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The MA*RT Consumer
Intelligence System is the
“tocat point™ in Gannett
Outdoor’s selling sirategy.
And that spells success
when targeting new busi-
ness and increasing sales
in 2 refatively flat business
environment.

What's more, MART has
helped Gannett become

\X/hn\Ski Holmes trget
he arms himselfwith MA-RT”

the “professional marketing
resource” around Kansas Citv.
MASRT is specifically
single source, with the largest
consumer sample size in the
nation—ranging from 5,000
10 18,000 per market. Retail
oriented consumer informa-
tion includes shopping
hehavior, store preference,
leisure activities and media

BELMONT,

habits—all provided in
encugh depth for accurate
target marketing.

“That's important to our
advertisers,” says Skip Holmes.
But the level of support from
Impact Resources is even more
important to him: “Far greater
than | get from any other data
source. It's phenomenal.

If vou're taking aim on new
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Skip Holmes
Presidentand General Marvager
Gannett Quiteloor

Ketarseas Criy, Missoitrt

s new outcdoor business,

business and increased
sales,do what Skip Holmes
does. Arm vourself with
MA*RT intormation first. Call
us today. 1-800-733-MART.

MA+RT

IMPACT

RESOQURCES
125 Dillmont Drive, Columbus, Ohio 43233
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HOLLYWOOD

Back in the act

Two suitors looking to
acquire MGM/UA
Communications from Kirk
Kerkorian have been rumored
as reentering picture in light
of last month's failed
acquisition attempt and
subsequent Chapter 11
bankruptcy filing by Qintex
Entertainment. One industry
analyst says that Philips
N.V., Dutch electronics
manufacturing giant, met
with MGM/UA senior executives
in Los Angeles weekend of
Oct. 28-29 to “express their
renewed interest” in
MGM/UA. Another source with
business ties to MGM/UA
said Orion Pictures, led by
principal shareholder John
Kluge of Metromedia Inc., is
also looking at getting into
bidding action.

"Philips N.V. is so similar
to Sony, and is very conscious
of all the factors related to
their [Sony's] purchase of
Columbia Pictures,"” said
West Coast securities source.
‘| assume that Kerkorian
would still like to get the $1.3
billion for MGM/UA he was
trying to get from Qintex so he
could cover existing debts
on the books and have
something left over.

Metromedia’s Kluge, one
New York securities analyst
estimated, has $4 billion-$5
billion in his coffers to pursue
bid for MGM/UA. He said

Kluge currently owns 73%-77%
of Orion’s shares and has

been looking for way to
'enhance” studio's
performance.

High on Arsenio

Popularity of The Arsenio

Hall Show, which has carved
out place among late night

talk shows, is evident in atest
TV-Q scores, measure of
popularity of television
personalities compiled by
Marketing Evaluations Inc.
Arsenio Hall is ranked

number one among syndicated
talk and news show hosts

with score of 30. Oprah
Winfrey, who topped list last
year, was second with 26.
However, of all respondents
queried, 89% were familiar with
Winfrey, while only 60%

were familiar with Hall. Scoring
behind Hall and Winfrey

were Maury Povich with 19 and
Phil Donahue, Sally Jessie
Raphael, Mary Hart, John Tesh
and Robb Weller, tied with

15. Among network news
anchors, CBS's Dan Rather
and ABC'’s Peter Jennings were
tied with TV-Q score of 29,
while NBC's Tom Brokaw
scored 26.

Getting attention

Oldies-formatted KODJ(FM)
Los Angeles, CBS's entry into
Los Angeles radio wars
earlier in year, has generated
national interest with Rock &
Roll U.S.A. program hosted
by nighttime personality

Rich Fields. Stationis"

negotiating with programers

in Phoenix, Detroit and Palm
Springs to deliver show via
dedicated phone lines. Also in
work is delivery of program

via satellite on barter basis with
eight minutes of spots

divided equally between kopJ
and stations receiving
program.

WASHINGTON

Gold in them thar
races

Gubernatorial race in

Virginia between Democrat L.
Dougtas Wilder and
Republican J. Marshall
Coleman has proven
advertising gold mine for
stations in Washington,

which serves Northern Virginia.
Since beginning of October,
wilder has spent $2.2 million on
advertising. Coleman's
campaign headquarters did not
have exact figure. Stations
benefiting from campaign
include wiTG(TV)

Washington, where sources say
election has been bonanza

for Fox affiliate and estimates
$1 million revenue in

October alone. Sales managers
for several Washington

stations estimate that
candidates have spent
between $4 million and $5
million on advertising.

Biggest surprise, according to
many Washington and
Richmond, va., stations is
amount being spent in race

for Lieutenant Governor

L

Broadcasting Nov 6 1989

6

between Democrat Donald

S. Beyer and Republican
Edwina P. Dalton. One sales
manager of network affiliate in
Washington said Beyer had
been responsible for third of
station’s political advertising
revenue.

Bortz on the case

Importance of sports
programing to broadcasters is
subject of study National
Association of Broadcasters
intends to release at annual
convention next year (March
31-April 3) in Atlanta. NAB
feels localism is key to
industry’s survival and is
trying to get stations to do more
local programing, such as
sports. Paul Bortz of Bortz &
Co. has been commissioned
to do research on subject.

TV’s long arm

FBI is apparently impressed
with effectiveness of Fifth
Estate crime-solving efforts,
most notably syndicated
America’s Most Wanted—
there is "some kind of magic
about that show," is way FBI
spokesman put it—but
including NBC's Unsolved
Mysteries, local efforts such as
WTTG-TV Washington's City
Under Siege and
Crimestoppers tip lines.
Although average 75
suspects per year that are
captured as result of these
Fifth Estate efforts are only
fraction of some 4,000
fugitives caught yearly by
bureau, most persons

= s e —— ]
Network radio debut

The relaxed view of the
Presidency that George Bush has
displayed in Kennebunkport

and other locales carried through
in what was billed as his first
exciusive radio network interview,
on ABC. “I can't complain,”

the President told ABC News
Political Director Hal Bruno.

“I'd like to think that ! would leave
this office without wringing my
hands about the burden of the
Presidency.” The interview

was taped in the Oval Office last
Wednesday (Nov 1). Present
but not pictured: Robert Benson,
vice president for ABC News,
radio. The woman holding the
microphone is a White House
communications technician.




If You're Programming Business News, How Do You Know It Makes A Sound?

On The Wall Street Journal Radio Net work’™
you can actually call our listeners listeners.
That’s because they trust our information

to be timely, authoritative, and accurate. And
they make important decisions based on it.

In fact, The Wall Street Journal was recently
rated the most believable source for economic

and financial news by radio listeners. doesn't fall on deaf ear's, call Robert Rush,
Measured against all broadcast networks,  Dow Jones Director of Broadcast Services,

The Wall Street Journal Radio Network at (212) 416-2381.

delivers the highest concentration of execu-

tives and professionals as well as listeners TheWall St['eet J()urnal

with household incomes of $60,000 or more. .
For a free sample tape of the report that Radlo NetWOI’k

Source: “I's Business News Music lo Their Ears?” A Statistcal Research Inc. Survey of Music Radio Lisleners, Spring 1988 MRI. The Wali Streel foernal Radio Network is a service mark of Dow Jones & Co.. Ine.
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profiled on programs are
"badly wanted,” according

to spokesman, with propensity
to commit crime again.

"These shows help catch
people quicker,”

spokesman said, thus reducing
risk of further crimes.

VA BEACH

years and will do so again
this year.

But seven extra broadcast
games that are coming to cable
won't be on wGRc, but will be
carried elsewhere on system,
likely on channel that carries
SportsChannel. WGRc, run as
separate entity from cable
system, said its schedule is
already set (it is programing
movies and series) and had no
room for extra games. All
that will produce interesting
situation when three
different ad sales teams, two
from same company, hit
streets of Rochester to sell

Uneasy lies the head

Paramount is currently said

to be considering whether to
put own person in to run TVX
Broadcast Group stations (now
under charge of John

Trinder, president and chief Sabres game.
executive officer). Salomon
Brothers, it is said, had itself ATLANTA
wanted to put in own TVX
management team, at time that . .
New York-based investment Avuncular sendoff Getting high early
bank was owed several million Master comedian Milton Berle was on hand last week for HBOs | Planning has already begun
dollars by company, and press conference to announce the program lineup for its new | for HDTV demonstrations at
had ability to do so if it had Comedy Channel, a 24-hour basic cable service to debut Nov. 15 | National Association of
exercised options to (see page 46). Much of the programing will originate from the | Broadcasters convention in
purchase stock and used Comedy Channel studios, where comedy memorabilia is being | Atlanta next spring. Special
ownership to obtain control coliected for display. Berle provided the first donation, a dress and | HDTV production equipment
of TVX board. Butin 1987, New | wig he wore on the Nov. 13, 1948, edition of Texaco Slar Theater. | oyhibits. which were
York-based investment bank “This was the first dress | ever wore on lelevision,” said Berle, in sponsor'ed by HOTV 1,125/60
sold substantial interest in itself | Making the presentation to HBO Chairman Michael Fuchs. Fuchs | Grq 5 at 1989 convention,
to Warren Buffett, which calied the Comedy Channel “the boldest and most exciting [pro- | /'ne cosponsored with NAB.
meant he would have had graming venture] in all of HBOS history. They will be located at Omni
attributable interest in | hotel, adjacent to convention
Salomon's majority ownership new episodes of series T center in Atlanta. All
of TVX. That in turn would and Tf)starring Mr. T. New | In the works compantes will be invited to
have caused problems at FCC, | gpjisodes, now in | Look for MTV Networks to show HOTV production
partcularly because both production, will be packaged announce this w_ee!< acquisition | equipmentin all formats, as
TVX and Capcities/ABC, in with those produced for of several "classic” comedy opposed to exhibit at
which Buifett also has syndication several years ago. series for "HA," basic cable | Tropicana hotel in Las Vegas
sizable interest, own TV comedy network set to last spring, which was
stations in Philadelphia. EW YORK launch April 1, 1990. Old series | devoted entirely to 1,125/60
Technical snag of same order will run alongside new equipment. In addition, NAB
is likewise said to currently productions, resulting from will again sponsor HOTV
be causing problems with ‘ ¥ foari deals such as those struck transmission system
Paramount'’s exercise of My qu Dads t‘lwce with Imagine Films demonstrations, which will be
option to buy TVX stock. Word has it that NBC's 8:30- Entertainment, for series held at Georgia World

10 slot O?t Wednesday n'gffﬂS. featuring Second City Conference Center.

g . vacant after cancellation o Repertory Company and

Family’s affairs Nutt House, willlikely be filed | MTM Enterprises. By another name
Family Channel is going to throughout November with y
increase number of original episodes of My Two Dads, OC H ESTER Mutual Television Sales,
movies it will produce next show that did doubte duty R Atlanta-based rep firm that
year from four to five, as well as | last week in first week of Nutt- bought assets of failing rep

adding at least one other less schedule. Dads will Independent Television Sales,

O~ A
original series. "“The Last Train continue in its Sunday 8:30-9 Everyone’s in the act has changed name to

Home," in production and slot as well. Network has at American Television & American Television Sales and
originally scheduled for least two shows on shelf that Communications cable system taken on new client.
December, will now appear should be available to take in Rochester, N.Y., which is American is national sales rep
on schedule in March. It was over Wednesday slot at programing own cable channel, | for RFD-TV, 24-hours-daily
part of four new movies, one conclusion of November WGRC (Channel 5), is moving advertiser-supported satellite
each quarter, set to debut next sweeps. Ann Jillian Show and | to add seven more games from service based in Omaha. In
year. Network has added | Working Girl projects have Buffalo Sabres that over-air addition to reaching dish

fifth, to debut in February, each completed at least three outlet in town, wuHF(TV), can't owners, 14-month-old

about Zorro. That project episodes. In addition, Carol carry due to scheduling service has 46 broadcast

has evolved out of original Burnett vehicle Carol & Co., 8s | conflicts. Sabres said wuHF will affiliates, mostly low-power
production of new Zorro well as latest Carsey-Werner likely carry 15 to 20 games stations. RFD-TV will be

series, now filming in Spain and | production, Grand, have each this year. WGRC has been expanding from agricultural
set to debut in January. Also completed at least two carrying 30 home games in | programing into entertainment
slated for January debut will be | episodes. cable package for past few | and sports.
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He already has
the airline,

the yacht,
the tower,
the hotel,
and the casinos.
Now he wants
to take over
something new...




BY THE NUMBERS 1

BS's Wolf (pictured at right) isnt doing so

well. Running up against the season pre-

miere of NBC's In the Heat of the Night
on Tuesday at 9, Wolfs Week Six average was a
6.8 rating/ 10 share, down from Week Four's 9.9/16.
Heat of the Night mustered a 19.2/29 for its first
episode and finished 10th for the week. According
o national overnight ratings for Week Seven's
Tuesday night (Oct. 31), Heat pulled in an 18.0/28
at 8-8:30 and a 19.8/32 for its last half hour. Wolf
delivered a 55/9 and a 56/9 for its similar 30-

minute splits

According to the same national overnights, NBC
won Tuesday night for the first time this season,
taking the night away from ABC by averaging a
17.1/29 over ABC's 16.4/27 and CBS's 8.4/14

Week Six, ended Oct. 29, was won by NBC with
a 14.9/249. CBS was second with a 14.2/23.9
followed by CBS's 13.0/21.7. Together, the big
three delivered a combined 42.1 rating for an aver-
age of 38.8 million households.

“By the Numbers” continues on page 12

RATINGS ROUNDUP Week 6 O Oct. 23—-Oct. 29
Ranl/rating © Network © Show Rank/rating © Network O Show
1 249/37 A Roseanne 55 ¥ 103116 F Torally Hidden Video
£ B i Gesortio: Rankirating ©  Network Show 57 A 10216 £ America’s Most Wanted
3 v 241139 N Cheers 57 10217 A AT&T Presenis: Final Days
4 A 234037 c 60 Minues 29 14.6/25 A thirtysomething 59 ¥ 10.1/17 ¢ 48 Hours
5 W 23.4/38 w~ Different World 3 145/28 A World Series, pregame 60 10.018 N Quununn Leap
6 A 21.3/32 ¢ Murder, She Wrore 32 ¥ 144/23 N ALF 61 A& 9918 C Snoops
7 20.7131 A Wonder Years 32 14.4125 ~ Midnight Cafler 62 9.817 ~ Hardball
8 ¥ 19734 n Golden Girls M v 14222 ¢ Major Dad 62 98/17 c Island Son
9 A 196533 A Mondav Night Foorball 35 ¥ 14.1/22 N Hogan Family 62 9.8/18 N Mancuso. FB.1.
10 = 19229 N In the Hear of the Night 36 ¥ 13521 c Designing Women 62 9.8/18 ¢ Paradise
11 ¥ 188133 N Empry Nest 37 ¥ 133122 A Anvihing Bur Love 66 9.3/15 ¢ Top of the Hili
12 18.729 N NBC Monday Movie 38 A 132120 F Married.. . With Children 67 A 9115 a Mission: Impossible
13 18.6'30 A Who's the Boss? 39 A 13020 N My Tvo Dads 67 ¥ 91116 A PrimeTime Live
14 v 18534 ¢ CBS Sundav Movie 40 12.924 » China Beach 69 8915 c Bigs Bunny Howl-Oween
15 18.1/31 N Tonight Show 27th Auniversary 41 W 12823 N Amen 69 ¥ 8915 A Free Spirit
16 ¥ 17830 n Unsolved Mysteries 42 12.6/19 c Newhari, special ) 8.8/18 A World Series, pregame
17 17532 A World Series. Game 3 43 ¥ 12218 C Famous Teddy 7 72 A 8015 ¢ Sar. Night with Connie Chung
18 16.6/25 A Chicken Soup 44 A 12119 N Sister Kate 73 ¥ 7813 F Open House
19 ¥ 16.4/28 A Growing Pains 44 12.1/22 ¢ Wiseguy 74 76012 A Slimer-Ghostbusters Halloween
19 A 164725 N Marlock 46 ¥ 11318 N Nun House 75 ¥ 7543 c Towr of Dury
21 W 16230 N Hunter 46 A 11318 C Rescue: 911 76 6.810 c Wolf
22 ¥ 15826 A Head of the Class 48 ¥ 11.0/19 c Newhar 77 A 62110 F Booker
23 ¥ 154/25 A Doogie Howser, M.D. 48 A 11.008 A Young Riders 78 W 560 F 2 Jump Street
23 ¥ 154725 N Night Courr 50 A 10920 N Bavwarch 7 ¥ 5510 F Cops
25 15.325 ¢ Jeke and the Fatman 50 W 10.9/18 A MacGyver 80 A 5.9 F Tracey Ullman Show
26 ¥ 15026 c Knors Landing 50 10.918 n NBC Sunday Movie 81 ¥ 487 F Alien Nation
27 ¥ 14922 ¢ Murphy Brown 50 ¥ 10920 ~ 227 82 40/8 ¢ Garry Shandling's Show
28 14.7/28 A World Series, Game 4 54 A 10517 N Magical World of Disney 83 ¥ 397 F Reporters
29 14.626 ¢ CBS Friday Movie 55 10.317 ¢ Charlie Brown: Great Pumpkin 84 ¥ 305 F Bevond Tomorrow
Guide to symbols Source: Niclsen Media Research
i v —Down from last week A —Up from last week a -Premiere broadcast

FREEZE FRAMES: Syndication Scorecard *

Rank Program (Syndicator)

Wheel of Fertune (King World )
Jeopardy! (King World )
Oprah Winfrey Show (King World )
Cosby Show {Vtacom)
Star Trek: Next Generation (Paramount)
Entertainment Tonight (TPE)
Current Affair (20th Century Fox TV)
Wheel of Fortune, wknd. (King World )
Geraldo! {Paramount Domestic)

0 Donzhue (Multimedia)

* Nielsen weekly pocketpiece

1
2
3
4
4
6
7
8
9
1

Rig

14.3
12.6

9
9

9.6

8.5
7.9

5

Stns Covg

225 99
212 96
208 98
200 97
230 97
163 95
180 93
183 89
189 96
210 97

7
.6

.6

6.
.9
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Rank Program (Syndicator)

Star Search (TPE )

Family Feud (TPE }

Mama's Family (Warner Bros. Domestic TV)
Chip ‘N’ Dale {Buena Vista Television)
People’s Court {Warner Bros. Domestic TV)

Week ended Oct. 22
{4

5.9
5.5
5.2
5.1
5.1

Stns Covg

145 94
122 B2
166 8%
168 96
170 89

The following shows were rated, but not ranked
Wrestling Network (Turner Program Services) 6.
World Wrestling Federation (WWF])

167
237

92
96

Source: Nielsen and Broadcastings own research.
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This time of year you get pitched that comes with taping in the

by lots of people promising an billion dollar Atlantic City
instant fix in access. But, deep Trump Castle. And, “Trump

in your heart, you know that to Card” has already been proven
come out on top you need a in the trenches. Like many long-
ot more than a new idea running hits of American TV

and a promise of prosperity. such as “Three’s Company,”’

You need a show that will “Allin the Family”’ and *“Sanford
compensate for the trials of and Son,’ our access strip is
first-run syndication. based on a format that has been

That show is “Trump Card” a hitin England for over six years.

No other strip has its magnetic Next fall, don’t put a new strip
power. Not a one! Because no into play with insufficient assets.
other show has the power of Get “Trump” on your side of
Donald Trump’s name to pull the deal and you'll be in the #1
viewers to the set. Nor does any position to take over access.
pilot have the prime time feel

[CIAIRID]

The Crown Jewel of Prime Access.

I A Createl Ltd.
H and Fiedler/Berlin Production

distributed by

WARNER BROS.
DOMESTIC TELEVISION
DISTRIBUTION

A Warner Communications Company




BY THE NUMBERS 2

Summary

of

Broadcasting & Cable

B ROADCASTING
SERVICE
Commerclal AM 4,965 255 5,220
Commercial FM 4,234 774 5,008
Educational FM 1,401 255 1,656
= Total Radio 10,600 1,284 11,884
Commercial VHF TV 547 21 568
Commercial UHF TV 535 205 740
Educational VHF TV 122 6 128
Educational UHF TV 2290 25 245
a Total TV 1,424 257 1,681
VHF LPTV 300 205 505
UHF LPTV 324 1,508 1,832
& Total LPTV 624 1,713 2,337
FM translators 1,778 320 2,098
' VHF translators 2,717 115 2,832

UHF translators

2,167

S

tal subscribers 50,897,080
Homes passed 73,900,000
Total systems 9,500
Household penetrationt 56.4%

" Pay cable penetration 29.4%

* includes off-an licenses. t Penetration percentages are of TV household universe of

90.4 million. ' Construction permit

ter link. Source: Nielsen and Broadcasling’s own research,

STOCK IND

Instructional TV fixed service. ® Studio-transmit

EX 1

“By the Numbers” continued from page 10

in the evening news race, ABC's World News Tonight won the
week with & 10.3/21. CBS came in second with a 10.0/20, followed
by NBCSs 9.6/20.

For the book of days, ABC's Monday night win was a squeaker
at 17.3/28 over NBC's 17.2/26.7. CBS pulled in a 13.1/20.

Tuesday Wednesday and Friday were also ABC wins. Tuesday
was won with an 18.3/29 over NBC's 16.7/26.4 and CBS's 9.3/14.8.
Wednesday went to ABC's 14.5/24.9, over second place NBC's
13.7/23.2. On Friday, ABC took the night with a 17.7/31.6. CBS
came in second that night with a 13.0/23.4

Thursday and Saturday went to NBC. The former was a
21.0/35.2 win, over CBS's 11.5/19.2 and ABC's 9.7/16.3. The Ilatter
night was taken with a 15.8/28.4 over ABC's 13.4/24.9 and CBS’s
8.4/15.3

CBS took Sunday night with a 20.4/33.3 —the network's highest
average this season for that night. NBC claimed an 11.2/18.1,
while ABC had a 9.7/16.1.

ABC’s three-hour Sunday broadcast of AT&T Presents: The
Final Days ranked 57th for the week with a 10.2/17. CBS’s Sunday
movie, The Lady Forgets, brought in an 18.5/34 to rank 14th for the
week NBC's movie, Double Your Pleasure tied for 50th with the
network’s 227 and pulled in a 10.9/18.

MarketScope

The Standard & Poor's Industrials fell 1.50 points to close at
389.42. For the seven day period ended Nov. 1, the Stock Index
stood at 38 advances, 78 declines and 13 unchanged. Among the
six groups tracked, the Equipment and Manufacturing group was
hardest hit, with five advances, 17 declines and two unchanged.
Cable stocks finished in a similar fashion, with three advances, 15
declines and one unchanged. Broadcasting stocks closed out with
four advances, nine declines and three unchanged.

Stock index Notes: T-Toronto, A-American. N-NYSE. O-NASDAQ. Bid prices and common A
stock used uniess ctherwise noted. P E ralios are Dased on eamings per share for the previous
12 months as published by Standard & Poor’s or as obtained by Broadcasting's own research

Market Market
e Closing  Closirig Capitali- Closing  Clusing Capitali-
Wed Wed Net Percent PE  zation Wed Wed Net Percent PE  zation

Nov I Oct 25 Change

Change Ratio{000,000)

Nov 1 Oct 25 Change Change Ratio(000,000}

BROADCASTING BROADCASTING WITH OTHER MAIJOR INTERESTS
N (CCB) Capital Cities ABC 538 14 563 12 -25 14__-D448 22 OBA7 NIBLC) AM,:Belo 37 118 3 14 1.7 06531 49 736
M ICBS) CBS ‘98 12 20 1B - 358 -0179 7 4888 N (AFL) American.Family 2x. 3818 3. '13.;15 P U )
A (CCU) Clear Channel. 12 11 78 18 01.05 120 46 O (ACCMA) Assoc. Commun. 33 78 36_14_ - 2 3 -0655 82 £33
‘A (HTG) Heritage Media 278 3 12 - 58 -:188 2 103 N {(CGN) Chris-Craft 35 34 3% 14 - 2 -0M37 R 851
© (JCOR) Jacor Commun. s 78 5 T 0000 4 58 0 (DUCO). Durham Corp. 32 36 32 14 ¥__ 015 28 276
O (LINB) LIN 1L 78 109 14 2 AR 0240 62 5742 N (GCD Gannett Co. 40 12 40 3B 18 0030 17 653
0 (OBCCC) Olympia Broadeast 1 14 1 34 - 12 -2857 9 O (GACC) Great Amer. Comm. 10 %8 10 %4 - 38 -0348 3 325
0 (OSBN) Osborn Commun, 13 14 12 34 {12 03.92 8 A9 ® (JP) Jefferson-Pllat. 40 58 41 14 - 58 -0i51 13 1.27
0. {OCOMA) Outlet Commun. 25 4 X - 34 -0288 3 165 N (KRU Knight-Riddes 49 38 50 78 - 112 -0294 11 2540
A (PR) Price Commun. a 78 5 14 - 3B -0734 -0 44__N_JLEE) Lee Enterprisus 3g78 31 - 4§ -0040 18 5
0 (SAGB) Sage Broadcasting 3 3 14 - _ 14 0769 -3 i1 N AC) Liverty 35 34 ¥ - 114 -0337 2 302
Q (SCRP} Scripps Howard 72 72 0000 37 743 _N_iMHP) McGraw-Hill 64 78 65 38 - 12 -0076 16  31HA
0 (SUNNC} SunGroup Inc. 134 1 3 000 -2 4 A IMEGA) Media Gereral 34 78 3 4 A6 0035 871 898
0 (TLMD) Telemundo 612 6 3 - 14 -0B370 -2 148 N (MDP) Meredith Corp. 33 34 3 W -2 -0558 19 629
@ (TVXGC) TVX Broadcast 4 34 5 - 14 -0500 34 0 (MMEDC) Multimedia 35 112 % 172 £052 35 1679
© {UTVI) United Television 34 1/4 33 34 1 0148 48 ‘374 A (NYYA) New York Times 27 s8.- 27 38 4 0091 14 2.169
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FORGET THE GREENHOUSE
EFFECT HAVE YOU NOTICED HOW
THE CLIMATE HAS CHANGED
IN THE STATION BUSINESS?

Now more than ever, you need a rep with an aggressive sales force to help you weather the reign of
computerized buying and the hail of new competition.

Only Blair built a seller’s work-
sheet from the same database used
by agencies which place 75% of Spot
TV dollars. This allows our salespeople
to “look over a buyer's shoulder"
when pitching a schedule.

Blair also created a better way

to produce sales materials. With
more sophisticated graphics and faster turn-around, our in-house desktop publishing department
enhances research data and sales presentations.

Seller's worksheet. Desktop publishing. Just two of the ways Blair's sales force uses advanced

technology to sell the values of local TV advertising to national advertisers.

WHAT HAS YOUR REP DONE FORYOU LATELY?
BLAIRTELEVISION [_8

A subsidiary of John Blair Communications, Inc.
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Ciosing  Closing
Wed Wed
Novi Oct25 Change
(NWS' News Corp, “td. 19 58 19 12
{PARC) Park Commun. 21 1.4 21
(PLTI) Pulitzer Publishing 28 28 58
(REL) Retiance Group Hold. 6 118 5 34
(RTRSY) Reuters Lid. 42 34 M
(STAUF) Stauffer Commun. 141 142
ATMC) Times Mirror 37 4 37 18
(TMCI) TM Communications 9:32 832
(TRE) Tribune 48 12 50
ATBSL Turmer Bestg. ‘A 49 s8 50 78
(TBSB) Tumer Bestg. ‘B’ 4T 14 4% 12
{WPQB) Washington Post 286 293 1
PROGRAMING

(ALLT) Ali American TV 3 3
{CLR) Color Systems 2 2 18
(KPE) Columbia Pictures Ent. 26 58 28 58
(CAVN} CVN Cos. 20 34 19 78
(DCPY)_dick clark prod. 6 12 6 17
{DIS) Disney 123 18 15 114
AFNND Financial News 6 1z 6 58
(FE) Fries Entertain. 218 2 14
(GPEC) Guber-Peters Enter. 17 16
{(HHH) Heritage Entertain. 158 1 34
(HSN) Home Shopping Net. 4 3 m
{KWP) King World 33 a4 30 34
(KREN) Kings Road Entertain. s 38
{MCA) MCA 62 38 63 38
(MGM} MGM UA Commun. 18 114 17 2
INHD) Nelson Holdings 1 it 18
(NNET} Nostalgia Network 1 2 1 38
{OPC) Orion Pictures 21 58 22 18
(PCH) Paramount Commun. 57 78 5 38
(PCC) Pathe Communications 2 34 2 34
{PLA) Playboy Ent, 15 12 15 34
{QNTXQ) Qintex Entertain. 1 14 1 18
(QVCN} QVC Network 17 58 16 18
ARVCC) Reeves Commun., 538 5 14
(RPICA) Republic Pic, ‘& 9 58 10 14
{SP) Spelliog Enfertainment 11 /8 11 38
UUKE) V' leq Jukehox 5916 § 18
(WED) Warner €3 6 a8
(WONE) Westwood One 10 38 10 18 -

SERVICE
tAGRP) Andrews Group s 34 5 14
(BSIM) Burmup & Sims 17 14 17 58
(CQ) Comsat 3s 38 35 14
IEDA) Control Data Corp. 18 18 34
(DNB) Dun & Bradstreet a9 34 5 78
(FCB) Foote Cone & B. 27 78
(GREY) Grey, Advertising 161 128
(IDBX) IDB Communications s 34 6 14
(IPG} Interpublic Group 33 34 34 18

Market
Capitali-
zation

Percent PE

Change Ratio(00G,008}

0064 7 5268
0119 23 439
=0218 14 293
0652 25 456
-0056 22 1981
-0070 47 141
0033 4 4770
0000 -2 1
-0300 16 351
-0245 21 2454
-0454 20 1266
-0255 20 3856
W00 3
- 05.88 2 10
00.00 221 2,948
0440 35 an
00.00 20 53
-01.69 7 16566
-0188 38 79
-0555 -2 10
pe2s 8 184
0714 4 8
032 % 357
-087 01 847
00.00 T
~M57 22 4572
0428 9 920
- aq
0909 -2 8
~-0225 26 388
0087 18 6724
£0.00 50
~0l58 37 145
114 2,
0930 28 1
0238 4 68
-0609 106 41
-0218 28 368
0853 -18 51
-Pose 21 10485
0246 -14 150
0952 5§ 52
-0212. 18 16.
0035 10 589
-0400 -1 152
-0221 1B 9312
-0387 18 238
0189 14 188
- 0800 287 28
0109 17 115

14

Closing  Closing
Wed Wwed Net Percent
Nov 1 Oct25 Change
0 (OMCM) Omnicom Group 23 78 24 18 - 14 -0103
N (SAA) Sastchi & Saatchi 14 78 14 75 00.60.
0 (TLMT) Telemation 2 1 34 14 14.28
A (UNV) Unitel Videa 13 12 13 3% - @ -gip
CABLE

B LATN) Acton Corp, 16 % 8 - 58 -0375
O (ATCMA) Amer. TV & Comm. S0 14 49 14 17 006
0 (CTEX) C-Tec Corp. 25 25 00.00
A (CVC) Cablevision Sys. '®# 43 78 43 3% 12 Bf1s
A, (CTY) Century Commun. 14 38 14 g 267
0 (CMCSA) Comcast 18 18 18 58 -~ 12 -0288
& IFAL) Falcon Cabie Systems 19 38 X - 5 -0usr2
Q UOIN} Jones Intercable 17 58 18 33 - 118 -0500
T (MHP.Q) Maclean Hunter ‘X' 12 12 38 - 3 -0303
T {RCLA} Rogers Commun. ‘X 118 126 - B -05.34 -
T {RCi.B) Rogers Commun. ‘B' 98 Wor iz -912 -0883 -
0 (TCAT) TCA Cable TV 47 Uz 18 - 2 -om
O {TCOMA) Tele-Commun. 18 12 19 12 -1 -0r42 -
N {TL) Time Warner 131 38 136 118 - 434 -0348
O (UAECA) United Art. Ent. A 21 21 38 - 3% -OI75
O (UAECB) United Art. Ent. B 21 2 g - 14 -0t

N (VIA) Viacom 58 78 59 38 - 12 -0084
N (WU) Western Union 34 - 18 -1428
0 (WSMCA} WestMare 3 34 W 78 - B -004D

EQUIPMENT & MANUFACTURING

N (MMM} 3M 72 72 58 - B -0086
N (ARV} Arvin Industries 16 16 ¥4 - 14 -053
O (CCBL) C-Cor Electronics i4 14 15 - 3% -0500
N (CHY) Chyron 334 3 12 114 07.14
A (COH) Cobhu 9 34 10 58 - T8 -~0823
N (EK) Eastman Kodak 44 12 4 12 0000
N {GRL) Gen. Instrument 38 34 3B 18 58 0183
N (GE) General Electric 55 38 55 14 18 00.22
N {HRS) Harris Corp. 37 v8 37 S8 -~ 12 -01.32
N (MAD) MA Com. Inc. 6 18 14 05:00
N (IV) Mark 1V indus. 19 T R TS 0256
G (MCDY) Microdyne 4 12 4 T8 - 3@ -0169 H
O (MCOM) Midwest Commun. 5 32 6 1 - 34 -i200
N (MOT) Motorola §5 88 55 B - W& -4
N (0AK) Osk Industries [ T | S 13 1250
A (PPI} Pico Products 33 T - A -B00
N (SFA) Sci-Attanta 21 12 218 - WM -1
N (SNE) Sony Corp. 58 60 1w - 212 -3
N (TEK} Tektronix 17 78 18 12 - 58 -0
0 (TVTK) Television Yech. 718 916 - is  -2222
N {YAR) Varian Assoc. 20 58 22 ¢ - 1 76 -U833
0 (WGNR) Wegener 234 3 18 - 38 =1200
N (WX} Westinghouse 67 7B 65 13 2 58 0402
N (ZE) Zenith 12 i4 12 7R - S8 D485
(S&P) Standard & Poor's 389.42 390,92 - 1.50
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COMARK, THE TECHNOLOGY LEADER,
PROVIDING POWERFUL SIGNALS
TO POWERFUL PEOPLE — EFFICIENTL

¥

—

A Comark field proven*Klystrode®
powered transmitter is now in service
at WETA-TV, the home of PBS
in Washington, D.C.

i r leasing available to *Six transmitter. ervi of October 314
Attlft hdldbyth end of 198

For further information on Comark’s complete line of water
or air cooled Klystrode equipped transmitters cali or write:

' ‘ COM ARK COMARK COMMUNICATIONS, INC. 1989°
<@ A Y\ Thomson-CSF Company
Route 309 & Advance Lane, Colmar, PA 18915
(215) 822-0777 » FAX: (215) 822-0129 « TELEX: 846075

K ®i istered trademark ol Varian Associates. Inc



BErORE YOU Kwow IT,
YOouU'LL BE
SHOUTING OUT ANSWERS
AND YELLING FOR
THE JOKER.

AND THAT’S
Just THE P1LoT!




Host: Pat Finn

A NEwW WAY To PLAY THE RATINGS GAME.
Tae Proor Is IN THE PILOT.

o

Production

<) ORBIS ,_
/) COMMUNICATIONS
A CAROLCO PICTURES COMPANY

NEW YORK LOS ANGELES CHICAGO
(212) 685-6699 (213) 289-7180 (312) 346-6333

© ORBIS COMMUNICATIONS 1989




Datelbookm

8 indicates new listing or changed item.
—————
This week

Nov. 5-8—Second annual LPTV conference and
exposition, sponsored by Community Broadeast-
ers Associefion. Keynote speaker: FCC Commis-
sioner James Quello. Riviera hotel. Las vegas.
Information: (800) 225-8183.

Nov. 7—"Talk Radio: What is It Telling Us?," semi-
nar sponsored by Center for Communication.
Speakers: Barry Farber, WMCA(AM) New York,
and Lynn Samuels, WABC(AM). Center auditori-
um, New York. Information: Irina Posner, (212)
836-3050.

Nov. 7—National Adverlising Law & Business
Conlerence, sponsored by American Advertising
Federation. Drake hotel, Chicago. Information:
(312) 787-2200.

Nov. 8—Presentaticn of Wemen at Work Broad-
cast Awards, sponscred by National Commission
on Warking Wonten. Washington. Information:
(202) 737-5764.

Nov. 8—National Academy of Television Arfs
and Sciences, New York chapter, drop-in lun-
cheon. Speaker: Jon Nesvig. senior VP-sales, Fox
Broadcasting Co. Topic: “A Network for the 90's.”
Copacabana, New York. Information: (212) 768-
4510.

Nov. 8—"Service to Children” television awards
presentation, sponsored by Naiftonal Association
of Broadcasters Children's Television Committee.
Library ot Congress's Madison Building, Washing-
ton. Information: (202) 429-5350

Nov. 8—"Privacy, Pubtic Service. the Public Inter-
est and the Media,” topic for seventh annual bene-
fit dinner of Libel Defense Resource Center. Wal-

dorf-Astoria, New York. Information: (212) 889-
2306.

u Nov. 8—Fundraiser for Bay area earthquake vic-
tims, organized by members of MMT, Young &
Rubicam, Seltef, D'Arcy Masius Benton & Bowles
and Katz Communications. La Maganette restau-
rant, New York. Information: Lisa Schanzer, (212)
572-5348.

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

Nov. 9—Advertising and Marketing Management

Research Workshop. sponsored by Association of

National Advertisers. Plaza hotel, New York. In-
formation: (202) 785-1525.

Nov. 9—Fedéral Conumunications Bar Associa-
tion luncheon. Speaker: Jack Valenti, president,
Motion Picture Asscciation of America. Washing-
ton Marriott, Washington

Nov. 9—"Careers in Advertising: Media,” seminar
sponsored by Center for Communication. Center
auditorium, New York. Information: (212) 836-
3050.

Nov. 9—"Advertising Goes Global,” seminar
sponsored by Center for Communication. Center
auditorium, New York. Information: (212) 836-
3050

Nov. 9—Presentation of Communications Excel-
lence to Black Audiences Awards, sponsored by
World Institute of Black Contmurnications {found-
ed by National Black Network), to "pay tribute to
corporations, advertising agencies and individ-
uals who demaonstrate expertise and sensitivity in
focusing on needs and concerns of black con-
sumers.” New York Hilton, New York. Information:
(212) 586-1771

Nov. 9-10—Communications law seminar spon-

MajorasMeetings

sored by Practising Law Institute. Sheraton Cen-
ter hotel, New York. Information: (212) 765-5700.

Nov. 9-11—Nafional Association of Farin Broad-
casters annual meeting. Crowne Plaza, Kansas
City, Mo

Nov. 9-11—Arizona Broadcasters Association fall
convention and annual meeting. Sunburst Resort
hotel, Scoltsdale, Ariz.

Nov. 9-11—20th annual Loyola Radio Conference,
hosted by Loyola University of Chicago. Holiday
Inn Mart Plaza, Chicago. information: (312) 670-
3207.

Nov. 10-12—Broadcast Executive Directors Asso-
ciation fall idea exchange. The Greenbrier, White
Sulphur Springs, W. Va.

[ - |

Also in November

Nov. 13—"The Tri-Monopoly Networks Versus
Competition: The Battle for a Fair Marketplace in
the Nineties,” speech by Jack Valenti, president,
Motion Picture Association of America, to Acade-
my of Television Aris and Sciences. Beverly Hil-
ton, Los Angeles. Information: (818) 953-7575.

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

Nov. 13-15—Association of National Advertisers
TV commercial production management seminar.
Stouffer Westchester hotel, White Plains, N.Y. In-
formation: (212) 697-5350.

Nov. 14—_"What Are Video News Releases and
Why Are They News?" seminar sponsored by
Center for Communication. Center auditorium,
New York. Information: (212) 836-3050

Nov. 14-15—"Communicating in the 90's,” confer-

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

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

Jan. 3-6, 1990— Association of Independent Tele-
visien Stations 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 Orieans Convention Cen-
ter. New Orleans.

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

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

Jan. 27-31, 1990—National Religious Broadeast-
ers 47th annual convention. Sheraton Washington
and Omni Shoreham hotels, Washington.

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

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-
dic Seminar, sponsored by Country Radio Brood-
casters. Opryland, Nashville. Information: {615)
327-4487.

March 14-18, 1990—American Association af
Advertising Agencies annual meeting. Marriott
Desert Springs, Palm Springs. Calif.

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

April 1-3, 1990—Cabletelerision Advertising Bu-
reau ninth annuat conference. Marriott Marquis,
New York.

April 18-20, 1990—Broadeast Financial Manage-
ment Association 30th annual meeting. Hyalt Re-
gency, 3an Francisco.

April 20-25, 1990—M7P-TV, international televi-
sion program market. 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 19-22, 1990 CBS-TV annual affiliates meet-
ing. Century Plaza, Los Angeles.

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

June 6-9, 1990—NBC-TV annual affiliates meet-
ing. Washington.

June 10-14, 1990—Broadcast Prumotion and
Marketing Executives and Broadcast Designers
Association annual conference. Bally's, Las ve-
gas.

June 11-14, 1990--ABC-TV annual affiliates
meeting. Los Angeles.

June 19-22, 1990—National Association of
leadcasters summer board meeting. Washing-
on.

® July 15-18—Cable Television Administration
and Marketing Society annual conference. San
Diego Marriolt, San Diego.

Sept. 12-15, 1990—Radio '90 convention, spon-
sored by National Association of Broadcasters.
Boston. Future meeting: Sept. 11-14 (tentative),
1991, San Francisco.

Sept. 16-18, 1990—Eastem Cable Show, span-
sored by Southern Cable Television Assaciation.
Washington Convention Center, Washington.

Sept. 21-25, 1990—International Broadcasting
Convention. 8righton Convention Center, Brigh-
1108n7.1England. Information: London, 44 (1) 240-
& Sept. 24-27, 1990—-Radio-Television News Di-
rectors Association international conference and
exhibition. Convention Center, San Jose, Calif.

Oct. 4-7, 1990—Society of Broadcast Engineers
fifth annual national convention. St. Louis. Fulure
meeting: Oct. 3-6, 1991, Houslon. Information: 1-
800-225-8183.

Oct. 11-15, 1980— M/PCOM, international film
and program market for TV, video., cable and
satellite. Palais des Festivais, Cannes, France. In-
formation: (212) 750-8899.

® Oct. 21-24, 1990—Association of National Ad-
vertisers annual convention. Ritz-Carlton. Naples,
Fla.

Broadcasting Nov & 1989
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F NEW. MONDAY-FRIDAY HALF HOUR
JOW LIVE DAILY FOR FARC 190!,

TOMORROW'’S ATTRACTIONS TODAY
THE FIRST LOOK AND THE LAST WORD FOR THE INTRIGUING WORLDS OF

= MOVIES - TELEVISION - MUSIC = LIVING = FASHION
= BREAKTHRU = CELEBRITY NEWS

/




P

The most important, exciting reality series in years, filling a niche
for the basic human need to know and know first. The time is ripe
for Preview, created and produced by Al Masini and TPE—
the team responsible for the most successful long-running
shows in the history of syndication.

. L les
5 NOW - @’;fﬁ’— NOW G NOW
FHIEAL ‘Mﬁ e TS T{P ol s %Rl' INITS
TH P | TH | TH
SEASON " A SEASON, SEASON
AND STILL RANKED RANKED #3 —A TRUE
AMONG THE TOP AMONG WEEKLY HOUSEHOLD
FIVE STRIPS! 1* ) PHRASE!

@PT i 1 2 CONSECUTI
YEARS.
-e : 31 OUTSTANDING
SEASON SEASONS NETWORK QUALI
—GOING STRONG —ALWAYS IN TOP PRIME TIME SPECIALS,
WITH ITS BEST 3 AMONG OUT-RATING REGULAR
LINEUP EVER! YOUNG ADULTS!t NETWORKS ON LINEUPS

_ COVERING 90% OF U.S.
An amazing record since an average of only 1 syndicated

show out of 100 at NATPE gets on and lasts 5 years or more!
tCREATED BY AL MASINI. PRODUCED BY PARAMOUNT.

= “ACN- .S.“--s_%son-to-da\e through May 1989

Songwriters’ Hall of Fame 20th Anniversary special,

“THE MAGIC OF MUSIC”

for CBS, drew unanimous critical praise and an “A” rating from Peopie Magazine.
The most recent.example of Al Masini's policy of personal, hands-on supervision.




The PREVIEW Team

An unparalleled team of well-known experts revealing the best of the
new from all over the world!

—

MOVIES TELEVISION MUSIC LIVING FASHION BREAKTHRU CELEBRITY NEWS

DANA HERSEY MELODY ANDERSON MARILYN McCOO ROBIN LEACH CAROL ALT RICK SMITH RONA ELLIOT

NATIONALLY EXCITING ACTRESS HOQST OF WORLD RENOWNED ONE QOF THE ATTORNEY AND REGULAR

RECOGNIZED FEATURED ON S0LID GOLD, CELEBRITY NATION'S BEST POPULAR HOSTOF  CELEBRITY

MOVIE ST ELSEWHERE,  INTERNATIONALLY  INTERVIEWER AND KNOWN, MOST PM MAGAZINE CORRESPONDENT
b COMMENTATOR FOR DALLAS AND KNOWN SINGER LIFESTYLES PUBLICIZED FOR NBC'S TODAY

SUPERSTATION HOTEL. MAJOR AND ORIGINAL EXPERT SUPERSTAR SHOW

WSBK-TV, BOSTON  ROLES INTVAND  MEMBER QF “THE MODELS

FEATURE FILMS. FIFTH DIMENSION"
VOICE OF PREVIEW LES MARSHAK  VOICE OF NBC SPORTS AND MANY NETWORK SPECIALS INCLUDING THE TONY AWARDS

WP TUITW
T PK

g

While PREVIEW—THE BEST OF THE NEW, the Monday-Friday half hour,
reveals stories as soon as they are discovered,
PREVIEW—THE NEXT SEVEN DAYS is a one-hour weekend video calendar
focusing on the next week's attractions.

A MUST VIEW—A MUST BUY FOR 1990!
Don’t miss out on Preview—-the viewers won't! Clearly the most unique, timely,
refreshing, positive, advertiser-friendly access strip. It stands out dramatically amidst

the glut and sameness of game shows and the copycat sensationalism of most
reality strips and talk shows.

Call TPE today—you must move now for a program franchise that can last forever!? TEET o noaRRS TATERRAET

Preview is about tomorrow and tomorrow is forever! TEE@

TELEVISION PROGRAM ENTERPRISES
A Division of TeleRep, Inc.
875 Third Avenue, New York, NY 10022
Tel.: 212-750-9190




ence sponsored by San Diego State University.
SDSU, San Diego. Information: (619) 594-5204

Nov. 15—Canadian Cable Television Association
Quebec regional meeting. Loews Le Concords,
Quebec. Information: (613) 232-2631

Nov. 15—"How to Reach the World's Largest TV
Audience,” speech by Georges Leclere, director
of radio and visual services. United Nations, spon-
sored by National Academy of Television Arts
and Sciences. New York chapter. Copacabana,
New York

Nov. 15—Society of Broadcast Engineers, chapter
15. technical session, "Planning a Transmission
System.” Speaker: Joe Giardina, DSI Communica-
tions. Also. "Wiring a Facility for Audio, Video
Data and Fiber Optic Applications.” Speaker: Pat
Gallagher, ADC Corp. New York Times building
New York. Information: David Bialik, {212) 752-
3322.

Nov. 16—NATAS breakfast. Speaker: Douglas
Marland, head writer, CBS's As the World Turns.
"How to Break Into Soap Opera Wriling and Sur-
vive." Museum of Broadcasting.

Nov. 16—FCC en banc hearing on AM broadcast
service. FCC, Washington. Information: William
Hassinger. (202) 632-6460.

m Nov. 16—"'Cause Marketing—How To Make |t
Work For You,” sponsored by Cabie Television
Administration and Marketing Society, New
York City chapter. Program features Joanne
Black, Mastercard; Lowell Hussey. Warner Cable
Communications, and Josh Sapan, Rainbow Na-
tional Services. HBO oifices. New York. informa-
tion: Susan Kinzie, (212) 735-5395.

Nov. 16-17—"2001: A Communications Vision,

sponsored by San Diego Contmunications Coun-
cil. Speakers include Allen Neuharth, Gannett
Foundation, and Bob Wright, president. NBC, who

will examine issues relating to new communica-
tions technologies, impact on established commu-
nications media and regulatory issues. ta Jolla
Marriott, San Diego. information: (619) 594-6906.

® Nov. 17—Deadline for entries in 32nd annual
Aldo Awards competition sponsored by Men's
Fasfion Association of America to “recognize
excellence in men's fashion coverage.” Informa-
tion: Larry Hotz, (212) 545-1709.

Nov. 17-19—Alpha Epsilon KEho south regional
convention. Jackson, Miss. Information: Trey Fa-
bacher, (312) 321-6600.

Nov. 17-19-—Second annual conference of Na-
tional Association of College Broadcasters. Key-
note: Ted Turner, chairman, Turner Broadcasting
System. Brown University, Providence, R.1. Infor-
mation: Steve Klinenberg, (401) 863-2225

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

Nov. 21—/ anternational Radio and Television So-
ciely newsmaker luncheon, featuring Michael
Checkiand, director-general, BBC. Waldorf As-
toria, New York. Information: (212) 867-6650.

Nov. 21—12th annual Frank E. Gannett lecture, to
be delivered by Katharine Graham, chairman,
Washington Post Co. Lecture sponsored by Weash-
tngton Journalisin Center with grant from Gannett
Foundation. Capital Hilton, Washington. Intorma-
tion: (202) 337-3603.

Nov. 28-29—Cabletelevision Advertising Bureau
sales orientation seminar for new ad saies people
Aflanta. Information: (212) 751-7770.

Nov. 29—"Drama, independent producers and
public television,” speech by David M. Davis,
president-CEQ, American Playhouse & American
Oocumentaries Inc., to National Academy of Tele-

vision Arts and Sciences, New York chapter. Co-
pacabana, New York

Nov. 29—"Political Advertising: A Conversation
with Tony Schwartz,” seminar sponsored by Cea-
ter for Conumunication. Center auditorium, New
York. Information: (212) 836-3050.

Nov. 29-Dec. 1—Seventh annual Private Cable
Show. Keynote speaker: Robert Wussler, presi-
dent-CEO, Comsat Video Enterprises. Caesars
;ggge, Lake Tahoe, Nev. Information: (713) 342-

———
December

Dec. 1—"Talking About the Weather: TV Weather-
men,” seminar sponsored by Center for Contmu-
nication. Center auditorium. New York. Informa-
tion: {212) 836-3050

Dec. 1—'On Location with the Weatheman:
WNBC, WABC, Fox 5, WCBS," seminar sponsored
by Center for Communication. Center auditorium
New York. Information: (212) 836-3050.

Dec. 1—Broadcast Pioneers, Washington chap-
ter, annual banquet, featuring presentation of Dis-
tinguished Service Awards to WXEX-TV Rich-
mond, Va., and WFMD(AM)-WFRE(FM) Frederick
Md.. and to former FCC Chairman Robert E. Lee
Howard Head, formerly of A. D. Ring & Asso-
ciates; former NAB President Vincent Wasilewski;
Peggy Whedon, former ABC News producer, and
the late Betty Endicolt, WTTG(TV) Washington
Kenwood Counltry Club, Bethesda, Md

Dec. 5—Deadline for entries in fifth annual Sunny
Creative Radio Awards, sponsored by Southern
California Broadcasters Association. Information:
(213) 466-4481

Dec. 6—"Interactive Television: Impact and Op-

Advertisement
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HOW
EMBARRASSING!

A steady stream of revelations from
Eastern Europe is proving that Ronald Re-
agan wasright on the mark whenhe labeled
the Soviet Union an “Evil Empire.” Those
who ridiculed that description have not
beenrushing to apologize. TV commenta-
tor Hodding Carter recently contrasted the
Soviet admission that they had lied about
their conduct in Afghanistan and about a
major violation of the ABM Treatywith the
“fact” that Americans “in high places are
stilllying intheir teeth aboutIran-Contra.”
Instead of criticizing those whobought the
Soviet lies, Carter converted the Soviet
confession into an attack on the Reagan
administration.

Carter recently appeared on ABC's
“Nightline” to help bash Reagan for gar-
nering aspectacular speaking fee in Japan.
It would be far more useful if our big media
stars would devote some time to a discus-
sion of their past blunders and an analysis
of why Ronald Reagan and his advisers
had a more accurate perception of the na-
ture of the communist system than they
did.

For example, Ted Koppel could invite
CBS News comrespondent Bernard Gold-
berg tocome on**Nightline' to discuss this
statement that he made on the CBS Eve-
ning News onMarch4, 1986: “Freedomto
most Russians is living in a country where
the unemploymentrate is zero, where state
health care costs nothing, where nobody is
homeless and where crime is not
epidemic...The people have made a deal
with their rulers, saying: ‘Take care of us
from cradle to grave and in return we'll be
satisfied.’”

In that special report from the Soviet
Union, Mr. Goldberg interviewed several
Russians who affirmed that they thought
residents of the Soviet Union were freer
than Americans. One, a writer for the
newspaper Izvestia, said, **We sometimes
think, ‘Poor Americans. They have no
freedom. They are prisoners of pormogra-
phy, prisoners of drug taking.” He said that
theideaheld by many Americans thatif the
Iron curtain were lifted the Soviet people
would rush to emigrate was simply wrong.
Goldberg later told us thathe believed that
if the borders were opened the dissidents
would leave, but there weren’t many of
them.

Thatwas the line that Vladimir Pozner,
the smooth-talking Soviet propagandist

who was a frequent guest on “Nightline” |

used to peddle. It would be interesting to

see Ted Koppel grill Pozner about the !

contrast between what he used to say on

American TV programs and what the Soviet

leadership and media are now saying.
Stuart Loory, the former Moscow bu-

reauchief of CNN, would be anotherinter- |

esting guest. Inaletter printed in The Wall

Street Journal on February 3, 1986, Mr.

Loory asserted thatthe people inthe Soviet

Union had truly been converted to commu-

nism and that the Communist Party would

win an overwhelming mandate if it submit-

ted to elections as free as those in El Salva-

dorin the 1980s. The Soviet elections last

spring weren't that free, but a number of

the Communist candidates were defeated

even though they ran unopposed, and

Moscow voters stung the party by giving

maverick Boris Yeltsin 90% of the votes.

AIRA
Mavi

A three-minute radio commentary
available five days aweek as a

public service, For a sample tape,

please call Deborah Lambert
ACCURACY IN MEDIA

1275 K Street, NW., Washingion, D.C.
(202)371-6710
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The Gumm1 Bears —The network hit. joining DuckTales and Chip'n
Dale beginning Fall 1990 will be the off-network debut of The Gummi Bears, #1 in its
Saturday morning time period for the fifth straight year.

Tale Spin—The best news of all. Disney’s most ambitious television
animation project ever will round out the Disney Afternoon, featuring Jurngle Book
favorites Baloo the Bear and Louie the Ape in high-flving fun and adventure.

So if youre looking to improve your stations fortunes in just one afternoon, there's
only one place to turn. . .

The Disney Afternoon.
Coming Fall1990. &

Source: NTI AA 9/87-10/89. Buena Vista
©The Walt Disney Company TeleViSi()n



Erratam

Styles Broadcasting Co. is headed by
Robert Germain and Tom DiBacco
and Kim Styles DiBacco (husband
and wife), who also own wHEW(FM) Fort
Myers, Fla. Names of the DiBaccos
were omitted from Oct. 23 “Chang-
ing Hands™ item on sale of WRBA(FM)
Springfield, Fla.

[m]

Oct. 16 special report on basketball
incorrectly reported that NBC-TV airs
Raycom Sports’ 38-game Atlantic
Coast Conference package in regions
outside mid-Atlantic. NBC’s 20-game
college basketball schedule does
include four ACC conference
games and ACC Championship, as
well as six interconference games in-
volving ACC teams.
o

NPR was not participant in PBS
lease or purchase of multiple satel-
lite transponders from AT&T an-
nounced last week, as suggested in
Oct. 30 "Closed Circuit." NPR contin-
ues separate negotiations for next-
generation satellite capacity with
“several vendors, and a final selection
certainly has not been made,” said
Peter Lowenstein, VP, distribution,
NPR, which expects to complete deal
for two transponders by end of year.

portunities,” sponsored by National Academy of
Television Arts and Sciences, New York chapter.
Speaker: Andre Orgel, president-CEQ, Video
Jukebox Network. Copacabana, New York.

Dec. 7—"The Television Marketplace,” luncheon
sponsofed by Acedemy of Television Arts and
Sciences, featuring David Gerber, chairman,
MGM/UA Television Production Group; Jerry
Leider, chairman, ITC Entertainment Group, and
Sandy Wernick, president, Brillstein Productions.
Beverly Hilton, Los Angeles. Information: (818)
953-7575.

Dec. 9 Texas AP Broadcasters regional news
seminar. Holiday Inn, Northwest Loop, San Anto-
nio, Tex. Information: ((214) 991-2100.

Dec. 12—"Europe 1992: What Will a Stronger
Common Market Mean for the U.S.—And the
World?" conference for journalists sponsored by
Washington Journalism Center. Watergate hotel,
Washington. Information: (202) 337-3603.

Dec. 12—Pay-per-view seminar sponsored by Ca-
ble Television Administration and Merketing So-
ciety. Anaheim Hilton, Anaheim, Calif. Information:
(703) 549-4200.

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

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

Dec. 14—[nternational Radio and Television So-
ciety Christmas benefit, featuring Flash Cadillac,
sponsored by Unistar Communications Group.
Waldorf-Astoria, New York. Information: (212) 867-
6650.

Dec. 20—Society of Broadeast Engineers, chapter
15, meeting, "Designing a Radio Facility.” Speak-
er: Herb Squire, WQXR-FM New York. WOXR facil-
ity, New York. Information: David Bialik, (212) 752-
3322.

| C—

January, 1990

Jan. 4—"Salute to 20 Years of {ABC's] All My
Children, sponsored by National Academy of
Television Arts and Sciences, New York chapter.
Speakers: Agnes Nixon, who created the pro-
gram; Felicia Behr, producer, AMC, and Jozie
mmerich, senior VP-daytime programs, ABC-TV.
Copacabana, New York.

Jan. 8—International Radio & Television Society

newsmaker luncheon. Waldorf-Asloria, New York.
Information: (212) 867-6650.

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

Jan. 11—Federal Communications Bar Associa-
tion luncheon. Speaker: Janice Obuchowski, as-
sistant secretary of Commerce for Communica-

“Datebook” continues on page 92.

OpenaMike

Weather update

EDITOR: We realize that covering an indus-
try as dynamic as weathercasting in one
article is a difficult task at best. And while
your Oct. 23 article, ‘*You need more than
a weatherman to know which way the wind
blows,” highlighted some interesting
trends and issues, it also contained errors
and omissions that could be misleading.

While the trend toward PC-based sys-
tems was noted in several places, ESD’s
role as a leading developer and supplier of
PC-based systems was not mentioned.
(This segment of the market has been and
continues to be the fastest growing, not just
because of cost advantages, but because of
ease-of-use and reliability factors.)

Second, ESD is a recognized technologi-
cal leader in the industry: we were the first
to distribute color digital satellite imagery,
and the first to free TV stations from the
constraints of telephone dial-up (with our
Front End processing system). Today the
capabilities of our fully integrated PC-based
Weathergraphix workstations rival what
only much larger systems could accomplish
a few short years ago.

Contrary to what your article states, the
proprietary nature of Kavouras systems pro-
hibits them from accepting ESD data and
imagery or, for that matter, any other com-
mercial source of data and imagery. [ESD’s
Weathergraphix workstations require no
proprietary hardware in order to use ESD-
supplied data and imagery.]—Larry N.
Hambrick, chief operating officer, ESD
Weather Systems, Suitland, Md.

Other way around

EDITOR: Your ‘“Top of the Week” story
entitled *‘FCC cleans out the pipeline on
indecency’” in the Oct. 30 issue provided a
concise and insightful summary of what has
become an extraordinarily convoluted legal
issue. One bit of history, though, was re-
versed in the telling. The FCC’s 1987 order
abandoned a long-established 10 p.m. to 6
a.m. safe harbor for indecent programing in
favor of a more restrictive midnight to 6
a.m. safe harbor, not the other way around.
Broadcasters lost a key two hours of discre-
tionary time. It was that more restrictive
standard which the Court of Appeals re-
versed, leading to Congress’s 24-hour ban.
That set the stage for the current commis-
sion inquiry. This is the quintessential mod-

Broadcasting Nov 6 1989
26

ern communications issue, in which Con-
gress, the commission and the courts are all
involved, and it is very difficult to predict
where it will all end,—Lawrence M. Miller,
Schwartz, Woods & Miller, Washington.

Virgin Islands update

EDITOR: Your ““Closed Circuit™ of Oct. 2
quoted Martha Wheeler from a St. Thomas
radio station as saying that ‘‘Both TV sta-
tions based on [the Virgin Islands] have
declared bankruptcy and will not reorga-
nize.”’ This is simply not true.

First of all, I am quite amazed a person
who has no relationship with the two TV
stations in the Virgin Islands, like Ms.
Wheeler, would speak on their behalf. I
cannot speak on behalf of the other TV
station, but I know that our station,
wsvKTv) Christiansted, the ABC affiliate,
has “‘not declared bankruptcy’” and has no
intention to do so. :

Even though our broadcasting facilities
have been devastated by Hurricane Hugo,
we plan to rebuild the station and go back
on the air. As of now, we are borrowing
some broadcasting equipment from the Fed-
eral Emergency Management Agency to be
able to go on low power as soon as possi-
ble. Later we plan to reconstruct the station
and continue our ABC programing along
with our local productions.—Barakat Sa-
leh, president, wssucrv) Carolina, P.R.

Less is not more

EDITOR: I read with interest the Oct. 9 story
citing a study by Media Perspectives that
found listeners feel AM is top-heavy with
news and information.

I think this misses the point.

I recall several years ago someone being
quoted in the New York Daily News, saying
that radio news disappeared from many sta-
tions because it was done poorly. News
staffers were lazy, ripping the news wire,
reading stories outside their region of no
interest and rewriting day-old stories from
the newspapers, with no attempt at local
origination.

This summer [ heard an “‘all news’’ sta-
tion in a semi-major market. I had just
heard the National Weather Service Public
Service Band station forecast severe thun-
derstorms with damage. But for at least the
next hour, this ‘‘all-news’’ station simply
relayed its national network and ripped state
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KTVU

gon Froncisco Oawiand
Two Jock Londion Squore
PO Box 22222

Oowiond. Cottormo Q4623
(415)8341212

October 2, 1989

Mr - Richard Nailling
MCA Television

100 Universal city Plaza
Universal city. CA 91608

Dear Richard 0

MCA and KTVU have done it again‘.‘. Last week was the
premiere week of THE NEW ADVENTURES OF LASSIE, and we were #1
from 3: 0 p.m- to 5:00 p-M: Let me give you the rundown. « ¢
ARB NSI RANK
LASSIE 4.9/16 4.8/117 #1
. MUNSTERS 4.8/16 4.1/15 #1
b SECRET 1.D. 6.1/20 5.5/20 #1
OuUT OF WORLD 5.9/18 6.2/19
In most cases; the #2 show wasn’'t even

cont.ender. we're looking forward to another wi
Richard, and we 8Tre€ all glad that MCA 1is right there

Best Regards,

Q@Aﬁ)«v&
caroline Chang
Program Manager

First-run fami
|
sched ily programs fi
b OttOmulliende Oge lzllftel‘ another, l(l;glr(n gl:'/thA TV9
O.ut all today and we’ll hel at on the
an unbeatable strateg)l; you block

©1
989 MCA TV. All Rights Reserved

FIRST IN FIRST RUN.



NEW YORK

PHILADELPHIA

BOSTON

DETROIT

HOUSTON

SEATTLE

MINNEAPOLIS

MILWAUKEE

WNBC

WCAU

WBZ

WJBK

KPRC

KOMO

WCCO

WTMJ

ACCESS

ACCESS

EARLY FRINGE

ACCESS

EARLY FRINGE

EARLY FRINGE

EARLY FRINGE

EARLY FRINGE

Sourpe: NSI overnights - 3 week avg. 9/18-10/6/89 vs. Oct. 88 T.P

DMA HH SHARE

+ 9%‘

+57%

+23%




SHOWING STRONGEST GROWTH AND SOLID RATINGS EDGE

PROGRAM TRAILS
Distributor NTI RTG. FAMILY FEUD BY*

FAMILY FEUD
LBS COMMUNICATIONS

Inside Edition
King World

Hard Copy
Paramount

Love Connection
Warner Bros.

USA Today
GTG

Crimewatch Tonight
Orion

The Judge
Genesis

Third Degree
Warner Bros.

Divorce Court
Blair Ent.

Trial By Jury
Viacom

Win, Lose Or Draw
Buena Vista

Jackpot
Paliadium
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Source: NSS 9/18-9/28/89 *w/0925 MMM NTIRTG w/0 9/18 NTI RTG W/0 9/25

EXCITING NEW ADDITIONS FOR THE SECOND SEASON:

« $100,000 WINNER-TAKE-ALL TOURNAMENTS IN EACH SWEEP!

» LOCAL MARKET FAMILY CONTESTANT SEARCHES ACROSS THE COUNTRY!
» NEW NATURAL RIVALRY WEEKS! |

» CROSS PROMOTION OPPORTUNITIES VIA INTERACTIVE TELEPHONE LINE!

THE PROVEN WINNER KEEPS WINNING

A MARK GOODSON
PRODUCTION
National Advertiser Sales LBS Communications Inc.
TVHERIZONS © 1989 LBS Communications Inc. New York (212) 418-3000
—— Los Angeles (213) 859-1055

adivision of LBS Communications Inc. Chicago (312) 943-0707




AN LBS PRESENTATION

The only monthly made-for-syndication package ofits kind.
No prior television exposure anywhere.
Not off cable, not off network.

QUALITY FIRST-RUN MOVIES

Major premieres specifically for the syndication
market offering stations and advertisers
* Greater audience appeal
* Strong young adult demos
* Event programming in a premium environment
* Highly promotable marquee value stars

. . All backed by extensive promotional support

PREMIERING SPRING 1990!



FIRST-RUN MOVIES
THE LBS EDGE

B |
HH RTG*
It Came Upon The Midnight Clear 18.1
(The #1 rated made-for-syndication movie of all time)
Gidget's Summer Reunion 11.8
The Canterville Ghost 9.1
Miracle of the Heart: A Boys Town Story 9.0
Bonanza: The Next Generation 8.4
[ TSR B |
And for Christmas 1989!

It Nearly Wasn’t Christmas

Proven Audience Grabbers
Come in first with the
LBS World Premiere Movies!

Worldwide Distribution

Come visit us at INTV Suites 522-532
and NATPE booth # 241 l

National Advertiser Sales LBS Communications Inc.
o New York (212) 418-3000

TVH=RIZONS Los Angeles (213) 859-1055

a division of LBS Communications inc. Chicago (312) 943-0707

*Source: NTI © 1989 LBS Communications Inc.



wire stories for local news. There was not a
word about the weather warning. And there
was very major damage.

So when consultants come in, they do
focus groups, find the audience is bored
with these very boring news stations, and
conclude that news programing is ‘‘clut-
ter.”’

It’d be as if a town had only one pizzeria.
And the pizza was heavy and greasy, and it
ended up going out of business.

And then restaurant consultants came in
and concluded: ‘‘Obviously, there’s no
market for pizza in this town!"”’

It seems that radio consultants may be
doing just that, basing their findings on
newscasts that repel listeners or bore then to
tears. Then they find news to be “‘boring”’
and ‘‘clutter’’ in the programing.

[t’s interesting that at the recent AP
newspaper editors’ convention, the major
finding was that baby boomers are putting
down roots in their communities, and that
community news will have to be covered
well, and made interesting, and relevant to
the reader.

[sn’t it interesting that they aren’t finding
that their audience doesn’t want any hard
news or information, but that the reverse is
true...they want to know what’s going on in
their communities.—Michael Collins, presi-
dent, WSNG(AM) Torrington, Conn.

Of like mind

EDITOR: The recent letter from Harold Hal-
likainen (‘*Open Mike,”” Oct. 16) is hang-
ing on the bulletin board at KEY 590. When
[ first read it, [ had to read his name twice
to be sure that I hadn’t written the letter and
forgotten all about it. I've written a good
many letters that were very similar.

Here in Canada, AM radio is faring con-
siderably better than it is in the United
States. In Toronto, the split between AM
and FM listenership is still about 50-50.
The AM share is dropping, nevertheless,
and without some corrective action, we're
in for trouble.

There’s one point, though, that wasn’t
mentioned in Mr. Hallikainen’s letter. In
Canada, and possibly in the United States
too, there is now not one make of AM
stereo equipment for home use that’s still
on the market. The last two manufacturers
offering AM stereo receivers have ceased
production in the last few months.

Meanwhile, AM stereo is still available
in automobiles, but in many cases, it’s
available only with the low-end sound sys-
tems, If you upgrade to premium equip-
ment, you lose AM’s stereo capability. Fur-
thermore, there are strong rumors that some
car manufacturers: will drop it from even
their base line systems in the near future.

I share his frustration in what I perceive
to be the industry’s lack of action in resolv-
ing this matter. All of the major Toronto
AM stations are broadcasting in stereo.
Here at KEY 590, we are running an ongo-
ing series of promotional announcements to
call attention to AM stereo. We have con-
tinued to run these, even after home sets
have been withdrawn from the market, be-
cause we want our listeners to create a
demand at the retail level. Audio retailers
tell us that they're receiving calls for sets,

but there’s no product available.

When [ talk to other broadcasters, or to
industry associations, I get a variety of re-
sponses. ‘‘We can’t control what the set
manufacturers do.”” (The heck you say! If
we create a demand, the sets will be there.)
“‘Manufacturers won’t make the sets, be-
cause AM sound quality is too poor.”
(Hogwash! As Mr. Hallikainen pointed out
in his letter, NRSC AM stereo can’t be
distinguished from FM sterco on the aver-
age radio.) “‘We’re working on it, but it
takes time. ** (This response from industry
associations really upsets me, because ac-
tivity is measured by results, and there are
presently no results.) ‘‘Forget it...it"s a lost
cause.’’ (This response is the most madden-
ing of all when it comes from an AM broad-
caster who’s broadcasting in stereo.)

We need more people to speak up. AM
stereo will not, single-handedly, result in
the rebirth of the AM radio industry, but
it’s one important ingredient, and I’m not
ready to see it fall by the wayside.—Dave
Lyman, vice-president-general manager,
KEY(aM) Toronto.

On the job

EDITOR: I noted with concern that your
story in the Oct. 23 issue, ‘‘Bay area radio
covers the quake,”” failed to mention
KNBR(AM)'s tremendous effort. Realizing
that phone communications were difficult
during the quake and for several days there-
after, I thought you might find it interesting
and revealing to know how KNBR responded
to this extreme situation. As the flagship
station of the San Francisco Giants, KNBR
was in the middle of our World Series pre-
game program when the earthquake hit.
KNBR was the only major AM radio station
in the market not to be knocked off the air.
KNBR is also the Emergency Broadcast Sta-
tion for the Bay Area and was utilized as
such to broadcast EBS announcements from
San Francisco Mayor Art Agnos throughout
the night, along with messages from Lt.
Governor Leo McCarthy.

While KCBS(AM) and KGO(AM) are the
major news outlets in the market, the entire
KNBR staff provided Northern California
with ‘‘continuous’’ coverage from 5:04
p.m. Tuesday until 5 a.m. Thursday when
we began airing commercials again and
moved back into regular programing. It
should be noted that KGO radio suffered
severe damage to its transmitters and KCBS
radio was also knocked off the air for a
period of time. KNBR, which is a 50 kw
¢lear channel station, was able to stay on
the air with only brief interruptions. Our
staff of news and talk personalities provided
eyewitness accounts and up-to-date traffic
and transit information and took thousands
of calls from our listeners in all of the
quake-affected areas. KNBR’s building was
affected by the quake and lost all its power
and electricity. KNBR’s emergency genera-
tor came on and we were able to continue to
broadcast news and information. We were
working under severe handicaps: no
lights—just flashlights, no wires for 48
hours, no air conditioning and only limited
phones.—Tony Salavadore, vice president-
general manaoger, KNBR(AM)-KFOG(FM; San
Francisco.
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A television commentary by Lynne M. Grasz, executive director, Television Information Office, New York

omething is definitely happening to
television in 1989.
The wide pendulum swing of

public concern has caused many to think
that 1989 may someday be referred to as the
year television lost its conscience.

Since its black and white beginning, tele-
vision has usually been middle of the road,
beaming sanitized programing into Ameri-
ca’s living rooms. Television sometimes
was so bland, the harshest words uttered
about the medium were that it was ** Ameri-
ca's babysitter.”” Yet for S0 years, it’s left
indelible images in our minds and left its
imprint on our lives.

And while we weren't particularly aware
of it as it happened, television slowly ho-
mogenized our nation, merging regional-
ism, dialect, values, culture, fad and fash-
ion. No matter how people felt about
television, it left as its heritage the most
highly sophisticated, educated, intellectual,
confused, apathetic audience anywhere in
the world.

During those 50 growth years, every
broadcaster knew the rules and regulations
and played by them.

But something peaked in 1989, televi-
sion's 50th anniversary year, that changed
our outlook on the medium. It was almost
as abrupt and colorful as when Dorothy, in
the **Wizard of Oz,”’ opened the door after
the tornado and looked out on the Techni-
color Oz.

Neither is television today in the main-
stream of middle America.

When history looks back at television in
1989, there will surely be a footnote to the
year. What history reports about televi-
sion’s apparently wide pendulum swing in
1989 may be characterized as the year tele-
vision lost its conscience.

Television priorities did change. To
some, that change was obvious and dramat-
ic, perhaps as a reaction to the previous
year’s station buyouts and mergers, the
continuing decline of network share, the
evolving technologies and the impact of
cable and VCR viewing. As many in the
industry have said, 1989 was the year sta-
tions paid more attention to debt service
than public service.

Certainly, all station owners and manag-
ers were concerned about meeting all the
increasing costs of doing business. But they
were also concerned about what was hap-
pening on television because their audience
was concerned and voicing a strong opin-
ion.

Those complaining were not the zealous
pressure groups of the previous two de-
cades. These were the parents, the conser-
vatives, the ministries, Mom and Pop Mid-
dle America...television’s core audience,
dubbed the ‘‘New Puritans’ by USA To-
day.
1989 was the year of ‘‘trash TV’' and

¢ 1989 was the
year that
television briefly
stumbled and
lost its
conscience. ’’

tabloid journalism. It will also be remem-
bered as the year of newscast re-creations,
dramatizations and simulations, prompting
former CBS news chief Fred Friendly to
express his belief that television has not
lived up to the vision he and other pioneer
news journalists had for the medium.

It was also the year the 30-year-old Tele-
vision Information Office permanently
closed. Since 1959, when it was formed to
assess the damage done by the quiz show
scandals, it had presented the strengths and
values of free over-the-air television to so-
ciety.

TIO swung into action every time the
pendulum of public concern swung,
through such issues as violence, children’s
programing, the First Amendment, govern-
ment regulations, commercial content, sex-
ual situations, profanity, the Fairness Doc-
trine and contraceptive advertising. Many
times, it stood alone in defense of the tele-
vision industry.

The television industry in 1989 seems to
have forgotton the pendulum of pressure
groups could swing again, and even more
wildly than in the past.

And while to outsiders, TV has seeming-
ly thrown up its hands in submission to
various attacks and left the fort unprotected,
it continues to be surrounded by the cast of
normal detractors:

Action For Children’s Television’s Peg-
gy Charren, who will continue the fight to
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reimpose limits on the number of commer-
cials broadcast during children’s programs,
somehow never realizing that children
watch TV at all hours, and there really is no
such thing as ‘‘children’s television.”’

Senator Paul Simon, who sponsored a
Senate bill to put pressure on the television
industry to reduce the amount of violence in
programs. Simon says, ‘‘It’s time for the
television industry to forge a partnership
with America’s families to scale back the
atmosphere of violence.’

The Rev. Donald Wildmon, whose
Christian Leaders for Responsible Televi-
sion recently targeted its advertiser boycott
against Clorox Co. and Mennen Co. prod-
ucts because they happened to advertise in
Knots Landing and Miami Vice programs
Wildmon claims are full of “‘sex, violence
and profanity.’” Wildmon used to target his
mailings to network chiefs, but he apparent-
ly felt his mailings would have more impact
going directly to the advertiser, hoping they
would cancel their schedule. Wildmon ap-
parently doesn’t realize that free, over-the-
air television advertising is still the most
efficient way for an advertiser to reach a
mass audience.

Reed Irvine, Accuracy in Media, whose
aim is usually directed at the network news
divisions.

And even though TIO has closed, other
industry associations are stepping up their
efforts to speak out on behalf of the positive
aspects of the world’s most powerful medi-
um, particularly the NAB’s “‘Free TV”
campaign and TVB’s ‘‘Turn on the Power™
campaign.

But even these two gigantic efforts may
not be enough to reach everyone. It’s every
broadcaster’s responsibility to continue to
tell television’s story.

We are a marketing medium, and we
have not yet learned to market ourselves.
And the story we have to tell is one of local
commitment, local public service, local
economic strength. No other industry
leaves a 50-year legacy of public concern
and commitment as broadcasters.

Something definitely is happening to
television in 1989. Only historians will be
able to put it into perspective, to analyze it
from the luxury of time and distance.

And surely, someone will look back at
1989, see the anomalies, and write that
1989 was the year that television briefly
stumbled and lost its conscience.

It remains to be seen what will happen.
But right now, all broadcasters have the
opportunity to write history’s footnote.

We will decide our own outcome by the
action or inaction we take in the next sever-
al months. We will decide if we will regain
our conscience and take control of our own
destiny, or whether we will let others de-
cide it for us.

Our fate is in our own hands. 7]



The Wall Street Journal
wrote, Buffalo is
“hot.”” Forbes
magazine
said, “the city
is booming.”
The World
University
Games
selected
Buffalo
for the athletic
competition in 1993.

National attendance
records were recently set
by fans of both football’s
Buffalo Bills and baseball’s
Buffalo Bisons.

It’s the comeback story of
the decade. Buffalo, New
York is now one of the
hottest cities in America.
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It’s time to look at
Buffalo from
another angle.

We'd like to make a
believer out of you with
more facts and
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the full
story in
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press kit
and free
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“Buffalo U.S.A.” Contact:
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Must-carry negotiations at a standstill

Channel positioning remains impediment to deal; cable
wants to stick with Inouye proposal while broadcasters
eye Danforth cable rereg bill as alternative

Few Washington insiders were in a betting mood last week as to
whether the cable and broadcasting industries would amicably
resolve their dilferences over channel positioning or wind up in a
bitter legislative battle on Capitol Hill. It seems that both sides are
hardening their positions and have become skeptical about the
chances ol ever reaching an agreement.

Broadcusters are eyeing proposed cable reregulation legislation
as i vehicle to move the must-carry and channel positioning lan-
guage they lavor. Senator John Dantorth of Missouri, the ranking
Republican on the Comumerce Committee. is preparing a major
cable reregulation bill that is likely to deal with those issues as well
as restore rate reregulation and restrict vertical integration within
cable.

And there are some broadcasters who would rather pursue legis-
lation that would eliminate cable’s compulsory copyright license
and establish a system ftorcing cable operators to pay a retransmis-
sion fee.

That idea drew a strong response from one senior NCTA official,
who said: “[f they havent been able to push their channel position-
ing through the Congress. Lord knows how they think they're
going to be able to restructure the whole copyright basis upon
which local signals are carried, but these guys do seem to have
cxpansive imaginations.”’

NCTA wants to stick with Senate Communications Subcommit-
tee Chairman Daniel Inouye (D-Hawaii), who has otfered to move a
must-carry bill. The senator also suggested freezing stations where
they are for a year or two and letting the FCC handle the channel
positioning issue (BROADCASTING. Qct. 30). Time is running out:

Congress is slated to adjourn Nov. 22 and Hill sources tear that
moving a must-carry bill next year will prove even more ditticult.
Inouye’s proposal has vet to win broadcaster support. He wants
to use a children’s TV bill as a legislative vehicle for must carry:
broadcasters are staunchly opposed to the kidvid measure. They
also are reluctant to turn the channel positioning issuc over to the
FCC where the process is too ‘‘unpredictabie.”” The industry is
“‘more comfortable’” if this is put in statute. said one source.

Reports out of last week's meeting berween representatives of
the Television Operators Caucus and National Cable Television
Association President Jim Mooney were discouraging. The TOC’s
proposal on channel positioning is not NCTA’s idea of a **compro-
mise.

The TOC plan, which included must-carry provisions, calls for a
two-year moratorium on channel shifts, effective Sept. 1. 1989.
After the freeze, stations could stay where they are as long as they
received a 2% viewing share. The 2% share is the sume standard
included in the carriage requirements. Therefore. if a staion qual-
fies tor carriage. its position is automatically frozen.

If broadcasters fail to meet that standard, they would be moved
to their on-channel position, if available. Otherwise, the cable
operator could move the station to another location.

Mooney’s session with TOC representatives George Castrucei of
Great American Broadcasting, Joel Chaseman of Post-Newsweek
Stations and Stanley Mouse of Cox Broadcusting was described as
“‘tense.”” Apparently he and Castrucci sparred frequently and the
meeting was said to have ended on a sour note.

The NCTA and the National Association of Broadcasters came
10 terms on a4 must-carry proposal earlier this year. but it was
rejected by the Associauon of Independent Television Stations,
which did not like its channel positioning provisions.

Under that agreement, broadcasters would be carried on-channel

[
A really free TV

Broadcasters were giving TV's away on
Capitol Hill last week. Senator Arlen
Specter (R-I’a.) (c) was one of some 40 House
and Senate members who now own a black
and white Sony Watchman emblazoned with
a “Free TV logo. The gifts are pait of the
Association of Independent Television
Stations and the Nutional Association of
Broadeasters “Free TV campaign and were
bestowed by Philadelphia broadcasters
James Boaz, wrxr-rv (1) and Stephen Mosho,
wenLoryv). The INTV-NAB initiative was
timed to cotncide with a Nov 1 Senate

| hearing on cable and sports programing
that was rescheduled for Nov 14, The Boaz
and Mosho message. inless Congress

acts, “most sports prograining 18 likely to
moveof ‘free TV to pay TV." Each
Watchaan cost $89; members can accept gifts
valwed below $100.
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if technically possible or on a mutually agreed channel. Cable
operators would have to give stations 30 days’ notice if their signals
were going to be dropped or repositioned. Cable operators would
also have the option of carrying all must-carry signals, including
UHF stations on the VHF band. And it included a requirement that
systems provide converter boxes for all new second set hookups

(BROADCASTING, July 17).

**The main thing driving us is to make sure this deal has channel
positioning as an element; if it is not there, we are not inclined to
make a deal,”” said INTV President Preston Padden.

TOC entered the picture hoping to facilitate the process and
break the logjam on channel positioning. Both INTV and NAB can
live with the TOC proposal, which also incorporated many ele-

ging’’ provision.

— ]

ments of the NAB-NCTA must-carry deal such as a “‘leapfrog-

But there were some changes. The exemption for systems with
12 or fewer channels would sunset in five years. The TOC would
force cable operators to provide converters retroactively, something
independents feel is essential. Moreover, the TOC plan restricts
cable from charging stations for carriage. It also would repeal the
FCC’s requirement that systems provide A/B switches to consum-
ers, something broadcasters feel cable wants.

By week’s end the TOC indicated it was waiting to hear where
NCTA stood on the must-carry portion of its plan. And there were
sources familiar with the TOC-NCTA meeting who were refusing
to call it quits. As one source said: “‘It’s not over yet.”” -KM

Passing grades: surveying the FCC’s

Material aired and found not to be
actionable by commission contributes
to its evolving definition of indecency

*‘One clergyman said to the other, some-
what self-righteously, ‘1 didn’t sleep with
my wife until I was married. Did you?’

*“ ‘I don’t know,” said the other. ‘What
was her maiden name?’ ™’

The joke may or may not be funny, but
as far as the FCC is concerned it is not
indecent.

The FCC two weeks ago dismissed a
complaint against Jacor Broadcasting’s
WEBN(FM) for broadcasting the joke and
others of its ilk two years ago during an
early morning *‘Dirty Joke of the Day”
segment.

In imposing fines on five radio stations
for violating the statutory prohibition
against broadcast indecency over the last
two months, the Sikes FCC has further de-
fined what it deems to be indecent.

By the same token, in dismissing com-
plaints against 20 other stations, it has giv-
en broadcasters some idea of what kinds of
sexually oriented material are acceptable.

Judging by the dismissed complaints, the
FCC can live with humor without explicit
language; serious discussions of sex and
rock songs with explicit language; women’s
wrestling; steamy mini-series, and scantily
clad dancing girls.

The letters dismissing the complaints
were sent to the complainants, who includ-
ed housewives disturbed by what their chil-
dren were listening to or seeing as well as
heads of local indecency groups.

Gail Croene of Cincinnati was so upset
by WBEN’'s early morning jokes that she
complained to city councilman Steven Cha-
bot. ‘‘My daughter is six years old and has
to listen to that all school year because her
father does not turn it off,”” she wrote.

Chabot forwarded the complaint to Theo-
dore J. Schoch, central vice control section
commander of the city’s Department of
Safety. He filed the complaint with the
FCC and it was he who received the dis-
missal notice.

Each dismissal letter contained the same
language, pointing out that after review by
the agency the material in question was
“‘not actionably indecent. Accordingly,
while we recognize that the material in your
complaint may be offensive to many, we
cannot find the necessary legal basis for

further commission action.’’

As a matter of policy, the FCC does not
notify stations when a complaint is filed
against it or when the complaint is resolved
e{ther by an enforcement action or dismiss-
al.

Some of the other stations that had com-
plaints against them dismissed:

® KSHE(FM) Crestwood, Mo., for broad-
casting on the moming of April 1, 1989,
*‘Dirty Boulevard’” from Lou Reed’s New
York album. The song contains the lines:
*‘Give me your tired, your poor; I'll piss on
them’” and *“The TV whores are calling the
cops out for a suck.”

8 WMCA(aM) New York for broadcasts
of the Gary Dee Show in September 1987,
According to the complaint filed by A.
Casa, of Brooklyn, the show contained
such observations as ““When you can't call
welfare people ‘sluts’ and ‘whores’ and
‘freeloaders,’ then our English language
serves no purpose’’ and *‘ Are blacks betters
lovers...? Lady told me one time that it's
not the size of the ship, it’s the motion of
the ocean.’’

8 WaAv(am) Wilmington, N.C., for air-
ing on July 19, 1988, just before noon, a
discussion on the human anatomy by sex
therapist Joye Brown: “‘I'm certainly not
denying that there can be painful sex espe-
cially if the woman is relatively small and
the man is relatively large. However, the
body provides for that. It provides in a
number of ways. The first way it provides
is the fact that the vagina itself is very
elastic tissue.”” The complaint was filed by
C.L. Holliday, of Wilmington, president of
the Cape Fear American Family Associa-
tion.

® WGHP-Tv High Point, N.C., for airing
during the first week of May this year a
news series on topless bars and promos for
it. According to complainant Walter Fre-
mont, of Graham, N.C., one of the promos
that aired at 5 p.m. contained ‘‘a woman’s
pelvis thrusting in a bump and grind routine
as men stuck money in her barely existent
bikini bottoms.”’

® KTvI(Tv) St. Louis for broadcasting on
Nov. 2, 1988, at 6 p.m. a segment of
Geraldo entitled *‘Unlocking the Mysteries
of Great Sex.’’ During the telecast, sex
therapist Charles Muir noted: ‘‘Well, pas-
sion without an erection is what might be
frustrating, but intimacy can still be there,
and it’s not how big your penis is, it’s how
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sense of decency

well you use it, how much energy you put
out through your penis. That’s what's im-
portant to a woman."’

® Kzkc(Tv) Kansas City, Mo., for
broadcasting GLOW-Gorgeous Ladies of
Wrestling on Feb. 20, 1988, at 9 a.m. ‘I
was appalled, to say the least,”” wrote com-
plainant Guy Burks, of Overland Park,
Kan. *“*Nine a.m. Saturday morning is
prime time for children to be watching the
television and this is definitely not suitable
viewing for children.”’

8 WTvA(TV) Tupelo, Miss., for broad-
casting an episode of the NBC mini-series
Favorite Son on Oct. 31, 1988, starting at
7:30 p.m. “‘The first scene aired on Mon-
day night shows a woman seductively un-
dressing in front of a woman,’” wrote com-
plainant Donald Wildmon of the American
Family Association, Tupelo, Miss. **A man
is watching her from another apartment.
The woman is presented in silhouette and
the outline of her breast is clearly shown.”’

® WFLA(AM) Tampa, Fla., for the on-air
comments made by talk show host Bob
Lassiter on Oct. 19, 1987, at noon. Accord-
ing to a tape of the broadcast, Lassiter made
this observation on lesbianism: ‘‘Two vagi-
nas don’t go together, no, but if you rub the
two of them together there is a great sensa-
tion and it feels good. Nevertheless, it's
still perversion.”” Complainant David Ca-
ton, president, Tampa area chapter, Nation-
al Federation for Decency, also alleged that
he began a phone interview on that day with
Lassiter, but cut it short after Lassiter be-
came abusive and threatened to give out his
work number if he did not quit the NFD.
Later in the broadcast, Lassiter did give out
the number, causing callers to flood his
office’s switchboard, he alleged.

® KMSP-Tv Minneapolis for airing the
mini-series Shaka Zulu over five days last
May, starting each evening at 7 p.m. “In
this mini-series, we are subjected to view-
ing ten hours of bare black breasts in every
imaginable shape and size,”” wrote Jan
Schiefelbein, president, Watchmen Re-
sponsible against Pornography, Dakota
county chapter, Morality in Media of Min-
nesota Inc. -HAJ

For the reaction of some broadcasters whose
programing was cited for indecency, see sto-
ry on page 66.



Yes, no and

ABC announces back-end deals for
number of shows; jury still out on
remainder of season’s freshman class

The crop of first-year shows has experi-
enced two casualties with CBS’s cancella-
tion of The People Next Door and NBC's
axing of Nuft Howse. With the networks
now in the process of handing out second-
hall’ commitments for new and returning
series, the 1989 class of comedies and dra-
mas will be pared down cven further,
ABC, which has a press conference
scheduled tor Wednesday with Bob lger.
president, ABC Entertainment, to talk
about us performance 1o date, gave out
many of its second-half season commit-
ments last week, with Doogie Howser,
M.D., Wednesday, 9-9:30: The Young Rid-
ers. Thursday. 9-10. Faily Matters. Fri-
day. 8:30-9. and Life Goes On. Sunday. 7-
8, umong the new shows gelting back-end
pickups, and China Beach. Wednesday. 10-
1L, and Anything But Love. 9:30-10.
among the returnces geuting the nod.
New shows waiting 10 hear whether they
will be back in January on ABC include the
much-publicized Chieken Soup. from Car-
sey-Werner, which despite its couldn’t-
miss time period-—tollowing Rosednne—
on Tuesday at 9:30-10, 15 dropping an aver-

M.D.
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maybe: the seasoh s_hakes on

age of eight rating points from its lead-in
while averaging a 19.0/30. still the highest
rating among the new shows. Free Spirit,
trom Columbia, ranks 70th, while averag-
ing a 9.6 rating and 16 share in its Sunday
night 8-8:30 time slot. Homeroom, pro-
duced by Castle Rock Entertainment, star-
ring comedian Daryl Sivad, is ranked 771h,
averaging an 8.5/13. Living Dolls. the
Who's the Boss? spinoff from Columbia. has
been foundering on Saturday night at 8:30-
9, averaging an 8.0/15. ranking it 79th.

At NBC. which started the season with
only five new serics, the network has not
made a decision yel as to the status of its
four remaining shows. Sister Kote, trom
20th Century Fox, and the lone new come-
dy, has been a disappointment in its Sun-
day, 8-8:30 slot. Despite the show’s 9.8/16
rating average. Harris Katleman, president
and chief executive officer. 20th Television
Corp., believes the show is starting to find
an audience. “*Our research shows that peo-
ple arc confused about the show because it
was given a preview on a Saturday night
and then a Thursday night before it started
in jts regular Sunday night time slot,”” he
said. Katleman pointed to the 19 share the
show received in its last airing as sign of a
turnaround, and *‘chances for renewal
look pretty good.”” He also said NBC has

Freshman class picture

Among the new season recruits still in the running are NBC's Sister
Kate (left); CBS's The Famnous Teddv Z (bottom left), part of the Monday
night comedy block that was shuffled by the network last week;
ABC's Life Goes On (below), which will go on, at least through the end
of the season; NBCS Bavwatch (right). and ABC's Doogie Howser.
which has also received a back-end commitment.
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until Dec. 1 10 make a decision about the
show.

As tor the three new dramas which make
up NBC's Fnday nmight  schedule,
Baywatch. at 8-9, is averaging a 10.9/20,
Hardball. at 9-10. is averaging a 9.9/18,
and Mancuso. FBI, which has only aired
lwice, is averaging a 10.2/19.

CBS has given second-halt commitments
to three new series. Major Dad., Wolf und
Island Son. Major Dad. which has success-
fully led otf CBS’s Monday night block of
comedies. is the third-highest rued new
show. averaging a 14.8/24. According to
William Hamm, director of current pro-
grams. Universal Television. which produces
the show. the studio was given its commit-
ment on Friday, Oct. 27. “*We had becn
expecting it. The numbers are better than
what anyone expected.” he said. The show
started out the season by beating NBC's pe-
rennial Monday night winner. ALF. four
weeks in a row. and has since kept puce.

Wolf and sfand Son, while also getting
picked up, have less sparkling perfor-
mances to date. Wolf, at 9-10 on Tuesday
night. has averaged a 9.7/15 with only a
6.8/10 for its most recent airing on Oct. 24,
ranking dead last among network series.
Island Son. which started strong and has a
season-to-date average of 12.2/21, only
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casting) would react to the plan

MMT resigns 30 stations

MMT Sales informed most of ils srmaller markat station clisnts last week that it was
resigning those accounts effectivie June 1890, Saurces said the consolidation
would affect 30 MMT stations, leaving the Meredith-owned firm with 34, mostly
larger, stations. The consolidation iz, apparantly. a strategy revarsal, to cope with
tough times that have rocked the rep industry genarally. Earliar this year, compa-
ny founder Gary Scollard said BMT was in an "acquisition mods,” and looking to
acquire up to 75 stations in the next coupls of years. However, the firm’s heavy
losses this year—3$8 million-$10 milion, according o ane aralyvet, coupled with
modest forecasts, forced a rethinking. MWMT president Jack Oken is said to be the
architect of the consolidation, which will also result in layoffs at the firm. Uncon-
firmed reports last week put the layoff total at between 20 and 30 staffers, with
one-third of those coming in the New York office, another third from Chicago and
the remaining from other regional offices. At deadline last Friday, MMT execu-
tives were still in meetings and unavailable for comment. Stations affected by the
move seemed resigned to the situation last week. “Every company has to do
what it does to become stronger and survive,” said Ray Maselli, vice president
and general manager, wyTv(Tv) Youngstown, Ohio, and one of the stations MMT is
giving up. Maselli said he'd already contacted other reps about representation
starting in June. It was not clear last week how MMT's major clients (which
include co-owned Meredith Broadcasting, Media General and Gaylord Broad-

managed a 9.8/17.

“We've been slightly disappointed
with the performance of Island Son, but
it's up against NBC’s Midnight Caller,
which is doing fabulously,” said Leslie
Moonves, executive vice president, cre-
ative affairs, Lorimar Television, produc-

er of the show. *‘We certainly would like
more support from Wolf, although that
show is not to blame,”’ he said. Moonves
also said the possibility of moving the
show to another 9 p.m. time slot has been
discussed.

CBS has not yet given second-half com-

mitments to five new series. The Famous
Teddy Z, produced by Columbia, has aver-
aged a 13.5/23 for the season. Rescue: 911,
an Amold Shapiro production with CBS En-
tertainment, is averaging 12.0/19 in its Tues-
day, 8-9 time slot. A Peaceable Kingdom,
which many critics at the start of the season
predicted would be gone by Thanksgiving,
has a season-to-date average of 9.4/16 in its
Wednesday 8-9 slot. Top of the Hill, a Ste-
phen J. Cannell production, is ranked 61st for
the season, with a 10.5/17 average rating.
Snoops, which leads into the CBS soaps on
Friday night, is averaging only 9.1/17 for the
season. Saturday Night with Connie Chung,
produced by CBS News, is the lowest-rated
CBS show, averaging a 7.4/14 thus far.
However, in its last airing on Oct. 28, the
show improved to an 8.0/15.

As a result of CBS’s cancellation of The
People Next Door, which had been airing at
8:30, the network has reshuffled its Mon-
day night comedy block, moving The Fam-
ous Teddy Z from a 9;30 start into the 8:30
slot, and moving both Designing Women
and Newhart up, from 10 and 10:30, re-
spectively, to 9:30 and 10, adding Doctor,
Doctor to the schedule in the 10:30-11 slot.
The move pairs Murphy Brown with De-
signing Women at 9-10 p.m as they were
last year, and gives The Famous Teddy Z
an opportunity to be viewed by younger
audiences in the 8:30 slot, where it may be
more compatible with Major Dad than The
People Next Door. —SC

Cosby renewal package no sure thing

Many stations express
reservations over proposal
to link ‘Different World’
launch to basic deal

Viacom Enterprises closed out October
with the anticipated announcement of The
Cosby Show second-cycle renewal terms
(BROADCASTING, Oct. 30). But the show’s
link to the syndication launch of A Different
World was taken by many Cosby-affiliate
station managers as less than a marriage
made in heaven. Indeed, an informal survey
of Cosby stations across the country indicat-
ed discontent with Viacom’s terms for re-
newing Cosby and launching World.

Contract offers for the shows were deliv-
ered last Monday (Oct. 30), with a response
deadline set for Wednesday, Nov. 8.

Despite the offer of bonus runs for Cosby
and A Different World, Viacom could face
an uphill battle to persuade many of the 168
network affiliate stations to renew Cosby,
let alone clear companion Different World.

Under the Viacom proposal, stations
have the right to accept the contract offer
for one or both of the sitcoms, make possi-
ble counter-offers or reject the entire pro-
cess.

As station executives mulled the offer
last week, the read from some managers
was that Viacom’s terms were aggressive,
with the expectation that many stations will
make a counter-offer. ““They’re kicking the
tires’” to see how stations respond, suggest-

ed one station source. In so doing, he said,
Viacom will **get a handle on what stations
think both shows are worth.”’

If the company believes that stations are
low-balling the programs, one station man-
ager said, Viacom might gauge interest, for
one or both shows, in the cable market.

The source added, ‘*What their salesmen
are going to do is to shop someone else’s
$10,000 [counter-offer] around to see what
they can get outside broadcast television. I
think the best thing that stations can do is to
offer absolutely nothing. They’re asking for
the world in trying to get 80% more than I
should pay for Cosby’s renewal.”

. In a phone interview with Joe Zaleski,
Viacom's president for domestic syndica-
tion, and Dennis Gillespie, executive vice
president for marketing, Zaleski termed the
cable charge ‘‘absurd,”” and Gillespie
called it *‘ridiculous.”” Zaleski stated em-
phatically: ‘‘Right now, those station exec-
utives have a contract sitting in their desk
drawer with my name signed on it. There is
no way, even if just one station signed on
for both shows, that I can countermand
their offer to buy a show and then take it
over to cable. I have signed my name to
that contract for them to consider putting
their name next to.... Whoever spread this
rumor is totally irresponsible.”’

Officials at both USA Network and Life-
time, two of the more likely cable carriage
candidates, said Viacom had so far not giv-
en even a hint that a cable deal was a
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remote possibility. Some broadcasters also
dismissed the notion. Steve Mauldin, vice
president and general manager, KHTV-TV
Houston, said if Viacom’s Zaleski “‘is
sending a contract to stations for'a deal, I
am sure he is not going to take it to cable.
He's got his signature on that contract and
he knows his reputation is on the line.””

Under the terms of the Viacom offer,
stations would receive a minimum guaran-
tee of 269 Cosby/World episodes and as
many as 344 combined episodes. World
becomes available to the syndicated market
in fall 1991, and Cosby license renewals
would become effective upon the expiration
of the first-cycle contract (which could ex-
tend to fall 1993, if Bill Cosby stays with
NBC’s first-run version through the 1991-
92 season).

Should no more than 269 episodes be-
come available, the licensing agreements
for both shows would expire in September
1998. If the total number of episodes ex-
ceeds the 269 total, the term would expire
in September 1999. Should stations accept
either offer or both, bonus episodes for
each program will be provided (five addi-
tional episodes each week) throughout the
term of the original Cosby contract.

Comments from more than half of the
general managers in the top 25 markets
were critical of Viacom’s package approach
to the two programs. Stu Powell of Chica-
go’s WFLD-TV said: ‘‘Certainly, the only
thing we're looking at is a possible bid for a



second cycle of Cosby. We have very little
interest in carrying A Different World.”

In Philadelphia, where a competing sta-
tion source says that Viacom submitted a
$45.,000 per week price tag for WCAU-TV to
consider both sitcoms, the price appears to
be almost two-thirds lower than its reported
original billing of $125,000 per week for
Cosby's first cycle (which could run up to
fall 1993).

Reports from reps indicate that in many
cases, second-cycle asking prices for Cosby
are off by at least a third of the price re-
ceived for the first cycle. ““Generally, from
what | have been hearing. Viacom has re-
duced the price of Cosby by one-third of its
original first-cycle cost and by as much as
two-thirds in some of the top-10 markets,””
said John von Soosten, vice president and
director of programing for Katz Television.
‘I get the sense it will come down to old-
fashioned negotiating, and that markets will
open up for Viacom's sales people.’”

**1 saw their general presentation [in New
York] as an effort to tie a lesser liked show
to Tie Cosby Show,”” said Steve Cohen,
vice president and general manager, wCAU-
Tv. “*We're an affiliate station that docsn’t
have the time slots available to support 344
episodes. | don’t have the ability to time-
shift Cosby and A Different World like inde-
pendent stations. | don’t even want to get
into talking about A Different World, when
Cosby doesn’t quite have a 50-50 chance of
being renewed at this station.’”

“‘Cosby has been a great performer for
us, but we're leaning against renewing it,”’
stated Bill Scaffide, vice president and gen-
eral mamager, WUAB-Tv  Cleveland.
““We're not even interested in A Different
World. The price is way out of the ball-
park.’” Richard Lobo, president and general
manager, WITVJ-TV Miami, echoed Cohen’s
sentiments in ‘‘leaning away’’ from sec-
ond-cycle Cosby renewals, and that the sta-
tion is *‘looking at the possibility” of get-
ting Viacom to sell the first-cycle runs of
Cosby to another station in the market. “‘It
just did not perform up to our expections in
the 5 p.m. or 4 p.m. time periods.”" said
Lobo. In regard to A Different World, he
said, **l don't think any stations will be
beating the door down for that one.”

Michael Fisher, president and general
manager of KTXL-TV Sacramento. looked at
*‘the proposal’” price and said that ‘‘eight
days is more than I'll ever need [to decide].
1 know what it is worth to me. Not very
much.” Glenn Wright, general manager of
Seattle’s KIRO-Tv, says he has no interest in
A Different World. **To be honest, neither
show fits our long-term strategies, " Wright
said. *‘I would have to get out of the news
and information format to pick up Cosby
and A Different World.”' Wright added that
it would be *‘*fine’’ for Viacom to pitch
both shows to independents in the market,
where he feels time slot flexibilities will
‘‘open opportunities’” to both programs.

In the nation’s largest market, station
executives at New York’s WWOR-TV de-
clined to make any comment on what their
plans will be. In Los Angeles, Carol Martz,
program director at Cosby affiliate KCOP-
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Tv, said the station has not yet reached “‘a
consensus decision.’’ Martz said, **‘The bo-
nus runs are a good deal for independent
stations, but I don't think affiliate stations
will take the deal as it stands. I can’t imag-
ine them needing either in double runs.”

Some station managers expressed satis-
faction with the Viacom offer. KHTV-TV’s
Mauldin said that Viacom’s marketing of
both shows was ‘‘refreshing, with a good
deal of creativity.”

Richard DeAngelis, vice president and
general manager, KPHO-TV Phoenix, said
the marketing plan was ‘‘extremely cre-
ative” on Viacom's part. ‘It is important
to keep in mind that you don’t have a
universal group of stations out there,”
DeAngelis said. **Viacom knew going in
that the top 50 markets would have a diffi-
cult time of figuring out time period avail-
abilities.”

As a result, some observers believe Via-
com may have a number of network affili-
ate station defections on its hands. But in-
dependents may take advantage of the
opportunity, if the price is right. In the
initial Cosby cycle, 168 network affiliates

signed up for the show, compared to 16
independents.

Katz’s von Soosten observed that there
doesn’t seem to be ‘“"the feeding frenzy™
that was prevalent among stations when
Viacom launched the original bidding pro-
cess for Cosby in 1987. This time around,
von Soosten said, ‘‘independents will be
instrumental in the type of clearances that
Viacom will be looking for.”’

Considering the type of media and indus-
try attention Viacom has drawn in the past
for Cosby, Zaleski and Gillespie have ap-
peared to be unfazed by all the new atten-
tion. Gillespie says the syndicator made a
concerted effort to extend ‘‘added value
benefits”” of bonus runs for both sitcoms to
**adhere to the needs of the marketplace.”
He added, **We have been perfectly specif-
ic that we are open to negotiation.™

“‘We are anticipating a favorable re-
sponse,’” Zaleski said. *‘I am not going to
try to anticipate the stations’ reactions. [ am
not going to feed the fires of indusiry ru-
mor. We'll know the stations” response be-
yond Nov. 9, and we’ll all come out in
good shape.” —MF

HSN turns on the low power

Home Shopping Network plans to
build network of low-power TV
stations through purchases and
affiliation agreements

Pursuing its goal of reaching every home in
the nation, Home Shopping Network is
kicking into high gear an effort to build a
network of ‘*several hundred’” owned-and-
operated and affiliated low-power televi-
sion stations this week (Nov. 6-8) at the
Community Broadcasters Association con-
vention in Las Vegas.

During the annual gathering of LPTV
broadcasters, said James Bocock, vice pres-
ident, broadcast affiliations, HSN, the
shopping network will be looking to buy
construction permits and operating stations
and to strike affiliation agreements. *“We
have made a commitment to do it,”” he
said. ‘*We are stepping out and we want 10
have as many as make economic sense, and
that could be several hundred down the
line.”’

According to Bocock, HSN has been
testing the LPTV waters for the past year,
operating its own LPTV station in New
York—its antenna is atop the Empire State
Building—and distributing its programing
through 13 LPTV affiliates. What’s more,
he said, HSN has acquired options on or
begun negotiations to buy a number of oth-
er stations. **They look like good distribu-
tion vehicles as long as you run them very
tightly,”” he said.

Bocock said HSN's preference is to buy,
particularly CP’s. Since FCC rules prohibit
permittees from selling CP’s for more than
they spent in applying for them, he said,
HSN should be able to acquire many for
between $3,000 and $5,000 from people or
groups that have not been able to raise
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money to build stations.

Once it acquires a CP, HSN will have to
spend between $40,000 and $100,000 to
build a station and another $1,000 or
$2,000 a month to opérate it as passive
retransmitters of HSN satellite-delivered
programing.

Bocock would not say how much HSN
has earmarked for its LPTV network. If a
station looks as though it will be a “*profit
center,”’ he said, ‘‘we will have no problem
funding it.”’

HSN's broadcast reach is already consid-
erable. It owns 11 full-power stations in
such major markets as New York, Los An-
geles and Chicago and has around 60 full-
time and part-time affiliates. It also distrib-
utes its services over cable.

In other HSN news, it and GTE have
reached an out-of-court settlement that calls
for HSN to make an undisclosed cash pay-
ment to GTE, which will settle all claims
arising from litigation between the compa-
nies, HSN sued GTE for $1.5 billion,
claiming faulty phone equipment caused it
to lose $500 million in revenue. GTE coun-
tersued, and won a $100 million jury ver-
dict against HSN and two top officers in
August. Last week’s settlement ends all
claims between the parties.

Additionally, HSN released its full-year
earning results last week, with the company
showing a net loss of $14.9 million in the
fiscal year ending Aug. 31, after a special
pretax nonrecurring charge of $28 million.
Last year’s net income was $18 million.
The company’s net sales in the fourth quar-
ter were $187.4 million, up 11.5% over last
year. For the full year, sales were $774.3
million, up 6.1% from the year earlier.

HSN said it plans to eliminate certain
operations in the financial services division
and its mail order pharmacy division. O
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House bill to reallocate 200 mhz of
government spectrum to private sector
gets support of Sikes, former NTIA
heads at Telcomsubcom hearing;
Obuchowski favors alternative plan

Representative John Dingell’s proposal to
deal with what he considers the crisis in
U.S. management of its dwindling supply
of available radio spectrum (H.R. 2965)
was given considerable support at a con-
gressional hearing on the measure last
week. The core issue—transferring 200
mhz of spectrum now reserved for govern-
ment use to the private sector—was €n-
dorsed, at least in principle, by FCC Chair-
man Alfred Sikes and by five former
directors of the Commerce Department’s
National Telecommunications and Informa-
tion Administration. The Bush administra-
tion—as represented by the current head of
NTIA, Janice Obuchowski—was lukewarm
to cool, if not cold, to the proposal. She
seemed to prefer relying on efforts short of
a transfer of spectrum.

That administration reluctance seemed
hardly enough to slow, let alone stop, what
Representative Edward J. Markey (D-
Mass.), chairman of the House Telecom-
munications Subcommittee, which held the
hearing, made clear would be a fast transit
to the House floor. Markey, one of the
bill’s cosponsors, said at the conclusion of
the hearing that it *‘reinforced’’ his view of
the bill’s importance. He said there would
be one more hearing, to obtain the testimo-
ny of the private sector and of local, state
and federal users, ‘‘so we can move 10 a
markup.’’ Then he said, *‘Have no doubt of
the direction we're moving in.”’

Markey and Dingell, the Michigan Dem-
ocrat who is chairman of the parent Energy
and Commerce Committee, spoke in sepa-
rate opening statements of what they said
was the need for prompt action, particularly
at a time of increasing foreign competition.
*“The FCC’s ability to continue to meet the
ever-increasing demand of the non-federal
government users is now threatened,”” Mar-
key said, adding, ‘‘Without an assignment
of additional spectrum, or some other form
of relief, this congestion will prevent the
flow of new spectrum-dependent technol-
ogies to the American public.”’ Dingell said
that the government’s use of the 40% of the
spectrum assigned to it—a use he stressed
was inefficient, a product of ‘‘ancient tech-
nologies”’—*‘inhibits’* domestic growth
and American efforts to compete abroad.

Besides providing for the transfer of the
200 mhz to the private sector—the specific
areas would be determined by the NTIA on
behalf of the Secretary of Commerce—the
bill would require the secretary to convene
an advisory group from affected industries
and the FCC to evaluate the bureaucracy’s
recommendations regarding the spectrum
reassignment, as well as make recommen-
dations to Congress on reforming the pre-
sent frequency allocation system.

The bill would also bar the auctioning of
the spectrum—a proposal that proved the

Spectrum shifting plan on the move

most controversial aspect of the bill. Sikes
joined Obuchowski in opposing it, and each
of the former NTIA directors said he could
support the bill without that provision.

The 200 mhz figure is an arbitrary one;
subcommitice staffers have said it was
picked simply as a starting point, and that
studies would be done to determine the
proper amount. But Obuchowski, who said
the administration could not support the bill
*‘in its present form,’’ seemed to find little
appeal in reallocation proposals generally.
She said NTIA was willing ‘‘to entertain”’
them, but, she said, ‘‘their specific terms
must be carefully specified, and their con-
sequences fully thought through.”

Nor were those the sum total of her cata-
logue of doubts. Among the others was one
of costs. *‘l am concerned that such a mas-

ééThe FCC’s ability to
continue to meet
the ever-increasing
demand of the non-
federal government
users is now
threatened.”’
—Rep. Edward Markey

sive reallocation of spectrum could cause
costs to the public that are not commensu-
rate with possible benefits, such as the
transaction costs of relocating federal gov-
ernment or non-government systems to oth-
er frequency bands.”

Obuchowski favored other approaches:
bringing higher frequencies into use
*‘through scientific breakthroughs and new
technology.”’ She noted that some frequen-
cy bands that were considered too high in
the spectrum 1o be usable 10 years ago are
now heavily used in many areas of the
couniry. She also talked of the benefits of
improving efficiency in managing and us-
ing the spectrum. Improvements in the past,
she said, ‘‘have allowed us to reduce the
width of radio signals, while maintaining
the same information content.”” And she
endorsed auctioning portions of the spec-
trum; she said that would serve not only as
a means for determining the value of the
spectrum, but ‘‘could raise considerable
revenue for the government.”’ The adminis-
tration has called for auctioning portions of
the spectrum not assigned to broadcasting.

Sikes agreed with Obuchowski on the need
to improve the FCC’s procedures for allocat-
ing and assigning spectrum—Obuchowski
said it had taken 14 years to bring cellular
technology to the market—and said he had
already directed General Counsel Robert Pet-
tit and Chief Engineer Thomas Stanley to
study the problem. They are to provide rec-
ommendations by March 1 as to how the
commission can make its decisions more
quickly while still protecting the procedural
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rights of all concerned. But, Sikes, a former
director of NTIA who has been chairman of
the commission for about three months, indi-
cated he was not reluctant to take a position
independent of the administration.

**Additional spectrum, such as H.R. 2965
envisions,”” Sikes said, ‘‘could provide us the
‘elbow room’ needed to accommodate future
demand.” Like others at the hearing who
endorsed the transfer idea in principle, Sikes
said he lacked the information to take a posi-
tion on whether 200 mhz would be the cor-
rect amount. But he was not persuaded by
Obuchowski’s arguments that something
short of transfer of spectrum might be suffi-
cient. He said improving efficiency, while
desirable, **is not without cost.”” And in re-
sponse 10 Obuchowski’s suggestion that the
FCC and NTIA cooperate in working on the
problem, Sikes asked, rhetorically, *‘Can we
do a better job simply by working together?”’
His answer: “‘No.”

*‘There are major league forces on both
sides that will block action,” he said. In-
deed, Obuchowski herself referred to “‘the
wide diversity of national interests...both
within the government and the private sec-
tor’’ that have a stake in spectrum matters.
As the agency responsible for managing the
government’s use of the spectrum, NTIA
counts among its constituents such major
elements as the Defense, State and Justice
Departments, which exercise considerable
influence in spectrum allocation matters.
S0, said Sikes, *‘I support this bill. It
will provide a forcing action.”

To several of the former NTIA heads
who remember what it was like dealing
with major departments of government, that
was critical. David J. Markey, who is vice
president for regulatory affairs for Bell-
South Corp. but who was speaking as a
former director of NTIA—he held the post
in the mid-1980s— said: **The bill's forc-
ing action is the most important part of the
proposal.’” At one point he told Chairman
Markey he had better fashion a ‘‘hammer’”
to get the job done. Rodney Joyce, who is
now with the law firm of Ginsburg, Feld-
man & Bress but who served as acting head
of NTIA before Sikes took over in 1986,
said the bill, in assigning NTIA the task of
develop the plan for transferring spectrum
to the FCC, would give NTIA ‘‘some real
political power.”” And Dale Hatfield, presi-
dent of Hatfield Associates Inc., a consult-
ing firm in Boulder, Colo., who had been
an acting head of NTIA, said: ‘I still have
lingering concerns about the ability of
NTIA to assure efficient spectrum use, giv-
en the size and power of other executive
branch departments and agencies.’”

The other former heads of NTIA who
testified in favor of the bill were Henry
Geller, director of the Washington Center
for Public Policy Resarch, who was the first
person to hold the Commerce Department
job, in the Carter administration, and Ber-
nard J. Wunder, who is with the law firm of
Wunder, Ryan, Cannon, and Thelen and
who preceded Markey at NTIA.

While none of the former NTIA directors
endorsed the proposed ban on auctions,
Geller was most vigorous in supporting the
use of competitive bidding. -1z



Earthquake strikes

Analysts see 10-day delay and sweep
by A's as reasons for low ratings
and loss of estimated $20 million

ABC’s coverage of the World Series may
have helped the network break NBC’s rat-
ings streak of 68 weekly wins (BROADCAST-
ING. Oct. 23). but two weeks later the Fall
Classic brought down ABC's ratings and
ended up losing money for the network.
Advertising executives placed ABC’s loss
at approximately $20 million for the four-
game series, which garnered a World Series
record low rating of 16.4/29. An ABC
spokesman said the network would not
comment on the extent of red ink the net-
work absorbed with the series.

ABC faced a myriad of obstacles with an
earthquake in the Bay Area forcing a 10-
day postponement of the series. a lack of
national intercst in a regional matchup be-
tween the San Francisco Giants and the
Oakland Athletics and a lopsided four-game
sweep for the A’s. Gamcs three and four of
the series pulled ABC down to second place
in the weekly network race (Oct. 23-29)
with a 14.2/24 average to NBC'’s first-place
14.9/25. The final outcome of the series’
ratings overshadowed the fact that games
one and two of the series helped ABC mow
down NBC's strecak with a 14.8/23 to a
13.8/23.4 two weeks ago.

“These |World Series ratings] are the
lowest that 1 have ever been aware of.™
said Gerri Donini, senior vice president/
manager. national purchasing. Young &
Rubicam Inc. "I've heard that they [ABC]
might have tost $20 million on the series,
but 1'm not sure if it was that high. What
hurt them is that you generally need up to
six games to make a profit or break even on
a World Series.™

Steve Grubbs, senior vice president, na-
tional broadcast buying, BBDO Advertis-
ing, said that network research estimates

TOP OF THE WEEK =

that ABC needed a 20-24 rating in prime
time to “‘offset the high cost of nghts fees,
as well as production.”” Grubbs said: **The
standard operating procedure for the net-
works is no ratings guarantees, but they
may have handed some make-goods to
some national advertisers. Every negotia-
tion is different.”’

CBS, which is taking over the network
broadcasts of Major League Baseball in
1990, announced last Thursday (Nov. 2}
that it will expand its weekend broadcasts
of regular season ballgames to 16 games,
up from the previously announced 12.

ABC announcers Tim McCarver,
Al Michaels, Jim Palmer
Since the deal was made final. the MLB
Commissioner’s Office had received some
criticism from viewers without cable for not
providing more over-the-air national tele-
casts. The addition of four games could be
seen as a move to placate those concerns.

CBS bought the rights last year (BROAD-
CASTING, Dec. 19, 1988) for $1.1 billion
over four seasons. As part of the expanded
agreement, CBS will air 16 games each of
the four years, and will have rights to the
All Star Game and all postseason games.
ESPN bought the four-year cable television
rights to 175 regular season ballgames for
$400 million (BROADCASTING. Jan. 9).
CBS and ESPN have yet to release their
television schedules.

out ABC’s Worl"d Se;i'é;m

NBC, like ABC, forfeited its broadcast
rights to pro baseball, but considering the -
escalating rights fees it may have done so
with little reluctance. In the lfast 10 years,
NBC’s Game of the Week Saturday telecasts
declined from a 7.6/28 in 1978 to a 5.6/18
average for the 1988 season.

“*My assumption is that 175 games on
ESPN puts a unique spin on the whole
deal,”” said Jay Rosenstein, vice president,
programing, CBS Sports. I don’t know if
the ratings will dramatically increase any
time soon. But when there has been de-
creased exposures (on the network side), it
has usually created more interest in the up-
coming pennant races. Our arrangement
with Major League Baseball reflects how
pleased CBS is with our continuing associa-
tion. That's the number of games baseball
requested, and we're happy to get them.”

Rosenstein said the earthquake-delayed
games three and four. on a Friday and Sat-
urday, hurt ABC the most. **Everyone pret-
ty much knows that Friday and Saturday
night HUT levels are so much lower,”” Ro-
senstein said. “*They should put an asterisk
next to this series. They [ABC] never had a
chance to propel the audience level they
needed.™

Young & Rubicam’s Donini said she
does not see CBS being able to ‘over-
come’’ the ratings problems with Major
League Basebull. “*There is erosion in ev-
erything.”” Donini stated. **The advent of
peoplemeters brought in real ratings drops.
Advertisers feel they shouldn’t pay for the
rights tees that CBS paid. We’'ll only pay
what the market dictates. | don’t think CBS
will really benefit from the whole deal. The
prime time airings of the postseason games
[League Championship Series and the
World Series] will give them a forum to
introduce their entertainment programing—
that’s where they may recoup some of their
investment.”’ -MF

Citizen group alleges fraud by radio licensee

Owner of ‘fine arts’ wrFMT(FM) is charged
with using money from fundraiser
to support co-owned TV station

A group of Chicagoans is taking a peculiar
new tack in its campaign to preserve the
**‘traditions and mission’” of ‘‘fine arts’'-
formatted wrMT(FM) Chicago: It asked the
FCC last week to deny renewal of the sta-
tion's license on grounds that the station’s
licensee, the Chicago Educational Televi-
sion Association (CETA), conducted a
fraudulent fundraiser and breached its obli-
gation as trustee under state law,

Convinced that CETA does not have the
best interests of WFMT at heart, Friends of
WFMT Inc.. which claims a membership of
some 2,000 wrMT listeners, has been trying
for the past several months to wrest control
of the “‘fine arts’” station from CETA and
place it in the hands of an independent
trust.

To that end, it filed a lawsuit against
CETA last June in county court. And in
its petition to the FCC, it said that if the
FCC decides to renew CETA’s license it
should do so only on the condition that the
station “‘be administered by an indepen-
dent board of trustees, who will preserve
the station’s characler as a fine-arts radio
station.™’

The group believes that CETA has been
milking WFMT for the past few years to
subsidize CETA’s noncommercial
wTTw(Tv) Chicago. What's worse, said
Tom Geoghegan, an attorney for Friends of
WFMT, the group fears that CETA is plan-

ning to make detrimental changes in the °

operation of the station to make it more
profitable or possibly even sell it—all for
the sake of the television station. ‘*CETA
has no sense of the traditions or mission of
the station or what it does for the city.”” he
said.
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According to Geoghegan, CETA has re-
fused 1o talk with his client. **This is not a
group that believes in talking to the pub-
hic,”” he said.

Asked if he thought the petition would
bring CETA to the table, he said, **It would
be nice. I don't think they’ve taken us very
seriously.™

Raymond Nordstrand. president and gen-
eral manager, WFMT, who has been with the
station for 36 years, said the concerns of
Friends are unfounded. Since assuming di-
rect control of the station four years ago, he
said, CETA has not made any changes af-
fecting the station’s programing or **quality
of service.”” And, as far as he knows. he
said, it is not planning any.

Due to the litigation, CETA is not re-
sponding to Friends® specific charges. A
CETA spokesman limited his comments to
saying CETA expects the petition to be
dismissed and the license ‘‘renewed as it
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has in the past.”

WFMT is an unusual station. Not only is
it a commercial station under the control of
a nonprofit entity, it also spends a large
portion of its budget on production, much
of it live. Although it is best known for
classical music, it also features poets and
critics. Thus, it considers itself a *‘fine
arts”" rather than mere classical music sta-
tion. And it is a local station with a national
audience. United Video distributes the sta-
tion’s signal via satellite to more than 300
cable systems serving some 3 million
homes in 45 states.

Listeners first became alarmed about the
fate of WFMT when CETA sold Chicago

and used the proceeds for the support of
WTTW. What remains from the sale—$9
million—is now in an endowment fund for
the television station. WFMT had published
Chicago and counted on its profits to help
support its operations. CETA sold WFMT’s
property “‘and put the money in its own
pocket,” said Friends in its petition.
Because of the existence of the endow-
ment, Friends said, the fundraiser wrmT
aired in May 1989 to cover a $400,000
shortfall in operating expenses was a fraud.
““In fact, as CETA knew, there was never a
true deficit at all,”” it said. “*The interest on
the $9 million fund created by the sale of
the program guide would easily have cov-

deficit was contrived by CETA primarily to
get listeners to make contributions they
would not otherwise have made.”
According to Friends. CETA is now de-
manding that the station reduce costs and
become a ‘‘record-playing station”’ more
like crosstown classical music station
WNIB(FM) and threatening to require the sta-
tion to accept recorded commercials. The
demands, threats and the sale of one of
WEMT’S principal assets constitute a breach
of the trust obligations CETA took on when
it accepted the station as a gift from Tribune
Broadcasting in 1969. the petition said.
For both the fraud and the breach,
Friends said, CETA is unfit to be a broad-

magazine in January 1987 for $16 million ered any $400,000 deficit.... The so-called cast licensee. —-HAJ
e
(Add 000)
Prime Time  Late Night AL Devtime Children Sports News Toteal
Revenue from client-supplied programing
Third quarter ’'88 $2.526 $0 $0 %0 $0 $1.282 %0 $3,808
Third quarter ‘89 3,498 0 0 0 0 1,106 0 4,604
% change 38.48 NA NA NA NA -13.73 NA 20.90
- = =
All other gross revenue from time sales
Third quarter '88 672,283 81,638 44,790 257,748 34,003 550,719 174,888 1,816,069*
Third quarter '89 855,776 90,383 50,718 229,793 37,828 266,294 175,326  1,706,118*
% change 27.29 10.71 13.24 -10.85 11.25 -51.65 0.25 -6.05
Total gross revenue from time sales
Third quarter '88 674,809 81,638 44,790 257,748 34,003 562,001 174,888 1,819,877
Third quarter "89 859,274 90,383 50,718 229,793 37,828 267,400 175,326 1,710,722
% change 27.34 10.71 13.24 -10.85 11.25 -51.56 0.25 -6.00
Less advertising agency commissions
Third quarter ‘88 101,238 12,245 6,719 38,667 5,086 82,641 26,227 272,823
Third quarter '89 128,891 13,557 7,609 34,467 5,674 39,801 26,299 256,298
% change 27.31 10.71 13.25 -10.86 11.56 -51.84 Q.27 -6.06
Total net revenue from time sales
Third quarter '88 573,571 69,393 38,071 219,081 28,917 469,360 148,661 1,547,054
Third quarter '89 730,383 76,826 43,109 195,326 32,1564 227,599 149,027 1,454,424**
% change 27.34 10.71 13.23 -10.84 11.19 -61.51 0.25 -5.99

*Does not include color insertion revenues.

J **Includes no political parties/candidates revenues for the 1989 third

Total three-TV network revenue in the just-completed third
quarter was just under $1.5 billion. The total was 6% less than
that which ABC, CBS and NBC reported for the third quarter
of last year, a pericd which had extra revenue from the
summer Olympics.

The year-to-year decline was virtually the same as that
experienced in the first quarter, which alsc was matched
against Olympic spending in the prior year.

The network revenue figures were provided t0 BROADCAST-
ING by the Broadcast Financial Management Association and
compiled from unaudited submissions made by ABC, CBS
and NBC to Arthur Young & Co.

quarter.

Looked at over two years, and thus skipping any compari-
son involving Olympic advertising, both prime time and total
three-network revenue increased 4%2% compounded annual-
ly between 1987 and 1989. Late-night revenue growth over
the two years was stronger, at 62% annual growth, as was
early morning (A.M.) at almost 9% growth.

Weaker dayparts included both daytime, down just over
1% annually, and children's, down just under 1% annually.
Sports was up 4%, while the best performance was regis-
tered by news, which posted 14% growth, although some of
that increase was due to a redefinition of certain programing
{previously categorized as part of prime time) to news.

e
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Made A Smart Move.
A Dummy.

Now I’ll be the
laughingstock in
New York,

Los Angeles,
Chicago,
Washington, D.C.,
Dallas

and Houston.

The Fox-owned stations were
quick to snatch up this sitcom.
They realized the potential of

attracting the perfect audience 24 Advertiser-
of teens, kids and young adults. Supported
Take advantage of “WHAT A TalfHours

ges,
DUMMY,” a half-hour comedy Available Fall ‘90,
that introduces “Buzz,” a state- Produced by
of-the-art dummy with a mind of The Arthur Co.
his own...and a mouth to match. Distributed by
Call for a pilot screening and see m
what the Fox-owned stations are M w
so excited about. The leading supplier

of first run sitcoms.

Y8y MCA TV Al Righis Réswrved



Animated series, set for debut next
fall, will be first component
of children’s program co-op

The Fox Kid's Network is beginning to take
shape. A new animated version of Peter
Pan has been selected as the premiere half-
hour weekday strip in the network, sched-
uled to debut in the fall of 1990, according
to sources (BROADCASTING, Oct. 30).

Officially, neither FBC nor the pro-
gram’s producer, the Los Angeles arm of
Japan-based Tokyo Movie Shinsha, known
here as TMS Entertainment, would confirm
or deny the selection of Peter Pan as the
debut program. However, sources within
the Fox organization confirmed that to be
the case.

Sources said the Kid’s Network co-op
had made a 65-episode commitment to the
program, which will be stripped across
weekday afternoons, or mornings, depend-
ing on individual station commitments.

Sources said TMS originally developed
the program for CBS's 1989-90 children's
schedule, but that the Walt Disney Co.
pressured the network into scrapping the
project. (TMS did the initial animation
work on Disney’s successful syndication
program, Ducktales.)

Disney recently re-released its theatrical
version of “‘Peter Pan’’ and did not want
the CBS show to divert attention (and pos-
sibly box office receipts) from the release,
sources said. But Disney does not have the
same clout with rival Fox, and the two have
clashed in recent battles, including a fund-
ing dispute over Rupert Murdoch’s Lon-
don-based Sky Channel, and station clear-
ance of Disney's syndicated animated
Disney Afternoon.

Commitments that individual FBC affili-
ates have made to children’s programs from
other suppliers have more or less dictated a
gradual rollout of the FBC children’s pro-
gram co-op. Peter Pan will be the sole half-
hour strip to debut next fall, followed by a
second half-hour in 1991, expanding to a
four-program two-hour block by 1992.

Fox will also compete on Saturday morn-
ings in the children’s arena, and has com-
mitted to a three-hour Saturday block, also
to launch next fall. The Saturday block will
be used in part as a test for the weekday
strip block.

The Saturday block will also expand.
According to Joe Taritero, the FBC consul-
tant who is managing the children’s pro-
gram co-op until a permanent director is
named, the Saturday block may expand to
four hours by 1991. In year one, said Tari-
tero, two of the three hours making up the
Saturday block, 9-11 a.m., will consist of
new programs. The first hour, 8-9 a.m.,
will consist of library programs with high

Kid’s Net set to fly with ‘Peter Pan’

marquee value to attract children.

When the FBC children’s co-op is fully
rolled out in 1992, it will consist of 14
hours of regularly scheduled children’s pro-
graming, more than the big three broadcast
networks combined currently have sched-
uled. “*This is a huge commitment to chil-
dren’s programing,’’ said Taritero,

Taritero was reluctant to talk about spe-
cific projects, but did confirm that Fred
Silverman’s Pig Out was “‘in contention’
for a Saturday morning slot.

FBC is also planning a major promotion-
al blitz of the new children’s network in the
nine months leading up to its debut. Part of
that effort involves development of the so-
called **Kid’s Club,”” which will have na-
tional and local elements.

The Kid’s Club will be designed as part
fan club and part promotional tool, with
opportunities for local advertiser tie-ins
{such as discounts for certain food or mer-

chandise with the presentation of a Kid’s
Club membership card).

Bert Gould has just been hired to oversee
the day-to-day operation of the Kid’s Club.
He reports to Brad Turell, FBC senior vice
president, publicity and corporate creative
affairs, who has overall responsibility for
the project.

According to Michael Fisher, general
manager, KTXL-Tv Sacramento, Calif., and
chairman of the FBC affiliates board, FBC
will start promoting the Kid’s Club and
network in December. Membership pack-
ages will be sent out in January and a Kid’s
Club newsletter will be launched in March.

*“This is all a part of our effort to take
control of a business that is rightfully
ours,”’ said Fisher, referring to the chil-
dren’s programing business, ‘*We do it all
week and the networks do it one day a
week. This is our business and we intend to
get a shot at the network dollars.”” -SM

HBO’s laugh lineup

New Comedy Channel unveils hosts,
schedule prior to Nov. 15 launch

)

Comedy Channel hosts (clockwise from top
left) Steve Higgins, Gruber, Dave Higgins
(The Higgins Boys and Gruber), Tommy
Stedge, Rachel Sweet and Alian Havey

The Comedy Channel, HBO’s ad-support-
ed, all-comedy basic cable network set to
launch Nov. 15, last week officially intro-
duced its programing schedule and hosts,
and unveiled its new production facility.
The 24-hour, dayparted service will include
promotional movie and television clips,
short and feature-length films, outtakes,
stand-up routines and the hosts in their own
wraparound shows.

According to Richard Beahrs, president,
The Comedy Channel, the new network
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will have a subscriber base of 6.2 million
during its launch period of Nov. 15-Jan. |,
and then expand to 11 million subscribers
during the following few months.

Donald Anderson, senior vice president,
sales, told BROADCASTING the service could
have total subscriber commitments of 15
million, including ‘‘negotiations in pro-
gress,”’ by the end of 1989. After the
launch period, the Comedy Channel ex-
pects to add more than a million subscribers
a month, but ‘‘this number gets refined,”’
Anderson said. The charter rate is good
through launch, according to Anderson,
and systems signing on after that will pay
an additional 3 cents a month per subscrib-
er.

The Comedy Channel will launch with
12 charter national advertisers, according to
Lawrence Divney, senior vice president,
advertising sales, who expects to have a
total of 25 by the end of the year. Among
those advertisers on board are AT&T, U.S.
Sprint, Liz Claiborne, Ocean Spray, Nordi-
ca Ski Boots, Time Wamer Communica-
tions, Universal Studios and Anheuser-
Busch.

On the programing side, a morning
breakfast block, consisting of clips and per-
sonality-oriented segments, is being devel-
oped with consultant Steve Friedman, for-
mer executive producer of The Today Show.
Afternoons will feature Tommy Sledge,
P I, featuring Tommy Sledge as a comed-
ic, 1940’s-style *‘stand-up detective.”’ His
show, hosted from a seedy private eye of-
fice set, will include a full-length film, fol-
lowed by clips. ‘I like to call it har har



noir,"" Sledge said. Sledge’s credits include
a decade of appearances in comedy clubs,
movies and television series. He is also the
author of Fat Lead, Clown, a vaudeville
murder mystery set in San Franciso in
1946.

Early prime time on the Comedy Channel
will feature Rachel Sweet's The Sweet Life,
which she describes as **a video diary of
my life: imagine That Girl with an East
Village attitude.”” A professional singer
since the age of six, Sweet has recorded
four rock albums, had two Top 40 singles
in the U.S., and wrote and performed the
title song for John Waters's **Hairspray.™
Sweet has also recorded four songs for Wa-
ters’s new film, “*Crybaby,” slated for a
March 1990 release.

The Higgins Boys & Gruber, comprising
brothers Dave and Steve Higgins and Dave
Allen, will be seen on the Comedy Channel
in late prime time. They have been per-
forming together since 1982 in clubs, the-
aters, and on television and radio, and de-
scribe themselves as "‘three guys goofin’
oft, drinkin’ coffee, smokin' cigs and hav-
ing more fun hangin’ out than most people
do on vacation.”” The set for their show is
“an exact replica of the living room and
kitchen arca of our ranch-style home in
California, the sort of house a group of
guys live in after college, but before they
get real jobs.™

Alan Havey's Night After Night will be
the Comedy Channel’s late night offering,
and the comedian will **have fun with the
uglier side of show business. politics, mu-
sic, current events, fashion and food."" His
program will also offer a segment entitled
“*second opinion,”” involving Havey’s re-
sponses to newspaper advice columns. He
has worked in clubs. television and theater.

Comedian Rich Hall will do a two-hour
show late on Friday nights, entitled Ounion
World. The program, described as an *‘un-
orthodox look at American industry through
its trade magazines,'” will feature Hall re-
porting on published items. as well as com-
mentary and calls to public information
numbers. Hall won an Emmy for his writ-
ing on David Letterman’s morning show,
and has written three collections of **Snig-
lets,”” which he describes as words that
should be in the dictionary but aren’t.

Joel Hodgson will host Saturday after-
noon's Mystery Science Theater 3000, in
which he plays a laboratory technician ma-
rooned in outer space. Every week, he and
two robot *‘pals’” will watch a science fic-
tion film, offering a running commentary
from the front row of the theater in their
satellite. The weekend lineup will also in-
clude Kevin Meaney's remote pieces from
various locations around the U.S.

Much of the Comedy Channel’s 16,000
foot “‘studio-without-walls,”” located on

Manhattan's East 23rd Street, **will remain
open so that home viewers will be able to
see the writers, comedians and other em-
ployes working in the background while the
hosts are on-camera,”” according to John
Newton, executive vice president of pro-
graming. **We wanted a space that will be
flexible and fun, and will encourage the
freewheeling, zany quality that we want to
be a hallmark of the channel.”

The Comedy Channel is also establishing
a home for comedy memorabilia, which it
intends to display on its walls, similar to the
rock 'n” roll items at New York's Hard
Rock Cafe. Last week the channel received
its initial donation, a dress and wig worn by
Milton Berle on the Nov. 13, 1948, edition

Ol INE fexaco dlar fheatre. IN1S was e
first dress | ever wore on television,”” said
Berle, while making the presentation. Berle
also wished the Comedy Channel well on
its launch, saying ‘‘comedy is the most
important element of TV.”

“*We've been feeling a great deal of mo-
mentum within the last few months,”" said
Beahrs. “*People now know that we're the
comedy channel that is for real.™

The Comedy Channel is **the boldest and
most exciting [programing venture] in all of
HBO’s history,”” according to Michael
Fuchs, HBO's chairman and chief execu-
tive officer. “*No one will say it looks like
something else or reminds them of some-
thing else. I don’t think anyone is going to
be able to stop this channel.”” -RG

Rating the calmer sweeps

Broadcasters, agencies appraise
November’s reduced stunting, with
less glitz receiving mixed reviews

In the past, sweeps periods meant big mini-
series, broadcast television premieres of
theatrical movies and specials of all kinds,
almost anything but episodes of regular sea-
son series. Unlike sweeps periods of the
past, however, this November is devoid of
much of the traditional programing usually
seen during the ratings periods, and the
networks are focusing their attention and
energies on their regular series.

This time last year, ABC was readying
the first 18 hours of its 30-hour megaseries
War and Remembrance, which was critical-
ly acclaimed but in the end underperformed
expectations. This November, CBS’s Till
We Meet Again at five hours, is the longest
of the networks’ two-part movies, and pre-
emptions for this sweeps period are at an all
time low.

Although the move away from loading
up the schedules during sweeps periods will
not alter the process of setting advertising
rates for local stations, the change in pro-
graming philosophy is receiving mixed re-
views from advertisers. who make their lo-
cal ad buying plans based on the sweeps
numbers, and local station executives, who
base their advertising rates on the sweeps.

While some advertisers and local station
executives say the traditional sweeps pro-
graming added glitz and excitement to the
schedule, others charge the mini-series and
specials artificially raise ratings and cloud
the performance of regular season series,
which should be the focal performers dur-
ing the ratings months.

**They've always programed the sweeps
periods as a sort of bogus way of inflating
the ratings until Feburary [sweeps] comes
around when they do it again,”” said Steve

Dropping out. Orion Entertainment’s Crimewateh Tonight has become the first
casually of the 1989-90 syndicated season, with the syndicator discontinuing produc-
tion upon completion of the half-hour strip's 26-week commitment to client stalions.
The cancellation comes on the heels of the program's loss of two major market
stations, wwor-Tv New York and wTxr-Tv Philadelphia (BROADCASTING, Oct. 23), due to
severe rating declines. In the latest weekly national ranking (Oct. 16-22) from Nielsen
for all syndicated barter product, Crimewatch Tonight earned 54th place ranking with
a 2.2 rating on 87 slations {81% coverage).

Grubbs, senior vice president, national
broadcast buying, BBDO.

*‘A schedule that’s not hyped, that may
not only have artificially raised the rating of
one station while deflating the numbers of
another is certainly more preferable,” said
Marc Goldstein, senior vice president, na-
tional broadcasting and programing, Lintas-
USA.

**I think they've decided to use this time
of year when HUT levels are up to concen-
trate on their regular schedule. which will
be around long after the November
sweeps,”’ said Betsy Frank. senior vice
president, associate director, media re-
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search, Saatchi & Saatchi-DFS Comptor.
**Also, they found that minis of four, five
or more nights interrupted viewing habits,””
she said.

Frank thinks the networks have hurt
themselves in the past when scheduling
mini-series during sweeps periods. ‘“The
networks have probably figured out over
the past few years that mini-series can
backfire as often as they succeed. Also,
many times one network would schedule its
mini-series against another network’s, and
there would be this cannibalistic situation,”
she said.

On the other hand, Gerri Donini, senior
vice president, manager, national television
purchasing, Young & Rubicam, thinks
there are several reasons why some adver-
tisers will miss the big mini-series. ‘*Mini-
series got a lot of publicity and generally
did pretty well. For advertisers, the cost-
per-thousands for big minis was high, but
they’re more visible. These are the things
that make the schedule more exciting,”” she
said.

Neil Kuvin, general manager, WHAS-TV
Louisville, Ky., agrees. “‘I think we could
use more special-type programing. If CBS
had better prime time programs, we could
be more bullish in our selling. But since
they don’t, the sweeps are all we’ve got—
those three ratings pericds—because we're
not a metered market, plus it’s exciting and
it’s hype to promote the product.

Donini also says advertisers will miss the
steady ratings over a four- or five-day peri-
od that a longer form mini-series would
deliver. **Your everyday network schedule
doesn’t work that way,’” she said.

However, many station general managers
or sales managers aren’t mourning the loss
of the special sweeps programing, and feel
that increased emphasis on the regular sea-
son schedule will benefit themselves, their

Moving to D.C.

Noncommercial weta-Tv Washington
will become the presenter of the Na-
tional Geographic Society TV specials
on PBS in 1992. The society will move
specials production completely in-
house at that time. The partnership
will supplant a 15-year co-production
agreement with noncommercial
WOED(TV) Pittsburgh.

networks and advertisers.

‘‘Everyone’s goal is to get more stable
programing so we don’t have to depend on
stunting during sweeps,”’ said Robert My-
ers, president and general manager, KFMB-
TV San Diego. “*If you come up with regu-
lar programing to handle the need, you
won’t need the other.”

**[Setting ad rates during sweeps] proba-
bly is based more on regular series pro-
graming which we use week in and week
out,”’ said Al Seethaler, KMGH-TV Denver.
*The benefit from the big mini-series are
their promotional value, especially to pro-
mote news. As for the ratings that they
attract, while they sell for more, they are
usually factored out in determining a sta-
tion’s performance.”’

Rick Moeller, national sales manager,
KING-TV Seattle, welcomes the move away
from special programing and thinks the
trend will only make their schedule and
advertising rates stronger. ‘‘You want to
get a good consistent number from your
regular series, and if you can, it’s easier to
sell the time. We're a lot better off with
strong programing running four times dur-
ing Etle sweeps, than with special program-
ing.

Saatchi & Saatchi’s Frank doesn’t think,
however, that the decreased usage of

sweeps-type programing will bring about a
November, February or May identical to
the other months of the television season.
““As long as those three times of the year
are designated as advertising setting peri-
ods, you're going to see some programing
changes, whether from the networks or
from the local stations themselves.’’ —sC

Movie package deals
include more than
just films

MGM/UA offers movies for unlimited
five-and-half-year run; Republic
deal includes profit sharing

Two movie packages, consisting of mostly
“‘B”’ titles, are being marketed for the 1990
syndication market, and station reps say
they offer some special purchase incen-
tives. Although the packages are ‘‘deal
driven,’’ the titles (about 430 in all) are
usable, the reps said. But stations are cau-
tioned to examine the titles, and their
needs, closely, ‘“to make sure they’re not
just picking up more tonnage that will sit on
the shelf,’”’ said John von Soosten, vice
president, programing, Katz Television.

The packages are being distributed by
MGM/UA Telecommunications and Re-
public Pictures.

Starting in July 1990, MGM/UA Tele-
communications is offering The Movie
Pool. For a cash fee, stations will have
access to 300 films with unlimited runs
over a five-and-a-half-year license period.

According to Dick Cignarelli, executive
vice president, domestic syndication,
MGM/UA Telecommunications, the pack-
age was devised partly in response to sta-

SyndicationaMarketplace

Worldvision Enterprises has acquired the rights to Future
Stuff. a new weekly, half-hour first-run series due to launch next
fall. Based on the recently published book of the same name,
Stuff will feature new consumer products to be displayed and
critiqued by the show's co-hosts. The program will be produced
by Laurel Entertainment in association with Marathon Entertain-
ment.

Worldvision has also acquired domestic distribution rights to
Voice of the Heart. a four-hour mini-series adapted from Barbara
Taylor Bradford's novel. Lindsay Wagner, James Brolin and Vic-
toria Tennant star, and the program is slated to premiere domes-
lically next spring.

m]

Group W Productions’ There Really is a Santa Claus, one-hour
holiday special, has been cleared on 115 stations, representing
81% of the country. Produced in association with Buccaneer
Productions, Group W is also distributing the special, which will
air between Nov. 23 and Dec. 17. The host is former NBC anchor
Jack Perkins.

u]

JM Entertainment’'s half-hour animated speciais, The Great
Bear Scare and The Bear Who Slept Through Christmas. have
been cleared in more than 130 markets, representing more than
85% of the television households, for airing in 1989. Scare fea-

tures the voices of Tommy Smothers, Louis Nye and Sue Raney,
while Christmas features Smothers, Barbara Feldon, Arte John-
son and Casey Kasem.

u]

Bob Vila, former long-time host of PBS's This Old House, will host
a similar series to debut in syndication next spring. The program,
with the working title Home Again with Bob Vila, will be pro-
duced by Sears, Roebuck & Co. and Olgilvy & Mather adver-
tising agency, in conjunction with Vila’s BVTV Productions.
The show will be a weekly half-hour for weekend airing between
10 a.m. and 6 p.m., with between six and seven minutes of ad
time. One-third of that time will be used by Sears, with the
remaining time sold to other advertisers. According to Ole Riise,
vice president, account supervisor, Sears Home Improvement, at
Ogilvy Chicago, who is overseeing the project, several distribu-
tors are vying for the program, with a decision to be made in the
next several weeks. No decision yet on the terms under which the
program would be offered 1o stations. The first year will have 39
original shows and 13 repeats. The first episode will be available
in April. In addition, Vila has signed a deal with Sears to be the
exclusive spokesman for all Sears home improvement marketing
programs. The first commercials under that agreement will hit the
airwaves next March. Vila left This Old House last spring after
compilaints from the program’s underwriters over his outside
interests, including sponsoring competing products.
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tions generally cutting back on film inven-
tories, to reduce capitalization expenses in
recent years. ‘‘Over the last several years
stations have reduced inventories to below a
thousand titles, retaining mostly ‘A’ prod-
uct,”” he said. “*This is an opportunity to
access a 300-film library for fringe pro-
graming in a way that maximizes value and
minimizes investment.”’

That is accomplished, he said, by not
making stations commit to a specific num-
ber of runs per title over the life of the
license period. In addition, he said, if a
station doesn’t fecl the package is working,
it can take advantage of escape clauses built
into the standard contract that kick in after
18 months and each year thereafter. To
exercise the option, he said, stations would
be required to ‘‘pay a percentage of the
total license fee.”

Of the 300 films in The Movie Pool,
Cignarelli said 116 films would have their
first television exposure, while 25 of the
films have had network exposure. Titles
include **Yellow Submarine,”” *‘The Fuzzy
Pink Nightgown,’" and **The Girl in Black
Stockings.”

Republic is packaging 130 titles (repeat-
ed once over a 52-week license period) in a
film series called the Republic Pictures All
Nite Movie, that will be available in the fall
of 1990. Designed as a late-night package,
stations will be offered a choice of two
films each night on a strip basis, said Chuck
Larsen, president, domestic TV distribution
at Republic.

The special incentive to stations comes in
the form of profit sharing. Republic, which
is offering the package on a barter basis,
will take 20% of the package's annual prof-
it and split it up among stations. Larsen said
the station payments will probably be deter-
mined by each station’s market contribution
to the total clearance of the package.

The films, to be delivered by satellite,
will be cut to a two-hour format with 24
minutes of commercials. Republic will hold
11 minutes for national barter, and stations
keep 13 minutes to sell locally.

Larsen said the incentive rebate is being

“Yellow Submarine”

given in part due to the late night time’
period for which the films are being pack-
aged. “‘One of the things we’re up against
in the time period is home shopping ser-
vices and real estate programs,’” he said.
“*‘Many of those shows do give stations
some revenue. We felt it was a good way of
signaling to stations [that] if we make mon-
ey, they make money.”

Larsen described the package contents as
**good all-American films,”" with stars such
as John Wayne, Cary Grant and the Marx
Brothers. -SM

KRON-TV moves
prime time as
‘public service’
to post-quake
commuters

NBC’s San Francisco affiliate KRON-TV
pushed back its prime time hours to 7-10
p-m. (PT) to provide what News Director
Al Goldstein said was “*public service™’ to
Bay area commuters who were going to bed
earlier because of earthquake-related morn-
ing gridlock. Goldstein said the same-day
decision to go with an earlier expanded
hour newscast at 10 p.m. was made Oct.
23, and ended three days later (Oct. 26).
Although West Coast NBC general manag-
ers have been seeking network approval of
a general rollback of prime time, the four-
day roliback “‘should not be construed as a
test,”” Goldstein said.

Monday’s overnight ratings for KRON’s
10 p.m. newscast gamnered a strong 9.2
rating/18 share compared to a 9.8/19 for
Ozkland independent KTVU(TV)'s long-es-
tablished 10 p.m. news operation, but
KRON’s early news venture slipped to an
8.9/17 and 5.8/12, respectively last Tues-
day and Wednesday. KTvU’s ratings actual-
ly improved to 11.4/2]1 Tuesday and
11.3/22 Wednesday. KRON returned to an
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8-11 p.m. prime time on Friday.

*“The ratings were still at least two rating
points higher on average than our 11 p.m.
newscast,”” Goldstein said. ““We didn’t
have three days to promote a 10 p.m. news.
We just ran some crawls promoting the
newscast, and promoted on-air during our
earlier newscasts (midday, 5 and 6 p.m.).”

KRON trimmed its 6 p.m. local newscast
to a half-hour, moved syndicated Jeopardy!
into the 6:30 p.m. slot, and preempted
Wheel of Fortune for the entire four days.
Jeopardy! lost ratings in the shuffle, going
from an 11/22 pre-quake 7:30 p.m. average
to a 6.8/12 last Tuesday. Network programs
were mostly down, with Matlock earning a
9.2/14 at 7 p.m. Tuesday (from 12.5/20
two weeks before); In The Heat Of The
Night at 8 p.m. scored an 11.2/16 against
KGO-Tv's 21.2/31 for its regularly sched-
uled Who's the Boss? airing; and Midnight
Caller at 9 p.m. fell to a 9.5/14 after aver-
aging 13/22 for the same time last season.
The Tonight Show With Joknny Carson,
which moved up a half-hour to 11 p.m.,
was the beneficiary of a 3.5/11, compared
to a 2.4/17 average. a

Reiss says Request,
Viewers Choice are
likely players in
Olympic PPV deal

Jeffrey Reiss, chairman of Reiss Media En-
terprises, reported that two pay-per-view
services, Reiss’s Request and Showtime’s
Viewers Choice, ‘‘may very well be in-
volved'” in the 1992 Olympic events that
NBC and Cablevision have indicated would
be offered on a PPV basis. *‘There is limit-
ed capacity,’” he said. If NBC and Cablevi-
sion expect any sizeable penetration, he
said, both Request and Viewers Choice,
which control most of that capacity, would
have to be involved. No talks had been
scheduled at deadline, however.

Reiss's remarks came at a New York
luncheon sponsored by the New York chap-
ter of the National Academy of Television
Arts and Sciences. He said that pay per
view and local advertising sales will be the
primary sources of new revenue for the
cable industry in the 1990°s. And since
both sources depend so much on local pro-
motion and marketing, Reiss said, ‘‘we
must create a retail mentality for cable.”

Reiss, who earlier this year sold half of
his Request-TV pay-per-view service to
Group W Satellite Communications, said
‘‘there will be a lot of experimentation in
pay-per-view programing.”’ He also said
the trend would be toward specialized, less
expensive events, perhaps in the $10-$20
range. As a result, high-priced guarantees
to talent may become a thing of the past, he
said. *‘We can’t talk about $6 million guar-
antees,”” he said.

Reiss predicted gross sales for the entire
PPV business would total between $300
miilion and $350 million for 1989 and per-
haps as much as 3450 million or $500 mil-
lion in 1990. a



For today’s news directors
“accountability” has taken on
a whole new meaning.

“Make us #1, and also make us a

profit” If this has a familiar ring to
you when it comes to your news
department, then you're already
exploring new solutions—because
you know that platitudes like, “we
need to be more efficient” just don't
work any more.

You need unique solutions—
solutions that spring from looking at
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the news business in a new way.
Like a PC-based editor (with built-in
switchers) that’s faster than you can
believe—until you watch your people
make creative, last minute changes
that work, perfectly. And a brand
new character generator that’s de-
signed specifically for your rapidly
changing business. Or our new
“GUERRILLACAM” to take a load

O Aty Cortuieat inn KIRK

off your budget, and your peoples’
shoulders. We've even designed

the perfect news still-store that's
also easy on the budget, and
completely upgradeable.

We're telling you that these prod-

ucts, alone or in a component
system, will buy you something
you're always short of—time. And
give you something you always need

N\

—video quality. But our real message
is, “Invite us in to help you solve
your problems”” Just as you know
your business, we know ours, and we
can help save you time and money.
And maybe your sanity, too.
Call 1-800-256AMPEX for more
information.

AMVIPEX

BC-119-ACCT



New ACT takes the stage in Europe

The Association of Commercial Television
in Europe, a newly formed lobbying group
of leading private broadcasters, is playing
down the possibility of competition with the
region's dominant European Broadcasters
Union.

But the association, in a press briefing,
said its members want to become involved
in joint cinema and TV co-production and
other forms of cross-investment in each oth-
ers’ companies.

The group, known as ACT, was founded
last summer by Italy’s Silvio Berlusconi;
France’s leading broadcaster, TF1; Luxem-
bourg broadcaster CLT; Britain's lndepen-
dent TV Association, and West German
satellite channel Satl, partly owned by the
dominant German TV distributor-producer
Kirch Group. Its membership roles will be
opened to other European commercial
broadcasters in 1990.

ITV Association head Richard Dunn of
Thames TV. explaining the formation of

ITV's Rlchard Dunn

Video news release gets international exposure

Colombian president sends by satellite
tetevised message about drug war that
airs on American newscasts

Video news releases—which some in
broadcast journalism say raise ethical ques-
tions, presenting information in the guise of
news when it is serving a private party’s
self-interest—apparently can serve a gov-
ernment’s interest, as well. Take, for in-
stance, the case of Colombian President
Virgilio Barco's dramatic televised state-
ment to the American people Aug. 28, call-
ing on them to eliminate their use of co-
caine and thus help his country in its war
with the cocaine cartels.

It was produced by the president’s aides,
but it was distributed by satellite to Ameri-
can television stations and networks by Me-
dialink, the nation’s largest distributor of
VNR's and other video public relations ma-
terial. Medialink said the VNR registered
more than 75 million impressions (which
includes some viewers seeing the piece
more than once), making it the company’s
most successful video news release thus far
in 1989.

Within hours of Medialink’s transmittal
of the Barco VNR by satellite from New
York to television newsrooms across the
country, the Colombian president’s staie-
ment was incorporated into the newscasts of
the three major networks—ABC, CBS and
NBC—as well as those of CNN, FNN, the
Public Broadcasting Service and local tele-
vision stations across the country. In the
following days, the VNR was aired on the
Today show, Good Morning, America and

CBS This Morning.

Medialink bases its estimates of viewer-
ship on Nielsen Media Research estimates,
based on published reports of network and
station airings of the VNR. *‘There is,”
said a Medialink spokesman, ‘‘some over-
lap’" of viewership. Even so, the price for a
VNR is not great; the Colombian govern-
ment was billed $4,350 for what Medialink
describes as **a full USA telefeed.’” That
includes advisories to networks and sta-
tions, transmission and tracking.

Laurence Moskowitz, president of Video
Broadcasting Corp., which operates Media-
link, attributed the success of the VNR to
its news value and to the manner in which
the material was distributed to television
newsrooms. He noted that the video in-
volved ‘‘a powerful appeal by a world fig-
ure in the midst of a crisis that has galva-
nized the public’s attention.”” Video and
satellite technology, Moskowitz added, en-
abled Barco to address the international
community directly, *‘in a way that was
both dramatic and intensely personal.”’

The VNR was scheduled for distribu-
tion at 1:30 p.m., which Moskowitz said
research has shown to be the most effec-
tive “*window’’ for satellite transmission
of VNR’s. Medialink sends advisories of
upcoming VNR’s by means of its dedicat-
ed high-speed newswire, the only service
of its kind, to more more than 600 stations
and networks. The advisory contains in-
formation as to the time, length and con-
tent of the coming VNR, as well as the
satellite coordinates necessary to receive
the feed. a
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the group at a briefing, said; *“This is not an
Anti-EBU club. [But] there are matters of
common interest for commercial broadcast-
ers in Europe,’’ such as regulations on pro-
gram content and advertising, program ex-
change and co-productions.

Dunn also said co-productions could oc-
cur among members for cinema, TV mov-
ies and series, and noted that the group
would also consider the acquisition of pro-
gram rights, which could bring them into
competition with EBU for sporting events
and other programing.

TF1, for instance, has an agreement with
Berlusconi and Kirch Group TV arm Beta
Taurus to co-produce mini-series and other
TV productions in a joint venture called
Tricom. Another joint venture, Mercury,
involves TV co-productions between TFI
and Beta Taurus.

Regarding the group’s focus as a regula-
tory lobbying force, Dunn added: *“This is
a momentous period for European TV, dur-
ing which there will be an explosion of
demands for TV programs, a multiplicity of
channels and the need to transmit across
frontiers. If a free flow of information in
Europe is to mean anything, it must mean a
minimum of regulation, rather than a maxi-
mum of regulation.”

According to ACT Secretariat Soune
Wade of TF1, representatives of the found-
ing companies will meet in Milan today,
Nov. 6, in part to begin organizing working
groups on various special interests, includ-
ing committees to consider fiction produc-
tion and advertising issues. The working
groups will begin meeting early next year.

The group will also continue discussions
on ACT’s policy regarding common buymg
of sports rights., Wade said.

European radio
gets its due

Commercial radio’s expansion in Europe,
often overshadowed by the higher-profile
spread of commercial TV in the region, has
been as rapid and as dramatic in its effect,
according 1o international radio executives
at a conference on radio news in Washing-
ton last week.

As with established TV broadcasters,
however, existing radio operators have
managed to meet the competition.

But speakers at the conference, co-spon-
sored by the European Broadcasting Union
and the North American National Broad-
casters Association, advised attendees not
to underestimate the strength of the new
broadcasters.

The growth of commercial radio was



cited by broadcasters from throughout Eu-
rope. During the Wednesday, Nov. 1, panel
on private broadcasting’s influence, for in-
stance, Walther von La Roche, head of
news for Bavarian Broadcasting in West
Germany, said that in the five years since
private radio was authorized, new private
stations have grown to represent 80 of the
nation’s 120 radio channels (although many
are smaller, local services). Two-thirds of
West German listeners can now receive a
d((j)mestic commercial radio station, he add-
ed.

Radio France’s Andre Lemans, director
of international relations, pointed out that
since earlier this decade, some 3,000 local
radio stations have taken to the air, while
panel moderator Michael Good, managing
editor of radio news for Radio Telefis Eir-

DistantaSignals

Television advertising spending in
Western Europe was just 22% of the
total $44.4 bilion ad spending last
year, but the growth of commercial TV
outlets has already taken away from
print revenue, according to an annual
study by London research firm CIT.
Overall, ad spending was up 8% for
the year, it said.

CIT said that while European TV ad-
vertising is "slow to develop, it shows
great potential if structural and organi-
zation problems can be overcome.”
The study also said that the expan-
sion of commercial TV in the region is
affecting the press sector, with gener-
al consumer magazines hardest hit by
the phenomenon and newspaper Cir-
culation stagnating or falling.

m}

British Satellite Broadcasting, the
five-channel UK direct broadcast ser-
vice scheduled to launch in mid-1990,
has signed the television arm of Lon-
don producer-distributor  Palace
Group to provide programing for its
music channel, The Power Station.
Palace, formed in 1982, has pro-
duced theatrical fiims, including
"Mona Lisa," "Letter to Brezhnev" and
“Scandal.”

m}

CNN International will now be re-
ceived by cable viewers in Israel, fol-
lowing a deal with Israel Cable Pro-
gramming. ICP, which acquires
programs for Israeli Cable systems,
will launch the service next January in
some Systems and in first quarter
1990 in others. CNN estimated its
reach would be 80,000 cable viewers
by the end of 1990, and 500,000 view-
ers in five years. ICP's ownership in-
cludes four of six Israeli cable fran-
chise holders, totaling more than
700,000 potential househelds cover-
ing B3% of the current Israeli cable
market.

MILLER

WASHINGTON REPORTING
FELLOWSHIPS

Applications
being
accepted.

The Paul Miller Washington Reporting Fellowships program
is designed to help Washington-based print and broadcast
bureau chiefs and staffers do a better job of developing locally
oriented news stories in the nation’s capital.

Beginning in Spring 1990, 15 fellows will spend two days

a month for 12 months meeting with experienced Washington
journalists, visiting the places where local news originates,
learning how to obtain information, and getting to know
prominent newsmakers and behind-the-scenes news sources.

Eligibility The fellowships are designed primarily for
journalists currently or about to be assigned to Washington
by any regional or national newspaper, wire service, or radio
or television station maintaining a bureau in Washington.
Applicants’ employers must endorse applications and affirm
recipients will be permitted to attend all sessions.

Selection Fellowships will be awarded based on applicants’
potential to provide superior coverage of locally oriented news
in Washington for readers and audiences across the country.

Schedule Applications are due January 15, 1990 and recipients
will be announced in February 1990. Classes start in April 1990.

Location Many of the sessions will be held at the National
Press Club in the National Press Building at 14th and F Streets,
N.W. Others will take place on Capitol Hill.

Faculty The associates who will teach the sessions include
experienced Washington reporters, analysts, public-affairs
specialists, lobbyists, and other Washington-based experts.

Fees The fellowships are tuition-free. Meals, and when
applicable, transportation and lodging will be provided.

Affiliation The fellowships are an operating program of
the Gannett Foundation of Washington, D.C., in cocperation
with the National Press Foundation, and using the facilities of
the National Press Club.

Additional information and application forms are available from:

Paul Miller Washington Reporting Fellowships

P.O. Box 12310, Arlington, VA 22209, Phone: (703) 284-6727
after Novernber 15, 1989: (703) 875-0920
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cann in Ireland, noted that one new com-
mercial service began broadcasting in re-
cent weeks and another competitor was
scheduled to go on air within days.

Lemans of Radio France noted, however,
that despite the competition, which he said
*‘is of very good quality and deserves our
respect,”’ Radio France listenership has not
eroded. Irish radio broadcaster Good added
that with new private competition, ‘‘we’re a
quicker, meaner animal than ever before.”’

Bavarian Broadcasting’s von La Roche
added that his company was expanding its
services in the wake of private competition.
A new fifth channel it has planned, howev-
¢r, will not compete head-on in the crowd-
ed youth-rock music market, but rather will
be an all-news service, which, he said, bet-
ter complements the company’s public ser-
vice goals.

An American perspective on the market
for radio news came from Jim Russell, pro-
ducer of American Public Radio’s Market-
place half-hour business news program.

According to Russell, the U.S. has wit-
nessed the ‘‘showbiznification’” of news,
and producers have to accept the environ-
ment and program within it. He advised
radio programers to become ‘‘superb pack-
agers...I'm not asking that we sacrifice our
content, but rather I'm asking that we learn
how to package it in a sexy, '90s way.”’

Added Russell: “‘If you hold onto your
old values, I'll applaud you. If you hold
onto your old way of doing things, you’ll
fail.”” —AAG

T

ACE activity

HBO walked off with nearly one-third of

the cable ACE award nominations, receiving
103 of the 338 handed out to 30 cable
networks last week by the National
Academy of Cable Programing.

HBO was followed by Showtime, which
had 29, Disney {(23), A&E (21) and CNN and
ESPN (18 each). Newcomer TNT had 17
nominations.

HBO had four of the top five award
winners. Its Tales From the Crypt garnered
the most, 16, followed by Murderers
Among Us: The Stmon Wiesenthal Story
(10), Vietnam War Story (8) and Glory
Glory (6). Showtime's If's Garry
Shandling’s Show was the only nonHBO
entry to crack the top five, with seven
nominations. The awards will be
presented on Jan. 14.

Renewal negotiations

The Connecticut Department of Utility
Control will renew the Plainville-New Britain
United Cable franchise if it agrees to
increase access funding and speed its
upgrade plans. The DPUC said United

“ableacastings

has 30 days to accept or reject the terms,
adding that the terms were not open to
negotiation.

United asked for a 15-year franchise
renewal, said its upgrade to 60 channels
(550 mhz) would begin by July 1, 1993,
and be completed by July 1, 1996, and
proposed to spend $85,000 a year on
public access, with 5% annual increases
each year.

The DPUC countered with a franchise
renewal term of 12% years, an upgrade to
begin by Jan. 1, 1992, and completed by
Jan. 1, 1995, and an increased level of
public access funding. The state did not
go as far as the Office of Consumer
Counsel's suggestions that yearly
funding be $325,000. It said the company
and the OCC should choose “an
independent public access operator” that
would prepare a budget between those
two figures ($85,000 and $325,000) with 5%
yearly increases, depending on the level
of public interest and use of access.

The DPUC also said that if the
franchise is renewed, but the system is
subsequently sold, the franchise term
would automatically be reduced to five

WHEN THE
STOCK MARKE
PLUNGED,
WE JUMPED.
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years when the new owners took over.

Sports deal

SportsChannel Ohio has reached an
agreement with the state's high school
athletic association to carry five state
boys high school football championship
games, as well as four state basketball
championship games for both boys and
girls. The three-year agreement begins
with football finals Nov. 24-26 and
concludes with the March 1992
basketball finals. initially, the football games
wili be carried on a taped-delay basis,
while the basketball games will be live.

Car crazy

Dennis Amodeo, a carpenter from
Huntington Station, N.Y_, is the winner of VH-
t's Corvette sweepstakes, in which the
network gave away 36 Corvetles, one for
each model year from 1953 through

1989. VH-1 received more than 2.2 million
entries in competition.

Record breaking

CNN and Headline News broke audience
viewing records during their coverage of the
Northern California earthquake Oct. 17.

At 10 p.m.on Oct. 17, CNN recorded a 6.9
rating and 10 share. The next day, CNN's
24-hours scored a 2.4 rating and 7.1 share.
Its average September rating for that

period was 0.6/2.1 share. Headline News
scored 0.7/2.0 on Oct. 18. In September

it averaged 0.4/1.3. Quake coverage helped
The World Today, CNN's new one-hour
news program from 6 to 7 p.m. It scored
1.1/2.3 its first week; 0.7/1.5in its

second, still 40% ratings/25% share
increase in time period.

Weekend winner

Lifetime is in the middle of a four-week
Molly Dodd promotion in which one viewer
will win a weekend trip to New York and

"a genuine Checker Cab with $5,000 cash in
the trunk,” the network said. Four other
winners will receive $1,000 in cash, chosen
in each week of the promotion. The grand
prize winner will be chosen on Nov. 22.

Cox home video

Cox Cable has purchased the
Southeastern Retail Management Corp.,
home video retailer, which the cable
company plans to integrate into its new
Home Video unit. SRMC is Blockbuster
franchisee, operator of 10 stores with rights
to build another eight. Cox made a $15
million equity investment in Blockbuster last
month.

‘Dinner’ and dancing

TNT is joining with Night Spice fragrance
in a sweepstakes promotion revolving
around the TNT movie “Dinner at Eight.”

Viewers can enter the contest {deadline is
Nov. 17) by sending in a postcard or
filing out a form in stores carrying the
fragrance. The grand prize is a trip for
two to New York to attend the premiere of
the movie Dec. 6, and includes airfare,
three nights in a hote!, formal rental wear,
limousine service and $500 spending
money. The movie is a remake of the 1933
classic and stars Lauren Bacall, Charles
Durning, Ellen Greene, Marsha Mason and
Harry Hamlin. It premieres on TNT Dec.
t1. In another Turner promotion, wiBs is
reuniting 10 living cast members from
1939's "Gone With the Wind” {part of
Turner's fitm library) as part of the week-
long festivities {Dec. 10-16 in Atlanta)
surrounding the 50th anniversary of
premiere of the film. Surviving actors and
actresses will appear at re-creation of the
premiere ball Dec. 14 and attend a theater
screening Dec. 15. Among attendees will
be Evelyn Keyes, Ann Rutherford and
Butterfly McQueen. Olivia de Haviland is
unable to attend.

Wonderful world view

The Disney Channel will offer cable
subscribers a free eight-day preview,
running from Nov. 26 through Dec. 3, in
cable systems participating in the
campaign. Actor Robert Urich will host
the preview, which will include an 800
number viewers can call to receive a
complementary Disney Channel wall
calendar. Among programing that will

ALL THE WAY TO TOKYO.

Nothing strikes fear in the hearts of investors more than a market
nose dive. On the afternoon of Friday, Oct. 13, fear struck. The crucial
information, the information that investors desperately banked on, was
the reaction of the Tokyo markets. Would there be panic? Would reason
prevail? On Sunday evening, while others speculated on the news,

CNBC brought it back live. Here’s how investors saw it:

“Your coverage was top-notch. .. .really excellent. . .and very useful”
Glenn Cutler, Editor, Cutler’s Exclusive Daily Market Fax

“Most informative coverage of the Tokyo markets” Charles Lieberman,

Senior Managing Director, Manufacturers Hanover

“Unfortunately, I don't get CNBC in my area. But luckily, some
people who do sent the latest CNBC reports through my computer network.
Without CNBC, I clearly would have missed all the action.” Kathy Crafts,

Investor and Financial Writer
People don't just watch CNBC,
they use it. Now you know why.

CNDC

Consumer News & Business Channel

WATCH IT. USEIT.

For information contact: 201-585-CNBC East Coast; 313-643-9033 Midwest; 818-840-3333 West Coast.



premiere during the preview is the Urich
movie, Spooner, which debuts Dec. 2.

The preview kicks off with A Conversation
with Bob Hope, a live interview with the
comedian Nov. 26. The special on the Seoul
Olympics, Seoul '88: 16 Days of Glory,
premieres Nov. 29. British rock series
Ready, Steady, Go premieres Dec. 3.

The preview cuiminates with a Disney push
for new subscribers that also includes

two advertising campaigns that have been
launched and will continue throughout

the quarter. The twin themes of “Celebrate
Me Home" and "Isn’t That What You

Really Want?" are designed to appeal to
subscribers and nonsubscribers,
respectively. The former campaign focuses
on "special family moments."” The latter
campaign, which premiered last month on
cable networks and spot television, is
designed to communicate the range of
benefits of the channel and clear up
misconceptions about the service, one
being that it is only for children.

Syndex guide

The Prevue Guide plans to offer affiliates
updated listings of programing subject to
syndex blackouts for a *small additionali
fee.” Listings will include information on
superstations and regional distant
signals if notification is received within 48
hours of appearing on TV.

Speaking of speakers

Robert Klingensmith, president, video
division, Paramount Pictures, will be the
keynote speaker at Cable Television
Administration and Marketing Society's pay-
per-view seminar, Dec. 12, the day

before the Western Cable Show. Other
speakers include Robert Levin,

president, Buena Vista Pictures Marketing;
Ron Castell Sr., vice president,
Blockbuster Entertainment; Larry Higby,
president, Los Angeles Times Orange
County Edition (and former marketing and
programing executive at co-owned

Times Mirror Cable), and Steve Smith,
president, Rowland Co. Other speakers
that day will include Scott Kurnit, president,
Showtime Event Television; Lloyd

Werner, president, Request Television;
Margaret Durborow, president, chief
operating officer, CTAM; Jerry Maglio,
senior vice president, United Artists, and
Don Mathison, vice president, marketing
and programing, Media General.

Bucking blackouts

The state of Connecticut has written
letters to the commissioners of the NBA and
the NHL, asking for an explanation of the
league's blackout rules, which it said is
hurting cable subscribers in the state.

The state's Office of Consumer
Counsel wrote the commissioners last week,
describing how systems carrying the
Madison Square Garden Network will have
to black out the Knicks and Rangers in
certain areas of Connecticut beyond the
league’s rights boundaries. The OCC
said United Cable's three franchises around
Hartford, for instance, will have to black

out the games, even though subscribers
there and elsewhere in the state are New
York sports fans.

Acting Attorney General Nardi Riddle
said "league blackout rules were formulated
in another era when teams wanted to
insure a full arena. To black out Knicks
games in Connecticut in order to fill the
Boston Garden makes no sense.”

PPV going downhill

Reiss Media Productions has landed the
PPV rights to White Magic, a 90-minute
skiiing production by Warren Miller. The
Jan. 10 offering is priced between $7.50 and
$9.95. The program was filmed across

five continents and shows top skiiers on the
Miller tour on ski events at some of the
world’'s most popular resorts.

Come together

TNN's Viewers' Choice Awards and the
Music City News Awards will merge into one
live telecast next year, The Nashville
Network announced. The new TNN Music
City News Country Awards, a TNN live
presentation from the Grand Ole Opry June
4, will continue to be produced by Jim
Owens.

The cable awards program ran on TNN
in 1988 and '89, while the Music City awards
ran in syndication from 1976 through '87.
The combined awards program will have 14
categories. A two-step balloting process
will be used, with the November and
January issues of Music City News
carrying initial ballots, with the final ballot
being a combination of voting from
another magazine as well a 900 number
announced over TNN.

For laughs

Dick Beahrs, president, The Comedy
Channel, has announced four additional
hosts for the basic service scheduled to
launch Nov. 15. Comedian Tommy Sledge
will host a show entitled The Comedy P.1,

a Sam Spade takeoff; The Higgins Boys and
Gruber, comedians from lowa, will host a
show at 12 a.m. weekdays; singer Rachel
Sweet will have a movie clip show

entitled The Sweet Life, and Alan Havey will
host a show called Night After Night.

Ad push

The Cableteievision Advertising Bureau
board has made several moves 10 promote
advertising sales, including "aggressive”
marketing of its CableCume, the newest
component of CAB's Cable Planning
System.

CableCume allows a media planner to
estimate reach and frequency of a cable
buy on a demographic basis across
standard dayparts. CAB plans to
demonstrate CableCume to agencies,
advertisers and media planning groups.

Additionally, CAB said its staffers will
increase their participation at local systems
and interconnect sales presentations
next year, with the video portion of CAB's
planning kit to be upgraded.
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The assoication also said it would
create “an electronic data exchange
between buyers and sellers of cable
advertising, to be linked to network traffic
and agency stewardship systems, “third
party” posting similar to broadcast, and
standardized local system contract and
affidavivinvoice forms.”

CAB also will increase the program
promotion portion of its monthly tune-in kit
(BroADCASTING B CABLE, Oct. 23).

The board also elected seven new
members: John Rigas, chairman and chief
executive officer, Adelphia
Communications; William Bresnan,
president, Bresnan Communications;
Ron Dorchester, senior vice president,
Prime Cable; Paul Freas, president, TKR
Cable; Mike Wheeler, president, FNN;
Michael Callaghan, president, Scripps
Howard Cable, and Chris Forgy, senior vice
president, marketing, sales and
programing, Times Mirror.

Quake benefit

The Discovery Channel will carry athree-
hour benefit Dec. 15 to help victims of last
year's Armenian earthquake last year

and the San Francisco earthquake three
weeks ago. The program, Discovery
Presents: Christmas with the Stars—An
International Earthquake Benefit, will

be carried live from Los Angeles at 8 p.m.,,
and will be repeated the next day.
Gosteleradio will broadcast the program
Dec. 16 in the Soviet Union. Discovery

said in certain areas of the U.S. having large
Armenia populations, the special will be
shown on broadcast stations. Stars slated to
attend include hast Dudley Moore,

Crystal Gayle, the Beach Boys, Dionne
Warwick and Chaka Kahn. A 900 number
will be used for donations.

Stone send-off

Showtime EventTelevision has landed the
PPV rights to the grand finale concert of the
Rolling Stones current Steel Wheels tour.
The concert, scheduled for Dec. 19 at a yet-
to-be-announced venue, will be a prime
time, three-and-a-half hour program. It will
be broadcast in stereo with ABC Radio

and Budweiser committing more than $2
million in radio advertising to the event.
Discussions over a radio simulcast by ABC
continues. The event will be priced at
$19.95.

Channel choices

Jones Intercable has announced the
results of a viewer preference survey in the
channel carriage dispute in Janesville,
Wis., involving Rockford, Ill., and Madison,
Wis., stations. The survey shows
subscribers prefer on-channel carriage of
stations. The first survey Jones sent out
provided three options: status quo, placing
stations on-channel or moving Rockford
stations on-channel while leaving Madison
stations on a lower channel. The {atter

two choices received nearly equal amount
of votes, and in a subsequent runoff, 63%
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perferred on-channel assignment, while only
36% preferred the option that put

Rockford stations on-channel and Madison
stations on lower positions. As a result,
Jones will make the shift to on-channel
carriage Dec. 1, after the November
sweeps. In three cases, stations will recieve
better position than their on-channel
assignment. Warr-Tv Rockford (ch. 39) will
be placed on ch.8; wMsn(Tv) Madison (ch.
47) will move to ch. 10, and wHA-Tv Madison
(a PBS station) on ch. 21, will be placed

on ch. 11. Additional Madison on-air
assignments are channels 3, 15 and 27,
while additional Rockford assignments are
13and17.

Big league move

TNT, which passed 30 million homes in
July, allowing to begin carrying the NBA
games that had been carried on wTBS(Tv)
Atlanta, was scheduled to launch its NBA
schedule Nov. 3 with more than 35 million
homes.

Severai large systems are responsible
for much of that total, with Cox putting up
620,000 subscribers in San Diego;
Oklahoma City; Norfolk, Va.; Virginia Beach;
Spokane, Wash., and Lubbock, Tex.;
Viacom's 185,000 homes in San Francisco
and Dayton, Ohio; Multimedia’s 100,000
homes in Oklahoma City; Multivision's
380,000 homes nationwide; 300,000
homes from Century, including 150,000 in
Los Angeles, and 260,000 homes from
Continental in the Los Angeles area.

Dotted line

New Yorker's for Fair Cable has so far
collected 1,500 signatures in a drive to ask
Congress to provide cable with more
competition. The citizen's group was
created during MSG-Cabievision

Systems dispute over carriage, and has
continued activity, meeting with
congressional aides, asking Congress for
either reregulation of cable or allowing

the phone companies in and for giving local
franchises more control over programing
and pricing. The group is shooting for
10,000 signatures by Thanksgiving.

Legal tangie

The dispute between Cablevision

Systems and the state of Connecticut is
moving closer to a resolution, as both

sides have presented settlement
agreements that each has rejected. The
case now, however, goes to the Department
of Public Utility Control.

The OCC had recommended last
summer that Cablevision be fined $1 million
related to its dropping of MSG from its
service. Cablevision filed a settlement
agreement with the DPUC in which it said
it would refund $490,000 to subscribers if
the OCC petition was dismissed. The
OCC made a counter offer: the $490,000
refund (included in the DPUC's draft
decvision), and a cable hookup between
high schools and Cabievision as well as
a $50,000 in grants for each high school.

Cablevision rejected that offer, and the
matter now rests with the DPUC.

Promotional punch

The Nashville Network said it received
more than 150,000 responses durings its
Nashville Now-Country Time lemonade
flavored drink mix promotion. Country Time
sponsors aulo racing on the network,

with five semi-finalists in the contest winning
tickets to Daytona 500 and being eligible
for 1900 Pontiac Grand Prix grand prize.

Shop talk

The QVC Network announced

completion of its acquisiton of CVN
Companies, total consideration of which

is $462 million. QVC said the net worth of
thecombined companies is roughly $213
million. The deal will be financed by $347
million in senior debt from a group of
banks, lead by the Bank of New York, as
well as $30 million in subordinated debt
from Comcast. The banks have also issued
a $65-million revolving line of credit to
QVC. The network has to make a $50 million
payment by Jan. 31, 1990, and has the
option to borrow that amount from Tele-
Communications Inc. In addition to
finances, the deal's closing includes an
agreement by 30 cable operators serving
17.5 million subscribers to carry QVC until
2004, done in conjunction with the
issuance of preferred stock, which can be
converted into common stock at the rate

of one-half share per subscriber. From
programing services, the best products
from both will be blended together into one
network reaching 32 million homes. The
network plans a second “multiple merchant
shopping service,” that will reach seven
million homes on freed-up cable channels.

High marks

The Discovery Channel, C-SPAN, The
Learning Channei and CNN were among the
top five programing services used by
schools—behind the Public Brodcasting
Service. That's according to a survey
conducted by PBS, which gathered 417
responses from 1,068 elementary and

high school AV directors. Of those, 49% of
the school districts used PBS an average
of 14.2 hours per month. That was followed
by Discovery (34%, 12.5 hours), C-SPAN
(26%, 6.2 hours), The Learning Channel
(25%, 8.2 hours) and CNN (21.1%, 11.6
hours).

Rate advice

Robert Miron, president of Newhouse
Broadcasting and chairman of the National
Cable Television Association, called on
top cable executives to ease up on the
financial returns expected from their

cable systems so they can keep rate
increases at a minimum.

“If we can keep our own expectations
and demands in order,” Miron said in a
speech before the Washington
Metropolitan Cable Club, "we will go along
way toward helping our systems solve
some of their long-term political and
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business problems.” Hefty rate increases
not only cause poiitical fallout, but they
increase churn and retard increases in
penetration, he said. "Our industry's long-
term health is worth a lot more than a

point or two of cash flow.” After the speech,
Miron said how much the Newhouse
systemns will raise basic rates next year will
vary from system to system, but that the
overall revenue-per-subscriber increase
would not exceed the rate of increase
(14% over two years) found by the General
Services Administration’s 1986-88

survey.

In the running

The National Academy of Cable
Programing has announced eight finalists
for its "'Golden ACE" competition, with

the winner to be announced during
ceremonies Jan. 14. Finalists are: ACE:
Live Coverage of the French Bicentennial, a
six-hour program that featured live feeds
from Paris; Bravo's Unfinished Stories:
Anrtists and AIDS, a 13-part program on
AIDS; HBO'’s Comic Relief, a comedy
benefit that raised nearly $20 million;

CNN's Beijing coverage, beginning with the
Sino-Soviet summit and ending with the
events in Tiananmen Square; C-SPAN's
coverage of ethics in government,
beginning with the Oliver North trial and
ending with the resignation of House
Speaker Jim Wright; The Learning Channel's
Changing Skylines, an examination of
problems in U.S. cities; Lifetime's Your
Family Matters, an ongoing series on
issues such as child care, adoption and
date rape, and The Weather Channel, for

its environmental coverage.

Library help

Jones Intercable has made a $1 million
grant to the Library of Congress 1o fund one-
hour programs about libraries. Those
progrmas will premiere next year on Mind
Extension University, cable service that
offers college credit for video courses. In
addition, Jones and the library will form a
task force to determine how certain library
products can be better distributed
throughout the country.

More news

Lifetime and Hearst ABC News Services,
anew joint venture between Hearst
Broadcasting and Capital Cities/ABC,

have teamed to produce news programing
for Lifetime. Lifetime Weekly News, a 30-
minute news show featuring highlights of the
week’s news of particular interest to
women, will be co-anchored by former ABC
network correspondent Carolyn Sawyer
and former xHJ-Tv LOS Angeles news
correspondent Ronda Pierson. It will be
seen Fridays and Saturdays at noon ET.
Sawyer and Pierson will also alternate as
anchors of Lifetime News Update, a 60-
second news insert which will air six

times each weekday. Both shows will be
produced in Boston.
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Journalismem

‘Nightline’ marks its 10th year

Born of hostage crisis
in Iran, ABC program has
become late-night fixture

In the late 1970's. an item
high on ABC News presi-
dent Roone Arledge’s agen-
da was finding a vehicle for
a late-night newscast. He
was hunting for a story that
could launch it by making it
worth the affiliates” while to
give up time after their local
news shows went off the
air. The visit of Pope John
Paul II to the U.S. in Octo-
ber 1979 served as a hook
tor a late-night newscast,
but only tor the seven days
of the visit, which ended on
Oct. 7. Then. on Nov. 4,
1979,  Iranian  students
seized the American embassy. took its per-
sonnel prisoner and, to the shock and dis-
may of the U.S., refused to give up either.
The story was not ending; indeed, it was
burning itselt into the American psyche the
longer it lasted: Arledge had his vehicle.

On Nov. 8, 1979, ABC News went on
the air at 11:30 p.m. ET with The Iran
Crisis: America Held Hostage. with the late
Frank Reynolds as anchor. It and succeed-
ing shows offered a detailed look at the
hostage story—scenes of  blindfolded
Americans being paraded in front of the
media and of angry ¢rowds at the embassy
gates burning the American flag. On Day
12, Arledge was ready to go public with his
plan: the network would continue its late-
night speciuls until the ¢risis was resolved.
And then some. For on March 24. 1980,
with the hostages still under Iranian control.
Ameriea Held Hostege gave way to Night-
line, a name that allowed the network to do
any story that was at the top of the news on
any given day. And Ted Koppel, a diplo-
matic correspondent who had anchored

‘The Iran Crisis: America Held Hostage’ with
Frank Reynolds (above) was precursor to ABC
News's ‘Nightline’ with anchor Ted Koppel.

Ted Koppel

Hostage on several occasions, was installed
as the permanent anchor.

As ABC was preparing to celebrate the
10th anniversary of the embassy takeover,
on Friday (Nov. 3) with a one-hour special
edition featuring former President Jimmy
Carter, it is clear that Nightline has made
itself as much a broadcast news institution
as any morning or evening network news
show. More so. It is regarded. as writer
Arthur Unger puts it in the curent Televi-
sion Quarterly, as ‘‘the thinking man’s
news show.”

In part, that 1s because Koppe! has imi-
pressed himself on the American conscious-
ness as an intelligent, no-nonsense journal-
ist. (Koppel’s importance to the show is
evident on the nights when he is not in the
chair.) It is due in part also to the increas-
ingly strong bench of journalists on which
Koppel can call. Then, too, there is the fact
that most—even if not all—newsmakers are
drawn to the show. Henry Kissinger, a
friend of Koppel's, is a fixture. George
Bush and Michael Dukakis, at a time, dur-
ing the final weeks of their contest last year
when they were not giving interviews,
showed up. separately. for chats with Kop-
pel, though to the advantage of neither can-
didate. (Bush. for instance, insisted on call-
ing Koppel *Dan.”" Dukakis, Koppel says,
failed to take advantage of the opportunity
to make the kind of positive statement that
might have helped his disintegrating cam-
paign.) And the show has done as much as
any piece of broadcast journalism to intro-
duce officials of foreign governments,
friendly and not, to the American people.

It is in that connection that Koppel feels
the show has made a contribution to televi-
sion journalism. As he notes, neither Night-
{ine nor its predecessor, Hostage, was the
first to do an interview with a person who
was somewhere else than in the studio and
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was seen in a chromakey
screen. Edward R. Murrow
did it in the 1950s and the
MacNeil/Lehrver NewsHour
more recently. But Hostage
was the first to interview
several people in distant lo-
cations. each in a chroma-
key screen, to enable them
not only to answer the inter-
viewer's questions but to
comument on each other’s
answers. He recalled a Hos-
tage show he anchored that
featured the then-Secretary
of Defense Harold Brown,
in Washington; the foreign
ninister of Iran, in Tehe-
ran, and Vladimir Pozner,
the Soviet journalist, in
Moscow. ‘“‘*At one fell
swoop, ~ Koppel says, ‘‘we
shrunk the world into a global village.””
Now that kind of technological wizardry is
SO common 4as 10 go unnoticed.

It the introduction of that technique was
driven by necessity, so was the technique
Koppel calls *‘Petacque.” Several years
ago. when appearing on Nightline did not
carry the same cachet it does now, Koppel
was having trouble finding a first-line cor-
respondent to do a story on Chicago. So the
order went out: **Find the best crime report-
er in Chicago.”” One was found, and inter-
viewed. and his comments were edited as
they would be for radio, and covered with
video. Voila! A handsome piece on the
Chicago mobs, without the intrusion of a
correspondent. The reporter’s name? Art
Petacque. of the Chicago Sun-Times.

It Nightline 1s sometimes viewed as vali-
dating the importance of a day’s event by
focusing on it for the better part of a half
hour (or more. sometimes. as aftiliates will
attest). its producers and Koppel have iried
to contribute to the understanding of com-
plex problems by picking up and moving to
the trouble spots—as they did in 1985,
when they went to South Africa to explore
the issue of apartheid, and in 1988, when
they went to Israel to examine the Arab-
Israeli problem and, in the process, hold an
extraordinary town meeting attended by
500 Israelis and 150 Arabs. That show,
which also featured panels of prominent
Arabs and Israelis, ran for more than three
hours.

Nor were those the only foreign excur-
sions. In 1985, Nightline was in Ho Chi
Minh City, on the 10th anniversary of the
American withdrawal from Vietnam. Kop-
pel recalls that program particularly for the
interminable answer Politburo member Le
Duc Tho gave in response to a question of
his, in the sultry heat of late morning on the
roof of the Caravelle Hotel, as Henry Kis-




singer sat, fuming, in the ABC News studio
in Washington, waiting to be interviewed
and, when he was, criticizing Nightline
correspondents for what he said were their
one-sided accounts favoring the Vietnam
position. And in 1986, it was Manila, to
cover the ouster of Ferdinand Marcos as
president. That was not easy, either.
Koppel and his crew. held up in Hong
Kong because the Manila airport was
closed, arrived at the presidential palace
just in time to see helicopters flying off,
carrying Marcos, whom Koppel had
planned to interview. Because of the 12-
hour time difference and the double duty
Koppel and his stalf were pulling—anchor-
ing World News Tonight—Peter Jennings
was in Moscow—and then Nightline, the
missed connection with Marcos, Koppel
says, was the start of four days and five
nights without sleep for him and his staff.
In the grand scheme of things. those are
minor inconveniences. The show has
earned fistfuls of awards, and regularly at-
tracts an audience of between 5 million and
7 mullion viewers, even if it rarely beats
Johnny Carson. On occasion it does,
though, as it did on the night of May 27,
1987, when Koppel interviewed Jim and
Tammy Bakker. The show achieved a 15.3
rating and 42 share, tts highest ever. (And
to those who turn up their noses at the
number of times Koppel had the Bakkers on
the show. he points to the amount of front-
page spacc such prestigious newspapers as
The New York Times and The Washington

Post have devoted to the Bakkers.)

But has Nightline had an impact on
events? Koppel has no illusions. "*All we
[journalists] can hope for.,”” he said, ‘‘is
that we bring events to the attention of
people in government and to the public’s.™
It is the people in government who do
things—not the journalists. he said. And it
is the people who must become engaged.

Which led Koppel to recall a line from
Dante’s *““Inferno’” that he said was a favor-
ite of President Kennedy: ‘‘The hottest
places in hell are reserved for those who, in
time of great moral crisis, maintain their
neutrality.”” **That's a definition of a jour-
nalist,” Koppel said.

Perhaps. But Nightline and Koppel will
continue to run the risk of that fate as they
proceed in the months and years ahead to
deal with the heavy budget of news being
thrust upon them: the extraordinary changes
going on in the Soviet Union and the rest of
Eastern Europe and China and South Afri-
ca, as the people there press their demands
for greater freedom and democracy: the on-
going crises in the Middle East, and the
problems the U.S. will have in adjusting to
those conditions—not to mention those it
faces in restoring itself to the status of a
truly world-class power. Arledge appears 1o
have been right, 10 years ago, when he bet
there would be enough news to sustain a
late-night newscast, provided it was given
the talent and resources to do the job. All it
took to get started was an American disaster
in Teheran. -1z

More news

Survey shows TV stations adding
coverage, especially in morning;
percentage of stations with

no newscasts has dropped

The distractions with which television news
operations must contend in sceking to build
audience are not prevailing, according to
the nation’s news directors. Media, Pa.-
based ARBOR Inc.'s fourth annual news
director survey. at least, indicates that news
directors feel that viewers' appetite for
news continues to increase. Since 1987, the
percentage of news directors who feel that
way has risen from 26% to 41%. The num-
ber of news directors serving as a base
increased in that time from 145 to 173.
And in response to that perceived expan-
sion of appetite for news programing, the
survey shows thal news coverage continues
to expand, especially in the early moming
hours. The percentage of stations increasing
early morning news increased from 27 in
1988 to 35 this year. And the percentage of
stations with no news in the early morning
dropped, from 16 to 5. The increase in
news programing in the early evening was
also significant. from 15% to 22%.
However, the nation’s news directors re-
port operating under constraints. For in
spite of the expansion of news programing,
news directors are reporting operaling with
smaller staffs. Whereas in 1987 45% of the
news directors reported operating with
more staff than in the past, this year the
percentage was 34, while the percentage of

is the news

stattons reporting operating with less staff
increased, from 14 to 28.

Given those figures, it was not surprising
that six of 10 news directors said they have
more financial pressure than a year ago.
However, the rate of increase is declining.
A year ago, the percentage reporting greater
pressure than in the previous year was even
higher. 79. But news directors in markets
51-100 seem particularly hard hit. Eighty
percent of them—up from 78% last year—
reported more financial pressure. Consider-
ing all markets, however, 31% of the news
directors said the pressure is about the
same. Last year, that percentage was 17.

If viewer interest is a factor in an in-
crease in the number of news hours, it is
also a factor in the decision of news direc-
tors to inject some ‘‘infotainment™ into
their news product. Just under four of 10
news directors feel that viewers expect
more entertainmient from local news. The
*infotainment”’ influence is heaviest in the
Midwest, where 42% of the stations report
interest in such programing, and in markets
51-100. where the percentage of directors
reporting that expectation is 44. To accom-
modaie that interest, stations report using
more features. better quality video, news-
cast cosmetics, and fast-paced news. But
while 8% of the 65 stations responding to
the question said they were using *‘enter-
tainment/fluff pieces,”” another 8% said
they were airing ‘‘hard news stories/less
fluff.”

And as for the issues viewers consider
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important, the news directors reported that
crime and personal safety, drug abuse and
environmental issues remain the top con-
cerns to viewers. Compared to the findings
last year, accountability of politicans has
risen in importance to viewers, while AIDS
has dropped. -Lz

Radio news report

Radio broadcasters’ cutting of news-infor-
mation programing to save costs is a short-
term solution that undermines one of the
medium’s strong points. ABC News execu-
tive Jim Farley, director of program devel-
opment for radio, told intermational radio
news executives at a Washington confer-
ence last week.

“*There is less news taday on the radio in
large American cities than there was five
years ago. The number of full-time radio
news jobs in the U.S. has decreased drasti-
cally, and many radio stations have fired
their entire news departments,” he said.

Farley acknowledged that the shift by
listeners in recent years from AM to FM
has forced AM’s to cut costs to match
falling revenues and audiences. But the
executive was critical of broadcasters who
were unwilling to make long-term invest-
ments in new formats, and challenged
“‘quick-fix"" remedies that often translat-
ed into cutting news budgets or entire
news departments.

On a more optimistic note, Farley said
commercial radio in the U.S. has often
faced adverse markets and emerged stron-
ger. He cited as evidence of the health of
the medium recent surveys that show that
virtually every American household has at
least one radio and that nearly 95% of the
people in the United States listen to the
radio at least once every week.

*'Radio is still the dominant medium in
the United States in the moming and in the
middle of the day,”” added Farley.

Regarding the importance of news-infor-
mation programing, Farley argued that AM
stations that make the top-10 list in the 50
largest U.S. markets have one element in
common: “‘They all do a credible job of
programing news and information. That's
what keeps them competitive with FM radio
stations in their markets.’

Formats include all-news, talk, news-
talk, full-service and personality-based ra-
dio, said Farley, **but each of these suc-
cessful AM radio stations in the top 50
markets has carved out a niche in providing
news and information.™

For other, less successtul stations, partic-
ularly AM’s, Farley said format experimen-
tation is a must. Among new forms that
have been taken up by broadcasters in vari-
ous markets are all-sports radio, all-finan-
cial or money-oriented programing and
children’s radio.

Farley acknowledged, however, that not
all format experiments succeed. Among
those he said have had to be abandoned
after brief tries: all-weather radio in Minne-
apolis, car radio in Los Angeles, game-
show radio in San Francisco and all-come-
dy radio in Washington. —AAG



AM stand-alones look for a niche in time

BROADCASTINGS sixth installment in an ongoing series on AM radio—previous
segments ran July 3, Aug. 14, 21 and 28 and Oct. 9—Ilooks at the strategies of

he decline of AM radio in listener

share and market revenue has been

documented extensively. And
those most affected by the downturn in the
elder band’s fortunes have been the stand-
alone AM operators. But a survey conduct-
ed by BROADCASTING last week reveals that
many of those operators are far from ready
to roll over and go dark. The broadcasters
differed in their strategies for keeping AM
programing viable, but they all agreed they
were commiited to the medium for the long
run.

Wes Cookman, president, WIDUAM)
Fayetteville, N.C., summed up the views of
his colleagues on sticking it out on AM:
“‘Give us AM stereo receivers, help us by
cutting down interference, give daytimers
nighttime power and [’'m willing to stay in
business. I think there is a lot of potential
here.”’

Cookman characterizes Fayetteville as a
‘‘good radio market”’ but has some trepida-
tion about a 50 kw FM scheduled to sign on
in the market and an 80-90 FM scheduled to
be allotted next year. WIDU programs black
gospel music with a heavy emphasis on
news and community affairs. Cookman
sees his as a ‘‘niche’’ format and is con-
vinced that AM operators need to explore
niche programing possibilities in their mar-
kets to survive.

According to Cookman, a cursory look at
the station’s performance since it signed on
in 1958 shows it was profitable every year
until 1980. ““From 1981 through last year
the station hasn't done anything but lose
money,’” he said. Since last year the station
has bounced back, largely due to its pro-
graming, said Cookman. He added: *‘It will
never be a terribly profitable operation, but
I believe we can stay in business.”

Cookman is willing to put his money
where his belief is—the station has received
FCC approval to boost its power to 5 kw
full time, and, Cookman added, they will
be installing a new ground system. The
station also hopes to go to stereo broad-
casts, but Cookman doesn’t see that as be-
ing 2 major boon to the station—largely
because there are so few AM stereo receiv-
ers being sold. ‘*Our plans are to go to AM
stereo, but [ sure hope the receivers are out
there to pick up my signal in stereo,”’ he
said.

““Things are extremely difficult for AM.
Proposals being discussed are meaning-
less,”’ said Dick Wright, KSVY(AM) Spo-
kane, Wash. ‘‘The answer to AM’s prob-
lems is to give audiences a reason for
listening,’” he said. ‘‘You must give the

AM stand-alone operators

audience in a market something that they
cannot get somewhere else, and remember,
you cannot compete with the FM’s for mu-
sic.

Wright is in what he believes is 2 unique
situation. He is running KSvY temporarily
until the station is sold. ““This station is on
the air to keep the license alive until it can
be sold,’” he said. ‘‘There is no effort being

made to sell spots—we are playing 12
hours of big band music Monday through
Saturday.”’

According to Wright, the station went off
the air because of prior mismanagement
during an ownership transition period. But
in spite of the problems at KSVY, Wright
believes there is still hope for AM with
niches such as talk, information and sports.
“‘In smaller markets it is relatively inexpen-
sive to come up with a successful opera-
tion,"” he said; “‘any satellite-delivered for-
mat cannot beat a local operator with two
ounces of common sense.”

But there are those who disagree with
that assessment. Don Keyes, president and
general manager of WTAL(AM) Tallahassee,
Fla., sees network radio as the answer to
station operators who cannot afford to pro-
duce quality programing. ‘‘Conceptually,
network radio is a great idea,’’ he said. ‘]
switched over to talk [Sun Radio Network]
about a year ago—I wish I had done it two
years ago. [ cannot afford a local news
operation,’” he said.

Mike Dulaney, president, KMRY(AM) Ce-
dar Rapids, [owa, can corroborate Keyes's
success with network radio. Dulaney re-
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ports that business is healthy and that KMRY
is growing. The station programs Satellite
Music Network’s Stardust format that tar-
gets the 45-plus age group. **We are selling
a niche market concept,”” he said.

The need for niche programing, said
Dulaney, has come about because of what
he sees as the excessive number of radio
stations on the air. His response to the
regulatory proposals that would give AM
operators low-power FM’s is adamant:
““The last thing that would be a salvation to
the industry is to put more radio stations out
there. If you go back and look at the in-
crease in number of radio stations, you will
see why the industry has fractionalized it-
self. There are too many radio stations out
there.”

Dulaney sees hope for AM in some of the
technical ideas being proposed. A technical
proposal that has captured the imagination
of Dulaney and many other AM broadcast-
ers is the continuous tuning AM-FM receiv-
er.

Keyes would like to sce the industry push
for the continuous-tune AM-FM set. Said
Keyes: “'If you are sitting there on the AM
band with something wonderful happening
as far as programing goes, nobody is going
to know about it unless you spend tons of
money promoting it and advertising it.”" In
many instances, he pointed out, an AM
operator will not have that money to spend.
*‘In a continuous dial situation,’’ he said,
“‘scanning the dial would allow you to sam-
ple the AM programing as well as the FM
without making the extra effort of flipping
the band on."

Some of the AM operators contacted de-
clined to comment about their station’s situ-
ation. But all of them reiterated their belief
that the downward slide of the band can be
turned around. Dulaney echoed their senti-
ments with his assessment of the AM-FM
dichotomy: ““As I go back to the reasons
that we lost listeners from AM in the first
place—overcommercialization, too much
not playing music and playing too many
other things—and then I look at FM’s com-
ing into that position that AM's had in the
past, I see FM’s have started making those
mistakes.'” Dulaney believes that AM can
benefit from FM's vulnerability and gain
back its audience.

Another area where Dulaney sees room
for improvement is in the way AM sells
itself. *‘The biggest mistake we make as an
industry is to sell against ourselves instead
of other media,”’ he said. He would like to
see the industry band together and take dol-
lars away from other media instead of fight-
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ing over the share they now have.

WKTY(AM) in LaCrosse, Wis., has been
on the air since 1947. It is managed by
Steven Sach, who also manages co-owned
and co-located wSPL(FM). (The AM was
included in BROADCASTING’s survey be-
cause it is marketed and sold independently
of the FM.) According to Sach, tﬁg station
has been a market leader for years. It pro-
grams news and local sports, including
Green Bay Packers football and Milwaukee
Brewers baseball, as well as high school
and two area college games.

““We are an aggressive AM. We are not
sitting around watching FM take our audi-
ence,”’ he said. Sach believes too many
AM operators initially said, ** ‘we can’t
win’ and just gave up.”’ Although he admit-
ted that life is easier for AM-FM combina-
tions, he sees too many operators using the
AM as a ** ‘gimme’ or, ‘if you buy the FM
for $25, we’ll throw in the AM for $5
more.” They are selling the FM first and
using the AM gratis,” he said. ‘‘We are
going to be very aggressive to promote our
AM and invest in our programing,’”” he
added. “‘Instead of standing here hoping no
one stops listening, we are going to try to
convince those FM listeners that we have
programing for them. And yet—I have an

Leonard Norcia, general manager of
WVIS(AM)-WSTO(FM) Owensboro, Ky., also
programs his AM separately from the FM.
He, too, believes in the band but is not too
optimistic about technical advances such as
AM stereo. ““Our AM broadcasts in ste-
reo,”” he said, ‘‘but the only thing stereo
helped was to boost morale at the station—
there are no receivers around to tune us in
in stereo.””

But Norcia believes AM can be a money-
maker. ‘‘Treat it like a radio station, not an

AM station,”” he advised. *‘It won't make
money like FM, maybe, for now, but cer-
tainly you will make money.

‘I look around as I'm talking,”” Norcia
continued, ‘“‘and 1 think: ‘Our AM radio
station built this complex.” ™’ -LC

FCC sets stage for AM hearing

Nov. 16 en banc hearing on improving
AM includes mix of engineers,
broadcasters, NAB staff

and members, others

The FCC’s lineup for its Nov. 16 en banc
hearing on ways to improve AM radio,
which was released last Tuesday (Oct. 31),
includes five panels and 25 broadcasters,
trade association executives, consulting en-
gineers and receiver manufacturer represen-
tatives.

At the urging of the National Association
of Broadcasters, the FCC voted at its Sep-
tember meeting to hold the day-long hear-
ing. Not surprisingly, NAB staffers and
members are well represented on the sched-
ule.

The panels and panelists:

Overview: Lowry Mays, president and
chief executive officer, Clear Channel
Communications, and NAB joint board
chairman; William R. Sanders, president,
KICD-AM-FM Spencer, lowa, and NAB radio
board chairman; David Hicks, president
and chief executive officer, Hicks Broad-
casting Corp, and John Abel, NAB execu-
tive vice president, operations.

Receivers: Art Suberbielle, president,
KANE(AM) New Iberia, La.; Michael Rau,
NAB vice president, office of science and
technology; Tom Friel, group vice presi-
dent, Consumer Electronics Group, Elec-
tronic Industries Association; Mark Horiki,
Matsushita Electric Corp. of America, and
Frank Hilbert, manager, modulation sys-

telms laboratory, corporate research, Motor-
ola.

Expanded band: Jim Johnson, president,
WDAO(AM) Dayton, Ohio; David Honig, at-
torney representing minority interests; Tom
Kigin, vice president, Minnesota Public
Radio; John Quinn, owner, wiDM(AM) Eliz-
abeth, N.J., and Bayard Walters, owner of
four AM stations and former chairman of
the NAB Daytimers Committee. (The panel
will explore possible uses of the 1605 khz-
1705 khz band, which will open up next
year.)

Technical and assignment issues: Wal-
lace Johnson, president, Moffet, Larson
and Johnson; Jerry Smith, operations man-
ager and chief engineer, wWPDQ(AM) Jack-
sonville, Fla.; Alan Okun, president-gener-
al manager, WGFP(AM) Webster, Mass.;
Wayne Eddy, president-general manager,
KYMN(AM) Northfield, Minn., and Arlen
Diamond, general manager, KSMU(FM)
Springfield, Mo.

AM improvement and the future: Ted
Snider, owner, KaRN(aM) Little Rock,
Ark., and co-chairman of the NAB’s con-
ference of AM broadcasters last March;
Richard Harris, chairman, Group W Radio;
Wayne Vriesman, vice president, radio,
Tribune Broadcasting, and pre