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" THE BIGGEST
ACCESS HITOF
THE ‘88 SEASON

NEW YORK/WABC/A 7:30 PM LOS ANGELES/KNBC/N 7:00 PM

DOWNT%  DOWNZ% DOWNZ% DOWN 2%

CHICAGO/WBBM/C 6:30 PM PHILADELPHIA/KYW/N 7:00 PM

T UP2T% P UP21%

.E)i*

A

DOWNZI% DOWN 3% DOWN 29%




DETROIT/WXYZ/A 7:30 PM - ATLANTA /WSB/A - 7:30 PM

UP19% ¢ P up21%

DOWNTE% | DOWN3B% DOWND% DOWNIQ%

SACRAMENTO/KCRA/N 7:30 PM SEATTLE/KING/N 7:00 PM

" UP44%, N P UP13%

20°CL0CK
NEWS
DOWNZ% | DOWN4g% DOWN 36% DOWN 13%

he most innovatiye show of the 80's, will be the blggest access hit of the 905.
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«, ITS NO SECRET... ANYMORE!

You'll hear the juiciest, most hilarious tidbits of truth about everyone’s
favorite personalities as contestants try to match the secret with the
stars.

“Celebrity Secrets,” the outrageously funny series that has Holly-
wood’s biggest stars telling all . . . and then some.

Hosted by Bob Eubanks.
Executive Producers Budd Granoff, Michael Hill and Jeremy Fox.
“Celebrity Secrets” is a proven formula that can't miss. Provides
maximum scheduling—ideal for access or fringe time periods.
Especially compatible with any news, talk or game show:

A fun-fest of celebrity driven gossip plus a2 compelling game
.. ftotal entertainment. Catch a blushing star with
“Celebrity Secrets.”

}3 Produced by The Budd Granoff Company and Mac 1l Productions

Distributed by Casablanca-IV MWG _I

West Coast—213-275-0404
East Coast—203-454-4118

1

TV Horizons—National Advertising Sales Representatives
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ONE SMALL STEP FOR SONY.

For Sony, it's a small addi-
tion to the world's finest line of
broadcast cameras. But it
means a long jump for EFP.

With the new CCU-355
Control Unit, you can have the
freedom of triax while using

the best broadcast portable
CCD cameras in the world—
the Sony BVP-7 and BVP-50.
Sony has offered leading-
edge CCD broadcast camera
technology for over two years,
bringing you the reliability

and consistent picture quality
you expect from Sony-plus
the portability and freedom
of triax.

No one else sells as many
broadcast cameras as Sony.
And it's hardly surprising—




A

considering the broad range
of leading edge products
Sony offers,

So take the plunge into the
inherent reliability and stabil-
ity of solid state technology.
Check into the Sony broadcast

SONY.

BROADCAST PRODUCTS

ONE GIANT LEAP FOR EFP.

portable CCD camera family:
the BVP-5, BVP-7 and BVP-50.
And the BVW-200 single-unit

camera-recorder. The first step
is a demonstration. Just con-
tact your Sony Broadcast
Sales Engineer. Or call us at
(800) 635-SONY.

Sony Communications Products Company. 1600 Queen
Anne Road, Teaneck, NJ 07666. = 1988 Sony Corporation
of America. Sony is a registered traderark of Sony.
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Bidding war in Miami

Recent flurry of affiliation changes among
television stations in Miami and adjacent
markets has initiated program bidding war
as stations maneuver 1o reposition
themselves. Last week, wCix(mv) Miami,
independent recently purchased by CBS,
acquired rights to Geraldo, talk strip
fronted by Geraldo Rivera. Station is said to
have paid $30,000 per week for show, three
times that paid by incumbent wrLG(TV) this
season. WCix also picked up Tribune's new
Joan Rivers talk show, with plans to run
both as block in early fringe next fall.
Station recently picked up King World's
Inside Edition for January.

Also last week, wTvJy(Tv), recently
purchased by NBC, acquired rights to
Entertainment Tonight from wsvn(Ty) for
next season, paying $40,000 license fee,
nearly double that paid by incumbent.
Wv will air ET in access, and also picked
up Paramount's new Tabloid for early fringe
next fall. Two weeks ago, station acquired
A Current Affair, which it will carry in
access starting in January {BRCADCASTING,
Nov. 7). WrvJ now has USA Today and
Win, Lose or Draw in access. "Prices are
soaring in Miami,” said one station rep. "It's
the hottest [program syndication] market in
the country”

T P o ST I—
Too much too soon

Tension is said to be mounting between
General Electric's NBC and Chicago-
based Century Broadcasting Corp. due to
premature report of sale of kNBR(am) San
Francisco, NBC's last remaining radio
property. San Francisco Chronicle
reported two weeks ago that NBC sold
station to Century for $27 million, based
partly on celebration held at Century's kMEeL-
FM San Francisco. NBC promptly denied
deal and Century has been keeping quiet.

[l — s e
Bush's turn

With presidential election now history and
with George Bush planning his
administration, future of FCC is coming into
focus. As things looked last week, FCC
Chairman Dennis Patrick will stay at helm
for several months after Bush's
inauguration to complete his agenda. Now
seen as possible successor is Susan Wing,
communications lawyer who was
nominated for FCC by Reagan in late 1987
but never confirmed because of bad blood
between FCC and Congress. Instead of
long-rumored recess appointment while
Congress is adjourned, it is now thought
Bush will nominate her to post when he
moves into Oval Office and, when Patrick
resigns, might then appoint her as first
woman to chair agency.

Who will fill other current vacancy is less

certain. FCC staffer Bradley Holmes, other
Reagan FCC nominee hung out to dry by
hostile Congress, was still hoping last week
for recess appointment, but prospect of
that happening become dimmer by day
Key legislators are adamantly opposed to
Holmes because of his close ties to Patrick
and his parallel deregulatory philosophy.
One source said Bush has already sent
word to White House not to appoint
Holmes. That would avoid unnecessary
friction with Congress and give Bush
opening to name own candidate.

Working toward consensus

FCC's attempt to revise one-to-market rule
(which rules out radio-TV combinations)
continues, with Chairman Dennis Patrick
trying to develop so-called "generic” rule
that could be enforced across board.
Commissioner James Quello has favored
more narrow case-by-case approach that
would make it possible for Capital Cities/
ABC and Great American to hold onto
stations that had been grandfathered
under prior ownership. Commissioner
Patricia Diaz Dennis is opposed to
relaxation of policy.

Patrick wants rule that might be broad
enough to embrace Capcities et al., but not
tailored to them. Democrats on Capitol Hill,
although generally opposed to amendment
of one-to-market policy as deregulatory,
have nevertheless let it be known they're
sympathetic to waivers for grandfathered
situations. Issue could come to vote at Dec.
2 meeting.
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How much is too much?

Two weeks from now, broadcast networks
and Barcelona Olympic Organizing
Committee may be arguing positions
opposite from those one might expect.
Organizing committee, which presumably
would like to improve on what some think
were excessive amount of commercials
plaguing Seoul (Korea) Olympics
telecasts, will instead come armed with
research, provided by Howard Marlboro &
Associates, indicating that viewers of Seoul
games were not concerned about number
of commercials but rather their placement
and “flow" of editing. Such research will
help committee argue networks could carry
enough advertising to pay for significantly
higher rights fee. While NBC has not
revealed its strategy, it might in fact be
ready to admit it erred, and will have
available to it Grey Advertising study, which
agency has so far declined to publicly
release, critical of commercial load in
games.

i1 i S et R

Risky business

There was greater political drama in
President's veto of children's TV bill than

Broadcasting Nov 14 1988
in

immediately apparent. Decision came on
Saturday before following Tuesday's
election, and some political advisers feared
veto might give resurging Democrats
weapon to use against Bush campaign in
final hours. Reagan decided to proceed
nonetheless.

T ] s Y,
Lining up at USIA

Names of candidates to succeed Charles
Z. Wick as director of U.S. Information
Agency are beginning to surface. One,
possibly leading, candidate is said to be
Edward N. Ney, former chairman, president
and chief executive officer of Young &
Rubicam Inc., world's largest independent
advertising/communications company. He
is now chairman of PaineWebber/Young &
Rubicam Ventures and vice chairman of
PaineWebber Inc. And since 1984, Ney has
been member of Board for International
Broadcasting, which oversees Radio Free
Europe/Radio Liberty, radio stations that
broadcast to Eastern Europe and Soviet
Union.

Another name being heard is that of
Diana Lady Dougan, former assistant
secretary of state for communications and
information and now senior adviser at
Center for Strategic and International
Studies. Former child movie star Shirley
Temple Black, who has held several
diplomatic posts under Presidents Nixon
and Ford, has publicly declared her interest
(BROADCASTING, Nov. 7).

AT T T T Em ]
Lengthening line

Two more names have surfaced as
possible successors to outgoing Radio
Advertising Bureau President Bill Stakelin
{BROADCASTING, Nov. 7). (At least seven are
said to be in running so far, including one
woman.) Among latest possibilities are
Norman Goldsmith, president of Radio
Marketing Concepts Inc., and Robert
Mounty, president, Mounty
Communications. RAB search team is
headed by Richard Chapin of R.C. Crisler &
Co. Deadline is Feb. 2.

] | PN
Heading home

Among those in Reagan administration who
will be in market for private sector job after
Jan. 20—or until her successor is
confirmed—is Mimi Dawson, former FCC
commissioner and now deputy secretary of
transportation. After 20 years in variety of
government jobs, most on Capitol Hill, she
says: "I'm ready to go.” And although some
who know her said she could be tempted to
return to FCC as chairman, Dawson
indicated her only interest in connection
with that job is to see that Washington
lawyer Susan Wing gets it, once Dennis
Patrick moves on.



QUESTION:

What show is this:
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1. Dr. Ruth 2. Gilligans Island 3. Nightline

4. 1 don't know. I never saw it.
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10t what you think.

Even if you don't watch Mr. Belvedere,
maybe you should take a look at its success.
Belvedere delivers women and kids with
shocking efficiency.
Racks up summer rerun shares that leave
leading network sitcoms eating dust.
’ ‘. And gets renewed by ABC year after year.

Belvedere is in the classic long-run hit
y' tradition.
With a family that’s got someone for
everyone in your households.
_ And a housekeeper who’s nobody’s
servant.
"{L T But play it right, and he'll be the work-
% horse of your whole schedule.
Now, that’s something to think about.
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(_Where Things Stands

& Solid box denotes items that have changed
since last issue.

%%}u&&é&bﬁ;

NAB and other broadcast groups oppose
FCC's proposed expansion of service to allow
for local origination by translators, asking that
rules establish translators as secondary ser-
vices to fill in underserved areas of full-power
stations and not as “low-power FM" stations.

NAB opposed proposal to authorize FM's
using directional antennas and permitting allo-
cation of stations in short-spaced positions,
saying that an increase in FM girectional an-
tennas would lead to AM-ization of FM band.
Some broadcast groups, however, favored
more flexibility for FM broadcasters seeking
suitable sites to locate transmission facilities.

Western hemisphere countries on June 2
concluded second and final session of confer-
ence to plan use of 100 khz of spectrum
added to AM band that had ended at 1605
khz. FCC is in midst of inquiry designed to
help it determine how to use 10 new channels.
Commission has indicated some channels will
be reserved for national licensees.

Antitrafficking

issue essentially boils downs to reimposition
of three-year rule, which required owners to
hold broadcast properties for that long before
selling. Quiescent at moment.

‘ ﬂ')_%ablé Reglnatn;i 0

Cable television industry remains under fire
on allegations it is “unregulated monopoly.
Cities may push for overhaul of Cable Com-
munications Policy Act next year to strengthen
their regulatory grip on cable and to provide
entry for telephone companies to offer com-
petitive services. Motion picture industry and
independent broadcasters have also been
pushing for stricter reguiation of cable until
there is more competition in delivering cable
programing to homes. House Commerce
Committee Chairman John Dingell {D-Mich.)
has warned cable to be on best behavior or
Congress may reevaluate regulatory environ-
ment. Oversight hearings have been held by
House Telecommunications
and Senate Antitrust Subcommittee.

AM-FM Allocations
Antitrafficking

By the Numbers

Cable Regulation
Children’s Television
Compulsory License
Crossownership

Direct Broadcast Satellifes
High-Definition. Television
Home Satellite
Indecency

Land Mobile

Low-Power TV

Mergers

Must Carry

Network Rules

Public Broadcasting
Syndex

TV Stereo

Wireless Cabie

tional Association of Broadcasters let White
House know they backed legistation, but
President found measure “counterproductive”
and at odds with broadcasters’ First Amend-
ment rights. Measure would have put com-
mercial limits on children’s programs of 10%:
minutes per hour on weekends and 12 min-
utes on weekdays. It also required broadcast-
ers to serve "special needs” of children, which
FCC would have to take into account at renew-
al.

- Compuisory License

FCC voted iast month (BroabCasTING, Oct. 31)
to recommend that Congress abolish 12-year-
old compulsory copyright license, at least for
distant signals, saying it would benefit con-
sumers, broadcasters and cable programing
services. Recommendation will be expanded
to cover local signals if FCC Commissioner
Patricia Diaz Dennis comes through with vote,
which she is withholding until “editorial
changes” are made.

What Congress will do is anybody's guess.
At very leasl, if it decides to pass law reguiring
carriage of local signals, it will probably also
preserve copyright license for those signals.

During last Congress, House Telecommuni-
cations Subcommittee member John Bryant
(D-Tex.) offered bill (BrRoaDCASTING, April 4) (0
condition compulsory license on whether ca-
ble operator is carrying local broadcast sig-
nals. Senate Copyright Subcommittee Chair-

m Proponents of children's television legisla-
tion suffered biow at hands of President Rea-
gan, who issued pocket veto of bill on Nov. 5.
Measure passed Senate only days before ad-
journment {BroapcasTing, Oct. 24). Chief ex-
ecutive's rejection of bill will make it priority in
101st Congress. Television networks and Na-

Subcommitte€  man Dennis DeConcini  (D-Ariz.) offered
S|rmlar measure in June
— -

R =
1

Telco-cable—FCC has tentatively concluded it
should recommend Congress lift cross-
ownership ban on telephone companies pro-
viding cable television service in their service
areas. Commission, which made proposal at
July 20 meeting, will seek comments on sub-
ject, as well as on separate considerations to

Broadcasling Nov 14 1988

loosen its own regulatory restrictions on cross-
ownership. Comments are due Dec. 1

FCC move follows National Telecommunica-
tions and Information Administration report on
cable television regulation recommending
telephone companies be allowed to serve as
transporters of others’ programing, although
not programers themselves, in telcos’ own
service areas {BROADCASTING, June 20).

At present, not only FCC regulations and
1984 Cable Act but also modified final judg-
ment issued by U.S. Judge Harold Greene in
his supervision of breakup of AT&T are seen as
barriers to such crossownership by seven Bell
operating companies. NTIA has petitioned
FCC to preempt Greene's regutation of BOC's,
arguing that Greene is hampering BOC entry
into information services, including cable.

Resolution now pending in House calls on
Congress to wrest jurisdiction from Greene
and eliminate barriers, Measure has backing
of House Energy and Commerce Commiitee
Chairman John Dingell (D-Mich.) and, at last
count, 112 co-sponsors.

Duopolylone-to-a-niarket—FCC has voted
to relax duopoly rules to allow closer spacing
of commonly owned AM and FM stations,
arguing that impact on diversity would be
negligible and that it would allow some broad-
casters to reap certain economies of scale.

Chairman Dennis Patrick had also hoped to
modify one-to-a-market rules to allow radio-TV
crossownership, but was unable to reach con-
sensus with other commissioners in time for
QOct. 27 meeting. However, he still thinks con-
sensus can be had.

Broadecast-newspaper—Appropriations  bill
{H.R. 4782), which was signed into law, in-
cludes provision that prevents FCC from reex-
amining its broadcast-newspaper Cross-
ownership rules.

Rupert Murdoch won victory in U.S. Court of
Appeals in Washington March 29 when court
ruled that statute passed by Congress in ses-
sion’s final hours violated First and Fifth
Amendments by prohibiting FCC from extend-
ing current waivers of rule banning newspa-
per-television station crossownership. Court
did not rule on constitutionality of substance
of provision that bars commission from repeal-
ing or modifying television-newspaper cross-
ownership ban.

1,,1).;@;1 Bm;dctst

L GE Americom-HBO goal of beginning medi-
um-power direct-to-home TV service may
have been derailed by Nov. 8 FCC decision to
deny request to modity K-3 power from 45 to
60 watts.

High-power Ku-band direct broadcast sat-
ellite delivery of television programing directly
to homes will become reality in U.S., says
Hughes Communications, which proposes
launch of 200-walt direct broadcast satellite in
“1992 time frame.” Higher power—10 times
higher than current fixed satellite service
birds—says Hughes, will enable reception of






€ 1988 Qintex Entertainment, Inc.
RollerGames is an official trademark.




COMING SOON FROM
QINTEX ENTERTAINMENT.

Los Angeles 213 281-2600
New York 212 977-9001
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video programing by only one-foot downlinks,
thereby expanding current consumer home
satellite market well beyond current two mil-
lion.

Hughes's plan will go to

parent, General Mo-
tors, for approval by
end of year.

GE Americom
might have beaten
Hughes to punch,
launching  60-watt
Ku-band DBS birds
K-3 (as early as
January 1990)
and K-4 (both al-
ready under con-
struction), marketing

with
HBO joint venture, Crimson Satellite Associ-
ates, to provide service to both cable industry
and home dish owners {owning three-foot
dishes), with cable likely retailers.

Hughes says GE service would only be

‘interim” step toward its 200-watt service.
Hughes and GE agree on need to bring to-
gether “business system,” including pro-

BY THE NUMBERS

Summary of broadcasling and cable

gramers and cable operators.

Before end of year, FCC hopes to rule on
April 8 round of five new applications, offering
up to 32 channels in each of eight orbital slots
in DBS arc.

High-Definition TV

® Advanced Television Test Center, project co-
sponsored by NAB, ABC, NBC, CBS, PBS,
Association of Maximum Service Telecasters
and Association of Independent Television
Stations, moved into temporary offices in
same Alexandna, Va., building that houses
PBS headquarters on Qct. 31. Permanent site
for ATTC's headquarters is to be found by mid-
1989, when center will provide facilities for
Advanced Television Systems Committee
{ATSC) and FCC's advisory committee on ad-
vanced television services to test HDTV and
EDTV systems.

Consortium formed by several cable sys-
tem operators, Cable Television Laboratories
Inc. {Cable Labs), has been organized to per-

link

Commercial AM 4915 278 5,193
Commercial FM 4,116 606 4,722
Educational FM 1,356 265 1,621
u Total Radio 10,387 1,149 11,536
FM translators 1,625 439 2,064
Commercial VHF TV 543 19 562
Commercial UHF TV 506 205 rall
Educational VHF TV 119 7 126
Educational UHF TV 214 29 243
u Total TV 1,382 260 1,642
VHF LPTV 109 164 273
UHF LPTV 290 1,165 1,455
u Total LPTV 399 1,329 1,728
VHF translators 3,060 109 3,169
[UMF transiators 2,198 338 2,536
ITFs? | 250 14 364
Low-power auxiliary 824 0 824
TV auxiliary 7,430 205 7,635
LUHF translator/boosters 6 0 6
Experimental TV 3 5 8
Remote pickup 12,338 53 12,391
Aural STL® & intercity relay 2,836 166 3,002
Total subscribers 47,042,000

Homes passed 73,900,000

Tota!l systems 8,000

Household penetrationt 52.8%

-P;::able penetration 32%

* InCludes oft-air licenses. 1 Penetralion percentages are of TV household universe of
90.4 miltion. ' Construction permit. 2 instructional TV fixed service. ? Studio-transmitter
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form HDTV transmission tests and other cable
TV research and development. Temporary of-
fices for group have been established in Bos-
ton with permanent test facilities also still in
formative stage. Some have suggested that
ATTC, Cable Labs and test representatives
from satellite transmission companies form
joint lab to provide central location for HDTV
testing.

Anatysis subgroup of ATS committee’s sys-
tems subcormmittee has received submis-
sions for 14 proposed HDTV or EDTV transmis-
sion systems and seven other audio- or video-
only subsystems. Each of 14 full systems will
be studied in depth by analysis group during
scheduled meeting for Nov. 14-18 in Washing-
ton.

FCC tentatively decided to- eliminate from
standardization consideration iransmission
systems with continuous 9 mhz channel, in-
compatible with NTSC sets. Move eliminates
possibility of terrestrial standardization of
NHK's MUSE-E. Commission also decided to
restrict any possible additional spectrum for
advanced television broadcasting to currently
allotted VHF and UHF television spectrum.
Use of band above 1 ghz for augmentation
channels was ruled out.

At same time, FCC released inquiry asking
which of four high-definition transmission
methods will be most suitable: one 6 mhz
channel; 6 mhz channel with 3 mhz augmenta-
tion channel; 6 mhz channel with 6 mhz aug-
mentation channel, or 8 mhz NTSC channel
and simulcast noncompatible high-definition
6 mhz channel. Comments on issues raised in
inquiry are due Nowv 31

Telecommunications Subcommittee  held
hearing in September focusing on economic
and trade implications of new technology:
Subcommittee Chairman Ed  Markey (D-
Mass.) expressed desire 1o see U.S. industry
take part in development and manufacture of
HDTV equipment. Markey has asked Electron-
ic Industries Association, American Electron-
ics Association and Semiconductor Industry
Association to submit report (no later than
Jan. 4, 1989) recommending policy that
would encourage U.S. activity in area. FCCs
HDTV advisory task force and NTIA also were
asked to prepare report on subject.

Home Satellite

® Giving shot in arm to struggling home satel-
lite industry, 100th Congress passed copy-
right legislation authorizing transmission of
broadcast television signals via satellite to
backyard dish owners. (As of last week Presi-
dent Reagan had until Nov. 18 to sign bill in
order for it to become law) Under its terms,
independent  television signals can be
beamed to any of more than two million dish
owners, but network affiliate signals can only
be delivered to those in “white areas’—those
not able to receive network programing off air
and not choosing 1o receive it via cable.
Other legislation designed to help home
satellite industry did not fare as well. S.889
died in Senate after lawmakers voted 43 to 36
to table measure. In unexpected move, bill's
chief proponent, Senator Al Gore (D-Tenn.),
offered it as amendment to tax legislation on
Friday evening, Cct. 7. It would have required
cable programers to permit any gualified third
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SMART
SFLL.

Forty years ago, Harry Smart introduced a sales concept so effective,
it's become a trademark of the man, and the company he has helped to
buiid. Today, we at Blair Television salute our Vice Chairman for his lifetime
commitment and inspiration. We congratulate him for 40 years of service to
Biair and the television industry.

Harry's “Smart Salesmanship” is based on the following principles:
honesty and integrity, hard work and service, knowledge and communication.
More importantly, it includes active caring about clients and customers.
Though these principles seem ordinary, there’s nothing ordinary about
his incredible achievements.

Harry’s proven himself to be a great and effective leader. He's made
enormous contributions to both Blair Television and to the TV industry as a
whole. Harry has served as President of the Broadcast Pioneers Library, the
Station Representatives Association, and the Broadcast Advertising Club, to
name a few. Through his expertise, vision, and leadership, he continues to
shape the future of television.

Harry’s said that “being a smart salesperson doesn't require a special
personality and it doesn't require brilliance. Anyone can do it if you try”

However, it certainly didn't hurt being Smart.

2] BLAIR TELEVISION

Biair Television is a subsidiary of John Blair Communications. Inc.




party to distribute their services to backyard
dish (TVRQO) owners.

Momentum behind S.889 was believed to
have weakened because of announcement
that National Rural Telecommunications Coop-
erative (noncable distributor serving dish own-
ers) had closed deals with five leading cable
programers, move many observers feel per-
suaded lawmakers that congressional inter-
vention is unnecessary.

President Reagan signed into law on Oct. 1
congressional spending bill that requires FCC
to enforce its indecency policy around clock
(BroaocasTing, Oct. 3). FCC has untit Jan. 31,
1989, to issue new set of indecency rules.
NAB and other media groups plan court chal-
lenge of law’s constitutionality.

Many broadcasters joined FCC in its belief
that new law is "constitutionally suspect” in
light of recent case law. U.S. Court of Appeals
in Washington had affirmed FCC's tougher
indecency enforcement policy based on
premise that FCC could not ban indecency,
but could channel it to times of day when few
children were in audience. But court remand-
ed case to commission to justify midnight-to-6
am. "safe harbor" In light of congressional
action, FCC may not go ahead with its remand
rulemaking.

reallocate UHF channels in eight markets to
land mobile radio until completion of report on
whether UHF channels in question will be
needed for broadcasting high-definition sys-
tems. But report released in June by FCC's
advisory committee on advanced television
service advised commission not to act be-
cause it is too early to know how much spec-
trum broadcasters will need. During special
meeting on HDTV issues, FCC decided to
follow report’s advice (BROADCASTING, Sept. 5).

FCC’s nine-day "window" for LPTV applica-

tions closed June 24, but not before 1,004
were received. Initial processing has been
completed: 500 were directly grantable and
have been put on public notice as of Friday,
Sept. 30. If no petitions to deny are filed within
30 days, those grants become CP's.

Ot remainder, approximately 335 were re-
turned because of filing errors and 165 are
going to lottery Possibility of another window
for filing is imminent, perhaps as soon as
December. Community Broadcasters Associ-
ation convention was to be held in Las vegas
Oct. 25-28. Fifteen low-power stations are
signing on each month, according to CBA.

P
g

® MSO's United Cable (UCT) and United Art-
ists Communications Inc. (UACI) signed de-
finitive agreement March 8 to merge into new
company, United Artists Entertainment Co.
{UAE). Under terms of agreement amendment
announced Sept. 19, UACI stockholders
would exchange each share for one share
each of class A and class B common stocks—
class B stock convertible into class A and
carrying 10 voles per share compared to
class A stock’s single vote. UCT stockholders
have option to receive either $35 cash or one
share apiece of A and B stock in UAE, with
right to put that stock to Tele-Communications
Inc. TCI has expanded UCT ownership to 41%
share as of July 29. TCl owns roughly two-
thirds of UACI and would own majority of
newly formed UAE. Setup of class A and class
B stocks is designed to preserve TCl's major-
ity vote in UAE while permitting convertible
bond financing. UCT and UAC! await SEC
approval of new securities. Merger is also
subject to shareholder approvals.

m Tele-Communications Inc. (TCI) and Com-
cast have closed purchase of SCI Holdings
{fourth largest MSO serving 1,480,000 sub-
scribers) from Kohlberg Kravis Roberts & Co.
(KKR) and other owners. Price, including as-
sumed debt, is $2.8 billion. Companies said
that SCl's Connecticut systems, transfer of
which was blocked by state’s Department of
Public Utillity Control {DPUC), have been
placed in trust pending resoiution of transfer
issues. DPUC objected to concentration of
TCI's ownership in state. Tentative plan is for

Continues on page 85.
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The show with a special 900 hotline
that means big rewards for viewers...

TELEVISION IT
PAYS TO WATCH.

‘a‘

SREWARDS

REWARD is an explosive, new, hall-hour reality-
based strip that offers viewers an opportunity to solve
a mystery, and receive large monetary rewards.

REWARD focuses on a variety of cases, such
as unsolved murders, missing persons, stolen property,
the search for an adopted child’s natural mother,
and more.

REWARD operates from a news bureau
setting, where anchor/hosts carefully spell out the de-
tails of each case using a blend of news footage,
re-enactments, and originally produced material.

REWARD presents frequent updatss, new clues
and other information regarding the status of each
mystery.

REWARD hotline—a special 900 number—
makes it possible for viewers to actually participate in
solving the mysteries.

REWARD is produced by the same creative
team responsible for the hugely successful Geraldo
Rivera specials.

SREWARDS

A half-hour strip available for January 1989.
Cali for a pilot screzning:
212-605-2786/818-777-6561
Produced by Sabeon Productions
in association with
Barbour/Llangley Productions.

Districuted by
McAaTv O

© 1988 MCA TV. All rights reserved. DTN L
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MondayaMemo

An HDTV commentary by William Connolly, HDTV 1,125/60 Group spokesman and president, Sony Advanced Systems

he ATSC/SMPTE 1,125/60 stan-

dard for HDTV studio origination

and program exchange is the result
of years of hard work by the North Ameri-
can television community, with significant
contributions coming from U.S. broadcast-
ers, video production and post-production
facilities and the film community.

With the recent FCC decision and the
varied interests in transmission and distribu-
tion systems, there’s much confusion over
what is 1,125/60. To best understand what
1,125/60 is all about. let’s identify what it is
not. It is not merely the origina! NHK pro-
posal. It is a well-defined standard that in-
corporates many enhancements developed
by ATSC and SMPTE committees.

It is not MUSE, nor does it have anything
to do with MUSE. (MUSE is just one of
many encoding systems, versions of which
are still under study, for HDTV transmission
in the U.S. and around the world.) Most
important. 1,125/60 does not signal the end
of America’s capability to manufacture tele-
vision-related equipment.

Overall, the benefits of 1,125/60 create
pictures and sound that make possible an
exciting new television viewing experience.
It also signals an important new production
dynamic linking 35mm film and television
techniques.

Like every new standard, however,
1.125/60 implies one very important reali-
ty—change. Always accompanying change
1s anxiety.

From the very beginning. the single most
important requirement for an HDTV pro-
duction standard unanimously agreed to by
U.S. broadcasters and international broad-
cast communities was convertibility to all
current worldwide television broadcast for-
mats—NTSC, PAL/SECAM and their 14
derivations, and even into 24-frame and 30-
frame film.

There are three well-known frame rates in
the world today: 25 (50 fields) in Europe;
29.97 (59.94 fields) in North America and
Europe. and 24 for 35mm film. Within the
environment of international debate, 59.94
is a peculiar numerical value, the result of a
unique VHF/UHF broadcast requirement in-
volving location of the sound carrier. It had
no meaning and little attraction to those
considering a move from 50-field. European
countries would at least consider 60-fieid,
but would hardly try to understand 59.94-
field.

As the 30-frame (60-field) rate emerged
in standards committees because of its ex-
cellent portrayal of motion and low flicker,
the toughest technical questions came from
the 25-frame communities. Electronic con-
version from 30 to 25 frames had never been
adequately solved.

From 1983 to 1986, a massive develop-
ment effort resulted in a highly refined stan-
dards converter that successfully downcon-

éThe real possibility
of achieving a unified
single world
standard for HDTV
production is still
very much alive.”’

verted 1,125/60 to 625/50. A subsequent
effort is now coming to a successful conclu-
sion in the area of transferring 30-frame
HDTV to 24-frame film. While this was
happening, North American broadcasters
began tackling the challenges that are
unique to this part of the world where it was
vital to insure a secure future for terrestrial
broadcasters in the HDTV future.

By 1987, several encoding systems began
to emerge from a number of U.S. labs. Most
utilized HDTV input signals with a 59.94
field rate to insure compatibility with exist-
ing 525/59.94 NTSC. This would require a
60-fieid HDTV signal to be converted to
59.94-field HDTV, which would be the case
with 1,125/60 studio origination.

As a practical matter, two types of stan-
dards converters are needed. The first is a
simple, low-cost downconverter that per-
forms only line rate conversion for non-real-
time methods, addressing most program
production activities. The second is a more
sophisticated standards converter, providing
full 1,125/60 to 525/59.94 conversion for
real-time applications such as simulcasting a
major sporting event. Technically, both are
relatively simple when compared to the so-
lutions that have been developed for conver-
sion to 25- and 24-frame systems.

Against this backdrop of ongoing re-
search, development and progress support-
ive of 1,125/60 for studio origination, it is
being suggested by some that alternative
standards might better serve the 525/59.94
NTSC community. While providing some
obvious short-term advantages for U.S.
broadcasters, these alternatives are not con-
sistent with the call for an HDTV production
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system that can be easily converted around
the world.

The HDTV 1,125/60 Group is a voluntary
organization of U.S. television producers,
system users and equipment manufactur-
erers who support the ATSC/SMPTE 1,125/
60 standard for HDTV studio origination
and program exchange. As a group, we seek
to enhance the opportunities for new equip-
ment manufacturing and U.S. program pro-
duction and export that today accounts for
an almost $1 billion U.S. trade surplus.
Certainly the economies of standardization
will increase both the amount of programing
we export as a nation and the ability of U.S.
companies to competitively manufacture
equipment.

We want to encourage all manufacturers,
large and small, to realize the opportunities
to develop new equipment using the 1,125/
60 production standard. These opportunities
are not limited to U.S. subsidiaries of for-
eign-owned companies. More than half of
our members are U.S.-owned-and-operated
manufacturers, and they are producing
HDTV production equipment today.

While specifically focused on production,
the group supports the efforts of all those
currently seeking technical solutions to
transmission and distribution issues relating
to Advanced Television Systems. We main-
tain, however, that a clear separation and
understanding of the technical issues of pro-
duction from those of transmission are in the
best interests of all. HDTV 1,125/60 is
convertible to all of the transmission propos-
als currently under study by the FCC.

An HDTYV studio will be capital intensive
no matter how it is implemented. Broadcast-
ers will want to avoid exorbitant start-up
costs, and no one can relieve those anxi-
eties. Certainly the ability to buy equipment
adhering to a widely used standard from
vigorously competing manufacturers can
help.

Despite many statements to the contrary,
the real possibility of achieving a unified
single world standard for HDTV production
is still very much alive. We support the
initiative recently expressed in BROADCAST-
ING (Sept. 12) by Henrikas Yushkiavitshus,
vice chairman of USSR television and radio,
to conduct further engineering evaluations
in an effort to achieve a worldwide produc-
tion standard. According to Yushkiavitshus:
“One good production standard is better
than two perfect ones.” We couldn’t agree
more.

The ATSC/SMPTE 1,125/60 standard is a
highly refined, real and working HDTV
production system. U.S. broadcasters
should be proud of the role played by ATSC
and SMPTE in the development of this stan-
dard and embrace it as they move closer to
achieving the transmission and distribution
systems that will bring HDTV into Ameri-
can homes. @



How To Draw Kids.

Pre-sold to Chris Craft/United stations
in Los Angeles, San Francisco; Gaylord

stations in Dallas, Houston, Cleveland,
Seattle, Milwaukee; and WWOR-TV NJ/NY.

TELESTRATOR 100

Do it with Pictionary, the half-hour, high-tech game Already pre-sold in more than 10 million homes as an
show strip, for kids, teens and young adults. enormously-popular board game, Pictionary is the
Pictionary is fast-paced, educational and fun to single most powerful property you can add to your early

watch. It's packed with high-spirited physical hi-jinks and ~ fringe or kids block line-up.

mental challenges that young people adore. It's a fun-
filled game in which a team of kid contestants try to '
identify words as they are drawn on a high-tech video

paintbox by a teammate.
- AVAILABLE AS A HALF HOUR STRIP
FOR SUMMER 1989.
Call for a pilot screening:

818-777-6561/212-605-2786
Produced by Distributed by

MCATV

© 1988 MCA TV. All rights reserved.
® 1988 by Pictianary Inc.
g © 1988 The Games Gang Lid. All rights reserved.

The #1 selling board game in America.
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B indicates new listing
———
This week

Nov. 13—Academy of Television Arts and Sciences
installation ceremonies for Televigsion Academy Hall
of Fame. 20th Century Fox Studios. Los Angeles.
Information: (818) 763-2975

Nov. 13—Caucus for Producers, Writers and Direc-
fors tinal general membership meeting, dinner darce.
Chasen’s, Los Angeles. Information: (213) 652-0222.

Nov. 14—Two seminars on "President Kennedy and
Television,” sponsored by Musewm of Broadcasting.
Part one. 12:30-2 p.m.: "Television and the Assassina-
tion of President Kennedy" Panelists: Morley Safer,
CBS’s 60 Minutes. Julian Goodman, retired chairrran,
NBC; Ike Pappas. TV and radio correspondent; Rich-
ard Salant, former president, CBS News, and Harrison
Salisbury, historian, journalist and TV ¢ommentator.
Part two, 5:30-7 p.m.: "The Kennedy Presidency and
Television.” Panelists: Morley Sater; Don Hewitt, execu-
tive producer, 60 Minutes; Edward P Morgan, writer,
commentator, journalist, and Tom Wicker, columnist,
New York Times. MB, New York, Information: (212)
752-7684

Nov. 14-15-—North American National Broadeasters
Association executive council meeting. Willard hotel
Washington. Information: (613) 738-6553

Nov. 15—Federal Communications Bar Association
monthly luncheon. Speaker: Robert Galvin, chairman
Motorola. Marriott, Washington.

Nov. 15— "Bridging the Gap—Broadcasting." second
in four-part series of seminars sponsored by Young
Leawyers Committee of Federal Communications Bar
Association with Continwing Legal Education Com-
arittee. FCC, Washington. Information: Michelle Fiot-
kin. (202) 371-5761

Nowv. 15—Third annual Advertising Law and Busin2ss
Conterence, sponsored by American Advertising

Nov. 30-Dec. 3—-Radio-Television News Directors
Association annual international conference and
exhibition. Convention Center, Las Vegas. Informa-
tion: (202) 659-6510. Future meeting: Sept. 13-16,
1989, Kansas City. Mo.

Dec. 7-9—Weslemn Cabie Show. sponsored by
California Cable TV Association. Anaheim Con-
vention Center. Anaheirn, Calif.

Jan. 4-8, 1989 Association of I ndependent Tele-
vision Stations annual convention. Century Plaza,
Los Angeles. Future meeting: Jan, 3-6. 1990 (tenta-
tive).

Jan. 13-19, 1989 National Associatior of Broad-
casters winier board meeting. Scottsdale Princess,
Scotsdate, Ariz.

Jan. 24-27, 1989 NATPE Inteynational 26th an-
nual convention. George Brown Convention Cen-
ter, Houston. '

Jan. 28-Feb. 1, 1989—National Religious Broad-
caslers 44th annual convention. Sheraton Washing-
ton and Omni Shoreham hotels. Washington. Fu-
ture meeting: Jan. 27-31, 1990, Sheraton
Washington and Omni Shoreham, Washington.

Feb. 2-4, 1989—-Radio Advertising Burean’s Man-
aging Sales Conference. Loews Anatole, Dallas.
Feb. 3-4, 1989--Saciety of Motion Picture and
Television Engineers 23d annuai television confer-
ence. St. Francis hotel, San Francisco. j

Feb. 22-24, 1989-—Texas Cable Show, sponscred
by Texus Cable TV Association. San Antonig, Tex.
March 1-4, 1989—20th annual Country Radio
Seminar, sponsored by Conntry Radio Broadeast-

Federation. Drake hotel, Chicago. Information: (202)
B98-0089.

® Nov. 15--Promotion/cooperative advertising work-
shop. sponsored by Association of National Adver-
tisers. Plaza hotel, New York. Information: (212) 697-
5950.

Nov. 15—Southern California Cable Association Dia-
mond Awards presentation, honoring Southern Califor-
nia's local programing executives. Stock Exchange,
Los Angeles. Information: (213) 684-7024

Nov. 15-16—San Diego Communications Council
second annual iall conference, “Advanced Communi-
cations Technologies and ihe Public Interest.” Key-
noters: Julius Barnathan. ABC: Phillip Quigley, Pacific
Beil, and Andrew Lippman, Massachusetts Insfitute of
Technology. Paneiisis include: Representative Ed Mar-
key (D-Mass); Mel Harris, Paramount Television
Group; Ed Horowitz, HBO; Thomas Staniey. FCC;
Charies Shott Jr. National Telecommunications and
Information Administration, and Dennis Leibowitz of
Donaldson, Lufkin & Jenrette. La Jolla Marriott, San
Diego. Information: (619) 594-6933.

Nov. 16—Neiw York Television Academy drop-in |un-
cheon. Speaker: Jeffrey Reiss, chairman and chief
execulive officer, Reiss Media Enterprises/Request
Television. Copacabana. New York.

Nov. 16—American Jewish Committee's Human Rela-
tions Award dinner honoring John Malone, president-
chief execultive officer, Tele-Communications Inc., Den-
ver. Beverly Wilshire, Los Angeles. Information: (213)
655-7071

Nov. 16-18—Private Cable Show. sponsored by Na-
tional Satellite Programing Network. Keynote speak-
er: Al Swift (O-Wash.). Denver Tech Center, Denver.
information: (713) 342-9655

Nov. 17—USA Network local ad sales seminar, Holi-
day Inn Crowne Plaza, Boston. Information: (212) 408-
9170

Nov. 17—"Policy for Children and Television,” Cotum-

Major=Meetings

ers. Opryland, Nashville. Information: (615) 327-
4488.

April 9-12, 1989 Broadcast Financial Manage-
ment Association 29th annual meeting. Loews An-
atole. Dailas. Future meeting: April 18-20, 1990,
Hyatt Regency, San Francgisco.

April 9-11, 1989 Cabletelevision Advertising Bu-
reau eighth annual conference. Waldorf-Astoria,
New York.

April  21-26, 1989-25th amnuat MIP-TV.
Marches des International Progranunes des Tele-
vision, international television program market.
Cannes, France.

Aprit 29-May 2, 1989—National Association of
Broadcasters 67th annual convention. Las Vegas
Convention Cenler, Las Vegas. Future conventions:
Atlanta, March 31-April 3, 1990; Las Vegas, April
13-16, 1991; Las Vegas, April 11-14. 1992, and Las
‘\egas, May 1-4 {tentative). 1993.

May 11-15, 1989—American Women in Radio

and Television 38th annual convention. Waldorf-
Astoria, New York. Information: (202) 423-5102.

May 17-20, 1989-—Ainerican Association of Ad-
vertising Agencies 71st annual convention. White
Sulphur Springs, W vVa.

May 17-21, 1389 —_Annual Public Radio Confer-
ence. coordinated by National Public Radio. St.
Francis hotel, San Francisco.

May 21-24, 1989--National Cable Television As-
sociation annual convention. Dallas Convention
Center, Dallas.

June 17-23, 1989-—16th International Television

bia Conmunication and Sociely seminar sponsorec
by Gannett Center for Media Studies. Columbia Uni
versity, New York. Information: (212) 280-8392

Nov. 17—American Women in Radio and Television
Southern California chapter, event for ANRTs “Soar
ng Spirits” charity. Carlos n' Charlies. Los Angeles
Information: (213) 736-0706

Now. 17-20—Society of Professional Journalists. Sig
ma Delta Chi, national convention. Convention Center
Cinctnnati

Nowv. 18—Broadcast Pioneers, Washington area chap
ter. ninth annual awards banguet. Kenwood Countn
Club, Sethesda, Md. Information: Joe Ryan, (202) 783
5100.

Nov. 18-18—Symposium 1o “explore the practice o
foreign affairs media coverage in U.S and Germany a:
it shapes understanding between the two nations,” co
sponsored by Goethe-Institut German Cultural Cen
ter, Cincinnati, and Broadeasting Division, Universi
ty of Cincinnati Coliege-Conservatory of Music
University of Cincinnati College of Law Cincinnati
Information: (513) 475-4394

Nov. 18-20—"The Next Four Years,” advanced eco
nomics conference for journalists, ¢o-sponsored br
Foundation for Amevican Comnunications. Cox En
terprises. Aflania Jowrnaf and Constitution and For
Foundation. Hyalt Regency Ravinia, Atlanta. Informa
tion: {213) 851-7372

Nov.18-20—First Conlerence of College Broadcast
ers. sponsored by National Association of Colleg
Broadeasters, with grant from CBS Foundation. Brow
University, Providence, R.l. Information: {401) 863
2221

Nov. 19—Alpha Epsilon Rho. National Broadcastin:
Sociefy. New England regional convention, Mount Wa
chusett Community College. Gardner, Mass. Informa
tion: (617) 632-6600

Nov. 19-Dec. 3—"JFK on Television,” exhibition &
Musewm of Broadeast Communications. MBC's Kra:

Sympasium. Montreux, Switzerland.

June 20-23, 1989—National Associalion of
Broadeasters summer board meeting. Washington.

June 21-25, 1989—Broadcast Promeotion and
Marketing Executives/Broadcast Designers Asso-
ciation 33rd annual seminar. Renaissance Center,
Detroit.

Aug. 20-23, 1989—Cable Television Administra-
tion and Marketing Society annuai conference.
Marriott, Chicago.

Sept. 13-16, 1989—Radio '89 convention, spon-
sored by National Association of Browdcasters.
New Orleans. Future meetings: Sept. 12-15, 1990,
Boston, and Sept. 11-14 (tentative), 1991. San
Francisco.

Oct. 3-5, 1989—Atlantic Cable Show. Atlantic City
Convention Center. Atlantic City, N.J. Information:
{609) 848-1000.

Oct. 5-8, 1989—Society of Broadeast Engineers:
fourth annual national convention. Kansas City. Mo.
Information: John Battison, (614) 888-3364. Future |
convention: Oct. 11-14. 1990, St. Louis.

Qct. 12-16, 1989--M/PCOM, internaticnal fim
and program market for TV, video, cable and satel-
lite. Paiais des Festivals, Cannes, France. Informa-
tion: Perard Associates. (212) 967-7600.

Qct. 22-27, 1989—Society of Motion Picture and
Television Engineers 131st technical conference
and equipment exhibit. Los Angeles Convention
Center.

Nov. 13-15, 1989 Television Burean of Advertis-
ing annual meeting. Century Plaza, Los Angeles. -
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new game show in years.

% All-new half-hour entertainment strip-for today’s huge audience of
game-show fans.
% Great family fun...everybody plays along.
% Hosted by Wayne Cox...TV's newest game-show star.
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Television Theater, Chicago. Information: (312) 987-
1500
| —————

Also in November

Nov. 21—International Emmy Awards gaia, sponsored
by International Council of National Academy of
Television Arts and Sciences. Sheraton Center. New
York. Information: (212) 308-7540.

Nov. 22—[nternational Radio and Television Society
newsmaker luncheon, followed by goods and services
auction. Waldorf-Astoria. New York. Information: (212)
867-6650.

Nov. 28—Académy of Television Arts and Sciences
“Television Academy Hall of Fame" telecast (on Fox),
honoring 1988 inductees Jack Benny, George Burns,
Gracie Allen, Chet Huntley David Brinkley, Red Skel-
ton, David Susskind and David Wolper. Information:
(818) 763-2975.

® Nov. 28-30—"Radio News in the 19905." conference
of North American Nationai Broadcasters Associ-
ation/E uropean Broadcasting Community ioint steer-
ng committee. Dublin.

Nov. 29—New York Women in Cable meeting. Speak-
er. Marshall Cohen of MTV on “Consumers’ Viewing
Habits.” Information: Beth Araton. (212) 661-6040

8 Nov. 29—"The Future of the TV News Magazine” and
‘On Location at the Network News Magazine Pro-
grams.” two-part seminar sponsored by Center for
Communicaiion. CC. New York. Information: (212)
836-3050. '

8 Nov. 29-30—Seminar on signal leakage and cumula-
tive leakage index compliance. sponsored by Nation-
al Cable Television Association. Kansas City Airport
Hilton, Kansas City. Mo. Information: (202) 775-3637.

Nov. 30—"The Greenhouse Eftect and Our Changing
Climate." conference for journalists sponsored by
Wasihington Journalism Center. Watergate hotel.
Washington. Information: (202) 337-3603.

Nov. 30—"Bridging the Gap—Broadcasting,” third in
four-part series of seminars sponsored by Young Law-
wers Committee of Federal Communications Bar As-
sotialion with Continuing Legal Education Commii-
tee. FCC, Washington. Information: Michelle Plotkin,
(202) 371-5761.

® Nov. 30—"Policy for Sale: Do Foreign Governments
Buy Influence in Washington?" forum sponsored by
American University. Kay Spiritual Center, AU cam-
pus, Washington. Information: (202) 885-2058.

Now. 30-Dec. 1—"Telecommunications: Meeting To-
morrow’s Challenges.” meeting sponsored by Tele-
communications Conference Center. Keynote speak-
er: Senator Ernest Hollings. New York Hilton, New York.
Information: (212) 633-8011.

Nov. 30-Dec. 3—Radiv-Television Neivs Directors As-
sociation international conference. Las Vegas Conven-
tion Center. Information: (202) 659-6510.

|
December

Dec. 1—"Weather Forecasting: Is It Improving?” con-
ference for journalists sponsored by Washington Jour-
nalism Center. Watergate hotel, Washington. Informa-
tion: (202) 337-3603.

Dec. 1—Deadline for entries in 21st annual Addy
Awards. sponsored by Advertising Club of Metropoli-
tan Washington. Information: {301) 656-2582.

Dec. 2—"Agriculture 1989: Weather, Ctimale and Eco-
nomic Prospects.” conference for journalists spon-
sored by Washingfon Journalism Center. Watergate
hotel, Washington. Information: {202) 337-3603.

Dec. 4-Jan. 7—"The American Childrens Television
Festival: A Holiday Celebration.” sponsored by Muse-
win of Broadeast Communications. MBC, Chicago.
Information: (312) 987-1500.

s Dec. 6—"Second Thoughts on the First Amend-
ment,” sponsored by Institute for Policy Studies. |PS,
Washington. Information: (202) 234-9382.

# Dec. 6-9—FuroComm 88, telecommunications event
sponsored by Ewropean Economic Community, in-
cluding exhibition of telecommunications products
and services from both European and non-European
suppliers. RAl exhibition center, Amsterdam. Informa-
tion: Amsterdam—020-549-12-12.

Dec. 7—Washington Journelism Center conference

on “The Media and the 1988 Presidential Campaign:
Was the Coverage Fair?” Watergate hotel, Washington.
Information: (202) 337-3603.

Dec. 7-9—Western Cable Show. sponsored by Califor-
nia Cable TV Association. Anaheim Convention Cen-
ter, Anaheim. Calif. Information: (415) 428-2225.

Dec. 8—"Bridging the Gap—Broadcasting,” last in
four-part series of seminars sponsored by Young Law-
yers Commiltee of Federal Communications Bar As-
sociation with Continuing Legal Education Commil-
tee. FCC, Washington. Information: Michelle Plotkin,
(202) 371-5761.

Dec. 12-13—Technology studies seminar for media
professionals, sponsored by Gennett Center for Me-
dia Studies. Columbia University, New York. Informa-
tion: (212) 280-8392.

Dec. 12-14—Promotion strategy seminar. sponsored
by Association of Nationa! Advertisers. Stoufier West-
chester hotel, White Plains, N.Y. Information: (212) 697-
5050,

Dec. 13—Presentation of Women at Work broadcast
awards, sponscred by National Conmunission on
Working Women. Capital Hilton. Washington. Informa-
tion: Sandra Porter (202) 737-5764.

Dec. 13-14—_World telecommunications conference,
sponsored by Financial Times. London. Infermation:
(01) 925-2323.

Dec. 15—Internationa¥ Radio and Television Society
Christmas benefit, featuring Frankie Valli and the Four
Seasons. Waldori-Astoria, New York. Information: (212)
867-6650.

Dec. 16—Deadline for entries in 10th annual Frank
O'Connor Memerial College Television Awards, spon-
sored by grant from Mobil Corp. Information: (818)
953-7568.

Dec. 30—Deadline for radio members of National
Association of Broadcasters to nominate radio industry
individuals for NAB's “Broadcasting Hail of Fame,”
which has replaced NAB's “Radio Hall of Fame.” Infor-
mation: (202) 429-5420.

|
January 1989

Jan. 4—Deadline for entries in contest “to recognize
best news reporting and best news features in 1988 by
Christian radio stations in the US." sponsored by
Seribe, newsletter for news personnel in Christian
broadcasting. Information: (608) 271-1025.

s Jan. 4-7—Association of [ndependent Television
Stations annual convention. Theme: “The Future of
Free TV" Keynote address: Representative Tony
Coelho (D-Calif.). Century Plaza. Los Angeles. Infor-
mation: {202) 887-1970.

® Jan. 7-8—Seminar on signal leakage and Cumula-
tive leakage index compliance. sponsored by Natioan-
al Cable Television Association. Sealtle Airport Hilton,
Seattle. Information: (202) 775-3637

Jan. 8-13—Annenberg Washington Program second
annual winter faculty workshop, on “communications
issues, policy issues expected to confront the new
administration.” Washington Program. Washington. In-
formation: (202) 393-7100.

® Jan. 10—Qhio Association of Broadcasters Colum-
bus managers' luncheon. Holiday Inn, Ohio Center.
Columbus, Ohio.

® Jan. 11—0hio Association of Broadcasters copy-
writers' workshop. Parke University hotel, Columbus,
Ohio.

8 Jan. 12—Ohio Associalion of Broadeasters Cincin-
nati managers' meeting. Hyatt Regency. CinCinnati.

Jan. 12—Caucns for Producers, Writers and Direc-
tors meeting. Speaker: James Quello. FCC commis-
sioner. Los Angeles. Information: (213) 652-0222.

Jan. 13—Deadline for entries in Achievement in Chil-
dren’s Television Awards, sponsored by Action for
Children’s Television. Information: Sue Edeiman,
(617) 876-6620.

Jan. 13-19—National Association of Broadcasters
winter board meeting. Scottsdale Princess. Scotts-
dale, Ariz.

Jan. 15—10th annual televised ACE Awards (Awards
for Cable Excellence), sponsored by National Acade-
my of Cable Programing. Wiltern Theater. Los Ange-
les.

#Jan. 15-16—Minnesote Broadcasiers Association
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winter conference. Sheraton Midway hotel, St. Paul
Minn. Information: Laura Niemi. (612) 926-8123.

8 Jan, 23—"Syndication 101," NATPE Educationa
Foundation seminar. George Brown Convention Cen-
ter. Houston. Information: (215) 664-4400.

# Jan. 24-25—Seminar on signal leakage and cumula-
tive leakage index compliance. sponscred by Nation-
al Cable Television Association, Albuguerque Airpor
Hilton, Albuguergue. N.M. [nformation: (202) 775
3637.

Jan. 24-27—NATPE International 26th annual con
vention. Keynote address: Michael Eisner, chairman-
CEO, The Disney Co. George Brown Convention Cen-
ter. Houston

Jan. 27-28—North Awmerican National Broadcaster:
Association annual meeting. Sheraton hotel, Mexicc
City. Information: (613) 738-6553.

Jan. 28-Feb. 1—National Religious Broadcaster:
46th annual convention and exposition. Sherator
Washington and Omni Shoreham, Washington. Infor
mation: (201) 428-5400

Jan. 31—Deadline for entries in 14th annual Commen
dation Awards, sponsored by American Women i
Radio and Television, recognizing "genuine and posi
tive depictions of today’s women in broadcast pro
graming and advertising.” Information: (202) 429
5102.

Jan. 31—Deadline for entries in National Associalio:
of Broadcasters' “Best of the Best™ campaign, honor
ing radic promotions. Information: {202) 429-5420.

8 Jan. 31—Deadline for applications for Harvard Uni
rersity's Nieman Fellowships for Journalists. Informa
tion: Program officer. Nieman Foundation. Walter Lipp
man House. One Francis Ave., Cambridge. Mass.
02138.

Jan. 31-Feb. 2—South Carolina Broadcasters Associ
ation annual winter convention. Columbia, S.C.

| —————
February 1989

Feb. 1—Deadline for entries in Naticnal Media Ow
Awards, sponsored by Relirement Research Founda
tion, for “outstanding films, videotapes and televisio
programs that address issues related to aging, captur
ing authentic images of older persons and illuminating
the challenge and the promise of an aging society
Information: Joyce Bolinger. Center for New Televisior
Chicago 60805; (312) 427-5446.

Feb. 2-4—Radio Advertising Bureaw’s ninth annué
Managing Sales Conference. Loews Anatole. Dallas
Information: (212) 254-4800.

Feb. 3-4—Society of Motion Picture and Televisio.
Engineers 23rd annual television confererce. St. Frar
cis hotel, San Francisco.

8 Feb. 5-7—Michigan Association of Broadcaster:
midwinter conference and exhibits with engineering
seminars. Lansing. Mich. Information: (517) 484-7444

Feb. 6-7—National Association of Broadcasfers’ man
agers roundiable, meeling “designed to give smal
and medium market general managers the chance t
exchange ideas.” Ramada Renaissance. Atlanta. Infor
mation: (202) 429-5420.

Feb. 7-8—Avrizona Cable Television Association an
nual meeting. Sheraton Phoenix. Information: (602
257-9338.

Feb. 8-9-—National Association of Broadcasters’ man
agers roundtable. meeting “designed to give smai
and medium market general managers the chance tc
exchange ideas.” Sheraton Plaza La Reina hotel. Lo:
Angeles. Information: (202) 4298-5420.

Feb. 10-12—Oklahoma Association of Broadcaster.
winter meeting. Tulsa Marriott hotel. Tulsa. Okla. Infor
mation: {405) 528-2475.

Feb. 11—Presentation of 21st annual Addy Awards
sponsored by Advertising Club of Metropolitan Wash
ington. Sheraton Washington hotel. Washington. Infor
mation: (301) 656-2582.

Feb. 14-15—Broadcast Credit Association credi
seminar. Orlando Airport Marriott, Orlando. Fla.

8 Feb. 14-15—Seminar on signal leakage and Cumula
tive leakage index compliance, sponsored by Nation
al Cable Television Association. Atlanta Airport Hiltor
Atlanta. Information: (202) 775-3637.

Feb. 16—Federal Communications Bar Associatior
monthly luncheon. Speaker. Robert Allen, chairmar
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AT&T. Marriott hotel, Washington.

Feb. 22-24--Texas Cable Show sponsored by Texas
Cable TV Association. San Antonio, Tex. Information
(512) 474-2082.

—
March 1989

® March 1—Deadline for receipt of applications for
Harvard Journalism Fellowship for Advanced Studies
in Public Health. Information: Margaret Gerteis, deputy
director, Center for Health Communication, Harvard
Schooel of Public Health, 677 Huntington Avenue, Bos-
ton 02115,

March 1-4—20th annual Country Radio Seminar, spon-
sored by Country Radio Broadcasters. Oprytand ho-
tel, Nashville. Information: (615) 327-4488.

March 7-10—Audio Engineering Society convention.
Congress Centrum, Hamburg, West Germany. Informa-
tion: (030) 831-28-10.

= March 8-9—Ohio Association of Broadcasters con-
gressional salute. Sheraton Grande, Washington.

March 12-16—Sixth world conference ot broadcasting
unions, organized and hosted by North American
National Broadcasters Association. Willard hotel,
Washington. Information: (613) 738-6553.

March 13-14—National Association of Broadcasters
group head fly-in. “where heads of radio station
groups will meet to discuss common issues and con-
cerns of the broadcast industry” DFW Hyatt Regency
hotel, Dallas. Information: (202) 429-5420.

March 22—Radio station acquisition seminar, spon-
sored by National Association of Broadcasters. New
York Hilton and Towers at Rockefeller Center, New York.
Information: (202) 429-5420.

March 23— National Association of Black Ouwned
Broadcasters fifth annual Communications Awards din-
ner. Sheraton Washington hotel, Washington. Informa-
tion: Ava Sanders. (202) 463-8970

March 30—Federal Conununications Bar Associ-
ation monthly luncheon, featuring international tele-
communications panel, including Seth Blumenteld,
president, MCI International. Marrioit, Washington.

————
April 1989

Aprit &—Caucus for Producers, Wrifers and Directors
general membership meeting. featuring members of
New York Business Roundtable. Los Angeles. Informa-
tion: (213) 652-0222.

April 9-12—Broadcast Financial Management/
Broadcasi Credit Association 29th annual conference.
Loews Anatole, Dallas. Information: (312) 296-0200.

April 10-12—Cableteierision Advertising Bureax
eighth annual conference. Waldorf-Astoria, New York.
Information: (212) 751-7770.

April 19-23—Nationel Broadcasting Society, Alpha
Epsilon Rho, 47th national convention. Riviera hotel,
Las Vegas. Information: David Guerra. (501) 569-3254.

April 19—Federal Communications Bar Association
monthly luncheon. Robert Johnson, president-publish-
er, Newsday. Marriott hotel. Washington.

April 21-26- -25th annual M{P-TV, Marches des [nter-
national Programes des Television. international tele-
vision program market. Palais des Festivals, Cannes.
France.

April 27-29-- .Broadcast Education Association’s 34th
annual convention. Las Vegas Convention Center. Las
Vegas. Information (202) 429-5355.

——
May 1989

May 11—Presentation of National Media Awards by
Relirement Research Foundation for “outstanding
film, videotapes and television programs that address
issues related to aging, capturing authentic images of
older persons and illuminating the challenge and
promise of an aging society” Chicago. Information:
Joyce Bolinger. Center for New Television, 912 S. Wa-
bash. Chicago B0605: (312) 427-5446.

May 11-15—American Women in Radio and Televi-
sion 38th annual convention. Waldori-Astoria, New

Erratam

In Nov, 7 story, "NAB backs TV promo-
tion,” law firm of Miller Young & Hol-
brooke was incorrectly identified as
Miller & Young.
u]

Nowv. 7 “For the Record” item incorrectly
identified Hector G. Salvatierra as
board member of National Association
of Broadcasters. Salvatierra is on
board of Broadcast Capital Fund Inc.

w]

Nov. 7 "For the Record " itemn incorrectly
reported consideration for WERA(AM)
Plainfield, N.J., as $695,000. Actual
consideration was $1,110,000.

w}

Oct. 31 story on NBC's Geraldo Rivera
special on satanic cult violence incor-
rectly reported number of viewer re-
sponses received by NBC. Correct fig-
ures: 495 unfavorable, 290 favorable
and 250 miscellaneous inquiries.

York. Information: (202) 429-5102.

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

May 17-20—American Association of Advertising
Agencies 71st annual meeting. Greenbrier, White Sul-
phur Springs, W Va.

May 17-21—Annual Pubiic Radio Conference. coordi-
nated by National! Public Radio. St. Francis hotel, San
Francisco.

———
June 1989

B June 15-18—"The Use of Microcomputers in Station
Management,” NATPE management seminar. Prin-
cess Resort on Mission Bay, San Diego. Information:
(215) 664-4400.

June 17-22—16th International Television Symposium
Montreux, Switzerland. Information, in Montreux: (021)
963-32-20.

June 20-23—National Association of Broadcasters
summer board meeting. Washington.

June 21—Federal Communications Bar Association
monthly luncheon. Speaker: Raiph Oman, Register of
Copyrights, Library of Congress. Marriott, Washington.

——

July 1989

July 12—Caucus for Producers. Writers and Direc-
tors general membership meeting. Speaker: Michael
King, president-chief operating officer, King World. Los
Angeles. Information: (213) 652-0222.

September 1989

Sept. 13-16—Radio '89 convention. sponsored by Na-
tional Association of Broadcasters. New Orleans.

Sept. 13-16—Radio-Television News Directors Asso-
ciation annual convention. Kansas City Convention
Center, Kansas City, Mo,

———
October 1989

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

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

Oct. 12-16—M{PCOM, international film and program
market for TV, video, cable and satellite. Palais des
Festivals, Cannes, France. Information: Perard Associ-
ates. (212) 967-7600.

B Qct. 25-26—Ohio Association of Broadcasters fall
convention. Hyatt on Capitol Square, Columbus, Ohio.

B Oct. 25-28—Broadcast '89. trade fair for film, radic
and television. Frankfurt Fair Ground, Frankfurt, West
Germany Information: (069) 7575-6452.

B Qct. 29-Nov. 2—"Radio in the 1990s" third radio
news and current affairs conterence hosted by North
Aimerican National Broadcasters Association. Wash-
ington Sheraton, Washington.

i |

November 1989

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

OpenaMike

Open door for AM

EDITOR: Many AM broadcasters have been
hurting for quite a while and have been
looking for ways to improve their lot in life.
The FCC has now opened the door in a
recent Notice of Proposed Rulemaking
(MM Docket 88-376), for which comments
are due Nov. 22.

Part of this notice pertains to the possible
future ability of an AM station—increasing
power—to accept interference, daytime, up
to its one-millivolt-per-meter (I mV/m) con-
tour. Presently, this acceptance of interfer-
ence is only available to applicants for new
AM stations that would be a first facility in a
community outside an urbanized area or the
first AM station in a community within an
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urbanized area with a population of 25,000
or more. The commission now proposes to
modify these restrictions so that any existing
AM station may propose to increase power
daytime and, where necessary, accept inter-
ference from another station up to its 1 mV/
m contour.

What this means is that many AM stations
may be able to increase power and serve a
greater area without causing interference to
others and receive interference in areas
where they do not now provide service any-
way.

Another benefit for some AM stations
with daytime directional antennas is that
many such antennas were designed not only
to prevent interference being caused to oth-
ers, but also to avoid receiving interference
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from other stations. Some of these direction-
al patterns may be changed to provide better
service it the rule change is adopted.

This rulemaking provides the opportunity
for AM licensees to teil the commission how
it can help. It need not be formal, and even a
letter will be considered. But without input,
the commission is left to decide the future of
AM without the benefit of the people who
run the business. Vincent J. Curtis Jr., at-
torney, Fletcher, Heald & Hildreth, Wash-
ington.

International acclaim

EDITOR: Bravo! I saw your editorial on the
importance of international coverage in the
Nov. 7 issuc 0f BROADCASTING. Although
the business of “global television™ is far
from reality, there 1s a strong case for re-
gional programing, with thosc countries
where English is a common language show-
ing the greatest potential tor continued ex-
pansion. Australia, for instance, is one of
the major players in the loud revolution
taking place in the buying and selling of
media.—Victoria Horstmann, vice presi-
dent, corporate communications, NW Ayer
Inc., New York.

Call for cooperation

EDITOR: While public broadcasting officials

imply that the congressional authorization
of an independent production service is a
thorn on the rose of new funding legislation
{BROADCASTING, Nov. 7), a more apt meta-
phor might be a rose amidst the Astroturf of
an increasingly commercialized public tele-
vision system.

What some call “balkanization” of fund-
ing may be viewed by others as a long
overdue restoration of diversity—putting
the difference back into public television.
Congress clearly felt that the system is not
providing the programing innovation and
diversity that the public deserves and there-
fore created an independent production ser-
vice with an exclusive and unambiguous
mandate to do just that.

BROADCASTING misquoted me as saying
that the independent production service
would not listen to station managers. This
new service is not an endowment for inde-
pendent production. It is an endowment for
viewers. The National Coalition looks for-
ward to working with station mangagers.
but not to attract the largest audience by
offering the most conventional and unchal-
lenging fare; rather. to discover ways to
create new audiences for truly diverse, inno-
vative programing. We hope that all the
partners in public television will join us in
this unique opportunity in American televi-
sion history to establish a laboratory for
broadcast innovation.—Lawrence Daressa,

co-chairman, National Coalition of Inde
pendent Public Broadeasting Producers
New York.

Another AM answer

EDITOR: If you're willing to print still ar
other comment about the state of AM toda»
here’s mine:

| agree wholeheartedly with Joe Taback
Oct. 31 “Open Mike” in which he cites th
abandonment of the AM side by comb
operators.

I would like to add that this whole AN
debacle is the result of a “self-fulfillin
prophecy” perpetrated by owners and prc
gram directors who never had the privileg
of working in radio during the late 19507 t
mid-60’s—a period when a wide variety a
formats were active and viable and a perios
when programers had a sense of obligatio:
10 the audience. fully as much (if not more
then they did to the “bottom line.”

['m not being nostalgic or unrealisti
when [ insist that if some of us veterans o
the real radio days were to get back into th
business, with owners who had the guts v
let us do our thing, there would be a remark
able “‘re-awakening” of AM on the MOR
full service side of the spectrum. The onl:
secret to success in this format is: you haw
to know how to do it.—Hal Wheeler, medi:
consultant, Bangor, Me.
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such aliberal. The Ames Tribune, which

The difference was clear for all to see.

WHOSEFAULT
WASIT?

In the last week of the election cam-
paignthe presidentof NBC News, Michael
Gartner, decided that the most important
issue that would be decided by the voters
had been sadly neglected by the candi-
dates. And so he did something about it.
He wrote an op-ed column for The Wall
Street Journal which appeared five days
before the election. The Journal identified
itsdistinguished contributor as *“editor and
co-owner of the Daily Tribune in Ames,
Iowa, and president of NBC News in New
York.”

Gartner said the biggest issue in the
election was who would make the next
appointments to the Supreme Court. He
said, “The real question on the ballot is,
Should the Reagan Years continue beyond
the Reagan years? Beyond the Bush years?
Beyond even the Quayle years? The Su-
preme Court will determine that, and the
next president will determine the court’s
makeup for at least another generation.”

Gartner said that is a prospect that is
“discomfiting if you're aliberal who thinks
there’s still much to be changed.” He is

heedits, endorsed Dukakis. What troubled
the NBC News president was the prospect
that conservative justices might be making
decisions for the next guarter century on
such issues as abortion, the death penalty,
drug testing, therights of criminal suspects
and the rights and privileges of the media.
Gartner said it was sad that this issue had
not been discussed more during the cam-
paign.

He blamed the candidates for that,
saying that perhaps they were afraid to
discuss it. Gartner, who was vacationing
abroad during the firsthalf of October, may
not have known that the candidates had
addressed this issue in their Oct. 13 debate,
thanks to a question posed by ABC’s Ann
Compton. Bush responded that he would
not appoint liberal judges “who would
legislate from the bench.” He praised
Reagan’s Supreme Court appointments,
including the conservative Robert Bork,
who was rejected by the Senate. Dukakis
said he would appoint people of ability and
integrity regardless of whether they were
conservative or liberal. But he also criti-
cized the Bork appointment and praised as
“outstanding™ that personification of lib-
eral judicial activism, Chief Justice Earl
Warren.

Why didn’t it get the attention Gartner
thinks it deserved? That was discussed
briefly on NBC’s Today show on Oct. 4.
Law professor Herman Schwartz said it
was because Dukakis “was not rushing to
embrace the liberal label.” NBC's stars,
Tom Brokaw and Bryant Gumbel, both
interviewed Dukakis and Bush in the last
week of the campaign. Neither one asked
the candidates what kind of justices they
would appoint. Gumbel interviewed Bush
the day Gartner’s column appeared and
Dukakis the day after, but he didn't ask
Gartner’s big question. The column wasn’t
totally ignored by NBC. The Today show
took up the issue, replaying parts of the
answers the candidates gave in the debate.
They showed Dukakis criticizing Bork, but
they omitted his praise of Earl Warren.

AIMO

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

1275 K Street, N.W., Washington, D .C.
(202)371-6710
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MORE PEOPLE
WILL LISTEN

TO THIS MAN
THAN REAGAN.

GORBAGHEV ANI
THE POPE.

Shadoe Stevens. He’s the ambassador of rock. The
ew host of our wildly popular American Top 40
adio show.

You know the one, Americas #1 countdown show.
Every week, millions of people around the world
rom New York to New Guinea, tune in to hear who’s
limbing the charts. And hear the inside stories
bout the stars and their music. And hear the Long-
Jistance Dedications. Which is why we don't trust
1st anyone with a microphone.

We've found Shadoe Stevens, the star who knows

3ABC RADIO NETWORKS |ABC watermark|

the stars. You may have seen him, and heard h
powerful voice on “Hollywood Squares” And thou
thats where he first became known as “Amer
heartthrob;” his fame began in radio where he
Biliboard Magazine’s “Personality of the Year Aw
Shadoe Stevens isn't running for President.
But you can vote for him by listening every wee
After all, he’s the only

ﬁerson in rgdlicl; w1tc111 ’}he AME ICAN
to the Bi
4?)yCI?art:. rhoare TP * lOP4-() *

WITH SHADOE STEVENS

America’s"1 Countdown Show
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Bush on CNN

Dukakis on ABC

Election '88: The Media Aftermath

Complaints emerge from Congress
about networks calling races
defore polls close in West,

sutting fresh emphasis on

sush for universal poll closing

The 1988 presidential campaign—one that
1s been described as “made for televi-
sion”—ended Tuesday with a touch more of
he suspense associated with such events
‘han the quadrennial shows that preceded it
n the 1980's. And while politicians hardly
saused for breath before talking of the 1992
campaign, there were the customary com-
plaints about networks projecting the presi-
Jential victor long before the polls closed on
he West Coast. But those complaints were
:empered. this time, by the recognition that
Congress must bear some of the blame. [t
was a recognition giving heart to those in
Zongress and the networks who see uniform
soll-closing legislation as the solution to the
contlict between the networks’ determina-
‘ion to report the news as it happens, and the
frustration of those on the West Coast who
1ear that a winner has been “called” while
hey are still in line at the polling placcs.

As for the campaign, it had been one of
sound bites and visuals and events staged for
impact on the cvening ncws—Vice Presi-
lent George Bush in a flag factory and
Sovernor  Michael  Dukakis  careening
rround a proving ground in a tank were
imong the more notable. There were the
ids—each side spending an estimated $30
nillion on television—in a campaign gener-
lly regarded as the most negative in years.
There was the sudden flowering on televi-
sion of Dukakis and his running mate, Sena-
or Lloyd Bentsen (D-Tex.), as they accept-

ed invitations for interviews by network
anchors. Bush. too, made some appear-
ances, if not as many (and his running mate,
Senator Dan Quayle [R-Ind.], none at ail).
And there was Dukakis. in the final weceks
of the campaign. crisscrossing the country
in a desperate effort to gain the votes needed
to avoid defeat. Indeed, Dukakis did not
cven quit on clection cve, the traditional
quitting time. He did satellite interviews
trom Boston with television stations around
the country on Tuesday, all to no avail.

And if a George Bush victory was never
in scrious doubt, the network anchors were
able to maintain a somewhat plausible air of
suspense {or more time than was the casc in
1984. Four years ago, CBS, basing projec-
tions on findings of its exit pollers, called
President Reagan’s reelection victory at 8
p.m. ET, long before the polls had closed in
more than half of the 50 states. Last week,
CBS was again first, but anchor Dan Rather
could not project a Bush victory on the basis
of states with a total of the magic number of
270 electoral votes until 9:17 p.m. ET. “it’s
over,” Rather said. “George Bush wins.”
Earlicr, he had said, *“We may not always be
first. We do so want to be accurate.” On the
Bush call, CBS was both. ABC, which had
erred in initially calling Maryland for Duka-
kis—one of the few miscalls made by the
networks—straightened that out and pro-
jected a Bush victory at 9:20 p.m. (CBS had
also projected one too many states for Duka-
kis—Illinois, in an announcement shortly
after 9 p.m. The correction was made the
next moming.)

Those watching NBC, however, heard
Tom Brokaw at 9:30 say: “This race is not
yet over.” It was not until 10:30 p.m. that
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Brokuw was ready to say it was and that
Bush had won. An NBC News spokeswo-
man, Mary Lou O’Callahan, said later that
NBC’s election desk was waiting for what it
felt was sufficiently hard information on
Michigan, whose 20 electoral votes put
Bush over the top on NBC’s chart, “We
waited until we had information on key
precincts, and the raw polling data, as well
as material from the exit polls,” she said
“We were not trying to project first,” she
added. “We were taking a different klnd of
approach to clection night coverage.™ As a
result, it was left to NBC News correspon-
dent Lisa Myers who was at Bush headquar-
ters in Houston to repert, if obliquely, at
9:45 p.m., what most of the rest of the world
already knew. With Bush partisans cheering
wildly in the background, Myers said that
Bush “is being told he won.”

Cable News Network trailed the other
networks, projecting a Bush victory at 10:42
p.m. Still. that was 18 minutes carlicr than it
had expected to call a winner. It had said it
would not declare the presidential race over
until the polls had closed on the West Coast.
CNN relied on the exit polling done by The
Los Angeles Times for demographic infor-
mation. But it projected state-by-state win-
ners on the basis of actual returns from key

precincts and other material. “Once Bush
got to 270 clectoral votes.” said a CNN
spokeswoman, Kitsic Bassett, *we couldn’t

wink at the audience and say there was no
winner yet.” Actually, Bush was leading
Dukakis by 285 to 34 in the electoral vote at
that point. But as at NBC, CNN was unablc to
keep the trend, if not the actual result, from
the viewers. Shortly before 9 p.m., CNN
commentator Rowland Evans said: "It looks
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pretty good for George Bush.” His partner,
Robert Novak, added that the election was
“another pathetic Democratic showing.”

Election night is one of the nights net-
works attempt to showcase their news oper-
ations. Little expense, if any, as they say, is
spared. The graphics are dazzling. And the
sets—ABC’s particularly—are rich. Efforts
are made to hold viewer interest with an
array of interviews—NBC’s Brokaw late in
the evening chatted with Nicaraguan Presi-
dent Daniel Ortega, in Managua, for in-
stance. The network also called in reports
from correspondents in London, Moscow
and Tokyo. CBS made use of some of its 60
Minutes stars—Mike Wallace, Ed Bradley
and Diane Sawyer. And, as is their custom,
the networks flooded the field with exit
pollsters: NBC’s talked to some 60,000 vot-
ers as they left polling places around the
country, gathering information on voters’
ethnic group, age, religious background,
race, and feelings on issues, among a host of
other areas of interest to the demographers.
The data generated provided grist for the
analyses provided by the network’s com-
mentators throughout the long night.

During the early hours of election night,
at least. the anchors did what they could to
encourage those who had not yet voted to do
so—"There are a lot of ballot issues. a lot of
reasons for going to the polls in the West to
vote,” Rather said, shortly after proclaiming
the presidential race decided. Such pleas
scemed an indication of the networks’ sensi-
tivity to charges their coverage depresses
voter turnout. Another of the anchors” func-
tions, it seemed, was to maintain a high
level of interest in an election night broad-
cast whose principal news would not be kept
from analysts, anchors and, then, the public
for long (except for those viewers glued to
NBC or CNN). Indeed, even before calling
the presidential race for Bush—but after he
had already dropped broad hints (“Michael
Dukakis needs a political miracle”)—Rather
was using developing state contests as a lure
to hold viewers: “There are some Senate
races that can cause cardiac arrest. So don’t
g0 away.”

Connecticut was the scene of one of those
races. with Democratic state Attorney Gen-
cral Joseph 1. Lieberman defeating threc-
term liberal Republican Senator Lowell P.
Weicker Jr. in one of the major upsets of the
evening. The Florida Senate race may have
caused the networks’ elections units heart
trouble. ABC called it for Democratic Re-
prescntative Buddy MacKay at 10 p.m., and
CBS called it for him at 11:37 p.m. But
NBC delayed a call until 12:45 a.m., when
they projected the Republican candidate.
Representative Connie Mack, the winner.
And by Thursday, unofficial returns had
indeed given Mack a narrow lead. But
MacKay’s campaign manager was com-
plaining about what he said were possible
voting irregularities involving up to 100,000
votes. The race remained to be decided.

One aspect of the election discouraging to
those concerned about low voter turnout was
the word that only some 89 million Ameri-
cans voted, several million less than in
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1984. That was said to be the first time since
1944 that thc number of voters declined
from onc presidential clection to the next.
And the rate of participation—49%—was
‘he lowest since World War 1. One aspect of
‘he election discouraging to the networks is
‘hat the audicnce for their coverage also
sontinues to decline in the face of increased
:ompetition.

The A.C. Niclsen combined three-net-
work rating for the four hours between 7 and
Il p.m. was 29.7 and the share. 47. Four
years ago, with President Reagan scoring an
wthentic  landslide  victory over Walter
Mondale, the combined three-network rat-
ng was 35.9 and the combined share, 54.
As for the contest among the networks last
weck. NBC achieved a 10.4 rating and 17
share. ABC. a 10.3/16. and CBS. 2 9.0/14.
‘The ratings for the cntire clection night
soverage—ABC and CBS signed off at
ibout 1 a.m. and NBC at 2 a.m.—will be
wailable later this week.)

Where did the network viewers go? Not.
srobably, to CNN. as some scemed to have
Jone in 1984. For CNN's audience was also
'ower than it had been four years earlier.
within its universe of 47 million homes, it
ichieved a 1.7/2.6 between 7 and [l p.m. In
1984, with a smaller universe of 31 million
1omes, its rating was 2.1 and its share, 3.
Some vicewers apparently turned to pro-
zraming on independent television stations.
The combined Niclsen rating for indepen-
dents for Tuesday night was 19.7; their com-
vined share, 31. That was an improvement
yver the independents’ performance during
‘he preceding Tuesday night. when they
sompeted against regular network program-
ing and had a 12.7/20.

o

Throughout the night. the network anchors
zencrally adhered to the commitment they
1ad made to Congress regarding coverage.
They did not—as the anchors repeatedly
-eminded viewers—project the results of an
:lection in a state until at least the majority
Of the state’s polling places had closed. Nor
lid they “characterize™ results (although at
e point, before 8 p.m.. ABC News’s Peter
lennings said that “if present trends contin-
1c. Bush will win the solid South.” He was
sromptly. if gently, reminded by his co-
inchor, David Brinkley, that “we don'’t pro-
cct until the polls close™). The self-censor-
ship was in response to congressional
soncern about the impact of early vote pro-
lections on voter turnout. But they did call
‘he presidential clection when the states with
270 or morc clectoral votes were safely in
Bush’s column. That. too. was part of the
dargain.

But it caused grumbling among some key
nembers of Congress, as well as among
voters and state officials on the West Coast.
senator Emest E Hollings (D-S.C.), chair-
nan of the Senate Commerce Committee,
~as onc of four members of Congress—
Senator John C. Danforth (R-Mo.), ranking
ninority member of the Senate Commerce
Zommittee, and Representatives John Din-
zell (D-Mich.) and Norman E Lent (R-
N.Y.), chairman and ranking minority mem-
ser of the House Commerce Committee.

respectively. were the others—to write to the
nctwork companies shortly before the clec-
tion to ask them “to refrain from behavior
that would affect the outcome™ of local.
state and national clections. (Ironically, as
matters developed on c¢lection night. the
letter urged the networks to follow the ex-
ample CNN said it would set of not report-
ing results of the presidential contest until
the polls closed in the West.) On Thursday,
Hollings, in response to a question about the
networks’ performance, said: “Where was
the restraint?”

The Associated Press quoted Californians
standing in line to vote complaining about
the CBS and ABC projections more than 90
minutes before the polls closed in the state.
I think it's a case of TV journalists being

¢SPAN Live
PROJECTED WINNER:

V.R GEORGE BUSH

CBS
ABC
NBG
CNN

918 PM ET
9:20 PM ET
10:30 PM ET
10:40 PM ET

irresponsible because of ratings,” said one
who was waiting to vote in Los Angeles.
And the California Sccretary of State,
March Fong Eu, a Democrat, was quoted as
expressing disappointment that the networks
made projections, which, she said. affected
voter turnout. However, she also said Cali-
fornians had turned out in record numbers—
75.2% of those registered had voted. And
Warren Mitofsky. director of clections and
surveys at CBS News. said he has “'not scen
a single study that shows [projections of
results have] a negative impact on voter
turnout.” Others involved in the process see
something distasteful in keeping from the
public information available to reporters and
politicians. often as carly as late afternoon
on election day.

But it was commentator Linda Ellerbee
on CNN Tucsday night who may have struck
a responsive chord in many vicwers with an
anti-exit polling commentary. She called on
voters leaving polling places to use lies to
defeat the purpose of the exit polling. “Lie
your heads off from onc ¢nd of the ballot to
the other.” she said. “Imagine if television
called the wrong winner.” That or similar
tactics have been urged by others frustrated
by the growing use—and accuracy—of exit
polling. As supporters of exit polling note, it
has become an invaluable tool for learning
about the clectorate. regardless of the use
made of them to project results. Indeed,
Frederick Allen appcared throughout the
evening on CNN to discuss the trends show-
ing up in the The Los Angeles Times-CNN
exit polling.

What now? Representative Al Swift (D-
Wash.)}, principal backer of legislation that
has been advanced as the means for elimi-

Broadcasting Nov 14 1988
a2z

nating the early projections of clection re-
sults—it provides for uniform poll clos-
ing—took some satisfaction in the
complaints being heard last week. They
could provide the impetus nceded to clear
the way for passage of the legislation in the
new Congress.

The networks support the proposal as a
way out of the dilemma they face on elec-
tion night. And Swift said they had kept
their agreement with Congress by refraining
from carly projections or characterizations
of the votc. But while the House twice, in
the past two Congresses. passed his bill. it
died in the Senate cach time. And the bill.
which provides for the closing of all polls in
the 48 contiguous statcs at the same time.
Swift said, “would have taken care™ of the
issue. “Now,” Swift said last week., “it’s the
Senate’s turn to go first.” Swift said he plans
to talk to West Coast senators in scarch of a
sponsor of the legislation. He thinks a senior
Senator is needed. Senator Brock Adams
(D-Wash.), a rclatively junior member,
managed to move a uniform poll-closing bill
through the Scnate Rules Committee. But,
Swift said. “*You need senior people to grind
it through the Senate.” He was confident the
House would pass a bill once the Senate had
acted.

But Swift said it would be necessary to
strike carly, while concerns about the carly
projections of results are fresh in legislators’
memories. Another reason for prompt con-
gressional action, he said. would be to leave
time for the states to coordinate their local
clection laws with the new federal clection
law. “'The states would not want polls clos-
ing at different times,” Swift said. “If we do
something,” he added, “it should be done
before the August recess.”

One indication of the feeling that may be
building in Congress was provided by Hol-
lings’s assertion that he would support a
uniform poll-closing bill. “That’s the only
way to correct the situation,” he said. An-
other indication was provided by an aide to
House Speaker Jim Wright (D-Tex.). Wright
and Senate Majority Leader Robert C. Byrd
(D-W.Va.) had also written to the networks
to ask for restraint in their coverage of the
election. “In particular,” they wrote, “we
ask that you not project the winner of the
presidential race until polls in the western
time zone have closed.” They, too, feared
the impact of such projections on voter tur-
nout. Neither Wright nor Byrd was available
for comment last weck, following the clec-
tion. But Wright's aide, when asked what
the Speaker’s next step would be. said: 1
hope the first thing we do is sit down with
the Senate and get something done.™ Adopt
the Swift bill? “*Something,” he said. “This
is an intolerable situation.”

So perhaps the 1988 presidential election
will have been the last one for voters to get the
results in the East, then wait for the results in
the Midwest, then the Rocky Mountains and
then finally the West. Next time, perhaps, the
results will all be in at once. And won't that
give the computers and those who massage
them a bit of work to do. a

Overleaf: Election reaction from the Fifth Estate
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Election ’88: Fifth Estate reaction

Wall Street expects consolidation and
deregulation of broadcasting industry
to continue under Bush; sees relaxation
of station ownership, other rules

Current trends toward consolidation and
deregulation in the Fifth Estate will continue
in the Bush presidency, according to Wall
Street observers. Loosening of FCC rules
covering station ownership and financial in-
terest and syndication will be part of the
cffect of the Bush administration. analysts
said.

Christopher Dixon, an analyst at Kidder,
Peabody. said he thought the cffect of the
Bush presidency on the entertainment busi-
ness would primarily come through the
FCC. “We would expect additional joint
venture activitics between networks and
producers. where networks can participate
in revenues from syndication,” Dixon said.
“Clearly, such a move would tend to in-
crease the trend towards consolidation
which is alrcady occurring in the industry.”

“We’re moving towards a more highly
dercgulated environment.” Dixon said.
“The possibility of a classic oligopoly in the
entertainment industry becomes niuch more
likely.” He said he expected that the tenden-
cy of the current FCC to Ict regulation yicld
to market pressures would continuc—
*which, in light of the high capital require-
ments for entertainment producers and the
efficiencics that can be realized through ver-
tical integration. would suggest that consoli-
dation would continue.”

Raymond Katz. an analyst at Mabon,
Nugent, pointed out that Ronald Reagan’s
departure from the Whitc House will be of a
particular disadvantage to Hollywood in the
context of the reevaluation of the financial
interest and syndication rules now govern-
ing the netwotks. When the rules promul-
gated by the FCC were examined in 1983,
President Reagan was a firm and effective
supporter of the continuation of the rules.
Because of Reagan’s cntertainment back-
ground, Hollywood has an ally in a high
place with “more than an intellectual inter-
est” in Hollywood’s position on the issue.
Katz said. "With Bush. they’ll have a more
dispassionate person when it comges to this
issue.”

In a Bush presidency “we are not likely to
scc rercgulation,” said Drew Marcus. an
analyst who follows the radio industry at
Kidder. Pcabody. I do not expect deregula-
tion to continue at the same rate as it has in
the Reagan administration because of un-
fricndliness with Congress,” he said.

Marcus said relaxation of both television/
radio crossownership rules and radio station
ownership limitations will have a good
chance of taking place in the Bush presiden-
cy. He said he hoped specifically that cross-
ownership of television stations and AM
stations in the same market would be per-
mitted. He added that it was also possible
for TV/AM/FM crossownership to be al-
lowed. Marcus said the limitation on owner-
ship of 12 AM stations and 12 FM's would
be altered to permit ownership of 24 FM

stations. “With Bush in there,” he said, “we
would have a reasonable possibility these
things would pass. With Dukakis, it would
be cxtremely unlikely these things would be
considered or passed.”

But derecgulation of the radio market is
not a sure thing, Marcus added. “The risk is
that Bush uses the FCC as a place to give
concessions to Congress to help mend his
relationships with them.” he said.

John Tinker of Morgan Stanley said he
did not think the Bush presidency would
have a noticeable effect on the media. “The
trends of vertical and horizontal integration
have been in place for a while,” Tinker said,
and he did not think that Bush would do
much to change it. If U.S. companics want
to compete on a worldwide basis, he said,
they will necd to continue to consolidate to
achieve a critical mass on the level of that of
European media giants Hachette and Bertes-

mann. Likely candidates for increasing
growth. he said, were Warner Communica-
tions, Tele-Communications, Time and the
broadcast networks and Hollywood.

“The FCC will continue on its thrust to
deregulate,” said Mario Gabelli. chief in-
vestment officer of Gabelli & Co. He said he
expects that broadcasting networks and lo-
cal telephone companies would be allowed
into the cable business: he said he also
expected AT&T would be let into cable tele-
vision carriage and programing. Among
other items, Gabelli said there would be ““no
problem™ with ownership of an AM radio
station and a television station in a top-25
market and that financial interest and syndi-
cation rules would be modified to benefit the
networks. “The trends that are in place will
not change, whereas under a Demwocratic
administration, they might not have been as
visible.” ]

TV operators generally pleased with Bush victory;
don’t see any major regulatory changes ahead

Television broadcasters grected the Bush
victory with enthusiasm and belicve it will
provide continuity for the industry whose
survival many think is being threatened.
And there are those who arc counting on a
new chief exccutive to take a “more prag-
matic and less ideological” approach to reg-
ulation.

“l fecel good about him,” says John
Behnke, president and chief executive offi-
cer of Fisher Broadcasting (KOMO-TV Seat-
tle). ~I believe he has sound principles,™
says Behnke, who aiso thinks a Bush FCC
will not operate with an ideological man-
date. The Seattle broadcaster is eager to sce
some progress at the FCC on issues he says
will help to create a “more level playing
field. There needs to be a balance between
the various components of the industry, be-
tween cable and over-the-air TV,” says
Behnke.

Furthermore, he is anxious to sce “some
sort of resolution” on the tairness doctrine,
clearing the way for action on other matters.

He believes Bush will take a more “prag-
matic approach toward working these things
out with Congress.”

Just what a Bush FCC will look like and
how it will deal with Congress remains to be
seen. Nevertheless, there were signs {rom
Capitol Hill that there will be some rapport
between the two. Senate Commerce Com-
mittee Chairman Ernest Hollings (D-5.C.)
told reporters last week he thinks his com-
mittec will “work more closely” with a Bush
FCC. He is confident the President-clect
will appoint “better” people, who will “'sta-
bilize” the broadcasting industry.

Like Behnke, National Association of
Broadcasters President Eddie Fritts offers an
optimistic assessment of the new adminis-
tration: “We expect the Bush administration
will be basically deregulatory in nature. but
more pragmatic in its approach than its pre-
decessor.” And James T. Lynagh of Multi-
media Broadcasting is betting on Bush mov-
ing more to the center than Recagan.

“Clearly we are not going to have a re-

Behnke
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bound toward total regulation,” says Lyn-
agh. But at the same time, Lynagh hopes the
President-clect will establish FCC policy
that will help foster the “free and universal”
television system that exists today. “There
arc lots of us who would like to have some
license rencwal legislation.” says the Multi-
media exccutive.

Like Behnke. Lynagh wants to “get fair-
ness behind us.” He says the most construc-
tive thing Bush could do is to let the doctrine
become faw without signing it and have the
courts settle the issue.

But given that Bush is on record as oppos-
ing the doctrine, Post-Newsweek’s Joel
Chascman thinks there may be a “continu-
ation of the tension between the commission
and Congress.” Moreover. he does not an-
ticipate any great change of direction at the
FCC. “What you sce at the commission 1s a
fair sample of” what you are going to see.”
says Chaseman.

As for the industry and its future, Chase-
man thinks it is critical to devise a ““rational”
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policy on high-definition television. He says
broadcasters must determine where their
best interest lics when it comes to the telco-
cable debate. And he would like to sce a
clarification of the network-affiliate rela-
tionship and a stop to the warfare between
affiliates and independents.

Jerry Heilman, general manager of
KTvo(Tv) Kirksville. Mo., is not anticipat-
ing any “sweeping changes™ over the next
four years. “We are still facing the same
type of situation with a Republican in the
White House and a Democratic Congress,”
says Heilman. Heilman, whose station felt
an economic crunch during the farm crisis of
the 80’s, is optimistic about a Bush White
House. He thinks it will be good for the
economy and for broadcasters.

Business could not have been better dur-
ing the Reagan years for Ralph Gabbard of
WKYT(TV) Lexington. Ky. He finds the pros-
pect of a Bush administration exciting. “Du-
kakis scared me to death. 1 believe we are on
the right track.”

Radio industry welcomes a Bush White House;
hopes prosperity of Reagan years will continue

Radio broadcasters sang resounding notes of
optimism for the Bush administration,
which many said should represent a continu-
ation of the Reagan administration’s deregu-
latory and pro-business approach toward the
industry.

The high level of enthusiasm among radio
group owners was cxemplified by Carl J.
Wagner, president. radio group. Great
American Broadcasting: *I am delighted
that he won and now wec'll get back to
having five commissioncrs and getting back
to business.”

Wagner also said the Bush administration
represents a likely continuation of what he
described as a healthy economy: [ think the
country’s in pretty good shape,” he said,
*“and that bodes well for radio.”

Equally bullish was Mikc McDaniel,
president and general manager, WBTO(AM)
and WQTY(FM) Linton, Ind.. who said the
past cight years have been a major improve-
ment over 1979, the year that he bought the
two stations. I couldn’t be more tickled,”

Wagner

he said, noting a rise in station revenuc and a
drop in interest rates. He cited FCC deregu-
lation of the seven-year license renewal as
onc of the positive steps made within recent
years. adding, “They’ve madc my life a lot
better as a broadcaster and have made my
headaches a lot less.”

McDaniel said Dukakis, on the other
hand, had given radio broadcasters the im-
pression that he would take a step backward
by leaning toward tighter regulation of the
industry.

Although he is a sclf-described supporter
of fellow Texan Lloyd Bentsen, Clear Chan-
nel Communications Inc. President L.
Lowry Mays said he was optimistic about
the new presidential administration. “[ think
it’s good for business and I think it’s good
for broadcasting.” he said. A continuation
of the cxisting prosperity is good.”

Mays said he was hopeful that any per-
sonnel changes at the FCC would result in
cautious deregulation. *I am in hopes that
the new commission will be very deliberate
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in their free market attitude toward licens-
ing. *More is better’ is not always better.”

The election results should not change the
radio business from its current status. said
D. Mitchell Sclf, president and general
manager, WLAY-AM-FM Muscle Shoals, Ala.,
especially since key players in Congress did
not change. “The way I look at the election
is that it doesn’t make a helluva difference as
long as there are the same guys in Con-
gress.”

Self said he feels good about the Bush
victory because it will probably mean a
continuation of the deregulatory attitude of
the past eight years. A Dukakis victory, he
said, could have resulted in tighter regula-
tions. “It scems like over the ycars. when
the FCC was run by the Democrats, we had
all the regulations,” said Self.

Jim Babb, president of Jefferson-Pilot
Communications Co., said the Bush admin-
istration may result in a boon for radio, but
could just turn out to be business as usual.
“My guess is over all it should have any-
where from a neutral to a positive impact,
bascd on the last few years of deregulation.”

From a financial viewpoint. Babb said he
suspected the Bush administration would be
able to maintain what on the surface appears
to be a healthy economy. “Certainly the
economy is not booming,” he said. adding
“I guess everybody is hopeful that the per-
ceived prosperity continues.”

At this point, radio broadcasters appear
content to maintain the status quo. The Bush
administration is expected to bring contin-
ued stability in the cconomy and the FCC,
said EZ Communications President Alan
Box, or at least more so than a Dukakis
victory would have. As Box pointed out,
change can be a dirty word. “When things
change,” he said, “busincss can slow down
for a while.”

Added Terry S. Jacobs, chairman of the
board, CEO, Jacor Communications Inc.:
“A number of things have happened over the
past eight years that have made broadcasting
a good business to be in.” He said he is
optimistic that the economy and FCC will
either maintain status quo or continue to
move in a more positive direction. *I don’t
think we’ll see any back-tracking.” he said.

“The past eight years have been excellent
for this country and, in terms of broadcast-
ing, excellent for our industry,” said Raul
Alarcon Jr., president and CEQ, Spanish
Broadcasting System Inc., who agreed with
his fellow broadcasters that the Bush admin-
istration should bring more of the same.
“I'm overjoyed.” O

‘Business as usual’ say some
cable operators of Bush reign;
to others, it's ‘too early to tell’

Jerry Lindauer, scnior vice president, corpo-
rate development at Prime Cable. Austin,
Tex., said: “'l didn’t think the cable industry
would be hurt” with Bush in thc White
House. “Down herc in Texas we're very
comfortable with George Bush,” he said.
With the Democrats there “is more of a
regulatory environment.”

But, said Lindauer. “I don’t think Bush is
necessarily going to pick up the [FCC Chair-



‘man Dennis] Patrick agenda”; at least he
will “not buy it 100%.” Lindauer is “inter-
ested to see the real George Bush.... Heis a
more moderate type guy,” he said. than
many in the Reagan administration. and
“may move to the center.”

From a business perspective. Lindauer
said “it's business as usual.” Bush’s ¢lection
is “good for the industry,” he said. particu-
larly in the financing area for MSO's look-
ing for money for system acquisition, as
Prime Cable is. With Bush “there is much
less uncertainty [in financing]. In the short
term it wouldnt miss a blip.”

Viacom Cable President and NCTA
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Chairman John Goddard said the industry
was looking forward “to working with the
new administration and Congress.” It is “'too
carly to tell,” he said. what may come out of
a Bush FCC. And from Congress he does
not see “a ground swell on reregulation.™

"My concern is not so much about cable™
as other key issues, said Goddard, principal-
ly the twin budget deficits. which negatively
affect the economy. Adds Lindauer: "It will
be interesting to see how George Bush han-
dles his ‘no new taxes.” ™

Ed Allen, former chairman of the Nation-
al Cable Television Association and now an
entreprencurial cable operator. said what

impact a Bush Administration will have on
the cable industry will not be known until
Bush fills the two or three (if Chairman
Dennis Patrick steps down) seats on the
FCC. (On the whole, the Patrick commis-
sion has been bad news for the industry.
bringing back syndicated exclusivity rules
and recommending to Congress repeal of the
compulsory license and telco-cable cross-
ownership ban.)

In general, Allen said. Bush shares Rea-
gan’s belief in marketplaces rather than in
government regulation. but he is more
“moderate.” He is more “‘people-oriented
than philosophy-oriented,” he said. s]

Election brings few changes
to communications roster on Hill

Main differences in 101st Congress
to come from retirements; Hollings
takes new assignment, Brooks
becomes Judiciary chairman

Last week’s clection did little to alter the
lineup of communications policymakers on
Capitol Hill. The House, where all 435 seats
were at stake, remains squarely in the hands
of incumbent Democrats such as Com-
merce’s John Dingell of Michigan and Ed
Markey of Massachusetts, chairman of the
Telecommunications Subcommittee. As for
the Senate. Democrats also reinforced their
control by gaining one seat, while Republi-
cans lost one, thus creating a new ratio of
55-45. Those Senate Commerce Committee
members who faced reelection—Ranking
Republican John Danforth of Missouri. Pete
Wilson (R-Calif.}, Donald Riegle (D-
Mich.} and Lloyd Bentsen (D-Tex.)—are
returning. Commerce Committee Chairman
Ermest Hollings {D-S.C.) was not in this
year’s race.

If the 101st Congress varies at all from
the last one it is because certain lawmakers
are retiring. The departure of House Judicia-
ry Committee Chairman Peter Rodino (D-
N.J.) brings Jack Brooks, a Democrat from
Texas, to the forefront, and Hollings plans to
trade one appropriations subcommittee

Hollings

chairmanship for another. A clearer picture
of the composition of each committee won't
emerge until January.

Hollings told reporters following a speech
at a financial symposium last week that he
will succeed outgoing Florida Democrat
Lawton Chiles as head of the Labor, Health
& Human Services and Education Subcom-
mittee, which among other things estab-
lishes funding for public broadcasting. Holl-
ings has been chairman of the appropriations
subcommittee overseeing the FCC.

His move should not be read, however, as
an indication that his grip on the agency will
lessen. “I'll still be on the subcommittee,”
the senator told reporters, and he will cer-
tainly exercise authority over the commis-
sion through his Commerce Committee
post. In the past. Hollings has inserted lan-
guage into appropriation’s legislation to
keep the FCC from tampering with various
policies.

As for a successor, Democrat Dale Bump-
ers of Arkansas will take his spot, according
to Hollings. But Bumpers's office said the
lawmaker had not announced any plans. A
Senatc source, however, thinks Bumpers
will take it. Bumpers is one of the key
authors of the ill-fated home satellite bill (S.
889) that the cable industry opposed during
the last Congress. A spokeswoman said the
Senator considers passage of the measure a
“priority” for next year.

The surprise upset of Republican Senator
Lowell Weicker of Connecticut creates an-
other opening on Appropriations. Weicker is
viewed as a staunch public broadcasting
ally. And two others, Chairman John Stennis
(D-Miss.)} and William Proxmire (D-Wis.),
are leaving the Senate; that should also con-
tribute to reshuffling on Appropriations.

By week’s end it looked as if Democrats
captured an additional five scats in the
House. including that of Judiciary Commit-
tee member Patrick Swindall of Georgia,
who lost to former television actor Ben
Jones of the Dukes of Hazzard. Jones will
not be the only television veteran in the
House. [owa Republican Fred Grandy, who
starred as Gopher Smith in the series, Love
Boat, was reelected.

As anticipated. the election had little im-
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pact on the House Energy and Commerce
Committee or its Telecommunications Sub-
committee (BROADCASTING, Aug. 29), al-
though there is one vacancy on the Demo-
cratic side. Wayne Dowdy (D-Miss.)
departed to run against GOP Representative
Trent Lott for the Mississippi Senate seat lefi
open by the departure of Stennis. Lott won
with 53%. Dowdy is part owner of Dowdy
Broadcasting (six AM’ and 10 FM’s in
Mississippi. Georgia and Arkansas).

Several are said to be eyeing Dowdy’s
seat on Telecommunications, including
Commerce members Ron Wyden of Oregon,
Jim Bates of California and Terry Bruce of
Illinois. (Subcommittee assignments are
usually made in January.} Bates was be-
lieved to be facing a tough challenge but
pulled ahead with 62% of the vote. All othe
Commerce members were reelected includ-
ing ranking Republicans Norman Lent of
New York and Matthew Rinaldo on the
subcommittee.

The House committee reorganization pro-
cess begins Dec. 5 when leadership elec-
tions are held. There is a contest for chair-
manship of the Democratic Caucus among
Mary Rose Oakar of Ohio. Oklahoma’s
Mike Synar and William Gray of Pennsylva-
nia.

Even if Synar takes the post, he is stick-

Brooks
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ng with Telecommunications and the Judi-
siary Committee’s Copyright Subcommit-
cce. In general, Commerce is a popular
;:ommittee and few of its members arc likely
‘0 pursue other assignments. The composi-
:ion of committees can also change depend-
ng on the new ratio of Republicans to
Democrats in the House.

Eight of the 25 congressmen on Telecom-
munications ran unopposed: Chairman Mar-
¢y, Al Swift (D-Wash.), Cardiss Collins
‘D-II1.), Billy Tauzin (D-La.), Jim Cooper
‘D-Tenn.), Jack Fields (R-Tex.), Michael
Dxley (R-Ohio) and Thomas Bliley (R-Va.).
Other subcommittee members reelected and
:xpected to stay on: Mickey Leland (D-
Iex.), Jim Slattery (D-Kan.), John Bryant
D-Tex.), Ralph Hall (D-Tex.), Dennis Eck-
it {D-Ohio), Bill Richardson (D-N.M.),
Rick Boucher (D-Va.), Carlos Moorhcad
‘R-Calif.), Tom Tauke (R-lowa), Don Ritter
‘R-Pa.), Dan Coats (R-Ind.) and Howard
Nielson (R-Utah).

For the first time in ycars, Commerce
Chairman Dingell did not face a Republican
challenger.

On the copyright subcommittee, Chair-
man Robert Kastenmeier (D-Wis.), despite
predictions of a serious contest, beat Repub-
lican Ann Haney, 58%-42%. Representative
Howard Coble (R-N.C.), who sits on Kas-
tenmeier’s subcommittec, was believed to
be in a stiff race, but won with 62%.

All of the Copyright incumbents arc re-
turning: Pat Schroeder (D-Colo.), George
Crockett (D-Mich.), Bruce Morrison (D-
Conn.), Howard Berman (D-Calif.), Benja-
min Cardin (D-Md.), Henry Hyde (R-I11.),
Michael DeWine (R-Ohio) and D. French
Slaughter (R-Va.). Boucher, Bryant and
Moorhead also sit on Copyright. There is,
however, one exception: Republican Dan
Lungren of California did not seek another
term. With Brooks taking the helm of the
Judiciary Committce there could be some
trading of subcommittee assignments.

In the Senate, 33 scats were up (18 held
by Democrats and 15 by the GOP). Besides
Hollings, Communications Subcommittee
Chairman Danicl Inouye (D-Hawaii) was
not a candidate. Inouye hopes to be the next
Senate majority leader and is pitted against
J. Bennett Johnston of Louisiana and
Gceorge Mitchell of Maine. The lawmakers
return Nov. 29 to make their choice.

Inouye has said he is sticking with Com-
munications even if he becomes leader, al-
though some observers say he could change
his mind. Those decisions will not be nailed
down until after the vote. Democrat Wendell
Ford of Kentucky, however, has the seniority
to succeed Inouye on Communications, fol-
lowed by Ricgle, J. James Exon of Nebras-
ka and Al Gore {D-Tenn. ), all of whom also
chair subcommittces. Ford is running for
majority whip against Alan Cranston of
California.

There is one open slot on Hollings’s Com-
merce Comimittce due to the retirement of
Paul Trible (R-Va.).

As for the Judiciary Commiitec and its
Copyright Subcommittee, the clection did
not alter the status quo. Copyright Chairman
Dennis DeConcini (D-Ariz.) and subcom-
mittece members Ted Kennedy (D-Mass.)

and Orrin Hatch (R-Utah) were reelected.

Democratic Senator Howard Metzen-
baum of Ohio was pitched in a fierce cam-
paign against Cleveland Mayor George
Voinovich. But Metzenbaum, who chairs
Judiciary’s antitrust subcommittee, won
with 57%.

Among the newly elected Republican
senators in addition to Lott is Republican
Conrad Burns, a former farm news broad-
caster, who beat incumbent John Melcher of
Montana. Republican Congressman Connie
Mack Iii of Florida took the unofficial lead
in the Senate race in that state against
Democrat Buddy MacKay. Vermont Con-
gressman James Jeffords succeeds retiring
Senator Robert Stafford (R). Slade Gorton, a
former Republican senator from Washing-
ton, has returned. He defeated Democratic
Representative Mike Lowry.

New Democratic lawmakers include for-
mer Virginia Governor Chuck Robb; he
takes Trible’s seat. Connecticut Attorney
General Joseph Lieberman ousted Republi-
can Weicker. Nevada Governor Richard
Bryan defeated incumbent Chic Hecht (R-
Nev.), and Nebraska Governor Robert Ker-
rey trounced incumbent Republican David
Karnes. Herbert Kohl, a wealthy Wisconsin
businessman, won the Senate seat for that
statc against GOP candidate Susan Enge-
leiter.

in Wyoming, incumbent Malcolm Wallop
cdged his Democratic opponent, state Sena-
tor John Vinich. Wallop has interest in
KWYO(AM) Sheridan, Wyo.

A number of congressional candidates
with ties to the Fifth Estate failed in their bid
for public office. They included: Republican
Keith DeGreen, the host of a nationally
syndicated TV show, Building Personal
Wealth, who lost in Arizona to DeConcini;
Robert Cordaro, president and gencral man-
ager of wwax(am) Olyphant, Pa., who
failed to unseat the GOP’s Joseph McDade
{Pa.); Republican Horace McQueen, a radio
and television farm broadcaster, who lost to
incumbent Jim Chapman (D-Tex.), and
broadcast consultant Paul McCarthy, who
failed to stop ineumbent Demoerat Nicholas
Mavroules (Mass.).

Among returning incumbents with broad-
casting backgrounds; Rod Chandler (R-
Wash.), a former reporter at KOMO-TV Seat-
tle; Helen Bentley (R-Md.), a one-time talk
show host; Bob Dornan (R-Calif.), news
commentator with KTLA(TvV) Los Angeles;
Bill Hefner (D-N.C.), previous owner of
WRKB(AM) Kanapolis, N.C.; Jim Lightfoot
(R-lowa), one-time farm broadcaster with
KMA(AM) Shenandoah; Marilyn Lloyd (D-
Tenn.), who was in the radio business in
Georgia; Kweisi Mfume (D-Md.), a talk
show host with noncommercial WEAA(FM)
Baltimore; Jan Meyers (R-Kan.), who is
married to Louis {(Dutch) Mcyers, local
sales manager, KCTv(Tv) Kansas City, Mo.;
John Miller (R-Wash.), former commenta-
tor at KIRO-AM-Tv Scattle; Nick Joe Rahall
(D-W.Va.), owncr of WTNIFM) Mount
Hope, W. Va.; Claudine Schneider (R-R.1.),
one-time public affairs host at WIAR-TV
Providence, and Swift, who was news and
public affairs dircctor at KvOS-Tv, Bel-
lingham, Wash. 0
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Viewer’s Choice,
Home Premiere
come together

Pay-per-view services combine in
hopes to conquer start-up costs
of services and head for the black

After more than nine months of negotia-
tions, Viewer’s Choice and Home Premiere
Television, the first- and third-largest pay-
per-view cable services, respectively, have
agreed to merge their operations. HPT’s
PPV channel will be folded into the existing
Viewer’s Choice | and Viewer's Choice 2
channels, and the new services reintroduced
in January. Viewer’s Choice had talked last
year to Request Television, cable’s second-
largest PPV operation, about a possiblc
merger.

Ownership of the combined pay-per-view
operation will be shared equally by Viewer's
Choice parent, Viacom Cable, and the five
cable MSOs that have equal ownership in
HPT: American Television & Communica-
tions, Continental, Cox, Newhouse, and Te-
lecable. Last week, the principals were say-
ing the merger was a way to spread the start-
up costs of the one-ycar-old HPT and the
two-year-old Viewer’s Choice among the six
partners. The corporate entity with over-
sight for the combincd PPV operations will
be known as Pay-Per-View Network Inc.,
the current corporate name for HPT.

HPT President Jim Heyworth will be
president of the combined operation which
will represent almost 5 million addressable
subscribers. Viewer's Choice | and View-
er’s Choice 2 currently serve 3.2 million
subscribers; HPT serves 1.7 million sub-
scribers, trailing Request TV. The combined
service will operate two channels using the
satellite transponders operated by Viewer's
Choice and HPT.

Viewer’s Choice will now cease to cxist
as a subdivision of Viacom International’s
Showtime Networks Inc. division, headed
by Tony Cox. Viewers Choice President
Scott Kurnit will head Showtime Event
Television, which will supply Viewer’s
Choice with event programing.

The combined operation eases the finan-
cial squeeze that faces the middleman in the
PPV business, as was the case with Viewer's
Choice. Cox said that the margins for the
pay-per-vicw business typically average be-
tween 4% and 6%, with the remainder split
between Hollywood and the cable operator.
The genesis of HPT came from the cable
operators, who believed being their own
middleman would serve to reduce PPV
costs.

For Viacom, the merger represents an end
to the development of a PPV channel on its
own. Although part of Viewer’s Choice’s
losses were associated with the investment
Viacom made to get into the business, the
level of those losses did not appear to be
reversing itself at an acceptable rate. View-
er’s Choice | was launched on November
26, 1985, and Viewer’s Choice 2 on June
25, 1986. Sources say that last yecar the
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services lost between $6 million and $7
million.

Cox said that Showtime Networks pur-
sucd a merger because the “middleman posi-
tion” in PPV “doesn’t seem to us to be one
where there is a high degree of profits.” Cox
said that it will be “a couple more years”
before the Viewer's Choice services are
profitable. At that point. he said, the “ques-
tion is how much” that profit will be.

A PPV company “can’t make the argu-
ment as vigorously tor its share of revenues
from a sale as a pay television service can
for its share, Cox said last week. He also
said that pay television “‘should make” profit
margins of 10% to 15%. PPV “tends to be
pre-promoted.” Cox said. “Consequently,

for the consumer’s purchasec we don’t con-
tribute a lot.”” With PPV “we’re not entitled
to as much of gross and we aren’t getting it.”

“A more desirable role” for a company in
the pay-per-view business, according to
Cox, is as a rightsholder.

Heyworth said that the potential to com-
bine the corporate backgrounds of HPT and
Viewer’s Choice, specifically onc com-
pany’s ownership by five MSOs, and the
other’s ownership of an MSO, was a driving
force in the merger. “The success that we've
had to date is because ol support from the
industry. For a PPV distribution entity to be
successful it has to meet the needs of
MSO’s. event suppliers and movie studios.”

For HPT affiliates. one immcediate benefit

will be access to titles that Viewer’s Choice
had as a result of Showtime’s exclusive
movic deals. In a letter to HPT affiliates
Heyworth referred specifically to movie:
produced by Carolco. Orion and Touchstone
that will now be available to the services.

Access to programing from all the majo
Hollywood studios had been a problem fo
HPT. In general, Hollywood is most closely
aligned with Request Television. A numbe
of Hollywood studios were not supplying
product to HPT, a situation that will be easec
somewhat with the Viewer's Choice merger
MSO’s within HPT hope the merger wil
open still other doors in Hollywood anc
point to progress in gaining product from
Wamer Bros. and Disncy. k

Friedman out at ‘USA Today’

He returns to New York to work
on development projects for GTG;
show now in hands of Bellows

Steve Friedman has relinquished day-to-day
management responsibility for USA Today:
The Television Show, GTG's beleaguered
first effort in the rough-and-tumble world of
program syndication. He has been succeed-
cd by Jim Bellows, who was signed in mid-
October to join the prime access strip as
managing editor. Initially, GTG East offi-
cials had positioned the arrival of Bellows as
a welcome and needed number-two execu-
tive who would work closely with Friedman
in trying 0 turn the show around.

But last week, company officials said
Friedman was giving up direct responsibility
for the show, which is based at Gannett
headquarters in Arlington. Va., and will
move back to New York to concentrate on
GTG East's development of other projects,
including a syndicated talk show with for-
mer diva Beverly Sills, pegged for fall
1989.

GTG President Grant Tinker acknowl-
cdged last week it was his call to have
Friedman leave the program to refocus his
efforts on GTG East development from New
York. But he stressed that the decision was
not the result of USA Today’s current prob-
lems. “There has been a certain amount of
misunderstanding about that,” said Tinker.
“You should not look on [the show’s falter-
ing start] as Steve not doing his job. If that
were the case. in the first two weeks we
should have all been fired.” Tinker said
Friedman’s role at the helm of USA Today
“was always viewed as temporary.” Tinker
said he continues to view Friedman as a key
“principal” in the company.

But other sources, both inside and outside
the company. offered a different spin to the
story. They suggested that Bellows. credited
with saving Entertainment Tonight when it
faltered in its early days, was called in
because Friedman simply failed to deliver
the show he promised to stations. And in
order for Bellows to succeed in tuming the
show around. he necded a free hand, and
Tinker realized that, sources said.

One source, with ties to top management
at the company, said of Friedman: “He is
being pulled. And Bellows is there to pick

Friedman on the set of ‘USA Today’

up his mess.” An important question on the
mind of one GTG source is to what extent
Friedman’s, and GTG’s, credibility in the
syndication market has been damaged by the
poor performance of USA Today after such
a hyped buildup.

Responding, Tinker said: “I can’t speak to
station attitudes. but it’s a valid question.”
Several station general managers said last
week they would not rule out looking at
future GTG projects, despite their disap-
pointment with USA Today. Richard Lobo,

‘Inside’ and upward

King World reporied last week that it
has cleared slightly more than 45% of
the country with its new tabloid strip
Inside Edition. The latest Signings in-
clude wwnevtv Boston, kDkaTv Pitts-
burgh, ksok-tv St. Louis, weaL-Tv Balti-
more, wrRv(Tv)  Indianapolis, wCivTv
Charleston, W. Va., weiR-Tv Knoxville
and USA Today: The Television Show
affiliates karurv) Portland, Ore., and
wens-Tv Columbus, Ohio. Most of the
close to 30 stations King World has
signed have committed to a 35-week
access run for [nside Edition starting
in January And most of those signed to
date currently are running USA Today,
Family Feud. Win, Lose or Draw, or
Gong Show in access. None of the three
new shows Is performing well national-
ly. although Win, Lose or Draw is up
from a year ago.
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vice president and general manager.
WTVI(TV) Miami, said he will probably
downgrade USA Today from access to late
fringe in January when the station acquires
A Cwrrent Affair.

Lobo describes Friedman as *a good tal-
ent.” But, he said, while the show’s content
has improved, “the numbers are not encour-
aging.” He said in the first week of the
November sweeps, the program’s ratings
showed no noticeable improvement.

Asked if USA Today's failure to live up to
the GTG East sales pitch would affect the
company’s future relationship with stations,
Skip Hinman, vice president and general
manager. KATU(TV) Portland, Ore., replied.
“Yes. 1 think it will. particularly if they
allow it to continue in production without
showing further signs of life.” And, he add-
ed, “l don’t think I'd ever buy anything from
them again without a pilot. There are a lot of
disappointed stations out there.” KATU has
USA Today at 7 p.m. and has just purchased
King World's Inside Edition for January, but
Hinman said he would wait for the Novem-
ber ratings before deciding on whether to
remove USA Today from access.

Meanwhile. efforts continue to fine tune
the look and content of the program. One
change in the works: The producers want
two anchors reporting {rom the ficld and not
the studio for each show as often as possi-
ble. “In my opinion. which is shared.” said
Tinker, “we ve got to get them out where the
stories are.” Also. he said, the expensive
on-air set tends to look “'too claustrophobic”
with all four anchors reporting from it. O
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Host Sonny Grosso's reputation as a crime
fighter was made in the streets. A 20-year
veteran police detective, Grosso and his
partner Eddie Egan were made famous by the
Academy Award winning movie, “The French
Connection."”

The film iaunched a successful careerin the
entertainment industry, including credits on
such projects as “The Godfather,” “The
Rockford Files” and “Baretta.”

Mostrecently, GrossoeJacobson Productions
has developed such criticaliy acclaimed tele-
vision movies as “Question of Honor” and
“Qut of Darkness," as well as the CBS late
night series "Night Heat.”

This unique combination of police and enter-
tainment experience gives Sonny Grosso
special insight as host of “COP TALK:
BEHIND THE SHIELD.”
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Hollywood’s man of the hours

Facing a television syndication market that has been stingy with back-end
profits on one-hour product, Stephen J. Cannell—whose stock i trade 1s the
hour action/adventure—is taking steps to broaden beyond that form the
production company that bears his name and of which he is chairman and
CEO. It is his success in that genre, however, that has made him one of a
handful of producers (in his case, writer-producer-studio owner) whose name
carries instant clout. In the following interview with BROADCASTING
editors, Cannell talks about the production present and future, the
difficulities of breaking out of the one-hour mold and his efforts to take the
company in new directions—including across the border into Canada.

Let's start off with a question about the writers' strike. Was there a  are primarily in.

(BB | gl When you strike a business that's in difficulty, you do so at your
Yes. I don’t think we're in an industry that can accommodate t00  own risk. It's one thing when you strike a business that's healthy and
much more of this. This is a business that is in some economic peril  making a lot of money, and they ‘re very apt to say, “Here, take some
right now, especially hour television, which is the business that we  cash” to [make you] go away. But if you’re looking at a business that
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is losing money, and companies that are basically hanging on, and
all of a sudden the Writer's Guild strikes and closes you down, and
you say, “Gee, it’s actually cheaper to be shut down than it is to be
manufacturing.” Which is what happened. There was some specula-
tion that [some companies were] saved by this strike because they
didn’t have to deliver those hours of television for five months and
put that strain on their already strained bank accounts. Certainly the
quality of network television can be affected by this. The amount of
work that’s available to this community is going to be affected,
because even though we won’t see it in the short-term. the midsea-
son shows are going to be cut way back. And it has given rise to
even greater numbers of reality programs, which are easier and
cheaper to get on the air and which also take jobs away from
scriptors.

But in terms of the actual shows that Cannell Studios currently
produces, Spoon, Hunter, Jump Street, Wiseguy, if this strike had not
happened, would the new shows that we see for this season be any
different?

No, because one of the things that you get pretty good at is working
under a lot of pressure and tight deadlines. Some of the best work [
ever did I did under really tight deadlines—it just puts more pressure
on your personal life because the job does have to get done and it
means that you're working more weekends. But I've never believed
that the time/quality ratio was as acute as other people think it might
be

Have you had to bring in a number of freelancers to help meet the
crunch?

No. [ had been looking at people to hire and the strike did not stop
me from reading scripts of potential people. When the strike was
over I went after the ones, along with everybody else, who | wanted
to hire.

Did you receive an enormous influx of scripts once the settlement
came?

Yes. But by that time, and that’s sort of the tragedy of it, we didn't
have time to read them. The freelance writer is probably going to
pay for the strike more than anybody else because those are the
assignments you generally give at the beginning of the year, free-
lance assignments. Or you say, “Let’s see if we can find some new
people here that we can bring aboard.” And they're audition
assignments, primarily. We just don’t have time for that this year. So
what we do is you end up going to the old pros that are gonna get the
job done for you under pressure and you don’t have time for that
unsold writer who you know may be a diamond in the rough but who
you have to work and work and work and go through six rewrites to
get the script right.

Putting on your writing hat for a moment, what shows are you
currently working on?

Since the strike I've written one episode of Sonny Spoor and one
episode of Wiseguy. I'm in the midst of writing a pilot for a mid-
season NBC show and I'm plotting another pilot for ABC.

Can you tell us anything about those pilots?

One is an order for eight hours from NBC. I'm co-creating the show
with Steve Kronish and David Burke. It’s a really different police
drama. The working title is I'nsub—that won’t be the title—and it’s
about a division of the Justice Department that goes after crimes of a
heinous nature where there is no suspect. They deal on an incredible
level of criminal profiling and forensics and it should be fascinating.
We're structuring it very differently from a normal hour television
show. We’ve got eight hours to see whether we can make it fly.

And the ABC pilot?

It’s a half-hour sitcom that I'm doing for Ben Vereen called Not
Quite Beverly hills. I'm in the middle of plotting that right now and
we’ll be writing it in the next month or so.

Can you tell us about the company’s effort to expand beycond the one-
hour form? Is it more difficuft than you thought it might be?

Yes. It’s been real hard because credibility in one field doesn’t
necessarily extend into the other. I’ve got immense credibility in the
hour drama field but I've never thought of myself as a half-hour
writer, so the only reason I'm writing this is because Ben and I are
old friends and he said, “You’ve got to write it.” So 1 said “OK, I’ll

try.” I'll try to learn it. We've also got Roy Teicher and Carol Gary
and others under contract here, two others that [ really think are
terrific. And they both have multiple pilots in half hour. Hopefully
we’ll get six pilots written and shoot half of them.

Is it essential for the long-term heaith of Cannell Productions that
you break into other areas?

I'm not sure. I mean, it would help. but we’ve managed to be
successful. We’re the third-largest supplier of television in town and
obviously the half hour’s doing better in the aftermarket than the
hour is right now, so | would like to have some of the half-hour
product because it's a little easier to make—it’s cheaper to make and
it’s bringing a bigger return. And I’m pursuing it, but it isn’t like a
frantic pursuit. Unfortunately, 1'm a little guy in the game, and by
little guy [ mean ['m the only private company left that’s doing this
that I can see. Everybody else has sold.

Little guy? The third-largest producer of network television shows?

I’m little when you look at what I'm attempting to accomplish with
the resources I have. I'm not Universal or Disney, who can go out
and spend a million dollars for Ed. Weinberger or go out and hire
Steve Bochco for $40 million, and can go out and spend money like
it was water because they’re a huge, publicly traded, billion-dollar
company. There's nobody they can’t buy. Except me, because
they've tried. I, on the other hand, am sitting here trying to spend
my available cash very carefully. | have to carry the deficits on my
hour programing. I have to watch my overhead like a hawk. I can’t
get into a bidding war with Disney. Now [ can goin and 1 get into the
marketplace on a good piece of talent, and I can certainly pay going
rates, but | can't overpay. They can, and often do.

How is the high cost of doing business affecting the production of
the one-hour network show,

Well, I think it’s been devastating. You have license fees that have
remained relatively flat. When [ did The Greatest American Hero,
my first-year license fee was $711,000 [per episode] and that was
1981. Here we are in 1988, eight years later, and we’re getting
$830.000. We’re getting a little over $100,000 more than we got
eight years ago. And all you have to do is add up all the inflation
figures; you'll find out that inflation has literally doubled the cost of
everything.

What was the cost of producing that show?

The Greatest American Hero cost somewhere between $800,000 and
$900,000 to make. The same show today would cost a million three
in L.A. with all those effects. And yet the license fee has gone up
minimally. Less than 10%. So what is the answer? Well, the
producer has had to pay the difference. And then you have escalat-
ing star costs, escalating above-the-line costs—I mean, there were
no $100,000-a-show executive producers or $75,000—Terry Louise
Fisher left Fox, | heard, because she wanted $75,000 a show and
they wouldn’t meet it. We’ve had cast costs going up, all the above-
the-line costs, all the below-the-line costs going up, including my
salary. And then, in conjunction with this, the syndication market
plays down. So where we would historically go to get our payback
now doesn’t exist. There is some good news in the foreign market-
place, but it certainly doesn’t begin to counterbalance what’s been
lost domestically and the cost of production is almost double.

Pretty bleak picture. So what do you do?

People say to me, “Well if it’s so bad, how come you’re still making
it?” The answer to that is it’s all I know how to do. What would I do
if I didn't make hour television shows? Go sit on the beach, I guess.
I mean, they’re not beating down my door on half hour. One of our
solutions was to go to Canada, which a lot of the creative communi-
ty has soundly criticized us for, but it was either that or produce
ourselves into bankruptcy. It’s substantially cheaper to shoot in
Canada and the production values are equivalent. I would say
Wiseguy and Jump Street look as good as anything being shot
anywhere else, and it's a substantial savings.

How, from a financial standpoint, do you decide whether or not to
produce a show?

Well, my formula now is that I will not manufacture a show unless I
can make it for a license fee, plus foreign, plus overhead. I have to
pay that [overhead] whether I'm making the show or not. That's
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rent, my payroll department, secretary. the producer contracts that
are in place, all that. And whatever the allocation of that overhead
is. plus license fees, plus foreign. if I figure [ can make the show for
that. then it’s a go. If I can’t, then [ have to figure out how to either
take in a partner or it's off.

What kind of deficits does that formula now leave you with on
average?

Well, I would say that our deficits are about half what they were, on
our Canadian shows. We still have two shows shooting here.

And they will continue to shoot here?
Right. | can’t shoot everything in Canada, nor do I intend to.

What about the creative formula for a program? Have you had to
retune that?

No. What 1've always tried to do with every show is to do a show
I've never done before. If I’ve done it before, 1 generally say no to
it. And if you look at most of the shows that we’ve done here, or that
I’ve done in my career. which is over 20 shows, they have had some
remarkable differences. From Rockford Files to Baretta to The A-
Team. The Greatest American Hero, 10 Wiseguy to The Quest. And
each of them, for me, was a completely difterent experience. I just
sold a series to CBS called Lame Duck, a pilot | made last year.
They bought 13 [episodes] for the fall of next season. It’s about a
freshman ¢ongressman. 1've never done that before.

Are you trying to stay away from costly action sequences if possi-
ble?

Well, physically catching heavies has been a staple of good drama
since the Greek theatre. | mean, in all of Shakespeare’s dramas
somebody ended up with a sword in their throat. [t's very unresolv-
ing generally to have a “talk out” at the end of a drama. Though it
can be done. as Columbo notably showed us. Generally, in any kind
of an action theater presentation you will have physical catching of
the bad guy. It’'s a catharsis for the audience. But I'm trying to play
my stuff on a more cerebral level now.

Getting back to license fees. How do you respond to the network
executive who says he would he more than happy to increase the
license fee on a show, but feels that in order to justify that investment
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he ought to be able to have the ability to share in the risk, the
downside or the upside after the show goes into its aftermarkets?

Welil, I would be willing to agree to that if they would give me ¢
piece of the advertising revenues if it was a big hit [on the network].
I mean, they only want it going one way. If I give them a 40 share.
like the A-Team, and 1 got an equivalent piece of the advertising
dough that was being generated by that huge hit, that they didn’i
have to pay any more for than they paid for the show that was righi
behind it that was doing no business at all, then I could see my way

<lear to giving up some of the back end. But some place there’s gol

to be a profit for me. What’s happening is we’re getting squeezec
from both ends.

I don’t even think the networks would want this business. Why
would a network want into a business where now instead of paying
$800,000 for the license fee, they have to pay a million three to ge!
the show, and on the back end, there’s nothing. Why would they
want that? They’re better ofl paying $800,000 and getting a gooc
show. If they get a hit, they get advertising revenues. There's nc
back end there anyway. We’re hoping that it’s going to come back.
But what if it doesn't? That’s why I can’t afford to plow the huge
amounts of money into programing that I did when we were making
the A-Team and I thought I was going to make a million dollars ar
episode [Cannell is currently earning less than $300.000 per episode
for the show.}

The networks are not going to give up any advertising revenue. If
the networks could own all of their programing, then we would all
be employed by them. What else could you do? In which case, ]
don’t know that [ would want to work for a network. ['ve been ¢
maverick too long. [’ve been my own boss too long. But it’s nol
going to be my decision what happens to the financial interest rules.
I think there are going to have to be changes in the business structure
here because it isn’t working. And maybe we will find gooc
compromise solutions that will allow networks to get some of the
additional risk, and allow production companies not to bear so muck
of it and have the profits divided in some different way.

Do you recall NBC President Bob Wright suggesting a test of produc-
er-network joint ventures?

1 took it as a kind of cute remark. You know, it’s like “Come on back.
let us sort of do it.” That’s just really letting the elephant into the
tent.

Let’s talk about Sonny Spoon for a bit. This is one project where you
and NBC decided to see if maybe this would work on a joint venture
basis.

It’s not a joint venture. It's their show and we own the distributior
because theyv re prohibited from owning distribution. They own the
show.

Financial interest rules state that they cannot own percentages ol
shows. They have to either own all or nothing. It applies to the
number of shows that they are allowed to own inside of their NBC
unit. They can have x number of hours on the air. | don’t know
whether it’s four or five, whatever it is. Sonny Spoon is one of then1.
Owned 1009% by NBC. It's their copyright. Cannell Productions
owns the distribution rights.

Do they pay you a fee up front for producing the show?
It’s a fairly complicated deal that, honestly, | don’t want to get into.

With the networks cutting back on their standards and practices
divisions, the role of the censors is in large part going by the
wayside. Has that changed the way you develop shows? Have you
seen any relaxation of limits?

It’s been more comfortable than it was before. And by that | mear
that standards and practices departments had only one master tc
serve, and that was standards and practices. They cared only abou
one thing. They were basically there to make certain that broadcas
standards were maintained. Now, for the most part, that job is being
done by the [network programing executives] assigned to the show
They have a dual role. One is obviously broadcast standards. The
other is the creative integrity of the show. And I find that when they
come to us and say: “You’re over the top here guys,” | look at it anc
say “You know, you’re right.” They also have the same emotiona
goal, which is the quality of the production or the dramatic integrity
of the production. So | don’t know whether that could be construec
as a more lax approach. I'll tell you this—I have not been trying t
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 wme Wt back from a month at the Betty Ford of an effort to retool the stodgy CBS
wate®  Clinic Candice Bergen makes a very image along youthier lines. Kevin
wunct  Stylish TV seriesdebutasMs. Brown,  Keegan(Sam Robards), adviser to the

' star reporter, for the “EYL" network  Roosevelt High School newspaper,
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take advantage of it. [ have not been saying, “Whoopee, the
‘dammit,’ ‘hell” counter is gone now.” ['m trying to write the shows
the way [ always wrote them. I’ve done this for over 20 years, I
know you don’t need abusive language to make a teleplay work. [
know you don’t need gratuitous violence to make a teleplay work.
[’m not about to start sticking it in now. And quite frankly, I do get
that call from the creative executive saying the same things [ got
from BP&S guys. But generally ['m finding that when I'm getting it
from my creative executive from the network, ['m more apt to agree
with it.

There are a lot of people in the business who think that maybe 10
years down the road, to use an arbitrary number, video channels, an
infinite number, may be coming into the household by way of fiber
optics and telephone companies. Literally infinite viewer choices
with the telephone company operating as a gateway, as a feeder of
signals and nothing else. | want to get first your sense as to whether
you buy that notion, and second whether that would represent the
emancipation of the creative person?

Who's going to pay for these infinite choices? That would be my
first question. The way it works now, the entertainment universe is
advertiser-driven. All the money that eventually pays for this stuff
comes from the guy who goes in and buys a bar of Dove soap and
there’s a certain amount of the cost of that that went to advertising,
which went back to the agency which went to the network which
went to the production community. Now what's happening is that as
the network shares dwindle and the profitability of network televi-
sion dwindles, production costs have increased. If you have infinite
choices, you are probably going to have very tiny budgets for each
one of those infinite choices. Because the viewership is going to be
relatively the same, or larger by the population growth. But where’s
the money going to come from?

If you’re saying to me, “Well the way it’s going to work is that
people who want to watch 21 Jump Street are going to dial into their
phone 21 Jump Street and then a certain amount of money is going
to be put on their phone bill and then the production company is
going to get that money,” my question would be how is that going to
work? [ can understand it as a delivery system. As a delivery system
it would seem to be flawless. What [ don’t get is how it’s going to
work on a business level. Who’s going to pay for the manufacturing
of the programs? Or are we going to fragment this universe to the
point where now you must manufacture a program for $50,000. We
now have people who want to watch Boston Pops, people who want
to watch soccer, people who want to watch sports profiles, people
who want to watch PBS. You have all these things that are breaking
up the universe into smaller and smaller pieces. So what pays for it?

Couldn’t advertising pay for a lot of it.

It might. But [ just don’t know how that business would operate. It
would be a different business than the one we’ve got now and if it
were advertiser-driven—I mean it would seem to me that what we
have now is dedicated time periods, right? And a dedicated time
period works because you can say Bill Cosby Show is going to be on
at 8 p.m. on Thursday night, every Thursday night, followed by
Different World, followed by...And you can buy the performance of
that show against that competition and on Madison Avenue they say,
“Well, we know that Cosby is going to do this and we can project it’s
going to do this because we know what’s on against it. And we know
what the demographic is and all of that, right? Or dedicated—if the
system you degscribe were in place, it would seem to me that what
would be more likely is that a phone book would come to you of
entertainment choices and you would say “I want a Clint Eastwood
movie,” or “I want an Eddie Murphy movie.” And you would dial it
into your phone and they'd shoot a bullet, an electronic bullet down
that phone line, that would go into the back of your set or whatever
you’re receiving it by, and be stored there for when you want to
watch it. And I'm not sure that’s going to work for advertisers
because they won't be able to control the demographics; they won’t
be able to [quantify] the buy.

Is there any reason why there couldn’t be both?

There might be. ['m not a technocrat so [ don’t know. It just seems to
me that as a delivery system it would be terrific. But it would also
seem to me that if you had infinite choices you would have to
fragment the economic universe to pay for it, and we already can’t
pay for this expensive programing that we have.

And the audience is already fragmented.
And it’s causing tremendous economic trouble.
Is it?

Yes. Look at what’s going on here. Okay, here we go. These were
the nationals [Nielsen Television Index national ratings] for Wednes-
day. Nothing got over a 25 share. We got Tattinger’s for 26 and i1
dropped [in the second half hour]. Look at this [running down the
list of network program shares], 14, 21, 15, 23. How is this—how
can The Equalizer, which is being shot in New York [survive with 2
17 share]. We never had network programing that was getting 17
shares that lasted very long. Yet now, shows with 17 shares, because
they’re narrowcasted, because a show like China Beach hits 18-34-
year-old women. Bingo. Or a show like St. Elsewhere hits 18-34-
year-old men and women. The advertisers will go in and buy tha
because it’s an upscale but very accurately targeted show. It
narrowcasted.

What do you make of the reality program trend?

I worry about reality programing for the long term. There certainly
seems to be an appetite for it now. [t may just be a reaction to the old
forms that have been done over and over and over the same way, like
the sitcom: two people trying to raise a cute kid; a divorced guy and
a husband trying to raise a cute kid, or a cute kid trying to raise an
unwed mother. And so that’s why all of a sudden now we're
watching reality programing, America’s Most Wanted, and we're
seeing the real honest-to-god bad guy instead of the ones you see on
one of my shows. You see his picture and you hear about what he
really did and then all of a sudden you can find out a week later that
the guy was caught, that one of your friends who was down the
street happened to see this guy in a market and he’s now behind bars.
It’s like, “Hey, we got him.” The advertisers don’t seem to be too
interested in those shows, however. Everything I'm hearing from
the networks that are programing them is that they don’t sell them
out. The “bottom tickers™ are all over those shows, the guys who
wait until it’s unsold and then buy units for nothing. And so they're
not good business for the networks but they seem to be [heavily
viewed]. | mean since we're in an advertiser-driven medium and if
it’s not going to be advertiser supported, [ don’t think you're going
to find the networks in a big hurry to stick a lot of it on the air.

You have talked about some day getting into the ownership of some
type of distribution cutlet and, in effect, selling programs to yourseif.

I think that’s a fantasy we all have. Anyone who has to put on the
knee pads and grovel for an order would love to be the guy that says;
“You know what, this is a good one. Let’s do this.” Leave the knee
pads at home. It’s just that, again, here with being a little guy, I just
can’t go out and buy USA Cable like Paramount and Universal can. [
can’t go out and create a market for myself. I just don’t have the
economic resources 1o do that. Would that I could. It would be nice
to own one of those fiberoptic channels.

How else are you trying to expand the base of your company?

We’ve been slowly moving in that direction for four or five years
under the guidance of the president of the studio, Mike Dubelko.
and he and I have been looking at different situations that we could
afford to invest in and develop, such as Image Point Productions.
which is a commercial production company we launched.

You indicated earlier you may write perhaps 15 episodes of your
ongoing series this season. Where do you do most of your writing?

[ try and do it now, more and more out of the office, because I'm
finding that my work is suffering when I do it here. So ['ll rewrite
here or polish here, but primarily I write out of the office. So I've
got a place down at the beach, and [ can write an hour script in four
days, so ['ll go down to my boat and ['ve got a little office that’s near
my boat, 50 feet from it. ['ve got it all set up with a FAX machine
and a typewriter and a view of the bay and everything. Just go down
there and—it’s just so bitchin’ because [ get up at 6 a.m. and [ walk
over there barefooted, drink a cup of coffee and sit down and [ write
from 7 a.m. until 11 a.m. or noon. You know, I can get five hours in
without phone calls, without anybody twisting my hair out with
some piece of bad news. And I find that I'm really into what ['m
doing. 2
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Rocky Mountain sports network launches tomorrow

Prime Sportis Network is latest
cable regional sports entry,
serving homes in five Western
states; Nuggets, college football
and college basketball on schedule

Prime Sports Network. the Rocky Mountain
regional sports network owned by Bill Dan-
iels. United Cable and Home Sports Enter-
tainment, launches tomorrow night with a
live Denver Nuggets-Los Angeles Lakers
National Basketball Association basketball
game.

The Nuggets. along with college football
and basketball, will be the mainstay of the
network that will be carried from 5 p.m. to
midnight weekdays and 11 a.m. to midnight
on weekends. PSN is also negotiating with
the Kansas City Royals for Major League
Baseball next season. which would key-
stone its summer lineup. It will carry 50
games of the Triple A Denver Zephyrs mi-
nor league baseball team.

Mat Tinley, senior vice president. said
PSN will carry 27 Nuggets games this sea-
son, 60 college football games, including
one live per week, and 70 college busketball
games. Tinley points out that the Big Eight,
long known as a college football confer-
ence, is also turning into a top flight basket-
ball conference. Three of the NCAA's final

cight teams, including champion Kansas

and runner-up Oklahoma, are in the Big
Eight. PSN will cover the Big Eight, the
Western Athletic and the Missouri Valley
conferences, he said.

The key to any regional sports service,
said Tinley, is quality programing and pro-
duction. “We run our sports channels differ-
ently from other people,” said Tinley. “Our
overriding philosophy is everything we do is
going to be a first class product with produc-
tion standards meeting or exceeding others.
We do everything top of the line.”

In addition to the major events, PSN
plans to carry a hefty schedule of other
events specific to the region. That would
include programs on skiing, hunting. fish-
ing and rodeo, plus boxing. tennis. golf and
other syndlcatcd fare. including several talk
shows. PSN will carry a 16-game hockey
schedule for Denver University. but is not
carrying SportsChannel America’s NHL
package, said Tinley, because “the cost is
too high.” It will, however, pick up events

_—_—

from Prime Ticket, which is owned by Bill
Daniels, HSE and the Sunshine Network.
PSN said United Cable systems will re-
present the majority of homes on line at
launch. Although TCI has not signed for
launch, Tinley said they will be carrying
PSN. In addition to home state Colorado,
PSN will be marketed to cable operators
serving the |.5 million subscribers in Wyo-
ming. Nebraska, Kansas and New Mexico.
Tinley said advertiser support has been
“unbelievable,” with Anheuser-Busch sign-
ing as a main sponsor. Subaru has also
signed to be a main sponsor in the Nuggets
games. He said the poor Denver ecouomy
has not hurt sales so far.
m— e, a—pe——ra

Reality strip to get
four-week on-air test

Jointly produced new half-hour
program, ‘Re-Union,’ to be offered
in syndication next falt if it
shows potential in local market,
says Lorimar syndication chief

Lorimar Telepictures, Reeves Entertainment
Group, Rankinss Productions and WWOR-TV
New York have formed a joint venture to
produce and conduct a four-week on-air test
of a new half-hour reality strip called Re-
Union. If the program shows potential dur-
ing the test, Lorimar syndication chief Dick
Robertson said the company would offer the
show to stations at NATPE next January for
tall 1989 availability.

The program will be produced at WwWOR-
TV’s facilities in Secaucus, N.J. It will air

Fox nix. Fox Broadcasting executives pulled what was to have been the new season
premiere of its Married.. Witk Children, scheduled for Sunday, Nov. 6. The episode deals
with a fishing trip that Al Bundy takes with his wife, Peg, their daughter, Kelly, and next door
neighbor, Marcy. The three women have their periods while on the trip, and the show
focusses on the emotional responses of each women. An FBC spokesran said the show
would be rescheduled [ater in the season, although a date has not yet been set.
didn't think that was the right episode to lead off the season with,” he said. The episode was
written by three female members of the program’s writing staff.

“We just
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for four weeks as a late night strip at 11 p.m.
(NYT), starting Dec. 19. Robertson said last
week, however, that if’ the show goes into
syndication, “we’ll try to place it on as
many affiliates in [prime] access as we can.”

The 11 p.m. slot was the best time period
wwOR-TV could offer to test the show. But,
said Robertson, “if it works at 11 p.m.,
chances are it will work at 7:30 p.m., oras a
news lead-in.” The test. he said, gives sta-
tions “a free look™ at the show before buying
it. A number ot reality shows have been
tested locully before going national. MCA
tested The Morton Downey Jr. Show 1n
much the same manner last vear on WwOR-
TV (which it owns), before launching it
nationally. Fox’s A Current Affair started
out on Fox-owned WNYW(TV} New York.
And talk shows such as Live with Regis and
Kathie Lee. The Oprah Winfrey Show and
Donahue all ran on local stations before
going national.

Robertson said Lorimar will test other
new shows before taking them to the nation-
al market. "It takes a lot of the risk and
uncertainty out of program buying and the
program-making process,” he said. He not-
ed that USA Today: The Television Show
was sold without a pilot and that many
stations regret picking it up for the price
they paid. And now stations seem to be
repeating the pattern with King World’s /n-
side Edttion, which also does not have a
pilot. Those two shows, he said. have been
sold “on smoke. We're trying to add a little
more intelligence to the process.”

Rankinss and Reeves will jointly produce
Re-Union, which will try to reunite people,
such as runaways with their parents, “‘sec-
ond-chance loves™ and “celebrities with im-
portant people from their past.” if it goes to
syndication, the strip will be otfered on a
cash-plus-barter basis. Author Nancy Friday
{"My Mother, Myself,” *Men in Love™ and
“Jealousy”™) was signed last week as co-
anchor. The search for her male counterpart
in still underway. C

Specials fill
post-strike
programing void

The strike-delayed roll out of network
shows has allowed syndicators to take ad-
vantage of the programing void by supply-
ing network affiliates fresh programing in
the form of specials. Although traditionally
few affiliates have preempted prime time
network programing, when the writers’
strike left the new season in jeopardy, affili-
ates acted to fill their schedules with syndi-
cated fare.

“It appears to me that there are more



reemptions,” said George Newi, ABC sen-
r vice president, affiliate relations. Newi
ited several reasons for the increase in
reemptions. The first, he said, “was [that]
ame stations made contracts for syndicated
rograming to cover themselves should the
trike last longer than it did.” and secondly
e said, “other stations bought syndicated
hows to fill in during the time after the
trike and before the new network schedule
remiered.”

The 25th anniversary of John F. Kenne-
y's death has spawned a number of spe-
ials, one of which aired two weeks ago,
alled Who Murdered J.F.K.? by Saban Pro-
uctions. The special was carried by a num-
er of affiliates, including ABC’s WTNH-TV
lew Haven, Conn. “We purchased the show
1 the summer during the strike. when no
tart date to the season was set.” said Lou
reifeld, WTNH-Tv president and general
wnager. The station preempted the season
remiere of Head of the Class and a repeat of
“he Wonder Years to air the Kennedy fea-
ire.

“We don’t normally preempt network pro-
raming,” said Freifeld, “especially pre-
sieres.” He said: “If we had known when
e network was going to air its premieres
/e probably would have passed on the spe-
ial. It's not in our best interest to preempt
1e network. especially this year when we
1ink ABC is in a good position to challenge
iBC.”

Who Murdered J.F.K.? was also carried
y KOVR-TV, the ABC affiliate in Sacramen-
3, Calif. “We usually have a very strict
olicy against preemptions,” said Joanne

Astaire with partner Barrie Chase

Dancing again. Some 30 years after they
originally aired, and after recently having
gone through a rigorous restoration pro-
cess, three critically acclaimed television
specials starring Fred Astaire will re-air on
the Disney Channel. The first of the three,
An Evening With Fred Astaive, premieres
on Nov. 27 at 9 p.m. ET. } first aired in 1958
and won nine Emmy awards, including out-
standing single program. The other two, An-
ofher Evening With Fred Astairve (1959)
and Astaire Time (1960) will appear on the
Disney Channel on Dec. 18, and Jan. 8,
1989, respectively

The specials are part of a seven-week
tribute to Astaire on the Disney Channel. In
addition to the three specials, the tribute,
Hats Off to Fred Astaire, also inCiudes
seven movies and two documentaries. The
Disney Channel will make An Evening With

Fred Astaire and other programing available to basic cable households as part of a free
eight-day Holiday Preview which runs from Nov. 27 through Dec. 4. Bruce Rider, vice
president of The Disney Channel, described the tribute as “probably the most comprehen-
sive portrait of Astaire’s career that has ever been presented on television.”

The specials have been unavailable for rebroadcast because the recordings are incom-
patible with modern videotape machines. The three specials were aiso recorded in Color ata
time when the majority of households had black and white sets. The UCLA Film and
Television Archive, in an 18-month project described as combining “"detective work with
technical wizardry," restored the programs. The restoration involved modifying today's two-
inch videotape machines to play back the tapes and achieve a high-quality image

“The two-inch masters on which these shows were recorded may be the oldest surviving
color videotapes,” said Robert Rosen, director of the UCLA archives

Jackson, KOVR-TV program director, adding:
*But as the strike lingered on, we looked at
some of the syndicated specials.” Jackson
said the station aired the special on a tape-

-
Week seven goes to NBC; CBS wins news
Nielsen Net Nielsen Net

1 25.9/41 N Cosby Show 42, 122121 N Miami Vice

2. 24.1/36 A Roseanne 43. 12.1/21 C Meet the Raisins

3 22.7134 C B0 Minutes 44 12117 N Day by Day

4. 22.7/135 N Different World 45. 12.118 N Super Bloopers and Jokes

5. 22.6/39 N Golden Girls 46. 11.7/18 C Comung of Age

6. 22.3/34 A Who's the Boss? 47 11.718 C Equalizer

7. 21.8/33 N Cheers 8. n.2ny N Baby Boom

8 21.4/31 C Murder. She wiote 49, 1016 A Mission: Impossible

9, 213137 N Empty Nest 50. 10.919 C Amenca: Charlie Brown
10. 201131 A Growing Pains 51. 10.817 C Paradise

1" 20.0/34 N LA. Law 52. 10117 C CBS Monday Movie
12, 18.7/36 N Hunter 53. 10.0/18 A Murphy's Law Special
13, 17 7126 A Head of the Ciass 54. 9.4/14 F America’s Most Wanted
14 17 2127 N Dear John 55. 9.4/13 F Married With Children
15. 16.5/29 N Amen 56. 9417 N Tattinger’s
16. 16 3/126 N NBC Tuesday Movie 57. 9.314 A Incredible Sunday
17 16.1/26 C CBS Sunday Movie 58. 9.1114 C 48 Hours
18 15.8/26 C Dalias 59, 9.0N14 A World's Greatest Stunts!
19. 15.7/26 C Knots Landing 60. 9.014 F 21 Jump Street
20. 15.7725 N NBC Monday Movie 61. 9.015 N Something Is Out There
21. 15.5/25 A ABC Sunday Movie 62. 8916 A Crimes of the Century
22. 16 4/29 A Monday Night Football 63. 8515 C Dirty Dancing
23 15326 A Full House 64. 8.11s A Police Story
24. 15.1/24 N ALF 65. 8.1n2 C van Dyke Show
25, 15.0/26 A 20720 6. 8.1114 N Sonny Spoon
26 14.9/24 C CBS Tuesday Movie 67. 8.0M12 C Annie McGuire
27 14.4/23 N NBC Sunday Movie 68. 7612 C High Risk
28. 14.3/25 A Pertect Strangers 69. 7.4113 A 1988 Vole; One Week Away
29 14 3/25 N 227 70. 7.3/14 C West 57th
30 13.8/21 A Wonder Years 71. 6.8/12 C Raising Miranda
31. 13.7/25 C Wiseguy 72 6.5/12 N Lyndon LaRouche
32, 13.6/23 A Mr. Belvedere 73. 6.4/11 C Simon and Simon
33. 136/21 N Unsolved Mysteries 74. 599 N Decision '88: Countdown
34. 135/19 N Family Ties 75. 57110 A Cary Grant: A Celebration
35. 13 1/20 A Mrs. America Pageant 76. 5.6/8 F Gary Shandling Show
36. 12.9/23 C Faicon Crest 77. 467 F Tracey Uliman Show
37. 12.8/20 A Dynasly 78. 4.217 F Reporters
38 128/21 A Just the Ten of Us 79. 3.717 C LaRouche: Paid Folitical
39. 12.5/20 A MacGyver 80. 3.7/6 F Duet
40. 12.5119 N Night Court 81. 275 F Beyond Tomorrow
41. 12.2/20 C Newhart )

©1988 Nielsen Media Research

delay basis “so we wouldn’t have to preempt

the Head of the Class premiere.”
Harmony Gold’s The Secret Identity of

Jack The Ripper started selling to stations at

Meet the man who's played
a million games

Broadcast games are Norm Clavir's only
business. Find out about

* Bingo Express™ for television

= Bingo Break™ for TV and cable

* Mini Bingo® for radio

= Radio Racetrack™ for radio

Pre-recorded games, ready to go fo air. We
custom print game tickets to build audience and
advertiser loyalty. And generate bottom line
revenue with self-liquidoting coupons.

Call Norm Clavir or Bob Ardrey today to get
your game on for a first quarter boost.

1-800-443-4258
In California 1-619-564-4393/ (n Canada 1-416-438-3934
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the end of April, about two months into the
writers’ strike, and eventually was pur-
chased by about 20 network affiliates. O

Burnett homecommg Carol Burnett is return-
ing to CBS as the star of a new short-run
series slated for broadcast in the spring of
1989, Robert Altman will be the executive
producer and director of the half-hour com-
edies, and Altman’s Sandcastle 5 Productions
Inc. and Burnett's Kalola Productions Inc. will
produce the shows. The series will be distrib-
uted by Wait Disney Television. Burnett, who
for 11 seasons starred in CBS's The Carol
Burnett Show, stars as herself in the new
series described as a “show-within-a-show
format.” Carol Burnetts "return to the CBS

prime time schedule will be both a program-
ing highlight and a warm homecoming to one
of television’s most beloved and talented per-
formers,” said Kim LeMasters, president, CBS
Entertainment.

WIN

THE
LATE NIGHT
PROGRAMMING

WARS

Sell at higher late news rates
during lote night programming
|
Increase revenues without
compressing programs
|
Program new network shows
competitively
|

Great ROl — breakeven point
is 1-3 months

consultation. Call Jim Moneyhun at
(904) 372-8326.

FloriCal Systems, Inc.
2201 N.W. 24 Avenve
Gainesville, FL 32605

Timeshifrer-

I Explore the potential with a free

i

Spoon out. NBC nas pulled both Sowsiy Spoon, and Somnething is Out Therve (Fridays, 8
p.rm. and & p.m., respectively} for the duration of the November sweeps, opting for movies
inslead. Last Fricay (Now 11), the network aired the movie *Police Academy” from 8 p.m. to
10 @ and his week (Nov 18) a rerun of a previous Perry Mason telemovie is scheduled
On Mew 25, "Delia Farce” is scheduled from 9 p.m. to 11 p.m. and NBC will bring back
Sornetiving 48 Ot There for atrial run at 8 p.m. No word yet on when Spooan will return. The
neswork s orderec 13 episodes of the program for this season, eight of which have been
produced. Mg Vice, ainng at 10 p.m., had its season premiere Nov. 4 and finished in
third place behind 4BC's 20/20 and CBS’s Falcon Crest. It will be pulled Nov. 25, and a
sposesTan could not say when it would return to the schedule. NBC Entertainment
Vice Prasicent Warren Littlefield said that the network’s “big task” was to fix Frlday
nighl. He gescribed Spoon and Something is Out There as “pretty much still born *

Exgculive

SyndicationaMarketplace

44 Biue Productions, San Francisco, has cleared 70% of the country with its one-hour
barter sports special, The History of College Football, Part 2. which has an exhibition
window through Nov. 26. The company, which primarily distributes sports specials, has one
coming up this winter entitled The History of College Basketball (dates and terms (o be
announced).

o

Viacom Enterprises has licensed a new half-hour syndication strip for next season, The
Super Mario Brothers Super Show, to Fox Television Stations Inc. All seven stations in the
group—wnyw(mvy New York, kTTv(tvy Los Angeles, wrip-tv Chicago, wrxT(Tvy Boston,
WTTG(TV) Washington, koar-Tv Dallas and kriv(v) Houston—will run the half-hour combina-
tion live-action/animated programs as part of an afternoon children’s program block. Fox
says its station group has a combined coverage of 25% of all U.S. television homes. The
program (which is being produced by DiC Enterprises and sold to stations by Viacom) is
based on characters from a top-selling video game manufactured by Nintendo.
=]

Qintex Entertainment has announced a new one-hour weekly syndication show for fall
1989 called Rollergames, an updated version, more or less, of the cld Roller Derby
telecasts. Quintex said it was taking professional roller skating, which it termed a "classic
American sport,” and "blasting it int¢ the 21st century by adding live rock bands, hard
body athletes, high tech graphics, MTV-style videos, a massive and futuristic arena and
viewer panigipation (in the form of a 900 number call-in element).” The company said that
based on an initial commitment to the show by the Tribune Broadcasting station group,
which covers close to 20% of the country, the show was a definite “go” for next season.
The show, with Qintex distributing, will be produced by Sams/Miller Productions in
association with Motown Productions.
]

Worldvision announced two new proposed strips for the 1989 syndication market-
place—Make Your Move, a celebrity game show, and After Hours, a late night magazine
project. The late night effort is being produced by Triple Crown Productions, Los Angeles
{producers of kaBc-Tv's Eye of L.A.), in association with Alta Loma Productions, a newly
formed program production subsidiary of Playboy Video Entertainment.

]

GGP has signed kces-Tv news anchor and CBS sportscaster Jim Lampley to do a series
of four, one-hour interview specials entitled One on One with Jim Lawmpley. The first
special will feature Los Angeles Lakers coach Pat Riley and is scheduled to air locally on
kcBs-Tv Los Angeles Nov. 26 (following the Lakers telecast and year-end sports review
special) and nationally in mid-January. GGP said two of the other specials would feature
controversial boxing champion Mike Tyson and hockey star Wayne Gretzky.

]

Fox/Lorber Associates has cleared Lome Michaels’ new Sunday late night music and
comedy show, Michelob Presents Sunday Night, on 26 stations (including NBC's seven
owned stations) covering 40% of country. Recent additions include wovTv Detroit. KING-TV
Seattle, ksok-Tv St. Louis, kenx-Tv Phoenix and wiMJ-Tv Milwaukee. Anheuser-Busch has
picked up four of five national barter minutes in the show Stations have eight local
minutes to sell.

]

Group W said last week it has signed Marc Summers to host its proposed new TV trivia
game show strip for next January, Couch Potatoes. The pilot was shot last week and the
show is being offered for barter, with Group W retaining one minute of national time, and
stations keeping 5% local minutes.
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Internctionalm

UK white paper proposes sweeping broadcast reforms

British commercial TV industry to feel
most immediate effects of bill; number
of national and local radio and
television channels to be increased

“Like a nueleir bomb™ was how one British
commercial TV executive characterized
sweeping broadeasting reforms unveiled last
Monday (Nov. 7) by Muargaret Thatcher’s
Conservalive government.

The proposals. put before the UK's House
of Commons in the form of a 43-page white
paper to be shaped into a new broadeasting
bill during the next year, will ulumately
aftect every aspect of the nation’s TV and
radio industries, altering long-held concepts
in programing, distribution, regulation and
commercialization and resulting in a dra-
matic expansion in the number of national
and local television and radio channels
(BROADCASTING. Nov. 7).

Most immediately affected by the white
paper is Britain’s commercial television in-
dustry. which has operated without tunda-
mental change since us mtroduction in the
1950°s broke the noncommercial BBC’s
broadcasting monopoly. Independent Televi-
sion {[TV), as the commercial TV sector is
known, will lose its advertising monopoly
and have its separate regional franchises
auctioned to the highest bidder and opened
10 takecovers.

Among the other changes called for by
the white paper:

B A fifth terrestrial TV channel. starting
in 1993 and coverng 65%-70% ol the coun-
try, with programing supplied by different
companies for each daypart.

B Commercial nightime TV services,

with one using nighttime hours on one of

two BBC channcls.

B New local TV franchises. possibly by
1991, using either cable or nucrowave trans-
mission or both

® Two additional satcllite channels on the
direct-to-home British Satellite Broadcast-
ing service. for operation in 1990. several
years carlier than expected.

® Three new national commercial radio
stations and as many as several hundred
local stations on air in the early 19907,

® New “light touch” regulatory agencies:
an Independent Television Commission 10
replice the existing broadcasting and cable
authorities, with the handing over of con-
trolled transmission services to the private
sector: a new Radio Authority tor all inde-
pendent radio, and a Broadcasting Stan-
dards Council to reinforee standards on sex
and violence on TV.

W One-guarter ol original programing on
BBC and independent terrestrial channels 1o
come from independent producers.

® All TV services free 10 raise money
through subscription. sponsorship and (ex-
cept for the BBC) advertising.

Certain key elements of the government
white paper remain less defined, however,
and are expected to be the subject of intense
debate in Parliament and the industry in the
next year.

The future of I'TV’s Channel Four is one
such issue. [ntroduced in 1982 as a national
niche programing channel for Britain's un-
derserved audiences. Channel Four’s adver-
tising is currently sold by ITV regional
franchisees alongside their own. The gov-
crnment has now proposed that Channel
Four sell its own advertising while retaining
its programing obligations, although it has
left open under what structure the company
would operate. The options are believed to
include setting it up as a private-sector com-
pany. a nonprofit entity, or creating some
type of link between Channel Four and the
new Channel Five.

Concentration of ownership is another
aspect of the proposed legislation that has
already raised concern in Parliament. The
government proposed, but left open for sug-
gestions, limits on any group owning or
having an interest in more than one national

“Many of the new
channels will do no
more than offer vast
profits to the
tycoons of
international
television.””

commercial channel or in more than one
license covering the same area. Crossow-
nership limits in TV, radio and newspapers
were also proposed. and companies outside
of European Comnmunity countries would be
prohibited from controlling regional and na-
tional TV channels. including direct broad-
cast satellite services. Existing controls on
lakeovers of independent ielevision fran-
chises would, however, be removed.

Also open to debate is the long-term fu-
ture of the noncommercial BBC. Although
the broadcaster emerged relatively unattect-
¢d in the short term, as expected, the gov-
ernment proposals suggested fundamental
long-term changes in its license fee-tunding
mechanism. After 1991 the government
would no longer guarantee inflation-adjust-
ed annual increases in revenue and would
“nudge” the broadcuster toward experimen-
tation with subscription income, with an eye
toward ultimately making it the channel’s
main or only revenue source.
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Home Secretary Douglas Hurd told mem-
bers of Parliament last week: “The govern-
ment should not seek to lay down a blueprint
for the future by picking favored technol-
ogics. Ruather. we propose an enabling
framework with increased opportunities for
additional channels as the customer deter-
mines.”

He called quality, choice, independence
and viability the four main criteria of the
new broadcasting plan and explained:
*Quality and a wider choice tor viewers and
listeners go hand-in-hand at the top of the
list. Independence, meaning a proper place
for independent producers and indepen-
dence against the concentration of owner-
ship, probably comes third. Although the
government would not enforce this, reality
will: that viability is the fourth. In other
words, the proposals must make sense in
terms of what viewers ure prepared 10 accept
and finance.”

But Hurd’s counterpart in the opposition
Labor party. Roy Hattersley. called the white
paper a “giant retreat” from the concept of
public service broadcasting tbat would re-

é41t will be impossible
for someone
successfully to bid
for a franchise,
however long his
purse, if he is
proposing to
broadcast only a
series of quiz
shows.

sult in less diversity and lower standards. He
added: "We welcome the expunsion in
broadcasting and recognize the consequent
need tor changes in organization. However,
we at least know that expansion can bring
diversity and high quality only if it is care-
fully regulated...Many of the new channels
will do no more than otfer vast profits o the
tycoons of international television.”

A spokesman tor independent broadcaster
Thames TV. Roy Addison. said the indepen-
dent sector was still in a “'state of shock™
early last week over the proposals. Although
much of the white paper had been leaked
through the press in recent weceks and so was
not unexpected. Addison said there was
surprise that the government appears to have
taken not just some, but every available




option in changing the current ITV struc-
ture.

Most damaging, charged Addison, was
the auctioning process, which he said made
money “the prime consideration” by allow-
ing what he characterized as a minimal pro-
gram quality threshold for potential bidders.
Independents would have preferred either
tougher program qualifications or having
the bid price set first, followed by selection
based on ability to meet program require-
ments, according to Addison. “The com-
mercial imperative discourages risk taking
and that is what in the end produces good
television,” he said.

During Hurds remarks to Parliament,
however, he called the quality threshold for
the auctioning process a “stiff test,” adding:
“It will be impossible for someone success-
fully to bid for a franchise, however long his
purse, if he is proposing to broadcast only a
series of quiz shows.”

Thames’s Addison also warned that inde-

pendent franchise holders, fairly small in
capital funding, may be unable to battle
large conglomerates bidding for the fran-
chises, which are to be renewed for a ten-
year period beginning January 1992. If inde-
pendent broadcasters do extend themselves
to renew their franchises, he added, they
may leave themselves vulnerable to ta-
keovers.

The funds raised through the auctioning
process will be turned over to the national
treasury, and while broadcasting deregula-
tion has drawn government attention in the
last several years for largely ideological rea-
sons, the auctioning process may also bring
the government tens of millions of pounds
from winning bidders. That could raise
some eyebrows in the U.S., where broad-
casters have become increasingly worried
that their licenses would be a target of spec-
trum auctioning plans, as the U.S. Congress
continues to deal with the deficit and search
for additional revenue. ad

The world view of Robert Maxwell

British entrepreneur’s media man
Mark Booth says company is looking
at American television as investment

British media magnate Robert Maxwell,
whose $2.5 billion takeover of Macmillan
Inc. puts him firmly in the first rank of the
American publishing industry, has not ig-
nored television business opportunities and
may be keeping an eye out for U.S. pro-
gram-related acquisitions.

According to his new European media
chief, American Mark Booth (see box),
Maxwell has already looked at several U.S.
TV enterprises and is now in discussions
with one TV program-related business. He
did not elaborate.

Television is still only a small portion of
Maxwell’'s London-based publishing em-
pire, Maxwell Communications Corp.
(MCC), whose flagship is Britain’s Daily
Mirror newspaper and whose U.S, interests
include Pergamon Press, other text and mag-
azine publishing interests, the recently ac-
quired Dun & Bradstreet's airline guides and
now Macmillan.

But the billionaire executive’s interest in
TV programing investments clearly fits with
his extensive media holdings in Europe,
which include terrestrial, cable and satellite
distribution companies.

Among Maxwell’s European television
interests: 13% of France’s leading broadcast
network TF1, 20% of British independent
broadcaster Central TV, 50% with Viacom
of satellite channel MTV Europe and 30%
of the cable film channel, Premiere (jointly
managed with British Telecom, and includ-
ing partners HBO, Viacom, Rupert Mur-
doch and Columbia Tri-Star}). In addition,
Maxwell is the UK’s leading cable operator,
with systems totaling 150,000 subscribers,
he has a share in France’s Cable channel
Canal 10 and runs Nimbus Records.

Maxwell’s “commitment to entertainment
is real,” according to Booth, a former MTV
executive and head of MTV Europe until
being brought in last summer to run MCC’s
European entertainment interests.

Maxwell

Booth. who laid out Maxweil’s basic me-
dia battle plan in a London interview with
BROADCASTING, said his job now is to “‘ra-
tionalize” existing investments and target
the most important elements of the media
business going into the 1990’s and beyond.

“Where do we want to be over the next
decade?” asked Booth, answering: “For us,
it’s to play an increasingly larger role in the
European television marketplace. On the
distribution side we’ve got our cable invest-
ments and we’re probably going to be in the
direct-to-home business in the UK. That
will be a focus and an immediate priority.”

But program production is another prior-
ity given the need to feed those channels of
distribution, he said. Booth sees a general
trend toward increased overseas investment
into the U.S. program industry, whether in
acquisition or financial-co-production ven-
tures. “Hollywood is no longer a sacred cow
in that sense,” he said.

“We can look to see how to work together
on the production side to create valuable
investments and develop libraries in that
way, either through acquisition or through
development.

“Mr. Maxwell has very clear stated goals
about where he wants this company to be,
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and a production company certainly would
fit under his strategic plan. It's a matter of
deploying your assets most appropriately
and whether you think the values are justi-
fied,” Booth said.

Despite the interest in programing, Max-
well’s satellite distribution prospects remain
one of Booth’s most pressing concerns.
Months after it announced its intention to be
on Astra, the 16-channel Luxembourg direct
broadcast satellite, the company is still in
negotiations about a package of channels for
the UK DBS and continental cable markets.
According to Booth, the main issue is As-
tra’s transponder costs, which he says are
too high.

But the delay in decision-making will not
hurt Maxwell, he argued, largely because
the package of channels he hopes to put
together already exists as European satellite-
to-cable services, while most competing
channels will start from scratch.

Rupert Murdoch, for instance, has signed
up for four Astra transponders, but only his
general entertainment Sky Channel is in
operation, while news, movie and sports
channels are being readied for launch early
next year (BROADCASTING, Nov. 7). An-
other competitor, the three-channel UK
DBS venture, British Satellite Broadcast-
ing, is also putting together its events, enter-
tainment, family and pay film services for a
late 1989 launch.

The Maxwell package will include any-
where from three to seven channels, Booth
said, with MTV Europe, Premiere and oth-
ers, possibly British Telecom’s other ser-
vice, The Children’s Channel. Booth also
said he expected to conduct joint marketing
with the British retailer W.H. Smith, which
last month signed aboard Astra for its al-
ready existing Screensport and Lifestyle
channels.

Booth argued that for any satellite pack-
age, “quality, choice and options are the
driving force, and not uncut, unedited mo-
tion pictures.” Unlike in the U.S. or France,
where pay film services such as Home Box
Office and Canal Plus developed in the rela-
tive absence of home videocassette record-
ers, British VCR penetration is the world’s
highest.

He added, however, that pay revenue
from a film channel is “critical,” and also
essential is dual stream revenue (advertising
plus some form of subscriber fee) from other
channels. Booth pointed to the importance
of dual stream revenues among U.S. cable
channels in a market far larger than that
represented currently by Europe’s 14 million
cable households and the UK’s 22 million
TV households reachable through DBS.

*“You take away subscription income from
the basic channels in the U.S. and I think
there's only one or two that are profitable
and those are marginally profitable,” said
Booth. “So why would that be different
here?”

Booth indicated the Maxwell package
would be targetted not just to a UK DBS
audience, as will Murdoch’s Sky and the
BSB service, but also to Europe’s cable
market. “They aren’t mutually exclusive.
There’s a great long-term benefit in keeping
your hands on the continent. The kind of
viewers we’re looking at perceive them-



Name: Mark Booth. Age: 32. Title: Maxwell
Entertainment Group managing director and
chief executive officer, London.
Responsibilities: All interests in broadcast,
satellite and cable television, in program
produclion, molion pictures and music
recording.

selves to be European. That was not true a
generation ago.”
He added: I don’t buy the argument that

®

(programing] has to be UK-driven. Good
programing transcends borders. You just
have to be intelligent about what you pick
and choose. [And] you don't need big rat-
ings. We're talking about specialized chan-
nels which superserve a specific group of
people.”

Of the long-debated prospects for pan-
European TV channels, Booth acknowl-
edged “it rarely follows the hype in the sume
period. It's complicated because you're go-
ing across borders, languages, cultures.”

But he believes the trend lines all point to
a potentially large pan-European TV busi-
ness. “We really believe that MTV has enor-
mous potential [in Europe] and we’re fast
approaching 1992 [when the European Eco-
nomic Community plans to dismantle trade
barriers between member nations| and while
you read about it occasionally in America,
it’s real, its happening. And there's going to
be four to six ways of advertising across
borders and MTV’s going to be one of
them.”

But Booth noted that cable in the UK and
other European nations such as France and
West Germany have not lost their opportuni-
ty for growth in the face of new satellite
services. Cable in Britain was not realisti-
cally positioned in the past, he believes, and
while DBS has more potential in the next

three years, the influx of new program chan-
nels available can also belp strengthen the
cable operator.

Of Booth’s experience with MTV Eu-
rope, which launched in the summer of 1987
and now reaches five million European ca-
ble homes, the executive said: “We learned
lots of things, many of which were hidden
benefits to the channel back in the States.
We produced the same amount of television
here that we do in America. We're here in
the studio 50 hours a week as we are in
America. And we're doing this totally with
70 people, so its an incredibly efficient TV
operation.”

Booth also said the communication be-
tween the London operation and U.S. head-
quarters, as well as access to other branches,
such as in Australia, create a global aware-
ness that may well be the foundation of the
future television business.

“If you’re not global, you're not going to
be a player. That's the bottom line. You're
not going to be able to compete,” said
Booth. “The level playing field will no long-
er be domestic markets. The level playing
field will be the global markets. You will be
disadvantaged in terms of buying power,
distribution, clout, etc., if you don’t have
your hands in the media business world-
wide.” |

Problems for Puerto Rican TV market

he expected sale of the Telemundo Group’s
station in Puerto Rico and the difficulty that
~orimar Telepictures has had selling its two
celevision stations on the island draw atten-
iion to the problems facing the television
narket in Puerto Rico. The four top-ranked
stations have changed hands since 1985—
:‘wo of those lour were for sale this year—
ind, observers say, the investment in the
narket has so lar overwhelmed its stagnated
evenue. In addition, three lesser-ranked
stations are operating under the protection of
sankruptcy laws.

Ownership turnover is high at the four
stations that currently together account for
¥7% of the island’s viewing. An announce-
nent was expected last week that Tele-
nundo had reached an agreement to sell its
op-ranked WKAQ-TV San Juan. Lorimar’s
wLIcTv) Caguas has been on the block since
June 1987, along with its co-owned station,
WSUR-TV Ponce. Market observers said that
‘he other two majors were tor sale, although
sfficials at the parent organizations for
WAPA-TV San Juan and WSTE(TV) Ponce de-
1ied they are seeking buyers.

Of four other commercial stations that
1ave battled for the rest of the 900,000-
1ome market, two are operating in Chapter
11 of bankruptcy proceedings and the third
s operating in Chapter 7. Two of the stations
sperated with English-language program-
ing, which participants say is an especially
lifficult tactic in the primarily Spanish-
speaking market. One station, wPRv-Tv Fa-
jardo, whose transmitter was destroyed in a
iire, was unable to get its insurance com-
sany to replace the equipment.

The problems that the major stations in
‘he marketplace face arise from shortage of
wdvertising demand, the mountainous ter-

rain of the Caribbean island, and other prob-
lems.

“The market has been basically a non-
growth market for the past three or four
years,” said Gary Anderson, general man-
ager and part owner of WAPA-TV.

The cost per thousand is about 30% to
50% the cost of the same demographic seg-
ment in a similar-sized mainland market,
according to Henry Silverman, president
and CEO of Telemundo. He said the situa-
tion would probably remain that way until
demand catches up with availabilities.

The cost of sales is more than 25% of
revenue in Puerto Rico, as opposed to 15%
in a U.S. market, according to several
sources. The added cost is largely due to the
tradition in the Puerto Rico TV market of
volume discounts given to advertising agen-
cies. In negotiations that take place before
cach calendar year, advertising agencies get
guarantees that if they bring in a certain
volume of advertising to a station over the
year, the station will refund a percentage of
the revenue to the agency. If the advertiser
achieves that volume by the end of the year,
the station sends a check to the agency for
the prearranged amount, perhaps 10%.

The volume discount compensates adver-
lising agencies for the part they play in
selling time in a difficult market, Silverman
said. Another reason for additional agency
compensation is that the agencies, not sta-
tions, prepare demographic and other statis-
tical backup for selling advertising time,
according to Manuel Morales, president of
West Indies and Grey Advertising.

The volume discount “is one of the things
that’s wrecking the market,” said Norman
Louvau, who oversaw wapa during his 20-
year presidency of Columbia Pictures
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Broadcasting.

On top of the discount, bonus spots are
negotiated through the year. “It’s definitely a
negotiated market,” Anderson said. Be-
cause of heavy competition among the sta-
tions and the negotiability of rate cards,
Louvau said it was possible for the agencies
to spend less money for more spots than
they ran the previous year.

Thus the market, which has about the
same number of households as the Sacra-
mento market, has much less revenue going
to the stations. Sacramento has net revenue,
including network compensation, of $126
million, estimated Michael Fisher, general
manager of Sacramento’s KTXLTV). The
Puerto Rico market, by contrast, has net
revenue under $90 million, by Anderson’s
estimate.

Another peculiarity of the market is its
terrain. Puerto Rico is crisscrossed by
mountains, not only limiting the coverage of
UHF stations but also making coverage of
the 40-mile-by-100-mile market impossible
for VHF stations. To enable broad coverage
of the market, Mairite’s WAPA is operating
with three transmitters in different spots on
the island, operating in the same frequency
under special FCC permission.

To improve the revenue of the stations,
local participants hope for an upswing in the
Puerto Rican economy that will trickle into
advertising sales. The major stations are
also hoping that a peoplemeter-based ratings
service operated by the Mediafax organiza-
tion will enable more aggressive pricing.

But there is also a suspicion in Puerto
Rico that the pressures to meet interest pay-
ments on investments in the market and to
maintain revenue at current levels will keep
price wars going on the island. |



: T
—{( _ableacastings )

Competition in Cleveland

Voters in Cleveland approved two ballot
initiatives that will bring further competition
to incumbent cable operator, North Coast
Cable. The proposals grant franchise
ordinances to MetroTEN Cablevision,
which operates a wireless cable system in
the city, and Telecable Broadcasting, a
cable operator with a franchise in East
Cleveland, to build in the city proper.

James Theroux, MetroTEN president,
said the company reaches about 75% of
the city with its wireless signal, and plans to
build the other 25% with coaxial cable.
“The people want competition,” said
Theroux, who has more than 25,000
subscribers to his wireless operation.

Theroux said the company already has
some permits and has completed some
make-ready work for the build. MetroTEN
does not have a build schedule, he said
and the 25% of Cleveland it plans to wire is
spread throughout the city. Theroux said
MetroTEN would build between 200 miles
and 300 miles of plant. At $10,000 per mile,
construction costs could amount to $3
million.

MetroTEN provides 27 channels of
service for $9.95, with Showtime costing $9
and Disney $7. Theroux said MetroTEN will
have the same pricing and, in general, the
same services for its coaxial cable
customers. Although there has been no
progress on getting a contract with HBO,
Theroux wondered whether now as a
“cable” operator, he wouid stand a better
chance of landing the service. (An added
impetus for HBO may be that North Coast's
pending owner, Cablevision Systems, has
taken a 5% stake in HBO rival Showtime).

Although the ordinance does not have
the number of franchise requirements
under which North Coast operates,
Theroux said the company will be paying
5% of profits to the city as a franchise fee,
with a minimum payment of $25,000 a year.
Theroux said that as part of arrangements
for ITFS frequencies for the wireless
operation, MetroTEN pays 6% of its
revenue to city schools.

North Codst President Lee Howley said
the company will file a request with the city
lo amend its franchise to bring its
requirements in line with those of MetroTEN
and Telecable. "We don't mind competing
with them as long as the rules are the
same,” Howley said.

The changes would include paying the
city 5% of net profit, versus 5% of revenue,
as a franchise fee, which Howley estimates
the difference to be $15 million over 15
years, and to do away with the $2 million for
studios and access production. Howley
said North Coast is required to wire every
home in the city, and the company plans to
continue to abide by that promise.

Howley said North Coast spent $50,000

TNTroll out. Turner Broadcasting System has signed Comcast to carry TNT in 10 systems
reaching 500,000 subscribers. Making the announcement were (I-r). Terence McGuirk,
Turner Cable Network Sales president; Brian Roberts, Comcast executive vice president,
and TBS Chairman Ted Turner. Roberts said Comcast will add TNT to the majority of its
systemns next year. Initially, TNT is being rolled out cn the company's systems in Mobile, Ala ;
Baltimore county, Md., and Fort Wayne and Indianapolis, both Indiana.

to defeat the referendums, and had the
support of the city. But now that the issue
has been decided, Howley said the city's
position is that there will be no neggctiations.
A court challenge by North Coast is
possible, said Howley, and wouid be
brought under First Amendment grounds.
“They clearly realize we have a strong
case," he said of the city, and he hopes
negotiations will prove fruitful.

TBS sells CNN Center
for $170 million

Ted Turner, which has had the CNN Center
office building on the block for over a year,
sold it last week to 66 Properties Inc. for
$170 million in cash.

The sale includes 600,000 square feet of
space in two CNN Center towers, 200,000
square feet of retail space and 80,000
square feet of space housing CNN studios.
CNN Center is the headquarters for Turner
Broadcasting System and its four program
services: CNN; Headline News; WTBS(TY)
Atlanta,and Turner Network Television. The
deal aiso includes a 2,000-space parking
lot and the 470 room Omni hotel, next door
to CNN Center. The sale does not affect
Turner's operating agreement with the
Omni Coliseum, also next door, which is the
home of Turner's Atlanta Hawks.

TBS plans to stay at the center and will
enter into a 15-year lease, plus a renewal
option for the 300,000 square feet of space
it presently occupies, plus an additional
150,000 square feet of space. “We are
deeply committed to downtown Atlanta,

Broadcasting Nov 14 1988
58

said TBS Chairman Ted Turner, “and intend
to remain here at CNN Center for many
years 1o come.”

TBS plans to use the cash to pay down
existing long-term bank debt, said Paul
Beckham, TBS senior vice president
tinance and administration. Most of the
bank debt 1s associated with Turner's
purchase of MGM/UA in 1986. That caused
the company to go deep in debt, and
required the influx of a substantial amount
of equity from cable operators, who have
taken a controlling position on the board.

The deal is expected to ciose within 60
days. TBS had purchased the Omni Center
in two stages in 1985 and 1986 for about
$90 million. But because of accounting
practices, the net gain from sale is not
necessarily $80 million, a Turner
spokesman said.

Come together

Some who have been working closely with
the FCC's advisory committee on advanced
television service (ATS) have called for a
single HDTV transmission testing iab to test
all delivery media. Among those taking this
view is Advanced Television Test Center
Executive Director Peter Fannon: “We think
it makes eminent sense to put all the pieces
together that fit," he said. Fannon envisions
ATTC, Cable Laboratories Inc. (Cable
Labs) and the satellite industry joining
resources in a single lab so that the various
proponents taking part in the ATS
committee’s testing procedure, many of
which have fimited financial resources, do
not have 1o transport their equipment to
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facilities all over the country.

“We have talked with some satellite
operators...to try to organize a single
facility that would suit everyone's needs,”
Fannon said. Fannon and Cable Labs
President Richard Green have also met to
discuss the central lab possibility. The two
have already agreed to work together on
subjective testing to avoid duplication of
efforts.

But they do not yet have any ideas of
how joint subjective or objective testing
could be coordinated from either separate
or a central facility because both of the
testing organizations are still in the
planning stages. ATTC is waiting for the ATS
committee to work out test procedures
before committing to equipment purchase
decisions (BRoaDCASTING, Oct. 31). Green
could not predict when a timetable for
equipment purchase and testing start up
will be ready. Cable Labs will have a first
organizational meeting of its permanent
board on Wednesday (Nov. 9) where it will
elect board officers and begin to address
some of the test start-up questions. Cable
Labs has the additional complication of
being a permanent facility to research and
develop other cable TV-related
technologies besides HDTV transmission.

The new HDTV Viewing Center, which is
being established in California by Hughes
Communications to test satellite HOTV
delivery ("In Brief," Oct. 24), is not being
planned in coordination with the ATS
committee or any of the testing
organizations. Duplication of efforts is a
possibility "and we would like to be
coordinated with the committees...We'd be
willing to work with them and we will
contact them as we get further along," said
Bob Waldron, senior vice president,
Hughes Communications.

Checking for leaks

A series of seminars have been organized
by the Naticnal Cable Television
Association to explain to system operators
the FCC’s rules on signal leakage and to
supply information on how to comply with
the commission's cumulative leakage
index (CLI). The index was established in
1985 under new rules that set specific
signal leakage standards. The first CLI
reports under the rule are due to the
commission by operators on July 1, 1990.
The NCTA seminars are free, with the first
one to be held at the Kansas City Airport
Hilton, Nov. 29-30. Additional meetings
have been scheduled through February
1989 in Seattle; Albuguerque, N.M.;
Atlanta, and Philadelphia. Additional
information is available through NCTAs
science and technology department.

Dome deal

Centro Corp., Salt Lake City, will construct a
$7-million production and post-production
facility for Dome Productions, a studio that
is being established to serve the new
Toronto SkyDome, which is scheduled to be
opened in time for the Toronto Blue Jays’
1989 baseball season. The SkyDome will
be the first stadium in North America
equipped with a retractable roof. Dome

Productions will mainly handle sports
events at the dome, but will also have post-
preduction capability to complete TV
commercials and other productions.
Centro is installing mainly Sony and Grass
Valley equipment, including Sony DVR-10
composite digital videotape decks.

That’s the ticket

Prime Ticket has surpassed the three
million home mark with the-signing of seven
more systems, said PT President John
Severino. They include Prime Cable, Las
Vegas; Dimension Cable, Phoenix;
Simmons Cable, Long Beach, Calif., and
Community Cablevision, Irvine, Calif.

Prevue signs Multimedia

Prevue Guide said it has signed Multimedia
to carry the promotion and listing serviCe,
which added 200,000 subscribers to the
one million overall total the company
signed in October. Also added were Gill
Cable’s 132,000 subscribers in San Jose, a
Metrovision system in suburban
Washington, Cox Cables Staten Island
system, Continental's Westfield, Mass.,
system and Telecable's Arlington, Tex.,
system.

New deals for USA

USA Network has signed affiliation
agreements with Warner Cable, Centel
Cable, Telecable and United Video
covering a combined two million homes.
The Telecable deal is for four more years,
while the lengths of the other deals were
not revealed, USA said.

Jones picks up X*Press

Jones Intercable has signed to carry
X*Press Information Services on the cable
company's 60 systems, which serve cne
million subscribers. The computer
information services are now carried on
521 systems serving 7.3 million
subscribers, X*Press said.

TLC award

The National Telemedia Council has
honored The Learning Channel with a
special recognition award on NTC's 35th
anniversary. The nenprofit council honored
the cable service for its "excellence in
telecommunications programing using the
force of television for adult education.”

ACE sponsorships

ESPN and Arts & Entertainment will co-
sponsor the production of the systerm ACE
awards during next year's NCTA
convention in Dallas. The May 23
production will honor the best in local cable
programing (BROADCASTING, Nov. 7).

Promoting cable

Tele-Communications Inc. has signed to
participate in a National Cable Month
acquisition campaign being developed by
Richebourg Marketing. Last year's
campaign produced a response rate of
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4.6%, said Margaret Richebourg, president
of the firm.

Richebourg said her materials will
dovetail with NCM's theme of “30 days of
great nights.” She said each direct mail
piece “will promote the four strongest April
tittes from every basic and pay service.”
The cost per mailer is 14 ¢cents untailored
and 23 cents fully tailored.

Settiement reached

Vision Cable and the Motion Picture
Association of America have reached a
settlement in the dispute over copyright
royalty fees on the cable company's lowest
broadcast television tier of service. Terms
of the settlement were not disclosed.

Vision said that the MPAA charged that
the service "was not regularly offered to
subscribers,” and “that a higher installation
charge for the service was designed to
discourage subscriptions,” while Vision
said its service was available to all
subscribers and that the installation charge
was justified because of equipment and
labor expenses. Vision said it "did not
concede that reporting only its broadcast
television service tier revenues was
improper but agreed to the settlement in
order to avoid the time and expense of
litigation.”

The MPAA said the settlement covered
15 cable systems and the period from July
1984 to June 1988. It said that Vision "failed
to properly report subscriber revenues for
its expanded basic tier.”

The MPAA said "that in addition to a
monetary settlement, Vision agreed to
review its installation charge for
‘broadcast-only’ service and to consider
additional means for publicizing the
availability of that service.”

Into the ring

Turner Broadcasting System and Jim
Crockett Promotions have formed
Universal Wrestling Corp. as a new TBS
subsidiary. Among Universal Wrestling
Corp.’s assets are the contracts of National
Wrestling Alliance Wrestlers and domestic
syndication operations that include
programing distributed to more than 160
television stations. Universal Wrestling
Corp. will also supervise the production of
two current National Wrestling Alliance
programs for TBS as well as quarterly live
specials and will produce for TBS's home
video and pay-per-view divisions.

Upset

The United TVRO Asscciation has written
to FCC Mass Media Bureau Chief Alex
Felker protesting the continued refusal of
cable programers to deal with the
association. The group said HBO and CNN
refused to renew subscriptions earlier this
year and that subsequent negotiations
have reached an impasse. "United is still
being discriminated against by satellite
programers,” the association wrote. It had
attempted to gain access to programing by
making a pass-through deal with Triad
Communications, a small cable MSO, but



said the programers refused Triad's
‘equest, even to the point of cutting off
srograming to Triad's own TVRO
subscribers within its cable franchise
areas. "This form of retribution is unfair and
Jnjust,” said United. That TCl-owned
Netlink distributes cable programing that
Jnited cannot access, said United,
'provides evidence that the programers
yre discriminating against third-party
istributors.”

TCI pitches in for homeless

Tele-Communications Inc. announced it
donated $5,000 to the Colorado Coalition
for the Homeless to help underwrite the
organization’s dinner and comedy benefit
held at the home of Daniels & Associates
principal Bill Daniels on Friday, Nov. 11.
Tickets for the benefit cost $250. Comedian
Paul Rodriquez pius local comedians Todd
Jordan and Jeff Harms performed at the
benefit.

Car changes

NAB has asked for revisions in the National
Association of Attorneys General car rental
advertising guidelines. Radio, NAB said,
should be required to provide "only a short
jeneral disclosure, since radio cannot

ttilize the visual method of disclosing

nformation that NAAG has okayed for

elevision ads." Point-of-sale disclosure is
nore effective, NAB said. In other news,
\AB said that it has sent $4.8 million in

royalty payments an interest to 407
stations, bringing to $15.8 million the total
distributed in the cable copyright process.

Bar fight

United Cable is seeking $60,000 in
damages from eight bars in Colorado
Springs, and Boise and Pocatello, both
Idaho, for what it said was the unauthorized
use of the Tyson-Spinks fight in June. The
pay-per-view event was licensed to cable
operators, but commercial establishments
were barred from carrying the fight. United
alleges that the bars used illegal devices or
converters designed for home use. In
some cases, subscribers who had signed
for the fight, called to cancel, saying they
were going to watch it at a bar. The National
Cable Television Association estimates that
the cable companies may have lost $9
million through the theft of the fight.

Silent spots

The Silent Network, a basic cable service
geared to the hearing impaired, will begin
offering a one-minute local advertising
avail each hour. The move, it said, was in
response to cable systems requesting time
for local advertisers to have access to the
deaf community. The network reaches 12
million homes.

On board

Adelphia Communications has signed as a
charter affiliate of NuStar’s cross promotion

service. NuStar allows cable systems to
include specific information on tune-in
promotional spots supplied by NuStar.

Taking attendance

The Cable Television Administration and
Marketing Society reports that 271 system,
area and regional managers have
attended its first three general manager
achievement series held in conjunction
with three regional trade shows this fall. The
first four modutes in the series have dealt
with system finance, franchise authority
and community relations, cable technology
for the nontechnical manager and system
performance through staff.

Other modules on retention, program
promotion, leadership and customer
service are scheduled for the rest of 1988
and into 1989.

Look it up

The National Academy of Cable
Programing is selling a “Producer’s
Sourcebook: A Guide to Cable TV Program
Buyers,” which includes guidelines on what
55 national and 19 regional networks
require of the programing they carry. The
$25 book is meant to be a guide for those
wishing to produce for cable networks.

The network profiles included describe
programing content and formats, program
acquisition guidelines, technical
requirements and names and phone
numbers.

Marketing push is on at local radio associations

Focus of local radio station groups
is no longer primarily social one;
help wanted signs going up for
new executive director positions

About three years ago in Salt Lake City
‘here was a lot of talk about an exciting new
inderground amusement park named Wa-
satch Cavern. Radio advertisements lured
isteners with the sounds of roaring roller
soasters and parkgoers having fun. But no
ne could locate the park. What the listeners
lidn’t know at the time was that Wasatch
Zavern did not exist; the ads were a hoax
serpetrated by the Salt Lake Market Radio
3roadcasters Association to demonstrate the
sower of radio.

In recent years, the role of local radio
jtation associations has become increasingly
mportant in many markets, especially as
nany groups become more organized and
nore active in marketing. Traditionally,
nost local assoctations were headed by an
sverburdened general manager who was
willing to wear yet another hat. Today, how-
:ver, at least five associations have full-time
lirectors and others are looking in that di-
ection. As local associations plan ahead,
mproved marketing skills is among the
nost frequently cited goals.
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THE EIGHTH ANNUAL KANSAS ary PICNIC AND MUSICAL CELEBRATION

“It used to be just a fun-time organiza-
tion,” said Steve Johnson, president of the
Salt Lake association, “but the whole goal
this year is marketing.” Said Claire O’Neil,
executive director of the Northern Califor-
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nia Broadcasters Association: “Our focus is
not a social focus, it’s a marketing focus.”

Many local radio associations in the past
existed primarily for the purpose of organiz-
ing one or two parties each year, according



to Daniel Flamberg, Radio Advertising Bu-
reau senior vice president for marketing and
communications. “They never really saw
themselves as an opportunity to market ra-
dio.” said Flamberg. Today, however. he
said phone calls from associations are com-
monplace at the RAB offices. The RAB
tormed a special session during its annual
managing sales conference to meet the de-
mand, and this year's Feb. 3 conference will
mark the third such organized gathering of
local associations.

Andy Friedrich, full-time executive direc-
tor of the Milwaukee Area Radio Stations
(MARS). said attendance at the annual RAB
session has retlected the rise in association
activity,. Two years ago. he said, about a
dozen people attended the RAB get-togeth-
er; last year. about 80 association represen-
tatives showed up. RAB reported that this
year's session has been expanded to accom-
modate the increased interest.

MARS has been one of the leaders in the
current marketing push, showing its com-
mitment with last month’s launch of a year-
long economic development campaign de-
signed to promote the greater Milwaukee
area. Friedrich said that the ambitious cam-
paign, which requires its 18 stations to don-
ate at least 12 60-second spots per week,
would cost the market about $1.2 million in
air-time. Approximately 60 spots focusing
on the local economy are being donated by
McDonald Davis & Associates Inc.. a local
marketing communications firm.

MARS has been in existence since 1974,
but it was not until last year that the mem-
bers decided to fully commit themselves to
marketing and hired Friedrich as the group’s
first full-time director. Friedrich said that the
MARS budget, including his salary, is now
around $67.000. Like most local radio asso-
ciations, MARS gencrates its funding

HARB

RADIO DAY

Radio Day committe in Houston—Mik

Tammy Weitkunat, S.L. Brown; Brenda Adriance, KKBQ; Linda
Baker, kkHT, Denise Marr, HARB, and Clark—celebrates 5th
annual Radio Day with Halloween party.
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e Koehler, Republic Radio;

through a combination of mini-
mal dues ($180 per station an-
nually) and donated spots from
member stations. The associ-
ation then sells the spots to non-
traditional advertisers, guaran-
teeing a market radio blitz tor
such operations as the Milwau-
kee Blood Center.

Another local radio association, Long Is-
land Radio Broadcasters Association, is in
the midst of a three-month national media
campaign. Launched last September, the
$150,000 campaign includes direct mail and
full-page print ads in national publications
that are designed to promote Nassau-Suffolk
stations as belonging to a market distinct
from New York City.

Campaigns launched by local radio asso-
ciations are becoming increasingly ambi-
tious, according to Gordon Mason, execu-
tive director of the Southern California
Broadcasters Association (SCBA). He said
about 40 associations from around the coun-
try have contacted him in search of ways to
hire full-time directors who can execute
such campaigns.

Most of the full-time directors presently
employed by local radio associations have
been hired within the last 12 years. At
SCBA, which now reports a budget of more
than $200,000, Mason was hired full-time
three years ago. At the New York Market
Radio Broadcasters Association (NYM-
RAD), which reports a budget of $400,000,
president Maurie Webster was hired 12
years ago. MARS’ Friedrich and NCBA’s
O’Neil were both hired within the past year.
along with Kim Clark, executive director of
the Houston Association of Radio Broad-
casters (HARB).

Closely watching the rise of full-time di-
rectors have been such groups as the Mem-
phis Area Broadcasters Association, where
president Sherri Sawyer said its 17 members
are trying to find ways to financially support
a full-time director. Sawyer, general man-
ager of Memphis stations WERC(AM)-
WEGR(FM), said the burden of running an
association can sometimes prove too heavy
for working broadcasters. “We all have
enough work in our [station] jobs,” she said.

Also seeking outside
help has been the Kansas
City Radio Broadcasters
(KCRB), according to as-

sociation president Bob
Zuroweste, who is also
general manager at
wHB(AM) Kansas  City,

Kan., and KUDL{FM) Kan-
sas City, Mo. He said that
while the association has
had its successes—Ilast
May’s eighth annual “Radio
Day,” for example, attract-
ed about 30,000 people to
an outdoor Kansas City
Symphony  concert—the
KCRB at times has suffered
from too many cooks spoil-
ing the broth.

“We’ve had an organiza-
tion for four years, and it
has been less than satisfy-
ing for all the members,”
said Zuroweste. *“We want-
ed somebody that had the
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responsibility to answer to the association.’

The KCRB this month hired local veterar
broadcaster Bob Terry to represent the asso-
ciation in various capacities, including orga-
nizing sales training seminars and coordi
nating sales presentations to potentia
advertisers. Zuroweste noted that in somg¢
markets, an association probably could suc-
ceed without such an outside director: “li
they were all singing from the same choi
book and they all had the same set of goals
sure it could be successful. But when some.
body’s not putting their fair share of time in
then the other person loses enthusiasm.”

At least one local association that appear:
to be sharing the same choir book 1s the Fo»
Valley Radio Broadcasters Association ir
Oshkosh, Wis. President Bill Mann said ¢
major accomplishment of the [3-membe:
association earlier this year was its comple.
tion of a $50,000 direct-mail and on-ai
broadcast campaign to promote the market.

“It certainly wouldn’t warrant a full-timg
person,” said Mann, sounding perplexed by
the notion of hiring such a director. “l don”
know what a full-time guy would do.”

Markets such as New York City. however.
know well what a full-time person can do.
According to NYMRAD's Webster. the as-
sociation’s marketing efforts have been re
sponsible for adding approximately $6.2
million to the market’s revenue within &
three-year period.

NYMRAD last spring also presented it:
13th annual Big Apple Radio Awards. o
of several awards ceremonies conducted b
various local associations around the coun-
try. Another association. the Radio Broad
casters of Chicago, presented its 10th annua
Windy Awards last month; 325 members o
the city's radio and advertising communit
attended the luncheon, which was hosted by
radio and TV talk show host Larry King

Many active local associations have alsc
been developing videotapes that bullishly
promote their respective markets. A
SCBA, where Mason reported at least 60%
of their work is marketing-oriented. as many
as 60 advertiser groups each year see the
association's in-person and videotaped pre:
sentations. (He said that the association i:
preparing a pitch for Detroit that will pro-
mote the importance of cars in the southerr
California market.)

“The stations are doing wonderfu
things,” said NYMRAD's Webster. “but il
you don’t tell anybody, then nobody know

<

anything about it.” L
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Direct broadcast radio

The international community at the World
Administrative Radio Conference on space
broadcasting that concluded in October
exhibited a strong interest in opening the
spectrum to sound broadcasting from
space (BroaDcasTING, Oct. 3). The U.S.
was among countries endorsing the idea of
an international ¢conference in 1992 setting
aside a band within the 500-3000 mhz
range for that service. Wice of America
studies indicale the technical feasibility of
such service. And with a program of
modernizing VOAs shortwave and
mediumwave facilities behind schedule
and suffering cost overruns (BROADCASTING,
Oct. 24}, sound broadcasting from space
is regarded as a possible option for
delivery of its programing. And VOA
officials talk of an international organization
that would enable developing countries to
pool resources necessary to offer such
service.

But a panel of experts at a U.S.
Information Agency symposium earlier this
month raised gquestions. One said that
current international radio regulations
prohibit broadcasting from a satellite
without approval of the government of the
receiving country. And panelists also
questioned whether VOAs programing
would be sufficiently attractive to provide a
basis for a new satellite service. Dr. Robert
Frese, director of engineering for VOA,
expressed the view that sound
broadcasting from space is "far off" and
that, when it arrives, it will be subsidiary to
and not a replacement for shortwave.

Change of pace

KPUR(AM)-KHWK-FM Amarillo, Tex., owned by
Holder Broadcast Services of Texas, have
switched from an ACR simulcast to two
distinct Transtar Radio Network format
services. KHwk-FM now carries Transtar’s
Niche 29, fealuring rock n' roll of the 1960's
lo the 1980’ with no heavy metal; Kpur now
picks up The Oldies Chaunel, emphasizing
rock n' roll from the 1950 to the 1970%.
Prior to the switch, kHwk-FMm operated under
the call letters kaTP(FM) (licensed to Canyon,
Tex.). Scott Gilreath, vice president and
general manager for the slations and a
former Transtar employe, said that four
slations in the Amarillo market now carry
the company's satellile services.

Elsewhere in Texas, kSJL(am) San Antonio
picked up Sateliite Music Network's 24-
hour Z-Rock formal. The station, owned by
Inner City Broadcasting Co., previously
simulcasted with contemporary hit radio
KSAQ(FM).

In St. Louis, Mo., CBS-owned KHTR(FM)
has changed its call letters to KLOuU(FM).
Along with the change was a format switch
from contemporary hit radio to oldies. The
station will feature music from the mid-

1950's through today, targeting the 35-54
market.

In another switch, big band KksB(Am)
Santa Barbara, Calif., has changed its call
letters to kBBQ(AaM) and is now offering
modern country from its studios.

Westwood-Mutual roundup

Westwood One Inc. made a number of
programing announcementls last week,
including a new Six-year agreement with
Larry King to carry his talk show on the
company's Mutual Broadcasting System.
The Larry King Show, which airs live
Monday-Friday at 11 p.m. to 2 a.m. Eastern
time with taped replays at 2-5 a.m., has
been heard on Mutual for almost 11 years.
Pictured at the contract signing with King
(r} was Jack Clements, president of Mutual.
In a separate announcement, Mutual
said it would debut a new series designed
for people age 50 and older, Mature Focus.
The program, set to premiere Jan. 2, will
feature veteran newscaster Peter Hackes
as host and will be produced in
conjunction with the American Association
of Retired Persons. Mature Focus will air in
90-second segments on weekdays and as
a five-minute feature on Saturdays.
Mutual will also be featuring two
upcoming specials: The CMA Winners
Circle, a three-hour country music show set
for Nov. 24-27, and The Flame Still Burns:
Remembering JFK, a half-hour special
scheduled to air Nov. 21-27. In other
Westwood One programing news, the

company has made available two rock-
oriented specials: Living in the Past: 20
Years of Jethro Tull, a two-hour show set
for the week of Nov. 14, and Led Zeppelin:
A Stairway to Heaven, a three-hour
program set to air Nov. 24-27.

Remembering

The CBS Radio Networks will take a look
back at the John F. Kennedy presidency
and the events surrounding his
assassination in a 10-part series of two-
minute reports. The series, scheduled for
the weekend of Nov. 19-20, will be
anchored by Dan Rather. Earlier this month,
CBS fed to its affiliates extensive historical
material surrounding the 1963
assassination via Newsfeed, the network's
news actuality service.

Sponsor search

In The Public Interest, an 18-year-old
program featuring news and commentary
from a liberal standpoint, is seeking its first
sponsor, according to director Sallie Blake.
She said the daily, three-minute program is
currently delivered free to about 280
affiliates nationwide, including 83
commercial stations and 70 national public
radio stations. Fourteen commentaries are
delivered every two weeks to participating
stations via tape. The program is produced
by New York-based Public Interest Radio,
which is supported by public contributions
along with grants from foundations and
non-profit organizations.

Smulyan on the spit. Emmis Broadcasting President Jeff Smulyan took the hot seat at the
third annual Bayliss Media Roast at the Plaza hotel. The benefit dinner served as a fundraiser
for the Carmel, Calif.-based John Bayliss Broadcast Foundation, which provides college
scholarships 1o students majoring in broadcasting. On the dais were (-1, top row): Doyle
Rose, Emmis Broadcasting; Jim Duncan, Duncan's American Radio Inc.; Smulyan, and Jim
Edwards, stand-up comedian and Smulyan's brother. Seated, I-r: Rick Cummings, Emmis
Broadcasting; Kit Hunter Franke, executive director of JBBF; Barry Dickstein, Hartstone &
Dickstein, and Robert F.X. Sillerman, The Sillerman Companies, Seated on the dais but not
pictured was Jay Thomas, kPwR(aM) Los Angeles.
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Bigelow spells out HBO’s MO

Pay service’s president says his
pioneering network is adapting to
changing media environment

HBO President E. Thayer Bigelow Jr. said
last week that “HBO’s competition is every-
thing,” including other cable and broadcast
networks, home video, and computer
games, but that the pay network “can adapt
to a changing market.”

The pay television business, after weath-
ering a slump in the mid-1980’s, has been
moving up again in the past several years.
HBQO's business remains strong, Bigelow
said, with HBO and Cinemax adding a com-
bined one million net subscriptions in the
first six months of 1988. And the second
half of the year is generally better than the
first, he noted. In particular, Cinemax has
been growing at a rate of 20% for each of the
past three years, the best performance over
that time for any pay service, he said.

Bigelow said the negative impact of VCR
penetration has largely abated, and even
turned to HBO’s and cable’s benefit. He said
that home taping was up while tape renting
was down, and he said VCR owners have a
better retention rate for HBO services than
non-VCR owners.

That could change, however, if anticopy-
ing technology that Hollywood is pushing
comes to fruition. Bigelow said HBO had no
position on the matter, but when pressed he
admitted it “would be a big sea change
...[and] it flies in the face of everything
we’re doing.” Bigelow, who only several
months ago was president of Time’s cable
operator division, American Television &
Communications, said many cable operators
have undertaken successful VCR-pay televi-
sion marketing campaigns.

Although cable operators have been low-
ering the price of pay services in the past
few years, Bigelow said the increasing pen-
etration of HBO and Cinemax has offset
what would otherwise be lower operating
margins. He also noted that HBO instituted
arate increase in January 1988, although the
increase was delayed one year for operators
in HBO's sales incentive program, which
amounts to 65% of the industry. An HBO
spokesman said the rate increase amounted
to roughly 5%. HBO's rate card calls for a
minimum payment of $3.90 per subscriber
up to a maximum of $5.50, depending on
system pricing, volume discounts (ranging
from 2% to 20% on the rate card) and other
factors.

On pay-per-view, Bigelow said it's “a
business worth watching,” but that for HBO
it holds more promise as a program supplier.
Bigelow said HBO does not view PPV as a
serious threat to the business.

International markets, particularly Eu-
rope, holds promise for HBO, Bigelow said.
He said the company is looking to “put some
resources,” both financial and personnel,

Bigelow

into reestablishing a European presence.
“We’re looking at the international market
pretty carefully,” he said, but an exact repli-
ca of HBO is unlikely. He acknowledged
HBO “‘took a look at Super Channel,” which
has since been bought by Videomusic, an
Italian music television station. The com-
pany is now exploring whether it will enter
the market through joint ventures, buying
into a company or by itself.

On HBO dealing with alternative delivery
systems, Bigelow said the pay cable service
continues to negotiate with the National
Cable Television Cooperative on volume
discounts and he characterized the talks as
“a good dialogue.” And he did not see
congressional pressure or action needed to
resolve the issue.

Michael Pandzik, executive director of
the co-op, said it is examining several pro-
posals that are now on the table. The group

plans to meet at the Western Show in several
weeks, where a proposal could be ratified,
but Pandzik declined to say whether any of
the proposals were acceptable. The co-op
plans to launch a grassroots lobbying cam-
paign that would include a trip to Washing-
ton in the spring if the issue is not resolved
before then.

On the wireless cable industry, Bigelow
said HBO continues to have concerns over
signal security and financing. Microband is
marketing HBO, but Bigelow said there is
“no hard data™ on the results of its marketing
in New York.

On whether HBO would welcome the
telephone company into the cable business,
given the sometimes rocky relations be-
tween the pay service and cable operators,
Bigelow said: “We don’t really have a criti-
cism of the way the cable operator” carries
HBO.

But he did urge greater use of advertising
and tune-in promotion by cable operators.
“Subscribers must be convinced to stay sub-
scribers,” he said, but the industry has not
“done the best possible job in promotion.”
He added that “original programing should
be held out as an attraction to subs.”

He said his one frustration at HBO is that
there cannot be more original programing,
which accounts for one-third of the sched-
ule, the other two-thirds being movies. As
far as new programing directions, he said
HBO was looking at some new formats in
comedy and in music.

Bigelow said “HBQ continues to explore
technological capabilities,” whether it be
more efficient satellites, HDTV or fiber op-
tics, and promised that “HBO will be among
the first to work with cable business” on
these fronts. Said Bigelow: “We're not here
to test the waters, we're here to make
waves.” a

_ Heritage’s Hoak
and his vision of success

Aiming for cash flow, rather than
ratings, is key to strategy at
group owner’s stations, chairman
tells stock exchange audience

Emphasizing local sales, cost control and
additional acquisitions, Heritage Media
Chairman James Hoak is trying to follow the
same path of success he achieved at Heri-
tage Communications (HCI), of which he is
still chairman.

This time around, Hoak has structured the
company’s stock ownership so he will not be
forced to sell the company against his wish-
es, as was the case one year ago with HCI.
Hoak and President David Walthall hope to
attract outside investors and both were in
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New York last week making a presentation
sponsored by the American Stock Ex-
change, on which the newly public company
now trades.

The Dallas-based group owner’s plan for
building asset value consists of managing
affiliate television stations primarily for
cash flow, rather than ratings, and acquiring
radio station properties that are in need of a
turnaround. Both radio and TV stations are
staffed sparingly except for local sales, upon
which the radio and television stations rely
greatly.

Heritage’s five TV stations and 11 radio
stations were formed from the station group
spun off by HC] after it was forced to merge
with Tele-Communications Inc. in August



1987. The company went public in late
September and has 18.5 million shares fully
diluted. of which 25% are held by the pub-
tic. Roughly half the stock is owned by
management with other significant investors
including Hallmark Cards. Morgan Guaran-
ty Trust and Goldman Sachs.

Three quarters of Heritage’s revenue
>omes from the company's three NBC and
two ABC affiliates: wCHS(TV) Charleston-
Huntington. W.Va.; WEAR(TV) Mobile.
Ala.-Pensacola. Fla.: wpTZ(TV) Burlington.
Vt.-Plattsburgh. N.Y.: KDLT(TV) Sioux Falls-
Mitchell. S.D.. and KEVN(TV) Rapid City.
S.D..The groups sole independent.
KAUT(TV) Oklahoma City. has been sold.
subject to FCC approval. for $9.25 million.

Taking into consideration the growing
proportion of sales coming from local adver-
tisers across the industry. Heritage's local
emphasis is still noteworthy. Sixty-three
percent of the group’s revenue comes from
local sales and Walthall presented numbers
showing that while its total station personnel
at WCHS and WEAR were less than three-
quarters that of the number-one station in
those markets. the Heritage local sales staffs
were 50%-100% larger.

The Heritage executives also indicated
the company is reluctant to part with money
for programing unless the odds are good for
increased sales. The presentation showed
the stations. on average. spent just 4% of
revenue on programing . compared to rough-
ly 9% for an average affiliate in those size
markets. As a result. Walthall said the five
stations” share of market revenue is roughly
150% of their audience share. and cash flow
for the group in the first nine months is just
under 50%.

The Heritage 11 radio stations are format-
ted to appeal to adults 25-54. except for
KDAY{AM) Los Angeles, which is programed
for black teenagers. The other radio outlets
are KRPM-AM-FM  Seattle: wWIL-AM-FM St.
Louis: KksN-aM-Fm Portland, Ore.: WEM-
PIAMI-WMY X(FM) Milwaukee. and
WBBF(AM)-WBEE(FM) Rochester. N.Y. The
radio properties are also sparingly staffed.
although again not in the local sales depart-
ment. Hoak attributed much of the group’s
success to Paul Fiddick. who was hired
away from Multimedia. The group has
looked to buy “turnaround” stations and one
of its more recent acquisitions, KKSN-AM-
FM. was purchased out of bankruptcy court
and three months later is showing a positive
cash flow. Hoak said. For the first nine
months the radio division had an operating
cash Aow margin of roughly 17%.

Heritage has also made investments in
two alternative media companies. One of
them. POP Radio, is a start-up company
providing “in-store radio” to more than
17,000 drug and grocery stores. Heritage
has a one-third ownership with a “right [to]
all future stock in the company.” said Hoak.
The other company. Du-Kross Media,
places ads on grocery carts. Heritage is
looking at other investments as well, includ-
ing cable. cellular telephone and radio ser-
vice companies. Hoak said the company has
an informal agreement with Hallmark that
the latter would participate separately in any
cable acquisitions Heritage makes.

Heritage is already highly leveraged with
long-term debt. at $196 million, roughly 10

times the value of equity, but Hoak said the
company could still make an acquisition of
up to 5200 million. Cash interest payments
on more than half the debt are not due until

: ¢.|E
after 1991. The company’s stock. he said. i
especially susceptible to improvement in
operating profits and asset values because of
the leverage. o

NuCable to provide classified inserts

to cable

Service will transmit via satellite
15- or 90-second spots on retail,
real estate and employment information

NuCable Resources announced last week it
will supply news and information inserts on
real estate. employment and retail business
for cable operators to integrate into their
existing classified advertising channels. The
move is designed to give cable operators a
better shot at the 325 billion spent each year
on classified advertising in newspapers, said
NuCable Chairman Tom Wheeler.

The inserts. he said. are designed to in-
crease the number of viewers to the channel,
the amount of time they watch and to bring
more classified advertisers into the fold. The
inserts combine “the power of video with
the pricing of print,” said Wheeler.

CACSNet, modeled after newspaper supplements

The information will be put together by
Tribune Media, one of NuCable's owners; it
will be “video re-creations of syndicated
print material,” said Wheeler. NuCable will
transmit six minutes of information on each
of the three areas—real estate, employment
and retail—each day. The real estate inserts,
for instance, would include information on
mortgage rates and trends, tips on buying
and selling, radon alerts and home and gar-
den tips. The employment segments may
include tips on interviewing or information
on new careers, said Wheeler, and a new
batch of material is sent each day.

Cable operators with NuCable equipment
are free to integrate the inserts, running
either 15 seconds or 90 seconds in length,
where they wish in their local classified
advertising systems. About 200 systems
covering eight million subscribers are using
NuCable ecquipment—its Classified Ad
Channel System (CACS)—to program clas-
sified advertising channels on their system.

Although the information is free to opera-
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systems

tors. the three-year carriage commitment
calls for the operator to carry at least six
minutes for every hour it runs the classified
advertising channel. NuCable's satellite
transmission system automatically verifies
how often the inserts are running.

Cable systems typically spend $50.000 to
purchase the CACS computer system tor the
classified ad channel. All equipment
shipped after Oct. | has the capability to
receive the new inserts. said Wheeler. Exist-
ing units can be retrofitted for between
$2.000 and $5.000.

Wheeler said that in the first quarter of
1988. classified advertising revenue per
subscriber on CACS systems was S2.36 on
an annualized basis. with operators report-
ing a 53% profit margin. That works out to a
net of 10 cents per month. said Wheeler.

NuCable will be transmitting the inserts
via its digital transmission network on Gal-
axy lli. transponder 12. (Although the satel-
lite transmission is digital. the signal is
remodulated back into analog before it goes
out over the cable system. said Wheeler.)
The digital technology is not only a far
cheaper means of satellite delivery. but it
allows for broadcast-quality production of
the inserts. CACSNet. as the new service
will be called. will be “the world's first
digital television network.” said Wheeler.
and was a major recason why NBC chose 1o
invest in the new service.

(Wheeler further delineated NBC's in-
volvement at a press conference announcing
CACSNet last week. The network has pur-
chased debt convertible to equity in mid
1989 and also has rights to purchase existing
stock from the present shareholders. NuCa-
ble is 50% owned by 10 MSO’s—American
Television & Communications. Centel.
Comcast. Continental. Cox. Heritage.
Jones. Newhouse, Times Mirror and United
Cable. Tribune Media, Wheeler and other
principals own the other 50%. Wheeler said
if NBC exercises all its options it would be
the largest single shareholder. but that the
MSO’s collectively would still own more
than the broadcast nctwork.)

Wheeler said NuCable is selling advertis-
ing avails within the inserts. which could
run the gamut from superimposing a logo
over an insert to buying increments of time
within the inserts. Wheeler. citing ongoing
negotiations with national advertisers. de-
clined to discuss a rate card. Wheeler said
that NuCable would have more announce-
ments on programing ventures and adver-
tisers at the Western Cable Show.

Wheeler said NuCable has just begun
marketing the service to MSO's, but the
informal response has been “phenomenal.”
He expected that over half of the eight
million homes would be signed within six
months. The service will launch Jan. 2,
1989. g



The importance of identity

“Station identity can be a tie-breaker” in a
viewer's choice between two television pro-
grams, said Joel Chaseman. The Post-
Newsweek Stations chairman and chief ex-
ecutive officer led a panel discussion at the
Museum of Broadcasting that discussed
how stations work at establishing an identi-
ty. The panel also talked about how cable
MSO’s viewed the identity of various pro-
graming alternatives.

Arnold D. Wallace. general manager of
noncommercial WHMM(TV) Washington,
said that the eight-year-old station programs
for a city whose audience is 75% black and a
metropolitan area whose audience is 25%
black. Thus its lineup of shows includes
gospel singing and black history. The How-
ard University-based station also has a daily
public affairs program, which serves the
community at a time when, Wallace said,
other TV stations are cutting back on public
affairs programs.

Beyond programing, marketing the pro-
graming and on-air talent is “in vogue right
now,” said William L. Bolster, vice presi-
dent and general manager of KSDK(TV) St.
Louis. The Multimedia-owned NBC affili-
ate uses 20% of the station’s inventory of
commercials to promote itself. said Bolster.

Yet another perspective was offered by
Daniel J. Berkery. president and general
manager o WSBK-TV Boston. Noting that
one of the SCl-owned independent’s off-
network programs, M*A*S*H, was 1] years
old, Berkery said maintaining viewer inter-
est in the show was dependent on “packag-
ing.” Currently the station’s identity rests on
children’s programing. sports and syndicat-
ed programs and movies.

Mark Lustgarten. president of Cablevi-
sion’s Rainbow Programing Enterprises,
said that the MSQO views a channel’s identity
not merely in terms of its audience ratings.
Cablevision, one of the 10 largest MSQO's,
also conducts market research in which it
asks viewers to assign a dollar amount to a
list of cable channels. The research results,
said Lustgarten, showed that channels with
the highest dollar amounts included The
Discovery Channel, American Movie Clas-
sics and Arts & Entertainment, none of
which were among the highest rated in terms
of audience viewing. Conversely. near the
bottom of the “perceived value/quality” list
were wTBS(TV) Atlanta. Lifetime and USA,
all of which had higher audience ratings.

“I don’t care how much people are waitch-
ing,” said the Cablevision executive vice
president, “the channel must have propri-
etary programing if it is going to survive. It
must have a look and feel that no one ¢lse
has.” Lustgarten suggested that channels
with a smaller, but intense, viewer loyalty
might have an easier time staying on cable
systems than shows that "imitate the broad-
cast networks.” He suggested that WHMM
might be a station that would “fare well”
under such carriage standards.

Wallace said that the station in fact is on
22 cable systems, and is not carried by two.
But he noted that there were difficulties with
some cable systems, and “in some cases we

had to seek legal advice.” As Chaseman
noted, the stations’ work to establish indi-
vidual identities (often centered around

channel numbers) 1s “one reason it drives us
crazy when cable systems switch our chan-
nel assignments.’ O

L to r: Bolster, Chaseman, Berkery, Lustgarten, Wallace

MCA tries to take New Jersey bite
out of Big Apple

Programer’s broadcasting hopes
currently rest on wwoR-Tv Secaucus
and its building of a dual
NewYork-New Jersey identity

A vear and a half has elapsed since MCA
bought wwOR(TV) Secaucus, N.J., for $387
million. The station, which is MCA's only
broadcast outlet, is also the only VHF in the
state. The latter distinction has presented its
owners with a particular problem: attracting
the New York audience while building the
New Jersey presence that was its charter
when it was moved to the state six years ago
through the legislative efforts of New Jersey
Senator Bill Bradley .

With the beginning of the station’s second
full year with MCA, the Secaucus indepen-
dent is banking its future on Cosby to help
lead into the station’s prime time lineup.
And after the successful launch of The Aor-

Fraiberg
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ton Downey Jr. Show, now syndicated by
another MCA arm, WWOR-TV is seeking
further programing ventures that will help
the station’s financial standing in the New
York muarket.

MCA spent an estimated $44 million to
air The Cosby Show in syndication over the
next three-and-a-half years. 1 saw it as a
major investment—almost like part of the
acquisition of the station itself.” said MCA
Broadcasting President Lawrence Fraiberg.
‘I...thought it was a show that would speed
the process of putting us on the map.”

After Cosby at 7 p.m. and the MCA-
syndicated Kafe and Allie at 7:30, prime
time this fall on WWOR-TV includes at least
three nights of back-to-back episodes of the
same one-hour shows: Hunter, The A Team
and The Untouchables on Tuesday, Wednes-
day and Thursday nights, respectively. Run-
ning back-to-back hours is a move that the
station tried Saturday evenings earlier this
year with Knright Rider and The A Team.
“We thought that offering two hours—cut
like a movie—one [hour] would iead to
another,” said Farrell Meisel. wwOR's direc-
tor of programing. Both of the Saturday
night offerings were shows svndicated by
MCA. but wwOR was still under RKO con-
trol when The A Team was purchased. ac-
cording to Meisel.

To strengthen loyalty to weeknight pro-
graming. WWOR is trying to move the sport-
ing events it carries t0 the weekends. The
station broadcasts the New York Mets,
Knicks and Rangers. The station has worked
with the teams “so that we can consolidate
the largest percentage of the games on Fri-
day, Saturday and Sunday so that we don’t
destroy the continuity of our news or other
prime time {programs].” Fraiberg said. “An
independent station has to build its viewer-
ship through continuity.”

Fraiberg has been acting general manager



fur the station since the recent departure of
its former general manager. Robert Kunath.
Kunath had been with WWOR for a year. He
and Fraiberg knew each other from Westing-
house Broadcasting and Cable, where Kun-
ath was president of Group W Television
Sales and Fraiberg was president of the tele-
vision station group. Michael Alexander,
senior vice president of MCA Broadcasting,
Is WWOR's acting station nianager.

WwOR expanded its evening news to one
hour from a half hour dnd moved it from 8 1o
10 p.m. in fall 1987. In summer |988,
WWOR hired ex-wCBS-Tv and CBS Morning
Program anchor Rolland Smith, a New Jer-
sey resident. to anchor the station’s 10 p.m.
news. That move, like other programing
moves, “reinforces our desire to be per-
ceived as a strong lotal station,” Fraiberg
said. The newscast went from a 3 rating and
5 share in May of this year to a 4.7 rating
and an 8 share in the weeks after Smith’s
arrival, according to WwoOR's summary of
Nielsen’s National Station Index. Last
week. the station launched a multi-nedia
promotional campaign for the show with the
tag line: “lt must be time for Rolland
Smith.”

WwOR's local image is significant not
only from a promotional standpoint, but
from a legislative one as well. WwOR owes
its presence in its Secaucus. N.J., headquar-
ters to the legislative intervention of New
Jersey Senator Bill Bradley, who sought,
along with others, to establish a VHF station
in New Jersey, a state whose VHF service
came mostly from New York and Philadel-
phia. With the station’s previous owner,
RKO General, facing a battle to get its
license renewed due to an FCC finding that
it was unfit to be a licensee, Bradley pushed
for legislation that required the FCC to auto-
matically renew the license of any VHF
agreeing to move to a state unserved by a
VHFE. The measure passed in 1982; RKO
soon moved to Secaucus, its license re-
newed. The station’s transmitter remains in
New York City.

As an advocate for a VHF in New Jersey,
Bradley wrote in a letter to BROADCASTING:
“Other than disasters and scandals, people
in New Jersey rarely hear about events in
their state on the commercial VHF stations.”
Bradley continued: “The lack of effective
intrastate communication seriously limits
our ability to debate major public policy
issues and even makes it difficult for the
state to respond to emergencies.”

When asked whether wwOR is a New
York or New Jersey station, Fraiberg said:
“Qur license is New Jersey, but we're a tri-
state station.... We perceive ourselves as
naving a mission, which is to address the
important issues and happenings in the state
of New Jersey.”

Another part of the local perception is the
‘hree-hour block of live programing starting
weekdays at 10 a.m.—a two-hour block of
‘he show People Are Talking and an hour of
wws at noon. The station also produces a
yne-hour weekly childrens show, Steam-
sipe Alley.

The station has met with a measure of
success in being perceived as a New Jersey
itation, according to some North New Jer-
sey television editors. “There’s a conscious-

ness there that they are a New Jersey sia-
tion,” said Roberta Plutzik, television editor
for The Record newspaper. “They seem in-
terested in reporting New Jersey news. It’s
fairly high up in its newscast.” She added
that the station has beefed up its public
relations division in an effort 16 make the
press more aware of New Jersey-oriented
programing.

In one setback to the station’s campaign to
serve New Jersey, wwOR was not able to
land production of either of the two sched-
uled debates between Sen. Frank Lauten-
berg and challenger Pete Dawkins. One de-
bate was run live on New Jersey public
television and delayed on a Philadelphia
station. WwOR had lobbied for months,
through the League of Women Voters of
New Jersey, to carry a debate of its own, but
the candidates turned down the offer, debat-
ing instead on two out-of-state ABC owned
and operated stations. WABC-Tv New York
and wpvL-Tv Philadelphia. The loss of the
debate by WwOR “caught us entirely by
surprise,” said Cynthia Harrison, WWOR’s
director of public relations and community
affairs. “We even bought a set for that de-
bate,” she said. “We are upset we didn’t
have the opportunity as a New Jersey station
to air the debate.” Harrison said that WwOR,
which probably would have used Smith to
moderate the debate, was not interested in
airing the debate feed from the ABC sta-
tions.

Since its acquisition by MCA, wwOR has
been able to build on its audience. It has
moved from sixth to fifth in the New York
market, going from a sign-on-to-sign-off 3
rating and 9 share in May 1987 to a 4 rating
and 11 share in May 1988, according to
Nielsen MediaiResearch.

For 1987, the company had net revenues
of about $80 million and cash flow of about
$21 million, estimates John Kornreich of
Sandler Capital Management.

Financial figures for wwOR are isolated in
MCA's financial reporting. For third-quarter
1988. the broadcasting division reported
$34.5. million in revenue, up 10% from the
corresponding quarter in 1987, and $2 mil-
lion in operating income, up 83% from last
year's third quarter. For the first quarter of
1988, wwoR had an operating loss of $6.9
million on revenue of $17.7 million. In the
loss are “major adjustments” made in ac-
counting for the purchase of the station,

Alexander said. The station is not operating
at a loss, according to Fraiberg. “I can tell
you, we did not have a six million dollar loss
on our P&L,” he said. “Goodwill and a lot
of other things were taken into consider-
ation.”

Cosby’s performance on the station is im-
proving, but is still lower than anticipated
After starting out with ratings mostly below
10 the first two weeks, the show averaged
11.3 for November through Election Day.
WWwOR has reportedly promised advertisers
a 15 rating.

By 1990, wwoR will have operating in-
come of $25 million and cash flow of $40
million, according to an estimate by Myra
Balsbaugh, an analyst at Smith Barney.
Balsbaugh said she probably would have to
update those figures to include Cosby.

Two directions in which the broadcasting
division will move are toward more stations
and toward more programing co-produc-
tions. The company is on the lookout for
more stations “on a very selective basis,”
Fraiberg said. “We know what markets
we're interested in. We also know that when
we see the right thing, we’ll know it. It’s like
going in and buying a new suit. You se¢ it, it
fits, you like it, it's right for you ™

The station is also looking for co-ventures
with production companies. (se€ story, page
52). In January, Fraiberg said, the station
will test a new show concept developed with
“a major production team.” If successful,
the show will go into syndication. WwOR
will run it at an “insider” price and have a
financial interest in its success. This would
be modeled on the experience of The Street,
which Fraiberg said resulted from a long
chain of events that started with a lunch he
had one day with MCA President Sid Shein-
berg. The half-hour strip about Newark po-
lice was not “a successful series in the sense
that we got a lot of money from it or it got a
lot of high ratings or it syndicated well,”
Fraiberg said. “But what we got was a lot of
marvelous rub-off of being innovative, of
being risk-takers.” Both The Street and The
Morton Downey Jr. Show are produced by
Quantum Media, half-owned by MCA, but
Fraiberg said, “MCA doesn’t call me to use
me as a test market for their shows.” Em-
phasizing his autonomy and his interest in
seeking innovative productions for the sta-
tion, Fraiberg sa1d "lf] like the idea, I’ d
say, ‘Let’s try it.’

Modesty disagreement. At securities analysts meeting last week John Sias, president,
ABC Television Network Group, was said to have estimated that the network should operate
at about break even for the year, and would do about the same in 1989. Raymond Katz,
analyst for Mabon Nugent & Co., said that he thought Sias was being conservativé and
projects network will instead show 1989 profit of $70 million to $80 million.

w!

Plucked peacock. NBC last week gave notice to eight members of research department as
part of reorganization of department. One report said those laid off accounted for 10% of
department, number not confirmed by Bill Rubens, NBC vice president, research. In
reorganized department seven areas of research will report to Rubens: "..TV stations,
program, news, Nielsen analysis, sports, TV network sales and general Nielsen
management methodology." Rubens said change—before, only four or five executives
reported to him—"...will give me closer contact with the people doing the work....
operating group that was getting research that won't be [getting it] now." Among those given
notice were George Hooper, vice president, audience research; Ronald Milavsky, vice
president of news/social research; Jeff Boehme, director of audience measurement, ang iim
Brooks, director of program research on East Coast.

there is no
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Reagan kills children’s TV bill

President uses pocket veto on
legislation that would have
put commercial limits on
children’s shows; he cites

its incompatibility with

First Amendment prohibitions
against content regulation

President Reagan, who in June 1987 demon-
strated his support for broadcasters’ First
Amendment rights by vetoing a congres-
sional effort to write the faimess doctrine
into law, has now demonstrated that support
a second time. He vetoed a bill that would
have reimposed commercial limits on chil-
dren’s television programing and required
broadcasters “to serve the educational and
informational needs of children....” “The
bill,” said the President in a Memorandum
of Disapproval, “simply cannot be recon-
ciled with the freedom of expression secured
by our Constitution.”

The President’s pocket veto of the chil-
dren’s television bill—he failed to sign it
within 10 days of its passage while Congress
was not in session—surprised many in the
industry, as well as some White House
aides. It had been approved overwhelmingly
by both Houses of Congress, and, unlike its
position when the fairmess doctrine bill was
on the President’s desk, the industry had
urged the President to sign the measure. So
had some Republican members of the
House.

The Department of Justice and the Na-
tional Telecommunications and Information
Administration had urged a veto of the bill.
But the Office of Management and Budget,
the President’s principal adviser on such
matters, criticized the bill without calling
for a veto. The FCC, in response to a request
for its view from the OMB, did not recom-
mend a veto of the bill, although FCC
Chairman Dennis Patrick last week said the
First Amendment concerns expressed by the
President “are generally consistent with
mine.”

The FCC's view, as expressed in the pub-
lic statement at the time the bill was passed
three weeks Ago, and to the OMB, is that the
bill is “unnecessary and ill-advised.”

Patrick last week noted that the commis-
sion, acting under a court order on the
matter, is reviewing its decision repealing
commercial time limits in children’s televi-
sion programing. It is also considering peti-
tions that it réstore the rules. And, as for the
requirement that the commission review
broadcasters’ service to children at license
renewal time, Patrick said the commission is
considering its comparative renewal process
in another docket. In that regard, he said,
the bill moved in “the wrong direction, back
toward content regulation.”

The President’s message reflected that as-
sessment. “While I applaud efforts to in-

crease the amount and quality of children’s
television programing, the Constitution sim-
ply does not empower the federal govern-
ment to oversee the programing decisions of
broadcasters in the manner prescribed by
this bill,” the message said, adding: “Condi-
tioning license renewals upon the federal
government’s determination as to the ade-
quacy of a licensee’s programing would vio-
late the First Amendment. It would inhibit
broadcasters from offering innovative pro-
grams that do not fit neatly into regulatory
categories and discourage the creation of
programs that might not satisfy the tastes of
agency officials responsible for considering
license renewals.”

The language echoed that in the message
accompanying the veto of the faimess doc-
trine 16 months ago (BROADCASTING, June
29, 1987): “This kind of content-based regu-
lation by the federal government is...antag-
onistic to the freedom of expression guaran-
teed by the First Amendment,” the message

said. Furthermore, it said that the “framers
of the First Amendment, confident that pub-
lic debate would be freer and healthier with-
out the kind of interference represented by
the ‘faimess doctrine,” chose to forbid such
regulation in the strongest terms.”

The Memorandum of Disapproval alsc
said the limits that the children’s television
bill set on commercial time “places the fed-
eral government in the inappropriate posi-
tion of favoring certain kinds of programing
over others.” Such limits, the memorandum
said, “may well undermine its stated pur-
pose by discouraging commercial networks
from financing quality children’s program-
ing.”

But it was the freedom-of-speech aspect
that dominated the message explaining the
President’s reasons for vetoing the “Chil:
dren’s Television Act of 1988": “No policy
concerns can override the requirements of
the First Amendment,” the President con-
cluded. C

Industry, Hill stunned by veto

Supporters vow to revive
measure in next Congress,
but some fear revisions that
wiill make biill more regulatory

President Reagan’s pocket veto of a chil-
dren’s advertising bill (H.R. 3966) on Nov.
S stunned Capitol Hill and industry groups
that had endorsed the legislation and were
counting on its enactment. Despite efforts
by the three television networks and Repub-
lican Hill leadership to persuade the Presi-
dent to sign the measure, Reagan rejected it
on the grounds that it is unconstitutional (see
story, above).

“The President’s veto underscores just
how radical and morally bankrupt this ad-
ministration is and has been on issues relat-
ing to children and education,” said Ed
Markey (D-Mass.), chairman of the House
Telecommunications Subcommittee and a
key sponsor of H.R. 3966. Markey vowed
to revive the measure next year. The Presi-
dent’s failure to sign a bill (he has 10 days
after receiving it) when Congress is not in
session is called a pocket veto.

There had been threats of a presidential
veto (BROADCASTING, Oct. 24), but many
observers thought Reagan would hesitate to
take such a stand during the election, espe-
cially since the legislation was backed by
Republicans. “We thought we had a 50-50
chance,” said one Hill aide.

Broadcasters were surprised by the White
House action. “Frankly, we expected the
President to sign it,” said Eddie Fritts, presi-
dent of the National Association of Broad-
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casters. According to NAB, it made “clear”
on several occasions to the administration
that the association was not opposed to the
bill. NAB did not, however, make a specific
plea concerning the veto.

Independent television also backed the
initiative. “We were very disappointed by
the veto,” said Preston Padden, president of
the Association of Independent Television
Stations.

To Peggy Charren. president of Action foi
Children’s Television, the veto was a shock.
I was flabbergasted,” said Charren. “[ real-
ly couldn’t figure it out. It really is a crazy
decision.” At a time when “everybody is
talking about the need to educate chil-
dren. . .this bill has the potential to offer
some education,” Charren stated.

The legislation would have reimposet
limits on the amount of advertising in chil
dren’s programs and would have requires
broadcasters to serve the “special needs o
children.” During license renewal time, th
FCC would have to determine whether :
licensee had met those needs. The measur
passed the House 328-78 on June 8 anc
moved through the Senate by a voice vou
on Oct. 19, only a few days before Congres:
adjourned.

The FCC dropped the advertising restric-
tions four years ago but has launched ¢
broad inquiry into children’s advertising
When the Senate acted on the measure, FCC
Chairman Dennis Patrick issued a statemen
criticizing it for being “unnecessary and ill:
advised.” And the FCC conveyed that view
to the Office of Management and Budget



although it stopped short of recommending a
veto. The Justice and Commerce depart-
ments, however, suggested a veto to the
Office of Management and Budget.

Nevertheless, Patrick’s role, said one Hill
aide, “has not gone unnoticed.”

The demise of the children’s legislation
sets the stage for a major debate in the 101st
Congress, where keeping the measure intact
and free of revisions that would make it
even more regulatory may prove a formida-
ble task. “I think we’ll have a tough time
getting a Markey-like bill passed again,”
said CBS’s Washington vice president, Mar-
tin Franks.

Franks also told BROADCASTING that CBS
“apprised” the White House of its support
for the measure. “We communicated with
the White House and we communicated
with the Bush campaign,” said Franks, who
would not be more specific about those
overtures. ABC and NBC were said to be
active too, but they would not reveal the
nature of their contact with the administra-
tion.

Moreover, there was pressure from Rea-
gan’s own party. Representatives Norman
Lent of New York, the ranking Republican
on the House Energy and Commerce Com-
mittee, and Matthew Rinaldo of New Jersey,
the Telecommunications Subcommittee’s
ranking Republican, wrote to Reagan urging
him to sign the measure (BROADCASTING,
Oct. 31).

Not only did the children’s TV legislation
znjoy bi-partisan support, it was the result of
a carefully crafted compromise between
Markey and the NAB. “While we recog-
nized this legislation charted some new ter-
ritory, we were willing to accept its out-
come,” said Fritts.

Given the trouble the bill encountered
getting through the last Congress, and be-
cause the Senate Commerce Committee is
holding hearings on the matter next year,
CBS’s Franks believes there will be a differ-
ent focus on children’s television. “Now that
it has been vetoed, it has a big bull’s-eye on
it,” Franks said, referring to the likelihood
that others such as Senator Tim Wirth (D-
Colo.), who initially blocked Senate action
because he felt the bill did not go far
enough, will enter the debate.

When the children’s bill was on the Sen-
ate floor, Commerce Committee Chairman
Emest Hollings (D-S.C.) made a commit-
ment to Wirth to hold hearings on a “host of
children’s television issues.” Those hearings
should be a factor in determining the out-
come of any children’s legislation. Also, the
“dynamics,” said one Hill source, will be
affected by “who is in the White House” and
“what the commission looks like.”

Still, the NAB and the commercial broad-
cast networks say they will continue to co-
operate with Markey on such legislation.
“We recognize that Congress will continue
its interest in children’s legislation and we
will continue to cooperate with them in
crafting legislation for the child audience,”
said NAB's Fritts.

Said Padden: “INTV continues to support
reasonable legislation in this area. Responsi-
ble service to children constitutes an impor-
tant building block in the special public
interest status of free TV.” o
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Forward funding approved for CPB. President Ronald Reagan signed into law last
Monday (Now 7) the Public Telecommunications Act of 1988, providing the Corporation for
Public Broadcasting with forward funding authorizations for 1991-1993. The nearly $1 billion
over three years includes not only annuat operating ceilings of $245 million, $265 million and
$285 million, respectively, but also $200 million earmarked for satellite replacement. The bill
additionally provides $117 million from 1989 through 1991 for the Public Telecommunica-
tions Facilities Program.

“This is a tremendous vote of confidence by the President and the Congress in public
broadcasting's ability to make a unique contribution to American life,” said CPB President
Donald Ledwig and National Association of Public Television Stations President David
Brugger in a joint statement. “We are grateful to the bi-partisan congressional leadership
which supported this measure and enabled the first stand-alone public broadcasting
authorization in 10 years."

Added National Public Radio President Douglas Bennet: “We are delighted. President
Reagan's signature validates the importance of public broadcasting to America. Public radio
has met the challenge to bring quality, alternative programing to the American people set by
Congress in 1967, and now the stage is set for the future.”

Addressing parts of the bill that create a natioral independent programing service
separate from CPB's national Program Fund and that require CPB to report to Congress
before February 1990 on national programing policies and procedures, Brugger and Ledwig
said: “The stations and CPB pledge to work together to insure public television programing
that involves creative risks and addresses the needs of unserved and underserved audi-
ences, particularly minorities and children. We will also continue to work with the indepen-
dent producer community to deliver the high-quality, diverse programing the American

people have come to expect from public broadcasting.”

Patrick urges caution in reacting to -
post-election calls for reform

He says that while improvements
can be made in media’s part in
election process, increasing
governmental controls

is not the correct answer

Anticipating calls for more governmental
control of the electronic media’s role in the
electoral process in the wake of last Tues-
day’s Presidential election, FCC Chairman
Dennis Patrick said the day after the election
that imposing greater control would be a
“grave mistake” and argued, instead, for
less control.

“Surely the process can be improved,”
Patrick said in a luncheon speech in Wash-
ington to foreign government officials tour-
ing the U.S. under the auspices of the
American Council of Young Political Lead-
ers. “We should seek those improvements
by vesting more power in the hands of the
governed, and less in the hands of the gov-
ernment.”

Patrick made one suggestion for shifting
power to the “governed,” reiterating the
FCC’s long-ignored recommendation to
Congress that it repeal or water down the
provision of the Communications Act of
1934 requiring broadcasters to provide
“equal opportunities” to all candidates ex-
cept in news programing. (The recommen-
dation was first made by Patrick’s predeces-
sor, Mark Fowler.)

Using its discretion under the provision,
Patrick said during the question-and-answer
period that the FCC has liberalized the ex-
emptions from the requirement and, as a
result, “a much larger number” of debates
were staged during the just-ended Presiden-
tial campaigns, particularly in the primaries,
than in the past.

“Some critics of our electoral process
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Patrick

believe that we might be able to improve the
quality of our electoral campaigns, and of
the information available to voters, if the
government exerted more control over the
process, particularly over treatment of can-
didates and issues in the electronic media,”
Patrick said. *“l think any move toward
greater government control would be a grave
mistake.

“I recognize that given the concern over
so-called negative ads expressed by the
pols, pundits and media, there will be an
inevitable hue and cry for a legislative solu-
tion,” Patrick said. “l urge caution.

“First, because comparative ads do pro-
vide useful information about the candi-
dates’ positions and values, and second,
because government restriction of the flow



of ideas will inevitably lead to new unin-
tended problems,™ he said. “How are we to
distinguish between unfair negative ads and
truthful. but equally uncomplimentary, ads?
Do we really want government making these
judgments?

“Rather, we need to move further in the
direction of policies emphasizing open en-
try, competition and full First Amendment
freedom for the electronic press.”

Patrick said he disagreed with the “con-
ventional wisdom” that the electronic media
failed to provide the electorate with enough
information to make an informed choice for
President in the last go-round. “The cam-
paign did communicate useful information
about priorities, philosophy, general policy
and values,” he said.

*“I do not deny that the candidates careful-
ly packaged their messages, controlled their

exposure, avoided uncomforiable issues and
glossed over detail,” Patrick said. “But in
the choice of issues to package, information
is communicated. In the inclusion of issues
and the exclusion of others, information is
communicated; values are revealed.”

The American Council of Young Political
Leaders is a bi-partisan group that receives
funding from the United States Information
Agency and private sources. a

Dennis disapproves of FCC action on KHJ-TV

She says allowing postponement
of closing until next month

is at odds with earlier
statements calling for

quick settiement of case

FCC Commissioner Patricia Diaz Dennis
criticized her fellow commissioners for al-
lowing the closing of the approved settle-
ment of the 23-year-old comparative renew-
al case involving RKO General Inc.’s KHJ-
Tv Los Angeles to be put off until after Dec.
1 so that another group would be unable to
file a competing application for the license.

By “further prolonging™ the closing of the
dea!, Dennis said in a statement released
Nov. 4, FCC Chairman Dennis Patrick and
Commissioner James Quello have under-
mined their rationale in approving the settle-
ment last July that putting a quick end to the
23-year-old proceeding with the transfer of
the station to the Walt Disney Co. was in the
public interest (BROADCASTING, July 235).

“If it were so vital to remove the cloud
overhanging KHIJ, then Disney should have
been required to close in less than 60 days,
not more.” said Dennis. “If time were of the
essence then, how is it any different now?”

Dennis’s dissent is not surprising. She
voted against approving the settlement, say-
ing that RKO's licenses for KHI-Tvand for its
other 13 radio and television stations valued
at around $1 billion should be revoked if
RKO is ultimately determined to be an un-
qualified licensee.

FCC Administrative Law Judge Edward
J. Kuhlmann ruled RKO unfit because of
repeated violations of FCC rules (BROAD-
CASTING. Aug. 17. 1987). RKO has ap-
pealed the decision to the three commission-
ers, but they will not have to address the
question if RKO goes through with its plan
to spin off all of its stations by reaching
settiements with competing applicants and
third parties and a majority of the commis-
sioners approve the settlements.

Under terms of the KHI-TvV settlement,
Disney will pay $324 million for the inde-
pendent station. RKO will receive $219
million, while Fidelity Television, whose
competing application in 1965 embroiled
RKO in the comparative renewal battle, will
receive $105 million.

The FCC Aug. 19 order approving the
settlement indicated that competing license
applications against KHI-Tv could be filed
when the station applied for renewal of its
license, which is set to expire on Dec. 1.
However, the FCC issued a correction on
Sept. 6. saying competing applications
could not be filed before the settlement was
consummated and the comparative hearing

Dennis

officially ended. Roger Wollenberg, an at-
torney for RKO, said the contract calls for
closing between Dec. 1 and Dec. 13, after
the license renewal is granted.

The FCC correction prompted a com-
plaint from Los Angeles Television, which
has been trying to file a competing applica-
tion for KHJ-Tv for more than two years.
LATYV, a limited partnership represented by
the Washington law firm of Cohen & Ber-
field and headed by general partner Rita
Carr of Los Angeles, argued that insulating
KHI-TV from comparative challenge dis-
serves the public interest.

On Oct. 31, Patrick and Quello voted on
circulation to reject LATV's complaint. In
its notice of the vote, the FCC said: “Under
established policy a licensee is not required
to file renewal applications while in hearing
status. Therefore, mutually exclusive appli-
cants may not file against a licensee in
hearing.”

“Opening a filing window for additional

mutually exclusive applicants at this time
would clearly frustrate its intent in approv-
in‘gd this settlement agreement,” the FCC
said.

Contrary to LATV’s claim, the FCC said
it has no policy requiring all station transfers
to be consummated within 60 days of ap-
proval. “Although FCC Form 732 does im-
pose a 60-day requirement in routine cases,
this period is often varied to fit the specified
circumstances of the case,” it said. “Pre-
viously, applicants have been permitted to
defer the consummation of a transfer in
order to avoid giving the transferee a license
covering only the end of a license term.”

In her dissenting statement, Dennis said
the Communications Act of 1934 “contem-
plates public participation—through peti-
tions to deny and competing applications—
as a vital part of the licensing process.... By
requiring Disney to close promptly and file
its own renewal application, we could once
again permit the public to participate in the
licensing of channel 9 [KHI-Tv].”

“The comparative renewal process can be
unwieldy, unproductive and seemingly in-
terminable,” Dennis said. “1 share the ma-
jority's misgivings about that process and [
suspect that those misgivings motivate to-
day’s decision. But the way to reform the
hearing process is through our ouistanding
rulemaking proceeding or through congres-
sional action. Until our policies are
changed, we should enforce them consis-
tently and evenhandedly. We should not
make special exceptions as the majority
...did in August and does again here.”

Lew Cohen, an attorney for LATY, was
pleased by Dennis’s support. “Her position
is exactly our position.”

LATV filed a notice last month with the
U.S. Coun of Appeals in Washington indi-
cating its intention to appeal the FCC's ap-
proval of the KHI-TV settlement and its refus-
al to allow it to file a competing
application. a

Finsyn debate."That is precisely the point!" Association of Independent Television Stations
President Preston Padden wrote to key congressmen after reading accounts of Laurence
Tisch's speech in New York last month in which the CBS president and chief executive officer
complained that the FCC's financial interest and syndication rules subjects CBS to “direct
competition with our own offerings.” The complaint betrays “a clear desire to divert the flow of
off-network product away from independent stations,” Padden said in a letter to Senate
Communications Subcommittee Chairman Daniel Inouye {D-Hawaii) and others. (Inouye has
encouraged network and Hollywood executives 1o sit down and devise a new set of rules.)
With those meetings under way, Padden wants to insure that Congress does not forget
independent stations. “We would not oppose regulatory modifications to permit the networks
to acquire truly passive, minority financial interests in the programs they license,” he said.
“However, we hope that you will support our efforts to insure that the independents continue
to enjoy unimpeded access to all off-network product.”
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Broadcasters cite
‘abuses’ of
comparative renewal

Fox and Gabbert present FCC with
examples of what they say are
groups using comparative renewal
process to ‘extort’ money or other
considerations from stations

Two broadcasters presented the FCC with
two half-million-dollar examples of what
they say constitute “abuse” of the FCC’s
comparative renewal process—that is,
groups using their ability to file competing
applications for a station’s license when it
comes up for renewal to “extort” payments
or other considerations from the station.

Fox Television Stations Inc., in asking the
FCC to dismiss two competing applications
for its KTTWTV) Los Angeles filed two
weeks ago, said principals of Rainbow
Broadcasting Inc., one of the two challeng-
ers, were also representatives of the Nation-
al Hispanic Media Coalition, which threat-
ened to challenge KTTV’s license if the
station did not agree to pay NHMC around
$500,000 over five years to advise it on
Hispanic employment and programing.

Broadcaster Jim Gabbert, in comments
on the FCC proceeding to reform the com-
parative renewal process to prevent abuses,
said a group calling itself the Coalition to
Save the City has threatened to sue Gabbert
and challenge the renewal of his KOFY-FM-Tv
San Francisco, unless Gabbert gives it
$425.000, KOFY-FM’s old record library and
a right of first refusal to buy the FM if
Gabbert chooses to sell.

The Fox evidence of abuse is little more
than an aside in its 20-page petition to dis-
miss the challenges of Rainbow and of City-
light Communications Inc., on the ground
that each failed to make a showing on its
application that it is financially qualified as
required by FCC policy.

Neither certified that it had the funds to
build and operate a station for three months.
Rainbow asked for a “waiver”™ from the
requirement until it can come up with a
“conditional loan commitment” from a fi-
nancial institution. Citylight said it would
“amend when financing is in place.”

“Given the historical abuses of the com-
parative renewal process by parties who file
competing applications in order to extort
settlement payments...y comparative re-
newal proceeding is the last place where the
commission should excuse the lack of basic
financial qualifications,” Fox said in its fil-
ing. “To do so is to bestow an unwarranted
advantage to the challenger while sentenc-
ing the renewal applicant to either years of
costly defense of its license or to payment of
an exorbitant settlement tribute.”

Gabbert's troubles with the Coalition to
Save the City go back to summer 1987 when
it reached an agreement to purchase KOFY-
FM (formerly KKCY(FM) or, as it was better
known. the City). The coalition, comprising
musicians and other fans of the City’s eclec-
tic format, challenged the transfer of the
station to Gabbert, which required a waiver
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Medium-power DBS derailed by FCC decision. Three-year-old Crimson Satellite Associ-
ates plans to create a medium-power direct-to-home television broadcast satellite service in
the early 1990's may have been dealt a death blow last week, when FCC commissioners
denied GE Americom’s request to redesign its K-3 Ku-band satellite to operate at higher
power.

The denial, said the commission, was the resull of its broader concurrent decision to
create two "orbital arc segments” for the kind of higher power satellites proposed by
Americom. The two segments, however—75 degrees to 79 degrees west longitude and 132
degrees to 136 degrees west longitude—lie at the extreme eastern and western ends of the
arc over the U.S,, and, said the commission, "because GE Americom asserted that it would
not operate its proposed high-power density satellite outside of the 85-106 degrees WL
orbital arc, the FCC denied its modification request.”

Crimson, a joint venture of satellite operator GE Americom and cable programer HBO, had
planned to raise the 45-watt power of K-3 and co-designed spare K-4 to operate at 60
watts—the minimum power the satellite needs to reach the three-foot dishes Crimson
believes consumers will buy in mass (BRoADCASTING, July 18B). {K-3, assigned to 85
degrees by the FCC, was to be launched as early as January 1990.) Other operators
objected to the plan, saying the higher power would cause interference to Signals
transmitted by adjacent satellites.

Seeking a compromise, the FCC last January proposed crealing a discrete segment of
the arc between 87 and 93 degrees, within which high-power satellites would be spaced
one-and-a-half degrees from each cther, but it received a flurry of negative responses
{BroapcasTING, March 21). Americom joined others in objecting to the less-than-standard
two-degree spacing (needed to preclude interference), and others objected to the move
of IBM's SBS-4 satellite that creation of the segment would require.

The commission bowed to both objections last week: Satellites in the two high-power
segments will be allotted slots the full two degrees apart, and no moves of satellites will
be required. The FCC, said the common carrier action, "concluded that bifurcating the
high-power density arc intc eastern and western segments would best balance the
desire of high-power density satellite ficensees to provide 50-state coverage and the
desire of existing licensees to provide uninterrupted service to their customers.”

Crimson Satellite was still formulating its response to the measure, GE Americom said
at press time last week. HBO could not be reached for comment.

of the FCC’s one-to-a-market rule prohibit-
ing common ownership of a radio and tele-
vision station in the same market, because
of Gabbert’s ownership of KOFY-Tv.

To pacify the Coalition, Gabbert agreed,
among other things, to allow the Coalition
10 appoint the station’s program director and
not to change the station’s format without
prior approval from the Coalition. In return,
the Coalition withdrew its challenge, the
FCC approved the transfer and Gabbert
closed on the $11-million purchase.

But all did not go well. Gabbert and the
Coalition-appointed  program  director
clashed and Gabbert fired him.

Gabbert then told the Coalition he had 1o
renege on their agreement because, under
the FCC rules, it represented an illegal dele-
gation of the control of the station.

Erwin Krasnow, Washington attorney for
Gabbert, said Gabbert was unaware that the

agreement was illegal when he agreed 1o it.
Krasnow said he advised Gabbert of the
problem when he began representing Gab-
bert last July.

According to Krasnow, the Coalition’s
reaction to the news that Gabbert was not
going to abide by the agreement was a threat
to file a $250,000 breach-of-contract suit
and renewal challenges unless Gabbert
came up with the cash, the record library
and the purchase option.

“We consider this an abuse of exactly the
type” the FCC is trying to eliminate in its
reform proceeding, Krasnow said. “It’s an
attempt to extort the licensee,” he said.

In 1ts” proceeding, the FCC has proposed
eliminating abuse by limiting or prohibiting
payments for withdrawals of competing ap-
plications or petitions to deny renewals (and
transfers) or for promises not to file them in
the first place. ]

High Court says no to gag order review. The Supreme Court has denied a petition for
review requested by several news organizations of the legality of a gag order that prevented
former Representative Mario Biaggi (D-N.Y.) and co-defendants in the Wedtech trial from
discussing the highly publicized case. However, three justices—one less than the number
needed to grant a petition for review—voted to hear an appeal filed by Newsday, NBC, CBS,
the Associated Press and other news organizations of an order imposed by Judge John
Cannella. The media groups had continued to press for an appeal even though the trial
ended during the summer with a conviction of the defendants, because of the potential for
the courts issuing similar orders in the future. Justices Byron White, William Brennan and
Thurgood Marshall, who had voted for a review, said they did so in order to settie what they
described as a conflict in the lower courts over the legality of such orders. Justice John Paul
Stevens did not take part in the case.

In secend, if not unexpected, setback to journalists, court refused to hear case involving
district court’s ban on use of cameras and microphones in U.S. district court in Cleveland to
cover racketeering trial of former Teamsters president Jackie Presser. Three journalists—
representing television, radio and print press—had appealed decision of U.S. Court of
Appeals for Sixth Circuit that had affirmed decision of district court judge that ban did not
violate First Amendment right of access to court. Federal courts routinely bar broadcast and
camera coverage of their proceedings.
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Commerce’s restructuring plan

Controversial proposal that would
affect NTIA is supported by Sikes;
causes Markey, Rinaldo concern

Commerce Department officials last week
were still working on plans for implement-
ing the controversial proposal to reconfigure
elements of the department into a Technol-
ogy Administration under a new undersecre-
tary. It is a plan proposed by Secretary C.
William Verity and one that has alarmed
members of Congress concerned with com-
munications matters because of Verity’s
known interest in including the National
Telecommunications and Information Ad-
ministration in the new administration. Last
week, the head of NTIA, Alfred Sikes, said
the proposed restructuring could result in
NTIA having more, not less influence, as
the congressional critics fear.

But with a new administration preparing
to take control of the government, Verity’s
plans could be effected. Governor John Sun-
unu of New Hampshire has been mentioned
as President-elect Bush’s choice for Secre-
tary of Commerce.

Legislation authorizing the restructuring
was passed by Congress shortly before it
adjourned last month. It calls for the inclu-
sion of the National Institute of Standards
and Technology (formerly the National Bu-
reau of Standards), National Technical In-
formation Services, and Office of Produc-
tivity, Technology and Innovation (formerly
the Office of Technology Policy) in the new
Technology Administration. Verity’s origi-
nal plan was to include NTIA as well, and
Commerce officials say the secretary has the
authority to realize that aim.

But Representatives Edward Markey (D-
Mass.), chairman of the House Telecom-
munications Subcommittee, and Matthew
Rinaldo (R-N.].), ranking minority member
of that panel, on Nov. 3 wrote to Verity to
restate concerns they and other members of
Congress, including the chairmen of the
House and Senate Commerce Commit-
tees—Representative  John Dingell (D-
Mich.) and Ernest Hollings (D-S.C.), had
expressed carlier. They said the depart-
ment’s capability for developing telecom-
munications policy would be weakened if
NTIA lost its direct access to the secretary.
They also said “the downgrading of NTIA
would destroy the independence which
makes NTIA an effective participant and
negotiator in gomestic an international tele-
communications policy disputes.”

What’s more, the Markey/Rinaldo letter
said that Congress had made clear its inten-
tion that NTIA’s position as “‘an independent
entity” within the department was not to be
altered. They said the conferees on the en-
abling legislation had deleted language that
would have given the secretary broad au-
thority to reassign the functions of any exist-
ing agency. They also recalled that in floor
debate on the House bill reauthorizing NTIA
for fiscal years 1988 and 1989, they and
Dingell said that efforts to downgrade the
status of NTIA would be regarded unfavor-
ably and could lead to legislation in the next
Congress ‘“‘restoring NTIA to its rightful

place.”

Sikes, who as assistant secretary of Com-
merce for Information and Communications
heads NTIA, last week did not appear con-
cerned about the disappearance of that unit
as an independent organization within the
department. He said Verity’s “predisposi-
tion” is to include a reference to communi-
cations in the title of the new organization—
Technology and Communications Adminis-
tration—and in the description of the unit’s
functions. “A larger, multifaceted organiza-
tion with communications responsibilities,”
Sikes said, could have more influence than
NTIA standing alone.

Sikes also said an “aggregation” of the
four units could benefit NTIA. He noted that
NTIA’s responsibilities and interests fre-
quently involve technology—high-defini-
tion television is one example he mentioned.
“Working through NTIA labs and the Na-
tional Bureau of Standards labs,” he said,
provides more resources to handle such is-
sues.” And as for the congressional concern
that NTIA would lose its direct line of access
to the secretary, Sikes said lines of authority
in reality do not always follow the lines on a
table of organization. But Sikes also recog-
nized the introduction of a management lay-
er between him and the secretary could be a
problem. “If the undersecretary is interested
in technology but not communications, that
could be a problem,” he said.

However, the shape of the new organiza-
tion remains to be set. A spokesman for
Verity said the secretary is “‘aware” of Con-
gressional concerns and “listens when mem-
bers of Congress speak.” However, he also
said he was not “intending to imply” what
decision Verity might reach. The spokes-
man, who was speaking on Nov. 4, said a
decision was not likely for “a couple of
weeks.” He also said that timing was not
related to the fact of the presidential election
on Nov. 8. ]

Head ALJ
unhappy with
FCC’s direction

Fitzpatrick tells lawyers FCC’s

deregulation has meant changes
in various procedures, including
enforcement, that he doesn’t like

In his 38 years with the FCC, Thomas B.
Fitzpatrick, the commission’s chief adminis-
trative law judge, has seen good times and
bad. These, he indicated in remarks at the
Federal Communications Bar Association
luncheon, are not among the good. He
seemed disturbed about a lack of enforce-
ment procedures at the commission. And he
left no doubt he thinks some of the commis-
sion’s deregulatory actions were not as well
thought out as they might have been. Work-
ing conditions are not what they might be
either, he indicated.
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First, he talked about the hearing process.
Is it alive and well? he asked rhetorically.
It’s “alive, surviving,” he said. But he did
not say it was “well.” And he proceeded to
say why he felt unenthusiastic about the
process.

He noted that the bulk of the hearing work
now involves FM comparative hearings, a
product of the Docket 80-90 that gave birth
to hundreds of applications for new FM
stations. It’s not like the old days, when the
commission would order licensees into re-
newal proceedings or issue show cause or-
ders as to why a license should not be
revoked, Fitzpatrick recalled a case in the
early 1960’s when a station faced (but did
not suffer) loss of license because of a fraud-
ulent contest.

“Is that happening today in the broadcast
industry?” Fitzpatrick asked. “I don’t know.
We don’t have enforcement proceedings.”
But he expressed doubt that human nature
had changed so much in broadcasting that
such carryings-on no longer occurred.

Then there was the commission decision,
taken as part of its policy of deregulation, to
eliminate the requirement that applicants for
broadcast stations disclose the cost of the
facility to be built and the method to be
employed in financing construction. In Fitz-
patrick’s view—and, he said, that of some
members of the FCBA—that change has
invited “numerous applications from per-
sons not financially qualified to build and
operate a station.”

Fitzpatrick also found fault with another
decision made in the spirit of deregulation,
in 1981, holding that applications involving
limited and general partners need reveal
virtually nothing about the former. They are
considered simply “passive investors,” Fitz-
patrick noted. As a result, he said, “we have
proposals today which involve limited part-
ners holding 95% or 98% of the equity, and
the general partner, who is to devote full
time and attention to the station, a miniscule
amount.”

He added: “We are asked to believe that
experienced broadcasters holding four or
five stations have sought out a general part-
ner—usually a female and/or a minority—to
run the new station, someone who five
months ago might have been selling Coca-
Cola in Aswan, Nevada, If you want to
believe that’s going to happen, God bless
you. If you want me to believe it’s going to
happen, I won't say what I believe.”

Fitzpatrick also expressed concern about
the workload piling up on the commission’s
administrative law judges, in part, at least,
as a result of Docket 80-90—in part, too, he
said, because of the elimination of the re-
quirement to disclose financial qualifica-
tions,

In April 1587, Fitzpatrick said, 119 cases
were on file involving 418 applications.
This month, he added, the totals have ap-
proximately doubled, to 213 cases and 873
applications. In some instances, a single
case can involve as many as a couple of
dozen applications. But the number of
judges has remained the same—10, each
with one legal technician, basically a secre-
tary who does paralegal work. But to show
he understood the agency’s problems at a
time when budgets are being cut rather than



expanded, he addressed the agency’s man-
aging director, Edward J. Minkel, who was
in the audience: “It’'s a lousy job to be
managing director with a shrinking budget.”
Fitzpatrick, although generally regarded
as a [riendly, equable sort, did not overlook
his hosts while expressing complaints with
the way life was treating him. “It’s impor-
tant that lawyers come into hearings not just
adequately prepared but fully prepared,” he
said, indicating that was not always the
case. He was sure that some lawyers in the
audience would not be prepared to partici-
pate in the direct examination of a witness, a
more difficult job than cross-examination.
“So, please,” he said, “come prepared.”
Fitzpatrick also said he is dismayed when
he sees a lawyer with 22 pages of a yellow

President Eddie Fritts.

NAB approves. President Reagan last week signed lottery advertising bill. Action was
applauded by National Association of Broadcasters which says new law will help industry.
*In the past, many broadcasters have had to turn down the requests of charity groups and
others to publicize fundraising and other events such as sweepstakes, raffles and bingo,
because these contests are considered 10 be lotteries under federal law" said NAB

pad filled with questions to ask a witness.
Such a lawyer, he said, does not listen to the
answers. “Witnesses are not prepared to tell
their life story,” Fitzpatrick said. “They
want to tell as little as possible. So pay
attention, listen, follow up.” He suggested
that one index card should be sufficient for
noting all necessary questions.

It remains to be seen whether the lawyers
in the room were paying attention. a

Under advisement. An Akron, Ohio,
judge heard arguments in the Warner
Cable-woac(tvy Canton, Obhio, car-
riage case, but did not act on the
station's motion requesting that it be
reinstated to the cable channel lin-
eup. The station was bumped for
Turner Network Television last month.
The judge is expected to rule within
30 days.

Citing other priorities, agency
stops work in setting level
of RF radiation from radio, TV

The Environmental Protection Agency has
suspended work on development of a federal
standard limiting the level of public expo-
sure to radio frequency (RF) radiation from
radio and television stations. The EPA’s Of-
fice of Radiation Programs, which has been
investigating the proposed RF radiation
guidelines, said that it was halting the work
to concentratc on what it considers more
pressing issues such as radon contamination
and underground nuclear waste repositories.
Both the FCC and the National Association
of Broadcasters expressed disappointment
with the announcement. But there was some
hope that congressional intervention might
result in resuniption of the RF project.

There is currently no federal standard for
exposure to radiation from broadcast sta-
tions. But several state and local govern-
ments have set their own levels, many of
them excessively strict in the view of the
NAB and other broadcasting organizations.
In July 1986, the EPA proposed four RF
standardization options: adoption of a vo-
luntary standard set by the American Na-
tional Standards Institute (ANSI); a standard
five times stricter than the ANSI levels; a
standard 10 times stricter than ANSI levels,
or take no action. NAB has supported feder-
al adoption of the ANSI standard which the
FCC has been using as a radiation exposure
guideline since early 1986.

“It is our strongly held view that if [the
EPA] were to decide not to issue guidance, it
would be an incredible waste of money and
government time and effort,” said Barry
Umansky, NAB deputy general counsel. But
there is still hope that the EPA’s work will
resume. The EPA's budget is set through
fiscal 1989, which ends next Oct. |. In that
time the agency could complete the project,
Umansky said, claiming that about 95% of
the work toward the approval of the standard

EPA drop_s. radiation stuay

has been completed. “I think we’re going to
be spending a good deal of time in dealing
with certain congressional offices and with
committees that either have substantive ju-
risdiction over EPA or deal with their bud-
get, because we feel very strongly that this
was a wrong choice,” he said.

David fames, director of the Office of
Radiation Programs’ analysis and support
division, disputed Umansky’s claim that an
RF standard is close to completion. The
agency has analyzed some of the public
comments submitted after its July 1986 pro-
posals, “and that’s as far as we have gone
with it,” James said. “We don't feel that we
could close it within this fiscal year with the
staff that we have presently to devote to this
effort.”

“I think the FCC is definitely concerned
over this,” said Robert Cleveland, an expert
on RF radiation in the FCC’s Office of
Engineering and Technology. The commis-
sion was in the process of writing a letter to
the EPA in response to the RF radiation
announcement, but at press time Cleveland
could not reveal what its contents would be.
“Personally, [ certainly am very surprised
and concerned that this decision was made. 1
think it could have a significant impact on
the FCC and on telecommunications in gen-
eral,” he said.

After the EPA approves a standard, James

Sample service. Beginning this month,
Chicago-based National Aircheck is of-
fering an aircheck service that monitors
a variety of formats in the country’s top
50 markets. Participaling stations each
month receive an hour of programing
culled from six stations sharing one of
four formats: album-oriented rock; con-
temporary hit radio; adult contempo-
rary, and country. Over the course of a
year, the company said, subscribers
will hear samplings from the top 60-70
stations within the same format.
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explained, it is forwarded to the White
House for presidential approval. It does not
have the binding force of a federal rule, but
is used as a benchmark for policy-setting
among the various federal agencies. It is not
clear whether the FCC has the authority to
overrule state and local authorities when
ruling on broadcast station radiation emis-
sions. “We have never tried to do it with
regard to health and safety matters. If we
ever did try to do it, we would have to have
some kind of firm back-up from an expert
agency, and EPA is the expert agency,”
Cleveland said. “Without some kind of offi-
cial expert recommendation at the federal
level, it’s very difficult for the FCC, which
is not a health and safety agency, to go into
some local situation and say: ‘We know
better than you do about the safe level of
exposure.’ ™

In the past, the EPA and the FCC have
jointly conducted studies of RF emissions in
several cities that, Umansky said, “by and
large come to the conclusion that things are
pretty much OK.” The most recent of these
studies, released last April (available
through National Technical Information Ser-
vice, order number PB88-244819/LBR,
$14.95), examined the radiation levels near
several AM, FM and TV antenna sites in the
Spokane, Wash., area. One of the towers in
the study, belonging to KGA(AM), was oper-
ating at the maximum AM power of 50 kw.
“Despite the high power at which KGa oper-
ates, the electric fields only 100 to 200 feet
away are well below the ANSI guideline,”
the study concluded. Magnetic fields at an
elementary school located within a few hun-
dred feet of the tower “were almost always
less than 5% of the ANSI guideline.”

The study found similar results near the
transmission facilities for KXLy-FM and
KXLY-TV in Spokane when the main antenna
was used. “When the auxiliary antenna was
used, however, localized power densities
over the ANSI guide were found...Use of
the main antenna is recommended.” a



Journalisma

Study group calls for more presidential press conferences

Press conferences should be held
in less tormal setting to promote
more intimate atmosphere

For the third time in 14 years, a university-
based study group has examined the insti-
tution of the presidential press conference
and found it seriously flawed. this time as
used by President Ronald Reagan. A com-
mission ot journalists, former White
House aides and academics convening at
Harvard’s John FE Kennedy School of Gov-
ernment has urged that future presidents
meet the press more frequently—and in a
less formal setting—than has been the case
for the past several administrations. Infre-
quent press conferences held in prime time
in the White House's ornate East Room in
the presence of television cameras. the
report says, make for “events,” not tor
exchanges beneficial for the President or
the press, or the public.

The aim of the recommendations, said
Marvin Kalb, chairman of the commission
and director of the Kennedy Schooi’s Joan
Shorenstein Barone Center on the Press,
Politics and the Public, which sponsored the
study. is a restoration of “the habit of fre-
quent. routine and undramatic news confer-
ences.” as well as the introduction of “a
variety of alternative formats.” Restoration
of a teeling of intimacy between President
and press also seems one of the goals.

The commission, which worked on the
project for more than a year, made two
recomniendations. Its first is that the Presi-
dent meet with the press on a regularly
scheduled basis, twice a month. during day-
time hours. The second would accommo-
date what the commission recognizes as a
need for the public to see “their President at
work in prime time.”

It is the daytime press conterences the
commission appears to regard as the more
important, in terms of providing informa-
tion. At least one of the daylime press con-
ferences. the report says, should be open to
television coverage, but in the White House
briefing room, or in a similarly unostenta-

tious location, with the reporters restricted
largely to those who cover the White House
regularly. Only a limited number of seats
would be set aside by lottery for news orga-
nizations that do not maintain a full-time
White House reporter. (With the number of
reporters accredited to the White House hav-
ing swollen from less than 1,000 to over
2.500 in the last 10 years, the commission
believes unrestricted attendance makes for a
heated atmosphere at press conferences, as
reporters compete (0 put questions to the
President.) The sessions should last at least
30 minutes.

The other daytime news conferences
would be with “smaller groups of journal-
ists,” and “need not be televised ‘live,” " the
report says. But transcripts and tapes from a
pool camera would be made available to
other reporters. Clips could be shown on
evening nNews shows.

As for the prime time press conferences,
the commission recommends a minimum of
six of them during the year. At least three of
these. the report says. “‘should be for the
regular White House reporters.” The re-
maining three could, presumably, be with
network anchors. The report also calls on
the President to consider “a variety of other
formats with smaller groups of journalists
that would allow prime time exploration of
his views and policies in more detail.”

The commission, in a news release. said
that former Presidents Gerald Ford and Jim-
my Carter. both of whom contributed their
views to the commission, have endorsed the
recommendations. So had Democratic
presidential candidate Michael Dukakis.
But the¢ commission said President-elect
George Bush's campaign declined to do so.

As the report notes, the first time a promi-
nent university issued a report on the presi-
dential news conference was in 1974, in the
wake of Watergate. Then, the “acute con-
cern about the collapse of the presidential
press conference as a key means of commu-
nication between the President and the pub-
lic” led the National News Council to com-
mission a study by Boston University's

Litigation alteration. A four-month, naticnwide survey by the Society of Professional
Journalists, Sigma Delta Chi, indicates that the number of libel cases filed against the news
media has declined. But taking their place as a drain on media organizations' time and
financial resources is access litigation. The study, based on a survey of lawyers for 24 of 31
newspapers, broadcast stations and news organizations polled, said those organizations
are turning increasingly to lawsuits brought under First Amendment and state laws to gain
access to public proceedings and public information. At the same time, 20 lawyers said the
number of new libel suits filed against their clients had fallen appreciably.

The survey attributes the sudden proliferation of access disputes o "news organizations’
resistance to the increased closing of courtrooms and public meetings, the routine sealing of
court files and the unauthorized withholding of government documents.” On the other hand,
the decline in the number of new libel suits is attributed to the heavy burden libel plaintiffs
must bear, as well as to renewed efforts by the media to guard against livel claims, including
closer editorial supervision of investigative reporting, greater reliance on prepubtication
screening by lawyers and more efficient systems for handling complaints.
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School of Communication. Six years later,
the report says, “the disappointments of the
Carter press conference” led to another
study, this one published by the White Bur-
kett Miller Center of Public Affuirs at the
University of Virginia.

“Eight years later,” the commission says
in the report requested by various colum-
nists and Washington bureau chiefs. “the
condition of the press conference has, if
anything, even further deteriorated.” with
reports of its “imminent demise” having
circulated for months. For although Presi-
dent Reagan began, as did President Carter,
by pledging to hold regular press confer-
ences, the report says, it was apparent early
on that the Reagan White House was “much
more concerned with public relations, with
projecting positive images of the President
on television,” than was the Carter White
House, and was “nmuch more sophisticated
in the ability to do so.” And since Reagan
was better with a prepared script than in
answering reporters’ questions at press con-
ferences, the report adds, he and his aides
chose not to meet with the press “at anything
approaching” an original once-a-month
schedule. During the first seven and a half
years of his presidency, Reagan has held 47
press conferences.

As a result, the report says, “the press
conference has become an occasional rather
than a regular event, high on theater and low
on content.” It says neither the press nor the
President can be satisfied. with the press
“frustrated with limited access and their
feeling of being manipulated”—and as a
result shouting questions whenever in ear-
shot of the President—and the President
suffering from the perception “that he is not
really in charge ot his own White House.”

And “paradoxically,” the report says, “as
the press conference has become more open
and public, it has also become less informa-
tive and spontaneous.”

As an institution, the presidential press
conference is 75 years old; its roots can be
traced to the administration of Woodrow
Wilson. Its evolution over the years has
been influenced by the wishes of the Presi-
dent—atter all, the conterence. the report
notes, is the President’s “'call”—and by tech-
nology: television, which made its first ap-
pearance at a presidential press conference
during the Eisenhower administration, was
said to represent “the biggest change” in the
institution. But the development the com-
mission considers particularly “disturbing”
is the trend to fewer press conferences.
Franklin Rooseveit, for instance. held news
conferences twice a week in the Oval oftice
over his 13 years in office.

Because press conferences are now held
infrequently. the report says, they become
an “ “event,” rather than a normal part of the
interaction between the President and the
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people.” The commission felt that “resum-
ing the practice of frequent and regular press
conferences would go a long way toward
restoring some sense of normalcy 1o the
relationship between the press and the Presi-
dent. Conferences would likely be more
coherent and focused. Both the press and the
President would feel tree to explore 1ssues in
greater depth. And regularity would make
preparing tor press conlerences part of the
normal routine of the President.”

Besides Kalb, the members of the com-
mission are Laurence 1. Barrett. Thne Maga-
zine; David S. Broder, The Washington Pust,
David R.Gergen, U.S. News & World Re-
port; John Herbers, Governing Magazine:
Stephen Hess. Brookings Institution: Albert
R. Hunt, Wall Street Journai: Frederick W.
Mavyer. Duke University; Robert McFarland,
NBC News. Washington; Jack Nelson, The
Los Angeles Times: Richard R. Neustadt,
John F. Kennedy School of Government;
Garry R. Orren, John F Kennedy School of
Government; Steven V. Roberts, The New
York Times; Norman Sandler. United Press
International: William J. Small. Fordham
University Graduate School ot Business and
former president of NBC News: Carolyn
Smith, Capital Citics) ABC News; Jack
Smith, CBS News, Kenneth W. Thompson,
University of Virginia; Theodore O. Windt,
University of Piusburgh: Judy Woodruff,
MacNeti/Leler NewsHour, and David
Yount, National Press Foundation. ]

E i e L
Changing economic
coverage

Ted J. Smith 111, associate professor at Vir-
ginia Commonwealth University. has found
that as the U.S. economy. in his view. im-
proved. it received progressively less atten-
tion on network television news shows.

Smith conducted content analyses of
13.915 economic stories aired on three net-
work evening news programs in three one-
year periods between 1982 and 1987 for
what has become “The Vanishing Economy:
Television Coverage of Economic Affairs,
1982-1987,” published by Media Institute,
Washington. Smith also found that the tone
of coverage remained “much the same—
negative—as coverage shified from sector
to secror in a constant search for new prob-
lems.”

Among Smith’s findings: Amount ot eco-
nomic coverage dropped trom 5,335 stories
in 1982-83 to 4.646 in 1984-85. to 3.934 in
1986-87. Coverage of economic indicators,
which Smith says are the “backbone of eco-
nomic reporting.” plummeted 64% during
the same period. As unemployment dropped
from 10.8% to 6.3% and employment fig-
ures surged. coverage of those indicators fell
19%. Coverage consistently emphasized
economic problems and de-emphasized or
omitted economic successes. And while
economic problems were ofien attributed to
Reagan administration policies, gains were
seldom tied to a causal agent. Smith’s study
concludes that “by mid-1986. it would have
been ditficult or impossible for even the
most regular and attentive TV viewer to
form an accurate perception ot how the
American economy was performing.”

TV’s political coverage
not so bad, says book

Both contest and issues covered
by TV news stories; Jackson
received most favorable press

Television journalism increasingly is sub-
jected 10 examination as to its impact on
politics, particularly presidential politics. kt
is so pervasive, so ubiquitous, it seems it
must play a major, if not decisive, role in the
election of a President. Maybe, but maybe
not. A book that contains an analysis of the
networks’ coverage of the 1988 presidential
primaries—the American Enterprise Insti-
tute’s “The Video Campaign: Network Cov-
erage of the 1988 Primaries,” by S. Robert
Lichter, Daniel Amundson and Richard
Noyes—suggests that much of the conven-
tional wisdom concerning television cover-
age of politics is just plain wrong.

There is, for instance, the question of
television’s allegedly consuming fascination
with the horse race aspect of political cam-
paigns. The book. which reports the results
of a content analysis of the 1,338 election
stories that ABC, CBS and NBC aired last
spring, notes that more than 500 dealt with
the horse race and that another 300 dealt
with discussions of campaign strategies.
Yet, the book says, issues coverage was not
driven off the airwaves. There were 215
such stories, including more than 100 re-
flecting concern about Vice President
George Bush’s role in the Iran/contra affair.
Another 75-plus mentioned each of the “big
four” economic issues of 1988—taxes,
trade, unemployment and the state of the
economy.

Indeed. the book indicated that “each of
the 10 most frequently cited issucs was
mentioned in over 50 stories, and [that] 25
issues came up in at least 20 stories,” and

added, *"The moral is that when running well
over 1,000 stories that take up more than 40
hours of air time, the news can cover the
horse race and the issues—at least all the
issues the candidates want to talk about.”

As for the good and bad press meted out
to the various candidates earlier this year,
the Rev. Jesse Jackson is the clear-cut win-
ner for favorable press among Democrats.
“He received the most positive coverage of
any major candidate from both positive and
nonpartisan sources.” the book says. And
while the coverage of the ultimate winner of
the Democratic nomination, Governor Mi-
chuel Dukakis, “hovered near the average
for all candidates,” he, Senator Albert Gore
(D-Tenn.) and Senator Paul Simon (D-I11.)
“all received only slightly more good than
bad press.” Representative Richard Ge-
phardt (D-Mo.) {fell just below the 50%
mark . while former Governor Bruce Babbitt
of Arizona was the media favorite early in
the campaign.

Among the Republicans. Senator Bob
Dole {R-Kan.) “easily outdistanced” Bush
and the Rev. Pat Robertson. Bush's ratings
were mainly negative, “except for a brief
spurt to 67% positive during his run to the
New Hampshire primary.” the only time he
was not regarded as the front runner. By
contrast, Pat Robertson received favorable
press early—about two-to-one positive
throughout New Hampshire. Then, the book
reports, “he was done in by controversies
over his ‘funny facts™ and received the worst
press of any candidate still in the running—
over Iwo-to-one negative.”

What of the press’s alleged partisan bias?
Did it affect the coverage of the candidates?
A comparison of the two parties’ overall
ratios of good to bad press indicated to the

NewsaBeat

offering prime time news simulcast.

News help. NBC has signed an agreement with Satellite Information Systems Co
(SISCOM), Boulder, Colo,, to joinlly develop computer software for automated news
production. The project’s goal is to improve and expand the applications of software
developed by NBC News over the past four years, which was used heavily during the
network's election night coverage last week. SISCOM will market the jointly developed
software with other products in its NewsPro newsroom software line. Under the agreement,
NBC has an option to buy up to 5% of SISCOM's common stock. SISCOM plans to introduce
the first commercial product resulting from the joint venture at the National Association of
Broadcasters convention in Las viegas nexl spring.

Back in Dallas. Hoping to recreate the "catharsis” of 25 years ago, CBS News is
rebroadcasting segments from its coverage of the assassination of President John F
Kennedy. The two-hour special, airing 8-11 p.m. ET, Nov. 17, is produced by Perry Wolff, who
said the job of compiling the segments was complicated by the poor quality of scme of the
original two-inch videolape (CBS has only a couple of two-inch decks remaining). Wolff
added that the job of selecting from the 53 hours of original broadcasts, all of it without
commercial interruption, was made easier by a four-velume transcript of the audio track.
Except for occassional narration by Dan Rather, the special, Fowur Days in November: The
Assassination of President Kennedy, is all culled from original black-and-white material.

Spanish simulcast. Kni-Tv Los Angeles has announced it will simuicast prime time
newscasts in Spanish beginning this month. K1Tvand kTLa, both Los Angeles, are also
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authors that the Democrats have a slight
edge in image—that they had 56% good
press compared to 54% for the Republicans.
“A narrower focus on comments by journal-
ists themselves reveals a wider gap,” ac-
cording 10 the book. “The Democrats re-
ceived 64% good press from journalists’ on-
air evaluations compared with only 52% for
the Republicans.™ But all in all, the book
noted. “the evidence for charges of partisan
bias is less than compelling,” and added,
“Network coverage did not consistently fa-
vor the candidate of one party or one side of
the political spectrum.” Indeed, the book

adds. “A better case might be mdde that they
snnply favored Jackson over cveryone
else.”

As for the media’s “vaunted role in bestow-
ing precious momentum on winners or “hot’
contenders in the carly going,” 1t i1s not,
according 10 the book. “inexorable.” For what
television “gave with one hand, it ook back
with the other,” the book says. It noted that
Gephardt received the most negative coverage
of the major Democratic contenders after the
lowa caucuses. while Dole’s attack on Bush
on the night of the New Hampshire primary-—
he said the Vice President had “fied” about the
senator’s record on taxes—"hecame & major
mediality” (an event whose i impact is inflated
by mediz attention) by resurrecting the “mean
Bob Dole story.” The only candidate 1o derive
lasting benefits from a media boost was said
10 be Jesse Jackson. During the month atier
Super Tuesday. he jumped nine points “to
claim *co-front-runner’ status with Dukakis.”

“As in carlier clections.” the book says,
“the media were dealing the cards in 1988,
But in politics, it’s not just the hand vou're
dealt, i's how you play it that counts.” O

Worldnet transmits
C-SPAN to world

In what is said to be experimental
operation, USIA’s TV service relays
24 hours of programing, most of it
provided by cable service

The U.S. Information Agency's Worldnet
international television scrvice has been
banned by Congress from transmitting the
so-called passive programing—news and in-
formation—it produces. But last week, the
five transponders on threesatellites that car-
ry Worldnet programing around the world
were lit up again full time. relaying 24 hours
of programing—most of it provided by C-
SPAN. The operation was said (o be experi-
mental, and neither side is paying the other.

USIA and the Cabie Satellite Public Af-
fairs Network announced an agreement un-
der which USIA on Wednesday (Nov. 9)
began transmitting C-SPAN by way of
Worldnet, whose signal can be picked up in
countries around the world. The agreement
calls lor 24 hours a day of C-SPAN muaterial
interspersed with USIA's regular interactive
programing, usually press conferences in
which American officials in Washington are
questioned by reporters in American embas-
sics abroad.

Worldnet,

established in 1983 as the

world’s first global satellite television net-
work, was designed primarily for the pro-
duction of such telepress conferences. and
embassies in more than 90 countries are
equipped with earth stations to receive
Worldnet programing. But ielevision sta-
tions and cable systems around the world
also carry the material.

C-SPAN is the only 24-hour network pro-
viding live. umnterrupled coverage of major
polnlcai and public aftairs. Its regular fare
includes House and Senate floor debates,
congressional hearings. viewer call-in pro-
grams, speceches at the National Press Club
and a varicty of special features. Charles Z.
Wick. USIA director, sces C-SPAN as help-
ing USIA fulfill its mission. “The quaiity of
C-SPAN programing is well known, and,”
he said, “USIA is delighied and honored to

be able to carry this fine material to our
audiences overseas.”

As for C-SPAN. Brian Lamb, its chair-
man, said. “We welcome this arrangement
because it allows us to experiment with
showing viewers abroad the same process of
American government that we currently of-
ler 41 million households in this country.”

Worldnet stopped transmitting its passive
programing on Oct. | in line with legistation
Congress passed last vear. The Ieulsldnon
required suspension of the programing if
USIA could not demonstrate an audience of
two million. in Europe. A survey indicated
an audience of some 10% of that fgure.
However, USIA hopes it can persuade the
new Congress to enact legislation permitting
it to resume its news and information pro-
graming service. 0

Once a trademark,

not always a trademark.

They were once proud trademarks. now
they're just names. They failed to take
precautions that would have helped them
have a long and prosperous life.

We need your help to stay out of there.
Whenever you use our name, pleasc use it
as a proper adjective in conjunction with
our products and services: ¢.g., Xerox
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copiers or Xerox financial services. And
never as a verb: “to Xerox” in place of 1o
copy,” or as a noun: “Xeroxes” in place of
“copies.”

With your help and a precaution or two on
our part, it’s “Once the Xerox trademark,
always the Xerox trademark ™

Team Xerox. We document the world.
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Low-power

After years of little growth, LPTV
is taking off, with CP’s being
granted with increasing frequency,
greater availability of programing

It may have taken a long time. but the low-
power television industry has finally gotten
off the ground. The naseent industry. with
427 reported stations on the air. held its first
convention umder the Community Broad-
casters Association banner in Las Vegas two
wecks ago. And although the industry is
airborne. just how high it will fly will de-
pend on a host of regulatory. financial. tech-
nical and programing factors.

“I'm very bullish on the industry.” said
John Kompas. CBA president. Until recent-
ly, he said, “the problem was getting over
the bad rap that LPTV had for so many
years.” That began when the FCC autho-
rized LPTV and thousands of applications
poured into the commission in the early
1980's. Processing was slow, and hundreds
of applicants lost their money and enthusi-
asm for the business, said Kompas, grinding
the industry to a halt,

That cessation of business. in turn. “has
created a tremendous CP |construction per-
mit] market.” said Kompas. which is fueling
the industry’s recent growth. Kompas re-
ports that 427 stations are licensed, with
about 150 producing local news. sports and
public aftairs programing (an average of 16
hours per week). and selling local advertis-
ing time. Of the remaining stations. Kompas
estimates 60 are affiliated with educational
groups or PBS. |5 are subscription televi-
sion stations. 75 are “'satellators, ™ or stations
that retransmit programing from a satellite,
such as the religious Trinity Broadcasting
Network, while the remainder are typical
broadeast translators.

Kompas estimates there are 1.400 out-
standing CP’s at present. with another 500
more to be granted by year's end. The sta-
tion sign-on rate is about 15 per month, he
said, with 10 to 11 per month being stations
that originate local programing. Last month,
in fact. the FCC licensed 61 stations to go on
the air, the largest one-month total in history.
said Kompas.

As the industry grows. obtaining financ-
ing, programing and cable carriage becomes
increasingly less difficult. “Programing
used to be a real concern,” Kompas ac-
knowledges. but that is no longer the case.
“Most of the syndicators are dealing with
the stations.” he said, and other national
networks, many of them from the cable
industry, are supplying large chunks of pro-
graming to LPTV stations. They include the
Learning Channel, Country Music Televi-
sion, Telemundo. Acts. FamilyNet, Capitol
TV Network, Channci America. RFD TV
and Video Marketing Network. Kompas
said some LPTV stations are Fox affiliates,

riding high

while others have programing running the
gamut from Star Trek: The Next Generation
to My Mother the Car.

LPTV has always gotten the rap that its
programing consists of what other broad-
casters and cable networks have passed by.
“There is obviously time to fill.” said Kom-
pas, "so you do have older syndicated pro-
graming.” But “most of our people are niche
broadcasters,” said Kompas, scheduling
programing for specific market segments.
There is ethnic programing—Hispanic,
black, Indian, Hunan and Korean—on
LPTV stations. he said. There are also

Kompas

LPTV broadcasters accumulating stations in
areas with similar demographics. One group
has plans for stations in Killington. Vt.;
Aspen, Colo., and Park City, Utah, which
will carry ski-oriented programing and be
pitched to ski advertisers that would not
ordinarily buy national advertising time.
Other station networks are addressing senior
citizens, Hispanics and farmers, he said.

“It really boils down to doing a market
analysis,” said Kompas. “At one time, we
all used to jump into broadcasting and think:
*Gee it’s 2 nice money machine.” We opened
the envelope once a month. and here comes
the check from the network or the ad agency.
Now you have to get in there and you have
to be smart. You have to analyze and fill the
niche.”

Financing is also coming easier, said
Kompas. There are 10 to 15 stations, he
said. that have received nonasset-based eq-
uity from national banks and lending institu-
tions in the past year. Last year, he said, the
figure was zero.

Most of the money, however, is coming
from private investors, said Kompas. Sta-
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tions typically cost between $400,000 and
$600,000 to put on the air. LPTV operators
usually purchase used equipment, although
Kompas said that is more a function of
equipment suppliers being backlogged on
new orders than attempts to be frugal. The
typical staff of 10 to 15 at an LPTV station
wears multiple hats, responsible for several
different functions. “It’s very much like ra-
dio,” said Kompas. That analogy is espe-
cially typical of the rural LPTYV station, said
Kompas, which differs in programing and in
operation from its urban counterpart. “The
industry is growing up in two very distinct
market segments,” he said.

Still, the overriding LPTV question is: “Is
it a business?” Yes, said Kompas, who said
he knows of 20 stations that are in the black,
achieving that status between 14 to 18
months after sign-on. Stations can generate
positive cash flow of $200,000 a year, he
said. But he also estimates that 15 to 20 have
gone dark after sign-on, and he attributes
that to either “overexpending” initially or
lack of cable carriage.

The latter is key, but LPTV operators take
a more businesslike approach to carriage,
Kompas said. *In some cases the LPTV guy
will promote the cable system in exchange
for carriage,” said Kompas, by regularly
airing a 30-minute promotional tape about
what’s on cable. Others gain carriage be-
cause an LPTV station’s local programing
fulfills many operators’ local origination re-
quirements. “We know cable carriage is
extremely important,” said Kompas, “but
we approach it in a logical business sense.”
An August survey found that 51% of the

LPTV stations were carried in their town of
license, an increase over the 48% figure the
previous December.

As the industry emerges from its embry-
onic state, Kompas sees a lot of blue sky.
His belief that 6,000 to 7,000 stations could
be on the air by the year 2000 is likely to
raise other broadcasters’ eyebrows. But he
sees Tallahasse Fla., as a model. The ABC
affiliate there, wWTXL-TV, which serves both
Florida and Georgia viewers, has an LPTV
station that concentrates on Florida news
and sports. The station, while still carrying
local news, concentrates on national and
regional news. He sees WTXL-Tv eventually
getting an LPTYV station in Georgia to serve
that subset of its audience with specific
programing for that area. “It’s a hub and
spoke arrangement,” he said, and estimates
there will be “a whole ton” of that in the
future.

“What we have here is the replay of
history,” said Kompas, when surveying
LPTV’s role in the Fifth Estate. “The big
radio networks were broken down into Class
Il AM’s. It’s just the same thing. We're

taking the big television networks and mak-
ing them more responsive.

The CBA convention in Las Vegas drew
more than 300 attendees, including 25 ex-
hibitors, and by Kompas’s account, it was a
success. For instance, Television Technol-
ogy Corp. reported writing more orders on
the CBA floor than at the National Associ-
ation of Broadcasters annual convention,
and all the exhibitors told Kompas they’d be
back next year. Syndicators Four Star and
Republic Pictures were also at the show, said
Kompas, as well as several of the cable
programing networks pitching the industry.

Next year the association plans to meet
during the NAB convention, as has been its
past practice, but Kompas said its annual
meeting may be moved up to June or July.
There is too much happening to wait a
whole year to meet, he said.

Given its history, that enthusiasm is prob-
ably understandable. “It has taken longer
than 1 ever wanted it to,” said Kompas of
LPTV’s climb, “but we hung in there and we
think we’re at the point where it’s just going
to grow geometrically from this point on.” O

Kmzo-Fm Henderson, Nev. 0 Sold by Olympia
Broadcasting Corp. to Commonwealth Broad-
casting of Northern California for $6.7 million.

I N C O R P

COX ENTERPRISES, INC.

has acquired

WWBA (FM)

St. Petersburg, Florida
for
$17,100,000

from

METROPOLITAN BROADCASTING
CORPORATION

We are pleased to have represented
the buyer in this transaction.

BLACKBURN @C‘Qw

O R A T

WASHINGTON, D.C. 20036
1100 Connecticut Ave., NW
(202) 331-9270

400 Colony Square
(404) 892-4655

Media Brokers & Appraisers Since 1947

ATLANTA, GA 30361

CHICAGO, IL 60601
333 N. Michigan Ave.
(312) 346-6460

BEVERLY HILLS, CA 90212
9465 Wilshire Blvd.
(213) 274-8151
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Seller is Seattle-based group headed by
James D. Ireland Ill, chairman, and Ivan
Braiker, president. It Oowns KYAK(AM)-KGOT(FM)
Anchorage and KIAK(AM)-KQRZ(FM) Fairbanks,
both Alaska; kmGx(Fm) Fresno, Calif.; KXXR(FM)
Kansas City, Mo., and Kio-amFm Reno, New.
Buyer is San Diego-based group headed by
Dex Allen. It has interest in KyxiFmy Yuma, Ariz.
It is selling krOY(FM) Sacramento, Calif. (*In
Brief," Nov. 7). Kmza-rm operates on 1005
mhz with 98 kw and antenna 1,180 feet above
average terrain. Broker: Media Venture Part-
ners.

Kmeo-Fm Hallbrook, Calif. O Sold by North
County Communications Inc. to Galaxy Broad-
casting Group for $850,000. Seller is headed
by Wally Reid and has no other broadcast
interests. Buyer is principally owned by Bob
Jacobson, formerly general manager of KNJO-
Fm Thousand Oaks, Calif. It has no other
broadcast interests. KMLO-FM Operates on
107.1 mhz with 3 kw and antenna 300 feet
above average terrain. Broker: Blackburn &
Company Inc.

Wkra-am-Fm Holly Springs, Miss. 0 Sold by
Mike and Susan Davis partners to Ralph H.
Doxey and John Robert Greer for $330,000.
Seller has no other broadcast interests. Buy-
er has no other broadcast interests. Doxey is
Holly Springs attorney and former Mississippi
state representative. Greer owns insurance
company. WkRa is daytimer on 1110 khz with 1
kw, and wkRA-FM Operates on 92.7 mhz with 3
kw and antenna 357 feet above average ter-
rain. Broker: The Thorburn Co.

KzeL(Fm) Natchitoches, La. O Sold by Barron
Communications Inc. to Bundrick Communi-
cations Inc. for $488,750. Seller is owned by
Ben Barron, 80%, and Carolyn Cloutier, 20%,
who have ng other broadcast interests. Buyer
is owned by Hal M. Bundrick, who has no
other broadcast interests. KzeL operates on



L.A. FM, San Francisco AM sold to Douglas

Universal Broadcasting Corp. has agreed to sell kmax(FMm) Los
Angeles and kesT(am) San Francisco to Douglas Broadcasting
Inc. for $23 million, plus a tax certificate for selling to a minority
broadcaster.

In selling to Douglas, who is black, Universal is taking advan-
tage of the FCC policy promoting minority ownership by giving
tax breaks to those who sell stations to a buyer that is minority
controlled (BROADCASTING, Sept. 26)

Universal, a Mineola, N.Y.-based group of six AM's and three
FM's, is owned by Marvin B. Kosofsky, Howard Warshaw and
Miriam Warshaw. It sold six stations to Marsh Broadcasting
earlier this year for $15 million (also under the minority policy
["Changing Hands,” Cct. 26, 1987]). Dick Marsh, the buyer in
that deal, is of Hispanic descent

John Douglas, head of Douglas Broadcasting Inc., is the
former owner of ksTs(Tv) San Jose, Calif. He sold that station in
1987 to Telemundo Group Inc. for $9.5 million and a noncom-
pete agreement (“Changing Hands,” June 29, 1987). He plans

to continue operating kmMax and KEesT with the same formats

The decision to sell takes Universal one step further down the
road of "refocusing” its broadcasting business from specialized
format stations to more conventionally formatted operations,
according to Jeffrey Warshaw, Universal's vice president of
finance.

Specialized formats generally have a unique situation in a
market. Kmax, for example, airs religious and ethnic program-
ing. Arbitron's summer 1988 ratings book gave it a 0.3 share
with the 12-plus age group, Monday-Sunday, 6 a.m.-midnight,
and kesT (varied foreign language programing) was not even
rated. However, according to Warshaw both stations are profit-
able. The stations are narrowly targeted to specific audiences
and serve as advertising outlets for church and ethnic organiza-
tions and businesses.

Kmax operates on 107.1 mhz with 3 kw and antenna 240 feet
below average terrain, and keST is on 1450 khz with 1 kw full
time. W. John Grandy served as broker in the deal.

959 mhz with 3 kw and antenna 320 feet
above average terrain.

Assets of woao(am}-wamu(Fm) Indiana, Pa. O
Sold by Indiana Broadcasters Inc. to Richard
M. Sherry for. Seller is affiliate of Progressive
Publishing Co., Clearfield, Pa.-based group
controlled by WK. Ulerich. It also owns
weraiam)-warx(Fm)  Clearfield and  Clearfield
Progress newspaper. Buyer has been general
manager of wbaD(AM)-waMU(FM) for eight years.
He is on board of Pennsylvania Association of
Broadcasters. WDAD is on 1450 khz with 1 kw-
U Womu is on 103.1 mhz with 3 kw and
antenna 170 feet above average terrain.
Broker: Commotications Equity Associates.

1 CABLE [

System serves approxiamtely 138 subscrib-
ers. Broker: Communications Resources Un-
limited Inc.

System serving Quincy, Wash. 0 Sold by

Quincy Cablevision Inc. to Sun Country Cable.

Inc. Seller is principally owned by Joe Lieb-
sack, and has no other cable holdings. Buyer
is San Francisco-based MSO headed by Da-
vid Kinley and Lynn Simpson. It serves ap-
proximately 7,600 subscribers in three states.
System serves 2,350 subscribers and passes
3,400 homes with 75 miles of plant. Broker:
Daniels & Associates.

Cable networks say
peoplemeter ratings of
children are not. same
as those from diaries

So far, cable networks are finding the demo-
graphic ratings supplied by Nielsen's peo-
plemeters to be compatible with the demo-
graphic ratings they received from diaries

Systems serving Jesup, Odum, Screven,
Mcintosh County and Camden County, all
Georgia. 0 Sold by Microwave Cable TV and
Jesup Cdble to Bresnan Communications Co.
Sellers have no other cable holdings. Buyer
is White Plains, N.Y.-based MSO headed by
William J. Bresnan. It operates nine systems in
three states, serving approximately 125,000
subscribers. Syslems serve approximately
6,000 subscribers and pass 8.000 homes.

System serving Hudsonville, Mich. 0 Sold
by Falcon Telecable, California L.P, to Centel
Cable Television Co. of Michigan. Seller is Los
Angeles-based MSC serving approximately
10,000 subscribers in 13 states. Buyer is Oak
Brock, IIl.- based MSO serving approximately
500,000 subscribers in 7 states. System
passes approximately 1,700 homes. Broker:
Thoben-VanHuss & Associates Ine.

Stock of Chillicothe Cablevision Inc. oper-
ating systems in South Central and North
Western Ohio. O Sold by Chillicothe Cablevi-
sion Inc. to Times-Mirror Cable Television.
Seller has no other cable holdings. Buyer is
Los Angeles-based MSO serving 967,000 ba-
sic subscribers in 14 states. Systems serve
approximately 29,000 subscribers in 13 com-
munities, inCluding Chillicothe and Washing-
ton Court House.

System serving Howe, Okla. O Sold by J&M
Cable Co. to Cablevision of Texas L.P. Ill.
Seller is owned by James Crouch and has no
other cable holdings. Buyer is Lockney. Tex.-
based MSO principally owned by James Dou-
cette. It operates systems in three states. It is
purchasing systems in North Central Kansas.

NEGOTIATIONS

7700 LEESBURG PIKE
FALLS CHURCH, VA 22043
(703) 821-2552

MIDWEST

State Capital Market
Full Power FM

$4,200,000

BlEGIL L,
RIGHARDS ING.

A Confidential Service 1o Owners & Qualified Buyers

FINANCING  APPRAISALS
TV CATV RADIO NEWSPAPERS

540 FRONTAGE ROAD
NORTHFIELD. IL 60093
(312) 441-7200
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SatellitemFootprints

Cleared from the ¢lear. Less than one week after Congress passed
the "superstation bill” (H.R. 2848), allowing satellite arriers to provide
network signals to defined segments of the home dish market, NBC
began scrambling its few C-band satellite distribution feeds. The
network provided affiliates in Hawaii and Alaska with Leitch de-
scramblers, bucking the industry standard use of General Instru-
ment’s Videocipher |l. NBC began the encryption at 2 a.m. ETon Nov.
1. The other networks have said they are planning, but have not
completed, scrambling of their signals (BroaDcasTinG, Oct. 31).
NBC, however, is an exception, since it is the only network with a
mainly Ku-band interconnection system. With so few consumer Ku
receiving dishes in the market, NBC has said it sees no pressing
need to begin encrypting those signals.

NAB documents C-band stability, Ku growth. Results of a Nation-
al Association of Broadcasters study released last month inClude
finding a 72% increase in commercial television station use of Ku-
band satellite newsgathering vehicles between March 1987 and
August 1988, rising from 71 to 122 stations. Six percent of those
operate two mobile uplinks, and another 15.9% of the TV stations
plan to buy an SNV in the next three years. "Market expansion,” said
NAB, "has been greatest in the small-to-medium-size markets,” and
stations outside the top 50 ADI's now account for one-third of SNV
users. More of those "medium and small market stations without the
financial resources, or need, to purchase their own SNV truck,” it
said, may find fixed Ku-band uplinks a viable alternative.

The NAB report, “Satellites and Broadcasting: Market Directions
and Issues 1988-1989," includes further indications that Ku-band
satellite use has gained an equal footing with C-band among
broadcasters, finding that 96.4% of TV stations use C-band dishes
and 80.2% use Ku-band dishes—that last number partly skewed by
the fact that NBC transmits all its distribution and news and sports
backhaul feeds via Ku. NAB had no equivalent previous period Ku
dish numbers with which t0 compare current numbers, but said that
the growth has clearly been “explosive"—an investment made
more valuable by opportunities to share news stories. Of the 122
vehicle-using stations, it said, 98% belong to sateliite newsgather-
ing networks, services or cooperatives: Conus (45%), NBC's Sky-
com (40%). CBS's Newsnet (25%), ABC's ABSAT (24%), CNN
(13%). Group W NewsFeed (8%). Florida News Network (4%),
Associated Press' News Express (1%) and others (3%).

"Current users,” the report said, “overwhelmingly agree or agree
strongly that their satellite newsgathering activities...are 1) cost-
effective, 2} provided benefits to their viewers, 3) made their station
more competitive and-or 4) improved their news coverage.” The
report is available from NAB Station Services at (800) 368-5644.

]

1989: Europe goes DBS. In addition to France's direct broadcast
satellite, TDF 1, successfully launched late last month (BROADCAST-

European television satellites, three of them DBS, according to the
Arianespace flight manifest: Astra 1, a 16-channel pan-European
direct broadcast satellite (DBS), scheduled to launch Dec. 9; Tele-
X, a Swedish TV and telecommunications bird, to launch in February
1989; Olympus, a European Space Agency TV and telecommunica-
tions bird, to launch in April 1989; TV-SAT 2, the West German five-
channel DBS, to launch in May 1989, and TDF 2, another five-
channel DBS, to launch in November 1989. U.S. launcher
McDonnell Douglas is scheduled to launch another European DBS,
British Satellite Broadcasting's BSB, late next summer.

The December Astra launch will mark what Ariane is calling “the
first commercial launch” of its largest rocket, Ariane 4. Pan Am Sat 1
and two European birds, Meteosat P2 and Amsat IlIC, were carried
successfully into orbit June B on an Ariane 4, but those three
satellites were carried at discount prices, "taking into account the
higher risk” of a demonstration flight, said Arianespace America
director of engineering Eckard Weinrich. But Ariane 4 has same
engine as Ariane 3, a long-used rocket. "One cannot say that
[Ariane 4] is a truly new rockel.” Arianespace is negotialing a long-
term order of the Ariane 4, assuring larger payload capacity and
multiple satellites per launch.

Launch projections. Between 212 and 175 commercial satellites
will be launched between now and the year 2000, according to
results of a 1988 world launch market study conducted by Western
Eurcpe's expendable launch vehicle provider, Arianespace. Out
front among the world’s commercial satellite launchers since the
1986 shuttle Challenger disaster, Arianespace believes U.S. inter-
ests will contract 27% of those taunches (or 57 of 212 satellites),
Eurcpe will contract 32% (68 of 212), Intelsat and Inmarsat will
contract 10% (21 of 212) and other regions, incCluding Australia,
Brazil, Canada, India, Indonesia and Japan, will require the remain-
ing 31% (66 of 212). Over all, the report said, 69% of all the satellites
launched will be communications birds, with Earth observation,
meteorology and scientific missions constituting the other 31%.

Barking out TVRO information. The Satellite Broadcasting and
Communications Association launched the SBCA Information Net-
work on Nov 6. The service is a national satellite-delivered audio
channel sent via wrBs(Tv) Atlanta "barker” channel and will feature a
dealer and consumer call-in program with rotating themes Sunday
through Thursday, 9-11 p.m. ET The show will feature expers
discussing technical, regulatory, programing and public relations
outreach issues, including signal-theft news. Harry Thibedeau,
SBCAs new director of broadcasting and media sales and host of
the show, said the association plans to expand to 24 hours using up
to “a dozen" barker channels.

~ = - SM AR VESTME with one exception—children.
C ATCH A R-IbIN G REkams When peoplemeters debuted two years
STAR L = ago, ratings of children’s audiences became
' . ® Major Texas Market FM, a source of disagreement between Nielsen,
Class C, cash or terms broadcast networks and syndicators of chil-
) ’ ¢ Medium and Small Market dren’s programing to broadcast stations. The
Today Norman Fischer & : / Network Affiliate TVs networks and the syndicators argued then,
Associates is helping smart investors (/* e Southwest Radio Group, and have argued since, that peoplemeters
make bargain basement buys on ; Medium Markets under-report children’s audiences because
Texas properties that have nowhere children do not properly push the people-
to go but up / meter buttons.
NEFRA | e
Norman Fischer has been brokering D 8 £
T dia f g Sept. 26. For 18 months prior to that, cable
pCxashmecialioyLars==Inig / Norman Fischer & Associates, Inc. networks received peoplemeter overnight
times and bad. No one knows how 1 ! Media Brokerage * Appraisals » Management Consultants ratings for in-house analysis only.
to catch the Lone Star like Norman [, 1209 Fuckweay * Austin, Texas 78703 + (512) 4769457 A number of research executives at cable
Fischer & Associates SEE CLASSIFIED FOR FURTHER LISTINGS networks said that so far the demographic
L numbers that cable networks are getting
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Wider reach. The Membership and Ex-
pansion Committee of the National
Academy of Television Arts and Sci-
ences (NATAS} has proposed that
membership and eligibility for local
Emmy awards be extended to profes-
sionals in television markets not now
included in the organization's 17 prima-
ry chapters. NATAS said that under the
plan, the Washington, D.C., chapter, for
example. would take members and
Emmy entries from Baltimore, Rich-
mond, Norfolk, Va., and other nearby
cities. The recommendation will be vot-
ed on by the NATAS board of trustees in
May

A star is born. There is a new star on
lhe corner of Orange and Hollywood
Boulevards in Los Angeles. It belongs
to Jack Valenti, whose presidency of
the Motion Picture Association of Amer-
ica has made him a familiar figure on
Capitol Hill and in Hollywood, and who
now joins the ranks of John Wayne,
Jimmy Stewart, Elizabeth Taylor, Joan
Collins, Tom Selleck and many others
who are immortalized along Holly-
wood’s "Walk of Fame.” Valenti (right),
shown with bodybuilder and actor Ar-
nold Schwarzenegger, received the
star in recogniticn of his contributions
toward the establishment of the motion
picture rating system, which began 20
years ago this month.

The MPAA chief’s star is the 1,879th
on the walk and can be found in front of
the Hollywood Roosevelt Hotel be-
tween the stars of actresses Julie Lon-
don and Pauline Frederick (not the
broadcast correspondent). The tribute
to the Washington powerbroker did not
end there. Los Angeles Mayor Tom
Bradley declared Nov. 1 "Jack Valenti's
Day"

Those enshrined in the Walk of Fame
must pay a $3,500 fee that goes toward
the installation and maintenance of the
star, according to the Hollywood Cham-
ber of Commerce. Each year, there are
some 400 nominees from which about
15 are selected.

Sneak preview. Independent television operators will gather in Los Angeles Jan.4-7 to
contemplate the future of “free TV." It is all part of the Association of Independent Television
Stations’ annual cenvention to be held in the Century Plaza Hotel. Highlights include a
keynole speech by House Majority Whip Tony Coelho (D-Calif.), and an opening session
called, "TV's Next Decade: Twilight Zone or Cheers?" that will examine economic and
viewing trends in television. Program directors can lock forward to several panels including
one on children’s programing that raises the question of whether stations can “afford to stay
in the kids business.” In the area of marketing, independents will hear firsthand from
marketing directors. And they'll get an opportunity to discuss how they might capture more
media dollars from fast food advertisers. A research panel entitled “Data Overload,” with
Linda Ellerbee moderating, will focus on the ratings services and the increasing number of
new products they offer. A technical session on fiber optics is planned.

Regulatory issues will be reviewed by key congressional policymakers. Also slated is a
"Washington Public Policy Power Breakfast” featuring FCC and congressional staffers and a
government relations panel pitting regulators against industry officials, with National Associ-
ation of Broadcasters President Eddie Fritts as moderator. The tentative line-up for that
session includes Paramount’s Mel Harris, the U.S. Telephone Association's John Sodolski.
and TCl's Bob Thomson.

INTV hopes to attract more foreign broadcasters and so it is holding a special session on
international television. As in the past, INTV is leaving the afternoon free for broadcasters to
browse the various suites where programers will exhibit their product. The programing suites

will be open from 2 to 6 p.m. on the 4th, 5th and 6th.

from the peoplemeters are not that different
from those of diaries. Cabletelevision Ad-
vertising Bureau Vice President of Research
Jonathan Sims said that, “all in all. [demo-
graphics from peoplemeters] are a positive
trend for cable.” Sims said that cable net-
works are not seeing lower [adult] demogra-
phic ratings as broadcast television did when
the delivery of peoplemeter demographics
began.

Children's ratings are another story, how-
ever, according to MTV Networks. which
says that 30% of the 2-11 children’s audi-
ence that it sells for Nickelodeon is not
reflected in overnight peoplemeter demo-
graphic ratings. MTVN Vice President of
Advertising Sales Research Howard Shim-
mel said that the lower peoplemeter ratings
have already made an impact on sales. In a
worst case scenario. he said, MTVN’s ad-
vertising revenue could fall by roughly 30%
because of peoplemeters. MTVN did not
guarantee all of its sales against people-
meters. MTVN's sponsorships and promo-
tional tie-ins are not sold with a ratings
guarantee, for example.

Marshall Cohen. MTVN senior vice
president of corporate affairs and communi-
cations. said that peoplemeters are an im-
provement over diaries, which were often
filled out by a parent days after viewing
occurred. But, he emphasized, getting chil-

dren 2-11 to push the peoplemeter’s buttons
is still an impediment to its effectiveness as
a ratings tool. Cohen said that coincidental
phone surveys of viewing patterns repre-
sents the “most pure measurement.”

Indeed. MTVN bases its claim that peo-
plemeter ratings represent a loss of 30% of
its audience on the coincidental studies it
has commissioned Nielsen to do. At a cost
to MTVN of roughly $100,000 each, how-
ever, Cohen said that coincidentals are not a
long-term solution to the problem of proper
audience measurement.

MTVN has seen a gap between ratings of
children’s programing with peoplemeters
and with diaries since Nielsen began to
share unofficial peoplemeter data with cable
networks 18 months ago.

Comparing diary ratings to peoplemeter
ratings for the first six months of 1988.
MTVN’s Nickelodeon was down 21% in
children 2-11, from a 1.1l to a .91. In
teenagers, 12-17, MTV was down 40%
from a diary rating of .4 to a peoplemeter
rating of .25,

Turner Broadcasting Syst