they had expired.
The National Association of Broadcasters,
that’s who. They’ve come to the rescue of
the cable industry and want to keep out the
telcos. Why? Because they love the cable
guys? Sure they do. The way Ben Hooks
adores Ronald Reagan. But the NAB per-
ceives a need to bring home a conquest on
must carry, and the NCTA is an easy make
on that one.

More significantly, it may be that the
NAB guys have known for a long time that
they’re better off competing with cable peo-
ple—most of whom count luck as their
principal talent—than with the time-hard-
ened toughs of the phone business. They
also know from memory and practice how
to beat up on cable when they have to0.

So, now, who's on first? If those players
would only stand still for a while, we’d be
able to tell. But it’s difficult to make them
out by looking at what they used to be,
especially the cable industry, which early
on was full of pioneers willing to take on
any competition. It all reminds one of a
Lewis Grizzard story about the ugly, fat,
bald-headed fellow who lost 75 pounds,
had a hair transplant and cosmetic surgery,
and was then embraced by his old love who
had earlier rejected him. But as they were
crossing an open field, a bolt of lightning
struck him. As he lay dying on the ground,
his appeal of ““Why me, God?' was an-
swered by a heavenly “‘I'm sorry, Sam, |
didn’t recognize you.”’

Hey, where does the consumer come out
in all of this? Probably picked off first base,
but then, who's noticing? Who's around to
care about whether the consumer would be
served by open and honest competition in the
cable business? Surely not the hordes of cable
administrators and consultants who feed off
the droppings of that corrupt process that is
laughingly called “‘franchising.” @




Enough said.

More than 65 large library management
video cart systems playing direct to air.

Odetics Broadcast

1515 South Manchester Avenue, Anaheim, California 92802-2907 ® 800-243-2001 or 714-774-2200
Director of Sales Northeast Southeast South Central West Midwest
Bill Keegan Jesse Nickels Emerson Ray Ron Phillips Chuck Martin Bill Boyd
@913-862-2824 © 608-754-2139 ©® 813-960-0853 @ 817-468-1090 @ 818-880-4165 ©612-894-2121




R A DI O

TELEVISJoON

C ABLE SATELRITE

Broadcastin

Vol. 117 No. 6

g«Aug7

TOP OF THE WEEK
PRI |

Senatorial inquisition. It was a tense if nol grueling Senate confirmation hearing for FCC nominees Andrew C. Barrett, Alfred Sikes and
Sherrie Marshall, who were pressured by Commerce Committee Democrats to disavow the marketplace policies of the Reagan FCC. It
seemed the mos! unsettling for Barrett (left), who committed the faux pas of the week when he suggested the members keep in mind that
there is a "market” for indecent programing. There were some rocky moments for chairman-designale Sikes (on left at center) despite the
backing of his long-time comrade, Missouri's senior senator, Republican John Danforth (on right at center). But it was Marshall (right) who

drew kudos for her presentation and for her sidestepping of senatorial land mines. She was, as one Senate staffer said,

“the star.

Congress asserts its dominion over FCC

Senate Commerce Committee lays down law to nominees;
Hill priority is regulation of indecent, violent programing

Congress made itself clear last week: It makes policy, the FCC
carries it out. That was the overriding message delivered at last
week s Senate Commerce Committee confirmation hearing of FCC
nominees Alfred Sikes (chairman), Andrew Barrett and Sherrie
Marshall. The commitiee members were explicit in their desire to
see the Sikes FCC tighten the reins on the industries they regu-
late. Commerce Commitiee Chairman Ernest Hollings (D-S.C.)
summed it up: *"You folks take an oath 10 regulate, not deregulate.
I can’t get that through your heads.™

The Hollings frustration was directed primarily at FCC’s that
weren't there: the last two Republican administrations headed by
Mark Fowler and Dennis Patrick. But he and his colleagues didn’t
hesitate to tar the new nominees with the same brush.

From the tenor of the hearing it was equally clear that luwmakers

wanted the FCC to assign priority stawus to the regulation of

indecent and violent programing. ‘| have long supported and
continue to support the Bill of Rights.”” said Daniel Inouye (D-
Hawaii) at the close of the hearing. But,
are times when my support is strained and | think now is the time,
because as chairman of the Communications Subcommitiee, I am
well aware of the {ilth and garbage that America is almost required
to view each day.”” A

A panel representing anti-indecency groups and the religious

‘I must confess that there

right testified against the Sikes nomination (BROADCASTING, July
31). They claimed the tormer head of the National Telecommuni-
cations and Information Administration would 1gnore their con-
cerns about indecency.

“*“My problem with the nominee is that he will not address the
decency issue,”” said Ed McAteer. president of the Religious
Roundtable, Memphis. Sikes may be ‘‘technically qualified,”” said
McAteer, but he appears 10 lack a commitment to deal with
indecency matters. He was joined by Ray Moore of the Palmetto
Family Caucus, Columbia, S.C., and Peggy Coleman, who testi-
fied on behalf of the American Family Association, whose execu-
tive director, Donald Wildmon, was il and could not attend.

There were senators who also were troubled by the Sikes. Barrett
and Marshall nominations, viewing them as an extension of the
Dennis Patrick and Mark Fowler FCC's. That complaint was
lodged by Senators Al Gore (D-Tenn.) and Jay Rockefeller (D-
W.Va.), who voted against them in committee although 15 other
Commerce Commitiee members approved the nominations.

Gore said he was sending a **signal. | do not think what the FCC
has been doing is in the public interest.”” Gore, who launched into
a tirade against the agency during the confirmation hearing, was
especially vocal about the FCC’s failure to clean up the airwaves.

I believe the American people are sick and tired of what is
going on. And L am not doing this for the effect of the words
magnified in news coverage,” said Gore.

Rockefeller did not attend the hearing, but said his vote was
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FCCnominees Marshall, Sikes and Barrett face members of Senate Commerce Committee during confirmation hearing last week (I to r}: Ted Stevens (R-
Alaska), John Danforth {R-Mo.), Daniel Inouye {D-Hawaii), Ernest Hollings (D-$.C.}, Wandell Ford (D-Ky.), Al Gore {D-Tenn.), John Kerry (D-Mass.)

**symbolic”’ of his dissatisfaction with the
Reagan-Bush approach to deregulation. He
told reporters that his concern about televi-
sion violence and indecency was a factor in
his action. *‘Television has not been very
helpful to the younger generation of this
country.”” said the senator.

For more than two hours, Senate Com-
merce Commitice members grilled the
noniinees, resulting in some tense mo-
ments, especially for Barrett, whose re-
sponses to several questions concerned
some members. Barrett has been a commis-
sioner with the lllinois Commerce Commis-
sion since 1980. When Inouye asked how

and John Breaux (D-La.).

violent™ programing, Barrett said he found
both ‘‘offensive.”’

But it was the statement that followed
that raised some senators’ cyebrows. ‘It
seems to me that what we perceive to be
indecent is not on television because there
is no market. There is a market for indecen-
cy out there and I think we ought to keep in
mind that there is an America out there,
otherwise they would not be showing it,”’
said Barrett.

Gore said he was ‘‘puzzled’’ by Barrett’s
response. ‘I am not suggesting that | be-
lieve it ought to be on television,"" said the
FCC candidate. ‘I am simply suggesting

the nominees would treat “*indecent and

(3

that if there was not a market out there for

Chilting tape. Senator Albert Gore (D-Tenn.), in decrying sex and violence on the
airwaves at last week's confirmation hearing, said a Nashville radio station hzd in an
‘entertainment” program aired a tape of a Phoenix man stabbing to death his wife and
young stepdaughter, who had left her tape recorder running. An aide to Gore later
identified the station as Jacor Broadcasting's wyHy(Fm) Lebanon, Tenn. (Nashville) and
said the broadcast occurred a few weeks ago (the man was convicted of murder on
June 21). When asked by BROADCASTING about the incident, Mike Kenney, general
manager of the station, said the tape was aired as part of a morning newscast, not as
entertainment. Kenney also noted that wyHy was not the first to air the tape. A
spokesman for Fox Television's A Current Affair confirmed that the program had
aired a “few seconds” of it on July 17.

o

Revisionist. Senator Ernest F. Hollings (D-S.C.) offered his own version of telecom-
munications history during the confirmation hearing on President Bush's three FCC
nominations last week. Speaking of the need for regulation that technology has
generated, the chairman of the Senate Commerce Committee referred to "the
historic case of William Paley on top of the Wanamaker building at the sinking of the
Lusitania.” Paley, he said, used his wireless to help in the rescue of survivors.

Historians recall things differently: It was the young David Sarnoff, later the head of
RCA, who over 72 hours in April 1912 used a wireless to relay word of the sinking of
the Titanic. Paley, who was to establish CBS, was 14 years old when a German
submarine fired the torpedo that sank the British liner, the Lusitania, on May 7, 1915,
and helped precipitate America’s entry into World War |.

But Hollings did get one thing nght: Sarnoff performed his historic mission in a
radio station established by John Wanamaker atop his Manhattan department
store.
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it, and if there was not viewership out
there, 1 would suggest it would probably
not be there. I find it as horrible as most
people do.”’

Later, another of Barrett’s remarks pro-
voked Hollings. The senator asked the
nominees if they were there to carry out
their own policy or the policy of Congress.
*“I think [ am there to carry out the policy
of the Congress,”” Sikes said. "'l agree.
You make the policy and we implement
it,”” Marshall replied,

But Barrett chose another course. 'l
would think that as long as the Congress's
policy is in the public interest, 1 certainly
would agree with Mr. Sikes.”

“Now wait a minute.”” said the chair-
man. **You just busted your breeches, man.
You cannot come along with that answer.
We cannot have an individual measure of
the public policy.”” scolded Hollings. Bar-
rett quickly corrected himself: *‘1 would
think that any piece of legislation that
comes out of either House here. Senator,
would be in the public interest, and if that is
the answer you are seeking my answer is
yes, 1 would support that.”

Indecency was a primary issue for many
on the Senate panel. Hollings was particu-
larly critical of the FCC’s earlier indecency
rule that created a safe harbor for the broad-
cast of indecent material between midnight
and 6 a.m. Last fall, following President
Reagan’s signing of an indecency law, the
FCC unanimously adopted a new policy
that prohibits ‘‘indecent’” broadcasts 24
hours per day. But the policy and underly-
ing law are being challenged in court and
on Jan. 23 the U.S. Court of Appeals grant-
ed a stay request on the 24-hour ban.

““That ragamuffin commission that pre-
ceded you said: "Oh well, you can get ob-
scene from midnight to 4 [sic] in the morn-
ing.” Can you imagine grown people
coming along with that nonsense? Garbage
is garbage, regardless of the time of day,”
argued Hollings.
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Sikes indicated that industry self-regula-
tion is one way to deal with violence and
indecent programing. Said Sikes: **When |
first became a broadcaster in the late 1970s
there was something called the NAB Code,
and as a broadcaster I subscribed to that
code and it set, I think, rather high stan-
dards. 1 would once again like to see the
broadcasters have an opportunity, without
fear of action against them under zn anti-
trust theory, t0 come together and set high-
er standards.”

Marshall’s answer was exactly what the
lawmakers wanted to hear. Marshall is with
the Washington law firm of Wiley, Rein &
Fielding. ‘*Mr. Chairman, I am committed
to a vigorous enforcement of the congres-
sional ban on broadcasting indecent pro-
graming. I think that the regulations are
justified in this area because of the perva-
siveness of the media and because of the
uniqqe accessibility of children to the pro-
graming.”’

Moreover, Marshall’s stand on children’s
television was apt to please the senators.
She feels broadcasters must be responsive
to the needs of children. And she said she
thought the FCC made a ‘*mistake’’ in lift-
ing the limits on advertising during chil-
dren’s shows.

Marshall, who served at the FCC under
Patrick for a year as director of the office of
legislative affairs, was queried by Gore
about her role there. She was quick to point
out that she came in after the FCC’s deci-
sion to abolish the fairness doctrine, which
drew laughter from the room. She said she
came on as the “‘resident pragmatist’” to see
if she could improve the agency’s relation-
ship with Congress.

*‘I unfortunately underestimated just how
bad the relations were and the damage that
the faimess doctrine had done. 1 think the
one thing I accomplished when | was there
was that we did not surprise you anymore."”

But Gore wanted to know if Marshall
shared Patrick’s philosophical view of the
FCC’s role. She told the panel that she
supported pro-competitive policies because
they can benefit consumers. But she em-
phasized that such policies have to be feasi-
ble and effective and benefit consumers.
*If they cannot do that, then we need to
have full and effective and fair regulation,”’
she said.

Marshall did, however, indicate that she
felt fairness ‘‘raises some strong constitu-
tional questions,”” but if it is re-enacted she
will enforce it. Sikes made it clear that he
opposed the doctrine. He feels it inhibits
broadcasters and creates confusion.

Barrett, on the other hand, was in sync
with Hollings on this matter. Had he been
at the commission, he said he would not
have supported abolition.

The members kept coming back to pro-
graming content issues. Inouye wanted to
know if they would permit broadcasts of so-
called ‘“‘snuff films'’—pornographic films
that include an actual murder. Barrett said
he did not think so. Sikes replied that he did
not know what the law said specifically in
that case.

Inouye, however, was not willing to ac-
cept Sikes’s answer and pursued it further.

‘“When a photographer is caught with a
snuff film, he is put in jail. But you would
permit that?’’ asked the senator.

Sikes apologized for ‘‘being a little slow
on the uptake.”” He stressed that it was his
**hope it would not be permitted.”’

In elaborating further on his position on
indecency, Sikes told the senators that as a
broadcaster who operated a rock-formatted
radio station, he directed his manager to
remove vulgar lyrics, a responsibility he
felt he ‘owed to the public as a broadcaster
holding a public license.

“*As a father, I specifically did not take
that tier of cable television that included
HBO and MTV, when it was first offered to
me in Springfield, Mo. [ felt that my
daughters, all of whom were in their early
to mid-teens, should not be exposed to

that.””

Sensing that he may have alarmed com-
mittee members, Barrett later sent a letter to
Hollings clarifying his comments. *‘There
is no question that preventing obscene and
indecent broadcasts is a critical function of
the FCC,"" wrote Barrett. He pledged to do
‘*everything in my power under the law to
ensure that licensees across the nation
broadcast programs that comport with the
highest moral standards of our society.’

Other issues did crop up. The FCC nomi-
nees were asked to reveal their views on
cable television, high-definition television
and whether or not the Bell operating com-
panies should be liberated to become a pro-
vider of information services.

Sikes said he did not favor lifting all the
restrictions but is on record at NTIA sup-

Swan

song

Howard Landau, the soon-to-retire head of the FCC audio-video operation, tweaked
FCC Chairman Dennis Patrick at the start of last Thursday’s commission meeting—
Patrick's last after six years as a commissioner and two as chairman—by piping in
Frank Sinatra's "My Way.”

“That bit of audio levity,” as Paltrick called it, set the stage for Patrick's formal
goodbye to the agency in which he praised his fellow commissioners and agency staff
for their contributions during his two years at the helm. “| believe together we have
accomplished a great deal...in terms of promoting First Amendment values, freedom
of contract, technological advances in broadcasting and telecommunications, market
entry and competition—those values by which we act and live.”

To a great extent, Patrick did do it his way. But, on occasion, his regulatory (or
deregulatory) ambitions were foiled by Commissioners James Quello and Patricia
Diaz Dennis, whose power was magnified by being the only two other votes through
much of Patrick’s chairmanship. The commission normally has five members.

Patrick called Quello a “mentor,” but then quipped, "He has kept my fat out of the
fire several times, and several times he has actually thrown it into the fire. But | guess it
was a learning experience.”

Patrick, whose personal relationship with Dennis has been strained, acknowledged
they have disagreed at times, but said “"we have agreed on the vast majority of items
and | think the result..has been very, very positive.”

Quello said he supported Patrick 95% of the time ¢n agenda items. Nonetheless, he
said, “I'm with you 100% personally, socially and you have my very best wishes for
continued success in a very promising future.”

Dennis's comments reflected an ambivalence about working with Patrick. "I feel a
little bit like buddies who have been in battle together,” she said. "Oftentimes, we
have been in the same foxhole...and some think we probably shot across each other
while we were in it, but for the most part we were battling others....I think at some point
we sil back and swap war stories and look back with a lot more fondness perhaps
than time allows us now."
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porting some relaxation. *‘I think it is very
hard to [say]...what particular companies
can do and cannot do in an area that is
changing rapidly,”’ explained Sikes.

Barreit said his state supports lifting
some of the prohibitions, but he wants to
move slowly on the matter. Marshall sug-
gested that Congress give the FCC some
**guidance.”’

Senator John Kerry (D-Mass.) expressed
an interest in how the FCC might deal with
the migration of sports programing from
over-the-air television to cable. Sikes told
Kerry there was not ‘‘much precedent for
dictating to programers how they are 10
distribute their programing.”” But he prom-
ised to track siphoning developments.

| TOP OF THE WEEK r =

Gore wanted to know what they would
do about cable and its *‘monopoly”” power.
*‘] share your concerns about the monopoly
power. I would like to study it carefully,”
replied Marshall. *‘l hear you. Senator,”
said Barrett. *“We have the same problems
in Chicago, 1 think, that you have stated.””

Sikes said he intended to carry out the
1984 Cable Act, which directs the FCC to
evaluate the impact of deregulation.

All three candidates were responsive to
Hollings’s desire to see the U.S. compete
with the Japanese in the area of HDTV.
‘‘We need a single standard for terrestrial
broadcasting, and you are the ones to work
that out and position the United States so
that we can be in a competitive position

with Japan,”” the chairman said.

Marshall said she believed the FCC,
Congress and the executive branch should
work together to ensure that **U.S. industry
is a leader in the development of HDTV.™

The nominees came politically prepared.
Sikes was introduced by his long-time
friend, Commerce’s ranking Republican,
John Danforth of Missouri, and by the
state’s other Republican senator, Kit Bond.
Senator Paul Simon (D-Ill.) presented Bar-
rett, and Marshall was endorsed by North
Carolina Senators Jesse Helms (Republi-
can) and Terry Sanford (Democrat).

It was expected that the Senate would
confirm the nominees late Friday night
(Aug. 4) before its August recess. -KM

GAO on cable: rates OK, but industry needs regulation

At hearing on Hill, Ols says study
shows 14% overall subscriber bill
increase over two years; statement
that medium is monopoly causes furor
among NCTA, some congressmen

It was a good-news, bad-news situation for
the cable industry last week when the Gen-
eral Accounting Office released its long-
awaited survey on rates before the House
Telecommunications Subcommittee.

The good news: The GAO statistics did
not provide the ammunition cable critics on
Capitol Hill and elsewhere might have
hoped for to press their case for reregulat-
ing cable or opening it up to competition
from the telephone industry. The study
showed a 29% increase in basic cable rates
over two years and a 14% increase in the
overall average subscriber bill.

The bad news: Asked what it all means,
the GAO official who presented the study
said it showed cable was a monopoly in
need of reregulation. ‘*With no competition
and limited regulation, I believe we have a
monopoly.”’

And when asked by House Telecom-
munications Subcommittee Chairman Ed
Markey (D-Mass.) about the findings' im-
pact on consumers, GAQO’s John Qls, asso-

ciate director for resources, community and
economic development, said it was ‘‘bad
news.”’

Ols’s comments changed the tenor of the
hearing. If it were not for his remarks, the
hearing would have been a *‘ho-hummer,”
said one cable source. National Cable Tele-
vision Association officials set out to mini-
mize any fallout from Ols’s assessment by
challenging his authority to speak on behalf
of the GAO. *‘I think the guy went beyond
his commission,”” said NCTA President
James Mooney, who also said he thought it
was highly unusual for a GAO representa-
tive to issue opinions on policy.

NCTA’s effort to undercut Ols com-
menced immediately. During a hearing
break, it apparently conferred with Don Rit-
ter {R-Pa.) and Dan Schaefer (R-Colo.),
who returned to scold Ols for speaking out
of school. ‘“‘How you can draw the conclu-
sion that there is a need for rate regulation
is beyond me,”” said Ritter.

Schaefer, whose district is home to sev-
eral cable MSQ’s, wanted to know why Ols
did not include his comment as part of the
written report. The GAO executive said he
was under tight time constraints and could
not, but that in anticipation of the question,
he had cleared his answer with the agency’s

general counsel. ““The GAO backs me; 1
talked with the general counsel,”” Ols told
reporters upon leaving the hearing.

Later, BROADCASTING talked with GAO
spokesman Cleve Corlett, who said Ols
‘‘obviously speaks for the GAO.”” NCTA
also said Ols was quoted in Newsday saying
he was ‘“*‘mad because his cable operator
raised his rates.”

And Milton Socolar, special assistant to
the comptroller general, told BROADCAST-
iNG that Ols “‘certainly represents GAO in
an official capacity,” but that he gave his
“‘personal view.”’ Nevertheless, Socolar
did not consider Ols’s remarks “‘off the
wall”" and said, ‘*This is an area that bears
looking at.’”

Despite the uproar over whether Ols was
out of line, one cable source felt the hearing
was ‘‘inconclusive.”” As Markey pointed
out, there are still some outstanding ques-
tions, and he has asked GAO for a second
study.

Markey wants some answers. It is uncer-
tain, he said, whether the rate increases
over the past two years were one-time ad-
Jjustments or reflect a continuing trend. *‘It
is unclear what role increased capital costs,
increased programing costs and increased
advertising revenues have played.”” Plus,

not always the most popular.

Cable system 1986
Very small {(up to 1,000) $11.07
Small (1,001-3,500) 10.91
Medium (3,501—10,000) 10.65
Large {10,001-50,000) 1113
Very large (50,001 +) 11.72
All systems 11.23

The bottom line on the General Accounting Office’s survey of cable
system's rate hikes was that the “lowest priced” basic service rose
29% over a 23-month period (Dec. 1, 1986-Oct. 31, 1988). But there
was plenty above the line for cable and its critics to ponder.
The survey also found that rates for the “most popular” basic
service jumped 26%. The GAQ distinguished two classes of basic
service because a guarter of the systems surveyed offered more than
one tier of basic, and the lower priced service on those systems was

The survey's other key finding was that revenue per subscriber—
Lowest priced basic service

GAO cable TV tally

by more than 5%.

(average charge/sub.) (average charge/sub)

1988 % change 1986 1988
$13.72 239 $11.30 $13.91
13.86 27.0 11.20 14.16
14.01 31.5 10.96 14.10
14.53 30.5 11.58 14.87
14.94 27.5 12.31 16.17
14.48 28.9 11.70 14.77

which, the GAO said, is “roughly analogous" to a subscriber's month-
ly bill—increased just 14%, from $21.58 to $24.68. The revenue per
subscriber did not rise as fast as basic rates because it factors in the
the price of pay services and other services {second-set hookups
and remote control). The survey found that pay services actually
dropped slightly, with no individual or combination of pay decreasing

The G/_-\O sent questionnaires to 1,950 randomly selected cable
systems in five size groupings (see chart). After several follow-ups,
the GAO compiled responses from 1,450.

Most popular basic service

Average monthly revenue

% change 1986 1988 % change
231 $17.61 $20.1 141
26.4 18.26 21.46 17.5
28.6 19.03 22.32 17.3
28.4 21.30 25.06 17.7
23.2 23.72 26.28 10.8
26.2 21.58 24.68 144
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segment of the entertainment industry
breaks through [with excessive violence,
sex or abusive language] and competitors
feel they have to match that with their own
titillating action or excessive violence.”

Levy cited one example—an episode of
NBC'’s St. Elsewhere (canceled a year ago),
where a doctor dropped his pants, mooned
the camera with his bare behind and told
another doctor to *‘kiss my ass.’” That, said
Levy, *‘is a producer getting away with
murder—the murder of the English lan-
guage, and the murder of all these standards
the networks say they have in place.”

Levy’s comments, he said, reflected his
own feelings and not those of the Caucus

Jamie Kellner, president, Fox Broadcast-
ing Co., said there is *‘a very fine line be-
tween what gets on the air and what does not.
You try to be as responsible as you can, but
let creative people have an outlet to demon-
strate ideas. I doubt these kinds of things can
be legislated or handled in a code. You need
responsible executives looking at these issues
at each stage of program development, from
concept to broadcast.”

Statements from both NBC and CBS re-
flected a similar view—that mechanisms
already in place are adequate checks for
what goes on the air. An executive at NBC,
wishing to remain anonymous, acknowl-
edged that in some instances, programs or
segments have aired that perhaps should not
have.

*‘There were two scenes in [last season’s
mini-series| Favorite Son that many people
took exception to,’’ the source said. “*And
Sex Tapes was disgusting, although much
of the lurid behavior was referred to off-
screen. The point is, we program well over
a thousand hours of prime time programing
each year and the vast majority airs without
complaint. To us, this sounds like a call to
other [media outlets] to get some standards
in place.”

Indeed, cable has largely gone unregulat-
¢d in this area, either by the FCC or any
sort of voluntary industry code. “*They let
films run the way they are made,’” unlike
local broadcast stations that are required to
edit sexually explicit scenes or language, or
face FCC-imposed penalties.

Last week, however, cable executives
were not clamoring to embrace Congress's
proposed legislation any more than the
broadcast networks were. “‘I'm not so sure
an antitrust exemption is really necessary,”
said Henry Schleiff, chairman and chief
executive officer of the broadcast and enter-
tainment groups at Viacom International,
which owns Showtime, The Movie Chan-
nel, MTV, Nickelodeon, and VH-1.

Ultimately, said Schleiff, *‘the viewer is
the censor. They have guided us in the past
and will guide us in the future.”” Viacom's
cable networks do not have separate pro-
gram standards departments, said Schleiff.
“‘But viewer tastes and sensitivities are
clearly factors in each program we produce,
buy and schedule for air. We have a hearing
every day before 92 million households.”

Officials at NBC and ABC said they
would take part in industry discussions if
Congress specifically asked them to. A
CBS spokesman said: **We don’t oppose it

TOP OF THE WEEK

| Good news. New prima fime news shows ol MBS and ABC did well in their firss
| outings last week. On Wadnesday night, MBC's Yesfenday, Poday and Tomoserrow
| {above right) posted a 12 raling/23 share against reruns of Wiseguy oo GBS (with a
7.1/14) and China Beacly an ABC (8 2116), The ratings performance was the best for
an NBC prime time news serias in 10 years, On Thursday, ABCs Prime Time Live
| {left) got a 10/18, compared to tha last hour of @ CES movie, Outbeek Boeed {11.7721)

and a rerun of NBC's L. A. faa (171.8/21). Bath ono-nour news shows posted slrong

increases over their lead-ins.

[the legislation], we just don’t understand
the need for it.”

The CBS spokesman said the network’s
position had not changed since network
vice president Beth Waxman Bressan testi-
fied before the House Judiciary Committee
in May on the issue. At the time, Bressan
said: **It would certainly be more difficult
for an industry committee to deal with the
myriad questions of taste and audience pref-
erences than it would be for any industry
member to do on its own.”’

But some producers took issue with the
stand that the networks are doing enough.
Jim McAdams, a producer with Universal
Television, who served as executive pro-
ducer of The Equalizer, said network ef-
forts to deal with the violence issue have
been ‘‘reactive and not totally responsi-
ble.’” Congress’s approach, he said, ap-

pears ‘‘sensihle...the key words heing vol-
untary and producer participation.”
McAdams questioned whether the enter-
tainment industry was doing enough to
‘‘make a positive comment about how vio-
lence can be curtailed. And in a way, tele-
vision has a sort of parental position in all
this. It often says more to the kids than their
parents say to them in a lifetime.”’
Other producers believe the current give
and take between producers and networks
on content issues works well. ““You come
to a pretty good compromise,’”’ said Zev
Braun, executive producer of CBS’s Tour
of Duty. **My criteria has always been good
taste. And if you can persuade the standards
and practices people that certain scenes are
there to get a point across and not for pur-
poses of titillation, it’s been my experience
they will go along.” -5M
-_

GTE wins big in libel case against HSN

Charges of fraud by shopping service
against phone company turned down;
Florida jury says HSN executives

must pay damages; HSN will appeal

Home Shopping Network and two of its
executives were ordered to pay GTE Corp.
$100 million in damages in a libel case last
week. Although legal experts said they ex-
pected the amount of the judgment to be
lowered, the verdict followed other recem
bad news for the company.

The libel judgment stemmed from an
April 1987 news release in which the com-
pany said Florida subsidiaries of GTE had
caused the company to lose 50% of its
incoming phone calls in March 1987. Later
that year, HSN filed a $1.5 billion lawsuit
against GTE, accusing it of misrepresenting
equipment it sold to HSN and covering up
phone problems that cost HSN more than
$500 million in revenue. GTE’s counter-
claim of libel was filed in November 1988.

After a six-week trial, a six-person jury
assessed damages of $20 million against
HSN, and $40 million apiece against HSN
Chairman Roy Speer and President Lowell
Paxson. The money is to be paid to two
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Florida-based subsidiaries of the Stamford,
Conn.-based GTE Corp. The Florida jury
found that GTE and its subsidiarics were
not guilty of HSN’s charges of fraud.
First Amendment lawyer Floyd Abrams,
of the law firm Cahill, Gordon & Reinde,
said, *'It seems unlikely that any significant
part of [the libel award] will withstand re-
view. It is also inherently incredible that a
telephone company would lose $100 mil-
lion or $50 million or $1 million in revenue
because a subscriber complains.”
Though unspecified, the damage award
appeared to have been punitive rather than
compensatory in nature. GTE did not specify
how much it sought in damages, or present
evidence during the case to document any
losses it might have suffered as a result of
HSN’s press release, a GTE spokesman.
said. *‘We had basically stated in our closing
arguments that this was not a matter of mon-
ey; this was a matter of integrity,” he said.
**We are confident the verdict will be
reversed on appeal and that HSN will pre-
vail in a new trial on all of its claims,’” said
Nando DiFilippo, HSN executive vice pres-
ident and general counsel, in a state-
ment. ~GM



-1 TOP OF THE WEEK

Playboy going PPV

Playboy Enterprises Inc. announced last Thursday it will dis-
continue The Playboy Channel premium cable service and
convert it into Playboy At Night, a new pay-per-view service,
starting Dec. 1. Christie Hefner, chairman and chief executive
officer of Playboy Enterprises, also said Playboy Late Night,
a weekly one-hour series, will be launched for the syndicated
market in Europe.

Citing a decline in subscribers to approximately 400,000,
Hefner singled out “low access, low customer satisfaction
and low product support” as plaguing the channel over the
last year. She said the service “peaked” at 750,000 subs in
1984. "We felt like it was time to get further involved with the
action in the PPV arena. We have been encouraged and
supported by MSQ's to marry our vertical services to pay per
view.”

The Playboy Video Entertainment Group will fold its existing
two-year-old Playboy On Demand PPV service and The Playboy
Channel into Playboy At Night, when it becomes available to
cable operators on Dec. 1. Dick Sowa, president of Playboy
Video Entertainment Group, said that Playboy On Demand's
growth in clearances over the last 18 months—from 12 to 75
cable operators—put the service “in front of 700,000 address-
able households." Coming off the same satellite feed as The

Playboy Channel, On Demand offered the same programing as
the premium cable channel on a nighily basis.

Playboy At Night will be priced at $4.95 per day, and will air
10 hours daily, 8 p.m.-6 am. ET. A monthly service will be
maintained on a permanent basis at a $10 rate. Sowa says
the company hopes to convert the 500 existing affiliates for
The Playboy Channel (which originally launched in November
1982) to the “16 original programs and 16 original [R-rated]
movies' that will be offered monthly on Playboy At Night.
Other programing on the service will be culled from Playboy's
video library.

Hefner placed the marketing and programing budget for
the new PPV service at $10 million, and Sowa later said
startup costs are included in the figure, along with what he
estimated as “minimal conversion costs.’

Sowa announced that Playboy Late Night will be distribut-
ed overseas by Playboy Video Entertainment Group, and that
“an agreement in principie” has been reached with “major
networks™ in Spain, Italy and France. The program is format-
ted as a weekly one-hour magazine (with 26 available epi-
sodes), in what Sowa said will give the international customer
“flexibility” to insert their own pre-produced segments. He
said more details will be released by mid-October.

DIC to introduce new syndicated kids’ block

In addition to its ‘Super Mario Brothers’
show, company is now producing ‘King
Koopa’ for Fox’s kKTTvV L.A.; plan is to
develop two more programs to form
two-hour DIC-produced block

Competition for younger viewers is about to
get even more intense as DIC Enterprises
prepares 10 launch its own syndicated chil-
dren’s programing block.

DIC, which produces The Super Mario
Brothers Super Show, based on the popular
Nintendo video game characters. is also
producing a companion show titled King
Koopa's Kool Kartoons, also based on a
Nintendo character, with plans for addition-
al shows to follow.

Although The Super Mario Brothers Su-
per Show has already been cleared through-
out most of the country by Viacom, the
companion show is being produced solely
for Fox O&O kTTv(TVv) Los Angeles. The
two DIC-produced shows make up one hour
of the scheduled two-hour block on the Los
Angeles independent station, with the syn-
dicated Muppet Babies starting off the block
at 3 p.m., followed by Alvin and the Chip-
munks. The Maiio Brothers show is sched-
uled at 4 p.m.. and the block concludes
with the Koopa show, which will air classic
cartoons along with live action segments.

The station is marketing the two-hour
block as King Koopa and the Foxr Fun
Club. with a live-action Keopa character
-appearing numerous times throughout the
block. Andy Heyward. president, DIC En-
terprises, said the Koopa character will *‘be
the glue that holds the two hours together.”

Heyward said the decision to produce the
block was made after Greg Nathanson, gen-
eral manager, KTTvV, approached Heyward
with the idea to launch a children’s pro-

graming block to compete with Disney’s
upcoming two-hour block. KTTV is current-
ly the top-ranked station in the market, and
Nathanson said the DIC block is a measure
being taken to retain that ranking.

The Disney block, made up of four Dis-
ney-produced shows (Dueck Tales, Chip 'N”
Dale's Rescue Rangers. Tale Spin and
Gumini Bears), will begin airing as a block
nationally in September 1990. Duck Tales
and Chip "N' Dale’s Rescue Rangers will be
paired this fall, with the other two shows
jointng them in fall 1990.

KTTv has been carrying Duck Tales. but
starting this fall the station loses the show,
one of its strongest atternoon performers,
when it moves to KHI-Tv.

Heyward says marketing the Koopa show
on a national basis i1s not aggressively being
done now, “‘but it definitely has a life beyond

King Koopa
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what we're doing now.” Eventually, Hey-
ward says the plan is to develop two more
shows t0 go along with Mario Brothers and
Koopa, forming a two-hour, DIC-produced
block. But, he said, “*“We need some audi-
ence validation’” before moving ahead.

Even without marketing the two DIC-
produced shows, Heyward says individual
deals have been made with KITN(TV) Minne-
apolis and WGBS-TV Philadelphia to deliver
a “"generic version’ of the two DIC shows
in the KTTv block, after the stations ex-
pressed interest in the project.

The King Koopa and the Fox Fun Club
debuts Sept. 11. when children will be in-
troduced to Koopa, who will emerge from a
manhole cover in Hollywood and lead a
band ot his followers through the streets,
eventually ending up at the KTTv studios,
where he will take over a mock children’s
show in progress and claim the station is
now KTv (Koopa Television).

Heyward says the wide appeal of the
Nintendo game systems and characiers
make the prospects for both shows especial-
ly promising. He said that although many
kids® shows appeal either to voung boys,
young girls, or to older children, the game
and its characters appeal to all children as
well as to teens. Nintendo estimates that by
the end of this year there will be 19 million
homes with the game system, representing
21% penetration of the country, or one out
of five households.

In addition to the Disney and DIC kids’
blocks, Fox is developing a kids™ block for
its stations, with the first half-hour expected
to debut in 1990. Fox intends to use Satur-
day morning as a testing ground to deter-
min¢ which shows will be moved 10 the
Monday  through  Friday  afternoon
block. -5C
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Senatorial inquisition. It was a tense if not grueling Senate confirmation hearing for FCC nominees Andrew C. Barrett, Alfred Sikes and
Sherrie Marshall, who were pressured by Commerce Committee Democrats to disavow the marketplace policies of the Reagan FCC. It
seemed the most unsettling for Barrett (left}, who committed the faux pas of the week when he suggested the members keep in mind that
there is a "market” for indecent programing. There were some rocky moments for chairman-designate Sikes {on left at center) despite the
backing of his long-time comrade. Missouri's senior senator, Republican John Danforth (on right at center). But it was Marshall {right) who

drew kudos for her presentation and for her sidestepping of senatorial land mines. She was, as one Senate staffer said,

“the star.

Congress asserts its dominion over FCC

Senate Commerce Committee lays down law to nominees;
Hill priority is regulation of indecent, violent programing

Congress made itself clear lust week: It makes policy, the FCC
carries it out. That was the overriding message delivered wt last
week's Senate Commerce Committee confirmation hearing of FCC
nominees Allred Sikes (chairman). Andrew Barrett and Sherrie
Marshall. The committec members were explicit in their desire to
see the Sikes FCC tighten the reins on the industries they regu-
late. Commerce Committee Chairman Ernest Hollings (D-S.C.)
summed it up: **You lolks take an oath to regulate. not deregulate.
[ can’t get that through your heads.”™

The Hollings frustration was directed primarily at FCC's that
weren’t there: the last two Republican administrations headed by
Mark Fowler and Dennis Patrick. But he and his colleagues didn’t
hesitate to 1ar the new nominees with the same brush.

From the tenor of the hearing it was equally clear that lawmakers
wanted the FCC to assign pnomy status to the regulation of
indecent and violent programing. *‘l have long suppnned and
continue to support the Bill of Rights,” said Daniel Inouye (D-

Hawaii) at the close of the hearing. But, I must confess that there *

are times when my support is strained and | think now is the time,
because as chairman of the Communications Subcommittee, 1 am
well aware of the filth and garbage that America is almost required
to view each day.

A panei rcpresemme anti-indecency groups and the religious

right testified against the Sikes nomination (BROADCASTING, July
31). They claimed the former head of the National Telecommuni-
cations and Information Administration would ignore their con-
cerns about indecency.

““My problem with the nominee is that he will not address the
decency issue.”” said Ed McAteer. president of the Religious
Roundtable, Memphis. Sikes may be “‘technically qualified,”” said
McAteer, but he appears to lack a commitment to deal with
indecency matters. He was joined by Ray Moore of the Palmetto
Family Caucus, Columbia, 8$.C., and Peggy Coleman, who testi-
fied on behalt of the American Family Association, whose execu-
tive director, Donald Wildmon, was ill and could not attend.

There were senators who also were troubled by the Sikes. Barreu
and Marshall nominations, viewing them as an extension of the
Dennis Patrick and Mark Fowler FCC's. That complaint was
lodged by Senators Al Gore (D-Tenn.) and Jay Rockefeller (D-
W.Va.), who voted against them in committec although 15 other
Commerce Committee members approved the nominations.

Gore said he was sending a ‘*signal. [ do not think what the FCC
has been doing is in the public interest.”” Gore. who launched into
a tirade against the agency during the confirmation hearing, was
especially vocal about the FCC's failure to clean up the airwaves.

‘I believe the American people are sick and tired of what 1s
going on. And I am not doing this for the effect of the words
magnified in news coverage,”” said Gore.

Rockefeller did not attend the hearing, but said his vote was
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FCCnominees Marshall, Sikes and Barrett face members of Senate Commerce Committeeduring confirmation hearing last week (| to r): Ted Stevens (R-
Alaska), John Danforth (R-Mo.), Daniel Inouye (D-Hawaii), Ernest Hollings {D-S.C.), Wendell Ford (D-Ky.), Al Gore (D-Tenn.), John Kerry (D-Mass.)
and John Breaux (D-La.).

“‘symbolic’’ of his dissatisfaction with the
Reagan-Bush approach to dereguiation. He
told reporters that his concern about televi-
sion violence and indecency was a factor in
his action. ‘‘Television has not been very
helpful to the younger generation of this
country,”’ said the senator.

For more than two hours, Senate Com-
merce Committee members grilled the
nominees, resulting in some tense mo-
ments, especially for Barrett, whose re-
sponses to several questions concerned
some members. Barrett has been a commis-
sioner with the Illinois Commerce Commis-

violent”’ programing, Barrett said he found
both “‘offensive.”’

But it was the statement that followed
that raised some senators’ eyebrows. ‘It
seems to me that what we perceive to be
indecent is not on television because there
is no market. There is a market for indecen-
¢y out there and [ think we ought to keep in
mind that there is an America out there,
otherwise they would not be shewing it,”
said Barrett.

Gore said he was ‘‘puzzled’’ by Barrett’s
response. ‘‘I am not suggesting that I be-
lieve it ought to be on television,’’ said the

sion since 1980. When Inouye asked how
the nominees would treat ‘‘indecent and

&
!

TN

FCC candidate. *‘1 am simply suggesting
that if there was not a market out there for

Chilling tape. Senator Albert Gore (D-Tenn.), in decrying sex and violence on the
airwaves at last week's confirmation hearing, said a Nashville radio station had in an
"entertainment” program aired a tape of a Phoenix man stabbing to death his wife and
young stepdaughter, who had left her tape recorder running. An aide to Gore later
identified the station as Jacor Broadcasting's wyHy(FMm) Lebanon, Tenn. (Nashville) and
said the broadcast occurred a few weeks ago (the man was convicted of murder on
June 21). When asked by BRoaDCASTING about the incident, Mike Kenney, general
manager of the station, said the tape was aired as part of a morning newscast, not as
entertainment. Kenney aiso noted that wyHy was not the first to air the tape. A
spokesman for Fox Television's A Current Affair confirmed that the program had
aired a “few seconds” of it on July 17.

Revisionist. Senator Ernest F. Hollings (D-S.C.) offered his own version of telecom-
munications history during the confirmation hearing on President Bush’s three FCC
nominations last week. Speaking of the need for regulation that technology has
generated, the chairman of the Senate Commerce Committee referred to “the
historic case of William Paley on top of the Wanamaker building at the sinking of the
Lusitania.” Paley, he said, used his wireless to help in the rescue of survivors.

Historians recall things differently: It was the young David Sarnoff, later the head of
RCA, who over 72 hours in April 1912 used a wireless to relay word of the sinking of
the Titanic. Paley, who was to establish CBS, was 14 years old when a German
submarine fired the torpedo that sank the British liner, the Lusitania, on May 7, 1915,
and helped precipitate America’s entry into World War |.

But Hollings did get one thing right: Sarnoff performed his historic mission in a
radio station established by John Wanamaker atop his Manhattan degartment
store.
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it, and if there was not viewership out
there, 1 would suggest it would probably
not be there. I find it as horrible as most
people do.””

Later, another of Barrett’s remarks pro-
voked Hollings. The senator asked the
nominees if they were there to carry out
their own policy or the policy of Congress.
““I think I am there to carry out the policy
of the Congress,”” Sikes said. "'l agree.
You make the policy and we implement
it,”” Marshall replied.

But Barrett chose another course. “‘I
would think that as long as the Congress’s
policy is in the public interest, I certainly
would agree with Mr. Sikes.”

“Now wait a minute,” said the chair-
man. “*You just busted your breeches, man.
You cannot come along with that answer.
We cannot have an individual measure of
the public policy,”” scolded Hollings. Bar-
rett quickly corrected himself: ‘1 would
think that any piece of legislation that
comes out of either House here, Senator,
would be in the public interest, and if that is
the answer you are seeking my answer is
yes, | would support that.”

Indecency was a primary issue for many
on the Senate panel. Hollings was particu-
larly critical of the FCC's earlier indecency
rule that created a safe harbor for the broad-
cast of indecent material between midnight
and 6 a.m. Last fall, following President
Reagan’s signing of an indecency law, the
FCC unanimously adopted a new policy
that prohibits ‘‘indecent’’ broadcasts 24
hours per day. But the policy and underly-
ing law are being challenged in court and
on Jan. 23 the U.S. Court of Appeals grant-
ed a stay request on the 24-hour ban.

“That ragamuffin commission that pre-
ceded you said: *‘Oh well, you can get ob-
scene from midnight to 4 [sic] in the morm-
ing.” Can you imagine grown people
coming along with that nonsense? Garbage
is garbage, regardless of the time of day,”
argued Hollings.



Sikes indicated that industry self-regula-
tion is one way to deal with violence and
indecent programing. Said Sikes: *‘When i
first became a broadcaster in the late 1970s
there was something called the NAB Code,
and as a broadcaster [ subscribed to that
code and it set, I think, rather high stan-
dards. | would once again like to see the
broadcasters have an opportunity, without
fear of action against them under an anti-
trust theory, to come together and set high-
er standards.””

Marshall’s answer was exactly what the
lawmakers wanted to hear. Marshall is with
the Washington law firm of Wiley, Rein &
Fielding. **Mr. Chairman, | am committed
to a vigorous enforcement of the congres-
sional ban on broadcasting indecent pro-
graming. | think that the regulations are
justified in this area because of the perva-
siveness of the media and because of the
unique accessibility of children to the pro-
graming."’

Moreover, Marshall’s stand on children’s
television was apt to please the senators.
She feels broadcasters must be responsive
to the needs of children. And she said she
thought the FCC made a ‘*mistake’” in lift-
ing the limits on advertising during chil-
dren’s shows.

Marshall, who served at the FCC under
Patrick for a year as director of the office of
legislative affairs, was queried by Gore
about her role there. She was quick to point
out that she came in after the FCC’s deci-
sion to abolish the faimess doctrine, which
drew laughter from the room. She said she
came on as the *‘resident pragmatist’’ to see
if she could improve the agency’s relation-
ship with Congress.

**I unfortunately underestimated just how
bad the relations were and the damage that
the fairness doctrine had done. | think the
one thing | accomplished when | was there
was that we did not surprise you anymore.”’

But Gore wanted to know if Marshall
shared Patrick’s philosophical view of the
FCC’s role. She told the panel that she
supported pro-competitive policies because
they can benefit consumers. But she em-
phasized that such policies have to be feasi-
ble and effective and benefit consumers.
““If they cannot do that, then we need to
have full and effective and fair regulation,””
she said.

Marshall did, however. indicate that she
felt fairness “‘raises some strong constitu-
tional questions,’” but if it is re-enacted she
will enforce it. Sikes made it clear that he
opposed the doctrine. He feels it inhibits
broadcasters and creates confusion.

Barrett, on the other hand, was in sync
with Hollings on this matter. Had he been
at the commission, he said he would not
have supported abolition.

The members kept coming back to pro-
graming content issues. Inouye wanted to
know if they would permit broadcasts of so-
called *‘snuff films'’—pornographic films
that include an actual murder. Barrett said
he did not think so. Sikes replied that he did
not know what the law said specifically in
that case.

inouye, however, was not willing to ac-
cept Sikes’s answer and pursued it further.
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““When a photographer is caught with a
snuff film, he is put in jail. But you would
permit that?’’ asked the senator.

Sikes apologized for *‘being a little slow
on the uptake.”” He stressed that it was his
“‘hope it would not be permitted.”

In elaborating further on his position on
indecency, Sikes told the senators that as a
broadcaster who operated a rock-formatted
radio station, he directed his manager to
remove vulgar lyrics, a responsibility he
felt he owed to the public as a broadcaster
holding a public license.

‘‘As a father, I specifically did not take
that tier of cable television that included
HBO and MTV, when it was first offered to
me in Springfield, Mo. I felt that my
daughters, all of whom were in their carly
to mid-teens, should not be exposed to

that.””

Sensing that he may have alarmed com-
mittee members, Barrett later sent a letter to
Hollings clarifying his comments. “‘There
is no question that preventing obscene and
indecent broadcasts is a critical function of
the FCC,’” wrote Barrett. He pledged to do
‘“‘everything in my power under the law to
ensure that licensees across the nation
broadcast programs that comport with the
highest moral standards of our society.””

Other issues did crop up. The FCC nomi-
nees were asked to reveal their views on
cable television, high-definition television
and whether or not the Bell operating com-
panies should be liberated to become a pro-
vider of information services.

Sikes said he did not favor lifting all the
restrictions but is on record at NTIA sup-

Swan

song

Howard Landau, the soon-to-retire head of the FCC audio-video operation, tweaked
FCC Chairman Dennis Patrick at the start of last Thursday’s commission meeting—
Patrick's last after six years as a commissioner and two as chairman—by piping in
Frank Sinatra’'s “My Way."”

“That bit of audio levity,” as Patrick called it, set the stage for Patrick's formal
goodbye to the agency in which he praised his fellow commissioners and agency staff
for their contributions during his two years at the helm. "I believe together we have
accomplished a great deal...in terms of promoting First Amendment values, freedom
of contract, technological advances in broadcasting and telecommunications, market
entry and competition—those values by which we act and live.”

To a great extent, Patrick did do it his way. But, on occasion, his regulatory (or
deregulatory) ambitions were foiled by Commissioners James Quello and Patricia
Diaz Dennis, whose power was magnified by being the only two other votes through
much of Patrick's chairmanship. The commission normally has five members.

Patrick called Quello a "mentor,” but then guipped, "He has kept my fat out of the
fire several times, and several times he has actually thrown it into the fire. But | guess it
was a learning experience.”

Patrick, whose personal relationship with Dennis has been strained, acknowledged
they have disagreed at times, but said “we have agreed on the vast majority of items
and | think the result...has been very, very positive.”

Quedlo said he supported Patrick 95% of the time on agenda items. Nonetheless, he
said, "I'm with you 100% personally, socially and you have my very best wishes for
continued success in a very promising future.”

Dennis's comments reflected an ambivalence about working with Patrick. "I fee! a
little bit like buddies who have been in battle together,” she said. “Oftentimes, we
have been in the same foxhole...and some think we probably shot across each other
while we were in it, but for the most part we were battling others....| think at some point
we sit back and swap war stories and look back with a lot more fondness perhaps
than time allows us now.”
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porting some relaxation. ‘I think it is very
hard to [say]...what particular companies
can do and cannot do in an area that is
changing rapidly,”” explained Sikes.

Barrett said his state supports lifting
some of the prohibitions, but he wants (o
move slowly on the matter. Marshall sug-
gested that Congress give the FCC some
“guidance.

Senator John Kerry (D-Mass.) expressed
an interest in how the FCC might deal with
the migration of sports programing from
over-the-air television to cable. Sikes told
Kerry there was not *"much precedent for
dictating to programers how they are to
distribute their programing.”” But he prom-
ised to track siphoning developments.
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Gore wanted to know what they would
do about cable and its “‘monopoly”’ power.
**I share your concerns about the monopoly
power. I would like to study it carefully.””
replied Marshall. ‘I hear you, Senator,”’
said Barrett. **We have the same problems
in Chicago. I think, that you have stated.””

Sikes said he intended to carry out the
1984 Cable Act. which directs the FCC 10
evaluate the impuct of deregulation.

All three candidates were responsive to
Hollings’s desire to see the U.S. compete
with the Japanese in the area ot HDTV.
“We need a single standard for terrestrial
broadcasting, and you are the ones to work
that out and position the United States so
that we c¢an be in a competitive position

e —— ——

with Japan.”” the chairman said.

Marshall said she believed the FCC,
Congress and the executive branch should
work together to ensure that **U.S. industry
is a leader in the development of HDTV.”

The nominees came politicatly prepared.
Sikes was introduced by his long-time
friend, Commerce’s ranking Republican,
John Danforth of Missouri, and by the
state’s other Republican senator. Kit Bond.
Senator Paul Simon (D-111.) presented Bar-
rett, and Marshall was endorsed by North
Carolina Senators Jesse Helms (Repubii-
can) and Terry Sanford (Democrat).

It was expected that the Senate would
confirm the nominees late Friday night
(Aug. 4) before its August recess. -KM

GAO on cable: rates OK, but industry needs regulation

At hearing on Hiil, Ols says study
shows 14% overall subscriber bill
increase over two years; statement
that medium is monopoly causes furor
among NCTA, some congressmen

It was a good-news, bad-news situation for
the cable industry last week when the Gen-
eral Accounting Office released its long-
awaited survey on rates belore the House
Telecommunications Subcommittee.

The good news: The GAO statistics did
not provide the ammunition cable critics on
Capitol Hill and elsewhere might have
hoped tor to press their case for reregulat-
ing cable or opening it up to competition
from the telephone industry. The study
showed a 29% increase in basic cable rates
over 1wo vears and a 4% increase in the
overall average subscriber bill.

The bad news: Asked what it all means,
the GAO official who presented the study
said it showed cable was a monopoly in
need of reregulation. **With no competition
and limited regulation, | believe we have a
monopoly.”

And when asked by House Telecom-
munications Subcommitiee Chairman Ed
Maurkey (D-Mass.) about the findings’ im-
pact on consumers. GAO’s John Ols, asso-

ciate director tor resources, community and
economic development, said it was “‘bad
news.’’

Ols’s comments changed the tenor of the
hearing. [f it were not for his remarks, the
hearing would have been a ‘‘ho-hummer,”’
said one cable source. National Cable Tele-
vision Association officials set out to mini-
mize any fallout from Ols’s assessment by
challenging his authority o speak on behalf
of the GAQ. "'I think the guy went beyond
his commission.”” said NCTA President
James Mooney, who also said he thought it
was highly unusual for a GAQ representa-
tive 10 issue opinions on policy.

NCTA’s effort to undercut Ois com-
menced immediately. During a hearing
break, it apparently conferred with Don Rit-
ter (R-Pa.) and Dan Schaefer (R-Colo.),
who returned to scold Ols for speaking out
of school. ““How you can draw the conclu-
sion that there is a need for rate regulation
is beyond me,"" said Ritter.

Schaeler, whose district is home to sev-
eral cable MSQO'’s, wanted to know why Ols
did not include his comment as part of the
written report. The GAQ executive said he
was under tight time constraints and could
not, but that in anticipation ol the question,
he had cleared his answer with the agency’s

general counsel. *The GAO backs me; |
talked with the general counsel.”” Ols told
reporters upon leaving the hearing.

Later, BROADCASTING talked with GAO
spokesmun Cleve Corlett, who said Ols
‘"obviously speaks for the GAO.”” NCTA
also said Ols was quoted in Newsday saying
he was ‘‘mad because his cable operator
raised his rates.”

And Milton Sccolar, speciul assistant to
the comptroller general, told BROADCAST-
ING that Ols “*certainly represents GAO in
an official capacity,”’ but that he gave his
‘personal view.” Nevertheless. Socolar
did not consider Ols’s remarks “‘off the
wall™* and said, “*This is an area that bears
looking at.”

Despite the uproar over whether Ols was
out of line, one cuble source felt the hearing
was ““inconclusive.”” As Markey pointed
out. there are still some outstanding ques-
tions, and he has asked GAO for a second
study.

Markey wants some answers. It is uncer-
tain, he said. whether the rate increases
over the past two years were one-time ad-
Justments or reflect a continuing trend. *‘It
is unclear what role increased capital costs.
increased programing costs and increased
advertising revenues have played.”” Plus,

The survey also found that rates for the

not always the most popular.

Cabie system 1986
Very small (up to 1,000) $11.07
Small (1,001-3,500) 10.91
Medium (3,501—10,000) 10.65
Large (10,001-50,000) 11.13
Very large (50,001 +) 11.72
All systems 11.23

The bottom line on the General Accounting Office’s survey of cable
system's rate hikes was that the “lowest priced” basic service rose
29% over a 23-month period (Dec. 1, 1986-Oct. 31, 1988). But there
was plenty above the line for cable and its critics to ponder.

service jumped 26%. The GAO distinguished two classes of basic
service because a quarter of the systems surveyed offered more than
one tier of basic, and the lower priced service on those systems was

The survey's other key finding was that revenue per subscriber—

Lowest priced basic service

GAO cable TV tally

"most popular” basic

by more than 5%.

{average charge/sub.)

1988 % change 1986 1988
$13.72 23.9 $11.30 $13.N
13.86 27.0 11.20 14.16
14.01 31.5 10.96 14.10
14.53 30.5 11.58 14.87
14.94 275 12.31 15.17
14.48 28.9 11.70 1477

which, the GAO said, is “roughly analogous” to a subscriber's month-
ly bill—increased just 14%, from $21.58 to $24.68. The revenue per
subscriber did not rise as fast as basic rates because it factors in the
the price of pay services and other services (second-set hookups
and remote control). The survey found that pay services actually
dropped slightly, with no individual or combination of pay decreasing

The GAO sent questionnaires to 1,950 randomly selected cable
systems in five size groupings (see chart). After several follow-ups,
the GAO compiled responses from 1,450.

Most popular basic service
{average charge/sub.)

Average monthly revenue

% change 1986 1988 % change
23.1 $17.61 $201 141
26.4 18.26 2146 17.5
28.6 19.03 2232 17.3
28.4 21.30 25.06 17.7
23.2 23.72 26.28 10.8
26.2 2158 2468 14.4
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GAQ's Ols testifies

he added, it was uncertain whether rate
increases were linked to the increasing
number of systems that have changed own-
ership over the past two years.

As for the study itself. Markey cited sev-
eral ‘‘worrisome statistics.”” He was trou-
bled by the finding that 17.6% of cable
subscribers incurred a rate increase of more
than 50%, ‘‘with more than one in four
cable subscribers incurring a more than
40% rate increase.”

But he also made it clear that the results
were not ‘‘uniformly gloomy." " It appears,
he said. that a majority of cable operators
have been ‘‘responsible and fair in estab-
lishing basic cable rates in the years since
deregulation.™

NCTA’s Mooney told lawmakers that ca-
ble subscribers are getting **a lot more for
their money than was the case even three
years ago.”” GAO. he said. says the aver-
age number of basic channels rose from 27
in 1986 to 32 by the end of 1988. **And. in
terms of cost to the consumer per channel,
the GAO numbers say that cost to the con-
sumer has stayed almost flat, going from 44
cents per channel in 1986 to 46 cents per
channel in 1988."

Prior to deregulation, cable prices ran
72% behind the consumer price index.
Mooney said. noting that even now the
average basic rate “'is still $1.77 below
what the 1972 basic rate would be today if
it simply had kept pace with inflation.™

There has also been a ‘‘dramatic™ im-
provement in cable programing, said Moo-
ney. *‘This is a direct result of a 66%
increase in basic programing expenditures
by operators’” over the past two years, he
said.

**Basic cable remains a good buy for the
average family—32 channels of service tor
$14.77 a month, about 50 cents a day and
less than it costs to take the family out to
the movies for just one evening,”” stated the
NCTA president.

Amos B. Hostetter. chairman and chief
executive officer of Continental Cablevi-
sion, a Boston-based MSQO. summed up his
testimony by stressing that the GAO study
clearly shows that the average subscriber’s
bill rose 14%. **That to me is not justifica-
tion for a return to regulation.”™”

Richard Plunkett, president of Fairmont
Cable, Fairmont. Minn., spoke on behalf of
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Chairman Markey confers with
Continental Cablevision's Hostetter

the Community Antenna Television Associ-

ation. Plunkett characterized the GAO’s

findings as ‘‘fair and accurate.”

Cable critics Rick Boucher (D-Va.) and
Jim Cooper (D-Tenn.) cited problems with
the report. Boucher was troubled by the
response rate. He felt the 25% of systems
that did not respond were likely to have
raised their rates far higher than the report-
ing systems. Cooper complained about the
*“‘secrecy”’ involved. ‘‘Cable rates should
be public. How can we check the honesty
of the response?”’ he asked.

Eighteen of the subcommittee’s 26 mem-
bers were in and out of the hearing. Some
vented their frustrations with cable. Ron
Wyden (D-Ore.}) wants to do something
about the trafficking in cable systems.
(Hostetter told Markey he thought it was
**appropriate’” 1o look at the trafficking is-
sue.)

Tom Tauke (R-Iowa) called on the sub-
committee to look at the issue of sports
events migrating from over-the-air televi-
sion to cable. *Cable, walks. quacks and
looks like a monopoly,” said Al Swift (D-
Wash.).

But there were also those members who
defended cable. Thomas Bliley (R-Va.)

NCTAs Mooney testifies

said he has heard no complaints from his
constituency over rates. Oxley said it was
his sense that subscribers are satisfied. Bill
Richardson (D-N.M.) said he did not see
the evidence that cable is a monopoly.
The hearing also gave city officials and
cable regulators an opportunity to discuss
the survey. Richard Kessel, New York
State Consumer Protection Board, said ca-
ble television deregulation has ‘‘been a di-
saster” for consumers. Fort Worth Mayor
Robert Bolen, on behalf of the U.S. Con-
ference of Mayors, said the GAO study
demonstrates what cities have argued all
along: **Cable operators are using their mo-
nopolistic powers to unfairly charge con-
sumers.’’ Steve Abrams, council member
from Rockville, Md., representing the Na-
tional League of Cities, recommended an
“‘overhaul and rewrite’” of the Cable Act.
And Peter Pratt, director of telecommunica-
tions, Somerville, Mass., who appeared for
the National Association of Telecommuni-
cations Officers and Advisors, told the sub-
committee that the eight communities north
of Boston served by Warner Cable have
seen average subscriber increases of 81%
since 1983, an annualized increase of
13%. KM

News service planned
by Conus, Viacom

Hubbard Broadcasting’s Conus Communi-
cations and Viacom Network Enterprises
announced plans last week to launch a 24-
hour news service for TVRO subscribers
that will also be available to local broad-
casters. The 50-50 joint venture will be
based in Minneapolis and provide sports,
weather and domestic and international
news patterned after an all-news radio
wheel. VNE President Ron Bernard said the
30-minute wheels will be repeated six times
a day. The network will be taped and fed
over Satcom 2R, but Bernard said it will
have the capability for live cut-ins, or more
frequent updates of material, when needed.

The service is scheduled to be launched
in November and will be available free to
TVRO subscribers. By January, the signal
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will be scrambled and available to TVRO
subscribers for an as yet unannounced fee.
Bernard said the service will be part of
Showtime's TVRO package and the price
would be competitive. The service will also
be available to TVRO homes on a stand-
alone basis. Broadcasters will be able to
purchase the service in part or in whole,
with independent stations among likely can-
didates, said Bernard. No cost structure was
released.

Bemard declined to discuss budgets, al-
though he said the operation would employ
35 to 40 people. Conus will maintain edito-
rial control over the service, he said. Ber-
nard said costs will be borne equally. He
said it has not been determined who will
handle advertising sales. a
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Mixed reactions to violence standards plan

Networks oppose congressional

idea of industry guidelines on
programing; some producers think
the idea is one whose time has come

Reacting to efforts by Congress to get the
entertainment industry to develop a set of
euidelines addressing violence, and possi-
bly sex and drug abuse in TV programing
(see page 69), broadcast and cable network
executives questioned the need for such
guidelines, citing the separate policies they
have in place.

Some producers agreed that current stan-

dards, and the give and take between pro-
gram producers and networks, provide ade-
quate checks and balances for what gets on
the air. However, other producers applaud-
ed Congress’s attempt to force the industry
to address an issue which some see as a
growing public concern.

At ABC, a company spokeswoman said
the network felt *“‘the legislation is not nec-
essary.”’ The proposed legislation would
partially exempt networks and producers
from antitrust laws, to the extent that they
would be allowed to meet and try 10 devel-
op guidelines concerning the portrayal of

violence, and possibly sex and drug abuse,
on television.

**'We have effective standards in this area
that operate very well,”” said the ABC
spokeswoman, outlining the network’s po-
sition. *‘We don’t feel an antitrust exemp-
tion is either necessary or desirable.’

David Levy, a Hollywood producer-writ-
er, and ¢xecutive director of the Caucus for
Producers, Writers and Directors, dis
agreed. Speaking of networks generally, he
said, “‘they may have mechanisms in place,
but they do not deal with these issues ade-
quately. The problem is,”” he said, ‘‘one

State of the Network Economy

Second quarter '88
Second quarter '89
% change

All other gross revenue from fime sales
Second quarter '88
Second quarter '89
P % change

Total gross revenue from time sales
Second quarter '88
Second quarter '89
% change

Less advertising agency commissions
Second quarter '88
Second quarter '89
% change

Total net revenue from time sales
Second quarter '88
Second quarter '89
% change

*Does not include color insertion revenues.

Revenue from client-supplied programing

**Includes no political parties/candidates revenues for the 1989 second quarter

(Add 000)
Prise Time  Late Night AN Daytime Children Sports News Total
$11,334 $0 $0 $0 S0 $3,490 $0 $14.824
5,832 0 0 0 0 9,235 0 15.067
-48.54 NA NA NA NA 164.61 NA 1.64
1,042,250 110,763 61,802 302,389 38,469 276,904 200,869  2,033,446*
1,180.182 120,757 66,384 259,047 36438 261,305 215,269 2,139,382*
13.23 9.02 741 -14.33 -5.28 -5.63 7.17 521
1,063,684 110,763 61.802 302,389 38.469 280,394 200,869 2,048.270
1,186,014 120,757 66,384 259,047 36,438 270,540 215,269 2,154,449
12,57 9.02 741 -14.33 -5.28 -3.51 7.17 5.18
158,000 16.614 9,272 45,353 5.770 41,331 30.131 306,471
177,902 18,113 9,958 38,857 5,466 40,092 32,291 322,679
12.60 9.02 7.40 -14.32 -5.27 -3.00 7.17 5.29
895,584 94,149 52,5630 257,036 32.699 239,063 170,738 1,741,799
1,008,112 102,644 56,426 220,190 30,972 230,448 182,978 1,831,770**
12.56 9.02 7.42 -14.33 -5.28 -3.60 7.17 5.17

Advertising dollars continued their recent shifts among dayparts in
the just-finished second quarter, while the overall three-network mar-
ket was up 5% to $1,831,770,000. According to data provided to
BroabCASTING by the Broadcast Financiai Management Association,
daytime saw further advertising erosion, white prime, news and late
night were up. The second-quarter daia, compiled by Arthur Young &
Co. from unaudited submissions by ABC, CBS and NBC, is roughly
comparable to last year's second quarter, which had no Olympics
programing and only $205,000 of political advertising.

Underlying market sirength, in both the upfront and scatter mar-
kets, accounted for much of prime's sizable 12.6% increase to just
over $1 billion. The daypart’'s revenue boost got added help, howev-
er, from some special factors, such as ABC's broadcast of War and
Remembrance, the fact that more original programing ran, with higher
ratings, in the second quarter due to the writers’ strike, and the fewer

hours of prime time inventory preempted by National Basketball
Association playoffs and finals than was the case in the prior year’s
quarter.

-The latter cause conversely contributed to a decline in sports
revenue, which fell 3.6% to $230.4 million, after strong double-digit
gains in the second quarter of the prior two years.

Daytime revenue fell 14.3% to $220.2 million, according to the BFM
data. Although the scatler advertising marketplace was reported to
have been strong, audience fall-off in the daypar limited the amount
of inventory, after makegoods, that the networks had left for sale.

Since a good pertion of the second-quarter revenue was deter-
mined more than a year ago in the upfront markelplace, certain
dayparts were still being affected by the transition to the people-
meter. One network executive cited children’s, off 5.3% to $30.9
million, as an example. -GF

——
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segment of the entertainment industry
breaks through [with excessive violence,
sex or abusive language] and competitors
feel they have to match that with their own
titillating action or excessive violence.”

Levy cited one example—an episode of
NBC's St. Elsewhere (canceled a year ago),
where a doctor dropped his pants, mooned
the camera with his bare behind and told
another doctor to ‘‘kiss my ass.’’ That, said
Levy, *‘is a producer getting away with
murder—the murder of the English lan-
guage, and the murder of all these standards
the networks say they have in place.”

Levy’s comments, he said, reflected his
own feelings and not those of the Caucus

Jamie Kellner, president, Fox Broadcast-
ing Co., said there is “‘a very fine line be-
tween what gets on the air and what does not.
You try to be as responsible as you can, but
let creative people have an outlet to demon-
strate ideas. I doubt these kinds of things can
be legislated or handled in a code. You need
responsible executives looking at these issues
at each stage of program development, from
concept to broadcast.”

Statements from both NBC and CBS re-
flected a similar view——that mechanisms
already in place are adequate checks for
what goes on the air. An executive at NBC,
wishing to remain anonymous, acknowl-
edged that in some instances, programs or
segments have aired that perhaps should not
have.

“*There were two scenes in [last season’s
mini-series] Favorite Son that many people
took exception to,”’ the source said. **And
Sex Tapes was disgusting, although much
of the lurid behavior was referred to off-
screen. The point is, we program well over
a thousand hours of prime time programing
each year and the vast majority airs without
complaint. To us, this sounds like a call to
other [media outlets) to get some standards
in place.”

Indeed, cable has largely gone unregulat-
ed in this area, either by the FCC or any
sort of voluntary industry code. ‘‘They let
films run the way they are made,”” unlike
local broadcast stations that are required to
edit sexually explicit scenes or language, or
face FCC-imposed penalties.

Last week, however, cable executives
were not clamoring to embrace Congress’s
proposed legislation any more than the
broadcast networks were. *‘I’'m not so sure
an antitrust exemption is really necessary,”’
said Henry Schleiff, chairman and chief
executive officer of the broadcast and enter-
tainment groups at Viacom International,
which owns Showtime, The Movie Chan-
nel, MTV, Nickelodeon, and VH-I.

Ultimately, said Schleiff, ‘‘the viewer is
the censor. They have guided us in the past
and will guide us in the future.” Viacom’s
cable networks do not have separate pro-
gram standards departments, said Schleiff.
“‘But viewer tastes and sensitivities are
clearly factors in each program we produce,
buy and schedule for air. We have a hearing
every day before 92 million households.™

Officials at NBC and ABC said they
would take part in industry discussions if
Congress specifically asked them to. A
CBS spokesman said: ‘‘We don’t oppose it

—1 TOP OF THE WEEK

increases over their lead-ins.

[the legislation], we just don’t understand
the need for it.”

The CBS spokesman said the network’s
position had not changed since network
vice president Beth Waxman Bressan testi-
fied before the House Judiciary Committee
in May on the issue. At the time, Bressan
said: “*It would certainly be more difficult
for an industry committee to deal with the
myriad questions of taste and audience pref-
erences than it would be for any industry
member to do on its own.”

But some producers took issue with the
stand that the networks are doing enough.
Jim McAdams, a producer with Universal
Television, who served as executive pro-
ducer of The Equalizer, said network ef-
forts to deal with the violence issue have
been ‘‘reactive and not totally responsi-
ble.”’ Congress’s approach, he said, ap-

Good news. New prime tima raws shows of MBC and ABC did well in their first
outings last week. On Wednesday mahl, NBC's Yesterday, Today and Tovtmorrom
(above right) posted a 12 rating/2%3 share against rerurs of Wiseguy on CBS (with a
7.1/14) and China Beach an ABC (8.2/15), The ratings perfarmance was the bast for
an NBC prime time news serigs in 10 years. On Thursday, ABC's Primee Time Live
(left) got a 10/18, compared to the last hour of a CBS mowva, Outbeek Bound {11.7727)
and a rerun of NBC's L.A. Law (11.5:21). Bolh one-kour news shows posted strong

pears ‘‘sensible...the key words being vol-
untary and producer participation.”
McAdams questioned whether the enter-
tainment industry was doing enough to
“‘make a positive comment about how vio-
lence can be curtailed. And in a way, tele-
vision has a sort of parental position in all
this. It often says more to the kids than their
parents say to them in a lifetime.”
Other producers believe the current give
and take between producers and networks
on content issues works well. ‘““You come
to a pretty good compromise,’”’ said Zev
Braun, executive producer of CBS’s Tour
of Duty. *‘My criteria has always been good
taste. And if you can persuade the standards
and practices people that certain scenes are
there to get a point across and not for pur-
poses of titillation, it’s been my experience
they will go along.”’ -SM

GTE wins big in libel case against HSN

Charges of fraud by shopping service
against phone company turned down;
Florida jury says HSN executives

must pay damages; HSN will appeal

Home Shopping Network and two of its
executives were ordered to pay GTE Corp.
$100 million in damages in a libel case last
week. Although legal experts said they ex-
pected the amount of the judgment to be
lowered, the verdict followed other recent
bad news for the company.

The libel judgment stemmed from an
April 1987 news release in which the com-
pany said Florida subsidiaries of GTE had
caused the company to lose 50% of its
incoming phone calls in March 1987. Later
that year, HSN filed a $1.5 billion lawsuit
against GTE, accusing it of misrepresenting
equipment it sold to HSN and covering up
phone problems that cost HSN more than
$500 million in revenue, GTE’s counter-
claim of libel was filed in November 1988.

After a six-week trial, a six-person jury
assessed damages of $20 million against
HSN, and $40 million apiece against HSN
Chairman Roy Speer and President Lowell
Paxson. The money is to be paid to two
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Florida-based subsidiaries of the Stamford,
Conn.-based GTE Corp. The Florida jury
found that GTE and its subsidiaries were
not guilty of HSN's charges of fraud.
First Amendment lawyer Floyd Abrams,
of the law firm Cahill, Gordon & Reinde,
said, “*It seems unlikely that any significant
part of [the libel award] will withstand re-
view. It is also inherently incredible that a
telephone company would lose $100 mil-
lion or $50 million or $1 million in revenue
because a subscriber complains.”’
Though unspecified, the damage award
appeared to have been punitive rather than
compensatory in nature. GTE did not specify
how much it sought in damages, or present
evidence during the case to document any
losses it might have suffered as a result of
HSN’s press release, a GTE spokesman.
said. **We had basically stated in our closing
arguments that this was not a matter of mon-
ey; this was a matter of integrity,”” he said.
*“We are confident the verdict will be
reversed on appeal and that HSN will pre-
vail in a new trial on all of its claims,” said
Nando DiFilippo, HSN executive vice pres-
ident and general counsel, in a state-
ment. -GM
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Playboy going PPV

Playboy Enterprises Inc. announced fast Thursday it will dis-
continue The Playboy Channel premium cable service and
convert it into Playboy At Night, a new pay-per-view service,
starting Dec. 1. Christie Hefner, chairman and chief executive
officer of Playboy Enterprises, also said Playboy Late Night,
a weekly one-hour series, will be launched for the syndicated
market in Europe

Citing a decline in subscribers to approximately 400,000,
Hefner singled out "low access, low customer satisfaction
and low product support” as plaguing the channel over the
last year. She said the service “peaked” at 750,000 subs in
1984. "We felt like it was time to get further involved with the
action in the PPV arena. We have been encouraged and
supported by MSO's to marry our vertical services to pay per
VIiew.

The Playboy Video Entertainment Group will fold its existing
two-year-old Playboy On Demand PPV service and The Playboy
Channel into Playboy At Night, when it becomes available to
cable operators on Dec. 1. Dick Sowa, president of Playboy
Video Entertainment Group, said that Playboy On Demand's
growth in clearances over the last 18 months—from 12 to 75
cable operators—put the service “in front of 700,000 address-
able households.” Coming off the same sateliite feed as The

Playboy Channel, On Demand offered the same programing as
the premium cable channel on a nightly basis.

Playboy At Night will be priced at $4.95 per day, and will air
10 hours daily, 8 p.m.-6 a.m. ET. A monthly service will be
maintained on a permanent basis at a $10 rate. Sowa says
the company hopes to convert the 500 existing affiliates for
The Playboy Channel {which originally launched in November
1982) to the "16 original programs and 16 original [R-rated)]
movies" that will be offered monthly on Playboy At Night.
Other programing on the service wiil be culled from Playboy's
video library.

Hefner placed the marketing and programing budget for
the new PPV service at $10 million, and Sowa later said
startup costs are included in the figure, along with what he
estimated as “minimal conversion costs.”

Sowa announced that Playboy Late Night will be distribut-
ed overseas by Playboy Video Entertainment Group, and that
“an agreement in principle” has been reached with "major
networks" in Spain, Italy and France. The program is format-
ted as a weekly one-hour magazine (with 26 available epi-
sodes), in what Sowa said will give the international customer
“flexibility” to insert their own pre-produced segments. He
said more details will be reteased by mid-October.

DIC to introduce new syndicated kids’ block

In addition to its ‘Super Mario Brothers’
show, company is now producing ‘King
Koopa’' for Fox’'s KTTv L.A.; plan is to
develop two more programs to form
two-hour DIC-produced block

Competition for younger viewers is about to
get even more intense as DIC Enterprises
prepares to launch its own syndicated chil-
dren’s programing block.

DIC, which produces The Super Mario
Brothers Super Show, based on the popular
Nintendo video game characters, is also
producing a companion show titled King
Koopa’s Kool Kartoons. also based on a
Nintendo character, with plans for addition-
al shows to follow.

Although The Supei Mario Brothers Su-
per Show has already been cleared through-
out most of the country by Viacom, the
companion show is being produced solely
for Fox O&O KTTV(TV) Los Angeles. The
two DIC-produced shows make up one hour
of the scheduled two-hour block on the Los
Angeles independent station, with the syn-
dicated Muppet Babies starting off the block

at 3 p.m., followed by Alvin and the Chip-

munks. The Mario Brothers show is sched-
uled at 4 p.m., and the block concludes
with the Koopa show, which will air classic
cartoons along with live action segments.

The station is marketing the two-hour
block as King Koopa and the Fox Fun
Club, with a live-action Koopa character
-appearing numerous times throughout the
biock. Andy Heyward, president, DIC En-
terprises. said the Koopa character will “*be
the glue that holds the two hours together.””’

Heyward said the decision to produce the
block was made after Greg Nathanson, gen-
eral manager, KTTv, approached Heyward
with the idea to launch a children’s pro-

graming block to compete with Disney’s
upcoming two-hour block. KTTV is current-
ly the top-ranked station in the market, and
Nathanson said the DIC block is a measure
being taken to retain that ranking.

The Disney block, made up of four Dis-
ney-produced shows (Duck Tales, Chip 'N’
Dale’s Rescue Rangers, Tale Spin and
Guinmt Bears), will begin airing as a block
nationally in September 1990. Duck Tales
and Chip °N” Dale’s Rescue Rangers will be
paired this fall, with the other two shows
joining them in fall 1990.

KTTV has been carrying Duck Tales. but
starting this fall the station loses the show,
one of its strongest afternoon performers,
when it moves t0 KHI-TV.

Heyward says marketing the Koopa show
on a national basis is not aggressively being
done now, “‘but it definitely has a life beyond

King Koopa
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what we're doing now.”” Eventually, Hey-
ward says the plan is t0 develop two more
shows to go along with Mario Brothers and
Koopa, forming a two-hour, DIC-produced
block. But. he said, "“We need some audi-
ence validation’” before moving ahead.

Even without marketing the two DIC-
produced shows, Heyward says individual
deals have been made with KITN(TV} Minne-
apolis and WGBS-TV Philadelphia to deliver
a “‘generic version’’ of the two DIC shows
in the KTTv block. after the stations ex-
pressed interest in the project.

The King Koopa and the Fox Fun Club
debuts Sept. |1, when children will be in-
troduced to Koopa, who will emerge from a
manhole cover in Hollywood and lead a
band of his followers through the streets,
eventually ending up at the KTTv studios,
where he will take over a mock children’s
show in progress and claim the station is
now KTv (Koopa Television).

Heyward says the wide appeal of the
Nintendo game systems and characters
make the prospects for both shows especial-
ly promising. He said that although many
kids® shows appeal either to young boys,
young girls, or to older children, the game
and its characters appeal to all children as
well as to teens. Nintendo estimates that by
the end of this year there will be 19 million
homes with the game system, representing
21% penetration of the country, or one out
of five households.

In addition to the Disney and DIC kids’
blocks, Fox is developing a kids’ block for
its stations, with the first half-hour expected
10 debut in 1990. Fox intends to use Satur-
day morning as a iesting ground to deter-
mine which shows will be moved to the
Monday  through  Friday  aiternoon
block. -SC
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he days when you can cut a deal on

the back of a napkin are gone,”

says Dan Gammon, president of
Americom, one of the most successful me-
dia brokerage firms.

Gammon’s assessment of the broadcast
brokerage business is shared by his compet-
itors. The business is no longer conducted
on the golf course and in the club house,
they say. To a growing extent, it is done
over the telephone and fax machine with
computer spreadsheets, detailed appraisals
and the latest tax rulings in hand.

The business has turned into a ‘‘sci-

ence,”’ says Dick Blackburn, president of

Blackburn & Co., which has been in the
business 32 years. I think that anybody in
the last five years who has relied on the ‘old
boy network® type thing has found them-
selves out in left field.”

The transformation has been driven in
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part by the increased competition spawned
by the dramatic rise in station trading
spurred by the deregulatory initiatives of
Ronald Reagan’s FCC. Some of the compe-
tition has come from sophisticated new bro-
kerage firms; some from Wall Street. where
large investment firms have stepped in to
broker large deals (sece page 55).

Like broadcasting itsell. brokering is no
longer a mom-and-pop business. Although
more than 150 have hung out the broker
shingle, only about 50 are doing more than
one or two deals a year and about 20 firms
account for most of the sales and dollar
volume.

The brokerage business encompasses {or-
mer broadcasters who entered brokering on
a semi-retirement basis; established firms
that have managed to not only survive in
the business but to excel through innovation
and a keen sense of the changing times, and

a new breed of broker that relies on a strong
financial background, using business-
school techniques on top of their personal
connections.

Although most brokers will say there is
plenty of business for everyone, they also
say a broker cannot afford to waste any of
his time or sit buck and relax. “"1f you’re up
1o meeting the demands [of brokering],
you’ll do tine, you have a place,” says
Blackburn. **If you’re going to cruise, peo-
ple will blow by you.”

The people who really understand this
business are the ones making money right
now, says Gammon. ‘‘The brokers who
trade on their relationships are not doing
deals this year. and the statistics show it,”
he says. *“You can’t be a casual observer in
this business. You can’t be successful in
this business part time."’

The brokers are scattered throughout the
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Americom’s Dan Gammon

country. Washington is home to a dispro-
portionate share, however, because the
FCC and hundreds of communications at-
torneys are there, but some believe the val-
ue of being in the nation’s capital does not
outstrip the high rent. Chapman & Asso-
ciates moved to Washington, says President
Bill Cate, but returned to Atlanta to, among
other things, save $180.000 a year on rent.

Station brokering has grown into a $50-
million-a-year business, according to some
estimates. And take-home pay of some bro-
kers runs deep into the six figures, with the
most successful clearing as much as
$900,000 in a good year. But the earnings
ol others barely cover expenses—the rent,
the travel, the phone bill. ‘*There is a big
disparity between the firms...and individ-
uals that do well and the other group of
people that kind of flounder at it,”” says
Brian Cobb. Media Venture Partners.

Brokers are. for the most part, paid on
comimission at the completion of the sale.
There are three basic types of commissions,
which vary slightly. One of the most com-
mon 1§ the 5-4-3-2-1 commission. The pay-
ments start at 5% tor the first million dol-
lars; 4% for the second; 3% for the third;
2% for the fourth, and [% for anything
after that. Another commission schedule is
the 5-4-3-2, which gives the broker 5% of
the first $3 million, 4% of the next million;
3% of the next, and 2% for anything be-
vond $5 million. Larger brokers often use
the 5-2-1 system of 5% of the first $3
million; 2% up to $10 million, and 1% after
that.

Not all brokers, however, subscribe to

Dick Blackburn

Gary Stevens

the traditional commission. Gary Stevens,
of Gary Stevens & Co., for example, says
that the nature of his deals are such that he
negotiates his commissions because, as he
poinis out, no one will pay 3% on a $100
million deal.

Although the number of brokers has
been increasing, some of the top brokers
are predicting some of their competitors
may not be around in a year or two. The
companies that have the size are ‘‘eating
the little guy’s lunch,’” said Dan Gammon,
because the smaller firms cannot compete
with the resources the bigger brokers bring
into play.

Ironically, the big brokers may not be a
real threat to the scores ot brokers who
specialize in small-market deals. Ray Ro-
senblum, who focuses on small markets in
Pennsylvania, New York, Maryland, Ohio
and West Virginia. says the intense compe-
tition for the big deals leaves opportunities
for him and others. *‘I have found a niche
where | can serve people.”” he says.

Successful brokers are constantly looking
for the deal, keeping in constant contact
with potential buyers and sellers. National
Media Brokers Association President James
Gammon, a communications lawyer, presi-
dent of Gamimon Media Brokers Inc. and
father of Americom’s Tom and Dan Gam-
mon, says that brokers are constantly look-
ing for owners who ""ought to te ready to
sell”” for tax reasons or because station val-
ue has peaked or begun to erode.

For buyers of successful stations, Gam-
mon says, the broker has a duty to find out
why it has been successful. If' it is because

Sales breakdowns

James Gammon

Category Number sold to Sales to June Percent

June 1988 June 1989 1988 1989 change

(600) (000)

AM 27 78 $23,192.6 %74,324.6 220.5
FM 45 85 207,752.0 154,598.1 -25.6
AM-FM 54 58 157,265.8 246,356.3 56.7
TV 13 22 187,935.0 646,767.4 244.1
Groups 8 5 471,172.3 159,199.1 -66.2
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Bob Mahiman

of management. he says, *‘the general man-
ager can be sold to the buyer along with the
stations.”” If, however, a technical
change—a new antenna or transmitter, for
instance—is the cause, he says, the deal
can be hurt if the broker is out promoting
the station’s management.

Increased competition among brokers has
also led to questionable practices by some
brokers. Bob Mahlman Jr., of Bronxville,
N.Y .-based Mahlman Co.. says that some
brokers do not respect the confidence of the
seller when working on a deal. They leak
information, for instance, about the sale
prematurely to promote themselves, he
says.

Frank Kalil, of Kalil & Co., agrees that
too many people ‘‘open their mouths when
they shouldn’t.”’ Owners may not want
their employes to know the station is for
sale, he says. If employes learn of it before
the owner meets with them, panic often
ensues. ‘‘There are some brokers.”” says
Mahiman, “‘that have a tendency to give
the rest of us bad names.”” (None of the
brokers would name the culprits for the
record.)

There is also concern about brokers who
repeatedly horn in on deals to capture a
portion of the commission. Brokers who
had and lost a listing sometimes reemerge
after another broker has put together a deal
and threaten to sue if they do not receive a
share of the commission. says Mahlman.
No buyer or seller wants to hear talk of
lawsuits, he says. So the broker who does
not want to hang up the deal gives in and
pays off the complaining broker. "*That’s
not right,”” he says. The National Associa-
tion of Media Brokers could help by impos-
ing a time limit on how tong a broker can
lay claim to a seller, he says.

To get a listing. some brokers will tell
sellers their stations are worth far more than
they are. “*The fact that they do that is just
gross.... There is no excuse for it,”” he says.
Overstating the market value to the seller
will eventually catch up with the broker and
damage his or her reputation, he says. And
in this business, he says, reputation "‘is the
main thing you have.”’

Perhaps because of the reputation-is-ev-
erything philosophy. the brokers who en-
gage in the questionable practices are the
exception, not the rule. For the most part
the brokers behave themselves, most bro-
kers agree, despite the lack of any formal



SIX GOOD REASONS TO
GHOOSE BLACKBURN

CREATIVE FINANCING We have our own financing STATION VALUE EXPERTISE W have been in the
EXP&T[S with Blackbum Capu:al Markets. We get the market every day for the past 40 years. Nobody knouws
top price for your station and we can help structure station values like Blackbum & Company.

the best finuncing package.

RESEARCH Biackbum & Company
has purchased the exclusive rights to
“Radio Econometrics.”
We can give you a
complete profile on
any station in any
Arbitron rated

market in minutes.

CONFIDENTIALITY We know that
rumors can hurt your station’s
value in the marketplace. We
pricde ourselves on being able to
bring you the top price quickly
and quietly. Our confidential
approach lets vou maximize your
station's value . . . not waste Your
time fighting rumons.

A

BUYER/SELLER
MATCHING
We are specialists
in putting the best
buyers and sellers
together. We know the
buvers that are motivated
and qualified to close the
deal. Given our resources, we
can virtually guarantee the best
price. . . quickly and quietly.

BEST

RESULTS

Paud Kagan
Associates’

exclusive 1988
survey of
independent

brokers reports

that Blackbum &
Company is #1 in
total transactions cud
doilar volume. A total

of 57 deals toalling
$436,000,000! In the past

BLACKBURN@@MPANV

INCORI‘ORATED

Medha Brokers & Appraisers Since 1947

WE BROKER BROADGASTING'S BEST

::ze::ded Onﬁlcéa%sﬁ‘filhoag Washington + New York + Atlanta
DOLLARS. Chicago + Beverly Hills

Washington «  New York

202) 3319270 212) 8129191

Atlanta +  Chicago + Beverly Hills

(404) 8924655 (312) 466460 (213) 274-8151



June, 1989

SOLD

CITRUS CABLE
OF CENTRAL FILORIDA

serving 1,400 cable t.v. subscribers
in Orange, Polk and Osceola Counties, Florida
has been sold to

TELE-MEDIA CORP

of State College, Pennsylvania

The undersigned represented the seller in this transaction.
This notice appears as a matter of record only.

©

COMMUNICATIONS
EQUITY
ASSOCIATES
1235 Westlakes Drive 101 E. Kennedy Bivd,
Suite 140 Suite 3300 Suite 3808

Berwyn. PA 19312 Tampa. FL. 33602 New York, NY 10152
215/251-0650 B13/222-884 212/319-1968

June, 1989

SOLD

Certain assets of

SoNIc COMMUNICATIONS, INC.

serving approximately 37,000 basic
subscribers in Anchorage and environs,
Kenai/Soldotna, and Bethel, Alaska
have been sold to

PRIME CABLE OF ALASKA, L.P

of Austin, TX

The undersigned represented the seller in this transaction.
This notice appears as a matter of record only.

©

COMMUNICATIONS
EQUITY
ASSOCIATES
1235 Westlakes Drive 101 E. Kennedy Bhvd.
Suite 140 Suite 3300 Suite 3808 |

Berwyn, PA 19312 Tampa, FL 33602 New York, NY 10152
215/251:0650 813/222-8844 212/319-1968
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CEA. Inc._ 375 Park e

CEA. Inc., 375 Park Ave.

BROKERS

standards or code of ethics.

Most brokers look for good times ahead.
Over the past five years, says Dick Black-
burn, the brokering business has been
*“‘great,”” and as long as money remains
available and affordable it will continue to
grow.

Blackburn attributes the strength of the
business to several factors, including regu-
latory changes at the FCC (the raising of the
ownership limits and removal of the three-
year rule), banking’s greater understanding
of and continued interest in broadcasting,
and the attention broadcasting has received
on Wall Street. The business was not ma-
turing before, and people were not focusing
on the business, but they are now, he says.
“*And it was time.”’ —JF

The biggest
of the brokers

Among the independent (those not affiliated
with Wall Street investment bankers) radio-
TV brokers, Americom, in its sixth year of
operation, is number one.

According t0 BROADCASTING's count
(see chart, page 48), the Washington-based
Americom  brokered deals  totaling
$589,270,000 since July 1988.

Gary Stevens is the first runner-up (and
again the premier solo performer), with a
total of $388 million in deals over the past
12 months.

Rounding out the top five are Blackburn
with $366,983,000; Media Venture Part-
ners with $198,951,600, and Howard Stark
with $105,600,000.

Following are profiles of the top 23 inde-
pendents—those with sales of more than
$10 million between July 1, 1988, and June
30. 1989.

Americom

In less than six years Americom has risen
1apidly through the ranks to become one of
the top three brokers. In 1986 it brokered
sales worth approximately $120 million. In
1987 that figure was around $100 million,
and in 1988 was close to $140 million. Since
July 1988 Americom has brokered sales
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This notice appears as a matter of record only.
July 1989

Daniels & Associates

is pleased to announce the appointment of

Richard Bridgforth
Brad Busse
Dan Forey

Senior Vice Presidents

DANIELS
&ASSOCIATES

3200 Cherry Creek South Drive, Suite 500. Denver, CO 80209  303/778-5555
299 Park Avenue, New York, NY 10171 212/935-5500

Financial Services to the Cable and Mobile Communications Industries.
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over $1 billion. A large chunk of that came in
a Westinghouse letter of intent to buy 10
radio stations from Legacy and Metropolitan
for $385 million (BROADCASTING, April 24,

1989). Americom’s managing partner and top-

25 market specialist Bill Steding provided

the brokering services to Westinghouse for
the deal, which has yet 1o clear the FCC.
Westinghouse aside, Americom does deals in
the $8 million-$20 million range. Not bad

for a company that started out five years ago
and was once $26,000 in debt. Tom

Gammoeon recalled in a BROADCASTING ''Fifth
Estater’ (Sept. 22, 1986) that he once went
to rent a car, only to find all of his credit cards

More than $50 Million
in 1989 Sales.. . . so far!

WJTC-TV, Pensacola, Florida ¢ $5,000,000
KVAN, KMJK-FM, Portland, Oregon * $7,650,000
WAKR, WONE-FM, Akron, Ohio * $13,000,000
WCOS AM-FM, Columbia, South Carolina « $12,500,000
KXOK, KLTH-FM, St. Louis, Missouri « $6,500,000
WMIR, WJAD-FM, Albany, Georgia * $3,000,000
WPBD-AM, Atlanta, Georgia * $4,200,000

CELEBRATING 25 YEARS OF EXPERIENCE
IN EVERY ASPECT OF BROADCASTING

/A7 7

Medba PBrokors

EAST WEST SOUTH
500 East 77th Street 9454 Wilshire Boulevard 11285 Elkins Road (J-8)
New York, NY 10021 Beverly Hills, CA 90212 Roswell, GA 30076
{212) 288-0737 (213) 275-9266 {404) 442-5711

frozen and having to use the buyer's card
to rent a car. However, he closed that sale
and the company has never looked back
since.

Americom is headed by brothers Tom,
chairman, and Dan, president. Their father,
James Gammon, is a communications
lawyer who just recently went into brokering
full time with the formation of Gammon
Media Brokers Inc_, the successor to Gammon
& Ninowski Media Investments Inc
which Gammon founded in 1985.

Dan Gammon attributes some of his
firm's (and brokers’ in general) success to the
ability to judge the value of a station. "“We

Se,
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|brokers| create an efficient marketplace,
says Gammon. “‘For the sellers we try to
produce the highest price the market will
pay,’" adds Gammon. He also stresses the
confidentiality of the brokering business. The
lack of confidentiality, according to
Gammon, is a big problem in brokering; if
confidentiality is broken, then the staff of
the station becomes anxious. Presentations
and projections are a big part of
Americom's business. Gammon explains:
"The reason for our success is that we
professionalized the business,” referring to
Americom’s computer sophistication and
debt service models for the buyers, which,
says Gammon, meshed with what the
banks were starting to do.

Blackburn & Co.

It has been a typical year for Blackburn &
Co.—approximately $270 million in sales
since last July and another $101 million in
sales pending at the FCC. Some of
Blackburn’'s bigger sales of the last two
years include two group deals totaling $145
million and the sale of KFAC(FM) Los

Angeles for $55 million. Most of Blackburn'’s
sales are in the $1 million-3$10 million
range. For the most part the firm focuses on
radio, but they do have a $70 millien deal
for wsFA(TV) Montgomery, Ala. , pending.

Blackburn & Co. emerged from a
brokerage firm headed by the late James
Blackburn Sr. and Ray Hamilton. In 1957
Blackburn went out on his own, and today the
company is run by his two sons, Jim
{chairman) and Dick (president). Btackburn &
Co. is headquartered in Washington and
has offices in New York, Atlanta, Chicago and
Beverly Hills

Blackburn Capital Markets is the
company's financial division. It was set up as
a separate entity from the brokerage firm
and its main focus is to help people
recapitalize their company or restructure
debt. Dick Blackburn says they generally do
not finance the deals that they broker

Blackburn sees the broadcasting
business becoming more of a science. This is
also true for brokering. Dick Blackburn
says it is not enough to be a ““‘good ol’ boy
broker. However, he adds, that does not
mean that the smaller brokers will become
extinct; if someone wants to work hard, he
or she will find a way to do well in brokering
Blackburn also finds himself competing
against Wall Street firms sometimes and
working with them other times, but many
of the Walil Street companies have started to
get out of the business over the last few
years.

Blackburn is optimistic about the year in
general but, like most brokers, is concerned
about AM. He feels that "‘something
dramatic has to happen in AM—the trends
overall are not good and I don't see a
reversal of those trends in the near term.
Blackburn says technology is the main
problem for AM, although he is quick to point
out that when an AM has successful



April 12, 1989

SPI Holding, Inc.

the parent company of

SPECTRACYHE INC.

DP Acquisition Corp.

(a company formed by Marvin Davis and
Prudential Insurance Company of America)

The undersigned acted as financial advisor to
SPI Holding, Inc. in this transaction.

Shearson Lehman Hutton Inc.




BROKERS

WEOFFER A
(COMPLETE SELECTION

OF MONEY

Crisler Capital has the resources and investment banking
expertise to help you arrange senjor debt, mezzanine debt and
equity financing for a variety of media acquisitions, including

television and radio stations and newspapers.

If you're considering a purchase of a property, r
or looking to refinance, call Dean Meiszer, Pres- lli

ident of Crisler Capital Company at (513)241-1844.

CRISLER CAPITAL COMPANY

Suite 2710, 600 Vine Street, Cincinnati, Ohio 45202 = (513) 241-1844

BORDER-TO-BORDER!

Broadcast property

Buyers & Sellers

from The Gulf of the St. Lawrence
to the Gulf of Mexico

turn for professional, confidential
service to the 4 offices of

KOZACKO * HORTON COMPANY

BROKERS & CONSULTANTS TO THE COMMUNICATIONS INDUSTRY

Dick Kozacko HKeith Horton Jack Clancy
350 West Church Street P. O. Box 948

Elmira, NY 14902

(607) 733-7138

Melvin L. Stone

| Canterbury Way

Cape Elizabeth, ME 04107
(207) 799-8804

Bruce M. Kanner

P. O. Box 3306
Gaithersburg, MD 20878
(301) 977-2023

W. Donald Roberts. Jr.
P. O. Box 39010
Sarasota, FL 34238
(813) 966-3411
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programing an FM will be there to copy it.
Dick Blackburn says the biggest change

in the broadcasting industry is the changing

of the business as pioneers leave and

investors get in. *‘The investors,” says

Blackburn, ‘‘are excellent broadcasters.

and they're doing things that were not being

done before and running far better

stations.” Despite the advent of the non-

broadcaster in broadcasting, Blackburn

does not feel station prices are inflated. He

also does not see the broker business

being reduced tojust a few large firms, but

says the companies that will prosper will

be ones that offer full-service capability. The

business now, says Blackburn, is more

than just phone calls and mailings.

Broadcasting Asset
Management Corp.

Jack Minkow, president of Broadcasting

Asset Management Corp. in Chicago, spent

the past year working on one deal—the

$123.5 million stock purchase of United

Broadcasting Co. by TA Communications

in February. The deal. not yet approved by the

FCC, includes kaLiaM) San Gabriel and

KSOL{FM) San Mateo, both California; wpJy(FM)

Washington; WyST-AM-FM Baltimore;

wiNX(aM) Rockville, Md. (Washington);

wKDM(AM) New York, and wIMO(AM)-

WRQC(FM) Cleveland Heights, Ohio. The sale

also included cable systems in New

Hampshire serving about 38,000 subscribers.

Industry sources estimate the value of the

United stations to be $75 million-$80 million.
Minkow's past affiliations include five

years with ABC as vice president and general

manager of ABC's FM stations in Detroit

and Chicago; he was also a member of the

board of advisers to the ABC Radio

Network. He currently owns KCOL(AM)-KIMN(FM)

Fort Collins, Colo. (Denver). Minkow says

the growth in the brokerage business is good

for radio. He thinks that it is a byproduct of

the lifting of the FCC's three-year rule. One

thing needed these days, he says, is that

the sellers should ‘‘examine the financial

ability of the broker and the broker’s ability

to raise capital for the prospective buyer.”

Brokering aside, Broadcasting Asset

Management also focuses on the procurement

of debt and equity for purchases of major

and mediurn market broadcast properties.

Minkow also consults investment groups

on station operation and rnanagement.

Robert A. Chaisson

Robert A. Chaisson, president of New
Canaan, Conn.-based Robert A. Chaisson
inc., is in his fifth year of brokering. Prior

to that, Chaisson, like Richard Foreman. Jack
Minkow and Robert Mahlman, was with
ABC. From 1979 to 1984 Chaisson served as
managing director of ABC Talk Radio and

as director of network development. From
1966 to 1979 he was with John Blair & Co.

as vice president and office manager of Blair's
New York office.
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Chaisson handles both radio and TV but
says that 95% of his business is in radio.
Since July of last year Chaisson has
brokered sales totaling $10,564.350. He does
deals all over the country, but his primary
focus is on the East Coast.

Chaisson says that this year should be
good for station sales if interest rates decline,
and cites deregulation as the main reason
for the increase in station trading and growth
of the brokering business. However, he
questions whether buyers will be able to buy
good cash-flow stations. Chaisson says
there are not enough "'good preducts’' out
there to satisfy buyers, and sellers may
want to sell at a higher multiple.

Chapman Associates

William Cate, president of 35-year-old
Chapman Associates, joined Chapman in
Atlanta in 1978 and, with Chapman
Chairman Ray Stanfield and the late Corky
Cartwright, bought the company from Paul
Chapman in 1983. Since he has been
president, he estimates that sales have
tripled and revenue has quadrupled. The firm
recently relocated its corporate
headquarters from Washington to Atlanta
Since July 1988 Chapman has brokered
sales totaling $101,491,750

In 1987 Cate helped establish Chapman
Financial Services, based in Boston and
headed by Bob Maccini. Maccini provides
financing for new purchases and also
arranges refinancing.

Cate cites the addition of financial
services by the brokerage as one of the
biggest changes. The entrance of Wall’
Street is alse a big change, but Chapman,
according to Cate, has not been hurt by
the investment banking firms. But that does
not mean he is ambivalent towards the
Wall Streeters. ‘‘The investment bankers are
the biggest whores that ever hit
broadcasting,”” says Cate, adding that they
are not good for the industry and know
little about the brokering business

Although the competition is tough
between brokers, Cate says the brokers’ real
enemy is the direct deal. That too is
changing. Cate estimates that when he
entered the brokering business only 27% of
the deals were brokered; today that number is
around 50%

CEA

Communications Equity Associates is
known mostly as a cable broker. However, the
Tampa, Fla.-based firm is also highly
successful in radio and TV. Since July 1988
CEA has brokered radio and TV saies
totaling $29,311,194 (including five radio
deals worth $18,666,194)

CEA's broadcast brokers are Glenn
Serafin, Tim Menowsky and Katherine C,
Marien. Serafin joined CEA in 1985 after
several years with the Associated Press. He
started as a newsman and went on to
become a sales executive for AP's Broadcast
Services Division and, later, nationai sales
manager. Menowsky joined CEA in 1988 from
station ownership. He owned four stations
in Pennsylvania, Missouri and Kansas. He
was also vice president of Greenwood
Performance Systems, a broadcast consulting
firm, and was involved in radio research
for NBC in Washington. Marien, formerly with
the communications group at the Bank of
New England, recently joined CEA as group
vice president of the broadcast divisien.

Serafin says CEA has had a great year, a
busy first half, and will be announcing sales
worth about $25 million. Serafin says the
year started out a bit slow for the industry. He
says there was no particular reason for the
slow start except for the higher interest rates
in the first quarter, which caused
problems. But the rates, according to Serafin,
are "headed Scuth.” When the rates
climb, he explains, the most important factor
that affects trade is the ability to borrow
money at a reasonable rate. The brokerage
business, says Serafin, is *'constantly
maturing,” and he cites expansion into
financing as the major change in
brokering. CEA recently relocated its
broadcast headquarters from Washington
to 1ts corporate headquarters in Tampa.

R.C. Crisler & Co.

Cincinnati-based R.C. Crisler & Co

founded by Robert Crisler in 1951 and the
training ground for some of today's top
brokers, continues to do well after almost 40
years in the business. Since July of last
year Crisler has brokered sales worth
approximately $102,610,000. Two of the
firm’s bigger TV deals brokered were the

Chapman’s Bill Cate

CEAs Glenn Serafin

Richard Foreman
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THE POWER
IS ON

/9

Power Deals Done In 1988

Seattle  KQUL-AM/KZOK-FM
$10,200,000
Milwaukee WBZN-AM/FM
$3,250,000
Denver KDKU-AM/KHIH-FM
$§5,750,000
Demver KDKO-AM
$900,000)

Las Vegas  KLSQ-FM
$2,750,000
Favetteville KMCK-FM
$1,451,000
Columbia WMFX-FM
$5,000,000

For proven results call
Norman Fischer & Associates

Norman Fischer & Associates, Inc.
Media Brokerage = Apprassals * Management Consultunis
1209 Parkway * Austin, Texas 78703 » (512) 470-9457

KAPERTIS

You can acquire it
or
You can hire it.

BCG

The Broadcast Consulting Group

A consortium of authoritative
professionals with many years of
successful hands-on experience.

* cash management

* operations audits

* human resources

* music licensing

* fair market and asset appraisals
* due diligence studies

¢ buy/sell opportunities

¢ tax matters

®

THE BROADCAST
CONSLLTING
5780 Lincoln Drive-® Suite 113
Minneapolis, MN 55436
Telephone: 612-933-7100
1-800-397-7103 » FAX: 612-933-7573
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sales of kBcG(Tv) Jefferson City, Mo., for
$24 million and that of wway(Tv) Wilmington,
Del., for $25.8 million. Senior Vice
President Clyde Haehnle, who handles both
radio and TV for Crisler, says this year has
been “'soft” on TV. Crisler, which also
handles newspaper sales, has offices in
New York. Chicago, Ithaca, N.Y., Lincoln,
Neb., and Tampa, Fla. Other members of
the firm include vice presidents John
Babcock, Richard Chapin, Mark Jorgenson
and Donald Clancy Ward Quaal is Crisler's
special national representative.

Haehnle agrees that the competition
has added more professionalism to the
business. Haehnle says TV prices are low

Frank Kailil

right now and says one reason is that lenders
are a little more hesitant to take chances
then they used to be. One new development
at Crisler is the establishment of Crisler
Capital Co., a joint venture with Society
Media Co., a subsidiary of Society

National Bank of Cleveland. The company is
headed by R.D. Meiszer, a former senior

VP with Society With the new firm, Haehnle
says Crisler will now be able to place the
senior lender, the subordinated lender, the
venture lender and the equity (buyer)
together. Crisler does not use the service for
its own deals exclusively. Meiszer says the
company will be most successful with sales

between $5 million and $75 million. Deals

Stan Raymond & Associates, Inc.

Broadeast Consultants & Brokers

WE DELIVER THE SOUTHEAST

PERSONALIZED SERVICE
EXPERT MARKET ANALYSIS
CREATIVE FINANCING
CONFIDENTIALITY & DISCRETION

Call us for an appointment
at the NAB - New Orleans Hilton

Nick Imbornone
404-956-7060

Stan Raymond
813-383-9404
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over $75 million attract the attention of Wall
Street, an area in which Crisler does not
want to compete.

Fisher & Associates

Norman Fisher. president of Austin, Tex.-
based Norman Fisher & Associates Inc., is the
former owner of KUKA(AM) San Antonio.
Tex.; weBB(aM) Baltimore, and KBER(AM)
Abilene, Tex. Fisher's background
includes resident partner of Holt-Fisher &
Associates from 1970 to 1971. He then
joined R. Miller Hicks Co. as vice president of
operations, managing station properties,
and in 1974 formed Fisher & Associates. He
also serves as a station consultant for
several Southwest radio and TV stations and
also has offices in Harlingen, Tex. His
brokering is not limited to the Southwest,
though he does sell properties there. Nor
does he limit himself to radio. Since July 1988,
Fisher has brokered deals totaling
$29,551,000.

Fisher feels that the FCC's deregulation
has led to the boom in sales and brokering
and allowed the younger brokers to move
in. Deregulation, he adds, also led to the entry
of bankers and other investors into the
business. The good side of deregulation, says
Fisher, is that the banks, after becoming
more involved in broadcasting, became more
open to lending money for station
purchases.

Foreman & Associates

Richard Foreman, head of Greenwich,
Conn.-based Richard A. Foreman &
Associates, was ABC's vice president,
operations, for radio from 1978 to 1981. On his
own since 1981, he has been one of the

more successful solo brokers. Like several
brokers, he started as a consultant and

found himself drawn into brokering. Foreman,
who has been ranked among the top 15
brokers the last two years by Paul Kagan,
brokered sales in 1987 of about $15 million,
and in 1988 hit $24 million. Since July 1988
Foreman has brokered sales worth
$24,840,000. Not included in that is the swap
of wLTIFM) Detroit for WRVR-AM-FM

Memphis. which has closed and is estimated
to be worth $35 million, bringing

Foreman's total to $59,840,000.

Foreman likes to concentrate on high-
growth markets such as Mobile, Ala., Norfolk,
Va., and Raleigh-Durham, N.C. He says
one change he has noticed this year is that
while the number of deals is increasing,
the prices are not. He sees a lot of smaller
deals this year and feels there is a need for
"'more quality buyers.”

W. John Grandy

San Luis Obispo, Calif.-based W. John
Grandy has been very active in recent
months. His biggest deal since July 1988
was the $24 million sale in June of kcBo-
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Indicative of the increasing sophistication of the brokering
business, a growing number of brokers are now concentrat-
ing on the financing of the deal in addition to bringing buyer
and seller together. Some of the brokers, such as Chapman &
Associates and Blackburn & Co., have set up in-house finan-
cial services arms, while others have built strong relations
with investment bankers, financial consultants and broadcast
lenders.

Blackburn & Co. launched Blackburn Capital Markets to
provide full-service financing. According to Dick Blackburmn,
president, Capital Markets was not set up to work with only
Blackburn deals. They provide acquisition financing including
senior and subordinated and equity funding. Blackburn also
offers corporate restructuring for existing companies and con-
sulting services for corporations or individuals that want to
invest in broadcast properties. Blackburn says the service has
been used primarily for properties in medium-sized markets.

"Right now,"” said Blackburn, Blackburn Capital has fo-
cused on the $5 million-$25 million stations and $10 million-
$70 million companies. One reason for creating the division,
according to Blackburn, was to help “undo” what people may
have done on their own. Financing. said Blackburn, "is a
more important part of the business than it ever has been.”

Blackburn Capital Markets is managed by Steve Pruett,
who is located in Blackburn's Chicago office. Susan Byers
handles Capital Markets for Blackburn’s Washington office.
Blackburn Capital Markets has done close to $69 million in
transactions since July 1988.

Brokers branch out

Media Venture Partners has also joined the growing ranks
of brokerage firms involved in financing deals, because, said
Brian Cobb, sellers are demanding to see tangible evidence
of the buyer's financing.

Brokers, for the most part, require that the buyer identify the
bank helping the buyer finance the deal up front. MVP also
deals with the banking community and often works with them
to help solve lender problems. MVP also looks to venture
capital firms and banks to help the buyer if proven to be a
good risk. Cobb said that for the most part, buyers don't mind .
giving up an equity piece of their purchase to the “subordi- +
nated lender.” Sometimes it's how much the buyer gives up
that can be a problem. Cobb said there is no set amount. "If's
all over the place; |'ve seen as low as 5% and as high as 80%.
It has to do with the quality of the deal and the money that the
buyer brings to the table.”

Chapman Associates offers Chapman Financial Services.
Chapman helps secure financing for buyers and restructures
existing debt. Chapman also has ties with broadcast lenders,
insurance companies and venture capitalists.

R.C. Crisler & Co. and The Mahiman Co. also joined the
ranks of brokers alffiliated with lenders. Crisler recently estab-
lished Crisler Capital Co., a joint venture with Society Media
Co., a Cleveland-based broadcast lender.

Mahiman recently announced its affiliation with New York-
based W.M. Turnof & Co. The affiliation allows Mahiman to
add tax advice and financial management services to its
brokering business.

AM-FM San Diego.

Grandy is a veteran broadcaster who
has owned and managed radio and TV
stations in the Midwest and West. His
associate, Dale Cowle, is based in Rancho
Mirage, Calif. Cowle has owned stations in
lowa and lllinois. Grandy has been a fulltime
broker since 1974.

Grandy cites the growing role that
banks play in broadcasting as the biggest
change in the last five years. Deals, says
Grandy, are no longer strictly seller financed.

Several of Grandy's recent deals have
involved minority tax certificates. Grandy
feels that the tax certificate is one of the
goed things the FCC has done because it has
been effective in attracting more minority
owners. Grandy also supports the FCC's
deregulation because it allows for more
stations and brings in more broadcasters.

Grandy also feels that AM radio has
some problems. In terms of selling, he
describes the stand alone AM as a "'tough =
sale”” and feels that AM is becoming
relegated to specialized programing such

‘_

.

We give buyers

powerful reasons to buy.

When we put together a pre-
sentation to help you sell your
station, we don’t just copy pages
from the ratings books, Duncan,
BIA and TV Factbook, and slap
on a cover.

We pick the material apart,
analyze it, synthesize it. We ask

ourselves, if we were going
" 4" to buy, what would we want
] to know?
) )l We customize and editorialize,
= "' ":l( providing what-if scenarios and
recapping pertinent information.

as ethnic material, news/talk or religion.
Since July of 1988 Grandy has brokered
sales totaling $55,550,000.

Ted Hepburn Co.

Ted Hepburn, founder of the Cincinnati-
based Ted Hepburn Co., said that this year
has gone in "'fits and starts.’”" Hepburn,
who with his son, Todd, is entering his 14th

In short, we generate less paper, but more reasons why the
buyer should pay your price.

We know who's looking to buy. So if you're looking to sell,
give us your listing. We'll help you get the most net cash
for your property.

Frank Boyle & Co.

MEDIA BROKERS
55 0ld Field Point Road, Greenwich, CT 06830 (203) 869-4413
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The 28 brokers that handled more than $10 million in deals in the last 12 months

Broker Radio v Pending Closed Total

sales  sales (000) (000) (000)
Goldman-Sachs 3 $150,000 $457,000 $607,000
Americom 28 441,900 147,370 589,270
Gary Stevens 16 89,000 299,150 388.150
Blackburn 46 1 101,568 265,415 366,983
First Boston 5 12,000 147,000 198,952
Media Venture Ptnrs. 26 5 67,725 131,227 159,000
Stark 2 45,600 60,000 105,600
Chapman 37 970 100,522 101,492
Mahlman 8 8,000 88,450 96,450
Sandler 2 40,000 40,000 81,410
Broadcast Asset Mgt. 1 75,000 80,000
R.C. Crisler 19 1 39,200 42,210 75,000
Kalil & Co. 4 4 33,000 32,300 65,300
Foreman 5 12,165 47,675 59,840
W. John Grandy 6 29,600 25,950 55,550
H.B. LaRue 6 1 28,500 23,350 51,850
Cecil L. Richards 9 5,750 41,050 46,800
Hepburn 1 1 35,500 35,500
Kozacko-Horton 24 6,040 23,381 29,421
C.E.A. 7 3 18,666 10,645 29,311
Norman Fisher & Co. 9 5,750 23,051 28,801
William Schutz Jr. 6 22,400 22,400
Kidder, Peabody 1 21,000 21,000
Sailor & Assoc. 5 12,835 7,465 20,300
Shearson Lehman 2 20,000 20,000
R.A. Marshall 7 1 5,750 12,013 17,763
Star Raymond 4 11,500 4,700 16,200
Robert A. Chaisson 6 4,564 6,000 10,564

The radio-TV brokers are ranked by the total dollar amounts of sales they brokered between
July 1, 1988 and June 30, 1989. The “Pending” column shows the totals of sales that are
still awaiting FCC approval or final settlement.
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year on his own since leaving R.C. Crisler

& Co.. has also manaced stations.
For the past five years Hepburn has

been one of the more successful TV and radio
brokerage houses. Between 1985 and 1987
Hepburn brokered sales worth more than $220
million. Hepburn's sales since July 1988
were wpca-Tv Charlotte, N.C., for $30 million,
and the recently closed WZFM(FM) Briarcliff
Manor, N Y, for $5.5 million. That total is
down from the $85 million that Hepburn
did in the previous 12 months. The firm
handles beth radio and TV deals, and
Hepburn says his business is split down the
middle these days, when usually his
business favors radio five to one. Hepburn
says one reason the business is changing
is because anticipated growth is drying up. A
decline in revenue growth can aiso hurt
stations. If revenues don't keep up with
expenses, then profits will flatten out.
When inflation slowed down, says Hepburn,
station revenues were hurt. This has led to
a more conservative lending approach by the
banks.

Ted is helped out by his son, Todd, also
a broker, and his daughter, Heidi, who does
station appraisals. Although his firm does
not provide in-house financing, he does steer
prospective buyers to the investment
bankers with whom Hepburn has a good
relationship.

Kalil & Co.

Frank Kalil has also made the successful
transaction from station management 10
brokering. A graduate of the University of
Arizona, Kalil owned KaAIR(AM)-KJYJ(FM) Tucson
and kBEzZ-aM-FM Phoenix. For seven years

he was a hroker with R.C. Crisler & Co., and
was a partner with former R.C. Crisler
associate Bill Richter. He has been on his own
since 1982.

Kalil says his Tucson base, aside from
meaning he has to change planes a lot, is not
a disadvantage in the business. Kalil has
closed sales worth about $33 million since
July 1988 and has a $33 million sale
awaiting FCC approval. Kalil's sales are pretty
much split down the middle between
television and radio. Kalil is not limited to the
Southwest. He brokered the recent sale of
WxTR-FM Waldorf, Md., for $33 million to
Ragan Henry.

He says his firm will not work with a
seller who wants more for the station than
Kalil thinks it's worth. "We don't think
there is anything to be gained by taking a
listing at an inflated price just to have a
listing: you [the broker] look like a fool and
you waste a lot of time and money,”’ says
Kalil.

He says this year has been "‘explosive”
for his business, adding that the reason for
the boom is that more people are
recognizing what a good business
broadcasting has become. Kalil explains:

'If you know about broadcasting and you are
dealing with a reputable broker you will
not put your money anyplace else.



There is only one way to

evaluate a media broker...
Results!

“In the last three months we’ve purchased
: _:{ .!’E"‘l‘ 1

four radio stations through RAF Associates.

Dick Foreman’s broadcasting experience, his
e

| superior negotiating skills and high level of

-7 . —ap
| : = . W .
ﬁk : energy were key to making our deals.
R G

And Foreman works fast. When we were purchasing Norfolk,

Foreman called me and the very next day we were negotiating with the

owner. From first meeting, to the signing of our Norfolk contract, we put
the entire deal together in just ten days.

Put it this way...when Foreman calls I take the call.”

Ragan A. Henry

Chairman

Ragan Henry National Radio

Richard A. Foreman Associates
Media Brokerage & Consulting

330 Emery Drive East SR
Stamford, Connecticut 06902 ‘#“T:
203 327-2800
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1989 SALES

KCBQ/KCBQ-FM KMAX-FM
San Diego Los Angeles
KEST KUNA, Indio

San Francisco KCKC/KBON, San Bernardino

BROADCASTING BROKERS

1150 Osos Street, Suite 206
San Luis Obispo, CA 93401

(805) 541-1900 1
FAX (805) 543-7885

Opportunities
U.S. and Abroad

MONTREUX COMPANIES, LTD.

Media and entertainment-related mergers. acquisitions, and negotiations

Peter S. Stromquist
Managing Director
Telephone 818-609-8687

9903 Santa Monica Blvd., #227
Beverly Hills, CA 90212 USA
Telefax 818-6(9-8346

LS HAVE

If you have not been able to find an appropriate station to purchase in some
desired market, then you have a problem. Perhaps | can help you. My name
is Eric Hilding, and my specialty is new FM substitution channel allocations.

A PROBLEM?

Or maybe you've considered selling your station because you haven'tbeen
able to figure out how to upgrade from your existing Class A to B-1, B-1to B,
or whatever? Since my specialty is FM substitution channel allocations, it
is possible l can solve your problem. Spectrum saturation in major market
areas generally dictates a complex substitution proposal totind a solution.

My credits include many desireable FM allocations. The new major market
area allotment for the San Jose, California, region invoived 3 communities,
over 15 pending applications and 73 distance separations which cleared by
only two-tenths of a kilometer. There might be a solution for your problem!

HILDING COMMUNICATIONS Box 1700 * Morgan Hill, CA 95038-1700
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Kozacko-Horton Co.

Kozacko-Horton Co., the Elmira, N.Y.
based brokerage firm, has been expanding its
reach over the last few years from Maine
to Florida. The firm grew out of the Keith
Horton Co. Horten, a former radio sales
manager and owner, sold the company to
Richard Kozacko in 1985. Kozacko's
background includes stints in financial
planning with the Ford Motor Co. and 3M
Kozacko entered the brokering business in
1967 with Chapman, joined Horton in
1973, and bought it out in 1985. Currently,
Kozacko-Horton has offices in Elmira,
Washington, Portland, Me., and Sarasota, Fla.
Kozacke-Horton primarily handles deals
between $1 million and $5 million. Aside from
a drop in standalone AM deals, Kozacko
says his business {mostly radio) has been
steady. He says that as long as the
economy remains strong, his business will
also remain good. However, turnaround
stations are becoming more difficult to sell, he
says, because banks are tightening up.
Kozacko-Horton has hrokered deals worth
about $29,420,500 since July 1988, and
Kozacko says this will be the company's best
year,

H.B. LaRue

Hugh Ben LaRue, president and founder of
H.B. LaRue, Media Brokers, is in his 25th year
of brokering. Before that he served as
general sales manager of wINS(AM) New York
general manager of then-KTvR(Tv) Denver,
and vice president of then-KULA-AM-TV
Honolulu. The firm has offices in Beverly
Hills, Calif., Atlanta and New York. LaRue is
helped out in Califorma by Vice President
Joy Thomas. A newcomer in the West Coast
office is W. Dean LeGras, West Coast
manager, a former general manager of KCBs-Tv
Los Angeles. The New York office is run

by Michael Bergner, whe focuses on legal
matters as well as brokering, and Leon

Van Bellingham, a former special projects
coordinator with NBC's Today show and
vice president of Cablecom General. Harold
Gore, radic owner and former executive
vice president of Sudbrink Breadcasting, is
based in Atlanta.

LaRue handies radio, TV and cable
transactions. LaRue estimates they have dene
about $50 million in sales since July 1988,
including a $13 million sale and one for $7.65
million. Last year, according to LaRue,
was slow, with less than $100 millien in sales
This year, with sales approaching $50
million so far, LaRue hopes to clear the $100
million mark for the third time in four
years. LaRue says that the constant shuffling
that geoes with the increasing station
trading does not hurt the industry, and that
this seems to be what the administration
and the FCC want. And it's exceilent for
brokers, he adds. LaRue says it used to
take a year for a deal to get through the
commission, but now they are completed
in about eight to 12 weeks.

The Wall Street intrusion has not
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affected LaRue's business. "'They [Wall
Street] don't always know where the
buyers are when they get a listing.”" says
LaRue. When that is the case, he explains,
"'we contact the seller and find out which
investor he is working with and work with
them to help them make a deal. LaRue is
anticipating continued growth in station
trading and hopes to enlarge his staff to
include more cable. The firm is looking for
a full-time cable broker. Cable, says LaRue,
“has recom for more competition.”

The Mahlman Co.

The Mahlman Co. bills itself as radio’s

“blue chip broker.”” The Bronxville, N.Y,
company was founded by Robert Mahlman
in 1979. His background includes stints with
ABC as vice president and general

manager of network services and vice
president and director of affiliate relations.
He also spent 14 years with the
McGavern-Guild rep firm.

Mahlman is aided by his son, Bob Jr.,
who joined the company last year. He began
his career as an account executive for
wviP-aM-FM Mount Kisco, N.Y, and was sales
manager before leaving to enter the tep
business with Katz Radio. Nancy Mahlman,
Robert Mahlman's wife, is the company's
chief financial officer.

Since July 1988 Mahlman has brokered
deals totaling $96.450,000. Most of the deals
are between $3 million and $10 million,

The big sale for Mahlman this year was the
$58 million sale of wwJ(aM)}-wJOIFM) Detroit.

Malhman Jr. says that it is still a seller's
market with increasing multiples. He says
some broadcasters wete “forced to sell”
earlier this year because some people had just
paid too much, while some of the deals
pegged as risky did not come through and
stations were sold for less than originally
planned. Mahlman Jr. says that this sends
shock waves through the buyers and
creates a wait-and-see market. However, for
the most part, Mahlman Jr. says that
attitude has not had too much of an effect on
the industry.

The Mahlman company recently joined
the ranks of other brokers with either financial
institutions within their companies or
relationships with outside financiers.
Mahlman and WM. Turnoff & Co. became
affiliated in June. Turnoff Co. provides tax
advice and management services.

Mahlman also has a relationship with the
National Broadcast Finance Corp.

Mahlman has offices in California and
hopes to open offices in the South and the
Midwest next year.

R.A. Marshall & Co.

Robert A. Marshall, president of R.A.
Marshall & Co., also has a family background
in radio and brokering-—Marshall's father

was an original partner of Blackburn & Co.
Marshall started his career in radio in 1958
with kpLT(AM) Paris, Tex. After his graduation
from law school, Marshall joined his father

Keowee Key Cable TV, L.P.
and Foothills Cable TV, L.P

have sold the cable television system serving 1,050 subscribers
in QOconee County, South Carolina to:

Cencom Cable Income Partners, I

The undevsigned represented the seller in this transaction.
CHARLES F ARMSTRONG
This notice appears as a matter of record only

]oE;son._Cfmﬁey. & Associates, Inc.
2940 One First Union Center
Charlotte, North Carolina 28202
_ Phone 704.342.9610

CONFIDENTIAL CUSTOMIZED
SERVICE SINCE 1955

~ Toletnarm: Spe:

MEDIA BROKERS - CONSULTANTS
P O Box 146
Encino, California 91426
Area Code (818) 986-3201
Fax (818) 986-2559

NOTICE
TO

WIRELESS CABLE SYSTEM OPERATORS

A group of operators is organizing a class action lawsuit alleging
unfair competitive activities practiced by certain suppliers of programming.
For more details about participation, please write promptly to:

POWER

Programmers and Operators on Wireless
Exercising Rights
Attn: James Simon, Chairperson
P.O. Box 237
208 East 51st Street
New York, New York 10022

Advertisement paid for by POWER
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at Blackburn, rising to vice president and
associate broker. Marshall left Blackburn

in 1981 to form his own brokerage firm with
his wife, Martha, in Hilton Head Island,
SC.

Marshall cites his experience as the key
to his success: “After 21 years of observing
the broadecasting business I have a good
idea of what works and what doesn't.
Marshall & Co. has closed deals totaling
$12,013,000 since July 1988 and has another
$17.763,000-werth pending.

Media Venture Partners

Media Venture Partners, the firm formed

by four former brokers of Chapman
Associates, has overcome a rough

separation from Chapman to become one of
the biggest brokers in less than two years
MVP’s four principals—Brian Cobb, Charles
Giddens, Elliot Evers and Randy Jeffery—
have almost 80 years of combined experience
in the broadcasting business. Cobb's
previous positions include vice president and
general manager of WNGE-TV and WSIX-AM-

FM Nashville and vice president-general
manager of KOA-AM-TV and XQAQ-FM

Denver. He has also served on both the
Tennessee and Colorado associations of
broadcasters. Giddens was a broadcast
consultant and vice president of Chapman
Associates’ major markets division. Cobb and
Giddens are in MVP's Washington office.
Heading MVP's O1lando, Fla., office is Jeffery,
who got his start in broadcasting in the
mailrcom of WGN-aM-Tv Chicago. Evers, in the
San Francisco office. adds legal

experience to his brokering. He has provided
FCC counsel to several radio groups and

was an attorney with the West Coast law firm
Farrand, Malti, Cooper & Metzler.

According to Cobb, MVP does not focus
on a particular market or region; instead,
price is the final factor on whether MVP
gets involved in a deal. For the most part,
MVP handles radio sales. However, this
year the firm has been involved in more TV
deals than ever before. Usually MVP
averages 85% radio deals to 15% television,
but that ratio has shifted to 76%-25%

Cobb says MVP's sales average $5.5 million,
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Richard Kozacko

with only four transactions in the last. 12
months worth less than $3 million. Since July
1988 MVP has brokered sales worth about
$195,751,578.

Stan Raymond
Associates

Atlanta-based Stan Raymond Associates
handles radio deals, mainly in the Southeast.
Raymond says that the growing prices of
stations and the increased complexities of
financing have made business more
difficult. On the plus side, Raymond says that
investors and venture capitalists know
more about the industry than they did a few
years ago and, because of this added
knowledge, venture capital people are more
apt to loan money for radio properties
based not just on cash flow but on potential
value or a good upside. Investing 'is not,
adds Raymond, just ‘black and white
anymore

Raymond says he approaches a sale as a
broadcaster, not a broker, and that one reason
for his success is that the firm still takes a

perscnal approach

The radio business is doing great, says
Raymond, and he expects to have a good
year, but he is upset that more radio
people can't afford to buy stations

Cecil L. Richards Inc.

Cecil (Lud) Richards, a veteran broadcast

This annouucenent appears as a matter of record only

Cablevision Bedfordshire, Ltd.

a 110,000 home franchise in Bedfordshire, England
has obtained the necessary financing to construct and operate
a cable television system, through a merger with

- Columbia Management, Inc.

The undersigned initiated this transaction, served as financial advisor to
Cablevision Bedfordshire, Ltd. and participated in the negotiations.

MALARKEY-TAYLOR INVESTMENTS

A DIVISION OF MALARKEY-TAYLOR ASSOCIATES

INC.

1130 Conriecticut Avenue, NW Washington, C 20036 (202) 835-7800 Fax (202) 835-7811
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H.B. LaRue

Robert Mahiman

executive with Westinghouse and CBS, is
entering his 15th year as founder of Cecil
L. Richards Inc. His brokering background
includes six years as vice president with
Hamilton-Landis & Associates, where he
spent as much of his time as a broker as he
did as an appraiser.

Richards is helped out in Washington by
Bruce Houston, who started as a station rep
with Eastman Radio in 1962 He came to
Washington in 1975 as general manager of
WRC(AM}-WKYS(FM) and joined Richards in
1978. Lee Hague, a former merger and
acquisition speciaiist with Dean Witter in
Chicago and former owner of a broadcast
investment banking firm, anchors
Richards's Chicago office.

There is no cne market for Richards.
Deals brokered over the last year by Richards
include the $25 miliion sale of WBMD(AM)-
WQSR(FM) Baltimore and wPTX(AM) Lexington
Park, Md. From July 1988 to June 1989
Richards brokered sales worth about
$46,800,000.

Sailors & Associates

Don Sailors, president of Atanta-based
Sailors & Associates, says he's “'busier than
he's ever been." Sailors is another sole
broker preferring to do things himself. He says
he hasn't seen much change in the
brokering business over the last five years,
but does cite better presentations and
more mass mailings as among the few
changes. Sailors has been brokering radio
deals since 1981. His background includes
station management and rep firm
experience (with the late John Blair in the
1950's). He has noticed the growth in
brokerage firms but says he “'has encugh
going so that I don't notice the

competition that much." Since July 1988
Sailors has brokered deals worth
$20,300,000.

Sandler Media Group

New York-based Sandler Media Group, an
investment partnership that invests in stocks
of communications companies, also does

TV brokering. Since July 1988 the group has
brokered two deals for three stations
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totaling $80 million.

The group is headed by Harvey Sandler,
who spent 14 years at Goldman Sachs as a
media and special situations analyst. John
Kornreich, partner, acts as Sandler s research
department. Barry Lewis, general partner,
joined Sandler in 1986 after 20 years with Katz
Communications and handles some of
Sandler’s brokering and stock trading
operations. A recent addition is Mike
Marocco, former vice president of Morgan
Stanley, who is now president of Sandler’s
Media Group.

William B. Schutz Jr.

William B. Schutz Jr., head of his own
brokerage house in Irvington, N.Y., began his
career with LIN Broadcasting in 1969 with
KILT-AM-FM Houston. In 1971 he joined
McGavern Guild in New York as an

account executive. In 1973 he joined Buckley
Radio Sales and served as Eastern

Regional Manager. In 1977 he formed Schutz
& Co., a national rep firm, and in 1980 he
merged with Savalli/Gates to form Savalli &
Schutz. After becoming involved with
brokering he decided to sell his interest in
Savalli & Schutz to develop his own
brokering business.

The decision seems to have paid off for
Schutz. In 1987 he brokered deals worth about
$5.5 million. In 1988 that figure improved
to $13 million. Since July 1988 Schutz has
brokered deals worth about $22.4 million.
Schutz's big deal of the last 12 months was
the $12.5 million sale last year of WJLK-AM-

FM Asbury Park, N.J.

Howard Stark

Despite the onslaught of investment

bankers cutting into his business, Howard
Stark can still lay claim to being at the top

of the TV brokering game. Stark, who once
told the New York Times he "invented

the business,"” brokered more than $200
million in sales over the past year and

more than $2 hillion over his long career. And
he does it alone.

Last year Stark brokered the sale of
wGRZ-Tv Buffalo for $100 million and waFB-Tv
Baton Rouge for $60 million. This year he
sold kwac(tv) Davenport, lowa, for $45.6
million.

Stark's success does not mean that he
has come to terms with Wall Street. He still
does not care for their methods. He feels
that auctions (of stations) destroy the
confidence between seller and buyer. He
also questions whether the auction process
really lets the highest bidder buy the
station. Stark feels the broadcast license is a
public trust and that Wall Street is not fair
with regard to that trust.

Stark also has said that the financial
people ""don't care about broadcasting.”” He
does not want to sell to someone who is
buying, only to keep the station for a short
time and then sell for a profit.

Wall Street aside, Stark is also

MVP’s Brian Cobb

outspoken about FCC rulings. When the 12-
12-12 ownership cap rule went into effect,
Stark took on more business. However, he
was not as happy with the removal of the
three-year rule. That, says Stark, hurt selling
for radio because of the influx of non-radio
people who got into the medium.

Stark is optimistic about this year and
the years to come. Stark says reduced interest
rates and reduced programing costs will
allow the market to expand.

Gary Stevens & Co.

Gary Stevens has done it all in
broadcasting and now does it all in
brokering. While some brokers have
backgrounds in station management, law or
finance, Stevens combines all of the
above and is one of the more successful
brokers. He also does it alone. Stevens
started Gary Stevens & Co. just under two
years ago. He began in radio as an air
personality with wruN(aM) Miami in 1960
when he was 20. He went from Miami to
St. Louis to Detroit before settling in at
wMCA(AM) New York in 1964. In 1968 he
left broadcasting to go to Switzerland as
managing director of Interprogram Film
Sales. He returned in 1970 and became
general manger of KRiz(aM) Phoenix,
staying there until 1974. For the next three
years Stevens was vice president and
general manager of KDWB-AM-FM
Minneapolis. In 1977 he joined group
owner Doubleday Broadcasting as senior

William Schutz

Howard Stark

vice president, and a year later he was
president.

In 1985 Stevens left Doubleday for
Wertheim Schroeder & Co. and the brokering
business. Virtually on his own there as a
broker, Stevens handled approximately $600
million in sales in his first two years there.
There has been no dropoff for Stevens since
going out on his own. Sales since July
1988 include the $95 million deal for KJOFM)
Los Angeles and KHOW(AM)-KSYY(FM) Denver
and the $56 million sale of Kioo(FM) Los
Angeles. From July of last year through
June of this year Stevens has about $253
million in sales that have closed or will
close shortly.

Stevens looks to do six to eight deals a
year that are no less than $8 million or $10
million and says his experience with
Doubleday is one of the main reasons for his
success. Stevens says he likes to sell radio
stations only to radio people. He says he finds
that big companies that can afford radio
stations but are not in the broadcasting
business tend to go away because ""they
cannot get comfortable with a business that
has such a high intangible’* value placed
on station management. One reason Stevens
prefers radio people is he feels a premium
price is impossible to get from a non-
broadcaster. ""That extra million dollars,"”
says Stevens, "'is almost impossible to justify
to somebody who does not understand the
dynamics of the business...how you can take
the same product and make more money
in a short period of time.”

CONFIDENTIAL BROKERAGE
AND INVESTMENT SERVICES TO THE
COMMUNICATIONS INDUSTRY.

R. C. Crisler & Co., Inc. (513) 381-7775. Cincinnati, OH: Richard C. Crisler, Clyde G. Haehnle, John D. Chap-
man, Gloria Bushelman. Ithaca, NY: (607} 257-6283 John B. Babcock. New York, NY (212) 697-2247 Donald E.
Clancy. Lincoln, NE: (402) 475-5285 Richard W. Chapin. Tampa, FL: (813) 264-2346 Mark W, Jorgenson.
Special Consultant: Ward L. Quaal Company, Chicago, IL: (312) 644-6066 and Los Angeles, CA (714) 644-5500.

CRISLER

RC CRISLER & CQO. INC.
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Radio-TV tally
after 6 months:
$1.28 billion

At the halfway point in 1989, there have
been radio and TV station sales totaling
$1.28 billion, up $233.9 million, or nearly
22%. over 1988’s mid-year total of $1.05
billion. Among the five separate groups that
BROADCASTING tracks in ‘‘For the Record™

LR}

and ‘‘Changing Hands,”” standalone AM
stations were the most active commodity
(see chart, page 38). By the end of June last
year, there had been 27 individual AM sta-
tion sales. This year, the six-month tally
was 78 separate sales. As might be expect-
ed, the dollar volume in this category more
than tripled, climbing from 1988’s $23.2
million to this year’s $74.3 million.

Another category that witnessed extraor-
dinary dollar volume increases was individ-
val TV station sales. Here, 22 sales during
the first half of 1989 pulled in $646.8 mil-
lion. By June of last year, I3 sales had
accounted for $187.9 million.

Part of the reason for these sizable in-
creases was the hefty asking prices for key
stations in each category, such as this
year’s $23 million sale of WUKQ(AM) New
York. WKAQ-Tv San Juan, P.R. accounted
for nearly one-quarter of the six-month to-
tal, going for $160 million. WSMV(TV)
Nashville, sold for $125 million—another
contributing factor to the expanded dollar
volume in TV sales.

For two of the remaining three sales
groups, standalone FM’s and AM-FM com-
bos, dollar volumes were somewhat more
in line. Forty-five FM sales in 1988 grew to
55 sales in 1989, but dropped from a total
of $207.7 million in 1988 to $154.6 million
this year. AM-FM combos grew from 54
sales to 58 in 1989 and went from $157.3
million to $246.4 million.

July, 1989

CIVIC COMMUNICATIONS
CORPORATION

has acquired the following
television stations:

KLTV-TV, Tyler, Texas
KTRE-TV, Lufkin, Texas

The undersigned acted as
financial advisor to

Civic Communications Corporation

in connection with this acquisition and with the
incurrence of the debt and equity financing,
and participated as an equity investor.

CRL

COMMUNICATIONS PARTNERS, LTD.

901 Main Street Suite 2300 Dallas, Texas 75202 (214) 651-9180
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The last category, group sales. which are
typically sales of three or more stations, but
can also include the less-frequent sale of
two AM’s or FM’s, dropped off to five
transactions for this year from last year’s
eight. The dollar figure for group sales was
down significantly, from $471.2 million to
$159.2 million.

Cable’s sales-to-date dwarf the six-
month tally for radio and TV. So far. cable
has posted about 55 billion: that works out
to 5833 million per month.

Most  brokers anticipate  continued
growth in sales. For the most part. they say,
prices are fair and will continue to grow in
the top 30 markets. Glenn Serafin of Com-
munications Equity Associates said the year
started out slowly, but recently, lowered
interest rates have led to increased trading.

Although the current prime rate of 10.5%
is the same as it was in January, that does
not mean that rates have been stable. In
February the prime jumped a point to
11.5%. From March through May it re-
mained at 11% but was still in a climbing
mode. In May it again hit 11.5%.

According to Susan Ness. vice president,
Communications Industries Group, Ameri-
can Security Bank, Washington, the rates
climbed rapidly since April. 1988, when it
was 8.5%. Even if rates don’t go up. as was
the case for March through May. according
to Ness, people expect rates to rise, making
everyone more cautious.

The 3% jump in less than a year comes
after three years of rates around 7.5%, an
all-time low. According to Ness, the low
rates, combined with a healthy economy,
produced double-digit growth, which in
turn helped the seller, buyer and lender.
Ness speculated that there may be a modest
drop in interest rates, but nothing more
substantial than half a point for the remain-
der of the year.

The higher interest rates. according to
Cecil Richards, head of Cecil L. Richards
Inc., hurt the lenders and. subsequently. the
buyers. Higher rates hurt buyers because
financing becomes harder to get. The seller
is also hurt because there are fewer buyers
who can pay the seller’s price. The lender is
hurt because higher rates mean more re-
strictive loans and more selective buyers.

Gary Stevens of Gary Stevens & Co.
says today’s station trading is divided be-
tween the top-25 stations and everything
else. The top-25, according to Stevens, is a
seller’s market, Below the top-25, Stevens
says, is a buyer’s market because it's diffi-
cult to arrange deals at high multiples for
smaller market stations unless they have a
lot of cash flow. Stevens explains: *‘There
is so little inventory avilable for purchase
that has cash flow, that when those kinds of
deals come up there is incredibly intense
pressure from all these buyers to come in
and do the deal.”” With regards to the
smaller market buyers, Stevens explains
that “*the big company is not interested in
the market and the small company can't
afford it.”> Stevens says that this year
should see a trading volume in the low $2
billions and constant action in the $5-mil-
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lion to $10-million range.

Dick Blackburn of Blackburmn & Co.
agrees with the two-tier marketplace. Prices
in the second tier, says Blackburn, have
softened. Blackburn thinks that for now.
stations in the second tier will remain firm,
but in order to caich up to the first tier,
prices will go up again.

Although “brokers are optimistic about
station trading this year, they are not as
optimistic about the plight of AM radio in
general and standalone AM’s in particular.
Some brokers will not even try to sell a
standalone AM. Opinions vary on what
AM’'s main problems are, but most agree
that technology and programing are the two
factors that hurt AM the most. Gary Ste-

vens describes AM as a **19207s’” technol-
ogy. ‘““You have several generations now
that have been raised on high-quality musi-
cal reproduction’” and because of that,
**AM radio really no longer serves the pur-
pose that it set out to serve years ago,”
explains Stevens. Blackburn says that
something dramatic will have to happen
with AM to reverse the trend. Blackburn,
too, feels that there are too many signals in
an AM marketplace that cannot compete.
And, adds Blackburn, when an AM does
find good programing and starts to get lis-
teners, an FM will come along, copy the
successful format and take the AM’s audi-
ence. However, people with FM’s will buy
AM’s as insurance, says Stevens.

Broker Frank Kalil is a little more opti-
mistic about AM. However, he too cites the
technical differences between AM’s in the
same market as one of the causes of AM’s
problems. But Kalil says that **somebody
will do something and AM will come
back.” Stan Raymond of Atlanta-based
Stan Raymond & Associates also says that
AM is “‘far from dead.’* Creative program-
ing, according to Raymond, is what AM
needs. Raymond cites the Financial News
Network and business news as good pro-
graming for AM’s. “‘If you have your
niche,”” says Raymond, ‘‘you will do
well.”” Ethnic programing, says Stevens,
can also be successful on AM if there is a
market for it. —JF, ATS

Bankers/brokers: the other side of the business

Many investment banks are getting
into broadcast and cable brokering
as credit, interest rates improve

Investment bankers who work in media bro-
kerage are optimistic that cheaper financing
and a lower capital gains rate will lead into
a busy fall season of station and cable trad-
ing.

The bullish outlook on communications
trading and financing is causing several
bankers to add personnel to their communi-
cations and media groups. The media merg-
ers and acquisitions (M&A) business is go-
ing to be ‘terrific,” said Michael
Connelly, a director at First Boston Corp.
**We would not be adding additional people
to our group if we didn’t think there would
be a strong second half and beyond.”

The positive outlook for the rest of the
year comes from a number of areas. One
boost to cable in particular, the busiest of
the Fifth Estate sectors, is the industry’s
improving image in the credit marketplace.
In one indication of higher regard for cable
debt. Standard and Poor’s said several
weeks ago that it was investigating raising
the debt ratings of six major cable opera-
tors. ‘*Cable television, relative to other
rated industries, is now viewed as having a
better-than-average industry risk,”’ accord-
ing to S&P. “The listings reflect S&P’s
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increased confidence in cable television’s
business fundamentals and growth pros-
pects, despite the spectre of legal and com-
petitive challenges facing the industry.”

General interest rate trends will also spur
deals, investment bankers said. After an
apparent peak earlier this year, the prime
rate seems on its way down. Last week,
most major banks cut the prime to 10.5%.
In another credit arena, seven-year Trea-
sury bonds were trading last week at yields
of 7.53%, down from 7.9% about a week

earlier and 9.25% about three months ago.
Assuming that a cable company can get a
fixed-rate insurance company loan at a rate
calculated from Treasury yields, the drop in
Treasury yields makes ‘‘a huge difference
in terms of a company’s ability and interest
in going out and doing something,”” accord-
ing to Edward F. Dugan, managing director
of PaineWebber Inc.

Long-term interest rates are also a func-
tion of appetite in the the junk market, said
Lazard Freres & Co. general partner Steven

This announcement appears as a matter of record only.

CIVIC COMMUNICATIONS
CORPORATION

$82,000,000

Acquisition Financing and
Corporate Recapitalization

The undersigned arranged and structured the debt
and equity financing for this transaction.

FIRST COMMUNICATIONS CAPITAL

Financial Placements for the Communications Industry.
Laurie-Jo Straty, Managing Partner
Amanda P, Sullivan, Vice President
(214) 651-1007

July, 1989

Broadcasting Aug 7 1989
55



S

Rattner. Spreads between current-pay
bonds and zero-coupon, or deferred-pay
bonds, have widened. he said. While it is
*‘as easy as it’s ever been’” for major cable
operators to obtain subordinated debt fi-
nancing, he said. “‘It’s more difficult for a
small, private broadcaster to get $40 mil-
lion in zeros. That would be very difficult
today.’” Connelly agreed: **The market has
shown trouble digesting zeros.”

Some investment bankers are also look-
ing for possible reduction of the capital
gains tax rate, last week being discussed in
Congress, 1o have an effect on brokerage
activity. *"It’s at a point where some deci-
sion is going to be made on it in the next
couple of weeks,”’ he said. adding: “*We’ve
encouraged some people to seriously think
about selling assets if the gains 15 low-
ered.”’

The communications group revenues that
bankers attribute to brokerage. rather than
financing. vary by bank. Charles Cory,
head of Morgan Stanley’s communications
group. attributed 60% of the group’s recent
revenues to sales; Dugan said that
PaineWebber’s media group earned half of
this year’s revenues from mergers and ac-
quisitions and merchant banking transac-
tions. Nancy Peretsman. head of Salomon
Brothers” media group, estimated that less
than 10% of the group’s revenues comes
from straightforward brokerage. Much of
what Sulomon does is a “‘sort of broker-
age,”’ Peretsman said—not an outright sale,
but a refinancing that enables owners to
take some money out of their property often
by selling minority equity shares. The bal-
ance of business between brokerage and
financing goes in cycles, said one indusiry
participant. “*We’re at the mercy of market
conditions,”” said Paul Taubman of Morgan
Stanley.

The outlook for television station broker-
age, the slowest part of Fifth Estate M&A
business, has an uncertain future. Perets-
man said that improving financial results at
TV stations would soon make more *‘justi-
tiable™™ the prices sellers sought for their
stations. Connelly said that an increasing
discernment among lenders for broadcast-
ing deals would not necessarily lead to few-
er broadcasting deals in the future, but to

PaineWebber’s Edward Dugan

deals both financed and priced less aggres-
sively.

The outlook is mixed on the fate of bank-
ers working with brokers to sell properties.
No clear pattern emerges among bankers as
to when working with brokers to sell a
property is useful or whether the number of
banker/broker sales will increase or de-
crease. Brokers being involved with bank-
ers is “‘largely the whim of the client,””
Rattner said.

Cory of Morgan Stanley. which has
worked with Daniels & Associates on two
deals this year—including the sale of Centel
Television Co. and Telecable (later with-
drawn from the market)—said it was prefer-
able for advisers to work alone. although he
respected the personnel at Daniels. “*Any
adviser prefers an exclusive arrangement
with a client. It simplifies...the lines of
communication,”” he said. Cory said lower
fees weren’t the issue, and that his group
didn’t necessarily get them from the mar-
ketplace. If companies want two advisers,
they ought to expect to pay for two, he said.

Cory said that Daniels was brought into
the Telecable transaction because as the
sale process progressed, American Televi-
sion & Communications and Warner Com-
munications were seen as possible buyers,
but Morgan Stanley was advising Para-
mount on its hostile takeover bid for Time.
*‘Telecable wanted to make sure they could

QUIET & QUICK...

We don’t tell the world your stations are
for sale — just the good solid buyers.
For fast action give us a call.

Media Broker

P.0. Box 340617 / Tampa, FL 33694 / (813) 949-9311

Donald K. Clark, Inc.

N
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have an adviser who would speak to ATC
and Warner without an emotional charge in
the air,”’ Cory said.

Some brokers also have second thoughts
about using an auction to sell properties,
partiaily because of the mixed results these
have had in the marketplace. Following
auctions run by investment banks, Midwest
Communications (including WCCO-TV Min-
neapolis), Telecable and Jack Kent Cooke's
cable properties were pulled off the market.
(Cooke’s properties were later sold to a
consortium that bid for the whole property,
rather than the separale piec€s that were up
for sale.) For an auction 1o succeed, accord-
ing 10 Ratiner, the business for sale must be
eastly understandable in terms of valuation,
must have a good operating record, and
should be likely to appeal to a large number
of buyers. In recent auctions, Rattner said,
“The third principle is particularly violat-
ed.”

According to Dick Blackburmn, president
of Blackburn & Co., the auction process
leaves station people ‘‘dangling in the
wind’’ in the hopes that it will produce top
dollars. Broker Howard Stark, who only
handles large TV deals, also dislikes the
auction process because it destroys confi-
dentiality. Stark also questions whether the
highest bidder does always get the station.
Usually, Wall Street investors like Morgan
Stanley, says broker Gary Stevens, enter
into a deal if it is over $50 million. Any-
thing under that, says Stevens, costs Wall
Street too much because of overhead.
Blackburn feels many buyers have been
turned off by the auction process.

As for prices, on the one hand, bankers
say some properties are so large that the
universe of buyers shrinks dramatically.
On the other hand, for an auction 10 suc-
ceed, said Douglas Dunnan of Salomon,
the property should be large enough so
that neighboring buyers do not have a
particular advantage. Further complicat-
ing matters in the wCCO-Tv and Telecable
sales was that sellers were selling stock in
their property and not assets. The reaction
of many potential buyers to hearing about
stock deals is ‘‘I'm not interested,”’ ac-
cording to Dugan.

Connelly of First Boston, which sold
the New York Times cable properties, said
the auction process has worked *‘in ex-
tremely hot markets,’’ but that many peo-
ple feel *‘abused’” in the auction process.
He said that in cable, there are fewer first-
time buyers looking at big auction deals.
The buyers in these situations are better
known to people in the sales process, and
they are not willing to accept information
on the basis of books sent out by invest-
ment houses. )

Meanwhile, Cory defended the auction
process as ‘‘a very powerful way to extract
the highest economic values from the mar-
ketplace.”” After sellers have determined on
what basis they are selling property, such as
whether a sale is for assets or for stock,
“‘the marketplace is smart enough and effi-
cient enough. ..[to] make a valuation on that
set of facts,”” Cory said. -GM
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the same. consortiums will come together
to buy systems. “"The necessity is caused
by the inability of the sellers to sell assets.
mostly. and [thus]| the need to sell stock,™
he said. Tax complications torce buyers to
keep properties together. even though they
may individually be interested in only those
systems closest to their own.

Both Russell, who did the Times Mirror-
Cublevision Systems swap, and Armstrong
believe there will be more swapping of sys-
tems. But. said Russell, **they are extreme-
ly difficult and time-consuming to do.”
Added Armstrong: "The problem is every-
body thinks their property is better than the
next guys. Parties have to keep a big picture
outlook on it”” and not get mired in details
like "‘my converters are worth $10 more
apiece more than yours.” Armstrong con-
tinued, *"We've been down the path on
swaps and they get into the minutiae and it
dies.

The FTC jis also emerging as another
possible impediment 1o swaps. *‘Part of it is
going to depend on how active the FTC
gets,” said Russell. an agency that *“seems
to be more active since President Bush took
over.”

Russell gave an indication of the answer
to the perennial question: How high is up?
CEA was involved in Prime Cable’s buy off
the Anchorage cable system for upwards of
$4.000 per subscriber. Five years ago. the
system brought around $2.000. an unheard
of price at the time. The recent deal was
based on a similar cash-flow projection. |
see 1t as a foreshadowing of what the rest of
the country is going to be like in another
five years,”” said Russell. of Prime’s $143
million. 37.000-subscriber purchase. —MS
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The book on brokers

Following is an alphabetical list of brokerage
firms showing each companys address,
phone number, personnel, branch offices
and services offered

American Radio Brokers Inc/SFQ. 1255 Posl St
Suite 625, San Francisco 94108. (415) 441-3377
Chester P. Coleman, pres: Donald Dong. broker;
Kathleen O'Donnell, off mgr; Richard Haskey. tech
consultant: Warren Earl. management & promotional
consullant. Full service brokerage of Pacific and west-
ern slates radio & TV slns, management consultanis,
bankrupley proceedings & valuations

Americom Radio Brokers Inc, 1130 Connecticut
Ave., N.W. #500, Washinglon 20036. (202) 737-
9000. Thomas P. Gammon, chmn; Daniei T. Gammon
pres; William J. Steding, 1st VP, David C. Burrill, bro-
kerage specialist: Timothy R. Gammon; brokerage
specialist; Mark D. Cunningham, financial analyst. Ha-
dio slation mkig and financing, specializing in $3
million-$100 million properties. Confidential mktg, ne-
gotiated bids

Henry Ansbacher Inc. 277 Park Ave., 47th floor, New
York 10172. (212) 688-5544. Hylton M. Philipson,
pres. Matti A, Prima, J. McCluskey. managing dirs; L.
Mark Stone, exec VP London, SW1Y 6EE: 103-105
Jermyn St {01) 930-1010. Ausbacher Media Ltd
Mergers. acquisitions, divestitures and valuations for
radio. TV cable and other media industries.

Avpro Inc, Box 176, Kennebunk, Me. 04043. {207)
985-3511. Lewis M. Marcy. pres; James M. Marcy,
VP. Medma brokerage nationwide: TV, radio, newspa-
pers. cable

Baugh & Associates. 7605 Visla Cecdro. N.E.. Albu-
qguerque. N.M. 87109, (505) 821-0163. Ken Baugh,
pres; Walt Rubens. assoc. Fair Acres. N.M. 88033;
Box 205. (505} 526-5349. walter Rubens, assoc

Beckerman Associates Inc. 14001 Miramar Ave
Madeira Beach, Fla. 33708 (813) 391-2824. Milton B
Beckerman, co-owner. Phoenixvilie. Pa. 19460: Box
714. (215) 935-1758. Jay Beckerman, Assoc. Media
brokerage, appraisals for broadcast and print. Con-
sulling. conceming media sales and acquisitions

Biernacki Brokerage. The Graybar Bldg., 429 Lex-
ingion Ave.. New York 10170. (212) 687-2465. Radio
brokerage.

Bill-David Associates Inc. 2508 Fair Mount St.. Colo-
rado Springs BQ909. (719) 636-1584. Bill Martin, bro-
ker. Radio and TV station brokerage. appraisals, man-
agement consultants.

Blackburn & Co. Inc. 1100 Connecticul Ave.| N.W.
Suite 420, Washington 20036, (202) 331-9270. James
W, Blackburn Jr, pres: Jack V. Harvey, Joseph M
Sitrick, Richard F. Blackburn, Tony Rizzo, Charles H
Kurtz, Alan Tindal, Susan Byers. Atlanta 30361: 400
Colony Sq., 1201 Peachiree St., Suite 1006. (404)
892-4655. Jay C. Bowles, George |. Otwell. Chicago
60601: 333 N. Michigan Ave., Suite 2315. (312) 346-
6460, Howard J. Stasen, Steven Pruett, Wendell W
Doss. Beverly Hills, Calif. 90212: 9465 Wilshire Blvd
Suite 518. (213) 274-8151. Roy A. Rowan, Neil Rock-
off, Greg Johnson

Blairco Inc. Box 42513, Washington 20015, (202)
364-1019. Randall H. Blair, pres. Consulting to buyers
and sellers of radio and TV properties.

Boudreau & Associates. 1025 Harker Ave.. Palo

Alto, Calif. 94301. (415) 326-5151. James Boudreau,

CEQ:; James R. Corcoran, senior partner; Susan Le-

gare‘ partner and research dir San Francisco 94110
ryant Sq.. 2121 Bryant St. (415) 326-5151

Frank Boyle & Co. 55 Old Field Point Rd., Greenwich,
Conn. 06830. (203) 869-4433. Frank Boyle, pres; Jim
Boyle, VPimgr. cable div. Michele Gault, VP, cable
div: Mary Downey, VP, operations; Michael Boyle, VP,
financial information services. Media brokerage, spe-
cializing in radio and cable.

Bill Brazzil Associates Inc. 13520 S.W. 67st Court
Miami 33156. (305) 662-7501. Bill Brazzil, pres. Ra-
dio, TV brokerage, consulting. appraisals.

Robert W. Breckner. 1014 N. Bundy Dr., Los Angeles
90049, (213) 472-2132

The Broadcast Consulting Group. 5780 Lincoln Dr.
Suite 113, Minneapolis 55436. (612) 933-7100. Henry
W Dornseif, pres; Gene Anderson Hugh Del Regno.
Andrew J. Murtha, Robert Steinberg, VP's. Consortium
of 15 associated management and financial special-
1sts and generalists countrywide. Acquisition/property
sales privately negotiated in client network.

Broadcast Media Associates. 316 California St
Suite 700, Reno, Nev 83509. (800) 237-3777. Cliford
M. Hunter, pres. Bellevue, wash. 98009: Box 3205.
(206) 643-2116. Radio/TVicable brokerage in the
western states

Broadcast Properties West Inc. 13333 N.E. Bel-Red
Rd.. Ste 213, Believue. Wash. 98005. (206) 641-7063
Wiliam L. Simpson, pres. Radio and TV station bro-
kerage, appraisals

Broadcasting Unlimited/Brokers. 30 Riverfront Dr.
Manchester, M.H. 03102, {603) 669-7900. Bruce Ly-
ons, pres: Robin C. Davis, VP

Richard Burke & Co. Inc. Box 1567, 49 Locusi Ave.
New Canaan, Conn. 06840. (203) 972-0000. Richard
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James A. Gammon, President

COMPETENCE
AND
INTEGRITY

It takes both.

A media brokerage firm
experienced in negotiating
every aspect of the Buy-Sell
Process: Radio and Television.
Gammon Media Brokers
always gives it to you straight.

You will get it straight!

Gammon Media Brokers, Inc.

Radio and Television Brokerage

1925 K Street, NW Washington, DC 20006
202-862-2020

Member: National Associalion of Media Brokers

(NAMB). INTV, NAB
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E. Burke. pres.

Business Broker Assoclates. 399 Somerville Ave.,
Chattanooga, Tenn. 37405, (615) 756-7635. C. Al-
fred Dick, owner and broker; James Alfred Dick,
broker; R.C. George, broker; James Stephenson.
broker. Media brokers tor radio, TV and cable sys-
tems.

The Camfield Company. Box 9797, Fort Worth
76107. (817) 877-5969. William J. Camfield pres:
Ken Mindell, CPA, VP.

Capstone Communications Inc. Box 778, Saddle
River, N.J. 07458. (201) 934-5990. Fax: (201) 934-
0192. Josh Mayberry. Carol Mayberry.

Carpenter & Associates. Box 21835, Litlle Rock,
Ark. 72221. (501) 223-9740. Jack A. Carpenter,
pres; Dianne Carpenter, sec/ireas. Broadcast con-
sultant; radio, television, cable sales and apprais-
als.

Robert A. Chaisson Inc. 39 Locust Ave., New Ca-
naan, Conn. 06840. (203) 966-6333. Robert A.
Chaisson, pres. Brokerage of radio and TV sales
and acquisitions.

S.R. Chanen & Co. Inc. 2320 United Bank Tower,
3300 N. Central Ave., Phoenix 85012. (602) 234-
1411. Steven R. Chanen, CEQ; Joseph A. Romano,
chiet financial officer; Donald E. New, dir of aquisi-
tions. Investment banking, brokerage and financial
advisory services for the communications and enter-
tainment industry.

Chaney Media Brokers. Box 101, Bedford, Mass.
01730. (617) 275-6285. Ansel Chaney, owner; Carl
Stuart, assoc. Breinigsville, Pa. 18031; R.D. 2, Box
172. (215) 682-6115. Carl Stuart. Brokerage, con-
sulting. appraisals.

Chapman Asssociates. 8425 Dunwood& Pl., Atlan-
ta, Ga. 30350. (404) 998-1100. W.N. Cate, pres;
Kent Replogle: Millard S. Younts. Van Nuys, Calif.
91406-1215: 16380 Roscoe Blvd., Suite 120. (818)
893-3199. Ray Stanfield, CEQ; David G. LaFrance;
James F Mergen. Jacksonville, Fla. 32217: 3733
University Blvd., Suite 114. (904) 730-2522. James
L. Brewer; George R. Reed. Kansas City Mo.
64111: 4500 Main, Suite 900. (816) 932-5314. Wil-
liam H. Lytle. Logan, Utah 84321: Box 744. (801)
753-8090. G. Greg Merrill. Dallas 75240: 5495 Belt-
line Rd. (214) 788-2525. William L. Whitley. sec-
ftreas. Boston 02110: 176 Federal St.. N.W., Suite
555. (617) 330-7880. Kevin C. Cox; Robert J. Mac-
cini.

Donald K. Clark Inc. Box 340617, Tampa, Fla.
33694, (813) 949-9311. Donald K. Clark, pres; Anne
Clark, VP. Brokers for the sale and acquisition of
radio and TV

ComCapital Group inc. 19 W. 44th St., Suite 1000,
New York 10036. (212) 302-8720. Paul C. Raeder,
pres; David E. Schutz, Anthony M. Hoffman, manag-
ing dirs. Station acquisition advisory and financing.
Appraisals, business plans, bank presentations and
feasibility studies.

Communication Resources/Media Brokers. 3727
E. 31st St., Tulsa, Okla. 74135, (918) 743-8300. Tom
Belcher, pres; Eileen Belcher, VP; Barbara Terry,
sec/ treas. Brokerage services for radio. TV and
cable systems.

Communications Brokers Inc. 1325 18th St., NW,,

Suite 103, Washington 20036. (202) 745-1009. Jack
Christian, pres.

Communications Capital Corp. 19 W. 44th St
New York 10036. (212) 302-2282. Blair Walliser,
pres; Wade Barnes, VP; Samuel Freurdel, VP.

Communications Equity Associates Inc. 101 East
Kennedy Blvd., suite 3300, Tampa, Fla. 33602,
&813) 222-8844. Fax: (813) 225-1513. Telex: 808713

EA TPA. J. Patrick Michaels Jr, chmn; Harold D.
Ewen, pres; H. Gene Gawlhrop, exec VP and chief
acct cff. New York 10152: 375 Park Ave., Suite 3808.
(212) 319-1968. Don Russell, managing dir, group
VP Berwyn, Pa. 19312: 1235 Wesllake Dr., Suite
140. (215}\’251-0650. Thomas J. MacCrory, group
VP/cable TV div. Washington 20036: 1133 20th St.,
N.W., suite 260. (202) 778-1400. Cable television
system sales, acquisilions and trades, securing of
financial debt and equity; system fair market valua-
tions.

Communications Partners Ltd. 1509 Main St.,
Suite 1300, Dallas 75201, (214) 651-9180. Eric C.
Neuman, G. Bradford Bulkley, managing partners.

Communication Resources Unlimited In¢c. 3727 E.
31st St., Tulsa, Okla. 74135. (918) 743-8300. Tom
Belcher, pres; Eileen Belcher, VP; Barbara Terry,
sec/ treas. Brokerage services for radio and TV sta-
tions and cable systems.

Computer Management Systems Inc. 6610 N.
Shadeland Ave., Indianapotis 46220. (317) 842-
1830. John B. Gray Jr., pres; Myron Keeney VP.

Constant Communications Co. 101 Larkspur
Landing, Larkspur, Calif. 94939. (415) 461-7200.
Frederic W. Constant, pres.

Contemporary Communications. Box 159, Fag—
etteville, Ga. 30214. (404) 460-6159. Fax: (404) 460-
6129. Larry G. Fuss, pres. Media broker specializing
in small and medium market radio stns. Manage-
ment, operations, technical and programing consul-
tant.

E.T. Crennan, Media investments. 1469 Bellevue
Ave., #803, Buringame, Calif. 94010. (415) 342-
9783. FT. Crennan.

R.C. Crisler & Compang Inc. 600 Vine St., Suite
1708, Cincinnati 45202. (513) 381-7775. Richard C.
Crisler, pres; Clyde G. Haehnle, sr VP; John D.
Chapman, VP; Gloria Bushelman, VP, newspapers.
Ithaca, N.Y. 14850: 600 Cayuga Heights Rd. (607)
257-6283. John B. Babcock, VP Lincoln, Neb.
68508: NBC Center, Suite 751. (402) 475-5285.
Richard W. Chapin, VP. Chicago 60611: 401 N.
Michigan Ave., Suite 3140, (312) 644-6066, Ward L.
Quaal, special natl rep. Tampa, Fla. 33688-0451:
Box 270451. (813) 264-2364. Mark W. Jorgenson.
VP New York 10017: 757 Third Ave., Suile 1806.
(212) 838-5006. Donald E. Clancy, VP. Acquisition,
merger, appraisal and financial services to radio,
gv. newspaper, cable and cther media-related in-
ustries.

Craig L. Culp Radio Station Brokerage. 7206
Parkview Ave., Falls Church, Va. 22042, (703) 573-
8080. Craig L. Culp. pres. Personal brokerage of
radio stations in the $1 million to $5 million range
and in markets from the 50th to the 200th.

Daniels & Associates. 3200 Cherry Creek South
Dr., No. 500, Denver, Colo. 80209. (303) 778-5555.
Fax: (303) 778-5599. Bill Daniels, chmn; Phil Hogue.
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pres; George B. Ainsworth, sr VP, Tim David. sr VP;
Brian Deevy, sr VP. New York 10171: 299 Park Ave.
(212) 935-5900. Telecopy: (212) 832-2784. Provides
merger, acquisition and corporate financial services
to the cable television and broadcasting industries.

Lincoin Dellar & Co. Box 5365, Santa Barbara,
Calif. 93152. (805) 969-6344. Lincoln Dellar, pres
and owner. Media broker.

Charles C. Earls & Associates Inc. Route One, Box
173, Kennett, Mo. 63857, (314) 888-3224 or 888-
3362, Charles C. Earls, broker; Scollie Earls, assoc.
Bro_adfasl and cablevision-propery sales and ap-
praisals.

Eden Broadcast Services Inc. Box 647, Eden, N.C.
27288-0647. (919) 623-3000. Gene E. Ward Sr.
pres. Sales of brecadcast properties and cable sys-
tems, specializing in radic station sales and ap-
praisals.

William A. Exline Inc. 4340 Redwood Hwy, Ste F-
230. San Rafael, Calif. 94903. {415) 479-3484. Wil-
liam A. Exline, pres; Andrew P. McClure, assoc.
Specializing in selling bcst properties in the 13
western states.

Fairfield Capital lnc. Box 743, Rockefeller Center
Stn., New York 10185, (212) 737-7923. F. Reese
Brown, pres. Charles Bensinger, VP.

First Atlantic Groug Inc. 307 Kennedy Blvd., Suite
123, Maitland, Fla. 32751. (305) 628-9811. Don N,
Scheib, pres; Thomas Hendricks, VP.

Norman Fischer & Associates Inc. 1209 Pkwy,
Austin, Tex. 78703, (512) 476-9457; Fax: (512) 476-
0540. Norman Fischer, pres; R.W. Prikryl, assoc:
Terrill Fischer, assoc. Harlingen, Tex. 78550: 802 E.
Harrison. (512) 428-3736. Mal Kasanoff, assoc. Bro-
kerage in radio, TV and cable. Consultation in man-
agement and operations, appraisals, feasibility
studies, expert testimony, financial planning and as-
sistance.

Milton Q. Ford & Associates inc. 5050 Poplar
Ave., Suite 1135, Memphis 38157. (901) 767-7980.
Milton Q. Ford, pres; Jo Ann F Kail, VP Media
brokers for the sale and purchase of radio and TV
stations, CATV and newspapers.

Richard A. Foreman Associates. 330 Emery Dr.
East, Stamford, Conn. 06902-2210. 5:203) 327-2800;
Fax: (203) 967-9393. Richard A. Foreman, pres;
Richard W. Kozak, assoc; Susan Brenner, admin
assl. Specializing in cash positive radio and TV sta-
tions in major growth mkts.

Michael Fox Auctioneers Inc. 3835 Naylors Ln.,
Baltimore 21208. (301) 653-4000. Wiliam Z. Fox,
chmn; David S. Fox, pres. Dallas, Tex. Washington,
D.C. Auctioning of radio and TV stations.

Gammon Media Brokers Inc. 1925 K St, N.W,
Suite 304, Washington 20006. (202) 862-2020.
James A. Gammon, pres.

Clift Gill Enterprises Inc. Box 9956, Marina del
Rey, Calif. 90295. (213) 306-6784. Cliff Gill. pres:
Dave Drubeck, VP, Kay Sadler-Gill, business mgr.

Clifton Gardiner & Assoc. Inc, 433 Park Point Dr.
Golden, Colo. 80401. (303) 526-1458. Ciifton H.
Gardiner. pres; Rex Miller. sr VP, cable brokerage;
Craig Chambers, bcst brokerage. Brokerage, ap-
praisal and financial services.

W, John Grandy, Broadcasting Broker. 1029 Pa-
cific St., San Luis Obispe. Calif. 93401. (805) 541-
1900. W. John Grandy, pres; Dale Cowle, asscc.
Rancho Mirage, Calif. 92260: 90 Magdelena Dr.
{619) 324 8451. Dale Cowle, assoc. Brokers of radio
and TV stns, cable appraisers. consultants.

Charles Greene Associates. 1117 Perimeter Cen-
ter West, Suite E-319, Atlanta 30338. (404) 668-
9577. Charles L. Greene, pres; JeﬂreJ C. Miller, VP.
Cable TV brokerage, appraisals and financing.

W.B. Grimes & Co. 7811 Montrose Rd., Polomac,
Md. 20854, (301) 340-9654. Larry Grimes, gen mgr.
Confidential negotiations for the sale and acquisition
of publishing and becst properties.

Hadden & Assoc. Media Broker. 1385 Ayerswood
Ct.. Winter Springs, Fla. 32708. (407) 365-7832. Doyle
Hadden, pres and CEO. Broker, consultant, financial
assistance, appraisals.

Margaret Haney of Graham-Haney. 555 John Muir
Dr. B 510. San Francisco 94132. (415) 334-6664.
Margaret Haney, pres. Media brokerage and consult-
ing.

Hardesty, Puckett & Co, Box 9063, 16236 San Die-
quito Rd.. Bidg. 1, Ste L Rancho, Santa Fe 92607.
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The cable connection: Sales remain strong

Cable brokers see solid finish to
year that has already seen close
toi $5 billion in sales

Cable system trading activity, already ap-
proaching $5 billion in 1989, is expected to
stay strong through the rest of the year,
according to brokers interviewed by
BROADCASTING. The same factors that
made 1988 such a strong year continue to
fuel sales this year, brokers report.

Phil Hogue, president of Daniels & As-
sociates, said: “‘If you look at the top 100
[MSQ’s], you can speculate on a number
that might be lured into the market because
of the high prices being paid.”” Added
Andy Armstrong, senior vice president at
Waller Capital: ** A lot of people are sitting
on the fence. You're going to see a lot more
deals’” in the fourth quarter.

Part of that, said Armstrong, is the belief
that **we may see personal tax rates going
up,”” adding pressure for deals to close by
year’s end. Armstrong believes the primary
activity will be from small and mid-sized
companies spinning off systems that don’t
fit their business plans, or getting complete-
ly out of the business.

Hogue said Daniels has already closed 29
cable deals, has arranged financing for sev-

en more, and has another 61 system deals
and 14 financing transactions in the pipe-
line. Led by its participation in the Cooke
and Centel deals, the company stands to
have a $4 billion year (roughly $1 billion in
financing with Salomon Brothers and $3
billion in system sales), which would have
been higher had TeleCable decided to go
through with fts sale. Part of that growth,
Hogue said, is related to Daniels’s regional-
ization of its offices, which is bringing in a
wide range of deals from all points across
the U.S. **In terms of volume it’s going to
be a record-breaker,” said Hogue.

“All of the conditions that make for
strong cable prices continue to exist,” said
Hogue. **Lenders are aggressively trying to
build portfolios, and the number of buyers
continues to be strong.”

Hogue said **prices are holding steady’’
and ‘‘remain strong for quality systems."
although some buyers **are somewhat more
discerning.”” Waller's Armstrong agreed.
‘“‘We haven't seen the upward momentum
we saw last year,”’ said Armstrong, yet
prices remain in the same ballpark *‘and
that's a real positive, in the face of tougher
issues that could cloud the financial mar-
ket’s impression of what’s going on in the
cable industry with reregulation or telcos,™
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he added.

Don Russell, president of Communica-
tions Equity Associates Inc., sees the mar-
ket as strong, ‘‘particularly for good sys-
tems,”” those with ‘‘good real estate
growth, reasonably modern plant, good
revenue per subscriber and anticipation of
improvement in all of those areas.”” As an
example, Russell said CEA is working on a

\When your information has
to be authoritative, on-target and
backed by media’s largest financial database,

call Kagan.

Celebrating 20 years of media financial analysis.
126 Clock Tower Place, Carmel, CA 93923 {408} 624-1536

KAGAN MEDIA APPRAISALS, INC.

Fair market valuations of radio and TV stations, program
libraries, sports media rights and networks. Feasibility
studies and strategic corporate planning.

PAUL KAGAN ASSOCIATES, INC.

Publisher of: Broadcast Banker/Broker, on equity and
debt financing for radio and TV. Euro TV Investor, on the
deveiopment of Europe’s commercial TV markets.
Broadcast Investor, on valuations of stations and stocks.
Broadcast Stats, containing statistical analysis of the
broadcast industry. Radio Deal Record and TV Deal
Record, comprehensive annual reports on station trans-
actions. Broadcast Financial Record, a summary of
broadcast industry economics.

KAGAN SEMINARS, INC.
Investment seminars on Radio and TV Station

THE KAGAN GROUP

Acquisitions.
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Daniels’s Phil Hogue
Colonial Cable system deal near Boston
that will bring in the neighborhood of
$3.000 per subscriber.

Some in the cable industry believe the
telco threat has been blunted, for now.
Russell sees it ‘*as much less of an issue
right now,”” adding that ‘‘people are mak-
ing sure they have the proper amount of
capital expenditures in their budget’” to
keep their plant modern. Still, said Arm-
strong, *‘There are still some financial
institutions that are taking a wait-and-see
attitude.”” They *‘want to see where some
of these [congressional] bills are head-
ed,”” said Armstrong. To the outside
world, he said, ‘‘rates are the most promi-
nent issue.”’ And analysts “‘are very sen-
sitive to it.”’

That concern is causing operators to be
more wary of certain deals, said Arm-
strong. ‘*The operators are getting smarter
now and really figuring out how to show
better numbers other than just a basic rate
increase’’ to pay for systems, he said. *‘Op-
erators are sensitive to deals that are a one-
way play, which is rates only.”

The go-slow approach on rate in-
creases, said Hogue, puts the focus ‘‘on
better operator performance and the gen-
eration of other sources of revenue.”” He
added that ‘‘the financial players are also
being more careful in assessing the credi-
bility of projections and the sources of
increased revenue.'’ But, he said, *‘the

Wailer's Andy Armstrong
enthusiasm of the financial markets for
cable hasn’t diminished at ail.”

CEA’s Russell said the gap between sys-
tem prices is probably ‘*widening a bit. The
marketplace for a while had not really rec-
ognized the differences that exist between
properties,”” he said.

For a broker, that increased scrutiny can
make the mature market system with high
penetration and little growth prospects ‘‘a
tougher deal to sell than a year ago,”” Arm-
strong said. ‘‘A lot of people are backing
away from them.’’ Russell added that the
financial players “*find it a little more diffi-
cult to raise money now,”’ particularly
since debt service can’t be paid back by
basic rate increases alone.

There has also been a lowering of expec-
tations on the equity side, Armstrong said.
“‘We're seeing the equity side willing to
accept generally a lower [percentage] rate
of return,”’ he said, in the low to mid-20’s,
versus mid-20's to low 30’s a year or so
ago.

The decision by TeleCable to take its
systems off the block, Hogue feels, **is not
going to have much of an impact on any-
body else’s decision-making.’” Daniels and
Morgan Stanley were brokering the TeleCa-
ble properties, and Hogue said Daniels was
*‘disappointed’’ with the no-sale decision
because ‘*it was the best collection of prop-
erties we've seen.”’ At the same time, he
does not disagree with the principal reasons

/

Jonathan Schwartz
Patti Schinzing
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Communications/Media Lending Group

Specializing in medium-market acquisition financing
in the $2 to $10 million range

THE NATIONAL BANK
ly OF WASHINGTON
4340 Connecticut Ave.,, NW Washington, DC 20008
(202) 624-3381
y)

\}

Shaun Murphy
Sharon Baze
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CEAs Don Russell

for TeleCable’s decision—that reregulation
would automatically hurt the asset values of
cable systems and that mid-size companies
cannot survive in the cable business.
*‘Properties like theirs have a growth ex-
pectation of 3% to 6% annually,” Hogue
said. Additionally, tax complications in the
deal would have negatively affected the net
gain for TeleCable.

For the moment, the degree of telco in-
terest in cable awaits a ruling by Judge
Harold Greene on Pactel’s waiver request to
buy the Group W system in Chicago, a deal
in which Daniels represented the BOC.
Pactel, which has been the most aggressive
pursuer, is ‘‘going to stand pat until that’s
decided,’” said Hogue.

Some states with active regulatory bodies
are causing problems for the cable industry,
which is affecting system sales. ‘‘People
are very wary of doing deals in those
states,”” said Armstrong, who cited New
York, Connecticut, Vermont and Minneso-
ta. New York’s state cable commission ef-
fectively nixed the sale of First Carolina
systems to Cencom (brokered by Waller}),
expressing concern on the effect on rates of
yet another sale of that system. And Jones
Intercable withdrew an offer for a neighbor-
ing Acton system in Maryland. The two
companies were engaged in some over-
building, which drew some questions from
the FTC. The delays caused by that action
served to nix that deal also.

Several cable deals in 1989 utilized the
minority tax certificate, and Armstrong said
use of that vehicle **is much more prevalent
today than it was a year ago.”’ He said that
*‘more people have it as a tool to go into a
bidding situation,’’ although *‘in a couple
of deals it was almost a requirement.”” In
some cases, he said, *‘it becomes just an-
other sweetener.”’

Likewise, there has been an increase in
cable companies banding together to buy
properties, as in the Cooke and Telecable
cases. Their popularity stems from the par-
ticipants’ belief that *‘they can control more
of the terms and conditions’” as a group,
said Armstrong. [t also allows large compa-
nies, like TCI, to continue to grow without
taking a high profile. Still, said Armstrong,
*‘they are real tough to put together.””

Russell said as long as the tax laws stay
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(619) 756-4244. Topeka, Kan. 66614; 2947 Wanama-
ker Dr.. Suite D. (913) 273-0017. Communications
brokerage and investment banking.

Dan Hayslett & Associates Inc. 10509 Berry Knoll
Dr., Dallas 75230, (214) 691-2076. Mary B. Hayslett,
pres.

The Ted Hepburn Co. Box 42401, Cincinnati 45242,
(513) 791-8730. Ted Hepburn, pres; Todd Hepburn,
VP. Paim Beach, Fla. 33480 325 Garden Rd. (305)

863-8995. Radio, TV and cable brokerage; tax consul--

tation through association with Grant Thornton CPAs.

Hickman Associates. 29 Manor Dr., Newton, N.J.
g?BGO. (201) 579-5232. Ron Hickman, pres. Media
rokers.

R. Miller Hicks & Co. 1011 West 11th St., Austin, Tex.
78703. (512) 477-9698. R. Miller Hicks, pres; C. Brun-
ner Smith, controller.

Mel Hodell Media Broker Inc. Box 2277, Montclair,
Calif. 91763. (714) 626-6440. Mel Hodell, pres. Sales
of newspapers and bcst.

Hogan-Fetdmann Inc. Box 146. Encino, Calif. 91426.
(818) 986-3201. Arthur B. Hogan, pres and treas;
Jack Feldmann, VP. Brokering of TV sins, radio sla-
tions and cable systems. Appraisals.

Holt Brokerage Group. Suite 205, Wesigate Mall.
Bethlehem, Pa. 18017. (215) 865-3775. Gordon A.
Holt, exec VP/CEQ:; Christine E. Borger, exec VP/Chief
financial officer; Mark O'Brien, assoc: Karen Cassady,
business r\;:{gr; Roxana Sanjines. mgr/corperale info
systems. Winchester, Va. 22601: One Tower Park,
Boute 9, Box 34. (703) 662-0123. Arthur H. Holt, pres;
Carlton Holt, assoc: Oonna L. Holt, client svcs. Falls
Church, Va. 22042: 7809 Freehollow Dr. (703) 698-
8824. Gary E. Kirlley, assoc; Linda C. Kirtiey, client
services. Pensacola, Fla. 32501: 2070 North Palafox
St. (904) 438-8508. John M. Caso, asscc: Mary T
Radakovits, mgr corporate admin; Kimberly R. Caso,
client svcs. Full service communications company,
offering brokerage, technical services, consultation,
analysis and appraisals. Affiliated wih Holt Appraisals
Group, Holt Technical Services.

Hudson Investment Corp. 3 Bethesda Metro Center,
Suite 810, Bethesda. Md. 20014. (301) 986-1118. Ed-
ward R. McKenna, pres. Media broker and consultant.

Jamar and Associates. 110 Wild Basin Rd., Suite
245, Austin, Tex. 78746. (512) 327-9570. William W.
Jamar, _eres: Paul M. Jamar, VP. Media brokerage in
radio, TV, newspaper and cable. Management con-
sultants and appraisals.

Johnson Communication Properties, Inc. 4780 Re-
gents Walk, Minneapolis 55331. (612) 474-1100. Jerry
Johnson. Radio and TV station broker.

Kagen Media Apprasials Inc. 126 Clock Tower
Place, Carmel, Calif. 93923-8734. (408) 624-1536.
Paul Kagen, pres: Judd Ostrom. VP. cable div: Bruce
Bishop Cheen, VP. best div. Robion V. Flynn, asso-
ciate appraiser. Fair marker valuations, asset apprais-
als, ESOP valuations, fairness opinions, minority inter-
est valuations, financial feasibility studies and
strategic planning.

Kalit & Co. Inc. 3444 N. Country Club, Ste. 200,
Tucson, Ariz. 85716. (602) 795-1050. Frank C. Kalil,
pres; Kelly F Callan. VP Fredrick W. Kalil, VP: Rich-
ard L. Beesemeyer, VP; Richard J. Paye, VP. Media
brokerage firm dealing in radio. TV and cable. Also
handles exclusive listings and confidential transac-
tions.,

Lester Kamin & Co. 6100 Corporate Dr.. Ste 500,
Houston 77036, (713) 777-2552. Lester Kamin, pres;
Hazel Arnold, VP. Services include in-house apprais-
als, financial services and consulting.

Kelley Associates Inc. 2419 Elmwood Circle North,
Wichita Falls, Tex. 76308. (817) 692-7722. Boyd Kel-
ley, broker.

Kepper, Tupper & Co. Inc. 300 Knightsbridge Pkwy.,
Suite 360, Lincolnshire. IIl. 60069. (312) 634-9258.
William L. Kepper, pres; Michael Fugatt, VP, Pamela
Mysker, VP. Ridgefield, Conn. 06877: 31 Bailey Ave.,
Suite 6. (203) 431-3366. John Tupper, CEQ. Brokers
and consultants fer communication properties.

Kozacko-Horton Co. Box 948, 360 W. Church St.,
Elmira, N.Y. 14801. (607) 733-7138. Keith W. Horton,
chmn; Richard L. Kozacko, pres: John C. Clancy,
assoc. Gaithersburg. Md. 20878; Box 3306 (301) 977-
2023. Bruce M. Kanner, assoc. Cape Elizabeth, Me.
04107: One Cantebury Way (207) 799-8804. Melvin
L. Stone. VP. Sarasota, Fla. 34238 Box 39010. (813)
966-3411. W. Donald Roberts, Jr., assoc. Appraisals
and current market evaluations of radic and TV sta-
tions. Broadcast station acquisition brokers.

H.B. La Rue, Medla Brokers. 9454 Wilshire Bivd.,
suite 628, Beverly Hills 90212, (213) 275-9266. Fax:
(213) 274-4076. Hugh Ben La Rue, pres: Joy Thomas,
VP, W. Dean LeGras; Andrew M, Fleming. New York
10021: 500 E. 77th St. No. 1909. (212) 288-0737.
Hugh Ben LaRue. pres; Michael J. Bergner: Leon G.
Van Bellingahm. Atlanta 30076: 11285 Elkins Rd.,
Suite J-8. (404) 442-5711. Harold W. Gore. Media
brokerage; TV, radio and CATV Appraisals and feasi-
bility studies.

Joe M. Leonard Jr. & Associates Inc. Box 222,
Gainesville, Tex. 7624. (817) 665-4076. Joe M. Leon-
ard Jr, pres. Brokerage of radio. TV and CATV.

Maury Long & Associates. 5100 Dorset Ave., Chevy
Chase, Md. 20815. (301) 652-6999. Maury Long.
pres; J.M. Long, VP and sec.

The Mahiman Co. One Stone Pl., Bronxville, N.Y.
10708. (914) 779-7003. Robert O. Mahiman, pres;
Bob Biernacki, exec VP; Nancy D. Mahiman, sec and
chief financial officer; Josh Ma?(berry. VP; Robert W.
Mahiman. VP. Paim Desert, Calif. 92260: Park Terrace
Bidg.. Suite 10, 74-854 ‘elie Way. (619) 341-0855.
Lou Faust, VP Specialists in selling large-medium
market radio station properties.

Jack Maloney tnc. 28 Shore Dr. Huntington, N.Y.
11743. (516) 549-2656. Jack Maloney, pres. Provides
confidential service 10 buyers and sellers in the radio
and TV business.

R.A. Marshall & Co. 800 Main St., Suite 210, Hilton
Head Island, S.C. 29928. (803) 681-5252. Robert A.
(Bob) Marshall, pres: Linda R. Ferguson, VP; Gordon
Rice, VP Media invesiment analysis and brokerage
services for radio, TV, cable and appraisals.

James A, Martin Associates. 65 E. State St., Suite
1000, Columbus, Ohio 43215, (614) 889-9747. Jim
Martin, pres; A.M. Martin, chief financial officer. Dub-
lin, Ohic 43017 Box 798. (614) 889-9645. Broadcast,
publishing and communications acquisition, divesti-
ture, financing and appraisal.

Reg%itie Martin & Associates Inc. Box 2967. Stuar,
Fla: 34995, (407) 286-8342. Reggie Martin, pres. Lo-
cust Hill, va. 23092: Box G-61. (804) 758-4214. Ron
Jones, assoc. Roaring Gap. NC 28668: Box 294.
(919) 363-3891.

W. Edward McClenahan & Associates. 100 Tally Ho
Or.. Charlottesville, Va. 22901. (804) 977-4096. W.
Edward McCienahan, pres.

The McDermott Group Inc. 800 4th Ave., Ste. 3100,
Seattle 98164. (206) 622-3424. Fax: (206) 622-9986.
William V. May, best specialist.

R.E. Meador & Associates, Media Brokers. Box 36,
Lexington, Mo. 64067. {816) 259-2544. Ralph E. Mea-
dor. pres; Randy E. Meador, assoc. Kansas City, Mo.:
(816) 455-0001. Acquisitions, sales, mktg studies and
appraisal services in central and Midwest states.

Media Acquisitions Inc, Box 1586, Deland. Fla.
32721-1586. (904) 734-9355; (904) 589-2205. Robert

E. Brown, pres. Indialantic, Fla. 32903; 2276 Venetia
PI. (407) 777-9763. Jack L. Hoskins, VP. Brokers/
consultants.

Media Counselors inc./Consolidated Communica-
tions Network Inc. 3219 Dawnflower_#A, Las Vegas
89121-3729. (702) 876-1686. Robert D. Hanna, pres.
Brokerage., mgt consulting.

Media Inc. 6627 Cypress Dr. Lake Wales. Fla. 33853.

(813) 439-6489. Rick Miichell, pres; Donna Young.
VP TV and radio brokers, consultants and media
advisors,

Media Mark Corp. Box 1739, 208 Buena Vista Rd..
Hot Springs, Ark. 71902. (501) 525-4600. Bob Gipson,
pres.

Media Market Brokers. 151 Hamiltcn Station, Colum-
bus, Ga. 31909. (404) 323-1460. Don Nahley, owner:
Robert Nahley, assoc.

Media Properties Inc. 115 Retiro Way, San Francisco
94123. (415) 563-4411. John F Hardesly, pres. Ac-
qulll§llI0nS. divestitures, appraisals, financing and con-
sulting.

Media Sales Inc. Box 4463, Lynchburg, Va. 24502,
8304) 239-0400. Victor C. Bosiger, pres; C. Wayne

ampbell, VP. Brokerage of radio stations and CATV
syslems.

Media Venture Partners. 1255 23rd St.. NW, Ste
890, Washington 20037. (202) 785-4333. Brian Cobb.
Elliot Evans, Charles Giddens. Randy Jeffery and Ray
Scheenbeck (partners). Orlando, Fla. 32811-3409:
7479 Conroy Rd.. Suite C. (305) 295-2572. Irving, Tex.
75039-3510: Dallas Communications Complex, 6311
O'Connor Rd. (214) 869-7643. San Francisco 94111-
1024: 1700 Montgomery St., Suite 322. (415) 391-
4877. Full service brokerage services. mergers, ac-
quisitions, appraisals and financing assistance.

Mediacor. 2033 M St.. N.W., Suite 704, Washington
20036. (202) 293-5533. Bernhard M. Fuhrmann and
Gary E. Kirtley, partners. New York 10048: One World
Trade Center, Suite 7967. (212} 912-0700. Brdcst bro-
kers, appraisers and consultanis; financial and pro-
gramming services.

Miliar Company U.S.A. Inc. 1905 S. 25th St.. Suite
102, Fort Pierce, Fla. 34947. (407) 464-5086; Fax:
(407) 466-3025. Hudson C. Millar Jr., pres;, Randolph
H. Millar, market specialist (Ala. and Ga.); Jim (Lord)
Chaplin, market specialist (Fla. and Ga.). Cullman,
Ala, 35056-0968:; Box 968 (205) 734-4888. Randoiph
H. Millar, market specialist. Columbia, S.C. (803) 731-
8187. Media brokers for sale and acquisition, radio.

. TV. shoppers, newspapers; specializing in Florida

and Southeast. appraisals, market analysis, consul-
tants, financing.

Mitchell and Associates. Box 1065, Shreveport, La.
71163, (318) 868-5409. 869-1301. John Mitchell, pres:
Joe Miot, mgr. Best brokers, appraisers, consultants.

The Montcalm Corporation. 1410 Norton Bidg, 801
Second Ave., Seallle 98104. (206) 622-6236. Gerald
B. Dennon, pres. Media brokerage and financing.

Montreux Companies Ltd. 9903 Santa Monica Blvd.,
suite 227, Beverly Hilis, Calif. 90212. (818) 609-8687.
Fax: (818) 609-8346. Peter S. Stromquist, managing
dir. Mergers and acquisition consuliant for broadcasi-
related opportunities, including stations, service com-
panies and international properties. Negotiations con-
sulting and appraisals.

George Moore & Associates inc. 1040 North Dallas
Bank Tower, Dallas 75230. (214) 661-8970. W
James Moore, pres. Las Vegas 89102: 2600 South
Rainbow Blvd. (702) 368-1236. Dave Grace, VP. Bro-
kerage of radio, TV and CATV properties; appraisals.

Mountain States Broadcast Properties Inc. 600

Personal Brokerage, and get
a commitment to hard work,
straight talk and personal
attention.

Call 703/573-8080 today for
an appointment at Radio '89.

CRAIG L. CULP
Radio Station Brokerage

Get Personal...
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Marble St., Broomtield. Colo. 80020. {303) 466-3851.
Mrs. Henry S. Broughall. pres. Boise. Idaho 83702:
2300 Hillway Drive. (208) 344-0947. John H. Runkle
Jr. assoc. Thermopolis, Wyo, 82443: Box 591. (307)
864-2119. Bruce Long. assoc

National Media Brokers Inc. Box 4275, 4851 Fort
Ave.. Lynchburg, Va 24502, (804) 239-3502. Barry W.
Bosiger. broker.

New England Media Inc. U.S. Route 7, North, St
Albans. V1. 05478. (802) 524-5963. Robert |. Kimel,
pres. David R. Kimel, VP Mansfield Center, Conn.
06250: 99 Highland Rd (203) 456-1111. Mike Rice.
VP Calais. Me. 04619: Box 353. (506) 529-3847. Bill
Mockbee. assoc. Carbondale. lll. 62901: 514 Beadle
Dr. (618) 549-0543. Mike Starr. esq. assoc. Media
brokers and consultants specializing in radio and TV
in the Northeast

New York Securities Co. Inc. 2 Rocaton Rd . Darien.
Conn. 06820. (203) 655-7488. F. Kenneth Melis. chmn
of the board.

O'Grady & Associates. Drawer D, Goshen, N.Y
10924. (914) 294-9515. James F. O'Grady Jr. Rich-
mond. Va. 23235. Box 35224, (804) 745-1004. Rich-
ard D. Lyttle.

Owens/Moret. 940 N. Finance Cenler Dr.. suite 240,
Tucson. Ariz 85710, (602) 721-8811. Fax: (602) 296-
7506. Bobby June Day. Rich Moret,

Packerland Consultants and Sales. 248-C North
Campbell Rd . Oshkosh. Wis. 54901. (414) 235-2625.
Allen Embury. pres

Richard C. Parrish & Associates. Box 701612, Tul-
sa, Okla. 74170 (918) 494-4941 Richard C. Parrish,
owner. Ft. Worth, Tex. 76107: 1525 Merrimac Circle,
suite 208. (817} 332-1667. Gene Ashcroft. assoc. Me-
dia brokerage. specializing in radio, TV cable and
appratsals.

Donald A. Perg Associates Inc. Summerville Planta-
tion. Box 857, Gloucester. Va. 23061. (804) 877-4367
Donald A. Perry. pres, W, Kelvin Bowles. VP: Patncia
Gibbs. VP: Brinton Belyer. engineering. Cable TV,
invesiment banking. brokerage. appraisal and all re-
lated services.

Perry Enterprises. 3062 Robb Circle. Lakewood.
Colo. 80215. Al Perry

Doyle A. Peterson & Associates. 17304 N. Preston
Rd.. Dominon Plaza. Sute 800. Dallas 75252, (214)
733-6847. eve. (214) 248-3940. Doyle A. Peterson,
owner. Specializing in radio bcst stations and related
bcst service companies.

John L. Pierce Associates. Box 863. Florence. Ky.
41042. (806) 727-8323. John L. Pierce. pres: Cathy
Drennen. assoc. Radio and TV properties and ap-
praisals. specialzing n confidential-type sales.

The Proctor Group. 621 Moody, Jackson Sguare,
Galveston. Tex. 77550. (409) 765-6086. Fax. (409)
765-5088. Gerald R. Proctor. pres: David P. Garland.
VP,

Questcom Radio Brokerage Inc. 9158 Rothbury
Dr.. suite 135. Gaithersburg. Md. 20879. (301) 963-
3000. Donald R. Bussell, pres. Denver 80202, 1225
17th St.. suite 2500. (303) 297-3545. Mar¢ Q. Hand.
ass?‘ctVR Radio brokerage for stations in the top 150
markets

Queststar. Box 9602. McLean. Va. 22102. (703) 759-
9080 Ronaid J Ninowski. chmn and CEQ. Censuiting

service including investment banking. brokerage. an-
alytical research., mkig. operational and financial
mgmt, fair market valuations, leasibility studies and
assislance in acquisiton review 1o the communica-
tions industry.

Radio Activity Inc. 3954 Peachtree Rd. N.E., Suite
201. Aflanta 30319. (404) 266-1977. Dain Schult.
pres: Mel Cargle. VP. Southeastern. small market AM
specialist.

Radio’s Reliable Resources. Box 5865, Philadelphia
19128-0865. (215) 849-3997. FO. Pease. gen mgr:
A.E. Pease. office mgr. JK. Sperling. assoc.

Stan Raymond & Associates Inc. 1795 Peachtree
Rd.. N.E.. Ste 220. Atlanta 30309. (404) 897-1418.
Slan Raymend, pres: Nick Imbornone, VP, Longboat
Key Fla. 34228: Box 8231. (813) 383-9404. Media
brokers, appraisers and consultants.

Read & Read. Box 8238. Spckane, Wash. 99203.
(509) 448-3155. Thomas W. Read. pres. Sun Valley,
Idaho 83353; Box 2542. Palm Deserl. CA 92260: Box
4686.

Regenhold Auction Consultants Inc. 617 S. Myrtle
Ave.. Suite B, Clearwater. Fla. 34616. (813) 461-1666.
Rickey H. Regenhold, pres. Radio station auctions.
Paul E. Reid Company. Box 2669. LaGrange. Ga.
30240. (404) 882-1214. Paul E. Reid. pres and CEO.
Broker-consultant.

Gerald D. Reilly Associates. 12 Taconic Road.
Greenwich, Conn. 06830. (203) 622-0599. Gerald D.
Reilly, pres and owner

Resource Development Systems Inc. 1258
Chartwell Carriage Way N.. East Lansing. Mich.

48823. (517) 332-7788. Peter M. Fox. pres. David J.
Fox. best mgr.
Cecil L. Richards Inc. 7700 Leesburg Pike. Suite

408. Falls Church. va, 22043. (703) 821-2552. Cecil L.
Richards. pres; Bruce A. Houston. assoc. Northfield.
1Il. 60093: 540 Frontage Rd.. Suite 320. (312) 441-
7200. Lee M. Hague. assoc. Media brokerage firm.

Riley Representatives. 14330 Midway Rd.. Dallas
75244, (214) 788-1630. Jack Riley,

Ray H. Rosenblum, Media Broker. Box 36296, Pitts-
burgh. Pa. 15238. (412) 963-6311. Ray H. Rosen-
blum, pres. Media brokerfn% appraising, financing
and consulting for radio and TV stations in Pennsylva-
nia, Onio. New York. West Virginia and Maryland.

Robert W. Rounsaville & Associates. 3104 E. Sha-

dowlawn Ave.. N.E.. Atlanta 30305. (404) 261-3000:

gBOO) 531-1500. Robert W, Rounsaville. pres: Mary B.
ush. exec VP. Radio and TV brokerage

Rumbaut & Associates. 2555 Collins Ave.. Suite 500,
Miami Beach, Fla. 33140. (305) 538-2828. Fax: (305)
672-0859 Julio Rumbaul. pres. Washington. D.C.
20036: 1900 L St.. N.W. 20036. (202) 293-2828.

J.A. Ryman Co. 131 Yorktown. Dallas 75208. (214)
455-1400. John A. Ryman. pres.

Sailors & Associates. 1900 Emery St. N.W. Suite
206. Atlanta. 30318, (404) 355-5705. Don F Sailors.
pres. Radio and TV brokerage-financing.

Robert Sawyer. Drawer AA, Gulfport, Miss. 39502.

Saunders Inc. 17101 Kuykendahl Rd.. Ste. 100,
Houston, Tex 77068. (713) 444-4477. John W
Saunders. pres

2555 Collins Avenue
Suite 500

Miami Beach, FL 33140
(305) 538-2828

Fax: {305) 672-0859

"Helping qualified buyers and sellers
to reach a meeting of the minds."”

RUMBAUT & ASSOCIATES
Media Consultants / Media Brokers

1900 L Street, N.W.
Suite 500

Washington, D.C. 20086
(202) 293-2828

Fax: (202) 466-9042
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Willlam_B. Schutz Jr. 123 S. Broadway. Irvington,
N.Y. 10533. (914) 591-6136.

Barry Sherman & Assoclates. 7640 Tremayne
Place. suite 204. McLean. Va. 22102. (703) 821-0877.
Barry Sherman. pres: Muriel Levin. VP, H. Walter
Westman. assoc: Harvey Hudson. consultant. Venice,
Fla. 34293: 2386 Bal Harbour Dr. (813) 497-3325. H.
Walter Westman. assoc. Richmond, va. 23229: 206
Westham Pkwy (804) 282-5557. Harvey Hudson, con-
sultant. Brokers/negotiators for purchasefsale of TV,
radio. cable: provide financial services including equi-
ty. debl, mezzanine. appraisals.

Gordon Sherman & Associates nc. 2000 W. Glades
Rd.. Suite 206. Boca Raton, Fla. 33431. (407) 395-
7003. Gordon Sherman, pres; Alan E. Sherman, VP
Dallas 75252. 17304 Preston Rd. (214) 380-0600.
Alan E. Sherman, VP. Media brokers. consultants and
appraisers for AM and FM radio, TV stns. CATV sys-
tems.

Burt Sherwood Inc. 3125 Maple Leaf Dr.. Glenview,
1. 60025. (312) 272-4970. Burt Sherwood, pres. Ra-
dio. TV and low-power TV brokering and appraising.

Sillerman-Magee Communications Management
Corp. 150 E. 58th St.. New York 10155. (212) 980-
4455, Robert FX. Sillerman, chmn; William J. Magee.
pres. Howard J. Tytel, sec, Hartlord, Conn. 06103
One Corporate Center. Suite 1500, (203) 249-7228.

Barry Skidelsky, Esq. 655 Third Ave. Suite 1100,
New York 10017. (212) 818-0990. Barry Skidelsky.
afty/consultant. Full service assislance for station buy-
ers and sellers. New buyer educ/private broadcast
investment seminars.

Sklar Communications Inc. 100 Park Ave.. 5th Floor,
New York 10017, (212) 370-0077. Rick Sklar, pres.

Snowden Associates. Box 1566. 313 Clifton St.
Greenville, N.C. 27835. (919) 355-0327. Fax: (919)
756-2559. J.T. Snowden Jr., broker: Dick Faul. assoc.
Brokers of radio. TV and cable. Consultants and ap-
praisers.

Southwestern Media Associates. Box 64658, Lub-
bock, Tex. 79464 (806) 794-2120. Bob Clark. owner;
Loyd Senn, assoc. General media brokers. appraisers
and consultants for radio and CATV, Farm best con-
sultants.

Howard E. Stark. 575 Madison Ave,, 10th fl., New
York 10022. (212) 355-0405. Howard E. Stark. pres.
Media broker. mergers and acquisitions in the com-
munications field.

John D. Stebbins Co. Box 30. Lake Forest. Ill. 60045.
(312) 234-4534. John D, Stebbins. pres.

Gary Stevens & Co. 230 Park Ave., Suite 2740, New
York 10169. (212) 697-9240. Gary Stevens. managing
dir. Radio/TV/CATV brokerage, mergers and acquisi-
tion services. investment banking services.

Thoben-Van Huss & Associates Inc. One Virginia
Ave.. Suite 400, Indianapolis 46204, (317) 636-1016.
Phillip M. Thoben, pres; William K. Van Huss, chmn:
William R. Rice, VP. Brokerage and financial services
for the broadcasting and cable industries.

Pat Thompson Co. 5613 D.T.C. Parkway, Suite 700,
Englewood. Colo. 80111, (303) 779-0880. Pat Thomp-
son, pres. Full service Communications brokerage
firm, including on-site system analysis. complete op-
erational summaries, technical reports, cash flow pro-
jections and appraisals.

The Thorburn Company. 280 Boulder Dr. Roswell,
Ga. 30075. (404) 998-1080. Bob Thorburn, pres. Spe-
cialist in best properlies, acquisitions, mergers, fi-
nancing, appraisals and consulting.

Edwin Tornberg & Co. Inc. Box 55298, Washington
20011, (202) 291-8700. Edwin Tornberg. pres. Negoti-
ators for purchase and sale of radio and TV stations
and cable systems: appraisers, financiaf advisors and
management consultants.

Vondell & Co. Box 18930, 3500 WNCB Plaza. Char-
lotte. N.C. 28218, (704) 364-4600. John H. Vondell Jr..
owner: John A, Buning, assoc.

WLM Consultants/New England Media Inc. (NEM).
Box 353. Calais. Me. 04619-0353. (506) 529-8887.
Robert |. Kimel, pres (NEM); William Mockbee, pres
(WLM) and assoc broker; Bonnie G. Mockbee. VP
(WLM): M. Ray Peterson. exec asst (WLM). Station
evaluations, appraisals and full market review ser-
vices. Assoc broker NEM, Inc. Media brokers, consul-
tants in radio/TV/CATV. specializing in New England-
/Mid-Allantic region.

Walker Medla Inc. 7316 Manalee Ave. West, Ste 110,

Continves on page 83.
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Off-network sitcoms on cable change syndication equation

Carriage of ‘Happy Days’ and ‘The
Jeffersons’ on superstation wrBs(Tv)
causes concern among stations already
airing shows in local markets

The continuing growth of cable, and with
it. superstations such as wTBS(Tv), has ne-
cessitaled a re-examination of the tradition-
al methods of syndicating perennial off-
network sitcoms. Earlier this month Turner
Broadcasting System said that its wTBS was
*100% blackout-free.”” that TBS had in-
demnified cable systems against any poten-
tial syndex-related action from broadcasters
or the FCC (BROADCASTING. July 31). The
station also will begin carrying this tall The
Jeffersons (Irom Columbia Pictures Televi-
sion) and will begin airing Paramount’s
Huappy Days in the fall off 1991.

Both are examples of shows that have
been in syndication for a long time—The
Jeffersons since 1981, Happy Days since
1979—but which continue to perform well
for a number of stations, despite their age.
Their forthcoming basic cable runs are
cause for increasing apprehension among
stations already airing these shows in local
markets.

"This is obviously something that con-
cerns us,”” said Greg Brannan. program
manager, KPHO-TV Phoenix. where Happy
Duys. airing at 5 p.m.. posted a six rating,
22 share. according to the May syndicated
ratings book. **It’s been very difficult for
us 1o accurately determine to what extent
|wrBs] erodes our local viewership. but it
doesn’t help.™”

wTBs is “continuously looking tor pe-
rennial situation comedies that are still very
popular,” said Bob Levi. executive vice
president, “*but that are not currently, being
in key early fringe and access time periods
with the frequency of the new “hot’ syndi-
cated first-run shows. ™ According 1o Levi,
these shows include Good Times. Laverne
and Shirley. Alice. and Happy Days.

" Anytime a station has said TBS [wTBS]
is harming them in some way. [ always say
prove it. and they never can.”” said Levi.
When wTBS bought and began airing The
Brady Bunch. some “‘hard research’™ was
done on its performance on stations in big
and small markets around the country, he
said. “"We found in 75% of the cases that
ratings went up for the show.” Levi told
BROADCASTING he belicves airing and pro-
motion ol these programs on WTBS creates a
halo effect, improving the ratings of a par-
ticular show on all stations.

Brannan sees things differently. howev-
er. ' think we run a much greater risk of
having a negative impact than any kind of
halo effect.” he said. “"The simple fact is
we’re not the exclusive supplier of the pro-
grum 10 our viewers here, and that can’t
help us.”’

‘Happy Days’

The availability of the same show on at
least two different stations in the same nar-
ket “"has to have some eftect on stations,’
said Mike Levinton, vice president, pro-
graming, Blair Television. *‘lt stands to
reason that if there’s more than one place to
get something and only a finite number of
people who want the product. and they split
the buying between two places, neither
place gets the full value.™

There is nothing in contracts that pro-
hibits others buying a program until syn-
dex goes into effect, Levinton said. Co-
lumbia's sale to WTBS of The Jeffersons,
which is “'still one of the highest rated
off-network sitcoms,”” is “‘not illegal,
probably not even unethical,” he said.
“*But it’s something | wish hadn’t hap-
pened.’” Levinton said he has heard WTBS
paid anywhere from $20.000-5100.000
per Jefferson episode, and would guess the
actual figure is toward the lower end of
that scale. (WTBS would neither confirm
nor deny these figures.)

“In no way should shows be sold to
basic cable while existing contracts are in
force with stations,”” said Dick Kur-
lander, vice president, director of pro-
graming. Petry Television. At the same
time, shows reach a point where they are
less important in the marketplace. and
both The Jeffersons and Happy Days are
shows that continue to age, he said, show-
ing a **predictable”’ erosion in strip clear-
ances over time.

There are shows, however, whose sale
10 cable at any point would cause "‘holy
hell to break loose.’” Kurlander said. due
1o their continuing ability to attract view-
ers in a number of time slots. Among
these programs are W*A*S*H, Star Trek

and Cheers. Having a greater number of

episodes also tends to increase the long-
term value of a show, *‘generally speak-
ing,”” Kurlander said. For example.
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‘The Jeftersons’

M#A*S*H has 255 episodes, The Jeffer
sons, 253.

“*Anybody who enters into contracts now
is going to have exclusivity back if they
wish t0,”” said Kurlander, ‘‘irrespective of
the age of the program.™

Steve Leblang, vice president, Fox Tele-
vision Stations, feels it is a bit “*overemo-
tional on some stations’ parts to immediate-
ly react on principle.”’

In terms of wTBS, what should be looked
at carefully. he said, are the actual viewer-
ship numbers in a particular market. *‘In
many cases it’s insignificant, and 1 think a
lot of the concern is more emotional than
factual.

Sanford and Sor has been on wTBS for 10
years, Leblang said, “*and has not hurt one
bit its relative value in Los Angeles. Chica-
go and Dallas.”” The Honeymooners has
been on wTBS for three years. said Leblang,
but its performance on WPIX-TV New York




has not been affected.

In markets where diaries are used to de-
termine ratings, Leblang said, the availabil-
ity of a show on cable, in addition to the
local station, can result in the loss of audi-
ence numbers due to confusion or inaccura-
cy. “‘I'd be very concerned in a situation
like that.”” said Leblang. **Also, in those
situations, I'd probably renew those pro-
grams at substantially higher dollars.”

Fox's rights to The Jeffersons in Los An-
geles will expire soon. said Leblang, and its
contract for Happy Days in Chicago will
expire in the next year. The sale of these
shows to cable is ~"not something I encour-
age as a business practice,”” Leblang said,
“but [ also realize peoples’ desire. and
sometimes necessity, 10 make a buck.”

Columbia and Paramount each refused
comment for this story, indicating the par-
ticular sensitivity of this issue to syndica-
tors.

On a related front, the stripping of sit-
coms is a practice being considered by
more and more basic cable services. Ac-
cording to Neil Hoffman, vice president,
programing, USA Network, it is “‘in our
future at some point,’” but no timetable has
been set. USA would be interested in sit-
coms showing the same profile necessary to
be successful in syndication, Hoffman said,
namely those attracting a male and female
audience and which work well with teens.

The network would also consider a com-
bination of older shows and those more
recently made available. ‘*Some perennials
are still fairly popular, strong, and have
some good legs left to them,”” he said. ““If
we find the right one for our audience, we'd
look strongly at it.”

“*Qur blueprint for success has always
been high-impact acquired product mixed
with high-quality original product,”’ said
Mary Silverman, vice president, program
acquisition, Lifetime. Litetime has experi-
mented with airing sitcoms in the past, and
is currently involved in finding *"what we
call a deeper series,”” Silverman said,
meaning one with a greater number of epi-
sodes. The right show for Lifetime will also
include a strong female presence, in terms

of star and character.
“*That kind of series, that viewers know
about,”’ she said, ‘‘will bring them to the

channel to see our original programing. We
are thinking very seriously about 1t right
now.’’ -RG

HBO to produce telefilm for TNT

Production on Larry McMurtry’s
‘Montana’ begins next week for
carriage by TNT in early 1990;
show may be first of many
collaborations between HBO, TNT

HBO last week announced it would produce
a two-hour telefilm for Turner Network
Television, a project that marks the first
step in the pay service’s plan to create pro-
graming for outlets other than itself.

Gena Rowlands and Richard Crenna will
star in the $3.5 million contemporary west-
ern entitled Montana. from an original
screenplay by ‘“‘Lonesome Dove™ author
Larry McMurtry. Scheduled to begin pro-
duction in Montana Aug. 14 for showing on
TNT the first quarter of 1990, the film will
be produced by Roger Gimbel and Fred
Roos and directed by William Graham.

Jim Warner, vice president, HBO Enter-
prises, told BROADCASTING that HBO has
been considering **for a while’" the produc-
tion of programs for other entities. ‘‘We
have come to appreciate the value of own-
ing the rights to movies in markets other
than for use in domestic cable,”” Warner
said. *'There was an opportunity that came
about specifically with TNT, and we looked
at it as something we should capitalize on.””

HBO Enterprises is taking the lead in
terms of seeking out production opportuni-
ties. said Warner, but HBO Pictures and
*“all other aspects of HBO are contributing
to getting them off the ground.”

The genesis for the project, which has
been in the works for more than a year, is
*‘probably best traced to [HBO chairman]
Michael Fuchs's board membership on
Turner Broadcasting and our overall rela-
tionship with TBS,”" said Wamer. *‘From
our perspective, we were aware of TNT’s
interest in commissioning a large number of

made-for-TV movies. We've been able to
establish a body of work that is of high
quality and the kinds of things we’ve done
could serve their needs.”’

According 10 Scott Sassa, TNT's execu-
tive vice president, the network will air 15
telefilms this year and 30 in 1990; in 1991,
it intends to program one a week. HBO
approached them about a collaboration,
Sassa said. and ‘‘if you look at the kind of
movies we're doing. in terms of budget,
feel and concept. HBO comes the closest.™

Sassa said Montana is the first of what
may be many similar projects, but that
*this doesn’t mean people will have to go
to HBO to get to us.”” Their relationship
with the pay service is no different than
others involving independent producers,
Sassa said, and signifies no preferential
treatment toward HBO.

The collaboration has two separate com-
ponents to it, said Warmer. HBO can bring
projects to TNT originally developed by the
pay service for itself but eventually deemed
inappropriate, as was the case with Mon-
tana and another film currently being ac-
tively pursued. **We can also come up with
ideas that are fresh,’”” Warner said, "‘and
not necessarily right for HBO that we
would develop directly with them.”’

The primary window for Montara and
other projects will be TNT, but HBO has an
option to air the films ‘"sometime’’ in the
future, said Warner. no sooner than several
years from now. ““The reason for entering
the deal is not to create incremental pro-
graming for HBO; it made sense for us
financially and logistically.””

HBO is approaching the idea of produc-
ing for others ‘‘on an evolutionary basis,”’
Warner said. ‘"We’re starting small, will
see how things work, and will not close any
doors.”’ -RG

Biznet enters morning news race

Biznet, a television production arm of the U.S. Chamber of
Commerce, is launching a new morning business program in
syndication next fall. Titled Ferst Business, the live half-hour
report has already been cleared by 15 stations covering 23%
of the country, including the Fox-owned stations, wNyw(Tv)
New York, wrxT(Tv) Boston and kriv(Tv) Houston. In Los Angeles,
Disney's kHJ-Tv has also cleared the program.

The initial idea for the show came from Joe Webber, program
director at Fox’s wnyw. He wrote a letter to Biznet officials sug-
gesting that there might be considerable station interest in a
syndicated morning business program.

According to Carl Grant, a Biznet vice president who will also
serve as anchor of the new program, subsequent research that
showed “many stations want such a program to build their
morning news blocks,” which many affiliates now lead into the
network morning news programs. WNyw, an independent sta-
tion, has a local news magazine program from 7 a.m. to 9 a.m.
that frequently challenges the third-place CBS This Morning
in New York.

a.m., and refed at 6 p.m, will begin with a business news
summary and a look ahead at the day's events. Reports on
foreign exchange activity will follow. The show will also ook at
events at the Capitol each day that might affect the business
world.

neurship,” said Grant. A brief weather advisory for travelers will
be included.

minutes local and three national. It will also be tied into Biznet's
"Ad-plus” program, where advertisers are linked to two other
Biznet programs—Nation's Business Today, seen each morn-
ing on ESPN, and the weekly syndicated, It's Your Business—
as well as the print publication, “Nation's Business.” The two
television programs generate approximately $6 million in annual
ad revenue.

Tampa, xTxL(Tv) Sacramento and KUSK-Tv Phoenix.

Grant said that First Business, which will be fed live at 5:30

‘we'll also do stories on small business issues and entrepre-

The program will be offered on a barter basis, with three

Other stations that have picked up the show include wrLA(TY)
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CBS gets new late night VP

Rod Perth, from Chicago CBS
040, will take over night shift

Rod Perth has been named vice president.
late night programs, CBS, apparently to bol-
ster the network’s sagging Pat Sajak Show.
Perth moves from CBS O&0O waBM-Tv Chi-
cago, where he served as vice president and
station manager since 1986. The late night
vice president position has been vacant since
the resignation of Michael Brockman last
April. (Brockman left CBS to assume late
night programing duties at ABC.) Once Perth
assumes his duties for CBS in Los Angeles,
he will be faced with addressing Sajak’s de-
cline in the ratings and planning a strategy to
pick up points against NBC’s formidible To-
night Show with Johnny Carson and the
youth-oriented syndicated The Arsenio Hall
Show. For the 28-week period ending July
23, Sajak ratings averaged a 3.3/13. A show

Rod Perth

spokesman said CBS’s former 11:30 p.m.-1
a.m. (ET) weekday lineup of the Canadian
series Night Heat and the CBS Late Movie
gamered a 3.4/13.

Sajak Producer Paul Gilbert said the
show’s ratings drop in the last half-hour of
the 90-minute talk program is what ac-
counts for the overall lag. **One thing we
have done is to reposition Pat’s monologue
to just past the midnight hour. so we can get
straight to the name guests at the beginning
of the show while Carson or Hall are still
doing their monologues,” Gilbert said. **I
haven’t heard anything from Howard
Stringer [CBS Group president] about a
deadline for the show’s fate. I think Pat is
happy with the continued support we have
received from the CBS brass.”

Perth, a native of Los Angeles, has
worked on both coasts as well as in Chicago
and St. Louis for CBS. Before coming to

SyndicationaMarketplace

Remington Steele, syndicated by MTM, has now cleared the top
three markets for fall 1989 debut: WwOR-Tv New York, WGN-Tv
Chicago and KTLA(TV) Los Angeles. In addition, kgo-Tv San Fran-
cisco has also picked up program, which aired last year on
Family Channel basic cable network.

[m]

Baruch Television Group, Washington-based syndicator, is
knocking on doors with several new programs for fourth quarter,
including latest segment of Stephen King's World of Horror
Halloween Special, which has now cleared top 40 markets (80%
of country), with exception of Los Angeles. In New York, wNyw(Tv)
has picked up the program and in Chicago, wGBO(Tv) has the
one-hour special, being offered on a barter basis (seven minutes
local, 52 national}. Baruch is also preparing second Cinemagic
movie package for next year (available for air Jan. 15}, following
this summer's Cinemagic | package of four films, which cleared
over 80% of U.S.
(n]

Group W Productions is syndicating Desperate Passage, Emmy
Award-winning two-hour special focusing on 10-day sea voyage
of seven juvenile prisoners and its impact on their lives. Hosted
by Michael Landon, produced and directed by Lee Stanley,
show has been bought by stations including wwOr-Tv New York,
WGNX-Tv Atlanta, kKPNx-Tv Phoenix and wJyz-Tv Baltimore.

n]

ITC Entertainment Group has acquired domestic pay and syn-
dicated televsion rights for two motion pictures from Film/Dallas
Pictures: "DA," starring Martin Sheen and Barnard Hughes; and
“Spike of Benscnhurst,” featuring Sasha Mitchell and Ernest
Borgnine. ITC also announced that it has domestic syndicated
license to Academy Award-winning “Trip To Bountiful.” Geraldine
Page won Oscar for Best Actress in her portrayal in that film. ITC
spokesman said marketing plans are tentative, but features could
be offered as package as possible cash and barter offering.

w}

The Other Side of Victory. weekly sports magazine that has been
airing since April on 106 stations, has been renewed for ancther
52-week cycle starting first week of November, Orbis Communi-
cations said. Program features profiles of famous athletes as
well as examinations of current issues in sports such as athletes
being pushed too hard to succeed, effects of drugs on athletes,
and questions surrounding college athletes who excel on playing
fields but not in classrocms. Former tennis champion Arthur Ashe

hosts Victory, which airs primarily in weekend afterncon and
access time periods. The Other Side of Victory is produced by Sl
Productions and distributed by Orbis Communications, Carolco
Pictures company.

O

GGP Sports will produce and distribute four syndicated football
specials during 1989-90 football season. Included in slate is
John Madden’s Super Bowl Special, which GGP cleared in 91%
of country last year. New version will be available for airing Jan.
26-28.

[m}

Better Your Home with Better Homes and Gardens, Worldvision
Enterprises’ new weekly consumer home improvement series,
has been cleared in 119 markets, representing more than 80% of
country. Major market stations sold include Fox Television's
wnNYw-Tv New York and ABC's Los Angeles O&O, kaBc-Tv. Total
clearances include 55 of top 60 markets.

o

Biair Entertainment and NFL Films have renewed agreement in
which Blair will create and market vignette programs to air during
National Football League games on all three TV networks. For
past six seasons, Blair has developed football highlights for
specific sponsors, using NFL's film archives. Among vignetle
series set for production is “You Make The Call” for IBM, “Team-
mates” for U.S. Army and “The Right Choice™ for AT&T.
o

Secrets and Mysteries, new reality-based series investigating
unexplored occurrences will be premiering this fall in national
syndication. Half-hour show is produced by Greystone Televi-
sion and is sold by ITC Domestic Television. Station roster
stands at 65 markets, including 2t of top 25 ADI's, for 70%
national clearance. ITC is marketing 26 weekly episodes on
barter basis (3% minutes local, three minutes national}. New
stations on board include wivi-Tv Boston, wusa-tv Washington,
koFi-Tv Dallas, KTMa-Tv Minneapolis, k1zz-v Seattle and wCix-Tv
Miami.
(n]

First-run version of Remote Control, premiering nationwide week
of Sept. 11, has been cleared in more than 140 markets covering
92% of country. Station clearances include all six Tribune sta-
tions as well as witA-Tv Washington, kpRC-Tv Houston, wrLA-TY
Tampa, Fla., and kmov-Tv St. Louis. Show is being sold on barter
basis with MTV Networks handling national advertising time.
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WBBM-TV in 1986, Perth had been in New
York as vice president and general manag-
er, national spot sales, CBS Television Sta-
tions since 1980. Prior to that, he was di-

rector of sales for KMOX-Tv St. Louis,
which at that time was a CBS O&O (1976-
80); and director, Midwest sales, CBS
Television Stations in Chicago (1973-76).

Syndication roll-out for ‘Growing Pains’
to feature PSA promos

Warner’s has moved up off-network
debut of show; promotional campaign
to include anti-aicohel abuse message

Wamer Bros. Domestic Television has
moved up by two weeks the debut date of
the off-network Growing Pains to counter
the earlier start the networks have been
planning for the new season. The revised
debut date is Sept. 11.

*Catch Seaver Fever'" is the launch cam-
paign’s slogan. and Warner marketing ex-
ecutives believe they 've added a new twist
t0 an off-network program promotion with
the inclusion of a series of public service
announcements to be tied 1o the syndicated
run.

One of the PSA’s features actor Kirk
Cameron (who plays Michael Seaver)
warning younger viewers not to bow to peer
group pressure regarding parties in which
alcohol is being served. Also featured is an
on-air spot to accompany a one-hour special
episode in which Cameron’s character is in
an accident involving a drunk driver.

Cameron has done similar spots for
ABC, including one where he warned view-
ers of the danger of drugs, that were tied to
an episode on the network dealing with
cocaine abuse.

Jim Moloshok. senior vice president,
creative services. Warner Bros. Domestic
Television Distribution, said the campaign,
particularly the PSA element. is designed to
convert the non-Growing Pains viewer.

““In our focus group testing of Growing
Pains,” said Moloshok, “‘we found that
nonviewers perceived Michael’s character
to be too much of a wise cracker, and that
the show was just another lightweight sit-
com.”” Focus group sessions, he added,
seemed to indicate the PSA’s would ar least
persuade some nonviewers to give the pro-
gram a try in syndication.

The promotion campaign for Growing
Pains, which will debut on 150 stations this
fall, is aimed at attracting men and women

18 t0 49, the key demographic audience for
most advertisers.

The campaign includes a three-pronged
on-air strategy. The generic launch cam-
paign began in June. Stations are scheduled
1o receive, starting this week, a series of
episodic promos tied to each of the 100
episodes in the first syndication cycle.
Some 230 30- and 10-second promos have
been produced for the episodic campaign.
The PSA promos round out the on-air blitz.

Input from the focus groups was key in
helping Warner create some of the episodic
clips, said Moloshok. “*It’s difficult to cap-
sulize a program’s content due 10 the obvi-
ous brevity of the message,”” he said.

“*Many of the respondents felt that some of
our spots were too slapstick, or lacked
some of the key elements that make up the
appeal of the show.”

In response, said Moloshok, his team cut
some new spots featuring Michael joking
about how he manipulates his family,
which are interwoven with family members
letting the viewers know they are wise to
his tricks. “*Michael is considered by some
to be the core of the show,” he said. But
the company believes the show will succeed
because it has ‘‘broad family appeal.’” —MF

Turner school show
to debut to over
3 million subscribers

CNN Newsroom, Turner Broadcasting’s
weekday 15-minute news and information
program aimed at the nation’s 25,000 sec-
ondary schools (BROADCASTING, May 1),
launches Aug. 14 with the endorsements of
MSO’s Warner Cable Communications,
Heritage Communications, Rifkin & Asso-
ciates and Wometco Cable TV. These
MSO’s together represent more than 3 mil-
lion U.S. cable subscribers. Warner’s in-
volvement in the program involves the pub-
lishing of Back to the Basics, a guide to
cable in the classroom.

“*Kids and news are like oil and water,’
according to Paul Amos, executive vice
president, CNN news programing. Speak-
ing at a New York Television Academy
luncheon last week, he said he hoped News-
room would help change that by making
world events more relevant to students’
lives and attempting to show that the class-
room and reality are not all that different.

Newsroom, whose total cost is ““well In
excess of seven figures,”” said Amos, will
air weekdays at 3:45 a.m. with no commer-

]

to MGM/UA Television

deal, but would not disclose the terms.

foin our ranks here at MGM.

Curtis’s youth in Bridgeport, Conn.

Culver City, Calif.

L

‘War’ veteran signs with MGM/UA TV

Dan Curtis, producer and director of mega-mini-
series Winds of War and the sequel, War and
Remembrance—is taking Dan Curtis Productions
in an exclusive
producer/development deal, it was announced by
David Gerber, chairman and CEO of MGM/UA
Television Production Group Inc. Curtis’s agent,
Dick Brooks, said the director signed a two-year

‘There are very few producers or directors in our
business who have the background, the talent and
the energy to accomplish what Curtis did when he
co-wrote, produced and directed 47 hours of ab-
solutely compelling viewing with Winds of War and
War and Remembrance,” Gerber said in a pre-
pared statement. “This is a real coup getting him to

Curtis's other credits include the daytime drama
Dark Shadows (which had a five-year run on ABC) and prime time dramas The Night
Stalker (with Darren McGavin), Dracula (starring Jack Palance), The Turn of the
Screw, and The Strange Case of Dr. Jekyl! and Mr. Hyde (which earned six Emmy
nominations, including Best Dramatic Special). He also directed When Every Day
Was the Fourth of July and its sequel, Long Days of Summer, which were based on

Dan Curtis Productions will operate from MGM/UA Television headquarters in
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cials. Segments will range from [5 seconds
to several minutes, and will focus on the
major events of the day as well as singling
out one story for a more in-depth examina-
tion. One such story being worked on, said
Amos, is the idea that students can change
the world, looked at in light of recent
events in China.

The final segment of each show will deal
with the subjects of business. government,
sociology. geography and science, in an
attemipt to “‘take classroom subjects and
look at them in the real world environ-
ment,”” Amos said. Planned segment sub-
jects include lite in Cairo and the Voyager
mission.

Newsroom will also be available on an
international feed, Amos said, and discus-
sions are being held to add closed captions
for the benefit of foreign students in the U.S.
“TV has not played a very active role in the
classroom,”” Amos said, “*but coping in to-
day’s world necessitates understanding it.”’

Amos said he had no figures on how
many schools would be wired at
launch. -RG.

Westin making moves
at King World

Now in charge of reality shows,
former ABC News VP is redoing
‘Inside Edition,” developing
new program, ‘30 Minutes’

Productions’ seven-month-old tableoid pro-
gram [nside Edition, now that former ABC
News Vice President Av Westin is on board
as senior vice president in charge of reality
programing at KWP. In addition to over-
hauling Inside Edition, Westin will develop
a companion program for the 1990-91 syn-
dication season, which has the working ti-
tle, 30 Minutes.

In an interview last week with BROAD-
CASTING, Westin said among the changes in
store at Inside Edition will be to set up a
new investigative unit designed to ‘*dig up
stories that affect people.’” Westin said he
will guide the program “‘away from the
kind of prurient, salacious dominance that
seems to be the hallmark of so-called “trash
television.” ™’

The program will retain its tabloid out-
look, however. **Tabloid is another way of
saying, highly popular, fast-paced, full of
emotion. All of that is fine, that is what
television is all about,”’ said Westin.

The program has struggled in the ratings,
and the show has been downgraded from
good time periods by key stations. includ-
ing WNBC-TV New York. which now airs
the show at 2 a.m. and has not renewed it
for fall. But during the May sweeps, the
program did grow, by an average two share
points. and climbed from 13th to 10th place
among all syndicated programs between Fe-
burary and May.

Westin said he had three different con-
cepts for the companion first-run strip, 30
Minutes, which he will present to his
bosses in the next few weeks. But in gener-

lar to 20/20, the ABC News prime time
magazine on which he was executive pro-
ducer for nine years. *‘I think there will be
some parallels,” he said. **After piloting a
program like that for nine years, and doing
Just about every kind of show, you get a
great sense of what works.™

Westin, a 20-year ABC News veteran,
who before that was with CBS News almost
as long, has signed a three-year contract
with King World Productions. In May, his
contract with ABC News expired, and the
veteran news producer said at that time he
would leave the network to form his own
production company. King World, howev-
er, was among several companies, includ-
ing Disney and Warner Bros., that ap-
proached Westin with job offers or
production opportunities.

A number of observers felt Westin’s de-
parture from ABC News was a foregone
conclusion, in light of his falling-out with
ABC News President Roone Arledge two
years ago and the subsequent downgrading
of Westin's responsibilities. But last week,
Arledge went out of his way to downplay
that falling-out, and wished Westin the
best.

In a statement phoned to reporters last
week, Arledge said Westin has been “‘an
important and creative contributor to what
we have accomplished at ABC News....
Many have chosen to focus on the differ-
ences that Av and | have had. That is unfor-
tunate. Those ditferences were put behind
us long ago. We wish him the very best and
hope to have an opportunity to work with

Look for major changes in King World 2l terms, he said.