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Where the future is

To succeed tomorrow, you
have to be prepared today.

That’s why Hughes
Communications is in the
midst of an unprecedented
development plan to launch
spacecraft that will not only
accommodate current satel-
lite communication technol-
ogy, but will also anticipate

technology that is still on the
drawing board. We’re right
on schedule in 1992 with the
launching of our new HS 601
satellites — Galaxy VIl and
Galaxy IV— each with
dual payload Ku and C-band
transponder capacities.

As an equity partner in
American Mobile Satellite

Corporation, we'll play a vital
role in bringing the equivalent
of cellular communications
service to all of the United
States and Canada by the
mid-1990’s.

Digital compression is a
prime example of next-gener-
ation technology that will
help us meet the growing




right on schedule.

demand for satellite services.
Today our satellites offer the
highest power available to
support our customers’ com-
pressed video requirements,
and in 1994, digital compres-
sion will directly benefit our
DirecTv™ network. With a
single DirecTv satellite, we
will be able to reach virtually

every television household in
the country, giving marketers

both the efficiency of mass
merchandising and the
effectiveness of niche selling.
This uniquely positions
Hughes Communications as
the undisputed world leader
in satellite communications,
for this decade and into the

©1992 HCI, GM Hughes Electranics, NYSE Symbol GMH

next millennium.

That’s why the future
belongs to us. And it’s right
on schedule.

We're on a Mission.

HUGHES

COMMUNICATIONS
L - .

A unit of GM Hughes Electronics
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SENATE LOWERS THE BOOM ON CABLE

S. 12 passes 73-18 after substitute fails; retransmission consent and

must carry in victorious package; House takes its turn next

By Randy Sukow

he U.S. Senate

handed cable TV a

humbling  rebuke
last Friday (Jan. 31),
passing S. 12 (the Cable
Television Consumer
Protection Act) by a
compelling 73-18 vote.
Included in the reregula-
tory package (along with
rate regulation): retransmission con-
sent and must carry, twin provisions
that hold out to broadcasters the pros-
pect of a second revenue stream, and
access to programing, which would
give cable's competitors a crack at its
most popular programing.

S. 12 was authored by John Dan-
forth (R-Mo.), ranking minority mem-
ber of the Senate Commerce Commit-
tee and a bitter cable foe, who led the
fight for passage. A proposed S. 12

Senator John Danforth: ‘Cable is an
unregulated monopoly’

substitute introduced by Bob Pack-
wood (R-Ore.) and backed by the ca-
ble industry and the White House
went down to a 35-54 defeat. That
proposal would have deleted S. 12's
access-fo-programing rule and set a
weaker rate regulation provision, but it
retained must carry and retransmis-
siocn consent.

A vote of over one-third of the Sen-
ate for the substitute gave cable some
hope that the White House's threat-

ened veto might be sus-
tained. It “means we
shall live to fight another
day,” said National Ca-
ble Television Associa-
tion President Jim Moo-
ney. “This thing has a
® long way yet to go, in-
cluding a potential veto,
and it's up to us to re-

Senator Bob Packwood: Substitute double our efforts in the
measure defeated 54-35

House to see that the ex-
treme bill does not prevail.”

The truly significant number, S. 12's
supporters said, was the mere 18
votes in opposition to their bill. “If all
they can get is 18 votes in January,
what are they going to get a couple of
weeks before the election?” said
James C. May, government relations
executive vice president for the Na-
tional Association of Broadcasters.

In any event, cable clearly cannot

Continues on page 6

’ FCC SAYS RADIO IS IN ‘PROFOUND FINANCIAL DISTRESS’

mall fradio] stations—the bulk of the jndustry—are

in profound financial distress.”

That's the first line and bottom line of an internal
FCC report on the state of the radio business distribut-
ed to Chairman Alfred Sikes and other commissioners
last week.

"Radio today is a world of large haves and little
have-nots,” the report says. “Industry revenue and
profits are overwhelmingly concentrated in the small
number of large radio stations, while most small sta-
tions struggle to remain solvent.”

One indicator of the “distress™: by the FCC's count,
287 radio stations have gone dark, 53% in just the last
12 months.

Not surprisingly, the findings undergird pending pro-
posals to relax the radio ownership ruies, which pro-
hibit a company from owning more than one AM or FM
in a market and from owning more than 12 AM's and

12 FM's. (A minority-controlled company may own up
to 14 stations of each type.) The FCC may vote on the
ownership proposal in March:or April.

“The potential economies from consalidation wouid
materially improve industry profitabiiity,” the report
says. "If a conservative 10% of general and adminis-
trative costs could be eliminated, for example, the
savings would raise industry profitability by 30%,"” the
report continues. “Adternatively, these savings could
immediately boost flat per-station programing outlays
by 5% and still raise industry profits by 15%,” the
report says.

The top-50 large-market stations, just one-half of
1% of the some 10,000 stations now on the air, ac-
count for 11% of industry revenue and 50% of industry
profit in 1990, the report says. Yet stations with less
than $1 million in annual revenues—75% of all sta-
tigns—on average, lost money in 1990, it says. -au
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Hill may
' move to
allow license

depreciation

Rostenkowski seen likely to alter
plan for franchise treatment

By Geoffrey Foisie

roadcasters may be given a

break on depreciating for tax
purposes the value of their FCC
licenses. J. Michael Hines, a partner
with Dow Lohnes & Albertson, told
BROADCASTING last week there is now
a 60-70% chance that Representative
Dan Rostenkowski (D-ll.), chairman
of the House Ways and Means Com-
mittee, will change a bill he introduced
last summer (BROADCASTING, Aug. 5,
1991) that, as currently worded, spe-
cifically excludes from depreciable as-
sets government-bestowed  fran-
chises that are "indefinite in duration.”

Tax counsel for a number of other
major communications companies
said they were also optimistic, but
thought it was too early to predict a
change. Such an alteration in the leg-
islation would be money in the bank
for broadcasters, since FCC licenses
are a significant portion of a station's
acquisition price. The depreciation of
that portion would increase taxable
expense, thereby reducing the
amount of taxable income and, thus,
taxes eventually paid.

A mark-up of the Rostenkowski bill
is not expected until March. The legis-
lation as currently written is said to
have the support of the Internal Reve-
nue Service and the Bush administra-
tion.

Many broadcasters, and the NAB
itsetf, were still concentrating on get-
ting the legislation’s depreciation peri-
od, currently set at 14 years, reduced
for programing contracts, which typi-
cally run only four or five years. One
group owner suggested that broad-
casters could avoid the lengthened
depreciation period by selling their
contracts back to the syndicator for a
nominal sum at the end of their run
and taking a write-down on the sale.
Others suggested the strategy may

L.

Thisa\Week

SENATE PASSES
s.12/4

By a 73-18 vote, the
Senate last Friday
passed the 5.12

cable reregulation bill.
The legisiation now
moves to the House,
where a bill is
expected to be marked
up in six to eight
weeks.

SWEEPS
STAKES / 18

CBS hopes Feb-
ruary-sweeps Winter
Olympic coverage
will bolster its one-
point-plus season-
to-date lead, but the
competition plans
some aggressive
counterprograming:
ABC and NBC have
miniseries and
theatricals, and Fox is
staging a week-long
Fox Summer Games.

INTERCONNECT
HOPES / 24

Hopingtograb a
larger slice of the spot
advertising market,
New York cable oper-
ators are forming an
interconnect service for
ad buys. Able to sell
the entire DMA, the
interconnect bills
itself as New York's
seventh station.

Cable goes for bigger
slice of spot (p.24).

TRRLE 2.5%
B < ou o

CBS

hopes
Winter
Olympics
firm up
ratings lead
(p.18).

TELCO-CABLE
CONDO / 26

U.S. West's Richard
McCormick urges a
“condominium”
approach to broadband
fiber networks: tel-
cos and cable opera-
tors would share the
facilities, but each
would control its
| own sheath of fibers.
TCl is a potential
partner.

FOOTBALL SCORES
FOR RADIO / 29

A comparison of fall
and summer '91
Arbitrons shows that
24 of 29 NFL flagship
stations picked up
listeners when the
season got under
way. The biggest
winner was WwL(aM)
New Orleans.

FCC'S MOVING
DRAMA / 32

Overruling the
recommendation of his
staff, GSA Adminis-
trator Richard Austin
has tentatively
selected the Portals, a
new office building
tucked away in
Southwest Wash-
ington, as the new FCC
site. Commission
Chairman Alfred Sikes
responded in a letter
that he would rather
stay put than switch.

CAPTIVE CRISIS
1\ AUDIENCE / 38

\ The Network Televi-
\ sion Association has
\ sent avideo o ad-

————— vertisers extolling

the benefits of com-
mercial buys during

unscheduled news
coverage. Audiences
are “very sophisti-
cated,” the NTA says,
citing polling data to
show that viewers con-
sider advertising
support of news cov-
erage a public

service.

VIDEO-COMPUTER
CONUNDRUM / 40

Engineers meeting
for the SMPTE imaging
conference this

week will air their
opinions on the

issue of universal
standards for video
and computers. A
limited survey of
participants suggests
the twain are years
from meeting.

NEW ADDRESS
IN NEW YORK

On Friday, Jan. 31,
BROADCASTING's New
York office moved to
475 Park Ave. South,
New York 10016.
The phone number is
(212) 340-9860; fax
is {212) 340-9869.
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not be possible and were looking to
shorten the period.

Whether the cable industry would
be given similar relief may depend on
whether changes in the legislation’s
wording are applied to all govern-
ment-bestowed franchises or only
those granted by the federal govern-
ment.

If the legisiative changes are not
made, some broadcasters and cable
operators may challenge the depreci-

CONGRESS PASSES §.12

Continued from page 4.

rely on a veto to save them from oner-
ous legislation. The cable industry’s
"veto card is no longer an ace. It may
be a queen or it may be a jack,” said
one House aide. The cable-bill spot-
light now shifts to the House side of
the Capitol, where broadcasters are
confident that the lopsided vote in fa-
vor of S. 12 will hit “as a political
message that consumers want ac-
tion...They have to get cracking on
this deal,” May said. Immediately af-
ter the Senate vote, House Telecom-
munications Subcommittee Chairman
Edward Markey (D-Mass.) announced
his intention to mark up a cable bill in
six to eight weeks.

Recognizing the intention of Mar-
key and House Energy and Com-
merce Committee Chairman John
Dingell (D-Mich.) to pass cable legis-
lation this year, the cable industry
strategy is expected to be less con-

STOCK MARKET
UNCHANGED OVER S.12

he victory for S. 12 in the Sen-

ate did not catch the stock
market by surprise. Market reac-
tion to major events is usually
instant, and cable MSO stocks,
for the most part, closed flat last
Friday (Jan. 31), the day of the
vote. Cable stock trading echoed
that of the NASDAQ index,
which was off by less than 1%
Friday compared to Thursday.

"Most people thought the bill
would pass strongly,” said Jay
Nelson, analyst, Brown Brothers
Harriman. First Boston analyst
Mary Kukowski added that the
“"House has yet to do its routine,
and they have always been a
moderating force. Chances are
good that the end result will be a
lot more moderate.” -

ation policy in court. One case dealing
with the depreciation of cable fran-
chises was won by Tele-Communica-
tions Inc., and will soon be argued on
appeal at the federal court in Denver.
Briefs filed in the case suggest that
the 1RS is appealing on the grounds
that cable franchises do not constitute
| an “agreement” for the purposes of
the existing law.

Cable had some good news from

| Washington last week when Presi-

dent Bush proposed an “investment
price allowance.” In his budget state-
ment, Bush proposed that those who
invest in equipment and certain other
assets be allowed to depreciate an
additional 15% during the first year.
Details were sketchy, but one Wash-
ington tax attorney said the allowance
would apply to equipment purchased
on or after Feb. 1 and before Jan. 1,
1993, and placed into service before
June 30, 1993. u

frontational in the House than in the

Senate. Cable will probably try to cut
| a deal with House leaders on cable
| legislation rather than mount a quixot-

ic fight to defeat it.

Momentum for the substitute was
damaged by press reports of a memo
from NCTA's Mooney informing the
association's board of directors that
the Bush administration “is on board
and will be supporting the substitute-
...but wiil not [publicly] support the bill
even if the amendment is adopted.
We are taking the same position™
(BROADCASTING, Jan. 27).

Before the memo surfaced, "l got
my hopes up because | got wind of
the fact that compromise was again in
the wind...| was toid that a proposal
had been put forward and the White
House had signed on to the propos-
al,” said Danforth at the opening of
debate last Monday (Jan. 27). "It
turned out that there wasn't any com-
promise proposal at all. Neither the
| cable association nor the administra-
tion is willing to compromise.”

The memo “sort of came in there
l like a frag bomb,"” said Tim Wirth {D-

Colo.), a supporter of the substitute.
| “Iit went off first on Friday [Jan. 24]
and then the thing kept going off.”

Most of the debate on the substitute
was limited to three hours last Friday
morning. The bill was originally
planned for introduction the morning
before, but Packwood could not come
to the Senate chamber due to an eye
injury. A Packwood request to delay
the debate until this week was op-
posed by Senate Majority Leader
George Mitchell (D-Maine), who ob-
tained a unanimous consent agree-
ment to schedule votes on the substi-
tute and S. 12 on Friday.

Packwood, with a large patch on his
right eye, appeared on Friday to ar-
gue for his bill. "The cable programer
{under the access-to-programing pro-
vision] will be required to seli his prod-
uct to his competitor,” he said during

debate on the access-to-programing
provision. | know of nothing else in
the law where the holder of a copy-
right or trademark is compelled to sell
to competitors.”

Toward the end of the week’s de-
bate, access to programing and rate
regulation were the main points of
contention. “This is not about retrans-
mission consent and must carry. Both
{S. 12] and the substitute have must
carry and retransmission,” Wirth said.
“This is about an attack on the new
guy on the block—the cable industry.”

After the vote, Wirth gave broad-
cast lobbyists damning praise for
pushing the provisions through. “i’'ve
been doing this for almost 20 years—
telecommunications iegislation—and
this is the first time I've seen the
broadcasters do a good job. They
really did a good job.”

Broadcasters were not yet ready to
declare final victory. Many expect
House Judiciary Committee Chairman
Jack Brooks (D-Tex.) to attempt to
halt further consideration of retrans-
mission consent on grounds that it is
incompatible with the cable compul-
sory license.

Dennis DeConcini {D-Ariz.), chair-
man of the Senate Copyright Sub-
committee, who argued against re-
transmission consent during last
week's debate, said he would hold
hearings on conflicts with the compul-
sory license and will seek to have
himself and ranking subcommittee mi-
nority member Orrin Hatch (R-Utah)
included on the cable bill's conference
committee later this year.

In one respect, the differences be-
tween S. 12 and the substitute nar-
rowed during the debate. The substi-
tute's proposed expansion of the rural
exemption on telco ownership of ca-
ble systems from comrmunities with
2,500 or fewer resident to areas with
10,000 residents was added to S. 12
through an amendment offered by
Slade Gorton (R-Wash.). L
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, Weinsure
" broadcasters
aﬁamst

e1r worst
nightm:

Dead air. Whether it’s from a lightning strike or technical difficulty, there’s
nothing worse. As a broadcaster, you have to do whatever it takes to stay on the air. As an
insurer, Chubb is there to help you do it.

Chubb offers one of the most comprehensive insurance programs, which is tailor-
made for the risks that broadcasters face (excepting primary libel and slander
coverage). With Chubb’s reputation for fast claim service, it’s everything a
broadcaster could dream of. For more information, call your agent or broker

or 1-800-36 CHUBB. cHUBB

For promotional purposes, Chubb refers to member insurers of the Chubb Group of Insurance Companies who issue coverage.
Chubb is proud to participate in “American-Playhouse.” Watch for it on PBS.
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NEWSPAPER REPORTS TIMED TO S.12 DEBATE

oth pro-cable and anti-

cable salvos were fea-
tured in the nation's press
last week, timed to coincide
with the S. 12 debate.

Reports of possible secu-
rities violations by Tele-
Communications Inc. and its
top officers were prominent
in the Wall Street Journal,
which alleged that between
1979 and 1985, cable sys-
tems were swapped be-
tween TCI and its chairman, Bob Magness, and CEO
John Malone in a series of “labyrinthine self-dealings”
that gave them effective voting control of the company.
According to the article, TCI, through small subsidiar-
ies, bought several Utah franchises, transferred them
(it is unclear how) to separate Malone and Magness
companies and later bought back the franchises for
one million shares of class B stock, about 13% of all
shareholder votes. The initial franchise transfers to
Malone and Magness were never reported to the Se-
curities and Exchange Commission.

TCI’s Malone

A spokesman for the SEC
said no statute of limitations
applied to the federal gov-
ernment that would keep it
from investigating the TCI
matter or any other matter.

Arthur Strong of the Utah
attorney general’s office said
there are statutes of limita-
tion but would not say if
those statutes relevant to
the Wall Street Journal story
had expired.

In the Los Angeles Times, former ABC Television
President John Severino defended the cable industry.
Severino, now president of Prime Ticket Network, said
that rather than trying to get a retransmission fee from
the cable industry, broadcasters should instead
change the way they do business. After criticizing the
spending of the networks and what he said was the
sameness of their programing, Severino concluded:
“Instead of thinking about how many ratings points
they can get, they shouid be concerned with rate of
return.” -SDM

Prime Ticket’s Severino

KRON RISKS ‘FORTUNE’ ON PRIME SHIFT

King World files suit over plan to move ‘Wheel’ and ‘Jeopardy’ out of access period

By Mike Freeman

K ing World Productions has filed
suitin U.S. District Court in San
Francisco, claiming that KRON-
Tv San Francisco is committing a
breach of contract with its anticipated
moves of top-rated syndicated strips
Wheel of Fortune and Jeopardy! into
earlier time periods to make room for
NBC's shifted 7-10 p.m. prime time.
On Feb. 10, the day after KRON-TV and
KPIX-TV San Francisco shift to the ear-
lier prime time, King World says it will
move Whee! and Jeopardy!to Capital
Cities/ABC's owned-and-operated
KGO-Tv. The station had already
signed an agreement with the distrib-
utor to pick up both game shows for
the 1992-93 and 1993-94 seasons.

In a move that could have far-
reaching implications for top-50 mar-
ket affiliates in both the Pacific and
Eastern time zones that are consider-
ing a prime time shift, King World
plans to aggressively protect its highly
lucrative game show franchises,
which, in most cases, carry prime-ac-
cess time-period contract clauses. In
addition to seven of the eight Capci-

lies/ABC stations signed to carry both
strips through the 1993-94 season,
most of the 200 incumbent stations
have similar long-term deals. It re-
mains to be seen whether King World
will maintain its time-period leverage
beyond the 1993-94 season, particu-
larly if a swarm of stations are push-
ing ahead with prime time shifts.
KGO-Tv, which is not making the
change, captures Wheel and Jeopar-
dy! for its 7-8 p.m. access lineup.
Competing station sources suggest
that ABC's World News Tonight will
move to 6:30 p.m. (in place of local
news), and Paramount Domestic
Television's Entertainment Tonight
{(now at 7:30 p.m.) would possibly
jump over to KRON-Tv. KGO-Tv, King
World and Paramount executives
were unavailable for comment.
KRON-TV Vice President and General
Manager Amy McCombs, in a pre-
pared statement, warned that the
NBC affiliate will “take whatever steps
that may be necessary to protect and
enforce our rights,” suggesting the
station's possible intention to take
similar legal action against King
World. A King World spokeswoman

said the distributor has “specific time-
period restrictions” spelled out in its
contract with krRON that would be nulli-
fied if the station attempted a move to
another daypart.

The complications arising from this
entanglement, and KRON's application
for a waiver from the prime time ac-
cess rules, could have an indirect im-
pact on how FCC Chairman Alfred
Sikes and the other four commission-
ers view the urgency of addressing
repeal of PTAR, something for which
Walt Disney Co. has filed a petition
previously.

King World Productions Chairman
Roger King, at last week's NATPE
convention in New Orleans, warned
that repeal of PTAR, lobbied for by
studios laden with off-network series
product, would eliminate the “diversi-
ty"” of first-run programing airing in the
7-8 p.m. daypart established over the
last 20 years.

KRON is seeking the waiver so it can
air NBC's Tonight show at 10:35 p.m.
The FCC granted such a waiver last
September to KCRA-TV Sacramento for
the NBC affiliate’s eight-and-a-half-
month 7-10 p.m. test. L]
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“ITS TOUGH
FOR A SHOW 1O GROW
IN THE MIDDLE OF A
DECLINING LINEUR”

UNLESS, OF COURSE,
YOU'RE SOME KIND
OF GENIUS.
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APPROVAL DENIED
FOR LBS-AACI MERGER

Bankruptcy court judge approves motion by
unsecured creditors for 30-day adjournment

By Steve McClellan

T he New York Bankruptcy Court

denied approval last week of a
proposed Chapter 11 merger, in

the form of a purchase asset agree- |

ment, between LBS and All American
Communications Inc.

Judge Francis G. Conrad made the
ruling despite suggestions by LBS at-
torney James Peck that, without im-
mediate approval, the proposed deal
might fail apan, leaving LBS without
the necessary financial means to con-
tinue operating.

Approval was opposed by a group
of unsecured creditors, including
Warner Bros., Fox and Columbia Pic-
tures Television.

A lawyer representing the unse-
cured creditors, Roy Babitt of Ander-
son Kill Olick & Oshinsky, argued that
the unsecured creditors had essen-
tially been shut out of the process so

far, and that the merger, as proposed, |

was "solely for the benefit” of AACI,
LBS Chairman Henry Siegel and the
secured creditor, the Bank of New
York.

Judge Conrad granted a motion by
the unsecured creditors for a 30-day
adjournment to explore possible com-
peting bids to AACI for the assets of
LBS, as well as to negotiate more
favorable terms in the reorganization
plan. The plan itself is not yet formed,
aithough its foundation is the pro-
posed AACI-LBS merger. In its Chap-
ter 11 filing, LBS said it did not con-
template making good on debts owed
to unsecured creditors.

Peck, of Schulte Roth & Zabel, ar-
gued that, without approval now—in
the thick of the syndication sales sea-
son—the assets of LBS could be “ir-
reparably harmed,” leading to a pull-
out by AACI. Contractually, AACI can
walk away from the deal at any time
up to approval by the court.

LBS and AACI modified the deal

slightly in hopes of getting approval. It
deleted a provision precluding LBS
from shopping around its assets once
the AACI deal was approved by the
court. Also deleted were certain AACI
| preferences.

In denying the AACI-LBS request
for expedited approval, Judge Conrad
said the modified terms were signifi-
cant enough to warrant renotifying in-
terested parties.

Judge Conrad also said the pro-
posed employment contract between
AACI| and Henry Siegel, who would
run the merged syndication company,
bore further scrutiny. Under the pro-
posed terms, Siegel would have a
five-year contract with a starting base
salary of $495,000. John Storrier,
LBS executive vice president and
chief counsel, told creditors last week
that Siegel wouid also receive a bo-
nus, subject to certain caps, of 10% of
All American's pre-tax income, as well
as warrants to purchase one million
shares of AACI stock at $1 per share.
Last Thursday, AACI’s stock ciosed at
$2, up one-eighth.

Judge Conrad also said he had
problems with the *“topping fee,"”
where a competing bidder for LBS
would have to better AACI's roughty
$7 million offer by at least $500,000.
For the size of the deal, Conrad said
the topping fee was “excessive.” B

DISNEY DROPS SUIT AGAINST FOX

fter two years, The Walt Disney Co. is dropping its

antitrust suit against the Fox Broadcasting Co. and
its Fox Children's Network affiliate cooperative, which
one knowledgeable insider said cost the studios a
combined $15 million in litigation costs. Dissolution of
the lawsuit, which Disney filed in the U.S. District Court
of Los Angeles (BROADCASTING , Feb. 26, 1990) and
which was scheduled to go to pre-trial conference on
Feb. 24, 1992, came about, according to industry
sources, after meetings between Disney Chairman Mi-
chael Eisner and Fox Chairman Barry Diller.

Disney, through its Buena Vista Television syndica-
tion arm, had originally charged that Fox Broadcasting
Co. was engaging in illegal and anticompetitive busi-
ness practices by allegedly threatening to pull its affili-
ation agreements from any Fox station that signed to
carry BVT's two-hour Disney Afternoon weekday car-
toon block. In the court papers, Disney cited Seattle
Fox affiliate KCPQ-TV as saying Fox officials threatened
to pull the station’s affiliation agreement after it re-
newed The Disney Afternoon through the 1992-93
season for its 3-5 p.m. time periods and pushed FCN's
animated programing into earlier time stots.

Neither studio would discuss the suit on the record,
but in a brief statement Disney Studios President Rich

Frank said, “It is time to put this conflict behind us, and
focus on the myriad good and long-standing relation-
ships that have existed between Fox and Disney, as
well as key officers of the two companies.” One source
suggested that Eisner approached Diller about the
possibility of doing future business in the children’s
area, with Diller setting termination of the long-stand-
ing suit as the sole condition to further talks.

In fact, Jamie Kellner, president of Fox Broadcasting
Co., indirectly suggested the door may be opening to
Disney to provide programing to Fox Broadcasting Co.
or the Fox Children's Network. “We are hopeful that
having put this behind us, the Disney Co. and every
area of Fox can find all sorts of productive ways to
work together in the future, We are very happy at
Disney’s statesmanlike decision to end this litigation.
We have always felt that these issues of competition
are best worked out in the marketplace.”

Relations were much more rancorous during the
two-year discovery period. Well over 100 depositions
had been taken from Fox affiliates, FCN executives
and Buena Vista officials in the course of the suit, with
Disney incurring $8 million in legal billings from its law
firm, Greenburg, Glusker, Fields and Claman & Ma-
chinger, while Fox paid $7 million to Perkins, Coie. -
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Clinton coverage: media get mileage, flak

Arkansas governor’s appearance on (BS’s ‘60 Minutes’ draws 40 million viewers;
public sentiment is that media has lost sight of other campaign issves

By Rich Brown
he alleged marital infidelities of
Arkansas Governor Bill Clinton
and its impact on his presidential

bid provided copious fodder for news
programs last week. But just as news
executives were busy tracking the
story, they were also busy defending
themselves against charges that they
had lost sight of other campaign is-
sues.

News coverage of Gennifer Flowers
and her alleged 12-year affair with
Clinton translated into sizable ratings
for the networks. CBS News scored
an early victory in covering the scan-
dal when Clinton and his wife, Hillary,
chose the post-Super Bowl edition of
60 Minutes to tell their side of the
story. The abbreviated episode had a
20.9 rating and 34 share, attracting
close to 40 million viewers.

“His decision to go on 60 Minules
changed the equation, in terms of the
way we regarded the story,” said Bill
Wheatley, director of political cover-
age, NBC News. "Once he had done
that, to say that this dispute was not
newsworthy seemed to me to be inac-
curate.”

Wheatley, who has been among
the more outspoken network news ex-
ecutives in calling for reformed elec-
tion coverage, said it was “unfortu-
nate” that the character issue was
once again at the forefront. But he
noted that in terms of actual minutes
devoted to the story, NBC Nightly
News by the middle of last week had
devoted a total of just four minutes to
the Flowers story.

ABC News on Thursday scored a
22 share of the audience in the over-
night ratings for a Primetime Live in-
terview with Hillary Clinton. Executive
producer Rick Kaplan defended the
network’s decision to feature the can-
didate’s wife, pointing out that the in-
terview covered a number of topics in
addition to the infidelity issue. He also
said the Clintons themselves made
the infidelity issue a major part of the
campaign by responding to the alle-
gations that had originally surfaced in
The Star supermarket tabloid.

“By his own aggressive pursuit of
airtime, the governor himself brought

i it out in the open,” agreed Ed Turner,
vice president of newsgathering for
CNN. As part of its coverage, the ca-
ble network on Monday presented live
a press conference in which Flowers
outlined her accusations against Clin-
ton.

Democratic National Committee

chairman Ronald Brown was so in-
censed by CNN's planned coverage
of the Flowers press conference that

he dashed off a last-minute plea to
the network to keep her off the air-
waves.

“Gennifer Flowers has no credibil-
ity—she threatened to sue people
who claim what she is claiming now;
she’s been paid off by a sleazy tab-
loid; the details of her story don't with-
stand the quickest scrutiny,” wrote
Brown. He also criticized the cable
network for not airing similar allega-

Bill Clinton’s alleged affair with Gennifer Flowers has dominated campaign coverage,

tions surrounding President Bush in
the 1988 campaign.

“He has the right to his views, but
we'll make the editorial calls as we
see them,” said CNN's Turner.

[ In other developments, the Clinton

| campaign last week was reportedly

| developing a TV commercial in which

| wife Hillary would once again tackle
the infidelity issue.

As of last week, there were no

' signs the press would let up on the
story. Ev Dennis, executive director of
The Freedom Forum Media Studies
Center, said public interest in the sto-
ry remains high despite strong public
sentiment against the coverage.

“l kind of resent this coverage,”
said Kaplan. “On the other hand,
there’'s a difference between some-
one having an affair and someone

spending 12 years with somebody.” ®

A

said the source.

this season.

GREEN LEAVES ‘L.A. LAW'

fter a tumuituous half-season, Patricia Green has resigned as execu-
tive producer of L. A. Law. As a result, Steven Bochco, co-creator of
the show, will become more involved, as will former executive producer
David Kelley. Green assumed the helm of the series at the start of the
season after Kelley left the series to work on his own project for CBS.
"Patricia Green has chosen to resign, and we wish her well. Rick Wallace
will remain as executive producer, and Steven Bochco and David Kelley
will continue as executive consultants on L.A. Law,” read the statement
from Twentieth Television, which produces the series.

According to a source close to the production of the show, the decision
to leave was Green's. “She was reluctant to take the job to begin with but
took it anyway. It wasn’t working and she knew it. She wasn't getting heat
from the network or the studio, but she could see it wasn't working out,”

Bochco and Kelley will oversee the final eight episodes to be produced

-5
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FCC GETS RECORD BUDGET INCREASE

'I'he president’s proposed budget of $1.52 frillion in-
cludes an allocation of $153.3 million for the FCC
for fiscal year 1993, an an increase of $27 million over
FY 1992 and—at 21%—the largest one-year budget
increase in the commission’s history.

Besides allowing the FCC to maintain the present
staffing level of 1,778 full-time employes, the proposed
increase will, according to FCC Managing Director
Andrew Fishel, pay for the commission's proposed
relocation in January 1993 (see story, page 32). It will
also cover costs for a new automation system.

According to the commission, the $27 million in-
crease will be used as follows: $14.3 million for the
consolidation into one building; $7.4 million for mod-

uncontrollable cost increases, and $100,000 for re-
placement of vehicles used by field activities.

In its reaction to the budget, the commission said it
“continues to support the proposal, initially presented
in FY 1992, to initiate new user fees to recover some
of the operational costs incurred by the commission.”
The user fee plan was killed for FY 1992 by the
Senate, and there is no mention of user fees in the
budget for FY 1993.

Included in the budget is a proposal from the admin-
istration to transfer 45 mhz on an expedited basis to
the FCC for auction. Last year, the administration pro-
posed transferring 200 mhz of radio spectrum to be
auctioned oft for private use. That legislation is still

ernization of the information system; $5.2 million for

pending.

~JF

By Rich Brown

ong-time CBS News correspon-

dent Morley Safer lashed out at

the current state of network
news on Thursday during a day-long
examination of the press at Columbia
University.

"Reporting as | knew it has all but
disappeared already,” said Safer, the
keynote speaker at the annual Alfred
l. duPont Forum. “Stories are stitched
together by committees. The thought-
ful, coherent piece has given way to
pastiche.”

Safer said one problem with net-
work news today is the emphasis on
such “gimmicks" as new sets and
new hairstyles. He also criticized what
he described as the “meaningless”
recurring feature stories that are now
seen on each of the three network
evening newscasts. Safer went so far
as to say that the network evening
newscasts at times are indistinguish-
able from such syndicated tabloid fare
as Hard Copy .

Safer, a veteran war reporter, also
took the opportunity to criticize press
coverage of last year's Persian Gulf
War. He was particularly critical about
what he described as the weak ap-
peals that had been made against
government censorship.

Asked whether each of the three
networks will remain in the news busi-

ness, Safer said one might eventually
disappear because the owners will no
longer be able to justify the expense.

- TILEEE

NBC’s Bob Wright: confident about the
strength of evening newscasts

“They won't take pride in something
that is an expensive pain in the ass,”
he said.

NBC President Robert Wright, an-
other speaker at the forum, offered a
more optimistic view, saying he was
doubtful that the network evening
newscast would fall by the wayside.

“I don't think it will happen,” said
Wright. “We depend on that show for
a substantial amount of the revenue
that supports that division. The affili-
ates know that.”

Wright was particularly optimistic

(BS’s SAFER BLASTS NETWORK NEWS

Stories ‘stitched together by committees,’ veteran reporter tells duPont
attendees;, NBC’s Wright lauds prime time news shows, Moyers wins top honors

about prime time network news
shows, a category he labeled “proba-
bly the brightest spot of network tele-
vision today.” Advertisers are show-
ing ever-growing interest in the
category, he said.

On other news topics, Wright said
NBC was hopeful it could eventually
pattern other company stations after
KCNC-Tv Denver, the NBC station that
has enjoyed success with no syndi-
cated shows and a long lineup of lo-
cally produced news programs.

The forum was held in conjunction
with the 50th annual Alfred |. duPont-
Columbia University Awards. PBS
documentary maker Bill Moyers took
top honors, winning the Gold Baton
for his contributions to broadcast jour-
nalism. Four Silver Batons were
awarded for coverage of the Gulf War,
including awards to Peter Jennings
and ABC News; Peter Arnett of CNN;
National Public Radio and wFraAA-TV
Dallas. Remaining Silver Batons went
to independent TV producers Ken
Burns for The Civil War and Pierre
Sauvage for Weapons of the Spirit,
National Geographic Society for Ex-
plorer: The Urban Gorilla (WTBS[TV] At-
lanta); KPIX-Tv San Francisco; KBDI-TV
Denver; kwwi-Tv Waterloo, lowa, and
the PBS series Frontline, which won
two awards. The awards are adminis-
tered by the Columbia University
Graduate School of Journalism. =
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WASHINGTON

IN THE RUNNING

FCC General Counsel Bob Pettit

was interviewed last week at the
White House for the top National
Telecommunications and Information
Administration post vacated last
Friday by Janice Obuchowski. At the
moment, his competition for the

job, which carries the title of assistant
secretary of commerce, includes
Greg Chapados, aide to Republican
Senator Ted Stevens (R-Alaska),

and Tom Sugrue, former Obuchowski
deputy at NTIA who is now acting
head. Obuchowski, lauded at a crowd-
ed going-away party on Tuesday,
used her last day to announce forma-
tion of a new telecommunications
consultancy, Freedom Technologies
Inc. Her partner in the new venture
will be her husband, former FCC
Common Carrier Bureau Chief Bert
Halprin.

DINGELL’S DANDER UP

FCC preparations to comply with
President Bush'’s call for a regulatory
moratorium and review of existing
regulations (see story, page 33) has hit
a snag: House Energy and Com-
merce Committee Chairman John Din-
gell (D-Mich.). Reacting to press
stories, Dingell last week fired off a
letter to Office of Management and
Budget Director Richard Darman ask-
ing for assurances that the freeze

and review doesn’t apply to the FCC
and other independent regulatory
agencies, “‘If you disagree, please
provide the legal basis for such ap-
plication and explain fuily the presi-
dential plan,”’ the letter says. Din-
gell also asks agencies’ heads, who
were copied on the letter, for a re-
port by Feb. 21 on their involvement
in planning the White House initia-
tive.

SALES SLIDE

According to BROADCASTING's eX-
clusive tabulations for its Feb. 10 sta-

BEHIND THE SCENES,

tion trading special report, total
revenue from standalone radio deals
(FCC approved sales) in 1991 was
$535 million (793 transactions), down,
38% from 1990°s $869 million

(1,045 transactions). TV sales took a
61% plunge, from 1990’s $697
million (75 transactions) to 1991’s
$273 million (38 transactions).

Group sales—deals that included two
or more standalone stations, radio
and/or TV, was down 50%, from $411
million in 1990 (60 transactions) to
$206 million in 1991 (61 transac-
tions).

NEW YORK
BREE'S BACK

According to Multimedia Entertain-
ment President Bob Turner, the off-
again, on-again Bree Walker talk
show project is on again with the CBS
station group. He said it would

likely be a 1993-94 talk show entry.

ALEXANDRIA

BEALES TO HEAD CTAM

The Cable Television Administra-
tion and Marketing Society board is
expected to name Char Beales its
new president when it meets in Alex-
andria, Va., Feb. 12-13. Vice pres-

BEFORE

THE FACT

ident in charge of program develop-
ment the past several years for
Comsat Video Enterprises (whose
president, Bob Wussler, departed

last month), Beales is said to yearn for
a return to the cable mainstream.

She previously served as vice presi-
dent of NCTA and director of the
National Academy of Cable Program-

ing.
LOS ANGELES
LATE-NIGHT FOX

Fox plans to add a late night hour—

11 p.m.-midnight ET—by fall 1993,
according to a memo sent to affili-

ates last week. The memo also said the
sixth night of prime time program-

ing will start in summer '92—August,
according to some sources—and

the seventh night by first-quarter "93.
The seventh night may move up if
program development warrants it.

BEA, OR NOT BEA

Rumors are flying once again about
Bea Arthur’s future with NBC's Gold-
en Girls. According to sources, the
actress, who has been with the series
since its debut seven years ago, is
leaning toward not returning for an
eighth season.

KING'S SPIN ON “WHEEL’

I n moving Wheel of Fartune and Seopardy! to KGO-TV San Francisco as
of Feb. 10 (after NBC affliliate KRON-TV, which currently has rights to
the show, made puhlic its intention to move o a 7-10 p.m. prime time
schedule), King Warld Productions Chairman Roger King insists that the
same prime access (7-8 p.m. | time period clause is in place in (15 contract
with KOO-TV, which originally signed to pick up both top-rated game

shows at the beginning of the [992-93 season.

“There is no provision in

the old contract [for multiple time penod tiers] and none in the new

contract with KGo-TV,™

said King, KGO-TY officials, who have not an-

nounced any plans to shift the station’s prime time, were unreachable for
comment on King™s claim of time period inflexibility.

Industry observers have said King World s suit against KRON-TV for
what the syndicator claims is a breach of contract (sce story, page 8),
could be a precursor to other legal battles King World may have to wage (o
protect its two prime access franchizses. On the issue of FTAR repeal, King
sand: “"We just would like i if everyone plav: by the rules unul the

lawyers can seftle this thing [PTAR]."

—MF
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Busman’s holiday

In addition to his writ-
ing and producing duties
on the late-night series
Silk Stalkings, Stephen J.
Cannell has added the
title of co-star. In an up-
coming episode, which
was shot last week in San
Diego and is set to air

in March or April, the
prolific producer

guests as an unscrupulous
attorney attemnpling to
cover up a murder. The
series, which Cannell
created for Stu Segall Pro-
ductions, airs on

CBS’s late-night Crime-
time After Primetime
lineup on Tuesdays at
11:30 p.m.-12:30 a.m.
and also on the USA Net-
work on Sunday at 9-

10 p.m. According to a
Cannell Productions
spokeswoman, Cannell
has appeared on televi-
sion in cameo roles and
small character roles,

but this marks the first
time he has played so
substantial a role.

More Magic

Since going public

with the news that he had
contracted the HIV vi-
rus and subsequently retir-
ing as star point guard

of the Los Angeles Lak-
ers, Magic Johnson is
increasing his schedule of
activities, including re-
newing his deal to host
Magic Johnson's Slam

N’ Jam for a second sea-
son with distributor
Western International
Syndication. The 13-
episode series is not slated
to ait until this March.
but Western International
President Ron Glazer
says The Magic has been
sold in markets repre-
senting 78% of the coun-
try and has received
strong advertiser interest
in a 1992-93 return.

Although Johnson will be
playing in the NBA
All-Star game this month
and later with the U.S.
Olympic team at the sum-
mer Olympics in Bar-
celona, Spain, the Austra-
lian Olympic team

says it may boycott the
basketball games for

fear of exposure to the
HIV virus. Johnson.

who only serves as host of
Slam N* Jam, has been
playing pickup basketball
games and running

four miles a day, says
Glazer, and **presents

no health risk to anyone.”"

NAB tribute

The National Associa-
tion of Broadcasters will
honor Capcities/

ABC's Julius Bar-
rathan at its annual
international VIP engi-
neering dinner on

April 13, day two of the
NAB convention in

Las Vegas. Barnathan,
vice president and stra-
tegic planning, announced
his retirement two

weeks ago after 37 years
at the network. A stat-
istician by education, Bar-
nathan made his mark

at the network as a tech-
nologist, guiding the
technical production of six
Presidential campaigns
and nine Olympics broad-
casts. “‘Julie brought

the business focus to
broadcast technol-

ogy,'" says NAB's Mike
Rau. *‘He was a prag-
matist in a field of ideal-
ists.”’

One of the big rumors
circulating at NATPE two
weeks ago was that

NBC was going to elimi-
nate compensation for

its daytime lineup and of-
fer the programs on a
straight barter basis to af-

OAST7

ith the TV set
pu’\g Burbank to Sixth Aven,,q

74

filiates. Though he
opted for another plan,
(BROADCASTING,

Jan. 27) daytime pro-
graming head John
Miller seriously consid-
ered eliminating com-
pensation in part of the
network's daytime
lineup and, to start, of-
fering one of the net-

work’s shows for barter.

But Miller said he de-
cided against that move
because ‘‘stations
don’t want more inven-
tory, they want high-
er ratings,”’ The net-
work’s lineup made

an upward turn in the
last quarter.

Coming & Goings
Russ Maiman, who
was senior vice president
of MTV Networks'
barter syndication sales
arm, quietly left the
company last month to
create his own barter
advertising firm, Taurus
Media Sales. An eight-
year sales veleran at
MTV, Maiman, says a
syndication sales source,
is close 1o corralling
Grove Television Enter-
prises, Claster Televi-
sion and Rysher Televi-
sion as anchor barter
sales accounts.

Mitchell Praver, vice
president and director of
programing, Katz
Continental Television,
has joined Lifetime as
vice president, program
acquisitions, reporting

to Pat Fili, senior vice
president, programing
and production for the ca-
ble network. Replac-

ing Praver at Katz is Ruth
Lee, who served under
Praver as director of pro-
graming at Katz Conti-
nental.
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We Never Stop
Selling A Show.

Especially After You Buy It. "f

Genesis’ unmatched .
sales service is based on four elements:

Useable Research

“No one helps me sell a show as much as Genesis does!
With the Reach and Frequency research they provided
I was able to sell “llighway” in daytime at a 4.0 cume
rating...well over the standard book numbers.”

Tom Schenek, General Sates Manager. WJZY, Gharlotie

Built-In Extra Inventory ° .
“Billboard positions and the on-air extras Genesis
builds in offer something extra for our advertisers

and don’t take away from the station’s inventory...

wilh packages like the theme weeks this allows us . -
to sell the show at a premium.”

Richard Hammond. Local Sales Manager. WGBS, Philadelphia

Value-Added Packaging ' 5

“The value-added promotions, such as special theme o,

weeks, have been a greal tool for us to gain extra

revenue from new advertisers.” A )
iy e

Marian Ward Lent, Dircetor of Sales Promotion, WFXT, Boston
Extra Manpower
“Genesis actually went out with my personnel on local
sales calls...because of their extra efforts I sold a
client whom we’d heen courting for months!”
Harlan Reams, General Manager KAUT, Oklahoma Gity

Sales help to increase your station's revenue.

GENESIS

ENTERTAINMENT
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THRUST AND PARRY: THE SWEEPS BEGIN

CBS is anchored by Olympics coverage; FOX, ABC and NBC
counter with miniseries, movies and specials

By Steve Coe

ith a rating point-plus lead
over second-place NBC in
prime time season-to-date,

CBS’s Winter Olympics coverage
could either narrow the race consider-
ably or put the network even more
comfortably ahead.

With wall-to-wall prime time cover-
age of the games from Albertville,
France, Feb. 8-23, CBS’s February
sweeps fortunes will hinge primarily
on the public’s interest in the winter
sporting events. While CBS airs the
Olympics, each of the other networks
will offer specific counterprograming
to the games in the hopes of deflating
CBS’s numbers.

In addition to the Olympics, which
covers the majority of February pro-
graming for CBS, the network has
also scheduled some high-profile
made-for-television movies and spe-
cials.

CBS starts off the sweeps month on
Sunday, Feb. 2, with a Hallmark Hall
of Fame presentation, O Pioneers!,
starring Jessica Lange in the adapta-
tion of the Willa Cather novel. On
Tuesday, Feb. 4, the network airs Fu-
gitive Among Us, which stars Peter
Strauss and Eric Roberts. As a prelude
to the Olympics, the network airs an
Olympic preview speciai on Thursday,
Feb. 6, at 8-10. The Miss USA Pag-
eant airs on Friday, Feb. 7, at 9-11,

Following the Olympic run, which
concludes on Feb. 23, the network airs
The Grammy Awards on Tuesday,
Feb. 25, from 8-11 p.m. On Sunday,
March 1, CBS presents a reality-based
movie, A Woman Scorned: The Betty
Broderick Story, which stars Meredith
Baxter. And finally, on March 3, CBS
airs Black Hope Horror, which stars
Patty Duke.

ABC’s Young Indiana Jones

ABC is slating a four-hour mini-
series, a series of specials, the launch
of the Young Indiana Jones Chroni-
cles series (see box, page 19), and at
least six theatricals, three of which are
specifically targeted to pulling viewers
away from the Olympics. The net-
work’s sweeps lineup appears to be
ABC’s most aggressive in some time,

Fox’s Olympic counterprograming

considering executives at ABC Enter-
tainment have recently followed a pol-
icy of relying on series strength during
the ratings months.

ABC’s February sweeps program-
ing kicks off with the four-hour Bur-
den of Proof, which airs on Sunday
and Monday, Feb. 9 and 10, at 9-11
on both nights. The miniseries stars
Brian Dennehy, Stephanie Powers and

18 Television
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Hector Elizondo. On Tuesday, Feb.
11, at 10-11, the network airs Class
Clowns, a special with Tom and Ro-
seanne Amold and Bill Cosby.

Also during February, ABC is tak-
ing a page out of CBS’s sweeps book
by scheduling a retrospective, Happy
Days Reunion, hosted by Henry
Winkler, which airs on March 3 at
9:30-11.

Of the theatricals set to air on ABC,
two will be broadcast television de-
buts: ‘*Ghostbusters 1I1,"” which will
be telecast on Sunday, Feb. 16, at 9-
11, and **When Harry Met Sally,”
Wednesday, Feb. 26, 9-11.

The other theatricals include a Sun-
day, Feb. 23, presentation of ‘‘Rain
Man'’ at 8-11 p.m, and three movies
targeted to the male audience and
scheduled on nights that CBS is ex-
pected to air figure skating events,
which draw a heavily female audi-
ence: ‘‘Beverly Hills Cop™ airs on
Saturday, Feb. 15, from 9-11, *‘Pale
Rider’’ airs on Monday, Feb. 17, at
8:30-11, and ‘‘Rambo III'' airs on
Wednesday, Feb. 19, from 9-11.

Other ABC sweeps programing in-
cludes a special on Saturday, Feb. 22,
starring Jaleel White, co-star of Fam-
ily Matters; a two-hour movie, Crash
Landing: The Rescue of Flight 232,
starring Charlton Heston and Richard
Thomas; and a Tribute 10 Muhammad
Ali set to air on Monday, March 2,
from 9-11 p.m.

NBC’s sweeps programing centers
around a four-hour miniseries starring
Corbin Bernsen and Mel Harris; a
double airing of the theatrical *‘Kin-
dergarten Cop,’’ which makes its tele-
vision debut, bypassing cable; a com-
mon-theme comedy night (Saturday),
and a slate of made-for movies.

Grass Roots, the miniseries, is set
to air on Sunday and Monday, March
|1 and 2, at 9-11 p.m. In addition to
Bernsen and Harris, the project also
stars Reginald VelJohnson, Raymond
Burr and John Glover.

Following the success of the net-
work’s double running of ‘*Back to
the Future III"" last year, NBC is air-
ing ‘‘Kindergarten Cop,’” starring Ar-
nold Schwarzenegger, on Sunday,
Feb. 9, at 8:30-11 and again on Fri-
day, Feb. 14, at the same time.

Among the made-for-television
movies slated are For [ Have Sinned,
which stars Valerie Bertinelli and airs
on Sunday, Feb. 23, and In the Best
Interest of the Children, which stars
Elizabeth Ashley, Sally Struthers and

‘INDY’ TO FIGHT IN SWEEPS FOR ABC

na move pecessitating several schedule changes, ABC will debut The

Young Indiama Sones Chronicles during the February sweeps on Sun
day. March 1. at 8-10 p.m. as a two-hour movie, Young Indiang Jones
and the Curse of the Jackal. The hour-long series debuts in its regular time
peniod—Wednesday, 9 p.m.—on March 4. To make room for the new
entry, ABC 1s moving The Wonder Years 1o 8 p.m., Doogie Howser,
M. to 8:30, and rescheduling Dinosaurs. A new nme period for Dine-
saurs will be announced shortly. Aryvthing bur Love, which has ceased
production, will have its last scheduled airing on Feb. 12

To make room for the special two-hour movie set to air on Sunday,
March 1, ABC will pre-empt Life Goes On at 7-8 p.m. and will move
America’s Funniest Home Videos and America’s Funniest People into the
T-8 hour, The network has yet to announce what programing will fifl the
10-11 hour on that Sunday. Each episode of the series opens with the 93
vear-old Indiana Jones retlecting on his past adveniures. The series alter-
nates between two lead characters at different ages—a L6-year-old Indiana

Jones and a younger [0-year-old.

George Lucas, executive producer of the “Indiana Jones™ theatricals,
served as executive producer of the series. -5

Sarah Jessica Parker, scheduled for
Sunday, Feb. 16.

As it did against the Super Bowl,
Fox is programing directly against
CBS’s Olympic coverage by staging
the week-long Fox Summer Games,
which features summer-themed epi-
sodes of series as well as special open-
ing and closing ceremonies. Show-
time’s Super Dave Osbome hosts the
week-long event and provides intersti-
tial segments going in and out of pro-
grams during the week.

The Fox Summer Games week
kicks off on Monday, Feb. 17, with a

brief opening ceremonies segment
hosted by Osborne that leads into the
theatrical **Weekend at Bernie's.”” On
Thursday, Feb. 20, the Fox lineup of
The Simpsons, Drexell's Class and
Beverly Hills 90210 all feature sum-
mer themes. Fox follows up on Friday
night with another episcde of Beverly
Hills 90210, and on Saturday night,
Feb. 22, Fox airs the Fox Summer
Games Special from 9-10 p.m. The
week ends with the Sunday lineup all
featuring summer themes and the clos-
ing ceremonies during the Fox Sunday
Comics at 10-11. =

CBS wins with so-so Super Bowl

By Steve Coe

c BS’s Super Bowl numbers were

anything but super, and Fox

lived up to its name by slipping
into CBS’s party and making off with
a substantial number of viewers during
halftime with its /n Living Color Half-
time Party.

The matchup between the Washing-
ton Redskins and Buffalo Bills pro-
duced the second-lowest rated Super
Bowl since 1971, with a 40.3 rat-
ing/61 share. The numbers were for-
midable enough, however, to power
CBS to a convincing weekly win, its
13th out of 19 for the season.

Fox’s halftime draw, sponsored by
Doritos, featured the cast of /n Living
Color and provided viewers with a

running clock that showed how much
time remained before the start of the
second half of the game.

Fox averaged a 13.4/20 for the spe-
cial, up dramatically from the 4.1/6 of
the lead-in Totally Hidden Video
scored. CBS lost almost nine rating

'points and 15 share points during the

Fox halftime special, dropping from a
42.1/64 during the last half-hour be-
fore halftime to a 32.8/49 during half-
time but rebounded after halftime to a
41.8/61. The Fox-Doritos special
didn’t provide much of a boost to
Fox’s Sunday lineup; however, the
regular airing of /n Living Color that
followed it averaged a 7.1/10 at 8:30-
9.

For the night, CBS averaged a
36.6/55, its highest nightly average
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since it hosted the Super Bowl two
years ago. In post-game programing,
CBS’s 60 Minutes averaged a 17.7/31
for its interview with Arkansas Gov.
Bill Clinton, the show’s highest aver-
age for the season.

The lowest-rated Super Bowl since
1971 was CBS’s telecast two years ago,

when the San Francisco 49ers shel-
lacked the Denver Broncos 55-10. That
year, CBS’s numbers were so poor that
the network finished in third place for
the week. Thanks to last week’s game,
CBS won the week by more than four
rating points over NBC. CBS finished
with a 16.6/27 average, ahead of

NBC’s 12.2/20; ABC was third with
11.7/19, and Fox averaged a 7.5/12.

In season-to-date totals, CBS contin-
ues to lead the other networks with a
13.6/22 average, more than a rating
point ahead of NBC, which is averaging
a 12.5/21, and ABC, with a 12.1/20. Fox
is averaging a 7.7/13 for the season. ®

FATE OF SOME STRIPS HINGES ON SWEEPS SUCCESS

By Steve McClellan

handful of key new and return-

ing strips came out of the

NATPE International show
with question marks about their pros-
pects for being on the air next year.
The shows include the strip version of
Star Search, Now It Can Be Told,
Candid Camera, Jenny Jones and
Joan Rivers.

Last week, the distributors of those
shows expressed confidence that they
would be on the air next season, but
stopped short of declaring any of them
a firm go.

The future of the returning shows in
question will depend to some extent
on their performance in the February
books.

The closest that anyone would
come to declaring any of those shows
a go for the 1992-93 season last week
was Geraldo Rivera, who said he was
*100% confident’” that Now It Can
Be Told would be back for a second
season. Although renewal clearance
totals were not available, Rivera said
that the options of the key producers
and on-air correspondents had just
been picked up for the second year.

Meanwhile, the new strip version of
Star Search has now been cleared in
48% of the country, including KCBS-
TV Los Angeles. Alan Bennett, execu-
tive vice president, station sales for
Television Program Enterprises, de-
clined to identify any of the other sta-
tions that have cleared the show. He
cited several reasons, including the
sensitivity to ongoing negotiations in
other markets, and the need for sta-
tions that have already picked up the
show to notify other distributors of the
move,

Bennett said he had already made
“*two big group deals.’’ but that it was
“not in our best interests to identify
any of the stations at this time.”” A
source at the co-owned Cox station
group said the stations had ‘‘made an

offer’” for the show, but that the deal
was not completed at deadline last
week.

As for Candid Camera, sources
said King World executives acknow!-
edged at the NATPE show that the
program was renewed for year two in
less than 50% of the country, but that
it had received a lot of interest interna-
tionally. ‘*We're optimistic about the
prospects for a second season,’” said a
King World spokeswoman. But she
said the company did not want to re-
veal renewal clearance levels at this
time.

Jenny Jones's fate may be tied more
closely to the February book than the
other shows. According to one rep

source, a number of Jenny stations
have clauses in their contracts specifi-
cally giving them the right to down-
grade the show (along with the barter
spots) if it does not reach certain per-
formance levels. At last count, the
show was cleared in 41% of the coun-
try.

Over the past three seasons, Joan
Rivers has proved to be a tough, if
battered, survivor. Rumors of the
show’s demise have been floated al-
most since its launch, **We are now
looking at a fourth season,’’ said Greg
Miller, head of program development
at Tribune. *'Until you hear otherwise
from us, 1 think you can assume it’s
going forward.”’ L]

JAPAN-BACKED MUDIA DEBUTS

By Steve Coe

itani Corp., a communica-
tions and computer products
company in Japan, has co-
founded Mudia Corp. with an initial
investment of $60 million. Teaming
with Tom Hulett & Associates, a mu-
sic promotion and management firm,
the new company will develop, pro-
duce and distribute television product
worldwide. It will also seek co-pro-
duction and co-distribution deals with
outside entities. Tom Hulett and Lio-
nel Schaen are co-chairman of the new
Santa Monica, Calif.-based company.
Mitani, Schaen, Tom Hulett & As-
sociates and JTS International Ltd., a
Japanese developer and supplier of in-
formation systems, will be equal part-
ners in the venture. In addition to Mu-
dia America, the group formed Mudia
Japan to distribute Mudia’s TV pro-
graming as well as product from other
producers to Japanese and Pacific Rim
markets.
Mudia already has several projects
in development including The Magic

Star Awards Show, which will be
broadcast live from Tokyo over the
Japanese Satellite Broadcast network
and taped for syndication, and Camp
California, produced by Mudia in as-
sociation with Landmark Entertain-
ment, an animated strip that features
the music of The Beach Boys.

Mudia also has an agreement with
Daily Variety and Variety to use the
publications’ domestic and overseas
resources in preparing a weekly enter-
tainment news show for Japan.

The company also plans to produce
and broadcast live boxing matches
from Memorial Hall in Kansas City
and live concerts from the Hulett &
Associates co-owned Sandstone Arena
in Kansas City. Mudia is planning to
offer both on a pay-per-view basis
with subsequent syndication and home
video release.

Bringing broadcast experience to
the group is Lionel Schaen, who spent
eight years at ABC and eight years at
KHJ-Tv (now KCAL-TV) Los Angeles.
Schaen was also president of Harmony
Gold. |
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SMALLER COMPANIES FIND ROOM TO DEAL AT NATPE

With several majors light on first-run introductions, and some firms in financial straits,

small- to medium-sized companies find some opportunities

By Mike Freeman

t a time when syndicators such
as Orion Pictures Television,
Fries Entertainment and LBS

Communications are involved in
Chapter 11 bankruptcy proceedings

$6 CPM national advertising rate, in
line with Paramount’s The Arsenio
Hall Show .

“‘Some people said we were crazy
for taking out Highwav ro Heaven on
an all-barter basis [three years ago],
and now just look around at all of the

off-network shows being launched on
a barter basis,’” Lepoff states. **We're
a fully diversified company now {with

I eight syndicated series set for distribu-

tion in 1992-93]
Up until the beginning of this sea-

[ son, MTM Television Distribution,

and other major studios like Twentieth
(Fox) Television and Buena Vista
Television declined to introduce new
first-run programing for next season,
several small- to medium-sized syndi-
cation companies made a mark at the
NATPE International convention in
New Orleans two weeks ago.

A couple of startup distributors—
Rysher Television and Grove Televi-
sion Enterprises—in addition to sever-
al recently revived wmedium-sized
players, are taking advantage of their
low overhead costs to capitalize in
markets where the majors have stum-
bled.

In contrast to the downbeat
NATPE conventions of the previous
tive years, the 1992 edition harked
back to 1970's program conferences.
with over a dozen new series projects
debuting at the convention (BROAD-
CASTING, Jan. 27). an indication that
a number of lean, low-overhead dis-
tributors are preparing to take a
chance on new strip and weekly syn-
dicated programs.

For the last three years, Genesis En-
tertainment didn’t introduce any new
first-run strips, but came into the con-
vention with The Whoopi Goldberg
Show cleared in close to 40 markets
for fall 1992 (now sold in 63 markets
and 65% of the U.S.) and introduced
Infarwarion (25 stations, approximate-
ly 35%) as a 1992-93 romance-based
gamedy strip and Karaoke Showcase
(50 stations, 40%) as a half-hour
weekly series 1o start this summer.

The only glitch in the introduction
of these new shows trom syndicators,
says Wayne Lepotf, president and
COO. Genesis, is that they are almost
entirely advertiser-supported barter of-
ferings.

In the case of Whoopi, in which
Genesis is widely rumored to have
guaranteed $4 million to secure the
star’s involvement in the talk show,
Lepoff is banking on achieving a $5 to

EIGHT
REASONS
TO ATTEND
NAB 92

NAB ’92 offers
you a family of
conferences
targeted to
your needs.

|1 NAB 92 Exhibition
The largest marketplace of
products and services in the
world. More that 700 firms will
be exhibiting the latest broad-
cast equipment and services—
[ in an area as big as 22 football
fields.

2 Broadcast Engineering
Conference

Stay ahead of the technology
learning curve at the world's
most complete broadcast engi-
neering conference. You'll get a
broad mix of technical sessions
and workshops aimed atim-
proving productivity, cost-effec-
tiveness, and your understanding
of emerging technologies. And,
take in a full day's program
conducted by the Society of
Broadcast Engineers.

3 Television Manage-
ment Conference

The world is changing so
quickly it's hard to keep up. Get
a glimpse of the economic,
cultural, demographic and so-
cietal changes that will affect
our country and your station in
the 90's and beyond.

4 Radio Management
Conference

Just for radio broadcasters, this
conference will immerse you in
innovations and proven man-
agement tips and tactics. You'll
also get winning sales and mar-
keting ideas, and the latest in
radio technology, products and
services at the Radio/Audio
Exhibition.

S NAB HDTV World
Conference and Exhibition
This conference and exhibition
will help you evaluate today's
hardware and tomorrow’s
prolotypes as you plan your
conversion to HOTV. Gain
understanding of issues con-
cerning HOTV transition, inter-
national HDTV, HDTV production,
HDTV proponent systems for a
terrestrial broadcasting stand-
ard and more.

6 Broadcasters’ Law &
Regulation Conference
You can't afford to miss this
important conference if you're
looking for practical legal
advice to keep your license out
of jeopardy, save money and
avoid legai problems. You'll
hear from FCC officials and the
nalion’s top communications
lawyers and get to ask ques-
tions about issues that directly
affect your station.

NNB:

SUNDAY, APRIL 12—

THURSDAY, APRIL 16, 1992

7 Television Bureau of
Advertising Annual
Marketing Conference
General managers and general
sales managers won't want to
miss this valuable marketing
conference to be held April 10-
12, immediately before NAB
'92. You'll find seminars
designed to put you on the right
course toward economic recov-
ery. Register for TVB and
you're registered automatically
for NAB'92.

8 Broadcast Education
Association Convention
Broadcasters and professors
who are preparing your future
employees will gather at this
conference from April 10-13.
For registration or other infor-
mation, contact Louisa Nielson
al 202/429-5355,

Whatever your reasons for
attending NAB 92, you'll get
top value for your conven-
tion investment. In these
tough times that's an advan-
tage you can't afford to miss.

Register today for
NAB '92!

Call
1-800-342-2460
202[775-4972
or send a fax to
202[775-2146

LAS VEGAS CONVENTION CENTER
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which recently finished paying down
$27 million toward its estimated $43
million in long-term debt (see box,
page 20), made a successful attempt at
entering the first-run sitcom market
with the revival series The New WKRP
in Cincinnati, averaging a 7.3 gross
aggregate rating (NSS) in season-to-
date ratings.

Although MTM’s syndication presi-
dent, Kevin Tannehill, says there was
**insufficient time'’ to develop a com-
panion piece to WKRP for next sea-
son, the studio’s syndication division
picked up the distribution rights to
Warriors on Wheels, an hour demoli-
tion derby revival for fall 1992. MTM
is partnering on the production costs
with Saban Entertainment, which is
co-producing the series with Tri-
Crown Productions. Tannehill says
plans are to offer the 26 original week-

ly episodes on six-minute national and
eight-minute local barter splits, with
production costs at roughly $200,000
per episode.

One surprise out of NATPE was the
emergence of small, recently formed
distributors. Rysher Entertainment,
which Keith Samples formed after his
departure from Wamer Bros. Domes-
tic Television Distribution, successful-
ly launched NBC Production’s off-net-
work half-hour kids strip Saved by the
Bell this season.

By taking on French producer Gau-
mont-Robur as senior partner, Rysher
bought into a minority partnership
(also with Panzer-Davis Productions)
to domestically distribute Highlander,
a 1992-93 hour action-adventure series
based on the theatricals of the same
name.

**The big key for these little compa-

nies is that our overhead is so much
smaller we don’t have to worry about
a high return on our investment to
cover that overhead,”’ says Samples,
who added that he has kept lean with a
staff of nine full-time employes, eight
of them salespeople.

Other independent distributors mak-
ing news at the convention were Chi-
cago-based Grove Television Enter-
prises, which captured the distribution
rights to two-year-old weekly Memor-
ies...Then and Now after NBC News
Productions pulled it away from Chap-
ter 1l filer LBS Communications;
Westem Intermational Syndication,
which mounted sales of weekly ac-
tion-adventure Knights & Warriors in
30 markets (representing 40% of the
U.S.), and Goodman Entertainment,
which cleared its Parole Board strip in
17 markets (38% coverage). L

BROADCAST NEWS SALARIES FLAT TO DOWN

Annual RTNDA survey shows largest percentage gains made by TV executive
producers (8%); radio salaries are generally down slightly from 1990

By Rich Brown

verage salary levels for most

broadcast news positions were

flat in 1991, with many radio
journalists in particular seeing a year-
to-year drop in their paychecks, ac-
cording to the just-released annual sal-
ary survey by the Radio-Television
News Directors Association.

And some industry players, such as
talent representative Don Fitzpatrick,
aren’t holding out much hope for
1992. He predicted further declines in
the upcoming year, pointing to sta-
tions that have already begun to trim
salaries, such as Fox Broadcasting’s
WNYW-TV New York.

*‘More and more, television stations
are going back to the high-priced tal-
ent and saying to them, ‘We love you,
but we can’t afford to pay you as
much money as we have in the past,””’
said Fitzpatrick.

There was some TV news salary
growth in 1991, primarily at network-
affiliated stations. Among those staff-
ers showing the greatest salary gains
in TV newsrooms were executive pro-
ducers, averaging $34,000, a 6.2%
rise over 1990, Executive producers at
network-affiliated stations saw their
average salary rise to $33,500, while
the same position at independent sta-

tions dropped 2.8%, 10 an average
$35,000 annually,

While executive producer salaries
were on the rise, the typical salary for
TV producers, reporters and news di-
rectors showed no growth in 1991. TV
producers once again averaged
$21,000, while reporters came in at
$20,000 and news directors brought in
$45,000.

Showing slight year-to-year gains
were TV camerapersons, up 2.6%, to
$17,800, and assignment editors, up
1.5%, to $26,000.

The average salary for TV anchors
was $35,000 at both network-affiliated
and independent stations, which was
the same for affiliated stations in 1990
but was almost 12% lower than anchor
salaries at independent stations during
the previous year. Top anchors at in-
dependent stations saw their salaries
cut by almost 10%, to $47,500, while

top anchors at affiliated stations main-
tained an average salary level of
$50,000.

On the radio side, news directors
averaged $17,800, representing a
$400 drop from 1990 levels. Radio
news directors taking the biggest sala-
ry cuts were those in the small mar-
kets, where average pay dropped 8%
from 1990 levels. The average radio
news director salary in 1991 was
$13,750 in the small markets, many of
which operate with one-person news-
rooms. Radio news director salaries in
major markets were up 2% from the
previous year, to $38,000. Their
large- and small-market colleagues
saw a 1% year-to-year decline, eam-
ing $22,800 and $17,855, respective-
ly.

Survey respondents included news
directors at 353 commercial TV and
275 commercial radio stations. ®

OVERLOADED CIRCUITS

pproximately 24.6 million calls were attempted to an experimental
interactive poll that immediately followed the President’s State of the
Union address on CBS last Tuesday night. The network was able to
tabulate 315,000 of the callers on the experimental interactive telecast,
which was done in conjunction with Omaha-based Call Interactive. Callers
participated through an 800 toll-free telephone number, and results were

tabulated during the broadcast.

22 Television

Feb 3 1992 Broadcasting




Broadcasting's atings Week 7 Jan20-26

MONDAY
8:00

8:30

9:00

9:30
10:00
10:30
TUESDAY
8:00
8:30
9:00
9:30
10:00
10:30

8:00
8:30
9:00
9:30
10:00

8:00
8:30
9:00
9:30
10:00
10:30
FRIDAY
8:00
8:30
9:00
9:30
10:00
10:30
SATURDAY
8:00
8:30
9:00
9:30
10:00
10:30

J.\: {5
i SisRe 3
46. FBI: Untold Stories 11.9/18

CBS

17.4/26
14. Evening Shade 16.7/25

NBC

13.5/20
19. Fresh Prince

14.9/23

37. American Det. 12.8/19

8. Major Dad 18.6/28

30. Blossom 13.2/20

12. ABC Monday Night
Movie—Bed of Lies 16.8/25

11 Full House  17.4/26
7. Home Improvmt 19.4/28
4. Roseanne 20.9/31
9. Coach 17.9/27

54. Civil Wars 11.2/19

WEDNESDAY

6. Murphy Brown 19.6/28

10. Designg Wmn 17.6/26

30. NBC Monday Night

16. Northern Exposure
16.0/25

42. CBS Tuesday Night
Movie—Born on the Fourth
of July 12.3/19

| Movie—Drug Wars: Cocaine
Cartel Pt. 2 13.2/20

23. In the Heat of the Night
14.1/21

44. Law and Order 12.0/18

56. Super Bloopers & Jokes
11.0/19

58. Dinosaurs 10.8/17 | | 65. Davis Rules 9.8/15 17. Unsolved Mysteries

58. Wonder Years 10.8/17| | 69. Brooklyn Bridge 9.2/14 15.7/24
50. Doogie Howser 11.5/17| | 40. Jake and the Fatman 53. Seinfeld 11.3/17
70. Anything B/Love 8.9/14 12.7/19| 48 Night Court 11.7/18
74. Civil Wars 7.7/13 | | 30. 48 Hours 13.2/23| | 48. Quantum Leap 11.7/19

10:30 i
THURSDAY 11.9/19 12.7/20 13.3/21

FOX

NO PROGRAMING

NO PROGRAMING

21. Family Matters 14.2/25

67. Rescue 911 9.5/16

21. Cosby 14.2/22| | 26. Simpsons 13.5/21
36. Top Cops 12.9/20 -
18. A Diffrnt World 15.5/24 | | 66. Drexell's Class 9.6/15
54. Columbo 11.2/17 TR 161,24
- . Lheers . 47. Beverly Hills 90210
37. Street St 12.8/19 -
r ] / | 24. Wings 13.9/21 11.8/18
28. Primetime Live 13.4/23 41. Knots Landing 12.5/21 . 63. L.A. Law 10.0/17

12.3/21

37. Matlock .. _12.8/22

82. America’s Most Wanted

34. Step By Step 13.1/22 6.5/11
35. Baby Talk 13.0/22| | 58. Tequila and Bonetti 88. Hidden Video 4.3/7
4. Perfect Strngrs 12.0,/21 10.8/18| { 43. NBC Movie of the 92. Best of the Worst 3.3/6

25.20/20 13.7/2%

77. Who's the Boss? 7.4/13

79. Growing Pains 7.3/13

81. Young Riders 6.8/12

62. The Commish 10.1/19

| 72. Hearts Are wild 8.7/16

| 68. CBS Saturday Movie—
9.3/16

Fatal Attraction

Week—In Broad Daylight-
12.1/21

12.6/22

84. All in the Family 5.8/11

30. Golden Girls 13.2/23 73. Cops 8.3/14
51 Walter and Emily 11.4/20 | | 64. Cops 2 9.9/17
20. Empty Nest  14.7/25| | 74 UF0 Report: Sightings

| 26. Nurses 13.5/23 7.7/13
51. Sisters 11.4/21

SUNDAY
p 87. Eerie, indiana 4.4/7 90. True Colors 3.7/6
7:00 | o3 LifeGoesOn  5.9/9 | Rl / = /
7:30 86. The Torkelsons 4.6/7 | | 89. Hidden Video 4.1/6
8:00 | 7L AmFunHme vid 8.8/13 | | 1- Superbowl XXVi— 28. ILC Halftime Pty 13.4,/20 |
Washington Redskins vs. i
8:30 | 76. Am Fun People 7.5/11| | guffalo Bills 40.3/61 | 80. In Living Color 7.1/10
9:00 3'6- ‘_"BCDS‘"?"I"I’Y g.gh; 77. Mamied w/Childn  7.4/11
) 61. ABC Sunday Night ovie—Danielle Steel’s :
9:30 Movie—Romancing the | “Fine Things" 11.0/17 85. Herman-s Head 5.1/8
10:00 | g one 10.5/17 | |3 Post Game Show 27.9/43| . 91 Geta Life 3.6/6
10:30 4. 60 Minutes 20.9/34 93. Charlie Hoover 3.0/5
WEEK'S AVGS 11.7/19 | 16.6/26 12.2/20 7.5/13
SSN. TO DATE 12.1/20 [ 13.6/22 12.5/21 7.7/13
RANKING /SHOW [PROGRAM RATING /SHARE] *PREMIERE SDURCE: A.C. NSELSEN YELLOW JINT IS WINNER OF YIME SLOT

Broadcasting Feb 3 1992

Television 23




Broadcasting

AR
LQ]@}_Q)U@‘

N.Y. OPERATORS CONNECT TO INTERCONNECT

Local systems hope arrangement will cut them a larger slice of spot revenue pie;
other cities, citing administrative and technical costs, slow to make the move

By Sharon D. Moshavi

able operators, so far tapping

into less than 3% of the nearly

$8 billion that advertisers spend
on annual broadcast spot buys, want a
bigger piece of the pie, and their best
bet, cable and advertising executives
say, is interconnects. Starting this
year, New York, employing some
state-of-the-art technology, will be the
latest market to try.

Represented by Cable Networks
Inc., the bulk of the New York desig-
nated-market-area’s cable operators
have a soft interconnect now; a hard
interconnect, managed by CNI, will
launch this fall. The area’s 12 opera-
tors (with a total of 41 systems} hope
that the New York Interconnect can
increase revenue 25-30% in the first
year over the current $15 million they
collect now. New York broadcasters’
share of the market is $1 billion.

Satellite delivery of advertisements
will cut out the need for hand-deliv-
ered videotapes to systems, eliminate
a paperwork load to agencies and ease
verification of ad placement. ‘‘The in-
terconnect will do wonders for the
New York market,’” says Thomas Mc-
Kinney, president, Cabletelevision
Advertising Bureau.

The New York Interconnect plan is
to sell the entire DMA or any of four
designated zones: New York City,
New Jersey, Long Island and a combi-
nation of Westchester and Rockland
counties in New York and Fairfield
County in Connecticut.

The interconnect will have an over-
sight board comprising top executives
from five MSO’s and an advisory
board consisting of the advertising ex-
ecutives for operators in the market.

The interconnect is being positioned
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as New York's seventh station, al-
though cable penetration of the entire
DMA is just 60%, the industry aver-
age. That positioning as ‘‘the newest
TV station in the market is to put out
the message that there is an easy buy-
ing alternative,’”” says Peter Moran,
senior vice president, CNI. Eglon Si-
mons, general manager of the New
York Interconnect, says he hopes to
dip into not just the television spot
market but into radio as well,

Local advertising will still be sold
by individual systems and operators,
which will have to allocate 15% (at
minimum} of their inventory to the
interconnect, according to Larry
Fischer, president, Time Warner City-
cable Advertising. Under the soft in-
terconnect, there was no minimum in-
ventory allotted to CNI,

Fischer says that agreeing to come
together in the market was **much less
hard than anyone had anticipated.”
And although there are concerns about
the tightening of local avails and con-
trol over inventory, the lure of large
returns convinced operators to go

along, Fischer says.

But other cities are not finding in-
terconnects so easy. Although some
form quasi interconnects, or intercon-
nects that serve only a fraction of the
market, many are not willing to com-
mit to full-fledged arrangements. Chi-
cago, with a very loosely formed asso-
ciation called Greater Chicago Cable
Interconnect, covering about half the
area cable operators, has so far not
succeeded in establishing a more orga-
riized interconnect.

Tele-Communications Inc. and

Continental, the Chicago market’s two
largest operators, are said to be inter-

| ested in spearheading the interconnect

effort. But sources say other operators
are reluctant to give what they see as
power to already dominant forces in
the market. According to Albert Gian-
notti, division vice president, TCI
Great Lakes Inc., there is also concern
that the revenues brought in by an
interconnect will simply not justify its
administrative and technical costs.
Those issues continue to be ironed
out. **We have had some meaningful
discussions, and we are trying to ad-
just some of the logistical problems,’’
Giannotti says.

With an interconnect, Chicago op-
erators may be able to tap additional
sources of advertising revenue, since
interconnects such as the one New
York is forming “‘will definitely at-
tract national spot advertisers,’”’ ac-
cording to Jean Pool, senior vice pres-
ident, director of local broadcast, J.
Walter Thompson. ‘‘Hard intercon-
nects are the best because they are
literally connected through hardware.
Soft [interconnects] can disappear
quickly, They can break down when
Joe Operator doesn’t like the rates.”’

Worry about lowered rates is, in
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fact, a major stumbling block to form-
ing interconnects. ‘‘In effect an inter-
connect helps lower cost-per-thousand
lor cost-per-point] rates,” says CAB's
McKinney. Since an interconnect is de-
signed to put cable on the same playing
field as broadcasters, its rates must be at
the same level, t00. Yet many cable

systems individually have higher cost-
per-point rates than broadcasters.

Even as cable markets struggle to
form local interconnects, efforts are
being made to determine the viability
of a national interconnect. A task
force set up by the CAB and Cable-
Labs, the cable industry’s research

and development arm, is exploring
how to develop an ‘‘electronic high-
way'’ that would utilize digital com-
pression to sell and transmit spot ad-
vertising throughout the country,
according to Scott Bachman, director
of technical operations projects, Cab-
leLabs. n

TURNER OLYMPICS: LOSE SOME, WIN SOME

Cable’s first coverage of the Olympics, beginning next week, will lose money

for TNT, but network hopes 1o offset loss with new viewers

By Rich Brown

about $24 million to present ca-

ble TV’s first coverage of the
Olympics, is having some difficulty
marketing the event and will lose
money when it presents the winter
games from Albertville (Feb. 10-21).

Tumer Sports senior vice president
and executive producer Don McGuire
said the coverage, which will cost the
network $20 million in rights fees and
$4 million in production costs, is guar-
anteed to lose money for its TNT net-
work. But he emphasized that the mar-
quee programing will likely bring new
viewers,

Turmner bought its rights from CBS,
which, in turn, is selling all Olympics
inventory for both networks. CBS will
have first choice on all coverage for its
own 116 hours, an arrangement that
has led some to speculate that TNT
coverage will feature only ‘‘left-
overs.”' McGuire called a press con-
ference last week with the stated inten-
tion of quashing that perception.

“‘We're paying 10% of CBS’s
bid,”” said McGuire, ‘‘but 1 think
we’re getting a lot more than 10% of
CBS’s coverage.”

TNT’s 45 hours of coverage will
include extensive live hockey match-
ups as well as possible live figure skat-
ing events. The network intends to
cover all the American athletes, re-
gardless of who wins or loses, said
McGuire.

*“We will probably make up in bulk
what we lack in glamour, which was
our intention right from the start,”
said McGuire.

TNT will host the games from At-
lanta, where the network has 70 full-
time staffers and five editing suites
assigned to the Olympics. Another 51
staffers will be in Albertville, where

T urner Sports, which is spending

| TNT will have unilateral cameras at

the figure skating and hockey events.
Other TNT footage will come from the
worldwide TV feed. McGuire said
keeping more than half its Olympics
operation out of Albertville probably
saved the network more than $8 mil-
lion.

McGuire described the agreement
with CBS as *‘very informal,’’ adding
that many decisions on what TNT will
be able to air will be decided on a day-
to-day basis with the broadcaster.

‘“The future of our industry de-
mands exactly what we’re doing,”’
McGuire said of the broadcasting-ca-
ble Olympics partnership. But he ac-
knowledged that pioneering cable ef-
forts such as theirs and NBC's
summer Olympics pay-per-view plans
are not an easy sell.

“It’s a difficult event to market,
regardless of who you are, because we
are breaking new ground here,’’ he
said.

While some local cable operators

have had ‘‘enormous success’’ selling
local avails for TNT’s Olympics cov-
erage, McGuire said perception prob-
lems surrounding the coverage have
held back some operators. Indeed, a
number of small operators contacted
by BROADCASTING in recent weeks
had little knowledge of TNT’s planned
coverage.

Among those cable operators plan-
ning to capitalize on TNT’s Olympics
inventory are Time Wamer's New
York City systems. At least two spon-
sors committed to the New York City
cablecast, Air France and Evian, will
repeat deals that had been struck for
ESPN’s coverage of the French Open.

*‘It's marquee events like this that
enable us on the spot cable side 1o tell
a very compelling story without hav-
ing to justify that ratings rigamarole,””
said Larry Fischer, president, Time
Wamer Citycable Advertising. *‘It en-
ables us to sell advertising that we
wouldn’t otherwise have been able to
sell.”” ]

THE P.R. PRICE OF PPV

BC got some free promotion for its pay-per-view summer Olympics
during CBS’s Super Bowl coverage, but it may not have been the plug
the network was looking for. In a CBS promo that ran during the game, a
voiceover accompanied by a scroll announced: ‘‘Another network is
advertising Olympic coverage you have to pay for. That’s the summer
games. In two weeks, you will see the winter Olympics on CBS. Free.”’
George Schweitzer, CBS senior vice president, marketing and commu-
nications, said the promotion *‘was not meant to bash [NBC’s PPV event].
It was meant to clear up confusion’ perceived by CBS among sports fans
who had seen ads for NBC’s PPV telecast and were confused about which
Olympic coverage involved PPV. NBC had no comment.
The ad, which did not directly mention NBC, also did not mention that
the unnamed network was carrying Olympic coverage on broadcast televi-

sion as well as PPV,

CBS has sold some of the rights to the winter Olympics to Turner
Network Television, which will carry 45 hours of coverage starting Feb.
10. CBS is carrying 116 hours; NBC is carrying 160 hours of the summer

Olympics on broadcast television.
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U.S. West does not want to be in the
domestic cable business, but it wants to
do business with cable operators. As the
president and CEO of the $28-billion-a-
year Bell operating company sees it in
the following interview with BROADCAST-
ING editors, it makes a lot of sense for
his company to get together with cable
operators and share the costs and re-
wards of building common broadband
fiber networks.

With a ‘‘condominium or shared facil-
ities’’ approach, Richard McCormick
claims, both would benefit. U.S. West
would use its portion of the network to
deliver enhanced telephone and informa-

U.S. West’s Richard McCormick

THE CONDO APPROACH TO TELCO ENTRY

tion services, its cable partner, to deliver
the ever-growing panoply of video ser-
vices.

Should the services at some point slop
over and the partners become competi-
tors, McCormick says, so be it. Look for
the first deals with Denver neighbor
Tele-Communications Inc. and possibly
others sometime this year, he says. U.S.
West's domestic aversion to the cable
business does not extend to Europe. It's
involved in joint cable ventures with U.S.
cable companies in the UK, Hungary,
Sweden, Norway and France. Only the
UK system integrates phone service, but
if all goes well, others may follow.
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When it comes to cable, U.S. West seems to have different
overseas and domestic strategies. You have been forming
joint ventures with cable operators to build cable systems
overseas, but you appear uninterested in owning or co-own-
ing systems in the States.

That’s a good characterization. 1 just haven’t seen what the
shareholder value opportunity is in owning cable systems
by either buying existing operators out of reach or in getting
into this business in a side-by-side competitive arrangement
with existing cable players. So [ guess the theme for domes-
tic is: How can we find ways that we could work together in
our region on development of our network and the develop-
ment of cable networks where we wouldn’t have to neces-
sarily have two fibers to the home?

Is this what U.S. West means when it talks about “shared
facilities” with cable operators?

Yes. I guess that word ‘‘shared’’ means a lot of things to
different people. For me it means ownership, on a condo-
minium basis, of a facility where the use of that facility is at
the discretion of the owner. In other words, we're not
sharing it with joint services, but there actually is a division
within the facility itself.

Think about a common sheath that has several fibers in
it. My view is we could own half of that sheath, the cable
company could own the other half. As in a condominium,
we could make sure the sidewalks are shoveled—in other
words, that the sheath is maintained and the right of way is
protected. But the cable company would have complete
discretion and control over what goes over its fibers within
that sheath, and the telephone company would have com-
plete discretion and control over what information is trans-
mitted over its sheath.

When are we likely to see some of these shared facilities
arrangements?

My guess would be in 1992. I'd like to be able to tell you
that we’ve already gotten 17 arrangements all made up. At
this point we’re still just talking. We have met several times
with different cable operators to explore the joint build idea,
and so far we don’t have anything to talk about.

Tele-Communications Inc. has been identified as one of your
potential partners. Do you want to mention any other names?

No. I think we’ve done s0 much work with TCI, I don’t feel
bad about using their name. But I really do think it’s too
preliminary with the others.

Does U.S. law currently allow shared facilities?

I believe it does. I believe the law would allow us to have a
condominiumized fiber facility. In our regions where we
are barred from being in the cable TV programing business,
we would be transmitting telephony over our piece of the
cable.

Are you telling me the regulators are going to permit TCl and
U.S. West to get together and build a single jointly owned
pipeline into every home and business in Denver?

I don’t see any legal reason why we couldn’t do that. Now,
obviously, the regulators will want to take a look at that and
make sure there were no quid pro quos—arrangements in
which the companies are getting together to divide up
markets and make promises that are illegal. But my view is
there’s nothing blocking that today. [ believe we could
provide joint facilities and co-own them and we could
justify that to the regulators.

If TCI or any of our other shared facilities partners decide
to get in the telephone business, they can do that over on

their side of that cable. And if we had the freedom to be in
the video entertainment business and decided that was a
good idea, we could do that with our side of the cable.
Isn't that kind of frightening to you? If you and TCI build a
broadband network, TCl would be in the position of compet-
ing with you for your telephone business. Wouldn’t you be
undercutting your own monopoly?

The monopoly is being broken as we speak. There’s noth-
ing to prevent anybody from competing with us right now
in the local telephony business. We've got fiber providers;
we’ve got people in downtown areas, and now we’re seeing
them in the suburban areas. Nothing prevents any of these
companies from entering our business.

Are you at a point where you expect to rebuild most of your
networks for broadband services in the next 10 or 20 years?
We don’t have a vision that says by the year 2015 we will
have fiber to every subscriber in our company for telephony
purposes. Some regions have gone so far as to say that. I
guess we're a little bit more cautious about that primarily
because we have so much rural territory here. We want to
get fiber in the loop, but we’ve got to cost-justify it. We've
got to support it with the revenues that we have today plus
new revenues and new ideas for applications to justify it in
the future.

But the technology is moving. We’re moving more fiber
toward the end-user customer, and [ think eventually it will
happen. It'll happen because of cost reasons; it’ll happen
because of ease of maintenance and a clarity of transmis-
sion, and it’l} happen because of more and more applica-
tions being available and being desired by the end-user
customers. Even if the prohibitions stay in place, this pipe
is gonna get built. It may be two pipes or it may be a shared
pipe. We costed it out in our company and it was $13
billion if we were just to blanket the company and put fiber
to the curb, and that didn’t even include the rural areas.
Those costs will come down. Those were 1990 dollars.
Fiber is getting cheaper, the ability to place it is getting
cheaper. If we can look for ways that we can cooperate with
the cable companies, maybe we can move faster than we
are.

In many respects some of the cable companies are in the
same situation as we are. Some of them have lots of co-ax
facilities, and for cost-justification reasons a lot of them are
replacing those facilities with fiber.

Well, what are the new telephone services that are going to
drive or, as you put it, cost-justify the rollout of fiber?

Data, voice and video.
And video?

Yes, video for business purposes—as extensions of telepho-
ny, not for pure entertainment. I would distinguish the
video application as a personal communication for a busi-
ness communication medium as opposed to an entertain-
ment medium.

But don’t you have to have some kind of entertainment ser-
vice to justify the fiber to the home?

[ think to get it right there to the curb, [ think you probably
do, and that’s why we haven't been able to make the leap of
faith that we ought to be there in the year 2015.

Of course, if you find a cable company that wants to be part

of a condominium network, then you can make the leap in
some markets.

Right.
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The U.S. courts have freed U.S. West and other Bell operat-
ing companies to offer information services. Are you
interested?

That’s another whole area of unexplored opportunity. I
could think of business applications of information services
that would need fiber bandwidth. And as you look at the
residential consumer, we're looking at more and more
opportunities, even with our existing copper plant, to do
video for various purposes. Eighty percent of our copper
plant right now could handle compressed video.

Are you talking about compressed video services for the
home?

I am. [ think we’re looking at things like marketing services
that would involve purchase decisions from the home.
That’s another euphemism for electronic yellow pages. You
don’t need full-motion video necessarily to deliver that. We
have videotex applications up in Omaha. We’ve had kind of
a trial for the last year and a half. We're going to Minne-
apolis with videotex and then on to Seattle with what we
call Community Link. We provide a gateway for informa-
tion providers.

I would say that market has yet to be made. Many people
have tried, and 1’d have to say we’re in the category of still
trying to make it. Again, one probably doesn’t require full-
motion video or high-definition-television-kind-of-quality
video to do it. You just need a lot of good information
providers and, for the most part, our existing plant can
accommodate it.

So you're part of the RBOC's campaign to block the newspa-
per industry from reimposing the ban on information
services?

Sure. My view is that the information services prohibition
wasn’t even part of the antitrust case that broke up the Bell
System. It’s been a very onerous prohibition and we’ve won
the issue in the courts. Our view now is let the marketplace
develop. We're not looking at this as our blocking the
newspapers from blocking us. We’re advocating that we
keep the freedom that we’ve won, and | believe we’re going
to prevail.

The telephone industry periodically pushes to rid itself of the
statutory cable-telco crossownerehip ban. Things are more
or less quiet on that front right now. Although you say you
are not really interested in the cable business today, would
you fight to get rid of that ban?

I would be in favor of anything that would provide us with
more freedom. Whether or not we choose to use that
freedom is another story. Yes, we would be in favor of
relaxation of the existing rules.

The FCC has asked for comments on FCC Chairman Alfred
Sikes's plan to foster a “video dial tone” service by permit-
ting telcos to offer video transmission services on a common
carrier basis to programers without the telcos or their cus-
:to_,mm having to get a cable franchise. What do you make of
I think Al’s vision is that we would provide the robust
network capability that would be open to various video
information providers and that the telephone company
would be at least one vehicle for transmitting those signals.
People would be able to have video on demand and dial up
programing sources and things like that. In general, I'm in
favor of that sort of a capability. But I question the econom-
ics of a telephone company being able to justify a network
just based on its participating in the transmission of that
information. If policymakers are interested in having com-
petition in the local telephony business and in the cable

business, [ don’t think the video dial tone idea is a robust
enough incentive to telephone companies and their stock-
holders to make those kinds of investments. Companies
have to have a more robust participation.

U.S. West has been aggressively pursuing telephone and
cable opportunities in several European countries, including
England, Norway, Sweden and Hungary. Why doesn't your
reluctance to own cable systems in the U.S. extend
overseas?

U.S. West is very much interested in partnering with cable
companies and looking for ways that we can work together,
primarily in areas where we can bring some telephony
value-added.

Looking down the road 10 or 15 years, how much of the
company's revenues do you see coming from their interna-
tional investments?

I would like to see at least 25 percent of our revenues,
eventually profits, coming from those ventures.

That would make you a bona fide international company.
Right.

Do you have plans to move into any other countries?

We have a couple on the drawing boards, but our plate’s
pretty full in terms of capital obligations. We’d like to
digest what we have in the UK, Sweden, Norway and
Hungary. We’ve made a fairly sizable capital commit-
ment—<lose to $300 million. Now, we haven’t spent that
much yet, but if you add it all together, it’s between five
and six. So we think we need to get the systems built and
operated as opposed to taking on the rest of the world.

And having withdrawn from the Hong Kong market, is the
Pacific Rim out?

I don’t think it's out. What we didn’t feel we had was the
right set of ground rules for us to be committing the kind of
money we were talking about. On that one system I think
the commitment was north of $150 million, and we saw the
ground rules shifting. But Asia is not out, as far as ['m
concerned.

As you look out, say 20 or 30 years, what new kinds of video
and information services for consumers will rise out of the
broadband fiber, video compression and other new
technologies?

[’m probably not as good a prognosticator of that as others,
but I believe in the home 20 years from now there will be
unlimited access to information sources—video information
sources, telephony information sources. In this trial, for
example, the viewers here can select any one of a thousand
movies, whatever's in the library. That kind of capability is
going to exist upon demand. People talk about 300 televi-
sion channels being available—on line all the time to all of
the homes. | see full-motion video opportunities in the
home for entertainment but also for security, for telephony,
a picture phone for those that want it, information for
marketing purposes, fulfillment purposes. I see purchases
being done from the home with high-definition-television-
quality transmission of what's being sold.

Possibly educational opportunities; distance learning is a
term we apply to it. I really think there is no limit to the
bandwidth that’s going to be there, and the only limit we
will have is how user friendly we make it to the end-user
customer, and what the price would be to that customer to
fulfill their needs. n
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STATIONS WIN EXTRA POINTS WITH FOOTBALL

24 of 29 NFL flagships increased their shares from summer to fall, Arbitron shows

By Reed E. Bunzel

hen the final numbers are
chalked up on the 1991-92
football season, the tally will

show the big winners were not just the
Washington Redskins: pro games
helped boost most of the 29 stations
offering play-by-play in the 26 NFL
markets.

Allowing for programing, demo-
graphic and methodological variables
in the final book, NFL play-by-play
was a valuable commodity to stations
looking to increase their audiences
through sports broadcasts. In a simple
analysis of the fall '91 Arbitron num-
bers vs. summer ‘91, 24 of 29 radio
stations serving as ‘‘flagships’” for
their markets’ respective NFL teams
increased their shares, while five went
down. On average, those that picked
up listeners—not necessarily, of
course, because of NFL broadcasts
alone—increased an average .2
points, while those that went down
dipped an average 0.6.

The stations that realized the great-
est ratings increases were WWL(AM)
New Orleans (3.3), KOA(AM) Denver
2.7y, WGR(AM) Buffalo (2.2),
WBZ(AM) Boston (2.0) and WHK(AM)-
WMMS(FM) Cleveland (1.9). Biggest
losers were KIRO(AM) Seattle (-1.4),
WNEW(AM)  New  York (-0.6),
WCBS(AM) New York (-0.5) and KVIL-
AM-FM and WTAE(AM)-WVTY(FM) Pitts-
burgh (-0.3).

Arbitron numbers tor all stations are
for persons 12-plus, Monday-Sunday,
6:00 a.m.-midnight; numbers for other
demographics and dayparts were not
available. Stations included in this
analysis are those listed in the August
13, 1991, BROADCASTING, except for
WGR(AM) Buffalo, which was omitted
as the Bills” flagship station. Not in-
cluded in the analysis were stations
carrying CBS Radio Networks' Mon-
day Night Football broadcasts. L]

STATIONS MAKE BOOK ON

NFL PLAY-BY-PLAY

NFL Team Flagship Summer '91 Fall ‘91 Change v;?f r;c:
Washington Redskins ~ WMAL(AM) 3.6 Sl o 1 5% 9875
Buffalo Bilis WGR(AM) 39 61 +22 812
Denver Broncos KOA(AM) 7.0 97 +27 750
Detroit Lions WWJ(AM) 44 63 +19 750
Chicago Bears WGN(AM) 8.4 85 +0.) 687
Dalias Cowboys KVIL-AM-FM* 56 53 03 687
Houston Qilers KTRH{AM) 47 53 +06 687
New Orleans Saints WWL(AM) 8.1 N4 +33 687
Atlanta Falcons WSB(AM) 7.2 85 +13 625
Kansas City Chiefs KCFX(FM) 4.8 50 +02 .625
Philodelphio Eagles ~ WIP(AM) 2.7 40 +13 625
San Froncisco 49ers  KGO(AM) 8.0 84 +04 625
Los Angeles Raiders  KFI(AM) 2.1 27 +06 562
Miomi Dolphins WIOD(AM) 49 57 +08 .500

WQBA(AM)** 25 41 +16 500
Minnesota Vikings KEEY-FM 9.3 108 +15 500
New York Giants WNEW(AM) 25 19 -06 500
New York Jets WCBS(AM) 35 30 -0.5 500
Pittsburgh Steelers WTAE-AM/WVTY-FM* 95 92 -03 437
Seatile Seahawks KIRG(AM) 10.6 92 -14 437
Cleveland Browns WHK-AM/WMMS-FM* 10.0 19 +19 375
New England Patriots ~ WBZ(AM) 55 15 +20 375
Green Bay Packers WTMJ(AM)*** 10.6 Nno +04 250
Phoenix Cardinals KTAR(AM) 8.6 96 +10 250
San Diego Chargers  XTRA(AM) 2.0 21 +01 250
Cincinnati Bengals WKRC(AM) 3.7 50 +13 .87
Los Angeles Rams KMPC(AM) 2.6 28 +08 .87
Tampa Bay Buccaneers  WQYK-AM-FM* 10.8 123 +15 87
Indianapolis Colts WIBC(AM) 1.5 124 +09 .062

Note:

*AM-FM ratings combined
**Brooduosts in Spanish
“**WTMI{AM) is located in Milwoukee
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RAB ANNOUNCES ADVERTISING AWARD WINNERS

Top-three Marketing Partnership honors go to radio image efforts geared to auto dealers

By Reed E. Bunzel

New York has announced the

winners of both its Marketing
Partnership Awards and, in conjunc-
tion with the National Automobile
Dealers Association (NADA), the
15th annual Chassie Awards. The
Marketing Partnership Awards recog-
nize local radio marketing efforts; the
Chassies honor excellence in radio
commercial production for auto deal-
ers and dealer associations.

The top-three Marketing Partner-
ship Awards were awarded to associa-
tions that had focused their efforts on
boosting radio’s image among local
automobile retailers. The gold prize
went to the Detroit Radio Advertising
Group (DRAG), which received
$5,000 and a complimentary RAB Ra-
dio Sales University training seminar
for local radio stations. RAB awarded
the top prize to DRAG for its “‘suc-
cessful efforts to reach and influence
media decision makers at some of the
nation’s largest auto manufacturers,
retailers and advertising agencies,”
according to an RAB statement.

The $3,000 silver award went to the
Milwaukee Area Radio Stations
(MARS), recognizing the group’s

T he Radio Advertising Bureau in

campaign to boost awareness and pub-
lic perception of the local auto indus-
try on behalf of the Automobile Deal-
ers Association of Mega Milwaukee.
The Southern California Broadcasters
Association took the $1,000 bronze
award for its ‘““‘How to Hit a Moving
Target’’ campaign directed at increas-
ing radio ad revenues from Southern
California’s automotive category.

Additionally, special ‘‘recognition
awards’’ of $500 were presented to the
Puget Sound Radio Broadcasters As-
sociation (PSRBA) and the Houston
Association of Radio Broadcasters
(HARB) for ‘‘the creative materials
they developed to communicate radi-
0’s strengths to advertisers and agen-
cies,”” according to an RAB spokes-
person.

The Marketing Partnership Awards
*‘embody the spirit of partnership and
cooperation that are key to the growth
and prosperity of this industry,”’ said
RAB President Gary Fries. The
awards were scheduled for official
presentation Saturday (Feb. 1) at the
RAB Managing Sales Conference in
Nashville.

Eight Chassiec Awards in as many
categories will be presented at the an-
nual NADA convention in Dallas Feb.
11, including five received by Dick

NBA TAKES RADIO PACKAGE IN-HOUSE

he NBA has become the first professional sports league to produce its

own radio broadcasts, but the move comes at a price: the league was off
the air for half a season and its national coverage has dropped 17%.

NBA Radio will debut coverage with the league’s All-Star game on
Feb. 9 on 63 stations reaching 60% of the national radio audience, the
NBA announced last week. Last year, the league’s national package
produced by PIA Radio was carried by 90 stations (77% coverage).

The NBA was off the air for the first half of the 1991-92 season,
following contractual differences with PIA Radio that were resolved in an

out-of-court settlement.

Charter advertisers for NBA Radio include Fleer, GMAC, Yokohama

Tires, and Jeep/Eagle.

In addition to the All-Star game, NBA Radio will broadcast a game of
the week every Sunday through the end of the regular season; the first two
rounds of the playoffs, and then each playoff game through the NBA

Finals.

The league’s announcing team will consist of play-by-play man Joe
McConnell, color analyst Bob Lanier and studio host Tom Hanneman.

All broadcasts will be produced at the Minnesota Timberwolves’ new
radio studio, under the direction of NBA Radio executive producer Tom

Carelli.

-

Orkin’s Radio Ranch in Los Angeles.
Best overall commercial honors went
to *“The Cocktail Party,’’ produced by
Orkin for Bob Harris Ford/Lincoln-
/Mercury in Georgetown, S.C.; the
spot also won an award for best small-
market commercial.

Winners in other categories include:

B Best medium-market commercial:
“‘Red Ribbon/M.A.D.D.”’ for Penske

Cadillac/Lexus/Daihatsu in Bakers-
field, Calif.
B Best large-market commerciak:

*“Bill’s Problem,’’ produced by Dick
Orkin’s Radio Ranch for Keystone
Motors, Berwyn, Pa.

® Best medium-market campaign:
“‘Dance Instructor’’/*‘Noon in Sibe-
ria,”” produced by Dick Orkin for Ce-
dar Rapids Toyota, Marion, lowa.

¥ Best large-market campaign: a se-
ries of commercials produced by Craig
Wiese & Company for Jim Paul’s Val-
ley Olds/Pontiac/GMC, Apple Valley,
Minn.

B Best humor: a tie between *‘Letter
#1 and ‘‘Martin Flink,” both pro-
duced by Dick Orkin for California
Jeep and Eagle Dealers, Los Angeles.

B Best music: ‘‘Help Me Honda™
campaign produced by Fitzgerald Ad-
vertising for New England Honda
Dealers, Boston. o

(BS READIES
OLYMPIC COVERAGE

BS Radio Networks begins its

exclusive U.S, radio coverage
of the 1992 Olympic Winter
Games Feb, 8, broadcasting live
from 13 venues within the 650-
square-mile site in and around
Albertville, France. CBS has as-
signed a team of 20 sportscasters
and analysts to provide 300 spe-
cial reports plus live coverage of
the U.S. hockey team.

Most of CBS Radio’s coverage
will be heard in the U.S. during
morning and afternoon drive, in-
cluding the regularly scheduled
‘‘Sportstime,’’ anchored by Greg
Gumbel, and the regular week-
end feature ‘‘Sports Central
USA,"’ hosted by Jim Hunter.-ts
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If You Think
Radio
IS So Great,
Prove It.

© 1992 The Arbitron Company

How would you like to tell the world what a great advertising medium radio is?

Well now you can.
Write us a one-page letter (sorry, no more than 250 words), telling us why radio works for advertisers.

If your letter is judged best, we'll reprint it on your stations letterhead in trade publications advertisers

read every week.
The Arbitron Radio Advisory Council will do the judging. They'll be looking for letters that sell radio,

not just your station, not just your format.

It's simple. It's fun. And it's your chance to tell everyone about today’s radio.

You write it. We’ll print it. All entries must be postmarked no later than March 31,1992,
Send entries to The Great Radio Promotion, The Arbitron Company, 142 West 57th Street,

New York, NY 10019.
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GSA’s AUSTIN BEHIND FCC’'s MOVE TO PORTALS

GSA administrator second-guesses staff and picks Southwest development
to chagrin of FCC officials who find it inaccessible and inconvenient

By Harry A. Jessell

eneral Services Administration

Administrator Richard Austin

overrode the recommendation
of GSA staff in tentatively selecting
the Portals last month as the new head-
quarters of the FCC, according to gov-
ernment sources.

The regional administrator for the
Washington area had advised Austin
to award the 20-year lease to the cen-
trally located Warner building, the
first choice of FCC Chairman Alfred
Sikes and Managing Director Andrew
Fishel, the sources said.

Austin was unavailable for com-
ment last week.

James Handley, the regional admin-
strator for the Washington area who
reportedly made the recommendation
rejected by Austin, said he would not
specifically comment on the FCC con-
tract until it had been finalized, even
to confirm the tentative selection of
the Portals. But, he said, a reversal of
a staff recommendation by Austin
would be highly unusual.

Sikes fired off a letter to Austin on
Jan. 17, protesting the selection as
well as Austin’s decision, again re-
portedly contrary to the staff recom-
mendation, to limit the FCC to just
286,000 square feet. The letter asks
the GSA to start the selection process
anew or permit the FCC to remain
where it is.

**There is a difference between
what the FCC thinks is in the best
interest of government and what the
GSA thinks is in the best interest of
government,”” Fishel said. The FCC
expects to hear back from Austin on
its appeal this week, he added.

‘“Al’s heart was set on the
Warner,”” said one FCC official.

Shopping
Bunks
Holels
Restuurants

_.'fﬁ.-__ / |

L T

““Why be in Siberia, when you can be
[in the Warner]?”’

While the Portals may not be Sibe-
ria, it is relatively remote. The
Warner, with a Pennsylvania Avenue
address, is well within Washington’s
commercial and governmental main-
stream, near the White House, major
hotels, banking and shopping.

The Portals, by contrast, is removed
from the hubs of Washington life,
tucked away along the Tidal Basin and
Washington Channel behind the De-
partment of Agriculture.

Several sources speculated that
Austin chose the Portals and limited
the square footage because it was the
only way to stay within the price cap

“FCC” marks the proposed site of the agency’s new headquarters in Sou

i e ! J
thwest Washington.
set by Congress when it first autho-
rized the GSA to seek a new lease for
the FCC in 1987. The cap was origi-
nally $9.4 million a year, but has been
adjusted for inflation each year since
1987.

Despite the prospectus, sources
said, the GSA could have awarded the
lease to the Warner. The GSA may
exceed the prospectus cap by as much
as 10% without incurring congressio-
nal wrath. And the difference between
the Portals’s and the Wamer’s price
tags was less than 10%, they said.

A contributing factor in Austin’s
decision may have been a backlash
against Fishel’s incessant efforts to
steer the GSA lease to the Warner or
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the City Center, another new building
several blocks from the Wamer.
Those efforts appear to have ‘‘irritat-
ed’’ Austin, said one FCC official.

In his appeal to Austin, Sikes ar-
gues the Portals is inaccessible for the
handicapped because of the roads and
narrow sidewalks that surround it, and
it will not be ready for use in January
1993, as the SFO demands. Sikes also
says the 286,000 square feet falls
50,000 square feet short of what the
FCC feels it needs.

In forcing the FCC into the Portals,
the GSA is being penny-wise and
pound-foolish, Fishel said. The near-
est amenities are a 20-minute waik
away, he said. The costs of the lost
productivity alone—$84 million over
20 years—will ‘‘dwarf any rent sav-
ings,’’ he said.

The 286,000 square feet of space
Austin has approved—the minimum
asked for in the SFO—is ‘“‘totally in-
adequate,’” Fishel said.

GSA'’s Richard Austin wants the Portals

Rather than move into the Portals,
the FCC would prefer to stay where it
is, Fishel said. Not only would it
avoid disruption of the bureaucracy, it
would also save the taxpayers around
$25 million over two years in moving
and construction expenses, he said.
Sikes and Fishel are not the only FCC

FCC TAKES FM
OFF AIR IN ILL.

he FCC has pulled the plug on

WCFL(FM) Morris, I11., for op-
erating with excessive power, us-
ing a nondirectional antenna
when it should have been using a
directional antenna and for fail-
ing to have personnel at its trans-
mitter, which is required because
the remote control is inoperable.

The station, located about 65
miles from Chicago, was operat-
ing under special temporary au-
thority. The Mass Media Bureau
sent the station a letter telling it
to go off the air, and the station
complied on Friday, Jan. 24.

officials who do not want to go to the
Portals. ‘‘It’s a horrible place,” said
another high-ranking FCC offical.
*‘It’s like buzzard’s point.”” L]

FCC DOING ITS BIT FOR MORATORIUM

Sikes orders review of rules in accordance with President Bush’'s request
for halt to any new regulations that hurt business

By Harry A. Jessell

y the time President Bush un-
veiled his 90-day moratorium
on new government regulations
(and mandate for review of existing
ones) in his State of the Union address
last Tuesday, the FCC was already
well on its way toward doing its part.

Notified of plans for the moratori-
um a few weeks ago, FCC Chairman
Alfred Sikes had ordered an agency-
wide review of the rules and identifi-
cation of those that are ‘‘outmoded
and unnecessary.”’

Following the address and the re-
ceipt the same day of a three-page
memo laying out the scope of the mor-
atorium and bearing the President’s
signature, Sikes intensified prepara-
tions with a meeting of bureau and
office chiefs on Thursday morning.

The result of the push may be one
or more omnibus rulemakings propos-
ing elimination of a variety of rules
similar to the ‘‘regulatory under-
brush’’ proceedings that became one
of the hallmarks of Mark Fowler’s
chairmanship during the Reagan years
(**Closed Circuit,”’ Jan. 27).

The President’s initative may also

give a boast to some of Sikes’s dere-
gulatory efforts, most notably pro-
ceedings aimed at relaxing the owner-
ship restriction of radio and television.
It may also help Sikes persuade other
commissioners to consider relaxation
of the prime time access rule, despite
their oft-expressed reluctance to do so.

As an independent agency, the FCC
is not obliged to participate in the mor-
atorium. But FCC Chairman Alfred
Sikes is on board, and it is unlikely
any of the other four commissioners—
all Bush appointees—would ignore the
Presidential initiative.

In his annual speech, Bush told
Congress and a television and radio
audience of millions that he had asked
for ‘‘a 90-day moratorium on any new
federal regulations that could hinder
growth.

“In those 90 days, major depart-
ments and agencies will carry out a
top-to-bottom review of all regula-
tions, old and new, to stop the ones
that will hurt growth and speed up
those that will help growth,’” he said.

In his memo, the President asked
participating agencies to appoint a
“‘regulatory oversight official”’ and
submit reports of deregulatory actions

with the working group of the White
House Council on Competitiveness,
which is overseeing the moratorium.
Sikes met with White House officials
to discuss the moratorium and the
FCC’s possible role on Jan. 15. Six
days later, he sent a memo to the other
commissioners soliciting their support
in reviewing rules ‘‘with a view to-
ward eliminating those that are out-
moded or unnecessary.

““We can leave, as part of our lega-
cy,’”” Sikes said, ‘‘the termination of
needless contact between the govern-
ment and the private sector which si-
phons off a measure of private wealth
and FCC resources [especially tight as
demand increases and pubiic revenues
face sustained shrinkage]."’

Sikes suggested there is plenty to
do. “*[D]espite the deregulatory efforts
of the last few years, the FCC rules
and regulations still take up nearly
3,000 pages in the Code of Federal
Regulation.”” What’s more, he said,
the FCC uses 300 different forms.

Sikes also distributed to the other
commissioners copies of a two-page
memo he sent to the White House
setting forth deregulatory initiatives
during his chairmanship.
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Included among the six mass media
items was adoption of uniform techni-
cal standards for cable systems that
will “‘reduce burdens of local cable
system operators due to multiple,
sometimes conflicting, local franchise
technical requirements.”” The only
problem is the FCC has not yet adopt-
ed the stations. They are expected to
be adopted, however, at the FCC’s
next meeting on Feb. 12.

The list also includes repeal of the
ballot-issue corollary of the fairness
doctrine; revamping of the rules gov-
eming MMDS and other wireless ca-
ble facilities; review of the radio and
TV ownership restrictions; improve-
ment of processing of FM new-station
and modification applications, and
streamlining of the comparative hear-
ing process for awarding new broad-
cast licenses. =

FCC SEES FUTURE FOR LMA’s

According to Mass Media Chief Stewart, commission
will continue to allow local marketing agreements

By Joe Flint

on't look for the FCC to rule

that local marketing agreements

(LMA’s) are against the public
interest. That's the word from Mass
Media Bureau Chief Roy Stewart,
who added that while the commission
*‘may decide to have some restric-
tions,”’ he did not think the *‘spigot
will be turned off.”” An LMA agree-
ment typically allows a party other
than a station's licensee (often a
broadcaster in the same market) to
control programing and/or advertising
on the station in return for a flat fee or
a percentage of advertising sold.

Stewart, speaking at an FCC panel
at last week’s National Religious
Broadcasters convention in Washing-
ton, said he thought ‘‘as long as there
is no unauthorized transfer of control
of the license’’ there is nothing wrong
with that type of time-brokerage
agreement. Stewart did not speculate
on the fate of a bill before the House
of Representatives (H.R. 3715) limit-
ing the amount of time a licensee can
sell to 25% or less. The FCC's Field
Operations Bureau recently concluded
an audit of about 280 randomly select-
ed radio and TV stations and hopes to
have the results in front of the com-
missioners within the next two weeks.
An FCC rulemaking aimed at clarify-
ing LMA rules is part of the commis-
sion's comprehensive overview of ra-
dio rules.

Stewart did tell NRB attendees not
to forget that they are responsible for
the license and the requirements that
come with it. Said Stewart: ‘*What
happens if somebody files a petition to
deny or a competing application

{against an LMA station] and says this
‘licensee’s principles have been at the
beach for the last five years. They've
leased their station to somebody.’
People that enter that time-brokerage

agreement have to be very careful that
they don’t give up their renewal ex-
pectancy to somebody else.””

Attendees also questioned Stewart
about the possibility of the allocation
of spectrum for high-definition televi-
sion bumping low-power television
stations (LPTV) off the air. According
to a recent study by Pennsylvania
State University, a majority of LPTV
stations offer a religious format.
While Stewart said he did not antici-
pate any significant impact on LPTV,
especially in rural areas, he empha-
sized that *‘LPTV was created as a
secondary service—you can’t forget
that.”’ Added Stewart: **Our responsi-
bility is to bring technology to the
American public.”

The FCC Mass Media Bureau Chief
atso told attendees he was anticipating
staff cuts because of budget consider-
ations. *‘l expect over the period of
the year we will suffer losses of staff
without being able to replace them on

BARRETT COLD ON FM FREEZE

ranting the National Association of Broadcasters’ upcoming request

for a freeze on new FM stations could ‘‘close the deor’” to newcomers
to broadcasting, FCC Commissioner Andrew Barrett told a group of
attorneys in Chicago.

**I agree that more is not always better, but am concerned that no new
license grants coupled with greater concentration of existing media may
close the doors for new entrants to broadcasting,”” Barrett said in a Jan. 24
speech to the Midwest chapter of the Federal Communications Bar Associ-
ation.

Acting on the vote of its board last month, the NAB plans to ask the
FCC formally for a halt or a slowdown in the granting of new FM ticenses
within the next week or two (BROADCASTING, Jan. 27). It witl argue that
FCC policies of the past decade have produced a glut of FM stations on the
air that makes it tough for all to survive.

Barrett also said he was wary of the ongoing reviews of the FCC
ownership limits, saying that liberalizing or repealing those limits may
lead to “‘greater concentration of existing media. We must be careful to
insure that there is still some form of commitment to diversity and
localism.™

Barrett predicted FCC Chairman Alfred Sikes would move to relax
radio ownership restrictions prior to the NAB convention in April and, if
Congress does not protest that action too loudly, proceed to do the same to
the television rule in June or July.

Looking ahead to other issues, Barrett said the FCC will not consider
restrictions on time-brokerage agreements “‘untii late this year, if at all.”’
‘I doubt if Sikes will take on this issue before he accomplishes what he
wants with respect to ownership rules,”” the commissioner said.

Action on a proposal to reinstate the must-carry rules *‘depends in large
measure on whether Commissioner Quello can convince two other offices
to go against the chairman,”’ he said. Such rules would require cable
systems to carry local broadcast signals.

Barrett said he shares the lack of enthusiasm for a proceeding to relax
the prime time access rule. ‘*Although there does not appear to be three
offices wanting to bring [reform of the prime time access rule] up for a
vote any time soon, the chairman may attempt to raise it this year.”” -w
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an on-going basis.”’ That did not deter
Stewart from encouraging religious
broadcasters to let their feelings be
known on all issues facing the com-
missions, not just indecency issues.
““We need to hear from you; it is a
two-way street.”’

As for indecency, Ted Baehr of
Good News Communications opened
the panel by telling attendees: ‘‘The
devil has stolen television and is run-
ning full steam ahead.’’ Charles Kel-
ly, chief, FCC’s Enforcement Divi-

| sion, told awendees that the Solicitor

General has asked the Supreme Court
to review the 24-hour ban on indecen-
cy, and Stewart reminded attendees
that the commission needs documenta-
tion in the form of either an audio- or
videotape if they are to pursue alleged
indecency violations. L]

By Joe Flint

he United States will not seek a

reservation at the World Admin-

istrative Radio Conference if
other countries including Canada and
Mexico do not back the U.S. govern-
ment’s decision to support an interna-
tional digital audio broadcasting spec-
trum allocation on S band (near 2,300
mhz) rather than lower L-band fre-
quencies (near 1,500 mhz.)

At a press briefing last week, U.S.
delegation head Jan Baran said that as
a ‘‘matter of routine we will not seek
reservations in the course of this con-
ference.’” Reservations in the past, he
said, have been done **oniy with great
reluctance.”’

The WARC conference, which
starts this week in Torremolinos,
Spain, and runs through March 3, is a
basis for international treaty, and res-
ervations are exceptions to the treaty.

Europe and Japan, according to
Baran, have proposed spectrum in the
2,500 mhz range in the S band for
DAB, while Canada and Mexico sup-
port use of the L band. Barren said the
differences of opinion over spectrum
usage ‘‘don’t represent opposition
[but] it does present problems on mak-
ing everyone happy.’’ Baran declined
to discuss what backup plans the U.S.
might have. *‘We are prepared to be
flexible.”

As for the possibility that there
would be different allocations for
DAB in three regions of the world,
Baran said that was ‘‘not likely.”’
Baran questioned whether equipment
could be manufactured to provide
enough flexibility in receivers and ac-
commodate more than one allocation.

Countries are not bound by the deci-
sions, but they try to reach agreements
on international standardization for
free and simple trade in communica-
tions equipment. Agreements reached

U.S. WARC delegation head Jan Baran

at WARC constitute treaties and, as
such, are subject to ratification by the
Senate.

Besides DAB, other issues on the
WARC agenda include an increase in
the allocation for shortwave broadcast-
ing to help international broadcasters
such as Voice of America, Radio Free
Europe and Radio Liberty; allocations
for low earth-orbiting satellites; reallo-
cation of spectrum to provide generic
mobile satellite services, and a prima-
ry earth exploration satellite allocation
to avoid potential interference.

This being the first major confer-
ence held in the **new world order,”
Baran does not anticipate having to
deal with many extraneous issues as
during the 1982 WARC, when some
participants wanted to remove [srael
from the conference. *‘I am very opti-
mistic about what I think will be an

COUNTRIES LIKELY TO DISAGREE OVER DAB

But head of U.S. delegation to WARC says it will not seek a reservation
over choices of S- or L-band frequencies for digital audio service

open and dynamic period,”” he said.

Baran will be leading a delegation
of 51 U.S. representatives at WARC.
Currently a partner at the Washington
law firm of Wiley, Rein & Fielding
and general counsel to the Republican
National Committee, he served as
general counsel to the George Bush
for President Committee, Bush-
Quayle '88 and The American Bicen-
tennial Presidential [naugural.

Baran also announced last week that
former U.S. Senator and Apollo astro-
naut Harrison Schmitt had joined the
WARC delegation. ]
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American
Psychological
Association

Cash Award &
an all expense paid
trip to Washington,D.C.
in each award category

i Entries are now being sought for the

newspaper and magazine categones of the 35th
B annual media awards program of the Amencan
Psycholagical Association

Articles must deal with psychological issues
and have been printed, for the first time, on or
after April 1, 1991 and on or before April 1, 1992
in America

Deadline for receipt
of entries is
April 16, 1992

Rules and

entry form, contact
Public Affairs Office, American Psychological
Association, 750 First Street, NE
Washington DC 20002, {202} 336-5700.
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TV NETWORKS TOUT CRISIS ADVERTISING

‘You’ve got a captivated audience,” says NTA video sent to 3,000 ad executives featuring
news executives describing benefits reaped by airing ads during breaking news events

By Peter Viles

he three major television net-

works, stung by the defection of

many advertisers during the Gulf
War, are making a joint appeal to ad-
vertisers to stay on the air during un-
scheduled coverage of national or
global crises.

To make the case, the Network
Television Association last week
shipped a 16-minute video, *‘Adver-
tising During Times of Crisis,”” to
3,000 advertising executives.

The video, featuring news execu-
tives from all three major networks,
seeks to dispel advertisers’ fears about

risks involved in unscheduled news
coverage and to highlight the attrac-
tiveness of such coverage: good demo-
graphics, high ratings and unusually
rapt viewers. ‘“If you're an advertiser,
you've got a captivated audience,’’
says Don Browne, executive vice
president, NBC News. ‘‘They’re in
the mood to listen, and they’re in the
mood to be informed.”’

The NTA cites research to bolster
its case that viewers understand the
need for commercials during extended
news coverage. According to polling
conducted for the NTA by Bruskin
Research Associates, 70% of people
surveyed support advertising during

KATZ NEAR DEAL WITH DETROIT CABLE REP FIRM

K aty Communications, continding its closely watched entrance infto the
cahle spot business, is close to a deal o purchase & portion of Cable
Media Corp.. a regional cable rep firm based in Dietroit.

CHAC President Barry Harmison said he and Katz have reached a enta-
tivee agreement and are still discussing details of the deal. Several industry
sources say Katz will purchase s minority portion of CMO apd tha
Harrison will remain to help the company cxpand to new markets,

“We're poing to become parners to grow Cable Media,” Harrison
said, He declined further comment on the talks, a5 did Katz executives.

If finalized, the deal would mark Katz's biggest step into the spot cable
business, CMC represents Detroit Interconnect as well as PASS, a region-
3!_ sports cable network that carries Detroit’s Tigers, Red Wings and

15lomns,

Katz Cable Sales, formed last year, represents Allbrivion Communica-
tions NewsChannel 8 in Washington and Multimedia Cablevision in
Wichita. Katz has alzo been negotiating with cahle systems in Syracuse
and El Paso,

The Katz-UMC talks have already caused realignment in the cable spot
husiness, In response, Mational Cable Advertising cut its ties o CMC,
which had served as its local rep firm in Detroit, according to NCA
President Bob Williams.

Williams said NCA plans to open its own office in Detroit, and may
compete with CMC to represent Detroit Interconneci. He said NCA has
good relations with cable systems in Detroit, and thai he knows of no
exclusive contract between CMOC and Detroit Interconnect: “'To our
knowledge, there are no binding, legal agreements in that regard. ™ L]

expanded war coverage, and 70% be-
lieve advertisers were doing a public
service by supporting news coverage.

*“The viewer out there is very so-
phisticated,”’ says NTA President Pe-
ter Chrisanthopoulos. “‘They’re not
going to say, ‘Oh, client X is taking
advantage of a situation.” '

In the video, the news executives
say networks are especially sensitive
to placement of advertisements during
a crisis. To avoid embarrassing juxta-
positions of gory footage and ads, the
networks generally insert a buffer be-
fore cutting to a commercial. During
its coverage of the Exxon Valdez oil
spill, for example, CBS was careful
not to place Exxon ads too close to
news stories on the spill, says Joseph
Peyronnin, vice president and assistant
to the president of CBS News.

Further, the news executives argue,
unscheduled news is not always
bloody or upsetting. Some events,
such as the release of American hos-
tages or key events in the fall of Com-
munism, are uplifting.

Jennifer Young, vice president, as-
sociate director of national broadcast
at Foote, Cone and Belding Commu-
nications, said she doubts advertisers
will flock to unscheduled news cover-
age.

‘“*Each individual situation is going
to be reviewed for each client,’’ she
said. ‘'l don’t think you can make a
sweeping statement about what you’re
going to do if there's a crisis.”’

She said companies that do not al-
ready advertise on network news are
unlikely to buy time on unscheduled
news events, which offer similar de-
mographics. She added that Japanese
clients, many of whom avoid advertis-
ing during news coverage of American
crises, are unlikely to reconsider that
position. a
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Changinge

Hands

This week’s tabulation of station and system sales ($250,000 and above)

WPTY-TV Memphis O Sold by Chase
Broadcasting of Memphis Inc. to
Clear Channel Communications for
$21 million cash. Seller is subsidiary
of Chase Communications Inc., head-
ed by David T. Chase, and is licensee
of four AM’s, four FM’s and five
TV’'s. Buyer is headed by L. Lowry
Mays, and is licensee of eight AM’s,
eight FM’s and six TV's; waiver for
recent purchase of KQAM(AM)-KEYN-
FM Wichita, Kan., is pending. WPTY-
Tv is Fox affiliate on ch. 24 with
3,003 kw visual and 600.6 kw aural
with antenna 1,011 feet above average
terrain.

KDMG-FM Pella, lowa O Sold by
GBA Inc. to Intergalactic Communi-
cations Inc. for $1.43 million. Seller
is headed by George Beasley, who
heads Beasiey Broadcast Group. Beas-
ley has at least 45% interest in ulti-
mate licensees of 5 AM’s and [5
FM’s. Buyer is headed by Ronald
Sorenson, who has notice of appeal
filed for application for new FM at
Des Moines, 1A, which was granted to
competing applicant. KDMG-FM has
classic oldies format on 103.3 mhz
with 100 kw and antenna 750 feet
above average terrain.

WIMR(FM) Fredericktown, Ohio O
Sold by Ohio Broadcasting Stations
Inc. to Bohmar Communications Inc.
for $325,000 on terms. Seller is head-
ed by John McKinley and has no other
broadcast interests. Buyer is headed
by Arlene D. Bohach and has no other
broadcast interests. WIMR has AC for-
mat on 98.3 mhz with 3 kw and anten-
na 300 feet above average terrain.

KWZD(FM) Hamlin, Tex. O Sold by
William R. Rice Inc., receiver,to B &
D Communications Inc. for $265,000
cash. Seller was receiver for assign-
ment of WYTL(AM)-WPFR(FM) Terre
Haute, Ind., which was recently ap-
proved. Rice has also been appointed
receiver for WKKI(FM) Celina, Ohio,
to be filed shortly. Buyer is headed by
Robert H. Holladay, and is licensee of
KICR-AM-FM Oakdale, La. KWZD has
C&W format on 103.7 mhz with 100
kw and antenna 985 feet above aver-
age terrain.

PROPOSED STATION TRADES
By volurme and munmber of sales

This Week:
AM s O SDOD
Fad's O 81,430,000 2 1
AM-FM's OS2 0
TY's O S21, 000,000 C 1
Tatal 0 $22, 430,040 O 2

1992 1 Date:
AM s 050 0 0
Fh"s T 81,430,000 2 1
AM-FM's O %000
TV s C F21, 0040, 000 O 1
Total 0 522,430,000 0 2

Foar 1901 meted ame dan. 27 1992 Reosme s

PUBLIC GRANITE

Granite Broadcasting has gone
public. As reported earlier (*‘Closed
Circuit,”” Jan. 13), the $7 offering
price for the group owner was below
that originally anticipated, while

the 3 million shares sold was more
than originally expected. The
company trades on NASDAQ's
National Market System under the
symbol GBTVK.

WATCH AND READ

CBS-TV and The New York Times
Co. Women's Magazines have joined
forces in what they describe as the
first marketing partnership between a
TV network and a consumer
magazine group. Together, they will
sponsor a 25-market shopping-mall
tour beginning in January 1993
featuring appearances by magazine
editors and stars of CBS programs.
Advertisers who commit to
combined purchases with the two
companies will be featured in the
tour. The New York Times Co.
Women’s Magazines publishes 14
titles including Family Circle and
McCall's.

SOLD!

KGEO-AM/KGFM-FM,
Bakersfield, California from
Kern Broadcasting Corporation
to Lagniappe Broadcasting, Inc.
for $1,750,000.

Elliot B. Evers
Broker

Providing the Broadcast Indus-
try with Brokerage Services
Based Strictly on Integrity,
Discretion and Results.

RANDALLE. JEFFERY
407-295-2572

ELLIOT B. EVERS
415-391-4877

BRIAN E. COBB
CHARLES E. GIDDENS
703-827-2727

RADIO and TELEVISION BROKERAGE
FINANCING ¢ APPRAISALS

|V
P

MEDIA VENTURE
PARTNERS
WASHINGTON, DC

ORLANDO
SAN FRANCISCO

Subject to F.C.C. approval
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SMPTE: COMPUTER CONUNDRUM

TV and PC engineers verge, and diverge, on how deep video standards
convergence ought to go in the real world

By Peter Lambert

kinson hopes to *‘stir up contro-

versy”” with *‘The Futility of
Creating Video Systems from Separate
Boxes,”” the first of 22 technical pa-
pers to be presented at the Society of
Motion Picture and Television Engi-
neers Advanced Television and Elec-
tronic Imaging Conference this Friday
and Saturday, Feb. 7-8.

A limited survey of authors lined up
for the conference indicates that Wat-
kinson will not have to stir too much.

Titled ‘“Collision or Convergence:
Digital Video/Audio, Computers and
Telecommunications,”” the conference
brings together TV and computer en-
gineers driven by agendas that appar-
ently converge a little and collide a
lot. By several accounts, blood pres-
sure among the 400 attendees at San
Francisco’s Westin Saint Francis Ho-
tel is certain to run high from the
moment the word ‘‘universal’’ is cou-
pled with the word *‘standard.”’

“I’m not sure anyone needs to
make a convergence of the computer
and television happen. We need 1o ac-
cept it,”’ or be left out of a multimedia
revolution, said London-based Wat-
kinson, who said his clients include
Hewlett Packard, as well as the BBC.

Like Watkinson, Charles Poynton,
a staff engineer integrating picture
technology into computers for SUN
Microsystems, wants to see adoption
of a common digital transmission stan-
dard by the TV and computer indus-
tries—MPEG, a set of Motion Picture
Experts Group transmission parame-
ters ‘‘well on the way to becoming an
international standard” among com-
puter chip manufacturers.

E ngineering consultant John Wat-

———

Will PC video, such as Montage IIl, and
TV share circuitry? Some say *‘rubbish.””

He fears, however, that a U.S. digi-
tal high-definition TV transmission
standard may incorporate MPEG yet
prove too narrow in system implemen-
tation. If HD manufacturers ‘‘etch
1,480 by 966 lines, or 29.97 frames
per second, onto the silicon, then the
computer guys won’t use it,”’ he said,
arguing that those parameters must re-
main flexibly open in software form.

The Advanced Television Research
Consortium believes its MPEG-based
HDTV transmission system, certified
last week for testing (see page 66),
will answer many of Poynton’s con-
cems.

But, said Lawrence Thorpe, vice
president of production technology for
Sony Advanced Systems: ‘“To the no-
tion that the home must eventually
have a single decoder for video and
bill-paying, I say ‘rubbish.” >’ Dia-
logue over the past year or so between
TV and computer camps, ‘‘painful as
it is, very passionate and full of a lot
of screaming and a lot of ignorance,
has been terrific. But it will be another

two years before we cut through to
reality,”” he said.

The two camps appeared to agree
on at least one point: personal comput-
er-based animation, graphics and spe-
cial effects will only get better. Poyn-
ton projected that multimedia’s current
VHS quality video will reach D-I1
quality in two years and HDTV quali-
ty in five.

That ‘‘revolution in multimedia is
going to require a common technology
base to serve both entertainment and
information services,”’ said Poynton,
who conceded that “*you can go over-
board and lose economies’ adopting
standards that are too general.

Thorpe argued the twain shall not
meet on such fundamental common
ground. ‘‘We record the real world in
real time; computers create great im-
ages, but nowhere near real time.
They don’t deal with the fast data rates
we deal with.”’

Optimizing interface capabilities
‘‘once we’ve created our images and
got them into digital form™ is a wor-
thy cause, he said. ‘‘But to achieve a
thorough convergence, which some
believe must be forced—that would
require enormous give and take, in-
cluding the FCC decision’” on HDTV,
he said.

Nevertheless, several authors from
the computer world suggested that, if
the TV industry fails to find the utmost
common standards ground with com-
puters, U.S. manufacturers may even-
tually lose global digital TV markets
to foreign TV, or even domestic com-
puter, industries. ‘‘It only needs one
or two outfits embracing the [consum-
er multimedia] technology, and every-
one else will have to follow,”” said
Watkinson. ]
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FIBER GRABS MORE POINT-TO-POINT VIDEO

IDB-Vyvx deal will bring threefold increase in sports TV fiber feeds in 1992

By Peter Lambert

largest reseller of satellite capacity

and provider of backhaul transmis-
sion services to sports television
rightsholders, will at least triple its use
of Vyvx Inc.’s longhaul fiber-optic
video network in 1992.

Vyvx President Del Bothof (pic-
tured) said his 50-city network will
handle at least 3,000 hours of point-to-
point professional and college sports
feeds for IDB this year. That kind of
traffic, he said, *‘will help assure that
we go to those [local sports, broadcast
and cable TV] venues often enough to
justify the cost’’ of building six or
more new local fiber loops this year.

WilTel President Roy Wilkens said
video will represent only several per-
cent of WilTel's projected $800 mil-
lion long-distance sales in 1992. Wil-
kens added, however, that video could
become 10% or more if WilTel builds

I DB Communications, the nation’s

Bothof seeks more local fiber loops

a hybrid fiber-satellite network distri-
bution contract, which it is proposing
to do for NBC.

““Vyvx proved it could perform last
year,”’ transmitting 300 Major League
Baseball games for IDB, said John
Tagliaferro, president of IDB subsid-
iary Hughes Television Network. ‘‘By
centralizing all the sports’’ mainly
through IDB's sales force, he said,
‘‘we can most intelligently integrate
fiber into the overall network. The
customer makes one call and gets one
price, and he gets the most logical,
efficient route.”’

Increased fiber use will not signifi-
cantly affect [DB's satellite require-
ments, only about 10% of which have
been for point-to-point video, said
Tagliaferro. Much of that involves
offshore and U.S.-Canada feeds and
will remain on satellite. However, he
said, ‘‘the ultimate long-range solu-
tion for point-to-point very much in-
volves fiber. We’re a service compa-
ny. We're not going to fight history,
and we're not wedded to any particu-
lar technology.” =

HIGH-DEFINITION TV: MOVING TO SOFTWARE

Viacom wants to see a U.S. International Electronic Cinema Festival by 1994

By Peter Lambert

v jacom International Senior Vice
President Ed Horowitz believes
close to half of Showtime’s 7.5
million subscribers will be among the
first 10 million buyers of widescreen,
advanced television sets.

So, as director of the fifth annual
International Electronic Cinema Festi-
val (IECF), now set for Tokyo June 8-
13 (and Geneva in 1993), he wants a
1994 festival in the United States.

The industry has begun a ‘‘transi-
tion from a hardware discussion to a
focus on the need for software,’’ he
said.

“‘I think it’s critical there be a U.S.
festival,”” agreed Elizabeth Daley,
dean of Cinema-Television at the Uni-
versity of Southerm California and
chairwoman of this year’s I[ECF
Nominating Committee. **You aren’t
going to get people interested in tech-
nology they can’t see. They need to sit
down and see 20 examples.*”

Horowitz expects consumer video

distribution to provide the initial, ma-
jor competition to cable in delivering
HDTV to the home. Because he also
believes many of the first HDTV set
and VCR buyers are already pay cable
subscribers—proven ‘‘early adopters
of new technology’'—Viacom has be-
gun rallying cable operator support for
the festival.

Although a projected 10% HD set
penetration in the first five years “‘is
not great,”” that figure just about
maiches Showtime’s own 8-9% TV
home penetration, half of whom may
go HD in five years.

“*We have to communicate to the
electronics manufacturers that cable
will bring high definition to market
immediately,”” he said.

In Horowitz’s estimation, the festi-
val and Olympics and World Cup soc-
cer coverage will broaden the body of
HDTV software beyond its ‘‘largely
avant-garde’” character—a factor driv-
en by HDTV’s affording image ma-
nipulation and compositing beyond
filmmakers’ wildest dreams.

Like Horowitz, Daley said HD pro-
graming must provide something both
unique and mainstream to justify
home equipment costs.

**At this point, the film industry has
already accepted that high-resolution,
digital video is the way to handle spe-
cial effects,”” said Daley. ‘‘We’re cu-
rious to see if we can go beyond spe-
cial effects; can this give us a new
palette?’’ Cinematographers experi-
menting with HDTV care little about
whether HD looks like 35-mm film,
she said. ‘*They’re much more inter-
ested in what new things it can do.”’

Daley said Hollywood will convert
film to HDTV for network pass-
through to homes. Whether HDTV
production will become commonplace
remains uncertain.

This year, Daley’s committee seeks
HDTV submissions (entry forms are
due by Feb. 28) in drama, documenta-
ry, sports and events, variety and light
entertainment, music video, advertis-
ing and promotion, science and indus-
try, and video art. -
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Announcing ... the Industrys Number One Information Source Book!

1992 BROADCASTING &
CABLE MARKET PLACE

A Broadcasting® R.R. Bowker Publication)
Expanded coverage ... Expanded sections ... Reorganized and easy to use!
More pages - nearly twice as many as kast year!

ow the best is even bigger and
N better! The Broadcasting

Yearbook — with a history of
service to the industry that goes back
almost 60 years — is now the all new
1992 BROADCASTING® & CABLE
MARKET PLACE.

The new title reflects the expanded
market data as well as extensive new
cable coverage, There’s a new publish-
er, too — R.R, Bowker, one of the
country’s leading reference book
publishers for almost 125 years. The
1992 BROADCASTING & CABLE
MARKET PLACE combines the
industry know-how of Broadcasting
magazine's editorial staff with
Bowker's database and reference book
publishing expertise.

The result is a complete, current,
vital source book of almost 2,000 pages!
Giving you information about
everything — and everyone — in the
world of radio, TV and cable. All com-
pletely reorganized — with new tabs
and improved indexes to provide
quicker, easier answers to your ques-
tions ... solutions to your problems ...
resources for your needs!

Just look at the valuable information
you'll have at your fingertips:

B Complete listings of afl the 14,000 AM, FM
and TV stations in U.S. and Canada, with
delails about equipment, programs, personnel
and more.

B Expanded cable coverage — the top MSO’s
and their cable systems with 20,000 or more
subscribers. Plus cable marke! penetration
figures.

B New market data — with figures, rankings,
charts and maps based on Arbitron, Nielsen
and other quthoritative research.

W A special 60th Anniversary feature — a
chronological history of major events in
radio, TV and cable over the past 60 years.
Not available anywhere else.

W FCC and other industry rules and
regulations.

M [nformation about trade associations ...
industry events ... education ... awards ...
publications and videocassettes.

W Programming aend Equipment Manufacturer
Indexes — which provide quick access to
sources by specific category of service.

M Industry Yellow Pages — a time-saving
directory of radio and TV stations, their call
fetters and more ... plus top cable MSO’s and
their systems.

% UPPATED FROM THE 1991 EINTTOMN

Enter a Standing Order
and Save

Enter a Standing Order for
BROADCASTING & CABLE MARKET
PLACE and get a 7% standing order
discount plus automatic delivery of each
annual edition at a 5 % discount. You may
cancel at anytime.

Guarantee

You must be 100% satisfied with your
1992 BROADCASTING & CABLE
MARKET PLACE. if not, retum your
order within 30 days for a full refund.

Save time — order by phone.
Call toll free

1-800-521-8110

Dial "1” and ask for operator F16.

9/65, reserve copy(ies) of the ali-new 1992 BROADCASTING & CABLE MARKET PLACE.

Enter my Standing Order and deduct $11.20 (7%) from the

Sendio___

publication price of $159.95. Bill me for only $148.75 per

book when you send my order — plus 5% shipping and

Company _

handling. Continue sending new editions each year at a 5%

discount. I may cancel this Standing Order at any time —

with 30 days written notice.

Send only the 1992 edition and bill me at only $159.95 per
book — plus 5% shipping and handling.

MasierCard

Charge my credit card Visa

Card # . - - -

Exp. date _

Signature

Address _
City

American Express

_Zip. R

Prices applicable in the ULS.. its territories and Canada. All invoices payable in U.S. dollar. Prices subject lo

change witheut nasice. Applicable sales tax must be included. Canadian custoners please include 7% for

Goods and Services Tax, Unless otherwise indicated. alf orders are shipped Library Rate or Special Founh

Class Book Rate. as appropriate. Shipping and handling will be added 1o each onder ut 5% net amount.
excluding tax. Fax: (908) 665-6688. Telex: 13-8755.

Mail this reservation certificate today to: FBEM
R.R. Bowker, P.O. Box 31, New Providence, NJ 07974-9903




Dater

Book

# Indicates new listing or changed item
THIS WEEK

Feb. 2-3—Minnesota Broadcasters Association and
Society of Broadcast Engineers winter conference.
The Radisson Hotel, Minnetonka, Minn. Informa-
tion: Tascha Renken, (612) 926-8123.

= Fob, 3-4—"The Census: Mosaics, Melting Pots
and the Middle Class,” conference for journalisis
sponscred by The Washington Journalism Center
and The Freedom Forum. Freedom Forum, Arling-
ton, Va. information: (703) 528-0800.

Feb. 4—1daho Cable Television Association winter
convention and legislative meeting. Owyhee Plaza,
Boise, Idaho. Information: Shirley Chambers. (208)
345-5660, or Steve Hawley, (208) 377-2491.

Feb. & _Deadline for entries in 1992 National Media
Owl awards sponsored by Retirement Research
Foundation. Entries must have been produced in
the United States and broadcast between Jan. 1
and Dec. 31, 1991, Information: (312) 915-6868 or
(312) 664-6100.

Feb. 4-5—South Carolina Cable Television Associa-
tion winter meeting. Downtown Marriott, Columbia,
S.C. Information: Nancy Horne, (404) 252-2454,

Feb. 8-5—Arizona Cable Television Association an-
nual meeting. Hyatt Regency. Phoenix, Ariz. Infor-
mation: (602) 955-4122.

Feb. 5 National Academy of Television Arts and
Sciences, New York chapter. drop-in luncheon.
Speaker. Terry Bolwick, vice president, original
programing, The Family Channel. Copacabana,
New York. Information: (212) 768-7050.

Febh. 5-9—20th annual faculty industry seminar
sponsored by international Radio and Television
Society. Theme: "Surviving in the 1990's: Is Broad-
casting on Its Way Up or Out?' New York Marriott
East Side, New York. Information: (212) 867-6650.

Feb. 5-9—LUirban Network third annual conference.
Stouffer Concourse Hotel, Los Angeles. Informa-
tion: (818) 843-3800.

u Fob. 5-Merch 1—"Harold Washington: On the Air,”
mixed media exhibit on the late mayor of Chicago
sponsored by Museum of Broadcast Communica-
tions. Chicago. Information: (312) 987-1500.

Feb. 6—American Association of Advertising Agen-
cies legal issues seminar. Regent Beverly Wilshire
Hotel, Los Angeles. Information: Dorothy Forget,
(212) 682-2500.

Feb. 6—"Computers for Video, Video tor Comput-
ers,” all-day tutorial sponsored by Society of Mo-
tion Picture and Television Engineers. Westin St.
Francis, San Francisco. information: (914) 761-
1100.

Feb. &-8—American Women in Radio and Televi-
sion board of directors and foundation board meet-
ing. Washington. Information: Donna F. Cantor,
(202) 429-5102.

Feb. 7—Newsmaker luncheon sponsored by inter-
national Society of Radio and Television. Featured
speakers from network entertainment division pres-
idents: Peter Chernin, Fox Broadcasting Company:
Robert Iger, ABC Entertainment; Warren Littlefield,
NBC Entertainment, and Jeff Sagansky. CBS Enter-
tainment. Waidorf-Astoria Hotel, New York. Infor-
mation: (212) 867-6650.

Feb. 7.8 Midwesl regional conference of college
broadcasters sponsored by National Association of
College Broadcasters. Indiana University. Bloom-
ington, Ind. Information: Glenn Gutmacher, (401)
863-2225.

Feh. 7-8—261h annual Society of Motion Picture and
Television Engineers advanced television and
electronic imaging conference. Westin St. Francis.
San Francisco. Information: (914) 761-1100.

Feb. 7-9—Oklahoma Association of Broadcasters
winter convention. Marriott Hotel, Oklahoma City.
Information: (405) 848-0771.

ALSO IN FEBRUARY

Feb. 9-14_27th annual management development
seminars for broadcast engineers sponsored by
National Association of Broadcasters. University of
Notre Dame, South Bend, Ind. Information: (202)
429-5346.

Feb. 9-18—14th international Market of Cinema, TV

MAJOR MEETINGS

Feh. 7-8—26th annual Society of Motion Picture
and Television Engineers Advanced Television
and Electronic Imaging conference. Westin St.
Francis Hotel, San Francisco. Information: (914)
761-1100.

Feb. 9-14—.14th intemational Market of Cinema,
TV and Video. Loews Hotel, Monte Carlo. intor-
mation: (33) 93-30-49-44 or (fax) (33) 93-50-70-
14,

Feb. 12-14—Sataliite Broadcasting and Commu-
nications Association winter conference. Reno,
Nev. Information: (703) 549-6990.

Feb. 26-28—Texas Cable Show, sponsored by
Texas Cabie TV Association. San Antonio Con-
vention Center, San Antonio, Tex. Information:
(512) 474-2082.

Mardch 4-7—23rd Country Radio Seminar, spon-
sored by Country Radic Broadcasters. Opryiand
Hotel, Nashville. Information: (615) 327-4487.

March 25-28Nationai Broadcasting Society/Ai-
pha Epsilon Rho national convention. Holitay
Inn Crowne Plaza, Washington. Information:
(803) 777-3324 or (412) 357-3210.

April 5-7--Cabletelevision Advertising Bureau
11th annual conference. Marriolt Marquis. New
York. Information: (212) 751-7770.

April 8-V1—American Association of Advertising
Agencies annual convention. Ritz-Carlton, Na-
ples, Fia. Information: (212) 682-2500.

April 10-12—Teievision Bureau of Advertising
37th annual meeting. Las Vegas. Information:
(212) 486-1111.

April 10-15_MIP-TV, international television
program marketplace. Palais des Festivals,
Cannes, France. Information: (212) 689-4220.

April 12-16—National Association of Broadcast-
ers 70th annual convention and HDTV World

conference and exposition. Las Vegas Conven-
tion Center, Las Vegas. Information: (202) 429-
5300 and for HDTV World: Rick Dobson, (202)
429-5335. Future convention: Las Vegas, April
19-22, 1993.

April 22-24Broadcast Cable Financial Man-
agement Association 32nd annual convention.
New York Hilton, New York. Information: (708)
296-0200. Future conventions: April 28-30,
1993, Buena Vista Palace. Lake Buena Vista,
Fla.; and 1994, Town and Country Hotel, San
Diego, Calif.

May 2-6—Public Radio annual conference. Sher-
aton Hotel, Seattle. Information: (202) 822-2000.

May 3-8 National Cable Television Association
annual convention. Dallas. Information: (202)
775-3669. Future convention: June 6-9, 1993,
San Francisco.

May 27-38—American Women in Radio and
Television 41st annual convention. Phoenix. In-
formation: (202) 429-5102.

Jume 10-13-NAB/Montreux International Radio
ium and Exhibition. Montreux, Switzer-
land. Information: (202) 429-5300.

June 18-17—Broadcast Promotion and Markeling
Exscutives & Broadcast Designers Association
annual conference and expo. Seattle, Wash. In-
formation: (213) 465-3777. Future convention:
June 13-16, 1993, Orlando, Fla.

Jume 23-26—National Association of Broadcasi-
ers board of directors meeting. Washington.
(202) 429-5300.

Jely 2-7—Intemational Broadcasting Conven-
tion. RAl Center, Amsterdam. Information: Lon-
don—44 (71) 240-1871.

® Awg. 6-8Sateilite Broadcasting and Commu-
nications Association surmer conference. Balti-

more, Md. information: {703} 549-6990.

Avwg. 23-26—Cable Television Administration and
Marketing Society annual convention. San Fran-
€isco Hilton, San Francisco. Information: (703)
549-4200.

Sept. 9-11—Eastern Cable Show sponsored by
Southem Cable Television Association. Allanta.
Information: (404) 255-1608.

Sept. 9-12—Radio '92 convention, sponsored by
National Association of Broadcasters. New Or-
leans. information: (202) 429-5300.

Sept. 23-26—Radio-Television News Directors
Association conference and exhibition. San An-
tonio, Tex. Information: (202) 659-6510.

Oct. 12-18—MiPCOM, international film and pro-
gram market for TV, video, cable and satellite.
Palais des Festivals, Cannes, France. Informa-
tion: (212) 689-4220.

0ct. 13-14_Atiantic Cable Show. Atlantic City
Convention Center, Atlantic City. N.J. Inferma-
tion: (609) 848-1000.

Oct. 18-17—Sociely of Broadcast Engineers an-
nual convention and exhibition. San Jose, Calif.
Information: (317) 253-1640.

Nov. 10-13—Sociely of Motion Picture and Tele-
vision Engineers 134th technical conference
and equipment exhibit. Metro Toronto Conven-
tion Centre, Toronto, Ontario. Information: (914)
761-1100.

Mav. 20-22—| PTV annual conterence and expo-
sition, sponsored by Community Broadcasters
Association. Riviera Hotel, Las Vegas. Informa-
tion: 1 (800) 255-8183.

Bec. 2-4—Western Cable show sponscred by
Caiifornia Cable Teigvision Association. Ana-
heim Convention Center, Anaheim. Information:
(415) 428-2225.
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and Video. Loews Hotel, Monte Carlo. Information:
(33) 93-30-49-44 or (fax) (33) 93-50-70-14.

Feb. 10-11—Radio Group Head Fly-In sponsored
by National Association of Broadcasters Radio De-
partment. Grand Hyatt, Washington. Information:
Jackie Kane, (202) 429-5402.

® Fob. 11—Showtime Satellite Networks dealer col-
lege. Bally's Hotel and Casino, Reno, Nev. Informa-
tion: (800) 422-3006.

Feb. 11—"Using Humor in Business.” cocklail re-
ception sponsored by Americarr Women in Radio
and Television, New York City chapter. Interconti-
nental Hotel, New York. Information: Rosemarie
Sharpe. (212) 481-3038.

Feb. 11-12—The Georgia Cable Television Associa-
tion annual convention. Peachtree Plaza Hotel,
Atlanta. Information: Nancy Horne, (404) 252-
4371.

Feb 11-12—North Carolina Cable Telavision Associ-
ation winter meeting. Washington Duke Inn, Dur-
ham, N.C. Information: (919) 821-4711.

Feb 11-12—Television Advertising Forum spon-
sored by Association of National Advertisers. Wal-
dorf-Astoria Hotel, New York. Information: (212)
697-5950.

® Fab. 12—Sociely of Broadeast Engineers, chapter
15 New York area, meeting. Times Auditorium,
New York Times Building, New York. Information:
David Bialik, (212) 594-1380.

Feb. 12—National Academy ot Television Arts and
Sciences, New York chapter, drop-in luncheon.
Speaker: Michael B. Alexander, president and
general manager, WWOR-TV. Copacabana, New
York. Information: (212) 768-7050.

Feb. 12-14—Satellite Broadcasting and Communi-
cations Association winter conference. Reno, Nev.
Information: (703) 549-6990.

® Feb, 13—"William S. Paley, The Legendary Ty-
coon and His Brilliant Circle,” a conversation with
Sally Bedell Smith, author of In All His Glory, The
Life of William S. Paley. Sponsored by The Free-
dom Forum Media Studies Center. The Freedom
Forum, Arlington, Va. Information: Paul Eisenberg,
(212) 280-8392.

®Feb. 13—"The Travel Industry."juncheon spon-
sored by Advertising Women of New York. Speak-
er: Chistopher Clouser, senior vice president,
Northwest Airlines. Grand Hyatt Hotel, New York.
Information: (212) 593-1950.

Feb. 14—Deadline for entries in international print
and radio advertising awards competition spon-
sored by The New York Festivals. Package design
added as new competition category. Submissions
must have been produced, run or distributed after
March 1, 1991. Information: (914) 238-4481.

® Fob. 17—Deadline for entries in the first annual
Radio Creative Fund Mercury Awards. Information:
(212) 307-3477.

Fob. 17-19—Broadcast Cable Credit Association
credit seminar. Town and Country Hotel, San Die-
go. Information: Cathy Lynch, (708) 296-0200.

Feb. 18—Wost Virginia Broadcasters Association
sales seminar. Charleston Marriott, Charleston,
W. Va. Information: Marilyn Fletcher, (304) 344-
3798.

Feb. 18-19—Wisconsin Broadcasters Association
winter convention. The Edgewater Holel, Madison.
Wisc. Information: John Laabs, (608) 255-2600.

Feb. 19—National Academy of Telaevision Arts and
Sciences, New York chapter, drop-in luncheon.
Speaker: Pierre Cosselle, producer of the Grammy
Awards and of "The Will Rogers Follies™ currently
on Broadway. Copacabana, New York. Informa-
tion: (212) 768-7050.

Feb. 19—Amarican Association of Advertising
Agencies legal issues seminar. The Drake Hotel,
Chicago. Information: Dorothy Forget, (212) 682-
2500.

Feb. 19—West Virginia Broadcasters Association
sales seminar. Morgantown Ramada Inn, Morgan-
town, W. Va. Information: Marilyn Fletcher, (304)
344-3798.

Feb. 19—Nationai Press Foundation's annual
awards dinner featuring presentation of the Sol
Taishotf Award for Excellence in Broadcasting tc
Ken Burns, maker of 1990 PBS documentary "The
Civil War.” Sheraton Washington Hotel, Washing-
ton. Information: Denise Slaughter or Donna Wash-
ington, (202) 662-7350.

Feb. 19-20The Museum of Television and Radio
presents the Mark Goodson seminar series, "Two
Evenings with Barbara Walters." Museum, New
York. Information: (212) 621-6600.

Feb. 19-20Broadcast Cable Financial Manage-
ment Association and Broadcast Cabie Credit As-
sociation board of directors meeting. Town and
Country Hotel, San Diego. Information: Cathy
Lynch, (708) 296-0200.

Feb. 20—Foderal Communications Bar Association
luncheon. Speaker: Sharon Percy Rockefeller,
president of WETA. Washington Marrictt, wWashing-
ton. Information: Mary Blasinsky, (202) 833-2684.

® Feb. 20-22Louisiana Association of Broadcast-
ers annual convention. Lafayette Hifton and
Towers, Lalayette, La. Information: (504) 383-7486.

Feb. 24-29 Advanced management training semi-
nar for public broadcasting executives sponsored
by Stanford University, Alaska Public Radio Net-
work, Management Action Programs, inc. and the
Corporation for Public Broadcasting. Palo Alto,
Calif. information: Karen Cox (907) 277-2776.

Feh. 25 American Association of Advettising
Agencies legal issues seminar. The Grand Hyatt
Hotel, New York. Information: Dorothy Forget, (212)
682-2500.

Feb. 25-26—Great Lakes Broadcasting conference
and exposition sponsored by Michigan Broadcast-
ers Assocsation. Lansing Center, Lansing. Mich.
Information: Leslie Staniszewski, (517) 484-7444.

® fob. 26—"Franchising: Business and Legal Is-
sues,” seminar sponsored by Practising Law insti-
tute. PL1 Training Center, New York. Information:
(212) 765-5700.

® Fob. 26—"The Future of Network Television,” a
conversation with Ken Auletta, author of Three
Blind Mice. Sponsored by The Freedom Forum
Media Studies Center. The Freedom Forum, Arling-
ton, Va. Information: Paul Eisenberg, (212) 280-
8392,

Feb. 26-28Texas Cable Show, sponsored by Tex-
as Cable TV Association, San Antonio Convention
Center, San Antcnio, Tex. Information: (512) 474-
2082.

u Fob. 26-March 1-—Association of Music Personnel
in Pubfic Radio annual conference. J.W. Marriott
Hotel, Houston. Information: John Swintord, (800)
833-3976.

u Feb. 27—National Academy of Television Arts and
Sciences, New York chapter, drop-in luncheon.
Speakers: Randy Falco, senior vice president,
Olympics and Sporis Operations, NBC and Terry
O'Neil, executive producer, NBC Sports. Copaca-
bana, New York. Information: (212) 768-7050.

Feb. 27-28—"New Ways to Win New Business™
seminar sponsored by American Association of Ad-
vertising Agencies. Arcowwood Conference Center,
Rye Brook, N.Y. Information: Linda Field, (212)
682-2500.

Feh. 28—Deadline for applications to environmental
journalism fellowship sponsored by the University
of Michigan and the Scripps Howard Foundation.
Candidates must have a minimum of three years
newsroom experience and hold full-time positions
with news organizations. Information: (313) 763-
1155 or (313) 763-5943.

Feb. 28-March 1—intercollegiate Broadcasting Sys-
tern national convention. Ramada Hotel at Madison

Square Garden, New York. Information: Jeft Tellis,
(914) 565-6710.

@ Fob. 29-March 3—Arbitron Television Advisory
Council meeting. Tucson, Ariz. Information: Pete
Megroz, (212) 887-1344.

MARCH

® Merch 1—Deadline for entries to the Pulliam/Pro-
ject Sunshine Internship sponsored by Sigma Delta
Chi Foundation. Information: (317) 653-3333.

® March 4—National Academy of Television Arts
and Sciences, New York chapter, drop-in lun-
cheon. Speaker: Lee Masters, president and CEQ,
E! Entertainment Television, Copacabana, New
York. Information: (212) 768-7050.

Merch 4-7—23rd Country Radio Seminar, spon-
sored by Country Radic Broadcasters. Opryland
Hotel, Nashville. Information: (615) 327-4487.

March 6-8—11th annual Nornthern California Radio
and Television News Directors Associalion conven-
tion and awards. Clarion Inn, Napa Valley, Calif.
Information: Darryl Compton, (415) 561-8760.

March 6-8Radio and Television News Directors
Association region two super-regional conference.
Clarion Inn, Compton, Calif. Information: Darryl
Compton, (415) 561-8760.

March 7-10—National Association of Broadcasters
36th annual state leadership conference. J.W. Mar-
riott Hotel, Washington. Information: (202) 42¢-
53C0.

March 9-11—First annual markeling co-op confer-
ence sponsored by Cabie Television Adminisira-
tion and Marketing Society. South Shore Harbour
Resort and Conference Center, Houston. Informa-
tion: (703) 549-4200.

March 11—Ohio Cable Television Association annu-
al meeting and cablecasting awards. Hyatt on
Capitol Square, Columbus. Information: Janet
Johnson, (614) 461-4014.

March 11—Newsmaker luncheon sponscred by /n-
ternational Radio and Television Society. Waldorf-
Astoria Hotel, New York. Information: (212) 867-
6650.

® March 12—National Academy of Television Arls
and Sciences, New York chapter, drop-in lun-
cheon. Speaker: Lloyd Wemer, senior vice presi-
dent, sale and marketing, Group W Satetlite Com-
munications. Copacabana, New York. Information:
(212) 768-7050.

March 12-18—National Federation of Community
Broadcasters annual conference. Seattle. Informa-
tion: Wendy Muzzy, (202) 393-2355.

March 13-15—"Economic Issues in the 1892 Elec-
tions," conference for journalists sponsored by
Foundation for American Communications and the
Ford Foundation. Asilomar Conference Center. Pa-
cific Grove, Calif. Information: (213) 851-7372.

Maerch 14—The Green Eyeshade Awards program
sponsored by Society of Professional Joumalists,
Atlanta professional chapter. Aflanta Airport Marri-
ott, College Park, Ga. Information: Kat Yancey,
(404) 496-9957.

® March 15—Deadline for entries for the 1992 Ar-
thur F. Burns Fellowship program sponsored by the
Center for Foreign Joumalists. |nformation: (703)
620-5984.

March 15—Deadline for entries for second interna-
tional Competition for New Media Technology. In-
formation: Christine Davet. (514) 842-5333.

March 16—Deadiine for entries for 1992 national
Clarion Awards competition sponsored by Women
in Communications, Inc. nformation: Laura Rush,
(703) 528-4200.

® March 18-17—North Central Cable Television As-
sociation and The Society of Cable Television Engi-
neers technical management seminar. Minneapo-

44 Datebook

Feb 3 1992 Broadcasting




TWO ROOMS, TWO BUSINESS DEALS

For people who travel a
lot on business, there is no
better parter than Embassy
Suites hotels.

TWICE THE ROOM. A large
private bedroom. A separate
spacious living room with a
well-lit work area perfect for
small meetings. Fach suite also
has two telephones, two TVs,
a wet bar with refrigerator,
coffee makerand microwave.
Computer modem hookup
available in most suites.

TWICE THE VALUE A free,
cooked-to-order breakfast is
served each morning. Two
hours of complimentary

- PRODUCTIVITY.

beverages- each evening,
Both sure to help keep your
expense report in line.

Next time you need a hotel
room, Think Twice: Then call
your travel agent or Twice
The Hotel. 1-800-EMBASSY.

EMBASSY
SUITES™

In Canada, call 1-800-438-5848. In Mexico, call 95-800-362- 27 79.
Hawan, call £-800-GO-2-MAUI



s, tnformation: (612) 641-0268

March 16-18—North Central Cable Television Asso-
ciation trade show and convention Hyalt Regency
Hotel. Minneapohs Information. (612) 641-0268

March 17—American Advertising Federation gov-
ernment affairs conference. Willard Hotel. Wash-
ington Information. Clark Rector. (202) 898-0089

= March 18—National Academy of Television Arts
and Sciences, New York chapter. drop-in lun-
cheon. Speaker Robert L Turner. president. Multi-
media Entertainment Copacabana. New York In-
formation. (212) 768-7050.

March 18—Presentation of International Broadcast-
ing Awards for "world's best radio and TV commer-
cials.” sponsored by Hollywood Radio and Televi-
sion Society Beverly Hilton. Los Angeles
Information: (818) 769-4313

March 19—48th annual Radio and Television Corre-
spondents Association dinner Washinglon Hilton.
Washinglon. Information: ivan Goldberg. (202)
828-7016.

March 19—Federai Communications Bar Associa-
tion luncheon. Speaker. Newton Minow. former
FCC chairman Washington Marnott. Washington
information' Mary Blasinsky, (202) 833-2684.

March 19— 17th annual Commendation Awards cer-
emony sponsored by American Women in Radio
and Television. The Waldorf-Astona Hotel. New
York Information (202) 429-5102

March 20-22—Fourth annual western contference of
college broadcasters sponsored by National Asso-
ciation of College Broadcasters Unwversity of
Southern Califorma. Los Angeles Information,
Glenn Gutmacher. (401) 863-2225.

March 25-28—West Virginia Broadcasters Associa-
tion spring conference for managers. programers.
engineers and associates. Sheraton Inn. Martins-

burg. W. Va. Informaton: Marilyn Fietcher. (304)
344-3798,

Maerch 25-28 National Broadcasting Sociely/Alpha
Epsilon Rho national convention Holiday inn
Crowne Plaza. Washinglon Intormation. (803} 777-
3324 or (412) 357-3210

® March 26—"The Business of Entertainment: The
Big Picture.” conference sponsored by Wertheim
Schroder and Company and Variety. Among
speakers: Ruper! Murdoch. The News Corporation
Limited: Alired C. Sikes. FCC: Jeff Berg. Interna-
tonal Creative Management; James A Chiddix.
Amencan Television and Communications Corp.:
Michael Fuchs. HBO: Philip Guarascio. General
Motors Corp.. Stanley S. Hubbard. Hubbard
Broadcasting. Inc.; Jeffrey Katzenberg. Walt Dis-
ney Studios: Jamie Kellner. Fox Broadcasting
Company: Charles Koppleman. EMI Record Group
of North America; Marlin Nisenholtz. Ogilvy and
Mather. Roy H. Pollack. Fordham Graduate School
of Business: Thomas Pollack. MCA Features
Group. MCA. Inc.. Howard Stringer. CBS Broad-
casting Group. and Grant Tinker. GTG Entertain-
ment. Pierre Hotel. New York. Information: (212)
492-6082.

March 26— "Broadcasters Call on West Virginia
Congressmen.” sponsored by West Virginia Broad-
casters Association. Washinglon. Information: Mari-
lyn Fletcher. (304) 344-3798.

March 27-29—"TV News: The Cutting Edge III.”
meeting sponsored by Scientists’ Institute for Pub-
lic Information. Sheraton Imperial Hotel and Con-
vention Center. Research Triangle Park. N.C. Infor-
mation: Tanya Darby. (800) 223-1730.

March 30—Deadline for entries for 1992 Radio-
Television News Directors Foundation Fellowships.
Three fellowships 1o be awarded. Information
(202) 659-6510.

March 30—Deadline for entries for 1992 Radio-
Television News Directors Foundation undergradu-
ale and graduate scholarships Nine undergradu-
ate scholarships and one graduate scholarship to
be awarded. Information: (202) 659-6510

APRIL

® April 3—Deadline for entries for the 1992 Awards
for the Advancement of Learning through Broad-
casling sponsored by National Education Associa-
tion. Programs aired between April 1. 1991. and
March 31, 1992 are eligible Information: (202) 822-
7200

April &—Third annual mid-Allantic regional confer-
ence of college broadcasters sponsored by Na-
tional Association of College Broadcasters. Luzerne
County Community Coltege. Nanticoke. Pa. Infor-
mation: Glenn Gulmacher. {401) 863-2225

April 5-7—Cabletelevision Advertising Bureau 11th
annual conference. Marnott Marquis. New York.
Information; (212) 751-7770.

April 7—Newsmaker luncheon sponsored by /nter-
national Radio and Television Society. Waldorf-Asg-
toria Hotel, New York. Information: (212) 867-6650

April 7-Sept. 20_Tribute to Bob and Ray. spon-
sored by The Museum of Television and Radio.
Museum. New York. Information: (212) 621-66C0

April 8-11—American Association of Advertising
Agencies annual convention. Ritz-Cariton. Naples.
Fla. Intormation: {212) 682-2500.

m April 9—The 1992 Ohjo State Awards banquel
and ceremony National Press Club. Washington
Information: Phyllis Madry. (614) 292-0185.

penzMike

MORE HISTORY

EDITOR: | have very much enjoyed
your Dec. 9, 1991. **60th Anniversa-
ry"" issue. In particular. **Filling

the Magic Box™" brought back many.
many pleasant memories.

I grew up in Bloomington, I11.,
well supplied with radio from Chicago
and St. Louis. Television came to
Central 1llinois on sets with small
screens, noisy pictures and anten-
nas on tall towers. usually equipped
with rotors to permit pointing to-
ward Peoria, Champaign, Springfield
or Decatur. It was very rare to have
usable reception from Chicago.

About the **Hall of Fame'” fea-
ture: as a youngster with technical in-
terests., I was not aware of people
like James Blackburn Sr.. or John
Blair or Ralph Guild. Of course,
with several decades added to my own
life, I know these names as well as
those of Edwin Armstrong. Lee De

Forest and Allen DuMont. You've
done a good job of selecting people
from all of the very important parts
of the broadcasting industry. But...

You've left out 2 man who has
been much neglected: Reginald A.
Fessenden. If you don’t recognize
the name, you prove my point. The
man who made the first AM radio
broadcast deserves to be in your Hall
of Fame.

Much of Mr. Fessenden’s adult-
hood was spent working for Thomas
A. Edison. Many of the develop-
ments in alternating current power dis-
tribution for which Mr. Edison took
credit were actually Fessenden's
work. Of course, as an employe of
Edison, Fessenden’s work belonged to
Edison, so I'm not implying that
Edison did anything wrong. I'm just
saying that the historical records do
not, in all cases, place credit where it
is due. All of this information is do-
cumented in the biography **Fessen-

den—Builder of Tomorrows."" ]
recommend it.—George W. Stephen-
son Jr., Hendersonville, Tenn.

I read with great interest the **Open
Mike™" titted *'History Lesson™" in the
Jan. 13 issue of BROADCASTING by
David Rapaport. Normally I would
not write a letter of rebuttal to such
a worthless piece of writing, but in
this case, I felt that I had to set the
record straight.

The letter is so full of errors,
gross mistakes and out-of-context
statements that it defies description.
First of all, it does not help the cause
of Philo Farnsworth at all. I have
done much historical research and
have written learned papers on both
Zworykin and Farnsworth, As a great
admirer of Farnsworth and his
work, he certainly does not need some
amateur to help his case. His state-
ment that **you’re [the Editor?] the
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victim of Sarnoffian revisionism. a
common disease which acts like
plague working against educational
prophylaxis in broadcasting,”” de-
scribes Mr. Rapaport’s work exact-

ly! I am afraid that he is the victim of
his own lack of knowledge of the

| issues involved. Let’s analyze Mr. Ra-
| paport’s letter point by point.

® On Aug. 26, 1930, Farnsworth
was granted a patent on a television
system covering the image dissec-
tor. It did not cover a receiving cath-
ode-ray tube or a scanning or sync
system. These came Jater from Mr.
Farnsworth. Therefore. this patent
does not cover the system of television
as we know it today.
| & Zworykin did apply for a tele-
vision patent in December 1923 which
was demonstrated in October 1925
and was less than a huge success. But
it was the first demonstration using
cathode-ray tubes at both ends of the
system. However, it used a rotating
motor generator to generate the scan-
ning currents, which did not make
i it all-electric. This was a year before
Philo Farnsworth even started seri-
ous work on his television system.

® [t is true that this patent appli-
cation was not issued until November
1938, but this had absolutely noth-
ing to do with Zworykin’s visit to the
Farnsworth Green Street Labs in
San Francisco in April 1930. In Au-
gust 1929, Zworykin had demon-
strated the first practical picture tube,
the kinescope. in the Westinghouse
labs in East Pittsburgh before a group
of RCA, General Electric and Wes-
tinghouse engineers. This picture tube
| was the single most important in-
vention in all television history. It in-
volved nothing that Farnsworth had
invented.

& [n July 1929 Philo Farnsworth
did demonstrate the first all-electric
television system in the world. This
included his dissector tube. an electric
sync and scanning generator and a
magnetically focused cathode-ray
tube. For this [ give Farnsworth
great credit. But alas. neither his cam-
era tube (the dissector) nor his
small, dim picture tube (the Oscillite)
survived to this day, while Zwory-
kin's Kinescope has become the father
of all picture tubes since. Contrary
to Mr. Rapaport’s statements, Farns-
worth never ‘“*held actual patents
controlling all of the basic elements of
electronic television.”” He certainly
had several patents of utmost impor-

—_

tance but nothing to assure him a
monopoly.

® Contrary to Mr. Rapaport. the
famous Patent Interference No.
64027. which only involved count
15, arrived at the conclusion that the
two tubes (the image dissector and
the lconoscope) operated differently
and that RCA had no right to make
such a claim. This did not give Farns-
worth the rights to the [conoscope
or the controlling rights to all of the
basic elements of electronic televi-
sion. Contrary to Mr. Rapaport’s
statement. no Patent Office deci-
sion ever proved that Zworykin's 1923
system was inoperable. Quite the
contrary. it was demonstrated to the
Patent Office in February 1931.

® Finally. the single-sided ver-
sion of the lconoscope was covered in
Patent No. 2.021.907, which was
filed in November 1931 and had abso-
lutely nothing to do with Farns-
worth’s image dissector.

The point of all this is that both
inventors made important contribu-
tions to the science of television.
Unfortunately for Mr. Farnsworth’s
supporters, many of his had very
little lasting value. [t was under the ae-
gis of David Sarnoff that our pre-
sent-day system of television has aris-
en. From the Zworykin laboratories
(not Farnsworth) came the Kinescope.
Orthicon, Image Orthicon, Vidicon
camera tubes and the present-day col-
or system that is used in some vari-
ation in every country in the world.

David Sarnoff was more respon-
sible for the rise of television than any
other person. For over 30 years
(from 1923 to 1953), when the color
NTSC system was adopted, he nev-
er veered from his goal of producing a
practical television system. In this
he amply did himself proud.

In view of the evidence present-
ed above, the statement that, **among
those with the greatest impact [on
the creation of televi