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D-2 has expanded the li

It was only a matter of time. Now Sony D-2

composite digital video offers broadcasters some-

thing they've been waiting for. Time compression.

It's an option now availoble on the DVR-18, Sony’s

three hour D-2 VIR,
The DVR-18’s time

With the DVR-18’s
optional time
compression, you
can squeege more
out of the time
* you've got.
compression and expansion feature is remarkably
advanced. A single plug-in module provides full
audio data recavery as well as precise digital pitch
correction for two stereo pairs of audio signals at
the same time. For example, your main audio
channels and your SAP. All without the need for
any external equipment.

Plus, the DVR-18 gives you Sony’s advanced

picture processing for the highest quality video

playback. And since it’s digital, you'll get a time
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’lhe DVR-18 gives you i
compressed program without losing a generation.

Of course, the DVR-18’s time compression

The DVR-18% pitch correction

makes it easy to keep

your audio in tune,

without the need

Jor external
equipment.

and expansion isn't the only reason why broad-

B MO TR DA - im B <OV -Q TR . DM R A A <MWV @



fisans asain WAHE o OB T O WD R

nits of video and audio.
npress them, -

digital interface. Which means simple, convenient

connection to other digital equipment.

When you compare the size of a Sony DVR-18

to a regulor 1-inch video tape recorder, you'll find

the DVR-18 to be about three times smaller. That's

a pretty big advantage to a TV station, where

space is always at a premium.

To find out more information about the

- ~ The DVR-18 lets you compress
tion of time compression. > % Jour audio signals at the same time.
g
casters should consider D-2. The DVR-18 offers 8 gg L;’ DVR-18, call 1-800-635-SONY.
W —
W, 5 g
recognizable color pictures at shuttle speeds up LU‘-)’ N Because if you haven't thought about
§ag
=
to 100X play speed. It can also accommodate all L 8 <¢ what Sony D-2 technology can do for your station,
o N
0L
three D-2 cassette sizes. So it can give you a full 8 maybe now is the time.

three hour capacity. And it can pre-stripe tape stock

SONY.
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27 / SQUEEZE ON TV
PROFITS FOR 1990

Until recently, TV station
operating margins in 1990
were expected to hold

their own against 1989. But
flat local ad revenue and
events in the Middle East are
starting to cause securities
analysts to lower their
projections and encourage
operators to try to keep costs
one step behind revenue.

28 / BURKE OUT AT (BS
NEWS

CBS News President

David Burke, whose stern
and tight-lipped
management style was
apparently his undoing at
the network, was forced out
last week. He has been
replaced by long-time insider
Eric Ober, most recently
head of the CBS-owned TV
stations division.

30 / IRAQNIPHOBIA

Network correspondents
spent another busy and
controverisal week'in

Iraq. By week’s end ABC’s
Ted Koppel left Baghdad
by choice, while CBS's Dan
Rather was given the boot
by the Iraqi government.
Personality clashes were
not limited to the Persian
Gulf. Rather accused

NBC News executive Steve
Friedman of being the

voice behind an anonymous
quote poking fun at
Rather’s coverage. By
week’s end, CNN had
gotten its first reporter into
Baghdad and had aired the
exchange between Iraqi
president Saddam Hussein
and western hostages in its
entirety. Also in the news
was Jesse Jackson, who has

his own ambitions to
interview Hussein in Iraq.
One of the many questions
left unanswered: Who would
air such an interview.

31 / FAVORING THE
TELCOS?

According to National
Association of Broadcasters
President Eddie Fritts, the
National
Telecommunications and
Information Administration,
which is responsible for
advising the White House on
communications issues,

has an unabashed bias in
favor of the telephone
industry.

32 / PD ROLE PLAYING

Are program directors an
endangered species? In
response to new
marketplace realities, TV
stations are redefining the
role of the program director
and the programing
department nationwide.
Some stations feel less
need for a full time PD;

ABC'’s Forrest Sawyer is working out of Amman, Jordan (page 30)

others have merged them
into a bigger unit comprising
promotion, marketing,
production and public affairs.

34 / HOW SWEET IT IS

After KRON-TV San
Francisco declined to renew
King World Productions’
Jeopardy! and Wheel of
Fortune , the company. in
principle. sold the 1992-94
broadcast rights to KGO-TV
there. An industry source
said King World

sweetened the deal for both
nationally top-rated game
shows by dropping the
combined license fee.

35 / JAGGED EDGE

This year, more than any
other, the television networks
are staggering their new
programing from August
through at least October.
NBC will unveil most of its
new shows in August;

CBS will roll out most of its
schedule over the last

three weeks of September,
while holding at least

three series until October.
Fox begins its premiere
plans on Labor Day
weekend. Only ABC will
premier all of its schedule
during September.

36 / TOP 10 TROUBLES

With a surplus of

incumbent game shows and
reality-based magazine
strips, station programers in
the nation’s top 10

markets surveyed by
BROADCASTING were

chary about allotting prized
early fringe and prime
access time periods to new
syndicated programs. No.

I New York provided only
one access slot for a new
game show, while No. 2 Los
Angeles made three early
fringe game show entries and
one magazine strip

insertion for access.

40 / AM SAVIOR?

Over the last five years,
stations have tried—with
varying degrees of
success—to program
anything that might boost
AM audiences, from round-
the-clock Elvis to game
shows to talk radio. The
resurgence of the last .
named on AM bodes well for
national talk networks—if
local resistance and regional
differences don’t pose too
much of a challenge.

48 / HOW | SPENT MY
SUMMER VACATION

Some cable operators and
programers spent the summer
rearranging contract
provisions dealing with
tiering of services.

Despite any regulatory
decisions from

Washington, MSQO’s are

4 This Week
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requesting the changes,

but programers are setting up
contractual hurdles to

make tiering unattractive.

50 / THE LAST TO LAUNCH

What appears to be the

last major regional sports
network launches on
Wednesday (Aug. 29), when
Turner Broadcasting and

the MSO-owned SportSouth
network appears on cable
systems in the Southeast.
Turner’s Atlanta Braves

and Hawks, Charlotte
Hornets and local college
football will be mainstays of
the service.

51 / NOT SUITABLE FOR
THE ENTIRE FAMILY

With the still lagging pay-
per-view industry looking for
a boost, adult and B-

movie channels are providing
cable operators with
respectable buy rates without
too much marketing

effort.

53 / RULES FOR
RECONSIDERATION

The FCC plans a study of
the broadcasting marketplace
that could lead to

relaxation or elimination of
some broadcast

regulations. One question to
be explored is what

changes broadcast TV has
undergone since the
emergence of cable TV as a
powerful player in the late

1970’s. There have been a lot
of changes since then,

says Office of Plans and
Policy Chief Bob Pepper,
adding: ‘‘Broadcasters are
single-channel providers

in a multichannel world. That
would be my starting

point.”
53 / COME SEPTEMBER

Cable reregulation,
children’s TV, campaign
finance reform and

spectrum fees are a sampling
of the communications
policy issues Congress faces
when it returns next

month.

55 / CLOSER LOOK AT
ITALIAN BILL

Critics say Italy’s
legislation regulating the
broadcast industry does
not achieve its stated goals: to
insure greater pluralism in
broadcasting; to protect
stations from market
dominance by the state-
funded RAI networks and
entrepreneur Silvio
Berlusconi’s private
channels, and to promote
new media ownership.

58 / BED IS MADE

The Advanced Television
Test Center has installed its
RF test bed, a key piece of
equipment invented for
laboratory testing of high-
definition television
transmission Systems.

A look at delayed station sales (page 61)

See you in October: Dallas is among later bloomers (page 35)

60 / DAB DIFFERENCES

The National Association
of Broadcasters was among
those opposing a proposal
by Satellite CD Radio Inc. to
establish a service of 100
local and national digital
audio broadcasting
channels. But some
broadcasters, including
Hubbard Broadcasting,
favored the proposal’s call
for satellite-delivered,
compact disk-quality radio.

61 / HARD TO CLOSE

In the last 12 months,
literally dozens of station
sales have failed to close.
BROADCASTING looks at
some of the yet to close
deals and what part the
current economic climate
has played in the delay. It
certainly is not a seller’s
market right now, but that
does not mean that the
buyers are having

a field day.
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Washington
Swift departure?

Representative Al Swift (D-
Wash.), key member on
House Telecommunications
Subcommittee, could lose his
seat on subcommittee next
year during reorganization of
102nd Congress. Swift is ex-
pected to succeed retiring
Congressman Thomas Luken
(D-Ohio) as next chairman of
Transportation and Hazard-
ous Materials Subcommittee.
But in order to take chair-
manship, he’ll have to claim
spot during first round in bid-
ding process for subcommit-
tee assignments. Ideally,
Swift would like to stay on
Telecommunications, but
there is some question as to
whether he will be lucky
enough to win seat during
second round of bidding es-
pecially since Telecommuni-
cations is so popular. Never-
theless, Swift is not expected
to fade from telecommunica-
tions policymaking scene.
He'll still serve on parent En-
ergy and Commerce Commit-

tee, and as chairman of
Transportation and Hazard-
ous Materials Subcommittee,
which has jurisidiction over
Federal Trade Commission,
he'll oversee advertising is-
sues., many of which affect
broadcast media.

Jury is out

In spite of disappointing pre-
liminary test results, staff of
NAB’s science and technol-
ogy department says it is too
early to say that antenna de-
veloped by consultant Ogden
Prestholdt to reduce skywave
propagation is failure. NAB
executive committee was told
that observations of antenna
in mid-June showed that it
had only 30% success rate.
But Kelly Williams, NAB
staff engineer, said that since
June, NAB has continued
testing and has amassed a
great deal more information
that it is now evaluating. He
could not say whether addi-
tional data will present rosier
picture of Prestholdt antenna.
Final reports are expected to

be released during Radio *90
convention in Boston next
month.

NAB has spent over
$75,000 on antenna project
that it began in 1986. Testing
has been done from broadcast
tower NAB built in Maryland
suburb of Beltsville last year.

New York
Pitching pay

Cable pay-per-view portion
of summer 1992 Olympics,
via Rainbow Programing Ser-
vices (NBC owns 50%), will
field six-member affiliate ser-
vices team to visit top 100
MSOs and major independent
systems between Labor Day
and Atlantic Cable Show
(Sept. 25-27) to pitch two-
week, three-channel event.
One offering they'll take with
them will be choice of multi-
ple options on affiliate agree-
ments, which has been point
of contention between opera-
tors and event rights holders
(NBC and Cablevision). One
option will be traditional pro-

PLAYING IT COOL ABOUT SKYPIX

Seattle-based SkyPix’s proposal to deliver 80 channels to home satellite antennas as
small as 22 inches by early next year (BROADCASTING, Aug. 20) hasn’t fazed principals
of the better known direct satellite powers. At quietly held meeting in New York Aug.
21, top level Sky Cable partners confirmed their unshaken confidence in high-power
DBS’s advantages over SkyPix’s 40-50-w service. Charles Dolan, chairman of Cablevi-
sion Systems, said he never thought Sky Cable would be the only DBS service. ‘‘The last
thing we're concerned with is market preemption,’” he said, adding, ‘‘there is so much to
prove out there in marketing and technology'’ before Sky Cable goes after the 12-18-inch
dish market in 1994. Seconding Dolan was NBC Cable Senior Vice President Tom
Wolzien, who said *‘Sky Cable has time to sort out what works and doesn’t work’* in

digital video.

Additionally, sources inside and outside of competing companies took issue with
SkyPix claims that (1) it can use a mid-power bird to gain 8-1 signal compression, very
small dishes and top picture quality without tradeoffs in one or the other; (2) the
consumer unit will retail at only $700 and (3) its system is truly complete, including error
correction for all kinds of motion. However, Comsat Video Enterprises President Robert
Wussler confirmed that SkyPix has achieved crucial real-time encoding, and chances to
dispel other doubts may come as SkyPix revs up its permanent uplink near New York

next month.

gramer/operator PPV revenue
split, although exact numbers
have not been determined.
Second option is for operator
to pay wholesale license fee
to Rainbow based on number
of subscribers who take PPV
package. Operators then set
their own retail rate, which
provides them with more
pricing flexibility.

Highly overrated?

Rep firms circling clients of
MMT Sales Inc., which last
week was faced with loss of
Act III stations to Seltel (“*In
Brief,”* Aug. 13) may be pre-
mature. Industry insiders
don’t expect defection of sta-
tions from MMT in near fu-
ture. Act 1Il said its decision
had nothing to do with
MMT’s efforts, and other
MMT clients including Re-
naissance Communications
(five TV’s) and Barry Baker,
owner of KDNL(TV) St. Louis,
are said to be very pleased
with MMT.

Swap talk

In one recent week, virtually

. all high-yield media bonds

were down except for those
of Price Communications.
Possible explanation is that
some market participants
have picked up signals sug-
gesting exchange offer for
debt of New York-based
group owner is imminent.
Asked about possibility,
Price owner president and
chief executive officer, Rob-
ert Price, said he has dis-
cussed exchange offer in past
but that nothing definite is
planned. In first half of 1990
company repurchased, at dis-
count, $12 million of high-
yield notes, but as of June 30
still had over $250 million
outstanding. Meanwhile
those expecting exchange of-

6 Closed Cireuit
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8330 ENGINEER RD P.O. Box 11039
SAN DIEGO, CA 921112493
(619)279.3939

NEIL DERROUGH
PRESIDENTAND GENERAL MANAGER

Memo To: Staff of KNSD, San Diego
From: Neil Derrough, General Manager

TOPIC: Murphy Brown

I am pleased to announce that KNSD-TV has acquired the
highly-rated sitcom, “Murphy Brown” to begin stripping in Fall "92.

As you know, San Diego has had a long history of adult sitcoms
working well on affiliates. Outstanding, ensemble shows with
timeless humor like “M*A*S*H” and “Cheers” have performed season
after season in our market, and we anticipate that “Murphy Brown,”
with its award-winning production and writing, will continue this
long-standing tradition of success for our station.

In addition, on the network, “Murphy Brown” and the FY7 crew
have consistently turned in a strong rating story in San Diego. The
audience that they attract not only makes them an ideal early fringe
news lead-in, but also allows us to run them in late-night. This
makes it the perfect affiliate show, enabling us to produce a good
return on our investment run after run.

Best of all, “Murphy Brown” is the kind of show that we can be
proud of presenting five-days-a-week. And the kind of show that
gives us the perfect environment for our important advertisers.

Please join me in congratulating all those people at KNSD-TV
who participated in this most important acquisition for our station.

We can all look forward to Fall 92 and the good fortune that this
valuable asset will bring to our station.

GILLETT COMMUNICATIONS OFf SAN DIEGO, INC,
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fer have noted that cash inter-
est on those notes continues
while company’s cash is low-
er, as is, probably, value of
it’s investment portfolio of
stocks and bonds. Company’s
liquidity could be enhanced if
Price’s affiliated entities,
such as Fairmont Communi-
cations, were to repurchase
notes they issued to Price.
But despite fact that interest
on some of Fairmont notes
held by Price soon increases
from 12%2% to 18%, indica-
tions currently are that Fair-
mont will not repurchase
them and may continue to
pay interest in form of addi-
tional notes rather than cash.

Alexandria

Profile problems

Higher profile enjoyed by
home satellite industry this
past year will be harder to
maintain in coming months.
Year-old agreement among
manufacturers to fund public
relations effort with $1 per in-
tegrated .receiver-descrambler
unit sold ended in July. Not
enough manufacturers com-
mitted to continue fund, which
means Satellite Broadcasting
& Communications Associa-
tion public relations budget
will lose about $30,000 per
month. Plans to hire new PR
firm to replace year-old con-
tract with Hill and Knowlton
have already been scrubbed.

Reinventing
programing wheel

Announcement of Fox Tele-
vision Stations President Bob
Kreek’s move to head up new
Fox Cable Programing ven-
ture and his replacement by
KTTV-TV Los Angeles general
manager Greg Nathanson,
who will do double duty,
prompted speculation that
Fox Stations programing vice
president, Steve Leblang,
was effectively out of pic-
ture. Through Fox spokes-
woman, Nathanson said that
‘“‘the traditional station pro-
graming group executive is

passe.”” Due to ‘‘aggressive
in-house development’ of
first-run programing within
Fox's O&O group, he said,
group is ‘‘redefining the posi-
tion'’ Leblang will fill, add-
ing that **Steve will be a part
of our future in developing
shows for our station group.””
In recent years, Fox TV Sta-
tions Inc. has made rare ac-
quisitions of off-network or
outside first-run programing
and has been using O&O
group as launch pad for such
offerings as A Current Affair,
Pump It Up, Cops and recent-
ly cancelled Tribes.

Boca Raton
Sci-Fi abroad

Cable service Sci-Fi Channel
is setting up separate depart-
ment to handle international
sales affiliations. Cable ser-
vice, which launches first
quarter 1991, is getting inter-

est from Asian and European
media companies to carry
parts of channel, according to
Sci-Fi President Mitch Ru-
benstein. Sci-Fi has signed
deals with handful of British
cable concerns, including two
American cable systems in-
volved in U.K. operations.
One is MSO TeleCable,
which has signed deal for
U.S. carriage as well. Ser-
vice is close to deal in Philip-
pines, and has three interest-
ed parties for Japanese
version of channel.

San Antonio

Speaking of deals failing to
close (see story page 61),
word is that almost one year
after announcement of $6 mil-
lion sale of KFAN(FM) Freder-
icksburg (San Antonio), Tex.,
from Gillespie Broadcasting to

ATTENTION AT THE TOP

First Lady Barbara Bush and elementary school teacher Susan
Michal were at Washington's Kennedy Center for preview
screening of Kidsnet TV and books campaign PSA’s encour-
aging children to read about things they've seen on TV.
Kidsnet is national clearinghouse of television, video, radio
and audio programing used primarily by educators to supple-
ment class materials. Campaign will be helped by active
participation and airing of spots by charter members, which
include A & E Network, Capcitiess ABC, CBS, NBC, Fox
Broadcasting, Discovery Channel, Family Channel, HBO, Jim
Henson Productions, Lorimar Television, MTV Networks-
/Nickelodeon, National Association of Broadcasters, Rainbow
Program Enterprises-Bravo, Showtime and USA Network.

T T—

Waldron Partners deal will go
through. [f that is case it
would be first closing for Wal-
dron since going on spending
spree last year that saw group
sign letters of intent to pur-
chase six radio stations before
establishing senior financing.
Should deal fall through—as
did Waldron deal to buy KvKI-
AM-FM Shreveport, La. and
kBFM(FM)  Edinburg, Tex.,
KFAN(FM) operations manager
Steve Coffman may step in
and try to buy station.

Bala Cynwyd

Primed and
almost ready

Although it has not set pre-
cise date, K Prime now be-
lieves it will be able to launch
its full complement of seven
superstations and three pay-
per-view services by end of
Octaber or first week in No-
vember to limited markets. K
Prime continued to promise
to identify those distant sig-
nals and PVV channels, this
time hoping to name names,
including test markets, as
soon as first week in Septem-
ber.

Boston

Nascent news

Less than year after complet-
ing acquisition of WFXT(TV)
from Fox Television Stations
Inc., new owner Boston Celt-
ics is gearing UHF station
(channel 25) for nightly
newscast as early as fall
1991. Competing Boston sta-
tion source says WFXT is talk-
ing to veteran anchor Tom
Ellis about helping launch 10
p.m. news. Ellis, in his 20-
plus years in market, has
served anchoring stints at
WNEV-TV (now WHDH-TV),
WBZ-TV and WCVB-TV.

Gerald Walsh, president
and general manager, WFXT,
acknowledged that station
will be moving to new studio
facility (with expanded sets
for news operation), but de-
clined comment about negoti-
ations with Ellis.

8 Closed Cirevit
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NOW THERFE’S

FM LISTENERS

THIS WHEN

THE RADIO.

Upscale listeners are fickle. But we have a
cure for fickleness.

We’re the Dow Jones Report, and we help
prevent dial-hopping by providing your FM hs-
teners with what they want.

And independent research shows that what
72% of them want are updates on the economy:
late-breaking reports on the economic storiesand
trends that affect their lives.

The kind of rfg)orting, in short, that Dow

Jones has specialized in for over 100 years.

But the Report won't just help to “anchor”

AWAY TO KEEP

FROM DOING

LISTENING TO

your listeners. It will help attract advertisers as
well. Because they’ve found the Report to be an
appealing vehicle for reaching upscale audiences.
So if you’re concerned about listener defec-
tions, call Jonathan Krongard at (800) 828-6397.
He’ll gladly discuss how your station can become
the exclusive source of the Report in your area.
And how it can create the kind of loyalty that

puts an end to
@\

this type of listening.

NDow Jones Report

Based on listeners to adult music stations with HHI of $40,000 or more. Source: 1987 Statistical Research, Inc. Dow Jones Report is a registered service mark of Dow jones & Company, Inc.

© 1990 Dow Jones & Company, Inc. All Rights Reserved.



B indicates new listing or changed item.

THIS WEEK

Aug. 26-28—Nebraska Broadcasters Association
annual convention. Holiday Inn, North Piatte,
Neb. Information: (402) 333-3034.

Aug. 26-28—Rocky Mountain Cable Show. Santa
Fe, N.M

Aug. 26-29—National Computer Graphics Asso-
ciation fourth annual conference and exposi-
tion. Westin Galleria, Houston. Information:
(703) 698-9600.

Aug. 26-31—"Ethics in Broadcast News,”
seminar sponsored by Povnter Institute for Me-
dia Studies. Poynter Institute, St. Petersburg,
Fla. Information: (813) 821-9494.

Aug. 28—National Academy of Television Arts
and Sciences community service/PSA awards
presentation. Marriott Marquis hotel, New York.
Information: Trudy Wilson, (212) 586-8424.

Aug. 28—Women in Cable. Atlanta chaper.
breakfast. Speaker: Ruth Otte, president, Dis-

covery Channel. Westin Lenox, Atlanta. Infor-
mation: (434) 928-0333.

September

Sept. 3-8—Second annual CNN World Report
contributors conference. Theme: “The impact
of television news on political change.” TV
journalists “from around the world who have
contributed to CNN World Report” are invited to
participate. CNN Center, Atianta.

Sept. 5—National Academy of Television Arts and
Sciences. New York chapter, drop-in luncheon.
Speaker: Wiliam Samuels, president, ACTV
Inc., with demonstration of individualized par-
ticipatory programing. Copacabana, New
York. Information: (212) 768-4510.

m Sept. 5—"Leapfrogging analog HDTV di-
rectly to a fully digital standard: Is an interme-
diary standard necessary?" sponsored by Co-
lumbia University Graduate School of Business,
Center for Telecommunications and Information
Studies. Speakers include Julius Barnathan,
Capcities/ABC; Bruce Franca, FCC and Rich-

ard Solomon, MIT. Uris Hall, Columbia Univer-
sity, New York. Information: (212) 854-4222.

Sept. 5-6—"The 1990 Elections: Looking To-
ward the Future,” conference for journalists
sponsored by Washington Journalism Cenfer.
Watergate hotel, Washington. Information:
(202) 337-3603.

Sept. 6—Association for Maximum Service Televi-
sion annual HDTV updz.:e conference. Westin
hotel, Washington. Information: (202) 462-
4351.

Sept. 6-7—40th annual Broadcast Sympo-
sium, sponsored by Institute of Electrical and
Elecironics Engineers. Broadcast Technology Soci-
ery. Hotel Washington, Washington. Informa-
tion: (703) 739-3854.

Sept. 6-10Cinetex 1990, film market, pro-
duction exposition, international comedy film
festival and conference sponsored by The In-
terface Group, in collaboration with The Ameri-
can Film Institute. Bally's, Las Vegas.

Sept. 7-9—American Women i Radio and Televi-
sion Northeast area conference, "Uniting to
Make a Difference.” Hyatt, Buffalo, N.Y.

Sept. 12-15—Radio %0 convention, sponsored
by National Associatiow of Brvoadcosiers
Hynes Convention Centar, Baston. Futurne meet-
ing: Sept. 11-14, 1991, San Francisco.

Sept. 16-18—Eastern Cazhle Show, sponsored
by Southern Cable Televiaton Association
Wasgnington Convention Canter, Wasnimghon
Future mesling: Aug. 25-27, 1991 Allanla

Sept. 21-25 -Imernational Broadcasling Cian-
varian Elr:gllll;;rl Corngnton Centar, Bnghson,
England. Infermaton: Londan, 44 {7 240-1871
Sept. 24-27—ftadio-Televizion News Divectors
Association international conferance and exhi-
bition. Convertian Cenlar, San Jose, Calil
Sept. 25-27—Atlznlic Cabla Srow. Allantc City
Convention Centsr, Atlantic City, M.J. Informa-
tion: (609) g48-1000.

Oct. 4-7—Sowiety af Hraedeeat Engineses fifth
annual national convention. 51 Louis. Fulure
meeting: Oct. 3-6, 1881, Houston. Infarmation:
1-800-225-8183.

Qct. 11-15—M/PCOM, intermational film and
program market for TV, viden, cable and satal-

lite. Palais des Fe=t|va5 Cannes, France, Inlor-
mation: (212) TH0-BEED,

Qe 13-17—Society of Motior Picturs el Tele-

wigion Knghieers 132nd technical confarence
and equipment exhibit. Jacoh Javits Convertlion
Center, New York. Future conferences: Oct, 26-
30, 1991, Los Angeles; Nov. 11-14, 1992, Msiro
Toronto Convention Center. Toronto.

Oct. 21-24—Association of National Advertia
ers annual convention. Ritz-Carlton hotel, Na-
ples, Fla.

Oct. 30-Nov. 4—National Black Media Cunli-

tion annual conference. Hyatt Regency, Bethes-
da, Md.

MAJOR MEETINGS

Nov, 14-16—Television Bureau of Advertising
annual members meeting. Loews Anatole, Dal-
Ieg

Now, 28-30—Western Cable Television Confer-
ence & Exposition, sponsored by California Ca-
Ble Television Association. Anaheim Conven-
livn Canter, Anaheim_ Calif

Jan. 3-8, 1991—Association of Independent
Telewizion Stations annual convention. Century
Flaza, Las Angeles,

Jan. 14-18, 1991—28th annual NATPE Inter-
matiorn! convention. New Orleans Convention
Center, Mew Orleans

Jan. 24-27, 1991 - Radic Advertising Burezs
Managing Sales Conference, Opryland hotel,
Mashwille

Jan. 25-29, 1991 —Natisnal Religivics Broad-
caster® annual convention. Snerston Washing-
ton, YWashingion

Jan. 2531, 1991—Natione! Association of
Broodeasters winter board mesting, Ritz-Cark
ton. Maples, Fia

Feb, 1-2, 1991 —Sociely of Motion Pichire and
Televimon .E.l‘i‘g"HBG?}- 2ol annual  beevison
conference. Westin Detroit, Detroet, Future con-
ference: Jan. 31-Fen. 1, 1992, Westin Bt. Fran-
cig. San Francisco

Feb. 27-March 1, 1991—Texas Canle Show
sponsored by Tervas Cable TV Asaociation. San
Antonio Conwention Center, San Antoreo, Tax.

March 6-9, 1991- 22nd snnual Country Rago
Saminar, sponsared by Coundry Redio Srogd-
casters. Opryland hotal, Mashwife Inlormation:
[615) 327-4487

March 24-27, 1991—National Cable Television
Association annual conwenticn Mew Orlgans

Convention Center, New Orleans

April 7-8, 1991—Cabletelevision Advertising
Bureau 10th annual conference. Marriott Mar-
quis, New York.

April 15-18, 1991 —_Natwual Assoeialion of
Broadcastsrs £3ih annual corventaon Las Ve
gas Convention Center, Las Vegas. Future con-
ventions: Las Vegas, April 11-14, 1992, and Las
Vegas, May 1-4 (tentative), 1993.

April 19-24, 1991—MIP-TV, international tele-
vision program markalplace. Palais des Festi-
vals. Carnes, France Informabon: (212) 750-

April 21-24, 1991 —Broadeast Finawcic! Mai-
agement Aszociobion 3180 annual convenlicn
Century Plaza, Los Angeles.

May 15-18, 1981 -~ Awmerican Asaociation of Ad-
vertizing Ageneies annual convanlon, Greenkn
er, While Sulphur Springs. WVa

May 1519, 1991—Annual public radio canfer-
ence, soonsored Dy National Pubdic Radio.
Sneraton, Mew Qrleans

18-18, 1891 —Americun Wamen in Radio
et Television 40th annual convention. Omni
hotel, Allanta

June 8-11, 1991 —Amevican Adverfising Feder-
afion rational advedtising conference, Oory-
land, hashville.

June 16-19, 1991 —Hrondeas! Promotion ood
Murketing Erecutives & Broodess! Designers
Asgoeiation annual conferenca. Ballimore Con-
vantion Ceniar, Baltimore.

June 24-27, 1981 —Coble Televizion Adminis-
tration and Marketing Society anmual conter-
ance. Oprytand, Mashvdie

10 Datebook
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You bet
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ABC
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KMST KSFY

CBS ABC

Lubbock Wichita

KAMC KWCH
ABC CBS

Omaha Charleston/Huntington
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CBS ABC

Cleared in 50% of U.S.




YOUT aCcCess.

The face of television has changed.
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Cotamibip?

At of Cohwnbia Pictures Entertainment. lnc.
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Md. Information: (202) 387-8155.

® Oct. 31-Nov. 3—Sportel, “first international
television program market devoted solely to
sport.” Participants will include broadcasters,
cable, satellite and DBS programers. Loews
hotel, Monte Carlo. Information: Vital Commu-
nications, (201) 869-4022.

NOVEMBER

B Nov. 1-4—American Advertising Federation
Western advertising leadership conference.
Marriott Rancho Las Paimas Resort, Rancho
Mirage, Calif. Information: (415) 421-6867.

Nov. 7-10—"Women in Broadcasting '90,”
conference sponsored by European Broadcasi-
ing Union and Steering Committee for Equal Op-
portunities in Broadcasting within European Com-
mission. Zappion Congress Center, Athens,
Greece. Information: (022) 798-7766.

8 Nov. 9-11—Narional Broadcasting Society, Al-
pha Epsilon Rho. Central plains regional meet-
ing. St. Louis. Information: Dianna Kirby-Clark,
(314) 595-4463.

Nov. 10—National Academy of Television Arts
and Sciences Nashville chapter Emmy Awards
presentation. Opryland hotel, Nashville. Infor-
mation: Monty Nugent, (615) 373-8295.

Nov. 11—Caucus for Producers. Writers and Di-
rectors eighth annual dinner dance and fifth
general membership meeting. Los Angeles.

Information: (202) 652-0222.

® Nov. 12-14—"Regulating the Cable Indus-
try,”" satellite delivered course from Cable Man-
agement Education Program, with collaboration
from Women in Cable and University of Den-
ver, originating from Pennsylvania State. Sites
scheduled to receive course are Atlanta, San
Francisco, Chicago and Boston. Information:
Christine Kane, (312) 661-1700.

Nov. 13—Third annual radio/television summiit,
hosted by /DB Communications Group. Hotel
Parker Meridien, New York. Information: Beth
Morris, (213) 280-3779.

® Nov. 13—Academy of Television Arts & Sci-
ences forum luncheon. Speakers: Russell Gold-
smith, Republic Pictures Corp.; Harris Katle-
man, 20th Century Fox Television, and Frank
von Zerneck, von Zerneck/Sertner Films. Bev-
erly Hilton hotel, Los Angeles. Information:
(818) 953-7575.

Nov. 13-14—"America's Fitness Crusade:
Good Food, Good Health and Good Looks,"
conference for journalists sponsored by Wash-
ington Journalism Center. Watergate hotel,
Washington. Information: (202) 337-3603.

Nov. 14—Women at Work Broadcast Awards
luncheon, sponsored by National Commission
on Working Women. Washington. Information:
(202) 737-5764.

Nov. 14-16—Television Bureau of Advertising
annual members meeting. Loews Anatole, Dal-

las.

Nov. 14-16—Annual Private Cable Show. Cae-
sars Tahoe, Lake Tahoe, Nev. Information:
(713) 342-9826.

Nov. 14-18—Communications Turkey 90. Is-
tanbul Hilton Convention and Exhibition Cen-
ter, Istanbul, Turkey. Information: (201) 652-
7070.

Nov. 15—Deadline for entries in International
Fiim and Video Festival for Black History
Month, sponsored by PCTV. Peralta Colleges
Television, cable network. Theme of festival:
“Global Africa: Looking Back-Moving For-
ward.” Information: (415) 464-3253.

Nov. 15-16—C-SPAN “Capitol Experience”
seminar “to provide cable operators with in-
sight into the network’s programing philoso-
phy, reasons to carry C-SPAN and ways to
promote it among their general audience.” C-
SPAN headquarters, Washington. Information:
(202) 737-3220.

Nov. 16—Universiry Network (U-Net) annual af-
filiates conference, preceding National Associ-
ation of College Broadcasters annual confer-
ence. Brown University, Providence, R.l
Information: (401) 863-2225.

Nov. 16-18—Narional Association of College
Broadcasters third annual conference. Theme:
"Voices and Visions: College Broadcasters
Forging the '90's." Brown University, Provi-
dence, R.l. Information: (401) 863-2225.

Nov. 17-19—LPTV annual conference and ex-
position. Riviera, Las Vegas. Information: (800)

COMPLETE YOUR DEFINITION OF ‘““‘CLASS A)’

500/1000W

2047

18 Datebook

efficiency and reliability.

Ultimate 802A Exciter.
3.8 kW

CALL CONTINENTAL ELECTRONICS

Continental Electronics is here 10 assist you with your new definition of
""Class A" You can increase power, increase revenue base, and expand
your listening audience by upgrading your transmitting facility.

Continental has engineered four transmitters to meet your needs. The
500/1000 Watt Iransmitter is single phase and is only 42 inches tall. This
transmitter and the 3.8 kW are totally solid-state and designed for high

The 2.5 kW and the 5 kW transmitters are single tube transmitters. All
Continental FM transmitters include an internal harmonic filter and the

For service after the sale, call the Continental 24-hour tech line. At
Continental, service is an attitude, not a department.

of “Class A"

So, call your Continental Sales Manager to get the complete definition

varian®

continental electronics division —%

PO. Box 270879 Dallas, Texas 75227

Cl

Telephone: 214-381-7161 Fax: 214-381-4949 Telex: 73398
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Global ReLeaf
comes in all
shapes and sizes.

i

AT

It's a fact. Planting trees is one of the best and easiest ways
to help reduce global warming and other serious environmental
problems.

That's why thousands of Americans — of all shapes and
sizes — are doing their part for Global ReLeaf right in their own
communities. And it's why we need more trees to shade our
homes, beautify our town and country landscape, and reduce the
heat-trapping C02 build-up in the earth’s atmosphere.

So grab your shovel and start planting. And call our special
Action Line — 1-900-420-4545. The $5.00 charge actually pays
for planting a tree while supporting Global ReLeaf action across
the country. And, we’ll also rush you detailed information on
Global ReLeaf. You can make a world of difference.

1900-420-4545
CISDAL

QE%LEAF'

A program of The American Forestry Association
Citizens caring for trees & forests since 1875 P.0. Box 2000, Washington, DC 20013
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225-8183.

Nov. 19—18th annual International Emmy
Awards gala, sponsored by the International
Council of the National Academy of Television Arts
and Sciences. Sheraton Centre, New York. Infor-
mation: (212) 489-6969.

Nov. 21-23-—"Managing the Communications
Mix in the Orient and the Pacific,” seminar
designed to assist advertising professionals
working in the Pacific Rim, sponsored by Asso-
ciation of National Advertisers. Sheraton Hong
Kong, Hong Kong. Information: (212) 661-
8057.

Nov. 27—Pay per view conference, sponsored
by Cable Television Administration and Marketing
Society. Anaheim, Calif. Information: Bob Wes-
terfield, (703) 549-4200.

Nov. 28-30—Western Cable Television Confer-
ence & Exposition, sponsored by California Ca-
ble Television Association. Anaheim Convention
Center, Anaheim, Calif. Information: (415) 428-
2225.

Nov. 29 American Sportscasters Association
sixth annual Hall of Fame dinner. Marriott Mar-
quis, New York. Information: (212) 227-8080.

DECEMBER

Dec. 1—National Academy of Television Arts and
Sciences Miami chapter Emmy Awards presenta-
tion. Diplomat hotel, Miami. Information: Christi
Shea, (305) 325-2465.

Dec. 2-7—Poynter Institute for Media Studies
seminar, "Broadcast: Video Graphic Design."
Poynter Institute, St. Petersburg, Fla. Informa-
tion: (813) 821-9494,

Dec. 3-9—Africa Telecom '90, sponsored by
Posts and Telecommunications Corp. of Zimbabwe
and International  Telec ication  Union.
Theme: "Mobilizing Resources for Develop-
ment.” Harare International Conference Center
and Sheraton hotel, Zimbabwe. [nformation:
41-22-730-5244,

Dec. 4-7—Cable Television Administration and
Marketing Society sales management master
course. Orlando, Fla. [nformation: (703) 549-
4200.

Dec. 4-7—Arbitron radio advisory council
meeting. Laguna Niguel, Calif.

Dec. 5-8—Poynter Institute for Media Studies
seminar, "Broadcast: News Graphics for Pro-
ducers.” Poynter Institute, St. Petersburg, Fla.
Information: (813) 821-9494.

® Dec. 12—Academy of Television Arts and Sci-
ences forum luncheon. Speakers: J, Nicholas
Counter lIl, Alliance of Motion Picture and Tele-
vision Producers, and Alfred DiTolla, Interna-
tional Alliance of Theatrical Stage Employes.
Topic: “"New Technologies and Industry
Changes." Beverly Hilton hotel, Los Angeles.
Information: (818) 953-7575.

Dec. 13-14—C-SPAN "Capitol Experience”
seminar "to provide cable operators with in-
sight into the network’s programing philoso-
phy, reasons to carry C-SPAN and ways to
promote it among their general audience.” C-
SPAN headquarters, Washington. Information:
(202) 737-3220.

Dec. 17-20—"Fiber Optic Installation, Splicing,
Maintenance and Restoration for Cable TV Ap-
plications,” training class offered by Siecor
Corp. Siecor, Hickory, N.C. Information: (704)
327-5000.
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Dec. 31—Deadline for nominations for Break-
through Awards, sponsored by Women, Men
and Media, a national research institution of
University of Southern California, School of
Journalism, honoring “media industry's most
significant breakthroughs in the portrayal and
employment of women.” Information: (213)
743-8180.

JANUARY 1991

Jan. 3-6—Association of Independeni Television
Stations annual convention. Century Plaza, Los
Angeles.

m Jan. 14—Academy of Television Arts and Sci-
ences forum luncheon. Speaker: Michael
Fuchs, chairman, Home Box Office. Topic:
“Reality, Relevance and Quality: TV in the
90's." Beverly Hilton, Los Angeles. Information:
(818) 953-7575.

Jan. 14-18-28th annual NATPE International
convention. New Orleans Convention Center,
New Orleans.

Jan. 17-18—Pacific Telecommunications Council
series of "Telecom Skills” workshops. Shera-
ton-Waikiki, Honolulu. Information: (808) 941-
3789.

Jan. 24-27—Radio Advertising Bureau Manag-
ing Sales Conference. Opryland hotel, Nash-
ville.

Jan, 25-29—National Religious Broadcasters an-
nual convention. Sheraton Washington, Wash-
ington.

Jan. 25-31—National Association of Broadcasters
winter board meeting. Ritz-Carlton, Naples,
Fla.

FEBRUARY 1991

u Feb. 10-15—National Association of Broadcast-
ers 26th annual management development
seminars for broadcast engineers. University
of Notre Dame, South Bend, Ind. Information:
(202) 429-5350.

8 Feb. 13-15—Cable Television Public Affairs
Association forum '91. Ritz-Carlton Buckhead.
Atlanta. Information: (703) 276-0881.

m Feb. 19-20—North Carolina CATV Association
winter meeting. Sheraton Imperial hotel, Re-
search Triangle Park, N.C. Information: Kelly
Edwards, (919) 821-4711.

Feb. 26-28—The 13th international "Sport
Summit” conference and exhibition, spon-
sored by American Specialty Underwriters and
held in cooperation with Los Angeles Sports
Council. Beverly Hilton, Los Angeles. Informa-
tion: (301) 986-7800 or {212) 502-5306.

Feb. 27-March 1—Texas Cable Show, spon-
sored by Texas Cable TV Association. San Anto-
nio Convention Center, San Antonio. Informa-
tion: {512) 474-2082.

MARCH 1991

March 6-9—22nd annual Country Radio Semi-
nar, sponsored by Countrv Radio Broadcasters.
Opryland hotel, Nashville. Information: (615)
327-4487.

March 11-13—North Central Cable Television
Association annual convention and trade show.
Hyatt Regency, Minneapolis. Information:

(612) 641-0268.

® March 21—31st annual International Broad-
casting Awards, honoring radio and television
commercials. sponsored by Hollvwoeod Rudio
and Television Society. Beverly Hilton hotel. Los
Angeles. Information: (818) 769-4313.

March 24-27—National Cable Television Associ-
ation annual convention. New Orleans Conven-
tion Center, New Orleans.

APRIL 1991

April  7-9—Cabletelevision Advertising Bureau
10th annual conference. Marriott Marquis, New
York. Information: (212) 751-7770.

April 10-13—National Broadcasting Socierv, Al-
pha Epsilon Rho, 49th annual convention. Sher-
aton Universal hotel, Los Angeles. Information:
G. Richard Gainey, (803) 777-3324.

April 13-15—Broadcast Education Association
36th annual convention. Las Vegas Conven-
tion Center, Las Vegas. Information: (202) 429-
5355.

April 15-18—National Association of Broadcast-
ers 69th annual convention. Las Vegas Con-
vention Center, Las Vegas.

April 19-24—MIP-TV, international television
program market. Palais des Festivals. Cannes,
France. Information: {212) 750-8899.

April 21-24—Broadcast Financial Management

Association 31st annual convention. Century
Plaza. Los Angeles. Information: (708) 296-
0200.

MAY 1991

May 13-15—Pay per view ‘91 annual conven-
tion, sponsored by Cable Television Administra-
tion and Marketing Sociery. Marriott World Cen-
ter, Orlando, Fla. Information: Bob Westerfield,
(703) 549-4200.

May 15-18—American Association of Advertising
Agencies annual meeting. Greenbrier, White
Sulphur Springs. W. Va. Information: {212)
682-2500.

May 15-19—Annual public radio conference,
sponsored by National Public Radio. Sheraton,
New Orleans. Information: (202) 822-2090.

May 16-19—American Women in Radio and Tele-
vision 40th annual convention. Omni, Atlanta.
Information: (202) 429-5102.

JUNE 1991

June 8—National Academy of Television Arts
Cleveland chapter Emmy Awards presenta-
tion. Stouffer Tower City Plaza, Cleveland. In-
formation: Janice Giering, (216) 621-5925.
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CALL
FOR
ENTRIES

55th Annual
Program Competition

Applications are now being accepted for

broadcasting’s oldest program competition

honorng

llence in educational,

informational, and public affairs broadcasting.
Entry deadline: October 1, 1980,

University.

For applications write or call:
F’hylh» Madry

OHIO STATE
AWARDS

INSTITUTE FOR EDICATION BY RADIO-TELEVISION
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EDITOR: It was with great sadness that
we at NTIA learned of the death of Len
Zeidenberg (BROADCASTING, Aug. 20).
Untimeliness is almost always associat-
ed with the passing of one you hold in
high regard.

Len was a dedicated professional and
his coverage of NTIA was fair and accu-
rate. He will be missed by those who
knew him and by those who read him.—
Janice Obuchowski, assistant secretary
for communications and information and
director, National Telecommunications
and Information Administration, Wash-
ington.

EDITOR: All of us here are terribly sad-
dened by the death of Len Zeidenberg.

BROADCASTING’s  loyal following
among the nation’s communications
lawyers is attributable in no small mea-
sure to Len’s skillful reporting and
thoughtful analyses of legal events and
decisions over the past 30 years. His
contribution to our profession will be
remembered fondly, and with immense
gratitude.—Robert A. Beizer, Sidley &
Austin, Washington.

DAB: UHimate shortwave band

EDITOR: There was an ad recently in a
national newspaper for a $49 portable
shortwave receiver. The ad claimed you
could hear critical and timely decisions
coming out of exotic locales such as
Cairo, Baghdad, and Amman. For those
of us who actually try to listen to these
low-powered shortwave stations (with
our 120-foot dipoles and $1,500 receiv-
ers) and who put up with the static and
crowding on the shortwave bands the ad
was amusing.

As WARC 92 approaches and we
scramble for DAB spectrum space, I
hope we can see the potential and allow
room aléng with our personal interests
for what could be the ultimate interna-
tional band. Every country that wishes
could have its own channel. A crystal
clear interference-free outlet to the rest
of the world. Can there be a better use of
this technology? Can you imagine the
market for receivers when you actually
can hear Baghdad and Amman?—Bob
Botik, president, Botik Broadcast Ser-
vices Inc., Austin, Tex.

Engineer’s lament

EDITOR: As an experienced veteran of
broadcasting, both as an engineer and air
talent, I have spent a considerable
amount of time and money trying to find
a job. The effort seems futile, at best,
and since I can no longer find any an-
swers concerning the industry, I have
decided that it is time to make a few
comments:

*‘Good engineers are hard to find.”" I
hear this comment often from the radio
people I talk with, and I have to reply,
**Not as hard as it is to find a decent
salary.’’ Apparently, it has become eco-
nomical to let equipment deteriorate to
the point that it has to be replaced, rather
than take care of it in the first place.
**Oh, but we have a contract engineer."’
That may be so, but is he truly ‘‘on
call"* 24 hours a day, and does he per-
form more than the basic maintainence?
Is your audio and RF signal all that it
could, or should be? In other words, are
you really getting your money’s worth?

So what’s an engineer worth in to-
day’s marketplace. According to a 1985
salary survey, radio engineers in the top
50 markets averaged $29,800; top 100,
$25,000; below top 100 $18,600. Addi-
tionally, many of the fringe benefits in-
cluded paid vacations, paid sick leave,
paid medical, and some included life
insurance and dental, to name a few.
Remember, these are 1985 figures,
without realistic consideration for to-
day’s cost of living due to inflation.

Why do I bring this up? It’s because
like so many of us, there seems to be a
nee to make general managers aware,
and to essentially supply them with a
reference for negotiations. Our educa-
tion was expensive; our experience in-
valuable. Add to that the fact that in a lot
of situations, we also have to supply the
tools and test equipment, which by the
way is not cheap. But as the adage says,
*“You get what you pay for.”’

In closing, if you need an engineer,
consider the facts. And, if you are lucky
enough to find an engineer willing to
pull an airshift, especially if he is willing
to work within an approximation of in-
flation corrected figures, you'll probably
find that in the long run, you’ll be finan-
cially ahead of the game. In essence, a
good engineer can help you save money,
and make money.—Eric Stevens, High-
land, Ind.
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MONDAY MEM(

A radio advertising commentary from Charles Blackmon, Xerox manager of advertising
and sales promotion for office products, New York

Ithough Xerox has had successful

relationships with such major ad

agencies as Backer Spielvogel
Bates, Lowe Marschalk and Blair Ad-
vertising, we recently initiated an unusu-
al collaborative relationship with Radio
Band Of America, A New York-based
commercial production company which
specializes in original music and offbeat
radio advertising to produce a new radio
campaign for our dealers.

All our agencies serve us well when it
comes to devising effective advertising
to meet our needs as a manufacturer, and
working together we have produced sev-
eral award-winning campaigns. Howev-
er, when a manufacturer distributes their
products through dealers, they must sat-
isfy a unique set of needs.

Three years ago, radio advertising oc-
cupied a fourth or fifth place position in
our dealers media mix as measured by
their co-op expenditures. Today it stands
second only to print as a core of our ad
buy. Obviously, it is crucial that we
provide our dealers with high quality
breakthrough advertising they’ll use.
Manufacturers provide advertising al-
lowances to dealers to promote the sale
of their products. Often, it’s these mate-
rials that actually drive the effective use
of the allowance. From the manufactur-
er’s perspective it is important that ad-
vertising placed by the dealer be strate-
gically correct in terms of its message
and approach. From the dealers the ad-
vertising must allow them to promote
their own identities as independent busi-
ness, and it must work in context with
their other efforts.

There have been changes in Xerox
philosophy over the past few years. One
of the most important of these has been
the expansion of our channels of distri-
bution to include relationships with
Sears, Lechmere, Highland and other
major national retailers, independent of-
fice dealers and a highly successful sales
agent program.

Since Xerox began selling through
multiple channels of distribution, we
have studied our dealer’s advertising to
determined what works most effectively.
Through this research we found newspa-

per and radio to be the most commonly
used media. Therefore, I was deter-
mined to provide the most effective

newspaper and ra-

open perspective and approach the pro-
ject from the dealer’s side. They could
balance our needs as a manufacturer
with the needs of our dealers. The result
more effective advertising and better uti-
lization of the advertising allowance we
provide.

I provided Radio Band with input on
our products, and feedback from our
dealers on previous campaigns. What
emerged from the studios a week later
cut right to the (funny) bone. The spots
for our desktop copiers and typewriters
were targeted with sales messages
clothed in well-etched comedy routines.

For a trade-in promotion, a character
was created who tries to swap his ama-
teur impressionist brother-in-law for a
new copier; for the whisper-quiet 62 se-
ries typewriter we devised a boss who
thinks his secretary is a Ninja, and for
the 50 series copier we eavesdropped on
a sales meeting of a fictional copier
company that finds itself in **deep clam
dip”’ trying to match Xerox value.

Both my custom-

dio materials possi-
ble.

ers at Xerox and our

“F h dealers were de-

Virtually all of rom tne lighted with the re-
our agengé/ cTative manufacturer’s sgl:ls. Il wa(sj tespe;
groups BS, Lowe, e Jh cially pleased to ge
Marschalk  and perspective 1L is that sort of positive
B!ali]r Rhg;d\ worked important that feeﬁ)ack.. These
wit to pro- ) good notices cou-
duce radio for their advertis ing p laced by pled with the expe-
clients. They know the dealer be rience of working

what worked for
radio, how to write
and produce for it,
and how to get the
most out of it.
And, they are en-
thusiastic about the
medium.

An independent
production compa-
ny was uniquely po-
sitioned to create
the campaign.
Agencies tend to
emphasize their cli-
ent’s point of view.
An outside supplier
can have a more

strategically correct in
terms of its message
and approach. From
the dealer’s, the
advertising must allow
them to promote their
own identities as
independent
businesses, and it must
work in context with
their other efforts.”’

directly with the
creative team on
this project lead me
to believe that we’ll
use this process
again.

Does this mean
Xerox will rely less
on our agency part-
ners in the future?
Not at all. We will
also continue to
draw on creative
boutiques and other
specialists to make
sure we continue to
meet our dealers
needs.
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“For precision studio production, the Sony BVP-270
CCD camera meets our requirements across the board.”

— Rex Greenwell, Director of Engineering, WDSE-TV, Duluth, Minnesota

As WDSE marks a quarter century of
distinguished public broadcasting, they
are once again at the forefront of
broadcast technology. Because they're
the first facility nationwide to take delivery
of three new CCD studio cameras — from
Sony. A company which pioneered
worldwide CCD development for ENG/
EFP applications.

“We're a leading public broadcast
station. This stems from our commitment
to local programming, plus a progressive
technical stance. So when the time came
to replace our tube cameras, we knew
that the equipment had to be high-end,
with specifications designed for precision
studio work. Including everything from
magazine format and call-in shows, to live
broadcasts.

The Sony BVP-270 Studio Camera
gives us that kind of versatility. With the
high picture quality and stable day to day
performance we needed to justify going
with a CCD camera. Furthermore, it
eliminates the need for registration, beam
focus and other time consuming
adjustments; and unlike tube cameras, the
HAD image sensors provide clean images,
free from burn-in and streaking caused by
bright objects.

As for efficiency, the AUTO SETUP
feature can cut normal setup time by two-
thirds. When you combine this with the
BVP-270's logical sequence of operations,
the result is very smooth operating
characteristics, all of which enhances the
comfort factor and creative options of the
camera operator.

When we considered its advanced
features, plus the savings on tube
replacement costs, the BVP-270 was the
best value available in a CCD studio
camera. From our perspective, the
BVP-270 represents the future of studio
cameras. Even more, it's backed by
Sony’s outstanding reputation for
technical support and service”

...Rex Greenwell

For more information on 3-chip
BVP-370/270 Studio Cameras, including
Camera Control and Master Setup
Systems, call 1-800-635-SONY.

Sony Communications Products Company, 1600 Queen Anne Road,
Teaneck, New Jersey 07666. Sony is a regstered trademark of Sony.
© 1990 Sony Corporation of Amenca

SONY.
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T0P OF THE WEEK

AH. Belo

Capital Cifies/ABC
Gonnett
Multimedia
McGraw-Hill
Pulitzer
Scripps-Howard
Times Mirror
Washington Post

TV STATION GROUP OPERATING MARGINS

1987 1988 1989 1990
(All figures are percentages)

454 421 422 422
53.0 549 54.5 54.0
308 290, 272 25.6
33 359 363 340

NA 312 329 33.0
35.1 346 32 293
363 342 341 354
59.5 56.8 471 443
45.6 40.2 440 411

TV statian group operating margins represent group revenue divided into graup profit or cash flaw, which are estimates by analysts ot Danaldson Lufkin &
Jenrette and elsewhere. Methods of calculoting margins may vary, thus camparisons between station groups are difficult. Margins in some cases may have been
offected by changes in the composition of the statian group from year to year. Most margins in the chart reflect only television operations; those of Multimedio,
Gannett, Pulitzer ond Scripps Howard indlude o minor porfion of radio operations. *1990 figures ore estimates. NA—not ovailable.

HOLDING THE LINE ON TV PROFITS IN 1990

Investors in process of revising TV station margins downward;
operators trying to keep costs one step ahead of revenue

ntil recently TV station operating

margins in 1990 were not project-

ed to be down much compared to
last year. But flat local advertising reve-
nue and recent events in the Middle East
are starting to cause securities analysts
to lower their projections. However,
those general concerns apply less to sta-
tion groups weighted toward indepen-
dent television, to oil patch markets or,
in some cases, to the West Coast.

It is the revenue side of the margin
equation with which analysts are most
concerned. The cost side has been, and
continues to be, watched carefully by
most broadcasters, many of whom
learned their lesson the hard way over
the past few years. One group operator
said that roughly 40 staffers were laid
off last year in anticipation of slow reve-
nue growth, with the cutbacks coming
primarily at the corporate level and at
news departments. Other layoffs and
cutbacks are occasionally being made
public.

The decline of TV advertising by
automobile manufacturers and dealers in
the first half, according to the Television
Bureauu of Advertising, would alone ac-
count for a cut of roughly three-quarters
of a million dollars in revenue, on aver-
age, per station. Banks and department
stores have also cut back, according to
TVB, paring their advertising spending
by 18% and 14%, respectively. Such
news, already reflected in the second-
quarter earnings results of group owners
(BROADCASTING, July 30) is causing
some securities analysts to tear up earlier
projections while awaiting further clues
to the economy’s direction.

Michael Kupinski, media analyst at
St. Louis-based A.G. Edwards said:
“*We are going through a number of
revisions right now. We were anticipat-
ing a little bit of a pop in advertising but
haven’t seen it pick up.”” John Reidy, at
Smith Barney Harris Upham & Co.,
said: *'I think margin projections are
likely to be revised downward.”” Added

another analyst: ‘*Our models were done
two or three months ago, I think there
would be a less rosy outlook today.”’

Some companies, including both Cap-
ital Cities/ABC and CBS, have indicated
they expected matters to get worse be-
fore they get better. Those expectations
are also likely to be reflected in the
operating budgets for 1991, which are
just now in the early stages of being put
together.

Among the publicly-held group own-
ers, few are looking at sharp margin
reductions, although analysts at Donald-
son Lufkin & Jenrette and some other
firms think that affiliate TV groups such
as Washington Post Co., Times Mirror
or Pulitzer, might see margin contrac-
tions of several percentage points.
Scripps-Howard’s margins are expected
to improve due to better performances
by its Fox TV affiliates. A.H. Belo’s
stations should also improve, reflecting
the relative improvement in the Texas
economy. -G
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OBER CHOSEN TO REPLACE BURKE
AS HEAD OF CBS NEWS

he turmoil continues at CBS

News. David Burke, who emerged

from relative obscurity two years
ago as a lieutenant at ABC News to join
CBS News as president, was forced out
last week. But news staffers breathed a
sigh of relief when word arrived that
long-time insider Eric Ober, most re-
cently head of the CBS-owned television
stations division, had been named to re-
place Burke.

Burke's stern and tightlipped manage-
ment style was apparently his undoing at
CBS News. Sources said Burke was a
disciplinarian with a definite sense of
right and wrong who made decisions

often without much input from subordi--

nates.

His management style didn’t win him
a lot of friends at CBS, nor did it im-
press his corporate superiors. Although
even those who said he wouldn’t be
missed said they respected his sense of
integrity.

When the end came last week, Burke
insisted that CBS News announce the
turn of events accurately—that he was
being fired, not resigning. **It is clear to
me, following amicable discussions with
the management of CBS, that they
would be more comfortable about the
future direction of the news division un-
der new leadership,”” Burke said in a
prepared statement. ‘‘They have the
right to make that decision, and I intend
fully to cooperate in the transition of
leadership responsibilities,”” he contin-
ued.

Last week Burke refused to take calls
from reporters, a practice he has been
known for throughout his two-year reign
at the news division. That practice was
part of a bigger internal policy that
Burke instituted, with mixed results, to
stop ‘‘news leaks’’ from within CBS
News.

In interviews with CBS/Broadcast
Group President Howard Stringer and
other CBS executives, both inside and
outside the news division, it became
clear that one of Burke’s fundamental
problems was his aloofness and a ten-
dency toward management by fiat.

Last week Stringer refused to analyze
Burke’s performance or management
style while at CBS News. But it seemed
clear that Stringer expects Ober to bring
to the job what Burke failed to. ‘‘Eric
has an unpretentious, open style at a
time when that is more important than

New CBS News President Eric Ober

ever,”’ Stringer said.

Stringer said the current competitive
environment in network journalism re-
quires the news division to *‘start fight-
ing for our lives.”” The news division,
he said, ‘‘must have open relationships
with other divisions and [CBS corporate
headquarters] Black Rock. And Ober,
Stringer implied, has a personality better
equipped to do that. *‘He’s collegial,
energetic, cheerful and smart. And what
he needs to do is bring producers togeth-
er and stir up ideas and attack problems.
I"ve said it before—that we can produce
our way out of trouble.”’

CBS News's troubles are mounting.
Under Burke’s tenure, the CBS Evening
News with Dan Rather fell out of first
place, behind ABC News. Despite many
years of tinkering with the two-hour
morning news program, now called CBS
This Morning, the newscast is still in
third place.

Burke's authority was severely under-
mined last winter, when he tried to im-
pose a three-month suspension on 60
Minutes commentator Andy Rooney.
Against orders, Rooney gave a contro-
versial interview to a gay magazine,
which portrayed him as a racist gay
basher. Rooney denied the charges as
well as quotes attributed to him, but
Burke suspended him.

60 Minutes took a dramatic downturn
in the ratings upon Rooney's departure,
and corporate management pressured
Burke to rescind the suspension after a
month.

As for Burke's colleagues at CBS
News, the sense last week appeared to
be an eargerness to get on with business.
““There’s no despair here,”” said one

David Burke

producer, over Burke's departure. ‘‘He
was much more remote than Stringer,
and a lot of [news staffers] saw him as
aloof. He did not make many friends
here. And he certainly did not establish a
cordial working relationship with his
corporate superiors.”’

Last week both Stringer and Ober de-
nied that Ober was given a mandate to
get costs back under control at the divi-
sion.

At the owned stations division, Ober
has proved to be quite adept at control-
ling costs. According to Peter Appert,
media analyst for Cyrus J. Lawrence,
New York, under Ober’s tenure the divi-
sion improved its operating margin per-
formance from the low 30% range to the
low 40% range. In the same period,
operating profits grew from about $110
million to an estimated $175 million in
1989.

Ober, a 24-year CBS veteran. has been
president of CBS Television Stations for
about three-and-a-half years. Prior to that,
he served as vice president, public affairs
broadcasts, CBS News, for three years,
overseeing 60 Minures, Wesr 57th, and
CBS Reports. Before that he was vice
president, news, for the owned stations
group, and earlier served as news director
at the company’s WBBM-TV Chicago and
WCAU-TV Philadelphia.

He started as a newswriter at CBS
after graduating from Yale with a de-
gree in history. Ober describes his
style as *‘hands on,’* and ‘‘collegial.”’
He declined to talk about specific
changes he may have in mind for the
news division. ‘‘In a general sense |
want to make sure it is as competitive a
place as possible."’ -SM
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CABLE CLINGS TO TENUOUS CONSENSUS ON LEGISLATION

While industry today has unified front to take to negotiations with Hill,
number of differences among large and small operators, programers remain

hen Congress returns to Wash-
ington after Labor Day, the
National Cable Television As-

sociation will resume negotiations with
key lawmakers and their staff on cable
legislation that is headed for the floor of
both houses.

As they go about trying to water down
or strip the more onerous regulatory pro-
visions from the bills, NCTA President
Jim Mooney and the lobbyists he com-
mands will be representing a more or
less unified industry position agreed to
at a special meeting of the NCTA board
in Washington four weeks ago.

But the consensus they share 1s fragile
and could shatter as negotiations heat up
and, in the give and take, the interests of
one segment of the industry are swapped
for those of another.

Such fracturing would handicap the
efforts of most big operators to push
through Congress this year an *‘accept-
able’’ cable law that would end the regu-
latory instability that has ravaged cable
stock prices, slowed system trading ac-
tivity to a crawl and made lenders skit-
tish.

With few remaining legislative days
and many issues demanding the atten-
tion of lawmakers, serious controversy
within the industry over what should go
into the law and what should be left out
threatens passage. In other words,
NCTA, which officially represents com-
panies serving 85% of cable homes,
must work out a deal that not only ap-
peases all the big cable operators that
dominate its board, but also satisfies the
increasingly vocal factions that have
emerged as the legislation gathered mo-
mentum over the past nine months.

The factions include, small operators,
which are being rallied by the Commu-
nity Antenna Television Association; in-
dependent cable programers like USA
Cable and ESPN without ownership ties
to the large operators, and a group of
mid-sized operators represented in
Washington by former Carter White
House official Stuart Eizenstat.

Given the range of interests and opin-
ions in the industry, some believe that
controversy is inevitable, but not neces-
sarily fatal to the legislation. *'If a bill
gets close, a number of companies will
oppose it no matter what.”’ said one
cable source.

The small operators assembling under

the CATA flag believe cable legislation
is unwarranted and unnecessary. How-
ever, they may be persuaded to go along
with it if NCTA is successful in gutting
some portions and if they are convinced
that opposition would be futile.

Jim DeSorrento, chairman and chief
executive officer, Triax Communica-
tions (300,000 subscribers in 16 states),
and a member the CATA board who has
urged CATA to oppose the legislation,
said that Congress is rushing to judg-
ment. *‘l don’t want any legislation. I
think it is just fine the way things are
working under the cable act. Maybe that
isn’t realistic though.™

According to Robert Gessner, vice
president, Massillon (Ohio) Cable TV, it

“What NCTA wants to
do does not just affect its
own members; that’s
something [ wish it
would keep in mind.”’

is ‘‘very possible’” that CATA could
refuse to go along with any NCTA com-
promise. CATA was born in 1976 when
some operators broke with NCTA over
the Copyright Act, which created ca-
ble’s compulsory copyright license.
““The same thing could happen here,"’
he said. *‘What NCTA wants to do does
not just affect its own members; that’s
something 1 wish it would keep in
mind.”

Despite the rhetoric, CATA believes
it and NCTA will remain partners in the
legislative drive. ‘*When it comes down
to the final version,’” said CATA Execu-
tive Vice President Jim Ewait, *‘I think
it is unlikly that there will be a differ-
ence of opinion between NCTA and
CATA.” In the end, he said, ‘*most of
the industry will either be for it or
against it.”’

The independent programers are con-
cerned that operators are knuckling un-
der to provisions on broadcast-only
tiers, must-carry, channel positioning
and other programing-related provisions
they feel are detrimental.

Roger Williams. senior vice presi-
dent, affiliate sales and marketing,
ESPN. said an independent course for
some of the independent programers is a

“‘real possibility. **As the bill approach-
es the floor, we will have to see where
the NCTA stands on it,”" he said.
““There are clearly a lot of things [in the
legislation] that disturb EPSN that may
not bother NCTA."

The Eizenstat group—United Video
Cablevision, Hauser Communications,
Sutton Capital Associates, Jones Interca-
ble, Adelphia Communications, Simmons
Communications and Star Cablevision—
puts provisions on modification of access
to programing and exclusivity high on its
legislation fix-it list, but, unlike the
NCTA, it also considers changes to the
antitrafficking and ‘‘bad actor’” provisions
priorities.

Gus Hauser, of Hauser Communica-
tions, downplays the possibility of the
Eizenstat group breaking ranks. ‘‘We’'re
no different than anybody else,”” he
said. “‘In an industry as big as ours, lots
of companies have concerns and issues
that are peculiar to them. They want this
little thing or that little thing. But,
broadly speaking, our concerns are not
that different from anybody else’s.”

However, Hauser is a bit evasive
about whether the group could support
legislation with, say, an antitrafficking
provision. “‘I would not want to charac-
terize any issue as make or break,’ he
said. **That is not appropriate.™’

As NCTA struggles to keep its indus-
try-wide coalition intact, it must also be
concerned about maintaining an internal
consensus.

The most serious fault line within
NCTA appears between the associa-
tion’s two largest and most powerful
members, Time Warner and Tele-Com-
munications Inc. Time Warner, con-
cerned about its sagging stock price, is
more eager for legislation and, thus,
more tolerant of harsh regulatory mea-
sures than TCI.

Bob Thomson, TCI vice president,
government affairs, does not deny that
wide differences exists within NCTA
and between NCTA and other segments
of the industry, but said they have been
“‘overstated.”’

“The industry is unified to walk
through the [legislative] process together
and try to bring these bills within the zone
of acceptability,”” Thomson said. *‘If we
don’t succeed in that, we will work to-
gether to make sure the bills come to a
graceful and just death.” —NAJ,MS
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THE CONTINUING FRUSTRATION OVER COVERING IRAQ

television journalists in the Middle

East as all battled the elements, the
Iraqi government and their egos in an
attermnpt to bring the crisis home.

ABC’s Ted Koppel, first among
American network journalists into Bagh-
dad, came home last week. Koppel's
Aug. 14 arrival in the Iraqi capital stole
the thunder from CBS and its anchor,
Dan Rather, who, despite being in the
Middle East first, did not get into Bagh-
dad until Aug. 15. On Aug. 22 Rather
and the CBS crew in Iraq were ordered
out by the government. Booted with
Rather werc correspondents Allen Piz-
zey and Peter Van Sant. For ABC, Sam
Donaldson is covering the story from
Saudi Arabia and Forrest Sawyer is
working out of Amman, Jordan.

NBC still has not had any luck getting
anyone into Baghdad. Tom Brokaw ar-
rived in Saudi Arabia early last week
and, after getting no further, returned to
New York. The reason NBC is having
so much trouble getting into Iraq, said
executive vice president Don Browne, is
the network is being ‘‘singled out be-
cause of a series of exclusive reports on
NBC Nightly News.”* Browne cited re-
ports on Iraqi gassing of Kurds, Iraqi
programs to build the Condor Missle and
reports on Iraqi attempts to develop both
nuclear and biological weapons. Staying
in Saudi Arabia throughout the week
was NBC’s Today show host Bryant
Gumbel. Meer the Press host Garrick
Utley is still in the Middle East.

Last Thursday (Aug. 23), CNN got its
first correspondent into Baghdad when
Jim Clancy arrived from Amman. CNN
also aired in its entirety a tape of an
interview with Saddam Hussein on Iraqi
television. The tape, according to one
CNN spokesperson, was heavily edited
by the Iraqi government. Despite the
network’s troubles with getting people
in Iraq, CNN is still considered to be the
source of choice for both politicians here
and the Iragi government. The Washing-
ton Post reported last week that Baghdad
continues to give CNN advance notice
whenever a major address is to be aired
on Iraqi television.

Egos werc bruised last week too as a
long feud between NBC News and CBS
News burst into the headlines when the
Washington Post quoted an anonymous
network source that ‘“The only action
Dan Rather has seen in Jordan is a fight
between housekeeping and room service
in the Inter-Continental Hotel.”” Rather

I t was another turbulent week for

30 Top of the Week

ABC's Sam Donaldson remains in Saudi Arabia

was later quoted in People magazine
saying that NBC News executive pro-
ducer Steve Friedman was behind the
quotes and that Friedman spcaks for
NBC’s Tom Brokaw. A source at CBS
said that this was just the latest of sever-
al assults by Friedman on Rather.
Throwing his hat into the Iraqi ring
last week was politician-turned-talk
show host Jesse Jackson. Published re-
ports last week had Jackson preparing to
head to Iraq for a possible interview with
Hussein for The Jesse Jackson Show.
Warner Brothers, which syndicates
Jackson’s show (set to premier Sept. 29)
said that it will not produce any inter-

views Jackson may do in Iraq. However,
Jackson may produce a show through his
own company. It is unlikely that any of
the networks, CNN or Fox would air any
Jackson interview because they would
not have editorial control over the prod-
uct.

Meanwhile. on the homefront, Radio
Television News Dircctors Association
President, Dave Bartlett wrote a letter to
President Bush calling the Pentagon
pool ‘‘barely adequate,”” and urging him
to ‘“do everything in his power to guar-
antee American journalists full access to
the military operations now underway in
the Middle East.”’

T
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BROADCASTERS FIGHT BACK AGAINST SPECTRUM FEES

he Mational Association of Brosd-

casters’ grassroots battle against
spectrum fees is gaining momenium as
broadeasters respond 10 NAB s call for
action. They are writing their con-
gressmen urging them (o oppose an
administration proposal w0 impose a
4% fee on the revenues of commercial
users of spectrum.

For example, Mary Quass, president
of KHAK-aM-FM Cedar Rapids, Towa,
in a letter to Senator Charles Grassley

(R-lowa), wamed that a spectrum fee |

would have a devastating effect on her
station’s ability o serve the public.
Wrote Quass: “*Senator, as a small
business person who has only owned
my stations for two years, | can tell
you that having a license is only the

beginning. | take the commitment (o
serve this communily very senously,
As a busingss person and a broadcast-
er, | daily fight the battle of rising
costs versus the expenses of providing
local public service. Senator, don’t
make me have to choose!™'

Cruass’s letter was typical. *‘Many
broadeasters do not have the financial
resources to absorb a spectrum ax.
Their stations would be forced to re-
duce their expenditures on programing
of all types, including local community
and public service programing,”” wrote
Hugh Roche, general manager of
WMEBB-TV Panama City, Fla., to Flori-
da Congressman Bill Grant (R).

James M. Hoff, president of Hoff
Broadcasting {KRED-AM-FM) Eurcka,

Calif., complained 1o Senator Alan
Cranston that levying a spectrum fee
on broadeasters is unfair. **Since this
proposed tax would not apply to news-
papers, magazines or other media, it
would put radio and television stations
al a grossly unfair disadvantage,”
wrote Hoff.

And as F. Robert Kalthoff pointed
out in a letter to Senator Robert Kasten
(R-Wis_}, “*Free broadcasters have no
way to pass this tax forward as do
cellular telephone companics or cable
system operators.”’ Free broadcasters,
said Kalthoff, would be **forced 1o re-
duce their level of public interest ser-
vice which broadcasters have histon-
cally accepted in exchange for free use
of the spectrum. "

FRITTS CHARGES NTIA WITH TELCO BIAS

NAB president says agency is advocating policies harmful to broadcasters

ational Association of Broadcast-

ers President Eddie Fritts lashed

out at the National Telecommuni-
cations and Information Administration
for what he feels is the agency's un-
abashed bias in favor of the telephone
industry.

Suggesting that the NTIA's initials
stand for the '‘National Telephone Im-
provement Association.’’ Fritts sharply
criticized the agency in a speech sched-
uled for delivery Saturday. Aug. 25. to
the West Virginia Broadcasters Associa-
tion. He expressed his fear that NTIA.
which is responsible for advising the
White House on communications issues.
is pursuing policy objectives that are
**bad news for our free over-the-air sys-
tem of broadcasting.”’ He said he thinks
NTIA is biased in favor of the telephone
companies and their agendas.

The NAB president argued that
NTIA's two broad inquiries (one of
which focused on future use and man-
agement of the radio frequency spec-
trum. and the other on the country’s
telecommunications infrastructure) have
ignored broadcaster concerns. The radio
spectrum inquiry, Fritts said. did not
focus on the role of broadcasters and
instead ‘‘centered on enhancing spec-
trum use by other communications in-
dustries. Nor did the other inquiry look
at the broadcast media. said Fritts.

Despite NTIAs attitude. he said NAB

filed comments with the agency *‘stress-
ing the important role that broadcasting
plays in this country.”” But despite
NAB's comments and visits with agency
officials. Fritts said the agency has of-
fered a legislative proposal that **ignores
the importance of broadcasting and dis-
plays an unfortunate and blatant bias in
favor of wire- and fiber-based telecom-
munications technologies.’" Moreover,
he said it **actually proposed the phasing
out of UHF television so that spectrum
could be allocated to other users.™

And he said that NTIA director Ja-
nice Obuchowski, as well as key NTIA
staffers, have been *‘professionally as-
sociated with the telephone industry ei-
ther as regulators or consultants.”” In
fairness, he added, ‘‘I now understand
she [Obuchowski] has recused herself
from the telco issue, but that’s too little
and too late. It appears the die is cast.”’
Obuchowski worked for NYNEX’s
Washington office before taking the
NTIA post and her husband, attorney
Albert Halprin, has telephone company
clients.

Said Fritts: *‘I have no solutions to the
NTIA problem but I firmly believe they
are steering a course which tears at the
very fabric of the system of free over-
the-air broadcasting. There appears to be
a callous disregard for the great service
rendered the people of America by
broadcasting. The NTIA is, thank good-

ness, only an advisory agency. Other
bodies like the FCC and Congress will
have a much greater impact.”’

His speech also covered other chal-
lenges facing broadcasters. The NAB
president urged the West Virginia broad-
casters to get involved in the industry
fight against a spectrum fee. The admin-
istration has suggested raising $1.5 bil-
lion from broadcasters in spectrum fees
(BROADCASTING, Aug. 6 and 13) and
NAB has launched a massive grassroots
campaign hoping to kill it (see box
above).

It is vital that you communicate to
Senators Bob Byrd and Jay Rockefeller
and all your congressmen that this tax is
unfair and will seriously deteriorate the
level of public service that broadcasters
are financially able to provide their com-
munities.” " said Fritts.

On other matters, the NAB official
emphasized that the association was
working to ensure that digital audio
broadcasting will ‘‘represent a great
evolutionary step forward or enhance-
ment for the radio industry—just as
HDTV will be for television.”” He reaf-
firmed NAB's stand that the telcos
should never be allowed to be more than
video common carriers. And he prom-
ised that if cable legislation is not en-
acted into law this year. NAB will ag-
gressively pursue cable legislation in the
next Congress. -
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TV PROGRAM DIRECTOR: ENDANGERED SPECIES?

Some stations feel less need for full-time PD and have phased out or
downgraded position; others feel this is ‘penny wise and pound foolish’

eacting to new marketplace reali-

ties, television stations around

the country are redefining the
role of both the program director and
programing department. In some cases,
the position is being downgraded, with
the programing department being con-
solidated with other departments such as
promotion, public affairs and, some-
times, even news.

At some stations, including major
market stations WILA-TV Washington,
WFAA-TV Dallas and wWPLG(TV) Miami,
the programing department has been
merged into a bigger unit comprising
promotion, marketing, production and
public affairs. In each case, a promotion
executive has been given overall respon-
sibility for the new unit with the pro-
gram director and other department
heads reporting to that executive.

In the case of two Group W Broad-
casting stations, WJZ-Tv Baltimore and
KDKA-TV Pittsburgh, one large ‘‘on air™’
department has been created that in-
cludes programing, production and
news, with the news director in each
case the senior executive. ‘‘As our busi-
ness continues to change, all aspects of
station operations are being reexam-
ined,”” said Marcellus Alexander, vice
president and general manager, WIZ-TV.
*“As an industry, we have to anticipate
the changes’ and act accordingly, he
said.

In other cases, the station manager or
general manager has become increasing-
ly involved in programing issues and
decisions. ‘I don't know how any gen-
eral manager cannot be deeply and deci-
sively involved in major programing de-
cisions when the fate of the station is
dependent on local news and purchased
programing,’’ said Roger Colloff, vice
president and general manager, WCBS-TV
New York.

At some stations, the program direc-
tor slot has been eliminated by attrition,
with the station manager or general man-
ager also serving as the top programing
executive.

While the trend appears more wide-
spread at affiliate stations, which have
less air time to fill locally, some inde-

pendents have also reorganized, elimi-"

nating the program director spot. Elliott
Troshinsky, vice president and general
manager at independent KRBK-TV Sacra-
mento, Calif., confirmed the station has

Michael Grant, WFAA-TV Dallas

no immediate plans to fill its program
director slot, vacant for four months.
Troshinsky has assumed the duties him-
self.

But Troshinsky said he has help. In
addition to a programing coordinator at
the station, he said he ‘‘collaborates’
with the program director at the co-
owned station in St. Louis, KPLR-TV. “‘I
also bring in my sales and marketing
promotion people to analyze major
pieces of product,’” he said. *‘I think it
can be done.”

According to Dick Kurlander, vice
president, programing, Petry Television,
the trend has been evident for some
time. ‘“You could see it coming for
years,”" he said. ‘‘At the local level,
news directors have gained more respon-
sibility; there is less local production
outside of news, and promotion manag-
ers have become more involved in the
on-air look. On the acquisition side, the
cost of programing has increased so
much that the general managers are now
involved in most of the major buying
decisions. So the program director is
getting squeezed from both sides."’

In some cases, the decision to elimi-
nate the program director's spot has
been accompanied by a decline in the
ratings. WLVI-TV Boston, the Gannett in-
dependent there, lost its lead in after-
noon children’s programing after elimi-
nating the program director’s post in

Bob Casazza, WJLA-TV Washington

mid-1988. Six months later, the station
reversed its policy, bringing in Bill But-
ler as program director. The station has
not regained its past rating levels but
seems to have stemmed the decline.

WTVI-TV Miami, an NBC-owned sta-
tion, did not replace program director
Judy Girard after she left for the group’s
flagship station in New York last year.
Sign-on to sign-off, the station is off two
share points in May 1990 compared to a
year ago.

At KBVO-TV Austin, Tex., Steve
Beard, general manager and part owner,
also serves as the independent station's
program director. The station laid off the
executive who had been serving as pro-
gram director several months ago. Beard
said he and the station manager work
together on program acquisitions and
scheduling. **We got to looking at the
bottom line and decided [the program
director] could go,’" said Beard. *‘The
biggest expense we have is programing
costs. My partners and | are professional
broadcasters and we operate as a team.
We also get excellent programing advice
from Katz [the station's rep]."*

But some in the industry question that
strategy. ‘‘l don’t understand a station
not having a program director,”” said
Vicky Gregorian, director of marketing
and program development, WHLL-TV
Worcester, Mass., and NATPE Interna-
tional chairperson. *‘I think stations that
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have tried it have seen their ratings suf-
fer. I think it’s penny wise and pound
foolish.™’

In many instances, the responsibil-
ities, autonomy and power of the pro-
gram directors have been reduced sub-
stantially. And some question whether

Oscar Welch, WPLG(TV) Miami

such a trend is healthy in an industry that
constantly reminds itself that a savvy
programing strategy is the key to success
in any market.

But at stations where changes have
been made, executives insist they are not
taking their eye off the programing ball.
Instead, they say the opposite is true.
Stations are so dependent on program
success to maintain audience share, es-
pecially in a tight advertising market,
that promotion and marketing of pro-
grams has become as—or more impor-
tant than—program acquisitions and
scheduling.

At WILA-TV, the station’s top manage-
ment has concluded a three month inter-
nal evaluation of how to make the sta-
tion operate more efficiently. In addition
to laying off about 10% of the station’s
220-person work force, the station
merged three departments—programing,
promotion and communications—into
one ‘‘audience development’ depart-
ment. *‘That’s really what we do,"" said
Bob Casazza, vice president, audience
development.

Casazza had been in charge of the
station’s marketing and promotion de-
partment reporting to the general manag-
er, as did programing director Jane Co-
hen. Thursa Thomas, the station’s
communications director, reported to
Michael Moore, president and chief ex-
ecutive officer, WILA-Tv, who recently

assumed the general manager position as
well. Cohen and Thomas now report to
Casazza.

**All three departments have audi-
ence-directed responsibilities,”" said Ca-
sazza. ‘‘After careful examination, we
concluded the station could operate
more efficiently with one department.”

Earlier this year, WPLG(TV) Miami im-
plemented a similar reorganization
sparked by the departure of program di-
rector Sherry Burns. At that time, cre-
ative services director Oscar Welch
pitched a reorganization merging the
programing and promotion departments.
Manangement liked the idea and Welch
became director of programing and pro-
motion. *‘Programing, promotion and
design all work together at today’s tele-
vision station,’’ said Welch. **What we
are really doing is marketing the station
to the audience and advertisers. It made
sense to combine the departments under
one head.”

At WFAA-TV Dallas, the station creat-
ed a super department that includes pro-
graming, promotion, advertising, pro-
duction, design, community services
and public relations. *‘They decided to
bring in a person with promotion and
marketing experience into the program-
ing area,”’ said Michael Grant, acting
station manager and executive director
of programing and creative services.

Grant said that before the reorganiza-
tion, the autonomous departments were
often working at cross purposes. ‘‘The
nature of the beast was politics, turf

battles and territorial squabbles,”’ said
Grant. ‘‘What we tried to do was estab-
lish consensus goal setting and team
building within the one larger depart-
ment. We think it's working."”

But while some program directors are
getting squeezed out, others are moving
up. Bruce Marson, vice president, pro-
graming, WHDH-TV Boston, was named
station manager two weeks ago, in ef-
fect, replacing the general manager, Sy
Yanoff, who moved to a corporate post.

For the time being, Marson said he
will not hire a new program director, but
instead retain that function himself in
addition to running the station. ‘‘In
keeping with the tenor of the times, I am
not rushing to replace myself,’’ he said.
“There is increasing emphasis on cost
controls. It’s all part of a trend to be a
little leaner and a little meaner.’’

Joe Heston, vice president and station
manager, WBAL-TV Baltimore, is also a
former program director. Heston be-
lieves that program directors being
squeezed out of the loop have nobody to
blame but themselves. **A lot of people
are whining but I look at the mediocrity
that pervades the ranks of the whiners,”’
said Heston.

**Today, it’s marketing and promo-
tion and positioning product in the right
way on the air that will determine your
biggest hits and failures,”’ said Heston.
*“The problem is not in their stars; it’s in
themselves,”” he said. *‘They have to
figure out how they best can affect their
station.”’ -SM

COMMITTEE OK’S TEST OF TV IN COURTS

A n ad hoc committee of federal
judges is recommending a three-
year experiment permitting cameras
and microphones in federal courtrooms
as well as still photography. The com-
mittee’s recommendations will be vot-
ed on next month (Sept. 12) by the
Judicial Conference of the United
States, which meets twice a year to
review policy issues affecting the
courts. The Conference is chaired by
Chief Justice William Rehnquist, who
has indicated he is not ‘‘averse to the
idea"’ of an experiment.

The committee, chaired by Judge
Robert F. Peckham, approved the pilot
program in up to two courts of appeals
and six district courts. The test, how-
ever, will only apply to civil cases.
The committee, however, remains
*“‘unpersuaded that it would be appro-
priate to drop all restrictions on media
coverage of federal court proceed-

ings.”” Moreove, the committee felt
that a substantial majority of judicial
officers favor a more ‘‘cautious and
deliberative approach."’

News of the proposed experiment
was greeted with enthusiasm by Radia-
Television News Directors Associatiph
President David Bartlett, although he
expressed disappointment that the ex-
periment would be limited to civil
cases. ‘‘Most of the cases that com-
mand the attention of the public are in
criminal courts,”” said Bartlett.
RTNDA urged the Judicial Conference
to expand the pilot program to include
criminal trials.

C-SPAN said it will offer *‘technical
assistance in planning dignified and
unobtrusive coverage of federal court
proceedings. As the experiment dev
ops, C-SPAN will televise the entirety
of select court proceedings to its na-
tional cable television audience.”’
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KGO-TV PICKS UP ‘WHEEL’ AND ‘JEOPARDY" FOR 92-94

arly last week, KRON-TV San

Francisco declined to renew King

World Productions’ long running
game shows, Wheel of Fortune and
Jeopardy! (see page 38), but by late
last Thursday, King World had, in
principle, sold the 1992-94 broadcast
rights to both Capcitiess ABC 0&O
KGO-TV in that city. An industry source
with ties to the market said King World
sweetened the deal for both nationally
top rated game shows by dropping the
combined license fee from $156,000
per week at KRON-TV to an enticing
$120,000 for KGO.

One rep source said the syndicator
could make up the difference in revenue
with one minute of national barter adver-
tising time attached to Whee! and Jeop-
ardy!. *'If KGO-Tv can deliver higher
ratings, King World will more than
make up any loss in cash license fees,”
the source said.

Although King World Chairman Rog-
er King declined to discuss any financial
terms, he said only that *‘KGO-TV’s deal
was a lot sweeter. KGO has taken both
shows for 7-8 p.m., and is high enough
on them to push back Peter Jennings [on
ABC News at 7 p.m. currently] to insert

TR

CIsie

Jeopardy?

Wheel and Jeopardy!."” KGO-TV officials
were  unavailable to confirm either
show’s potential access insertion two
seasons from now, but it is considered
likely in most circles since a majority of
King World’s nearly 200 client stations
air the programs in access.

In foregoing both King World quiz
shows, Chronicle Broadcasting’s KRON-

USA NETWORK BUYS ‘MY TWO DADS’

COlumbia Pictures Television have
sold its off-network comedy, My
Two Dads, to USA Network. It’s the
first off-network comedy with three
seasons of production in the can (60
episodes) to be sold to a basic cable

service.

Barry Thurston, president of CPT’s
syndication division, confirmed that
there were competing bids for the show
from other cable networks and from-
broadcast station groups. He declined
to identify the bidders, but said it was
the first time he had both cable and
broadcast bidders competing for the

same property.

Industry sources said bidders includ-
ed Lifetime and The Family Channel
on the cable side, and Tribune and Fox
on the broadcast side. Neither CPT nor
USA would discuss the deal terms. But
one programing executive at a rep firm
estimated USA may have paid
$250,000 per episode. Thurston would
only say that USA paid a higher price
than CPT would have made selling the

show to syndicated stations.

Off-network programs bypassing
syndication for cable are nothing new,
according to Dave Kenin, USA’s se-
nior vice ~-esident, programing. ‘“The
basic mai <etplace has changed so dra-
matically, this is more commonplace
now than it has ever been.’’ USA was
seeking a sitcom with younger viewer
appeal that it could strip, according to
Kenin. “‘Columbia had a lot of pro-
grams to sell. But these were the ones
that made sense to us,”’ he said, refer-
ring as well to USA’s purchase of 20
episodes of Square Pegs.

USA plans to strip My Two Dads in
early fringe, between 5 and 7 p.m.,
and use Square Pegs once a week on
Saturday, with a Sunday repeat. My
Two Dads could begin appearingon the
network as early as January, replacing
another recently acquired off-network
strip, Just the 10 of Us, which hits the
network in September. If the 47-epi-
sode Just the 10 of Us performs as
hoped, Dads won’t replace it until
April. Square Pegs should appear on
the network in January.
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‘Wheel of Fortune’

TV signed a deal to pick up Paramount
Domestic Television’s Entertainment
Tonight in 1992 from incumbent KGO-
TV, and tabloid Hard Copy at the end of
this coming season from Fox affiliate
KTVU-TV. KRON-TV has the option of air-
ing Hard Copy in 1991-92, or 1992-93
with ET. Sources in the market say
KRON-TV will pay $100,000 per week for
the Paramount ‘pair; that means the sta-
tion could save close to $3 million annu-
ally compared to another two-year term
($8.1 million per season) with King
World’s two game shows.

“'KRON-TV’s move was based purely
on economics,”” said a New York rep
source. ‘“They were interested in keep-
ing Jeopardy!, but station executives
know that Wheel and Jeopardv! can’t be
had on stand-alone deals. The fact is that
Wheel is slipping among the younger
demos in San Francisco and other mar-
kets, but King World expects stations to
roll over and pay those prices. Those
days are over.”

King World President and CEO Mi-
chael King earlier in the week said that
KRON-TV's news lead-ins ‘‘regularly de-
livered 8 or 9 share points,”’ while he
expects that Wheel will benefit from the
““17 or 18 shares that KGO-TV’s news
now delivers."”’

The deal with KGO-TV comes just
weeks after fellow Capcities” O&O,
KABC-TV Los Angeles, agreed to assume
the 1992-94 broadcast rights of Wheel
and Jeopardy! from incumbent KCBS-TV.
Those realignments mean that seven out
of eight Capcities/ ABC stations (the ex-
ception being KTRK-TV Houston) will be
carrying Wheel and Jeopardy!. —MF
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. AUGUST

OCTOBER

NBC’ ‘Working it Out’

ABCs ‘Married People’

CBS’s ‘Evening Shade’

NBC’ ‘LA, Law’

Fox’s ‘Class of Beverly Hills’

’ THEY'RE OFF...AND OFF: NETWORKS STAGGER FALL STARTS

F all premiere week, the time when
the networks used to proudly
showcase their new product to
viewers, may be going the way of the
multi-night mini-series. This year, more
so than any other, the networks are stag-
gering their premieres from August
through at least October.
Only ABC will premier all its sched-
ule during September. NBC premiers
most of its new shows in August. start-
ing last week when it debuted three se-
ries (Hull High, Parenthood, and Lifes-
| tories) on Monday night, Aug. 20. CBS

will roll-out most of its schedule over
the last three weeks of September, while
holding at least three series until October
to unveil. Fox begins its premier plans
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on Labor Day weekend. when it presents
four series. three of them new. Fox also
has at least one new series that won't
make it on the air until October.

It was not long ago that at the begin-
ning of the fall television season the
three networks launched their new
schedules in an orderly fushion during
an agreed upon premier week, usually in
the second or third week of September.
However. two years ago the delay from
the writers’ strike produced more of a
rollout of new shows which lasted until
the end of the year. And last year, Fox
jumped the gun on the others by debut-
ing part of their new schedule prior to
the traditional start week.

Although no one is ready to announce

that the traditional premier week process
has been junked. the debut method
seems to be changing to one that will
have each network debut its schedule
according to its individual needs and
strengths. ‘I don’t think you can look at
this year or last and determine how
things will be done in the future,” said
Ted Harbert, executive vice president,
prime time, ABC Entertainment. ‘It de-
pends on how many new shows you're
going to premiere.”” he said.

Harbert pointed out that ABC
wouldn’t have to rely on any stunting
this fall because of the six new shows
premiering this fall, *‘four are going into
protected time periods.”’ He cited Baby
Talk. which follows Who's the Boss on
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Tuesday nights, Married People from
9:30-10 p.m. on Wednesday nights after
Doogie Howser, M.D., Going Places
which follows Perfect Strangers on
ABC's strong Friday night schedule,
and America’s Funniest People, which
is paired with America’s Funniest Home
Videos on Sunday night. **We're fortu-
nate this year in that we don’t have a lot
of new shows, and most of those that we
do have are going into protected time
periods,”” said Harbert.

With nine new series to premiere,
NBC—which is doing the most stunt-
ing—is relying on early sampling to
build an audience for its new projects.
**‘What you’re seeing at NBC this year is
reflective of the competitive environ-
ment,”’ said Perry Simon, executive
vice president, prime time programs,
NBC Entertainment. ‘‘Because the vol-
ume of new shows increased this year,
and we believe in the quality of our
shows, we wanted to make sure people
get to see them,”” he said. The benefit to
premiering many of their new shows in
August or early September, he said, is
avoiding the glut of new show premiers
during the last two or three weeks of
September.

Simon admitted that there is a gamble
in airing many of their new series at a
time when HUT (homes using televi-
sion) levels are low, calling it ‘‘some-
what experimental,”’ but said ultimately
**it’s the quality of the show that deter-
mines its fate, although sampling is very
important.”’

Below are the premier plans for each

network:
ABC

Although a straight roll-out of the sched-
ule during September is planned at
ABC, some special airings of series are
planned. The pilot for Gabriel’s Fire,
starring James Earl Jones, will air twice,
on successive nights, Sept. 12 and 13.
The first episode airs in its regular time
slot on Thursday Sept. 20 at 9 p.m.
Also, Harbert said a special debut of
Cop Rock is planned but would not spec-
ify how it would premier. According to
one production source, the network orig-
inally planned to launch the Steven
Bochco series on Oct. 3, but now the
first air date is a week earlier on Sept.

26.
CBS

To date, the network is planning to kick
off its new season beginning with the
premieres of Sons and Daughters at 9
p-m. and Knots Landing at 10 p.m., on
Thursday, Sept. 13. Jake and the Fat-
man returning to the schedule, will air

an original episode a day earlier on the
12th.

CBS will launch its full Monday night
schedule on Sept. 17, including new en-
trants Uncle Buck at 8 p.m., and The
Trials of Rosie O'Neill at 10 p.m.

The network also has the most series
premiering in October, with W/OU,
Over My Dead Body and Dallas getting
their launch after the World Series has
been completed. If the championship se-
ries extends to a full seven games, the
network will have to wait until Oct. 25
to premier any of the three series.

Fox

Fox announced last week that it would
kick off its new season over the Labor
Day weekend by airing the season pre-
mieres of Totallv Hidden Video and its
new video companion show, Haywire,
on Saturday, Sept. 1. Last week, Fox
moved The Simpsons from its Sunday
night slot to its new day and time on
Thursday at 8 p.m.

On Sunday, Sept. 2, Fox debuts two
new series, True Colors at 8:30 p.m.,
and Parker Lewis Can't Lose at 9:30

.m.

The following week, Fox launches its
new Friday night lineup with the fall
debuts of America’s Most Wanted and
D.E.A..

On Saturday, Sept. 8, David Lynch’s
new series American Chronicles pre-
mieres in the 9:30-10 p.m. time slot.

Babes, following The Simpsons in the
Thursday, 8:30-9 p.m. time slot, debuts
on Sept. 13.

Fox has one series that has been given
an October start date. Class of Beverly
Hills (working title) has been given a
tentative premiere date of Thursday,
Oct. 11.

NBC

NBC has scheduled its premieres from
August to October, when L.A. Law
makes its fall season premiere. In Au-
gust, the network will preview five of its
nine new series as part of their double
pump strategy (BROADCASTING, Aug.
13) of airing a new series twice before
the other networks introduce most of
their new shows.

The preview of Hull High (11.0/20),
Parenthood (14.1/24), and Lifestories
(10.9/20) last Monday, won the night
for NBC. The network is also planning
to air Law and Order in L.A. Law's time
slot of Thursday 10 to |1 p.m. for four
weeks beginning Sept. 13. In addition,
the new series will get a late night airing
on Sept. 27, when the show’s pilot is
rebroadcast from [1:30 p.m. to 12:30
a.m. —s¢

SYNDICATED SHOWS GET MiIX OF
SLOTS IN TV'S TOP 10

BROADCASTING survey of the
A programing plans in the nation’s
top 10 TV markets shows a gen-
eral scarcity of available early fringe and
access time periods for new game shows
and magazine strips. Bucking that trend
however, was the Los Angeles market,
with five new first-run strips (three new
game shows and two new magazines)
scheduled in those time periods.
Programers at L.A.’s three indepen-
dent stations gave syndicators reason to
rejoice. Orbis Communica' ons’ The
Joker's Wild, Quiz Kids Cha.lenge and
ITC Distribution’s Tic Tac Dough got
reprieves from KCOP-Tv Los Angeles in
early fringe. The station is programing
those shows, with the returning Family
Feud, in an early fringe block from 3
p.m. to 5 p.m.
A pair of new game shows backed by
two of syndication’s biggest players—
Warner Bros.” Trump Card and BVT’s

The Challengers—fared worse than the
new game shows scheduled by KCOP.
KCAL-TV, which, like Buena Vista Tele-
vision, is owned by The Walt Disney
Co., scheduled BVT's Challengers at
11:30 a.m., following Trump Card.
KCAL Program Director Matt Cooper-
stein said that the slotting of Warner’s
Love Connection at 7 p.m., preceeding
BVT's off-network sitcom, Golden
Girls at 7:30 p.m., better fit the *‘situa-
tional”’ needs of the station.

KTLA-TV is counter-programing sit-
coms and game shows with 10 consecu-
tive hours of off-network dramas start-
ing at 9 a.m., but then follows with a
stripped version of MCA’s Out of this
World at 7 p.m. and a 7:30 p.m. check-
erboard of Out of this World, My Secret
Identity, Charles In Charge—all from
MCA—and Viacom’s Super Boy and
Super Force. KTLA, the Tribune-owned
station, caps a 10-hour drama marathon
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from 4 p.m. to 7 p.m. with Magnum
P.1., Highway To Heaven and Hunter.

Meanwhile, on the O&O side of the
L.A. ledger, KABC-Tv concluded a deal
several weeks ago with King World to
acquire nostalgia entry /nstant Recall as
a result of picking up the 1992-93 broad-
cast rights for top-rated game shows
Wheel of Fortune and Jeopardy! from
KCBS-TV. Instant Recall is slotted at 7:30
p.m., with K-W’'s other reality strip,
Inside Edition, which is at 7 p.m. The
move knocked Television Program En-
terprises’ half-hour magazine. Previen:
The Best of the New to either a 4:30 a.m.
or 5 a.m. slot weekdays. according to a
station source.

KNBC-TV is sticking with Paramount’s
Entertainment Tonight and Hard Copy
in the 7-8 p.m. access slots. KCBS-TvV
and KTTV-Tv (Fox) have yet to release
their schedules. It is believed that KCBS-
Tv will be keeping King World's top-
rated game shows Wheel of Fortune and
Jeopardy! in the 7-8 p.m. access slots.
Station officials have already said that
Personalities will get a 7 p.m. slot on
KTTV, next to companion piece. A Cur-
rent Affair, at 7:30 p.m.

The following is a market-by-market
look at plans in the other top 10. which
together with Los Angeles account for
31% of the nation’s ADI coverage:

New York

In the No. 1 ADI market, only six new
first-run shows made it into early fringe
slots (BROADCASTING. Aug. 20) but
sources said a contract buyout of up to
$1 million by Buena Vista Television to
get The Challengers moved from wCBS-
TV to WNBC-TV was the only way a new
game show could get a 7 p.m. clearance
in the city. Meanwhile, Warner Bros."
Trump Card and Guber-Peters” Quiz
Kids Challenge were placed in less de-
sirable 9-10 a.m. slots on WCBS-TV.

Chicago

Among the Windy City’s three network-
owned stations, The Challengers
emerged with the best clearance at 3
p-m. on ABC's wLs-Tv. while CBS
0&O wBBM-Tv penned in Trump Cerd
for 11 a.m. and NBC O&0O wMAQ-Tv
slotted Tic Tac Dough and Joker's Wild
at 1:30-2:30 a.m. Fox O&O WFLD(TV)
provided a slightly better clearance than
anticipated at 2 p.m.

With only single access clearances in
the central time zone. Paramount’s reali-
ty strip, Hard Copy. received a 6:30
p.m. spot on WMAQ-TV. while WLS-TV
and WBBM-TV hung on to incumbents

EDUCATIONAL TV, CBS STYLE

BS News is doing a week-long pro-

ject on education that will be an-
chored by a two-hour documentary
Thursday. Sept. 6. America’s Tough-
est Assignment: Solving the Education
Crisis. hosted by Charles Kuralt. Later
that night. starting at 11:30 p.m., Kur-
alt will anchor a town meeting-type
forum. where affiliates will tie in, and
teachers. students and others around
the country will share their views on
the education problem. At a press lun-
cheon last week. Kuralt said the docu-
mentary was ‘‘advocacy journalism,”
in that CBS went into it with a definite
point of view. The program offers a
slate of proposals. he said, which if
acted upon. the network believes could
go a long way toward solving the ‘“cri-
sis.”” CBS has also put together an
“education conference’” at George-
town University in Washington Sept.
5. Political. education and business
leaders will discuss education issues.

Wheel and Entertainment Tonight, in
that period. respectively.

Tribune Broadcasting’s WGN-TV kept
its lineup intact but made a 5:30 p.m.
change to Warner Bros." Perfect Strang-
ers. Fellow independents WPWR-TV
made Warner's off-network entry. Head
of the Class. part of its comedy block at
5:30 p.m.. and WFLD-Tv acuired ALF for
S p.m. and pushed back The Cosby
Show a half hour to 5:30 p.m. WFLD also
chose to place A Current Affuir at 6:30
p.m.. while companion Personalities
starts in the 10:30 p.m. slot.

Philadelphia

The Challengers got a shot in the arm
with a 7 p.m. clearance on WCAU-TV. a
CBS O&O that also made changes with
Trump Card at 4 p.m., Cosby at 4:30
p.m. (originally 5 p.m.) and Golden
Girls at 5. KYW-TV. Westinghouse's
NBC affiliate, banished Ti¢ Tac Dough
and Joker's Wild to 4-5 a.m.. and Pre-
view fared minimally better at :30 a.m.
Instant Recall and Personalities got ear-
ly fringe spots at 4-5 p.m. on KYW-TV.
WPVI-TV, the ABC O&O. stayed solidly
King World with Oprah (4 p.m.). Jeop-
ardyv (1 p.m.) and Wheel (8 p.m.).
Among major changes with the inde-
pendent stations, WTXF(Tv) added ALF
and The Hogan Family to its 5-6 p.m.
slots. WGBS(TV) is stripping Charles In
Charge for 6 p.m. and adds 227 at 7
p-m. WPHL(TV) is countering with new

entries Perfect Strangers and Head of
the Class at 7-8 p.m.

San Francisco

Chronicle Broadcasting's NBC affiliate.
KRON-Tv. has slotted Challengers and
Trump Card in a 4-5 p.m. block. KRON
airs Joker's Wild at noon. Following its
early news, KRON has Wheel and Jeop-
ardy in access. but the station last week
declined to renew both programs beyond
next season (see accompanying story).
ABC’s O&O, KGO-TV is keeping its sin-
gle access slot (7:30 p.m.) with ET,
relegating Preview to | a.m.. and KPIX-
Tv. CBS’s Bay Area affiliate, made its
changes with Personalities and Instant
Recall in the 3-4 p.m. block and Quiz
Kids Challenge in the 1:40 a.m. grave-
yard.

In other changes, Fox’s KTVU(TV) has
apportioned 5-6 p.m. to new strips Out
of this World and Hogan Family; inde-
pendent KBHK-Tv has acquired ALF and
Head of the Cluss for the 5:30-6:30 p.m.
slots, and KOFY-Tv now caps a 4-8 p.m.
off-network drama block with Hunter.

Boston

WBZ-Tv, an NBC affiliate, cornered the
game show market; on the upside it has
scheduled Joker’'s Wild and Challengers
for its 4-5 p.m., while on the downside
Feud, Quiz Kids and Tic Tac have
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“ing- World Productions' top-rated
game shows—Wheel of Fortune
and Jeopardy! -arc being shuffled in
Sim Frantisen, the nation™s number
five market, with Chronicle Broadcast-
ing’s NBC affiliate, Keow.1v, declin-
ing to bad for the 1992-93 renewal of
both programs. KrRos TV Program 13-
rector David Salinger confinmed that
the station has signed & deal with Para-
mount Domestic Television o pick up
Hard Copy and Emtertainment Tonight
for the station’s 7-8 p.m. access slots
for 1992-93, with Eatertatnment To-
night available in the market after com-
peting ABC affiliate, kao-Tv, did not
renew the program.
Salinger said King World was offer-
ing Whee! and Jeopardy! at a *reason-

successive 2:30-4 a.m. cellar slots. Pre-
view secured a 3 p.m. lead-in to Instant
Recall at the station. CBS’s affiliate,
WHDH-TV (formerly WNEV-TV) is main-
taining Inside Edition and Hard Copy at
4-5 p.m. and the Wheel-Jeopardy com-

able increase on renewal,” but said that
o price increase for Wheel is not just-
fied, since it% ratings have continued to
downtrend over the fast several vears,™
King World President and CEQ Michael

King countered that KRON had no inlen-

tion of renewing the programs because,
hie saad, the station is still pushing NBC
to allow a rollback of West Coast prime
tirme 1 7 pom.

Salinger declined to discuss what
King World was secking for a com-
bined weekly cash hicense for both pro-
grams, but one rep source cstimated
that the pair of  Fame  shows were
priced in the 51500000 range, while
Paramount was locking for 590,000 10
ST10,000 per week for its owo reality
strips,

bo for access. WCVB-TV made no acquis-
tions and the ABC affiliate is keeping its
4-6 p.m. Donahue-Oprah block intact.
Acquiring The Cosby Show from
wCvB-TV, Fox affiliate WFXT-TV is dou-
ble-running the sitcom at 6 and 7 p.m.,

An airplane crashes.
And you have
the excluswe Instantly.

Has this type of plane had problems before? Who manufactured
the engine? What are the pilot's qualifications? What's the airport

manager’s phone number?

These answers can be found quickly and accurately with the
Aviation Compendium™. This comprehensive collection of the latest
official FAA and Transport Canada information is designed to work on
your IBM, compatible or Macintosh® personal computer. Now you
can have immediate access to over 25 million facts on the people,
planes, places and problems of civil aviation. Aviation Compendium
is available as a single copy or by subscription, and is updated monthly.

For more information, call
1 800 FOR-INFO. Or write,
Flightline Electronic Pubiishing,
Inc., 506 Kettlehouse Pond,
Wayne, PA 19087.

25 million facts at your fingertips.

Avigtion
Cormpendiurm

with 227 sandwiched between, while
Personalities is being mulled for late
fringe. Independent WLVI-TV added
Growing Pains and Perfect Strangers
(6:30-7:30 p.m.), while WSBK(TV)'s new
insert was ALF at 6:30 p.m.

Detroit
wiIBK-Tv, the Gillet CBS affiliate in the
market, made the most aggressive

schedule changes, with morning clear-
ances for Tic Tac and Trump (10-11
a.m.), Personalities at 4:30 p.m. and
Joker’s Wild at 7 p.m. (which is a lead-
in to A Current Affair). Meanwhile,
ABC affiliate wXYZ-TV scheduled Chal-
lengers for midnight, following Night-
line, and stuck with ET in 7:30 p.m.
single access. WDIV-TV returns Wheel
and Jeopardy to access, but slotted In-
stant Recall at 12:30 a.m.

Preview got another boost with a 7:30
p.m. slot on Fox affiliate WKBD-TV and
Quiz Kids extracted a 2 p.m. slot.
WXON(TV) starts Cannell Distribution’s
off-Fox 21 Jump Street at 5 p.m., 227 at
6 p.m. and 1l p.m. and The Hogan
Family at 7:30 p.m.

Dallas

Early fringe game show clearances
abound: CBS affiliate KDFW-TV put Jok-
er's Wild and Challengers into a 4-5
p.m. block; ABC affiliate WFAA-TV
penned in Jeopardy and Family Feud at
3-4 p.m.; Fox’s KDAF-TV has Quiz Kids
at 5 p.m., and NBC’s KXAS-TV has Tic
Tac Dough at 2:30 p.m. KXAS has slated
Trump Card for 11:30 a.m.

Washington

New game shows took a back seat to the
old-timers: ABC’s WILA-TV stuck with
Wheel and Jeopardy in access by placing
Challengers and Trump Card in an 11
a.m. block and NBC 0O&O wRC-TV sad-
dled Quiz Kids with magazine Preview
into a 2-3 a.m. block, while Joker's
Wild and Tic Tac settled for 9-10 a.m.
coupling. Gannett's CBS affiliate,
WUSA-TV, is staying with a 4-7:30 p.m.
news block and ET following it.

Houston

NBC affiliate KPRC-TV was the only net-
work station that drastically changed its
schedule in the market, with the addition
of Trump Card and Joker's Wild in 2-3
p.m. slots and Challengers at 4 p.m.
TVX independent KTXH-TV declined to
unveil its schedule, but new inventory
includes 2/ Jump Street, Perfect Strang-
ers and MCA TV’s My Talk Show. —mF
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BC once again took first place in the prime time ratings race | averaged a 9.2/18 and ABC a 8.9/17. The three networks
last week, Aug. 13-19, with CBS finishing second and ABC | totaled a 54 share, up from previous summer weeks but down
[ third. NBC averaged a 9.7 rating and 19 share, while CBS | five share points from the same week last year.
Week 47 Avg. 13-Avg. 19
1st column tells rank, 2nd column tells position compared to last week: w-Down in rank from last week, A-Up in rank from last week,
w-Premiere broadcast. 3rd column tells rating, 4th column tells network, 5th column tells show.
| |
1 A 15.8/33 C 60 Minutes 31 10.8/20 N Matlock/Mon. 60 11115 C TrenchooatParadise 1
2 v 15.1129 N Cheers 32 4 10.7/20 A Doogie Howser, M.D. 62% 695 N 13 Ean
2 A 15.1/27 A Roseanne 32 v 10.7/22 A Perfect Strangers 83 4 6714 F Cops
4 4 13724 F Simpsons 34 A 10.6/22 A Growing Pains 63 v 6714 A Twin Peaks
5 4 13623 C Thsigning Women 34 A 10.6/20 C Rescue: 911 B5v 5415 N Amen
b v 13.4/24 M Empty Nest 36 v 10.4/22 A Family Matters b6 6.3/13 C Newhan
7 13.0v24 A Amer Funniest Videos 37 v 10.2/18 A Movie:Columbo 67  6.2/13 A Life Goes On
B a 12,822 A Coach 37 v 10.2/18 A Tim Conway 88  6.1/12 C Steel Magnolias
B A 12.822 F Married...With Children 39 4 10.1/20 N Dear John 9 a 5914 C Paradise
10 v 126722 C Murphy Brown 39 v 10.1/18 C Face to Face w C. Chung 8 5914 A Super Jeopardy!
10 v 12.6/24 ™ Unsolved Mysteries 41 A 10.0/19 C Northern Exposure NNv 5711 N Midmgh Caller
12 & 12626 N Cusby 42 9.9/19 C 48 Hours-Wed. 71 5.7/11 T Piece OF Cake
12 12523 N News Spec.:Cutting Edge 43 v 9820 A New Attitude 71 5713 F Totally Hidden Video
14 v 12.2724 N A Different World 4 5 94/18 N L.A. Law | 744 5311 C Room For Romance
14 4 12.221 N Heat Of The Night 45 v 9.3/17 C Movie: L. Geter Story | BV 5211 N Shannen's Deal
14 12222 C Murder, She Wrote 45 v 9.3/17 C Jake and The Fatman | 764 5.1/ N AFamily For Joe
14 4 12.222 A Wonder Years 45 v 9.3/16 C Movie:Combat Boots 6 5.1 N Baywatch Spec.
18 4 12.1/22 N Grand 48  9.0/16 C Wish You Were Here foy 499 F Booker
19 ¥ 12025 N Golden Girls 49 Ao 8716 F Amer. Most Wanted | a4 4710 N AnnJillian
20 4 11.%22 C Major Dad 50 8.6/16 A NFL Pre-Season Football flw 479 C His & Hers
20w 11925 A 2020 50 v 8.6/17 A Primetime Live 79w 4710 N Quantum Leap
22 & 11520 N Two Grenvilles, Pr.2 52 4 8.217 C 48 Hours 2w 419 A Monopoly
2% w 11522 A Who's the Boss? 53 8.1/15 A Anything But Love 834 419 F Outsiders
24 4 11.421 N Night Coun 54 7.7716 C Candid Camera Spec. it} 414 F 21 Jump Street
25 4 11.3/28 C Movie:Naked Lie 55 7.5/15 A Ladies On Sweet Street 85 v 404 A China Beach
25 A 11.3/22 A Head Of The Class 56 o 7.4/14 C Eddie Capra Mysteries 86 3.8/6 F Alien Nation
25 v 11.3/19 F In Living Color 56 o 7.4/14 A thirtysomething & 29% F Tracey Ullman Show
% 11.023 N Carol & Company 5 v 7.4/14 A Young Riders 8 275 F Ghostwriter
28 v 11.024 A Full House 59 v 7.3/16 C Primetime Pets a9 2.%5 F 21 Jump Street-Wed
30 4 10.920 N Matlock 60 o 7.1/14 A Equal Justice 8 234 F Molloy
FREEZE FRAMES: Syndication Scorecard * Week ended Aug. 12
Rank Program (Syndicator) Ry Sins Covg Rank Program (Syndicator] Reg  Sins Covg
1 Wheel of Fortune, svn. (King World) 11,2 232 99 9  Donahue (Multimedia) 37 219 v
2 Jeopardy! (King World) M3 220 99 10 Geraldo (Tribune) 5.2 190 o8
3 Star Trek: Next Generation (Paramount) 8.3 234 9% 11 People’s Court (Warner Bros Domestic TV) 5.1 182 90
4 Current Affair{20th Century Fox TV) B0 196 98 12 Mamas Family-Syn (Wamer Bros Dom TV 5400 197 81
53 Cosby Show (Viacom) 7.9 205 9% 13 Chip*N' Dale {Buena Vista TV) 449 179 94
[ 8 Oprah Winfrey (King World) 1.8 217 09 13 Inside Edition (King World) 4.9 122 84
| T Enteriainment Tonight (Paramount) 7.2 181 96 15 Duckiales {Buena Vista) 4.6 194 0F
&  Wheel of Fortune, wknd, (King World) 6.7 204 9 15 Lifestyles Rich & Famous (TFE) 4.6 134 #Q
= Mieken weekly pockeipicee Sotrce: Mialen and Broadcasting’s own research.
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TALK NETWORKS PURSUE ROLE OF AM “WHITE KNIGHT’

Resurgence of talk radio on AM bodes well for national talk networks but local

resistance, regional differences, formatics pose challenges

he mass exodus of listeners from
AM to FM over the last 20 years
has left some 5000-plus stations
scrambling to keep from being in the
red—or, worse yet, going dark. Over
the last five years stations have tried,
with varying degrees of success, to pro-
gram anything and everything that might
stave off ‘‘the death of AM.’’ These
attempts have included 24-hour car
news, game shows, children’s entertain-
ment, an a}l-Elvis format and talk radio.
The last, by far, is the most common
of the ‘*‘AM savior’’ formats. According
to the 1990 BROADCASTING YEARBOOK,
some 488 radio stations—419 of them
AM’s—program a full time talk format,
while 45 additional AM’s carry at least
some talk programing during their
broadcast week. Indeed, most large mar-
kets and many secondary ones have at
least one AM powerhouse drawing sub-
stantial audience numbers by offering
24-hour talk programing to its listeners.
While talk radio can’t save all AM’s,
it can assist some marginal operations
from going under or from being simul-
cast with an FM music station. The
Catch 22, however, is the prohibitive
cost incurred by having a full line-up of
talk show hosts. The expenses of pro-
graming live, local talk programing
around the clock is a staggering notion
to most of these stations. For this rea-
son, many smaller market stations have
slashed their news staffs as post-deregu-
lation cost-cutting measures. Short of
signing up with a satellite-delivered
turnkey music service, many of these
stations are left with virtually no alterna-
tive but to go all-weather, all the time.
Enter the talk radio network. While
not designed as a substitute for localism,
network talk programing can help some
stations pull numbers that, at minimum,
show up in the Arbitron book and pro-
vide some chance of selling on the
street. ‘‘Just because people don't listen
to music on the 5,000 AM radio stations
in this country doesn’t mean the listeners
or the stations are going to go away,”’
said Donald Emanuel, President of Al-
bany, N.Y.-based American Radio Net-

works. Whether it is programed locally
or nationally, *‘talk radio gives listeners
the opportunity to go back to grass roots
radio,” he said. ‘*The concept is to put
America in touch with itself.”’

ABC’s Talkradio and NBC's Talknet
have provided blocks of network talk
programing since the early 1980’s and
other networks/distributors have been
supplying individual talk features for
much longer. Add to that such relative
newcomers as ARN, New York-based
EFM Media, Clearwater, Fla.-based Sun
Radio Network and USA Radio Net-
work in Dallas, and stations apparently
have a wide range of programing from
which to choose.

The stumbling block is the age-old
local versus netwogk argument, usually
posed by programers who believe that
radio should be as local as possible. The
prevailing thought is that, by giving up
some of their programing autonomy,
they sacrifice their local integrity.

This need not be the case, says EFM
President Ed McLaughlin, who believes
quality, not origin, should be primary in
determining a program schedule. ‘‘Local
or national, a station should just be com-
mitted to good programing,’” he said.
*‘Morning drive should always belong to
the station, but sometimes a station

‘Niche-targeting’ with ABC's Tom Snyder

forces localization just for the sake of
being local. The role of the network is to
provide programing that’s superior to
the best of everything that’s out there.
It’s also our role to help bring people to
talk radio, to bring new audience to the
format and to the AM band.”’

“‘Frankly, I've never subscribed to
the local-is-better philosophy,” said
ABC Talkradio Vice President Maurice
Tunick. **Good programing works re-
gardless of origin. I don’t think the lis-
teners care whether it’s local or network.
They just want good programing.”” Still,
this local sentiment prevailed when
ABC canceled its daytime talk program-
ing, largely because of minimal station
interest (BROADCASTING, July 2). While
much of the blame for this cancellation
has been placed on inadequate market-
ing, daytime talk still proves to be a
tough nut to crack.

According to Tunick, talk programing
has to do more than fill air space. It needs
both to attract as large an audience as
possible and to appeal to a core target
demo. To attract the audience, said Tun-
ick, stations should structure their talk
schedule with the formatic elements with
which the audience is familiar. *‘A talk
station can be programed much like a
music station is programed,” he said.
**You ought to be able to selectively pick
your topics, your guests, your points of
interests—and by doing this you ought to
be able to appeal to the kind of audience
that you're trying to attract.”’

Talk hosts Tom Snyder and Sally
Jessy Raphael are examples of this
‘‘niche-targeting” in talk radio, Tunick
said. ‘“The types of things [Sally] talks
about are young topics: dating, careers,
people starting families. These are the
things that have a broad range of interest
that everyone is interested in, but are
targeted toward younger people.”” Tom
Snyder’s appeal, Tunick said, is the
**hip, savvy, sophisticated listener who
may not listen to talk all day but may be
ready to wind down.”’

Understanding the demographic com-
position of the audience is crucial to
determing a programing image, said
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For more information about how to reach the most important target demos in advertising,
contact the CBS Radio Networks Sales Office in your area.

New York Detroit Chicago Dallas Los Angeles
Thom Leidner John Chichester Tom Walton Craig Zurek Alan Fuller
(212) 975-3425 (313) 351-2180 (312) 951-3401 (214) 528-6061 (213) 460-3296
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NBC Talknet director of programing,
Bill Lally. ‘*The talk radio listener is not
75-to-dead with green hair and a dialysis
machine hooked to his kidneys.”’ he
said. ‘*The general audience probably
does skew a little older, a little heavier
on the female side, usually people who
seek advice and guidance on certain is-
sues.’” Even younger listeners, howev-
er, often tune in because they ‘‘seek
alternatives to the same six records that

"Sales in June set
a new record with
a 500% increase
over last June”’

gz One good month does not

| make a success story. How

| about five good months? By

. May 31, 1990, KSEV had
already billed more than
during all of 1989.

There’s more. Billing in-

Dan Patrick
MAM/GM creased every month in 1989,

Dan Patrick and 70 other
BRN affiliates keep proving our
point: good local program-
ming, coupled with the premier
all-business radio network, can
make your station the hottest
AM in town.

Houston

1{800)321-2349
(Inquiry)

1(719)528-7046
(Listen Line)

Knowledge
YouCanlfiveWith‘

Business Radio Network

are being played,’’ Lally said.

He added that talk programing largely
is determined by the type of station, day-
part and market. *‘Some of our stations
are Adult Contemprary, some are Coun-
try, some are all Talk,”” Lally said. “‘If
they want to be controversial, or if they
want to play safe and talk about the local
bond issue, that’s up to them. It’s my job
to provide them a network service that’s a
luxury and has no surprises and they know
exactly what they're going to get.... We
try to go right down the middle, not too
far left nor too far right.”’

Through this type of targeting, each
talk network creates its own identity.
For instance, Larry Wyman, Sun Radio
Network general manager, said Sun Ra-
dio steers away from ‘‘heavy politics,
including church politics,’” and is wary
of financial business news and psycholo-
gists because ‘‘you never know what
certain susceptible person might sell his
soul because of what he heard on your
network. We're more vanilla than that:
we like some controversy, but we don’t
like profanity, and we don’t want our
hosts to get carried away on a cause.”’
Because the network never knows exact-
ly what the host or the callers might say
on the air, *we tend to do a heavy job
on our fingernails during the year,”” Wy-
man said.

ARN’s Don Emanuel said his 24-hour
talk programing ‘‘runs the gamut.”’ He
noted that *‘when Roseanne Barr did her
thing [her controversial rendition of The
Star Spangled Banner] the phones were
lit up, and right now the Irag-Kuwait
confrontation is big news.”’ Still, Eman-
uel said that listeners—and therefore the
network’s hosts—like to keep things
light and clean. **We’'re not into blue
radio,”’ he said.

**Many topics just don’t work."”" said

Talknet’s Bruce Williams

EFM's McLaughlin. “If you talk too
much about sex or gun control, it becomes
boring, and with religion, you're just
hearing points of view, not creating a
dialogue. What you have to do is find
ways to make these subjects interesting.”’

One way to do this, McLaughlin said,
is to have a strong host. ‘*The day of the
interlocutor is over; that’s not what the
listener is looking for. Listeners want a
host who is really bright, intelligent and
curious. And whether they agree or dis-
agree, they want to know where the per-
son is coming from."’

The best rule of thumb is for the sta-
tion, network and host to be flexible,
said Tunick. **What works best is if you
can change from day to day, staying on
top of whatever the people are talking
about. The job of the station and the
network is to provide more conversa-
tion, or another view, about a topic.
Ideally, talk radio is no more than some
people talking about what’s on their
minds and that's what we try to reflect
on the radio—as if all your listeners
might be at a party in your living room
that night.””’ -REB

LIMBAUGH: THE HOST’S THE THING

FM Media’s Rush Limbaugh has

been hosting the nationally

broadcast Rush Limbaugh Show
for just two years, but already the three-
hour daily program is carried by some
256 stations coast to coast. Prior to mov-
ing to New York in July, 1988, Lim-
baugh received regional notoriety as
host of a similar program on KFBK(AM)
Sacramento, where he covered much the
same ground as he does with his current
show. Now, in addition to his network
talk program. Limbaugh broadcasts a

live hour local program from WABC(AM)
New York.

Limbaugh is a prime example of the
talk show host whose success is ground-
ed on his own personality. While he
acknowledges that publicity can act as
an aphrodisiac, Limbaugh insisted that
his personality ‘‘has to be bigger than
the show, or I'm not going to have any
listeners. There are thousands of talk
shows out there and I have set myself up
to be bigger than the they are.’’ He also
can’t let ego get in the way of his profes-
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RADIOMIXER.
a

For everyone who thought a
PR&E console was out of reach.

You’ve tried, but your console budget just
can't accommodate a Pacific Recorders BMX—
not this time. So you're probably thinking about
settling for a copy, even though it won't have
the standard-setting features, performance and
long-term reliability that have made our BMX
consoles so successful.

Fortunately, you don'’t have to settle.
Radiomixer is genuine PR&E. All the way from its
high quality components to its efficient BMX-style
layout, comprehensive telephone mix system
and unique Off Line Mix Matrix. Yet its manufac-
turer-direct price is no higher than the “clones.”

How did the PR&E engineering team build
a less expensjve console without lowering our
standards? Let’s start with what we didn't do:

We didn't compromise on quality. Radiomixer
uses the highest caliber components through-
out, including our standard professional-spec
meters, faders, and switches. Plus the best-sound-
ing VVCA technology in the industry. To keep
Radiomixers cost down, we've limited the num-
ber of different module types and mainframe
sizes, and simplified the construction of the card
frame, mainframe and modules.

The final result? In less than a year,
Radiomixer has quietly become one of our most
popular consoles. In fact, its now one of the
best-selling boards in broadcasting. Our coior
brochure will tell you more of the reasons why;
and help you configure a Radiomixer for your
particular application. To get your copy, call
PR&E direct at 619-438-3911.

PACIFIC RECORDERS & ENGINEERING CORPORATION

2070 Las Palmas Drive Carlsbad,CA 92009 = Tel 619-438-3911 = Fax 619-438-9277
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THANKS
BROADCASTERS'

We're
celebrating
our

Hth

uninterrupted
broadcasting!

Sonny Bloch
is America’s premiere consumer
advocate on radio. He talks with your
listeners about Money, Business, Real
Estate and Lite.
Here is what we can provide you now:
e 18 hours, six days per week, live two-
way falk programming.
¢ A one-hour per day live afternoon drive
time business news show with lots of
holes for your local traffic, weather and
news. (Optional, no dead air!)
o Several sateliite feeds to choose from.
o 12 local avail spots for your advertisers
per hour.
¢ A proven ratings and revenue builder.
(Documented)
e We are now heard in over 150 cities!

Call me for clearance in your market!

Susan Passarelli 1-212-582-1500
_Jusan Fassarelll 1-Z14-002-10U99

sionalism. he said, because **when you
start to force it you can become a carica-
ture of yourself and you lose whatever
credibility you had.™

Limbaugh said his strength as a talk
host begins with his approach to the
show and its listeners. *‘Unlike most
shows. [ don’t leave it up to the listener
to tell me what’s interesting.”” he said.
““‘My purpose on the radio is to attract as
many people as [ can and hold them as
long as I can. I talk about things that are
interesting to me and that [ can be enthu-
siastic about.”" Predictably, current top-
ics of interest include Iraq and Kuwait
and the U.S. posture in the Middle East.
“We're also seeing a lot of interest in
such social concerns as obscenity. cul-
ture, war, art, environment, and animal
rights.”" Limbaugh said.

On the other hand, if a topic doesn’t
work for Limbaugh. it won't work for
his listeners. either. “*There are many
things [ will refuse to talk about in the
age-old context: gun control. abortion,
UFO's. Millions of people are fascinat-
ed by that sort of stuff. but I don’t want
them on my show.”

With some 10.000-plus radio stations

f

Proven Programming ¢ Reduced Overhead

0.0.6.8

#4 of 23 Stations.

\\\ \$
X0\

AQH Share 12+, M-S, Spring Arbitron
KBOM-FM Santa Fe

GOLD
50's and B60's Oldies

Live 24-Hours-A-Day

Another Premier Format From

SATELLITE Musec NEtwoag

800-527-4892
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on the air, Limbaugh said there is plenty
of opportunity for all types of air person-
alities. ““You can have the inciters and
the activists. but that’s not me,"" he said.
[ did not participate in the tea bag stunt
(BROADCASTING, Feb. 13, 1989) and I
don’t intend to do that sort of thing.
There are some hosts who believe that

|
l
|
|

Rush Limbaugh

talk radio must be the modern equivalent
of the old town meeting. but I refuse to
narrow it that much. You've got too
many people doing too many things and
a lot of them love to do things that will
attract attention to themselves. And a lot
of people like to single out talk radio as
the enemy of democracy or America.
That’s up to them, but it's just not me.”

Despite his conservative politics.
Limbaugh said his listeners do not nec-
essarily stack up on the right. **Listeners
come from both sides.’” he said. ‘‘My
program combines two elements that are
not usually found in one presentation:
serious discussion of issues along with
irreverent humor,”” he said.

Limbaugh said he has been criticized
for not including experts on his show, a
la Mutual Broadcasting’s Larry King.
A lot of people think 1 should call
someone in Washington who is an ex-
pert on military strategy and ask them
what the U.S. should do in the Middle
East. But what fascinates me is what the
people think we should do. That's the
great thing about talk radio—it lets them
in on the process.”’

Passion and empathy are crucial fac-
tors in the attitude of a talk host, Lim-
baugh said. ‘‘Passion is the absolute best
ingredient in what any communicator
has. whether it’s the caller or the host. If
there's no passion, there’s nothing.
Here's where empathy is key. The most
required characteristic of a good broad-
caster is empathy with the listener: he
has to know when the listener is going to
tune out—and then do it first.” -REB

|
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SHOULDNT YOU GET TO KNOW STEVE? |

“It’s what the people want! We're talking about information the average person can't get without us
listening to Steve. Sounds like a powerhouse for the future!”— Bilf Mitchell, General Manager, WKEW, B
Greenshoro, NC

“Good, intelligent calls, good intelligent talk radio; issues people really care about. Were very
happy?”—Marc Webber, Operations Manager, WPBR, Palm Beack, FL

“Straight, smooth, informative, entertaining without trying to sensationalize! It's doing very well
for us!” — Mike Fdwards, Program/News Director; KTBB, Bler; TX

“Albany, Schenectady, Troy—the whole New York Capital District—loves the diversity, Steve's
ability to deal with a wide range of issues . . ”—Gary Austin, Program/News Director, WQBK, Albany, NY

“The Michtana audience has given a phenomenal response to the addition of Steve Crowley to
the Talk Radio 1580 line up!”— Debra Van Mele, VP/General Manager, WAMJ, South Bend, IN

These programmers already know that “Steve Crowley’s American Scene” is a big hit—with
listeners and advertisers. His Main Street style makes issues, information and advice timely and
understandable.

Steve's 2-hour show delivers cume and mid-day revenues, too! Broadcast live Monday-Friday,
2:00-4:00 pm on SATCOM IR. Call Ben Avery at (800) 783-2772, and be in the know.

STEVE CROWLEY'S 'AMERICAN SCENE™ ‘¥ i w1 o

Live From The Walt Disney World Radio Studios « Crowley Broadcasting Company, Inc., 5100 NW, 33rd Avenue, Suite 1355, Ft. Lauderdale, FL 33309 (800) 783-2772
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20% from basic to broadcast basic.

Lifetime, which traditionally has had
no policy on tiering, is now negotiating
contracts that speak to broadcast basic
and basic service. Like AMC, it too will
charge operators across most of their
subscriber base if penetration drops.
And if operators choose to tier Lifetime
above the basic level, an even higher
penalty is built in, above subscriber
fees, to offset loss of advertising reve-
nue.

Lifetime’s new contract provisions are
based largely on the fact that the net-
work anticipates losing only 2% of its
base due to a broadcast basic tier, ac-
cording to Seymour Kaplan, senior vice
president, affiliate relations. ‘‘Should
that increase,’”” he said, ‘‘we have al-
ways operated under the basis that if
Lifetime is being hurt, we have the op-

portunity to go in and renegotiate our |

contracts.”’

USA Network has forbidden tiering in
contracts signed during the last three or
four years. Now the network is institut-
ing “‘stiff penalties for very small per-
centage losses of subscribers,”” said
Douglas Holloway. senior vice presi-
dent, affiliate relations. '‘And we're
making some considerations for loss of
advertising revenue."’

Contracts pre-dating four years ago
had loopholes that allowed tiering. a sit-
uation that resulted in TCl's tiering of
the service. But Holloway said the net-

work is not getting many tiering re-
quests. and that it is negotiating very
few contracts right now. Most are up in
the next couple of years, he said.

Turner services, according to sources,
adjust rates if penetration drops below a
certain level. And if CNN or Headline
News is placed on a tier, operators see
local ad times reduced from three min-
utes to two for both of these services.

A&E's current contracts mandate that
the service be carried on basic, and it is
just going through its contract extension
process now, said Daniel Davids. vice
president, affiliate sales and marketing.
Specifics will be worked out in the fall,
and ‘*we're looking at everything,”’ he
said. MTV Networks also has provisions
against tiering. but doesn’t anticipate
changing its policy. according to Mark
Rosenthal. executive vice president. af-
filiate sales and marketing. Rosenthal
said about 80% of MTV's contracts
don't allow the services to be tiered. and
in the 20% that are, operators must pay a
penalty.

But according to both programers and
operators, regardless of what networks
mandate, services now are being taken
off the most penetrated levels anyway.
Over the summer, according to one op-
erator, the tiering of services that don’t
contractually permit it has become wide-
spread, at least among larger MSO’s. So
far, however, no programer has taken
formal action against such operators, the

source said.

Operators are also concerned that pro-
gramers are increasing their base license
fees to compensate for potential losses
from tiering. Many programers are in-
creasing their rates a penny a year. For
those with very small license fees, that
could be an increase of between 15%
and 30%, according to one source.
‘‘Subscriber fees ought to be going
down,’’ said Fred Dressler, vice presi-
dent, programing, American Television
& Communications. Programers ‘‘are
gorging themselves at the license fee
table,” said Egan. ‘‘A number of ser-
vices are looking for increases as con-
tracts turn over, reasoning they were un-
derpriced to begin with. Programers, he
said, ‘‘should be looking at a minimal
increase when contracts turn over, and a

5% increase thereafter.”” .
There's talk of creating tiers especial-

ly for new services, according to McEn-
roe, which she said would hurt their
chances for success. But Mitch Ruben-
stein. president. Sci-Fi Channel. said he
hasn’t been approached for carriage be-
yond the basic level above lifeline. His
contracts stipulate that the service be
placed on the basic level above the
broadcast tier. and if tiered. must be
penetrated by 80% of a system. "*We
have no license fees for the first two
years, so there's no advantage not to put
us on the most widely viewed tier.”" said
Rubenstein. -SDM

SPORTSOUTH PREPARES TO ENTER THE GAME

portSouth, which might well be

the last major regional sports ser-

vice to launch, is set to debut on
Wednesday, Aug. 29, when the Turner
Broadcasting and MSO-owned network
is beamed to more than 1.1 million cable
homes in the Southeast.

“We’re going to have a good
launch,”’ said Blair Schmidt-Fellner,
vice president and general manager of
SportSouth, who was working on last-
minute preparations last week. The net-
work has 800,000 homes committed
from Tele-Communications Inc. and
Scripps-Howard, and recently signed
Prime Cable (in Atlanta) and Wometco
to deals covering 373,000 subscribers.
All four MSQ'’s are also owners of the
service.

Tumer’s own Atlanta Hawks and
Braves will be the keystone of the net-
work, along with the NBA’s Charlotte
Hornets and programing from Prime
Network. The service will launch with

the Braves versus the Pittsburgh Pirates,
one of the few Braves games not spoken
for by superstation WTBS Atlanta. Sport-
South will carry four other Braves
games this year, and 25 next year; 20
Hawks games this year, as well as 20
Hornets games. SportSouth has a three-
year deal with Charlotte calling for 20
games to be carried each year.

The network’s affiliate deals means it
will be in most of Georgia, including
Atlanta, as well as Chattanooga and
Knoxville, both Tennessee, and parts of
Birmingham and Montgomery, both Al-
abama, said Schmidt-Fellner. There are
10 other MSO’s with over 100,000 sub-
scribers in SportSouth’s six-state territo-
ry—Alabama, Georgia, Mississippi,
Tennessee and North and South Caroli-
na. SportsSouth has been concentrating
on the MSO’s in and near Georgia, be-
fore hitting other systems. The entire
region has 5.5 million basic cable sub-
scribers.

Two of the larger players, however,
American Television & Communica-
tions and Comcast, remain on the side-
lines. (ATC and Comcast, however,
aren’t without their say on SportSouth,
since both companies have representa-
tives on the board of Turner Broadcast-
ing.) ATC has more than 600,000 sub-
scribers in the region, including major
systems in Charlotte, and Raleigh-Dur-
ham, both North Carolina; and, Mem-
phis and Birmingham, both Alabama.
Comcast has 200,000 subscribers in Al-
abama. ‘‘We're talking to everybody,”’
said Schmidt-Fellner, who is optimistic
that the major players will eventually be
on board. Like other services, Sport-
South is running into the problem of
tight channel capacity.

ATC’s Fred Dressler, vice president,
programing, said the MSO was awaiting
the service to launch, but that there is
interest in signing an affiliation deal,
which probably will be done on a sys-
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tem-by-system basis.

As an incentive for carriage, Sport-
South is offering nonowners the first
three months of service free. The ser-
vice’s base rate card is 35 cents. as low
as any regional sports service, said
Schmidt-Fellner. The rate drops for sys-
tems further away from Atlanta. For in-
stance, the rate is 30 cents for the Char-
lotte area and 25 cents for the state, the
low point on the card. Operators will
receive two minutes of advertising each
hour. One coup for SportSouth is that all
its at-launch subscribers will be on basic
tiers. ‘It was important for us,”
Schmidt-Fellner said, in order to have a

good shot at selling advertising.
At the moment, no entity owns more
than 40% of the service. Turner Sports

Programing Inc. will eventually own |

only 25% of the service when all expect-
ed equity players are involved. MSQO's
get ownership shares equivalent to the
number of subscribers they commit to
carriage, but no one entity will own
more than 50% of the service. Sports-
South is run by a separate board, al-
though Schmidt-Fellner reports to TBS
Sports President Terry McGuirk.

There is some liaison with Turner
Broadcasting System, but the operation
is largely separate. Some of Turner’s

affiliate sales staff market SportSouth.
but the sports network has its own ad
sales staff. Group W Sports Marketing.
which represents Prime Network affili-
ates nationally. is selling time for Sport-
South. as is the Atlanta interconnect.
The Prime affiliation will bring more
than 600 events in the first year. includ-
ing live college football of the South-
west Conference. Pac 0. Grambling St.
and Division 1l Champion Georgia
Southern. Games from the ACC and
SEC will be carried on a tape-delayed
basis. The network will also produce
120 events a year. including 15 NAS-
CAR races. M

ADULT PROGRAMING, B MOVIES FILL GAPS IN PPV MENU

Genre generates revenue and needs little marketing,
making it good choice for filling out PPV offering

Ithough pay per view is not yet a

mature business. niche services

are already stepping in to fill the
programing holes mainstream PPV
leaves behind. Adult services are bring-
ing in buy rates that sometimes approach
mainstream movie channels. making
them the first choice for a third channel.
B-movie services ofter low prices that
can compete with video store rental
costs and attract a niche audience.

For those systems that carry adult pay
per view. the category can bring in sig-
nificant PPV revenue. For KBLCOM,
which has three stand-alone pay-per-
view channels. 40% of total buy rates
come from adult services. 50% from
mainstream movies and 10% from
events. But on a margin basis. features
and adult programs are running neck and
neck. according to Phil Laxar. vice pres-
ident. programing and pay per view,
KBLCOM.

That is because the splits are often

better with adult programing. and as
most operators attest, the category has
price elasticity. According to Dan
O’Brien. vice president, new product
development. Wamner Cable, since li-
cense fees are lower. usually around
$1.25, operators can end up with as
much as a 75% split.

Adult programing can save in other
ways as well. About 85% of Warner
markets with adult PPV do no marketing
of the service. **You almost don’t have
to market adult programing.”” said
O’Brien. *'People find it. It develops a
faithful core audience.”” Programing can
either be done on a nightly basis or per
movie. ““There doesn’t seem to be much
difference in the buy rates.”” he said.

!

PLAYRGY

Adult programing also helps build the
business. according to O’Brien. since it
appeals to a different group than usual
PPV users, and does not cannibalize oth-
er PPV services.

“It’s pretty axiomatic that an adult
pay-per-view channel gets you 10% buy
rates.”’ said Joanne Abbey. director of
marketing. ATC. But she disagrees that
it helps the category. "'l don’t see it as
building the business. It's not something
I believe will attract new users to the

category.”” although it does fill out the
range of offerings. said Abbey.

Regardless. ATC does not have the
channel capacity for a third PPV chan-
nel. and neither ATC nor any other oper-
ator would bring in adult product as a
second PPV channel. Even though adult
programing can bring in significant buy
rates. it rarely outperforms a movie
product. **If there were enough product
for three hit channels. that would be
better. But not enough is produced.”
said Barry Mines. director of pay per
view. Cablevision Systems.

But it can add to the bottom line of a
system. In several United Artist Enter-
tainment systems, adult services can
bring in anywhere from 30% to 40% of
the business in a three or four channel
environment, according to Greg DePrez,
vice president, pay per view, UAE. In
the MSO’s Baton Rouge system, for ex-

— == — —— J
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ample. which shows Viewer's Choice,
Request and Graff's adult channel. Ren-
dezous, the adult service accounts for
31% of the buys. And when the higher
retail rates and better margins are fac-
tored in. the adult service carries its
weight.

But it does not belong on just any
system. DePrez said UAE would con-
duct a survey of community attitudes
before it would launch an adult.service.
Times Mirror's Charles Ward, vice pres-
ident. programing. said adult product
‘is not consistent with our corporate
taste.”’

Rendezvous (to be renamed Spice on
Oct. 1). is now up to 2.5 million sub-
scribers. up from 800,000 this time last
year. Nearly half that growth came from
the demise of Tuxxedo. which lost its
transponder after an Alabama indictment
for obscenity. The service expects to be
available in five million addressable
homes by the end of 1991.

The interest in adult services first es-
calated when the window for A product
slipped, according to Nancy Anderson,
senior vice president, programing,
Graff. Rendezvous is attractive to opera-
tors, she said, because it adds 40% to
50% to a system’s existing buy rates,
and buy rates are consistent, since sub-
scribers who purchase adult product pur-
chase frequently.

Rendezvous is careful about how its
service is distributed, in wake of the
demise of Tuxxedo. Over the next few
months, the service is switching from
VCIl encryption to the more secure
VCII+, according to Anderson.
““We're careful with programing and
community standards,”” she said. **And
we advise operators on how to conserva-
tively market the service. so as not to
offend anyone.”

Playboy At Night may have a leg up
on Rendezvous in carriage, as it already
has a channel in many systems as a
subscription service. Still seen as a pay
service in 400,000 homes, Playboy is
now available to 3.5 million addressable
homes and expects to be in five million
by the end of 1991. Many systems, such
as Cablevision Systems, which are pick-
ing up the PPV service, already carry the
subscription service and will continue to
carry both. Cablevision, which has stan-
dalone systems, is launching Playboy at
Night on Sept. 1 in 10 systems totalling
450,000 subscribers.

“‘Playboy said buy rates should be
between 7% to 10%, but | think that’s a
little high,” said Cablevision's Mines.
Playboy also has the advantage of name
recognition, said David Sowa, executive
vice president, video division, Playboy,

which he said means easier marketing

and better buy rates. ‘‘Over 60% are
buying the brand name without product
knowledge,"’ he said. Playboy margins
are closer to the level of Viewer's
Choice and Request, with operators
keeping 50% of what is usually a sug-
gested retail price of $5.

The B-movie category. which fiils a
much smaller niche than adult PPV, is
currently the domain of Graff's Drive-1n
Cinema. At 1.3 million subscribers. it is
soon to be joined by Avalon Pictures’
Action Pay Per View. launching Sept. |
to what President Rick Blume said will
be 400.000 homes. It is looking to at-
tract a niche market of 18-40 year-old
males who tend to be heavy home video
users. It separates itself from Drive-In
by saying it has true B-pictures while
Drive-ln *‘is at the C and D level.”
accordirig to Blume. But one-third of the
movie product will overlap with both the
primary and secondary Viewer's Choice
and Request channels.

Retail pricing suggestions range from
$1.99 to $4.99. with a 55% split in favor
of the operator. “*For us to be able to
exhibit better quality movies, that kind
of split has to be maintained,”" said
Blume. and Action reserves the right to
renegotiate the split in 12 months. The

F NN and Hspﬂ:tm lﬁtut;chnu-
Jug} have exm:s&d ﬁﬁ Vption 1o
- increase their stake in the Learn-
- ing Chiannel to 1%, The comp-
Cndes will pay 5434000 and issue
377400 shares of Infotech com-
- mon stock to purchase | E5% of the
“channel’s fully-diluted equity. Mi-
“nority partner American Commi-
: I:iilg Service  Network, [nfﬂwch'
~and BNN own B2.5% of the ser-
- wice and said they had engased
Prudential-Bache and Rohinson-
'Humphr&y to 'examinge strategic
'_ul[(:mamch such as selling the
Sservice to an “appropriate strate-
cglc partaer.” Discovery. anmong
‘pthers, has been mentioned as be-
Ang interested in the service,

pricing for B movies is generally lower
than A-movie services, bringing in what
operators hope is a category of viewers
who would not normally use PPV.

Drive-In Cinema averages 6% and
Action anticipates buy rates in excess of
12%. A B-movie service is more of a
fourth channel, according to operators,
something very few have to offer. Occa-
sionally, it can be a third channel, if an
adult service does not seem appropriate
for a certain community, according to
DePrez.

Sometimes a B-movie service can fit
into a three-channel environment, such
as Warner Cable of Houston, which
shows Drive-In on its third channel until
Il p.m. and Rendezvous from 11 p.m.
to 3 a.m. Drive-In gets a 3% buy rate,
compared with Rendezvous’s 10%. The
Viewer's Choice and Request channels
combined average a 28%. together not
even quite double what the adult service
brings.

The B-movie category is more mar-
keting driven than adult product. since
people know little about the titles, said
DePrez. **But I'm not sure we're up to
speed’” on marketing it yet, he said.
Drive-In, which is on in several UAE
systems, ‘‘hasn’t had its fair share yet,
because it’s not on barker channels or
program guides.’” DePrez said UAE is
interested in trying out Action, too,
when it launches.

Cablevision's Boston system has four
standalone PPV channels. two of which
are action oriented. While they do not
pull in the buy rates of the two A movie
title channels. *‘they appeal to an audi-
ence segment we don’t reach.”” said
Mines. But much of the same type of
product on Drive-In and Action is like
much of the product seen on Viewer's
Choice 1l. said Rob Stengel. senior vice
president, programing. Continental.
“There’s clearly a market for that type
of product. but it needs to be more dif-
ferentiated.”" he said.

Cable Video Store is one service
which is not interested in differentiating
itself from Viewer's Choice or Request.
Until now. the service has been market-
ed as a primary PPV channel. providing
mainstream product. according to Jer-
emy Rosenberg. director of operations.
But since it has been up for sale the past
few months, “*we’ve been in a holding
pattern.”” said Rosenberg.

“*We don’'t see a terrific niche in our
company for Cable Video Store.’" said
UAE's DePrez. “*CVS is designed to
exist in a single channel environment,"
he said, and *‘isn't a good fit against
Request and Viewer's Choice because it
focuses on A titles.™ -S0M
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WASHINGTON

FCC PLANS MARKETPLACE STUDY

No rule out of bounds for reconsideration according to
Office of Plans and Policy Chief Bob Pepper

ithin the next few weeks, the
FCC Office of Plans and Poli-
cy and the Mass Media Bureau

will begin work on a joint in-house study
of the broadcasting marketplace that
could lead to relaxation or elimination of
some broadcast regulations.

FCC Chairman Alfred Sikes ordered
the review to see if existing rules are still
necessary in the face of increasing com-
petition among broadcasters and be-
tween broadcasters and other media
(**Closed Circuit, Aug. 13).

OPP Chief Bob Pepper and Mass Me-
dia Bureau Chief Roy Stewart said they
plan to meet this week or next to define
the scope of the study and coordinate the
work. After that. they said. they will
assign staff to the project and the work
will begin in earnest. “*We are still in
the very earliest stages.’” said Pepper.

Echoing Sikes. Pepper and Stewart
said the effort could lead to proposals to
relax or eliminate rules next year.
‘‘We're going to look at changes in the
market, the nature of the changes, how
broadcasting has changed and the
growth of competing media,”’ Stewart
said. **And then we'll try to figure out
what changes, if any, should be made to
make it a more competitive market-
place.”

After looking at regulations that are
15 or 20 years ago in light of today's
marketplace realities, said Pepper, ‘‘we
may find that some are doing fine, and
some will be crying out for change."’

Both were careful not to prejudge the
study or say where it would lead. *‘It's a
first-cut analysis,"” said Pepper. *‘De-
pending on what we find out will deter-
mine what [rules are] in play and what’s
not.”

‘“‘We are entering this very much with
an open mind,”” Pepper said. declining
to put any of the myriad rules that re-
strict broadcasters’ business activities
out of bounds. ‘We just don't know
what we are going to find. It's not one of
those things where we start off with any
preconceived notions about anything.™”

Pepper said they would probably not
solicit formal comments. If they do not,
he said, they would still be open to

informal ones.

Jeff Baumann, executive vice presi-
dent and general counsel, National As-
sociation of Broadcasters, and one-time
deputy chief of the FCC Mass Media
Bureau, said the staff study is nothing
unusual. ‘I suspect what they are doing
is looking at various deregulatory op-
tions.™

NAB'’s response: ** We intend to find
out what they are doing and intend to
have input into it,”’ Baumann said.

During the FCC administrations of Si-
kes's predecessors, Mark Fowler and
Dennis Patrick, the commission re-
viewed and relaxed some of its major
broadcast regulations. notably the multi-
ple ownership, duopoly and one-to-a-
market rules.

Those actions do not preclude further
action on them, Pepper and Stewart
said. ‘'It may be one thing to look at
those things individually: it may be an-
other to look at them collectively,”
Stewart said.

On the other hand, said Pepper,
“‘maybe we have done everything that
could be done and our study will be

redundant.”’

Judging from their public statement, a
consensus exists among at least four of
the five commissioners for considering
relaxation or repeal of the cable-broad-
cast crossownership ban that prohibits
television stations from owning cable
systems in the same market and the ca-
ble-network crossownership ban that
bars the big three broadcast networks
from owning systems. Indeed, the FCC
has already received comment, most of
it positive, on eliminating the latter reg-
ulation.

Whether action on the broadcast-cable
front would await the publication of the
broadcast study, neither Pepper nor
Stewart could say.

One question that Pepper would like
to explore is what changes broadcast
television has undergone since the emer-
gence of ‘‘multichannel television,”” or
cable television, as a powerful player in
the late 1970’s. ““We've seen a lot of
changes since then,”’ he said. ‘*Broad-
casters are single-channel providers in a
multichannel world. That would be my
starting point.”’ —H

COMMUNICATIONS ISSUES
AWAIT CONGRESS’S RETURN

Among matters of importance to broadcasters is
proposal to impose spectrum fee to help ease deficit

able reregulation, children’s tele-
vision, campaign finance reform

and spectrum fees are a sampling

of the communications policy issues
Congress faces when it returns next
month. (The House will be back on
Sept. 5; the Senate returns on Sept. 10.)
Indeed, there is such a crush of busi-
ness including the budget summit, ap-
propriations bills, conferences on clean
air, child care and other controversial
legislation, and the Middle East crisis,
that it is becoming increasingly likely

that instead of adjournment on Oct. 5,
lawmakers will return in November for a
lame duck session. Much will depend on
whether the administration and congres-
sional leaders can come to terms on a
fiscal 1991 budget. Many Hill insiders
agree if they cannot reach a consensus
by Oct. 5, a lame duck session is almost
certain.

As for the budget summit itself, the
National Association of Broadcasters
has declared war on an administration
proposal to raise $1.5 billion from
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broadcasters in spectrum fees (BROAD-
CASTING, Aug. 6, 13). In an effort to
reduce the federal deficit, the Office of
Management and Budget has suggested
a 4% fee on the revenues of commercial
users of spectrum. OMB anticipates
raising $4 billion annually, with about
$1.5 billion from broadcasters.

NAB President Eddie Fritts said NAB
is working ‘‘full bore’’ on spectrum
fees. He said there has been a *‘tremen-
dous response’’ from the industry on the
issue and he expects members will hear
throughout the recess from broadcasters.
‘‘We’ve got a full mobilization going on
spectrum fees,’’ said Fritts.

Besides the pressures surrounding the
budget summit, NAB will play an active
role in the consideration of other key
legislation. ‘‘There’s a lot going on;
we’re giving all these issues full priori-
ty,”” said Fritts.

The most pressing communications
policy matter before Congress is cable
reregulation legislation. Both the full
Senate and House may wind up adopting
measures that could substantially curtail
cable’s freedom and power in the mar-
ketplace. For the most part, the version
pending in the Senate is considered more
onerous than that in the House. None-
theless, the National Cable Television
Association is not supporting either one
and will be working to revise key provi-
sions dealing with access to programing
and rate reregulation.

The House Energy and Commerce
Committee’s action on a cable measure
(BROADCASTING, July 30) was unani-
mous; that is a good sign it can move to
the floor and pass without much debate.
The legislation could get hung up onthe
Senate floor, however, where amend-
ments are anticipated. And even if the
Senate were to pass something, a House-
Senate conference to reconcile differ-
ences will take time. Moreover, the ad-
ministration has indicated its opposition
to a reregulation bill and the threat of a
veto is considered a possibility by some
cable lobbyists.

The Senate’s deliberations on cable
may include discussion on a so-called
video-dial tone amendment. A bill, S.
2800, passed by the Senate Commerce
Committee in early August, retains the
telcos’ common carrier status but at the
same time would allow them to deliver
video without a franchise agreement
(BROADCASTING, Aug. 6).

House and Senate Commerce Com-
mittee members must also confer on
children’s TV legislation. Both cham-
bers have moved bills restricting the
amount of advertising during children’s
programing on both cable and over-the-

air television (BROADCASTING, July 23
and 30). The only significant difference
between the two bills is that the Senate
version would establish a $10 million
endowment for educational television,
something House Republicans oppose;
they do not consider it germane and
would rather see such a proposal includ-
ed in a public broadcasting authoriza-
tion. It is anticipated they will come to
some settlement and legislation will
move to the President’s desk.

The children’s TV bill would also re-
quire broadcasters to air more education-
al and informational children’s programs
for license renewal. NAB is not oppos-
ing the measure, and although a similar
version was vetoed by President Reagan
before he left office, and the Justice
Department threatened to recommend a
veto last year, many observers feel Bush
will sign it.

There is one measure that could easily
become law this fall. It would require
television sets with screens 13 inches or
larger to have built-in closed captioning
decoders for the hearing impaired. The
Senate unanimously passed it and the
House will likely follow (BROADCAST-
ING, Aug. 13). ’

An FCC authorization bill for fiscal
1990 and 1991 is also likely to be signed
into law.,

Debate in the Senate on a spectrum

reallocation bill, S. 2904, could be live-
ly. At a Senate Communications Sub-
committee hearing, both the Commerce
and Defense Departments registered op-
position to the proposal. A virtually
identical measure was adopted by the
House (BROADCASTING, Aug. 6). Under
the legislation, 200 mhz of government
spectrum would be reallocated to the
private sector. It is an idea that originat-
ed with House Energy and Commerce
Committee Chairman John Dingell (D-
Mich.), who sees a growing need for
additional spectrum, especially for new
technologies such as HDTV and digital
audio broadcasting.

Campaign finance reform bills adopt-
ed by both chambers will also occupy
congressional time (BROADCASTING,
Aug. 13). These proposals are seen as
resting on shaky ground because of ma-
jor differences between the two versions
and because Bush has promised a veto.
Broadcaster opposition is strong. NAB
is unhappy with provisions in the Senate
legislation that would give federal candi-
dates who comply with overall spending
limits nonpreemptible campaign spots at
a station’s lowest preemptible rates. The
House bill would permit candidates who
agree to spending limits to receive one
free spot for every two full-priced ads at
comparable rates. Fritts thinks a House-
Senate conference may never occur. —&m

WASHINGTON WATCH

BEER BLAST

The beer industry is striking back.
Anheuser-Busch announced it was
launching a major TV and radio

ad campaign in more than 150 cities
in 26 states to fight a proposed

beer tax. The tax has emerged as one
approach to raise funds to offset

the federal deficit. The ads will target
states that are home to

congressional budget summit
negotiators and other Hill leaders.

MSTV TAPS WRIGHT

NBC President Robert C. Wright
will be the luncheon speaker for the
Association of Maximum Service
Television’s fourth annual HDTV
Update conference, scheduled for
Sept. 6 at Washington’s Westin
hotel. Wright joins FCC

Chairman Alfred Sikes on the agenda
for the one-day meeting
(BROADCASTING, Aug. 13). Other
speakers will include Richard

Wiley, chairman of the FCC’s
advisory committee on advanced
television service; Stanley S.
Hubbard, president, Hubbard
Communications; James McKinney,
chairman, Advanced Television
Systems Committee; James Robbins,
president, Cox Cable
Communications, and Thomas L.
Goodgame, president emeritus,
Group W TV Stations.

CHANGES FOR EBS

In hopes of rejuvenating the
Emergency Broadcast System, the
FCC has reassigned responsibility
for its management from the Office
of Managing Director to the Field
Operations Bureau. According to
Arlan K. van Doom, deputy

chief, FOB, who will handle EBS
duties until a permanent head of
the new EBS office is named, the
commission felt that FOB was
better able to coordinate EBS efforts
with the states because of its
network of field offices.
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CRITICS ATTACK ITALIAN BROADCASTING BILL

Legislation does not achieve goals, some say,
of insuring pluralism and protecting stations
from market dominance of RAI and Berlusconi

taly finally has legislation regulating

the broadcast industry, setting down

ground rules for the medium 14
years after the government first deregu-
lated state-dominated radio and televi-
sion.

The bill, however, has drawn harsh
criticism from all fronts, which charges
the new regulation passed by Italy’s par-
liament in early August achieves none of
its stated goals: to insure greater pluralism
in broadcasting; to protect local stations
from market dominance by the state-fund-
ed RAI networks and entrepreneur Silvio
Berlusconi’s private channels, and pro-
mote new media ownership.

The new law reduces the number of
commercial breaks allowed in feature
films, imposes limits on the amount of
commercial availabilities allowed, sets
limits on media companies’ market
share, establishes media crossownership
rules and forbids commercial breaks in
children’s cartoons.

Staunch anti-Berlusconi factions of
Parliament argue the bill does not do
enough to reduce the market share of his
holding company, Fininvest, a central
aim of some in the governing body.

Commercial broadcasters, however,
and particularly Berlusconi, will suffer
considerable losses due to restrictions in
TV advertising.

RAI remains largely untouched by the
law. Parliament, following stormy de-
bate, decided to put off for two years
discussion of the two most complex is-
sues pertaining to RAID’s three state
channels—whether to lift its advertising
cap, currently set at roughly $750 mil-
lion a year, and whether to eliminate the
viewers’ tax that yields RAI an extra
$120 million annually.

Also affected are large publishers, re-
stricted by new cross-media ownership
rules from getting into the TV business.

Fininvest, which said it is satisfied to
be recognized by the new law as a legiti-
mate broadcaster of three national net-
works (Canale 5, Italia 1 and Retequat-
tro) and finally be able to air live
programing, will have to pay a price for

a privilege that, up to now, has been
reserved for RAL

For instance, media crossownership
rules will force Berlusconi to give up his
daily newspaper /!l Giornale and his in-
terests in the all-sports channe] Capodis-
tria. Publitalia will no longer be able to
sell air time for TV networks not owned
by Fininvest, namely Capodistria, Italia
7 and Junior TV. Nor will Publitalia be
allowed to continue selling air time for
the six radio networks it represents.

In addition, Publitalia will collect less
ad revenues, due both to fewer commer-
cial breaks allowed in feature films and
the reduction in commercial avails.

Finally, Fininvest’s 6,104-title film li-
brary, with an estimated worth of about
$1.53 billion, will be depreciated some
30%, it says, due to the amendment that
forbids airing adult-only rated movies,
and permits airing of movies for viewers
older than 14 only after 10:30 p.m.

Fininvest estimates the law will cause
losses close to $400 million. The com-
pany expects $80 million of the losses to
result from an amendment prohibiting
commercials in cartoons, $75 million in
losses to result from fewer commercial
availabilities; $100 million lost because
Publitalia is forbidden from selling air
time on other networks, and $125 mil-
lion due to fewer commercial breaks in
feature films.

From the local station perspective,
Commercial Broadcasters Association
spokesman Andrea Ambrogetti com-
mented: ‘‘A bad law is better than no
law. At least we know what the rules
are.”’ He added, however, referring to
an amendment that limits the amount of
advertising a media rep firm can sell,
‘‘We are truly disappointed and embit-
tered. RAI and Fininvest have gained at
the expense of local stations.”

Ambrogetti explained that many local
stations that do not have the in-house
resources to court national advertisers
have linked with major rep firms such as
Fininvest’s Publitalia and RAI's Sipra.
*‘Forcing an end to the relationship be-
tween rep firms and local stations is an

attempt to kill local broadcasters. They
will no longer have access to national
advertisers.”

As a consequence, Ambrogetti
charged, local stations will not be able to
afford quality programing or the costs of
producing newscasts, the latter a public
service and source of pluralism he said
politicians are supposedly anxious to
safeguard.

According to Ambrogetti and otherin-
dustry sources, what took place in Par-
liament was not discussion and evalua-
tion of pertinent media issues but base
political ‘*haggling.”’ Party infighting
was so fierce it nearly caused the col-
lapse of the shaky government coalition.

Years in the making, the first draft of
the bill was originally introduced by the
Telecommunications Minister Oscar
Mammi in 1988. It travelled a tortuous
political road and finally reached the full
Senate for debate last spring.

In an unexpected upset, a group of
left-of-center senators pushed through
extremely strict limits on TV advertis-
ing. As written, the Senate’s draft could
have cut Fininvest’s ad revenues by one-
third and practically shut down many
local broadcasters.

The bill then moved to the Chamber
of Deputies and was immediately used
as a political screen by certain factions
of Parliament to reach other aims, name-
ly, widening the rift within the Christian
Democratic party, a member of Italy’s
governing coalition, and attempting to
destabilize the government.

The law still leaves many questions
unsolved, such as how minor networks
like Italia 7, Junior TV and Capodistria
will survive under the new law, particu-
larly once their financial ties to rep firms
are severed.

Many industry sources also feel the
new crossownership rules will prevent
large Italian media companies from ex-
panding enough to be competitive with
international groups such as Germany’s
Bertelsmann, Britain’s Robert Maxwell
and Australian-bom Rupert Murdo-
ch. —Anna Carugati, European correspondent
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SATELLIT

SkyPix update. Although Hughes Communications President
Steve Petrucci said his company has no signed agreements
yet for customers aboard its 41-watt SBS VI satellite—
scheduled to launch in October—that bird appears to be the
optimal, if not the only, Ku-band satellite that would satisfy
Seattle-based SkyPix’s plan to launch an 80-channel direct-
to-home TV service in early 1991 (BROADCASTING. Aug.
20). Indications that SkyPix and Hughes have been negotiat-
ing a long term lease of 10 transponders on that bird re-
mained undenied.

In any case. process of elimination makes any Ku birds
other than SBS VI considerably less attractive candidates.
With the largest Ku fleet in orbit. GTE Spacenet—which
confirmed last week that its Ku transportable was driven
across Seattle after the Goodwill Games to perform transmis-
sion tests for SkyPix. which continued last week—can offer
no Ku capacity more powerful than 20 watts. including
GStar IV, scheduled to be launched in November. SkyPix
requires at least two times that power. GE Americom’s two
Ku birds, Satcoms K-1 and K-2, carry enough power for
SkyPix (45 watts), but neither bird could likely offer the
eight to 10 transponders SkyPix needs to launch with 80
channels. And GE Americom is already a partner in K
Prime. the SkyPix competitor scheduled to launch a 10-
channel. Ku-band direct-to-home service. also early in 1991.
Two Ku birds owned by Comsat will run out of station-
keeping fuel within 12 months. and Hughes's SBS IV and V
are both more than 80% occupied. AT&T. Contel ASC.
GTE, Hughes and National Exchange all have firm plans to
launch additional Ku capacity. but not until 1993 or beyond.

If SkyPix flies on SBS VI at 99 degrees west longitude. it
would likely seek to transfer to Hughes’s hybrid Galaxy 1V
satellite, which would replace SBS VI at 99 degrees in early
1993. SBS VI would then be moved to 74 degrees, a consid-
erably less ideal position than 99 for reaching all the conti-
nental U.S. SkyPix President Brian McCauley said that
settling for a 20-watt bird would **still work for us,”” but
would require compression of only four. not eight, signals
per transponder to still reach 22-36-inch antennas.

Pay per view central. As Forstmann Little & Co., through its
subsidiary FLGI Holding Corp. completed its $1.6 billion
acquisition of General Instrument Corp. (each outstanding GI
common share was converted into $44.50 in cash) last
Wednesday (Aug. 22), business development as usual at
GI's VideoCipher division were taking the form of stepped-
up promotion of centralized home satellite pay-per-view pro-
graming through the Satellite Video Center (SVC), jointly
operated by VideoCipher and CableData. Boasting more than
2,000 movies and 3,000 sports events per month offered to
owners of VIDEOpal *‘impulse PPV order-recorders.”” Vi-
deoCipher said that, among September titles provided by five
PPV channels—Viewer’s Choice One and Two, Cable Video
Store, Drive-In Cinema and Rendezvous—are **Born on the
Fourth of July,” “‘Joe Versus the Volcano,” ‘‘Revenge’
and *‘War of the Roses.’”’ As part of its efforts to assure
Hollywood that signal piracy is on the wane, VideoCipher is

in the process of attempting to equip 10,000 VIDEOpal
owners with upgraded VideoCipher II Plus descramblers by
Oct. 1. On the sports side, Prime Network’s home dish
programing subsidiary Satellite Sports Network said it had
completed agreements to provide 11 college football PPV
games to home satellite this fall, including four live Florida
State contests in September.

War traffic. According to Intelsat. demand for TV news from
the Middle East has produced record international occasion-
al-use traffic this month, primarily originating from Egypt.
Iraq. Israel and Saudi Arabia. Booking more than 200 occa-
sional uses (minimum 10 minutes) per day since Aug. 10.
Intelsat added that ABC, CBS. CNN and NBC are uplinking
from transportables in Egypt. Jordan and Saudi Arabia and
operating on renewable one-week leases aboard its 338.5
bird over the Atlantic. (Washington-based Professional Vid-
eo Services' transportable flyaway Ku up- and downlink
system and engineers accompanied CNN and the Pentagon
media pool. setting up operations in Saudi Arabia on Aug.
13.)

Demand for the reaction story has also been creating
significant traffic. Trans-Atlantic satellite carrier BrightStar
Communications said that its two U.S.-to-Europe transpon-
ders aboard Intelsat's 332.5 bird have been filled with news
generated by the BBC. ITN. Sky Channel. BSB. Visnews
and ARD coverage of activity at the White House. Pentagon.
State Department and United Nations. all in the U.S. "'The
only time our circuits haven’t been busy is in the middle of
the night.”” said Bill Page. BrightStar vice president. North
America. ** and then only for a brief period.”” Meanwhile.
BrightStar said it has renewed its contract to provide daily
news transmissions from London and Tokyo to Boston for
Christian Science Monitor's World Monitor evening news
program.

Truck for all seasons. Raleigh, N.C.-based Capitol Satellite
and Communications Systems. which provided satellite
transmission for WTTG(Tv) Washington’s coverage of the
Aug. |1 Washington Redskins-Atlanta Falcons preseason
football game and for WTBS(Tv) Atlanta’s carriage of the
Falcons at Cleveland Browns. said it had reached an agree-
ment with Jefferson-Pilot Teleproductions to provide televi-
sion transmission services for a third consecutive year of
Atlantic Coast Conference football this fall. Following that
12-game. Sept. 1-Nov. 17, schedule. Capitol said its newest
deal with Raycom Sports and Entertainment will keep its
Starshooter transportable uplink busy covering ACC basket-
ball. from Nov. 30 through the March 8-10. 1991. ACC
tournament.

Shoot ‘n’ scoot. Miami-based Calhoun Satellite Communica-
tions Inc. said it added a second Ku-band transportable
uplink and production unit, complete with a 4.5 meter An-
drew antenna. switcher, editing bay. character generator and
fully redundant transmission equipment. Calhoun said its
clients have recently included NBC. ESPN and SportsChan-
nel Florida.
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ENGINEERS REST EASIER AFTER INSTALLING TEST BED

State of the art device will put variety of HDTV transmission system
proponents through tests leading to FCC’s choosing standard

milestone in the effort to establish

a high-definition and enhanced-

definition television broadcast sys-
tem was reached last week by the Ad-
vanced Television Test Center (ATTC).
Engineers at ATTC’s Alexandria, Va.,
headquarters installed the "*RF test bed,"’
a device that will reveal which of the
proposed high-definition transmission sys-
tems will produce signals robust enough
to be considered as an FCC standard.

Walking through the ATTC plant, one
can see an almost fully constructed facil-
ity. The racks of equipment are up and
ready, except for some notable holes
waiting for the arrival of key compo-
nents. Those holes must be filled if test-
ing on the proposed systems is to begin
by the end of this year and end by the
FCC'’s goal of September 1992.

The most well-known hole in the sys-
tem is the ‘‘format converter,’’ the de-
vice being built by Tektronix Inc. of
Beaverton, Ore., that will allow taping
and playback of video images simulta-
neously in all proposed high-definition
formats (BROADCASTING, July 23).

An earlier big hole, the RF test bed,
was filled last week by Harris Corp.,
Quincy, IlI., which won the contract to
build it earlier this year. ‘*Harris really
did a nice job on it. It’s very impres-
sive,’” said Peter Fannon, ATTC exec-
utive director. Bob Plonka, who head-
ed the three-man Harris team that built
the device, was in Alexandria last
week to install it with the aid of James

M. DeFilippis, ATTC senior staff en- -

gineer.

One of the test bed’s consoles controls
simulations of signal transmissions over
VHF channels 11, 12 and 13. While a
high-definition signal is routed through
one channel, an NTSC channel can be
simulated through another to check a
system’s reaction to adjacent-channel in-
terference. Other conditions engineers
can simulate include multipath echoes
(which cause ghosting on sets receiving
broadcast signals), white noise and man-
made noise created by home electrical or
electronic devices.

All of the same conditions can be

=
i
H]
:

ATTC's DeFilippis and Hamilton with Harris
Corp.’s Plonka install the RF test bed

created for simulations of UHF trans-
missions. And capability for testing all
of the UHF taboo channels has also been
built into the system. On another con-
sole, simulated power output can be
controlled for the HDTV and NTSC in-
terference channels.

The ability to create multipath echoes
on the system ‘‘was one of the more
interesting engineering problems,’’ De-
Filippis said. A separate system was de-
signed to simulate signal delays of up to
20 microseconds. The system is made
up of a series of five racks adjacent to
the test bed (as large as the test bed
itself) containing 16 1,000-foot spools
of coaxial cable.

Such complexity was necessary to re-
create just one impairment, Plonka said,
because of the necessity for a ‘‘clean’’
delay. Other forms of noise would have

~been present in a smaller system, result-

ing in less accurate measurements of
multipath for each system. ‘‘The test
plan calls for testing of one impairment
at a time, not two impairments in the
system operating against each other,”
Fannon said.

The test plan calls for routing of
HDTV and EDTV signals through five
key rooms in the test center that have
been connected by miles of coaxial ca-
ble. The original video signal will begin
in the master control room, either in the
form of moving test materials or stills
from the ATTC-designed *'pixar’" high-
definition stillstore device. It will be
routed to a ‘‘black box'’ room contain-
ing a proponent’s HDTV or EDTV en-
coding system. It is from that room that
the signal will be sent to the RF test bed
for transmission simulation.

After the test bed, signals could be
routed to one of two places. For some
tests, the RF signals will go through a
cable test bed to determine how broad-
cast HDTV signals will react to the pos-
sible impairments of cable delivery. The
cable test bed is still among the holes in
the overall ATTC facility. Cable Lab-
oratories Inc., Boulder, Colo., is han-
dling the building and installation of the
device. According to Cable Labs
spokesman Mike Schwartz, the compa-
ny chosen to build the cable test bed will
probably be announced this week. The
goal remains to have the system in place
at ATTC in October, in time for the
start-up of testing if it begins before the
end of 1990.

After being sent through one or both
test beds, signals will be routed back to
the ‘*black box’’ room, where the signal
will be decoded as it would be in a
consumer TV set. The decoded signal is
then sent to master control, where it is
recorded on digital tape and archived for
later analysis.

Another feed of the decoded signal is
sent to a viewing room, one floor above
the test beds and master control. That
room will be used for subjective ana-
lyses, mainly by expert viewers. Hitachi
Denshi has designed a high-definition
multiscan projections system for this
room. The projector has presettings for
display of 15 different video formats,
including all of the formats to be used by
the seven HDTV transmission system
proponents. A prototype of the projector
with a 4:3 aspect ratio is now on loan at
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ATTC. A 16:9 version is to be delivered
in September or October.

As the the plans for each of these
rooms were developed, it became clear
that manual control would be a complex,
time-consuming and costly task in coor-
dination and manpower. It was soon de-
termined that the project could be done
*‘only through automation,”” Fannon
said. ATTC’s Scott E. Hamilton, man-
ager, computer systems and engineer-
ing, and Jeff Longbottom, systems ana-
lyst, designed the software that ‘‘will
completely automate all the devices in
the plant,”” Hamilton said.

There were actually shouts of joy at
the test center last week. As the RF test
bed was installed, ATTC tested its auto-
mation system on it. Only two bugs
were found in the software. In the auto-
mation system’s final implementation, a
network of three Macintosh II computers
‘will be installed at master control, the
REF test bed and the viewing room.. Con-
trol of the test beds, the several high-
definition digital videotape machines in
master control, the pixar and several
other systems will be fully controllable
from any of the three computers.  ~RMS

This teleconference
series will help broad-
casting professionals,
teachers, and
students understand
the dynamic forces

D I A shaping new and
emerging media.
Episcde One

EAST MEETS WEST

The New Media in the Political Arena

-
I
m
©
o
)]

ﬁ
1 :
—HO>
X

mo e

=2
mm
S

October 4, 1990

Featured guest:
Sydney Head, author of
Broadcasting in America

For registration:

phone 1-800-359-4040
I

The University of Georgia

Georgia Center for Continuing Education

60 Technology

DAB PLAN DIVIDES BROADCASTERS

NAB opposes Satellite CD Radio’s proposal for satellite
radio service; other broadcasters foresee opportunities

roadcasters, in comments filed

with the FCC last week, had dif-

fering views on the appropriate
method of introducing digital audio
broadcasting (DAB).

The comments were in response to a
proposal by Satellite CD Radio Inc. (CD
Radio), Washington, to establish a 100-
channel system of national satellite-de-
livered and local terrestrially-transmitted
DAB signals over 70 mhz in the L-band
(1,460-1,530 mhz).

The National Association of Broad-
casters was the leading opponent to the
CD Radio application. It repeated its
stand against any form of satellite-deliv-
ered national DAB service. But some
broadcasters, most notably Hubbard
Broadcasting Inc., Minneapolis, broke
with the NAB position.

CD Radio is a joint venture of MAR-
COR, the year-old Washington-based
firm that developed the proposed DAB
technology, and Ingenico, a French-
owned company. Its petition for a rule-
making to establish its system as an FCC
standard was filed earlier this year
(BROADCASTING, May 21). Other DAB
technologies have also been suggested
for FCC consideration, including a 10-
channel mobile satellite system proposed
by Radio Satellite Corp. and the Eureka
147, which has been co-developed by
the Eureka research consortium and the
European Broadcasting Union. All three
systems are subjects of an FCC inquiry
initiated on Aug. 1 to examine the gen-
eral issues of DAB system establishment
in the U.S. (BROADCASTING, Aug. 6).
Comment deadlines for the inquiry were
announced last week: Oct. 12 for initial
comments and Nov. 13 for replies.

NAB’s well-established opposition to
CD Radio’s petition and the other pro-
posed DAB satellite systems was a cen-
tral topic of its comments. ‘‘Such a pro-
posal would be in direct contravention of
the principles of broadcast localism that
have guided the development of the
American radio broadasting system.’’
NAB also claimed that national satellite
DAB implementation would be much
less spectrum efficient than an all-terres-
trial plan that would provide for a larger
number of local services.

In the other corner, Hubbard Broad-
casting said that it ‘‘strongly supports
the requested allocation.”” It compared
DAB technology to direct broadcast sat-

ellites (DBS), a TV delivery method
Hubbard has pioneered. ‘*DBS can de-
liver high-quality video pictures
[HDTV], which is analogous to the pro-
posed delivery of CD-quality radio.
DBS, after a long and difficult struggle
is finally about to become a reality. Sim-
ilarly, Satellite CD Radio Inc.’s propos-
al could revolutionize radio broadcasting
in the U.S.”

NAB also said that approval now of a
DAB plan would be premature. It
claimed that setting up a DAB system
would have to involve complex deci-
sions involving frequency selection,
channel allocation, licensing procedures
and technical standards. *‘A proceeding
on technical standards alone could be
very time consuming, as the commis-
sion’s experience with the HDTV stan-
dardization process shows. The commis-
sion cannot simply grant petitioner’s
application, foreclose a public standard-
setting process, and permit petitioner,
alone, to determine and control a new
broadcasting technology,’’ NAB said.

Other broadcaster complaints were
voiced in a joint filing submitted by 24
radio groups through the Washington
law firm of of Leventhal, Senter & Lehr-
man. ‘‘The opportunities for local radio
stations throughout the country to pro-
vide CD-quality radio service under CD
Radio’s proposal are not clearly de-
fined,”’ the groups said. Under CD Ra-
dio’s plan, 34 channels would be set
aside for local service in urban areas and
14 channels in rural areas. That would
not be nearly enough to cover the largest
U.S. radio markets, including New
York (95 stations) and Los Angeles (60
stations), the groups said.

But a few individual radio station
owners wrote of the opportunities DAB
implementation could mean to them.
‘“Traditionally, broadcasters have in-
vested large amounts of money and time
into bringing quality service to the pub-
lic,”” said InterMart Broadcasting, own-
er of WEzo(FM) Orlando, Fla. ‘‘Inter-
Mart believes it appropriate for the
commission to reserve a certain amount
of spectrum for existing broadcasters to
participate in CD-quality broadcasting
service’” and ‘‘for existing broadcasters
to participate in all aspects of a CD-
quality broadcasting service, including
participation in a regional or national
service.”’ -RMS
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1990: YEAR OF THE UNDONE DEAL

Deteriorating operating and financial climate berween initial contract and closing
are forcing number of deals to come apart or be renegotiated

dd station trading to the many

things in which being close does

not count. During the last 12
months, dozens of announced deals have
failed to close or have *‘cratered,’” leav-
ing buyers, sellers and brokers pointing
fingers at each other and at banks that
they say have abandoned the industry.

Some of the more well-known broad-
casters and broadcasters-to-be involved
in deals that have failed to close or still
have not closed include Waldron Part-
ners, Jacor Communications, Benedek
Broadcasting Co.. Salem Communica-
tions and Fairmont. As one broadcaster
put it: “‘The
deadline exten-
sion depart-
ment at the
FCC has been |
very busy late-
ly.”

The banks
are not the only
place  broad-
casters  place
the blame for
deals that did
not close.
Some buyers
who failed to
close inter-
viewed by
BROADCAST-
ING said that ei-
ther the opera-
tions or the
cash flow at the 1!- gl
station in ques- . %
tion had deteri- ‘ prcal
orated to such a _ B
point that nei-
ther they nor their lenders could justify
the price. But the sellers in question
don’t buy that argument and, in some
cases, law suits have been filed.

The price of a station is no indicator
as to whether the deal will close. since
both large and small deals have been hit
by the credit crunch. Salem Communi-
cations signed a letter of intent in No-
vember 1989 for Jerry Lee’s WEAZ(AM)
Philadelphia for $6.5 million. After

clearing the commission, however, Sa-
lem Communications was. according to
Lee, unable to come up with its senior
lending and the deal fell through. Lee's
station is still on the market.
Oftentimes. when senior lending falls
through or is moderated, the buyer trys
to get the seller to take a couple million
off the price: sometimes the seller will,
sometimes the seller won't. In March,
Busse Broadcasting announced the sale
of its Eau Claire. Wis., station. WEAU-

TV, to group owner Benedek Broadcast-
ing for $31 million. Richard Benedek,
according to one industry insider close

‘*don’t give lenders confidence and ev-
eryone is running a little scared.”’

That deal may have had a domino
affect for owner Busse Broadcasting. the
four-TV station group created as a trust
by George Gillet for his children. It has
been speculated that the proceeds of that
sale would have gone to restructuring
more than $100 million in debt (**Closed
Circuit,”” July 9).

Not all deals crater completely; buy-
ers and sellers often work together and
try to salvage contracts teetering on the
brink. One such deal is said to be be-
tween Fairmont Communications and
National Media

S, ¥ ol i L
SRR

Jine

to the deal, was a ‘‘victim of the credit
crunch”’ and was unable to come up
with the money he thought his bank was
willing to provide. Benedek would not
comment specifically on the transaction
except to say that “*a lot had changed”’
with lending institutions between the
time the deal was negotiated in Decem-
ber and when it was reviewed by his
backers for closing in mid-June. Cash
flow multiples in general, Benedek said,

Ventures. Last
December,
when Fairmont
announced the
sale of KKOB-
AM-FM Albu-
querque,
N.M., to Na-
tional Media
Ventures  for
$20  million,
one broker re-
marked that it
was highly un-
likely the deal
would close at
that price. The
broker was
right.  Almost
nine months
later the deal
~ still has not
closed and
word is that the
price has been
adjusted down-
ward a couple million. Neither party
would comment.

Another deal that has been done over
several times is Jacor’s sale of
WMYU(FM) Knoxville, Tenn., to The
Dalton Group for $11.2 million. There
are conflicting reports about why that
deal has been hung up. One has Dalton’s
senior lender, American Security, cut-
ting its loan agreement by about $2 mil-
lion. The bank would not comment on
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The industry’
most intelligent,
hard working,
street fighting,
hands-on team.

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

BRIANE. COBB
CHARLESE. GIDDENS
703-827-2727

RANDALLE. JEFFERY
407-295-2572

ELLIOT B. EVERS
415-391-4877

RADIO and TELEVISION BROKER AGE
FINANCING - APPRAISALS

M
W

MEDIA VENTURE
PARTNERS

WASHINGTON, DC
ORLANDO
SAN FRANCISCO

that report. Dalton, who also would not
comment on the still in-progress deal,
may be hoping to get Jacor, which has
some financial dilemmas of its own, to

- come down on its asking price, or Dal-

ton may have to seek mezzanine lend-
ing, which according to one broker is
like “‘trying to find a bald eagle in
downtown Washington."’

Philadelphia-based Waldron Group,
headed by former Greater Media execu-
tive Larry Wexler, has been especially
hard hit lately. Deals that Waldron an-
nounced that received FCC approval on
but did not close include KVKI-AM-FM
Shreveport, La., and KBFM(FM) Edinberg,
Tex.; KFAN(FM) Fredericksburg,
WKMI(AM)-WKFR(FM) Kalamazoo, Mich.,
and WwkiFM) Kokomo, Ind. Of those,
KVKI-AM-FM and KBFM are said to have
cratered completely. The others are in var-
ious stages of negotiations and renegotia-
tions. Waldron said that its senior financ-
ing is still not in place and the future of
several of the sales is still uncertain.

It’s not always a bank that gets cold
feet. Former 20th Century Fox and ABC
executive Dave Johnson was all set to
buy WOKR(TV) Rochester, N.Y., an
ABC affiliate, for $57.5 million (about
10 times cash flow). Johnson’s investors
lost their nerve. Said Johnson: *‘It repre-
sented yet another example of capital
fleeing low prices.”” Johnson would not
confirm rumors that his bank and/or his

investors even had to pay for backing
out of the deal.

Senior lenders are not thrilled at the
current station trading climate because
of the highly leveraged transaction situa-
tion (BROADCASTING, June 4). Bankers
are nervous because some feel they have
been burned in the past by bad loans.
One banker said that ‘‘overly aggressive
projections have come back to haunt
bankers who are already busy dealing
with a teeter-tottering economy, fear of
recession, regional recessions, the S&L
crisis and war in the Middle East.”

Finding the right property at the right
price is tough even for a well-known
broadcaster. Former CBS executive
Gene Jankowski told BROADCASTING
that it is a ‘‘good time to be a buyer."’
He has been out looking for properties
for some time and is counting on the
market becoming more conservative.

Broad Street Television partner
Richard Geismar also has been looking
for properties. Geismar said there is
‘‘no question that, especially in the
Northeast, there is a negative attitude
toward everything.”’ Geismar said that
when ‘‘things are going up, you can’t
see the top and when things are going
down you can’t see the bottom and
right now there are a considerable
number of people in the various lend-
ing institutions who have never been
through a down cycle.”” -5

NORTHWEST MEDIA EMPIRE ON BLOCK

Family controlling King Broadcasting retains firms to
sell company; broadcasting and cable may go separately

he controlling shareholders of

King Broadcasting Co. put the

group owner, MSO and produc-
tion company on the block last week.
The shareholders, principally the two
daughters of King Broadcasting founder
Dorothy Bullitt and a foundation created
by the latter’s estate, control over 70%
of the closely-held company’s stock.
The remaining stock is held by third-
generation family members, various
trusts, an employe stock ownership plan
(ESOP), directors of the company, man-
agers and some former employes.

The two daughters, Priscilla Bullitt
Collins and Harriet Stimson Bullitt, said
last week they had decided to force the
sale of the company ‘‘in part because of
our age (both are over 60)...we prefer to
sell at a time of our own choosing rather
than wait until a sale would be required by
our deaths.’” Collins reportedly underwent

surgery late last month for lung cancer.
The Seattle-based company owns five
TV's, one low-power affiliate TV, three
AM-FM combos, cable systems serving
roughly 200,000 subscribers, and North-
west Mobile Television, a production
company specializing in live sporting
events. One investment firm recently es-
timated the TV stations had 1989 reve-
nue of $84 million and cash flow of $33
million, with just under half of that com-
ing from KING-TV Seattle and another
quarter coming from KWG-Tv Portland,
both of which are NBC affiliates. As-
suming the cable systems have typical
margins, that division should generate
roughly $70 million in revenue and $35
million in cash flow, while the radio
division, which contains some weaker
stations, and the production facility
might bring King's total revenue to

continues on page 66
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(HANGING HANDN

This week’s tabulation of station and system sales (3250,000 and above)

KTVE(TV) El Dorado, Ark., WIHG(TV)
Panama City, Fla., and wALB-Tv Alba-
ny, Ga. O Sold by Terry P. McKenna.
executor. to GCC Holdings Inc. for
$41.242.500. Sale is for 51.7% of compa-
ny. Price is for 253.800 shares at $165.800
each. Seller is executor of estate of James
H. Gray Sr. Buyer is headed by James H.
Gray Jr. (son). Richard D. Carson. G.
William Speer. Lawrence E. Mock Jr. and
Charles Moseley Jr.. and has interest in
KTVE(TV). WIHG(TV) and WALB-TV. KTVE is
NBC affiliate on ch. 10 with 316 kw vis..
63.1 kw aur.. and antenna 290 feet. WIHG
is NBC affiliate on ch. 7 with 316 kw vis..
34 kw aur.. and antenna 870 feet. WALB-TV
is NBC affiliate on ch. 10 with 316 kw
vis.. 31.6 kw aur.. and antenna 964 feet.

WTTO(TV) Birmingham, Ala., and
WCGV(TV) Milwaukee O Sold by HR
Broadcasting Corp. of Milwaukee to
ABRY Television Ltd. for $37 million.
Total is due in cash at closing. Stations
were acquired in July 1986 for $30.5 mil-
lion. Seller is headed by Albert P. Krivin.
Robin French. Robert Furlong and Hal
Gaber. Buyer is headed by W. Mitt Rom-
ney. Joshua Bekenstein and Royce Yud-
koff. and has interest in wNUV-TV Balti-
more, and Kzkc(Tv) Kansas City. Mo.
WTTO is independent on ch. 21 with 1.042
kw vis., 104 kw aur.. and antenna 1.342
feet. wcGv is Fox affiliate on ch. 24 with
3.000 kw vis.. 300 kw aur.. and antenna
1.069 feet.

WKQD(FM) Tullahoma, Tenn. O Sold by
Fortune Media Communications Inc. to
Camellia Broadcasters Inc. for $3.6 mil-
lion. Total is due in cash at closing and
includes $400.000 noncompete covenant.
Station was acquired in July 1988 for
$150.000. Seller is headed by Larry W.
Latham. Charles Reidhead and G. Douglas
Young, and has no other broadcast inter-
ests. Buyer is headed by R. Parker and
Virginia Griffith, husband and wife. and
Thomas H. Griffith. brother. R. Parker
Griffith has interest in WTAK(AM) Hunts-
ville. Ala. wkQD has adult contemporay
format on 93.3 mhz with 100 kw and an-
tenna 995 feet.

KKAA(AM)-KQAA(FM) Aberdeen, S.D. O
Sold by T&J Broadcasting Inc. to CD
Broadcasting Corp. for $850.000. Price
includes $10.000 deposit. $590.000 cash
at closing and $250.000 noncompete cove-
nant payable over five years. Stations were
acquired in July 1988. Seller is headed by
Thomas E. Ingstad and has interest in
KBMW(AM)-KLTA(FM) Breckinridge. Minn.:

PROPOSED STATION TRADES

By volume and number of sales

Last Week:

AM’s D $1,260,000 0 5
FM's O $5,763,280 T 4
AM-FM's O $850,000 O 3
TV's 0$78,242,500 0 5
Total O $86,115,780 0 16

Year to Date:

AM's 0 $78,271,0770 173
FM's O $389,888,987 0 171
AM-FM's O $308,308,698 T 157
TV's 0 $732,216,900 0 73
Total O $1,530,467,660 0 592

For 1989 total see Feb. 5. 1990 BroanCasTING.

KIT(AM)-KATS(FM) Yakima. Wash.;
KPXR(AM) Anchorage. Alaska: KXIC(AM)-
KKRQ(FM) lowa City: KIMM(AM)-KGGG(FM)
Rapid City. S.D.. and KFKA(AM)-KSQUFM)
Greeley. Colo. T&J Broadcasting is sell-
ing KBMw(AM) Breckinridge. Minn. Buyer
is headed by Christopher T. Dahl. Russell
Cowles 1l. Richard W. Perkins. Lance W,
Riley and Me! Paradis. and has interest in
KRRZ(AM)-KZPR(FM) Minot and KJQ(AM)-
KKQQ(FM) Volga. both South Dakota. and
KKBJXAM)-KKBI(FM)  Bemidji.  KLG(AM)-
KLBR(FM) Redwood Falls and KQHT-FM
Crookston. all Minnesota. KKAA has
country and western format on 1560 khz
with 10 kw day and 5 kw night. KQaA
has adult contemporary format on 94.9
mhz with 100 kw and antenna 1.383 feet.
Broker: Johnson Communication Proper-
ties Inc.

For other proposed and approved sales see
“For the Record,”” page 68.
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Kelly Callan, Fred Kalil, Dick Paye,
Dick Beesemyer and Frank Kalil

will be at

BOSTON MARRIOTT
COPLEY PLACE
for the N.A.B.

Please phone for a confidential appointment

Radio, TV and CATV Brokers

Appraisals, Media Investments, Consulting

Kalil & Co.,, Inc.

3444 North Country Club » Tucson, Arizona 85716 - (602) 795-1050
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FOCUS ON FINANCE

he market last week had 30/30 vision—30 year bond

yields above 9% and oil above $30 per barrel. The combi-
nation had stock prices reeling and media stocks were no
exception.

Among the handful of issues that were relatively flat or
actually increased were deal stocks, such as Outlet Communi-
cations, TVX Broadcast Group and MGM, and companies
such as A H. Belo and Clear Channel Communications, whose

oil-belt based operations hedged against oil price fears. Per-
haps biggest drop for week was recorded by Scientific-Atlanta,
down 21.2% to 18'%, which was attributed to announcement
by company that orders are expected to be lower due to re-
evaluation of capital spending by cable operators. Lower stock
prices impacted at least one company’s financing, as Carolco
scrapped planned convertible bond offering. Stock was oft 9%
for week to $8.

Stock Index Notes: T-Toronto, A-American, N-NYSE. O-NASDAQ. Bid prices and common A stock used unless otherwise noted. P/E ratios are based
on earnings per share for the previous 12 months as published by Standard and Poor’s or as obtained by Broadcasting’s own research.
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“Xpandghk.ocal Coverage
Wthﬁt pending A Dime

. - "The important economic news is local
§ economic news. For our viewers it's the
: day-in, day-out performance of Cleveland-

based companies. That's why we turn to
* NASDAQ Only NASDAQ can give us a
ustomtzed stock market report every day,
ith no strings attached. And by paying
ne _p attention to vzewer interests, they pay
ore altention to us.'
— Dan Acklen
News Director
WUAB Cleveland

The NASDAQ Stock Market is the second largest in
America, representing many of the nation's fastest grow-
ng, high-tech companies, some of which are located in

* your market. So no matter if your viewers are investors,
owners, or employees, the NASDAQ Stock Market is the
one they're interested in.
~ The NASDAQ Local Market Index is a custom std

[ market report, highlighting the activities of local.

NASDAQ stocks, prepared for your station . . . every
And the best part is . . . it's free. Just call Craig Thompson
at’(202) 728-8268 to find out how NASDAQ can
customize your stock market reports,
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about $200 million. Based on a cash
flow multiple of 10, and subtracting debt
service on a company that is, said presi-
dent and chiet executive officer, Steven
Clifford, *‘not heavily leveraged,”" the
sale could produce gross proceeds of
$500 million.

Taxes on the proceeds will exert influ-
ence on the way the sale is structured,
and therefore, the potential buyers. King
Broadcasting’s principal television prop-
erties were both started by the company
more than 30 years ago and consequent-
ly would almost certainly be assessed as
huge taxable gains. Even some of the
cable was started 25 years ago with sys-
tems outside of Los Angeles that today
account for roughly one-third of total
subscribers. Another third represents
systems in Washington, nothern Califor-
nia and Idaho, with the remainder being
mostly recently purchased properties in
the Minneapolis area.

To minimize overall taxes, said Clif-
ford, King would prefer not to sell its
assets, either separately or collectively,
but rather sell or swap all the stock in the
company. But acknowledging that buy-
ers might not want to purchase cable and
broadcasting properties together, Clif-

KING BROADCASTING

TELEVISION

KTVB(TV) Boise, Idaho
KHNL(TV) Honolulu
KGW-TV Portland, Ore.
KING-TV Seattle
KREM-TV Spokane, Wash.

LOW-POWER TV
K38AS Twin Falls, Idaho

RADIO

KSFO(AM)-KYA(FM)
San Francisco
KING-AM-FM

Seattle

KGW(AM)-KINK(FM)

Portland, Ore.

CABLE TV

More than 200,000
subscribers in California,
Idaho, Minnesota
and Washington

PRODUCTION

Northwest Mobile
Television

A buyer for the broadcasting opera-
tions might be faced with a spin-off
since the AM-FM-TV combination in
Portland would lose its grandfathered
status. Portland falls outside of the top-
25 markets and would have a harder
time getting a waiver from the FCC.

King's stations have benefited from
the revenue growth on the West Coast,
where most of its stations are located.
Clifford said that for the fiscal year end-
ing July 1, 1991, the company has bud-
geted double-digit revenue growth for
stations in Seattle, Honolulu and Twin
Falls, Idaho. A negative factor is the
proportion of television revenue coming
from affiliates of NBC, which is vulner-
able to further sliding off its number-one
perch. Clifford said that he expected
three to six months would be required to
reach a definitive agreement with a buy-
er. with a similar period required for
FCC and other governmental approval.
He said that at the current time neither
he nor Bremner, president of the compa-
ny's broadcast division and chairman of
the NBC affiliate board, were *‘taking
any initiative’” to undertake a leveraged
buyout, for which financing has become
more difficult. —GF
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FIRST HALF FINDS TV REVENUE UP 8%

NBC is network leader with 31.9 billion, while CBS’s 14% rise is biggest gain

otal revenue for broadcast televi-

sion for the first half of 1990 was

up 8% over the first half of 1989,
according to the Television Bureau of
Advertising (TVB).

Network revenue for the first half of
1990 totaled $5.177.283.500. a 10.7%
increase over the $4.678.640.900 reve-
nue total for the three networks for the
same period last year.

CBS’s $1.679.842.800 in revenue. a
14%  improvement over  1989's
$1.473.291.100. was the biggest jump
among the three major networks. ABC
showed a 12.2% increase in revenue.
from $1.409.236.600 in the first-half of
1989. to $1.582.517.900 this year.
NBC. the leader in total revenue for the
half year. showed a 6.6% increase to
$1.914.922.800. from $1.796.113.200
for first-half 1989.

The top five network ad categories
were food and food products: automo-
tive: toiletries and toilet goods. and pro-
prietary medicines and restaurants. All
increased their network ad budgets on
the networks. Procter & Gamble. with
$273.716.500. knocked General Motors
from the number one network ad spot
into second with $268.841.100.

Spot advertising rose 5.2% to
$2.650.765.900 for the first half of 1990
compared to 1989's $2.518.578.700.
General Motors spot advertising for
1990 has been flat at $168.085.700.
Procter & Gamble increased its spot
budget 35% to $131.844.500 and Philip
Morris raised its spot budget 42% to
$126.504.500. Car  manufacturers
Toyota (with $89.552.600) and Ford
Motor Co. (with $83.117.300) rounded
out the top five national and regional
spot TV.

National syndication revenue showed
the biggest increase. a 27.3% gain to
$726.436.000. However. those numbers
are deceiving because they include Fox
Broadcasting.

Local advertising showed the smallest
gains. only 1.2% to $2.452.763.700.
Pepsico Inc.. which includes Pizza Hut.
Taco Bell and Kentucky Fried Chicken.
was the leading local advertiser with
$88,573,700, a 14% increase from
$77.503.400 for first half of 1989. Mc-
Donald’s was second with $70.847.500:
Walt Disney Co. was third with
$40.700,800; Imasco Ltd.. parent of
Hardees and Roy Rogers. with
$27.468.200 and American Stores Co.
with $22.582.800 rounded out the top
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five.

In other TVB news. the association
signed the New York Times Broadcast
Group. Its stations are: WREG(TV) Mem-
phis; WNEPM(Tv) Wilkes-Barre. Pa.:
WQAD-TV Moline, IIl.; wHNT(TV) Hunts-
ville-Decatur. Ala. and KFSM(Tv) Fort

Smith. Ark. Frank Roberts. Times
Broadcast Group president. said: **After
a long evaluating process. we firmly be-
lieve that joining TVB will help us en-
hance our revenue stream and give us
the opportunity to support the broadcast
industry.”’ -IF

r'(

50 markets.

Q00 service.

acceptance.

PARTNERS
NEEDED

One of the Nation's largest 900 services
providers is looking for individuals with
solid media contacts in any of the top

Qualified candidates may be invited to
participate in a strategic partnership for
the purpose of developing a major new
Profit potential is essentially unlimited.
An investment of $5,000 is required upon
Call Brent Franks or Wayne Menthen for

detailed information.

(214) 960 - 9281

)

J
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FORTHE RECORD

As compiled by BROADCASTING from
Aug 15 through Aug 21 and based on
filings, authorizations and other FCC ac-
tions.

Abbreviations: AFC—Antenna For Communications:
ALJ—Administrative Law Judge: alt.—alternate: ann.—
announced: ant.—antenna: aur.—aural: aux.—auxiliary:
ch.—channel: CH—critical hours.: chg.—change: CP—
construction permit: D—day: DA—directional antenna:
Doc.—Docket: ERP—effective radiated power: Freq—fre-
quency: HAAT—height above average terrain: H&V—
horizontal and vertical: khz—kilohertz: kw—Kilowatts:
lic.—license: m—melers: mhz—megahertz: mi.—miles:
MP—modification permit: mod.—modification: N—night:
pet. for recon.—petition for reconsideration: PSA—presun-
rise service authority: pwr.—power: RC—remote control:
S-A—Scicntific-Atlanta: SH—specified hours: SL—studio
location: TL—transmitter location: trans.—transmitter:
TPO—transmitter power output: U or unl.—unlimited
hours: vis.—visual: w—watts: *—noncommercial. Six
groups of numbers at end of facilities changes items refer to
map coordinates. One meter equals 3.28 feet.

OWNERSHIP CHANGES

Application

8 WTTO(TV) Birmingham. AL (BALCT900802KH:
ch. 21: 1042 kw-V: 104 kw-A: ant. 1,342 ft.—Secks
assignment of license from HR Broadcasting Corp. of
Milwaukee to ABRY Television Lid. for $37 million
(includes WCGV([TV] Milwaukee. WI1). Seller is head-
ed by Albent P. Krivin. Robin French. Robert Furlong
and Hal Gaber. Buyer is headed by W. Mitt Romney.
Joshua Bekenstein, Royce Yudkoff, Andrew Banks,
Dan Yih. Kim Davis. Geoffrey S. Rehnert. Michael
Goss. Karl E. Lutz. Adam Kirsch and Robert F.
White. and has interest in WNUV-TV Baltimore. MD,
and KZKC(TV) Kansas City. Mo.

® KJNO(AM)-KYKU(FM) Juneau, AK (AM:
BTC900806EC: 630 khz: 5 kw-D. 1 kw-N: FM:
BTCHO00806ED: 105.1 mhz: 3.84 kw: ant. -1.057
ft.—Seeks assignment of license from Alaska Broad-
cast Communications Inc. to Media Lid. for undis-
closed amount (includes KTKN(AM)-KGTW(FM)
Ketchikan and KIFW(AM) Sitka. both Alsaka). Seller
is headed by Craig McCaw and Roy Paschal. McCaw
has interest in Comco Broadcasting Group. licensee of
KYMG(FM) Anchorage. AK. Buyer is headed by
Dennis Egan and is 25% shareholder in Alaska Broad-
cast Communications. Filed Aug. 6.

 KTKN(AM)-KGTW(FM) Ketchikan, AK (AM:
BTCO00B06EE: 930 khz: 5 kw-D. 1 kw-N: FM:
BTCHO00806EF: 106.7 mhz: 4 kw: ant. -308 ft.}—
Seeks assignment of license from Alaska Broadcast
Communications Inc. to Media Lid. for no financial
considerations. (includes KINO(AM)-KYKU(FM) Ju-
neau and KIFW(AM) Sitka. both Alaska). Seller is
headed by Craig McCaw and Roy Paschal. McCaw has
interest in Comco Broadcasting Group. licensee of
KYMG(FM) Anchorage. AK. Buyer is headed by
Dennis Egan and is 25% sharcholder in Alaska Broad-
cast Communications. Filed Aug. 6.

n KIFW(AM) Sitka, AK (BTC900806EG: 1230 khz:
| kw-U)}—Seeks assignment of license from Alaska
Broadcast Communications Inc. to Media Lid. for no
financial  considerations (includes KTKN(AM)-
KGTW(FM) Ketchikan and KINO(AM)-KYKU(FM)
Juneau. both Alaska). Seller is headed by Craig
McCaw and Roy Paschal. McCaw has interest in
Comco Broadcasting Group. licensee of KYMG(FM)
Anchorage, AK. Buyer is headed by Dennis Egan and
is 25% shareholder in Alaska Broadcast Communica-
tions. Filed Aug. 6.

8 KPTO(AM) Citrus Heights. CA (BAPY0O731EB:
890 khz: 50 kw-D. 1 kw-N)}—Seeks assignment of
license from Kin Shaw Wong to Rene De La Rosa for
$650.000 (**Changing Hands.”" Aug. 20). Seller has
no other broadcast interests. Buyer has interest in Oro
Spanish Broadcasting Inc.. licensee of KIQI(AM) San
Francisco. CA. Filed July 31.

8 WMOX(AM) Meridian, MS (BALY00806EB:
1010 khz: 10 kw-D. | kw-N}—Sccks assignment of
license from Lauderdale Broadcasting Co. to Broad-
casters and Publishers Inc. for $30.000. Scller is head-
ed by James B. and Hilah M. Skewes. husband and
wife. and Jack L. Bouchillon Jr.. and has no other
broadcast interests. Buyer is headed by Houston L.
Pearce. Voncile R. Pearce and Susan C. Pearce. and is
licensee of WIDQ(AM) Marion and WIDQ-FM Merid-
ian. both Mississippi. WIDQ(AM) is dark. and licensc
will be cancelled. Houston L. Pearce is chairman and
50% stockholder of Radio South Inc.. licensee of
WFFN-FM Cordova. AL: chairman and 40% stock-
holder of WGUD Stereo Inc.. licensee of WGUDIAM)
Moss Point and WGUD-FM Pascagoula. both Missis-
sippi. Filed Aug. 6.

8 KVEG(AM) North Las Vegas, NV
(BTC900803EA: 840 khz: 50 kw-D. 25 kw-N)—Seeks
assignment of license from Roberts Communications
Corp. Bel Air Communications Ltd. for $431.000
(*Changing Hands.”" Aug 20). Seller is headed by
Yolanda Juarez Smith and Bernadett and Lillian We-
gerly. Buyer is headed by Richard and Barbara Griser.
Mark Stone. Joav Gersten and Alan Ericksen. and has
no other broadcast interests. Filed Aug. 3.

8 WTJA(TV) Jamestown. NY (BALCT900802KF:
ch. 26: 715 kw-V: 71.5 kw-A: ant. 597 ft.)—Secks
assignment of license from Jamestown TV Association
to ACT 111 Broadcasting Inc. for no financial consider-
ations. Seller is headed by Craig L. Fox and George
W. Kimble. who have interest in WNYR(AM) Syra-
cuse and WNYS(AM) Canton. both New York:
WOLF-TV Scranton. PA. and WFYF-TV Watertown.
NY. Fox has interest in WACA-TV Ithaca and
WTUV(TV) Utica. both New York. and WWLF(TV)
Hazleton. PA. Buyer is headed by Bertram Ellis Jr..
Thomas McGrath. John Delorenzo, Warren Spector.
Norman Lear. William Castleman. Seymour H. Knox
Il and Robert O. Swados. and is licensee of
WUTV(TV) Buffalo. NY. and has interest through
various subsidiaries in WTAT-TV Charleston, SC:
WVAH-TV Charleston. WV: WRGT-TV Dayton. OH:
WZTV-TV Nashville. TN: WNRW-TV Winston-Sa-
lem. NC: WRLH-TV Richmond. VA, and WUHF-TV
Rochester, NY. Filed Aug. 2.

8 KWBX-FM Bend, OR (BALH900803GV: 105.7
mhz: 35 kw: ant. 592 ft.)}—Seeks assignment of license
from University of Oregon Foundation to JJP Broad-
casting Inc. for $250.000. Seller is headed by Hale G.
Thompson. Donna P. Woolley. Ronald E. Blind and
Eloise Stuhr and has no other broadcast interests. Buy-
er is headed by Juan E. Rodriguez Diaz. Jorge J.
Rodriguez and Prentis C. Hale I1I. Juan E. Rodrigucz
Diaz is director of Channel 7 Inc.. licensee of WSTE-
TV Ponce. PR. Filed Aug. 3.

8 KKAA(AM)-KQAA(FM) Aberdeen. SD (AM:
BAL900726EC: 1560 khz: 10 kw-D. 5 kw-N: FM:
BALH900726ED: 94.9 mhz: 100 kw: ant. 1.383 ft.)—
Seeks assignment of license from T&J Broadcasting
Inc. to CD Broadcasting Corp. for $850.000. Seller is
headed by Thomas E. Ingstad and Randy K. Holland
and has interest in KBMW(AM)-KLTA Breckinridge.
MN. and KIT(AM)-KATS(FM) Yakima. WA. Buyer
is headed by Christopher T. Dahl. Russell Cowles 11,
Richard W. Perkins. Lance W. Riley and Mel Paradis.
and has intercst in KRRZ(AM)-KZPR(FM) Minot and
KJJQ(AM)-KKQQ(FM) Volga. both South Dakota.
and KKBJ(AM)-KKBJ(FM) Bemidji. KLG(AM)-
KLBR{FM) Redwood Falls and KQHT-FM Crookston,
all Minnesota. Filed July 26.

8 WKQD(FM) Tullahoma, TN (BALH900807GU:
93.3 mhz: 100 kw: ant. 995 fi.)—Secks assignment of
license from Fortune Media Communications Inc. to
Camcllia Broadcasters Inc. for S3.6 million. Scller is
headed by Larry W. Latham. Charles Reidhead and G.
Douglas Young. and has no other broadcast interests.
Buyer is headed by Virginia Griffith. R. Parker Griffith
and Thomas H. Griffith. R. Parker Griffith owns 100%
of Gant Broadcasting Inc.. licensee of WTAK(AM)
Huntsville. AL. Filed Aug. 7.

8 KPUR(AM) Amarillo, TX (BALY0O8OIEC: 1440
khz: 5 kw-D. 1 kw-N)—Seeks assignment of license
from Holder Broadcast Services of Texas Inc. to Tules
T. Gamboa for $500.000. Seller is headed by Harold
D. and Shirlee Holder and has interest in KHWK(FM)
Canyon. TX. Buyer has no other broadcast interests.
Filed Aug. 1.

8 KHLC(FM) Bandera, TX (BALH900726GS: 98.3
mhz: 3 kw: ant. 300 ft.)—Seeks assignment of license
from Big Pine Broadcasting Inc. to ZTF Radio Inc. for
$143.000. Scller is headed by Steven S. and Robyn D.
Monroe. husband and wife. and Gordon H. and Peggy
S. Monroe. husband and wife. and has no other broad-
cast interests. Buyer is headed by Stephen B. Bunyard
and Richard Fitzer. Bunyard is vice president and 90%
sharcholder of CSB Communications Inc.. licensee of
WMJW-FM Magee. MS: president of Olympia Broad-
casting Networks. wholly headed subsidiary of Olym-
pia Broadcasting Corp. Filed July 26.

8 KBKK(FM) Johnson City, TX (BAPH900806GT:
107.9 mhz: 50 kw: ant. 150 ft.)—Seccks assignment of
license from William L. Moir to Jayson and Janice
Fritz for $20.280. Seller has intcrest in Metromedia of
Kentucky Inc.. licensee of WDXR(AM) Paducah. KY.
Buycrs havc interest in Gillespic Broadcasting Co..
licensee of KFAN-FM Fredericksburg. TX. Filed Aug.
6

8 KBRO(AM) Bremerton, WA (BALY0OOSOIEA:
1490 khz: I kw-U)—Sccks assignment of license from
Robert La Bonte. reciever, to Nelson Investment En-
terprises Inc. for $130.000. Seller has interest in KYS-
N(AM) Bremerton. WA. Buyer is headed by Geraldine
Nelson. Shirley Borcherding. David Borcherding. Bar-
bara Knudsen. Roger Knudsen. Wayne Nelson. Carol
Nelson. Dale Nelson. Marit Nelson and Rich Bichler.
and has no other broadcast interests. Filed Aug. 1.

8 WCGV(TV) Milwaukee, WI (BALCT900802KG:
ch. 24: 3.000 kw-V: 300 kw-A: ant. 1.069 ft.—Seeks
assignment of license from HR Broadcasting Corp. of
Milwaukee to ABRY Television Ltd. for $37 million
(includes WTTO(|TV] Birmingham. AL). Seller is
headed by Albert P. Krivin. Robin French. Robert
Furlong and Hal Gaber. Buyer is hcaded by W. Miu
Romncy. Joshua Bekenstein. Royce Yudkoff. Andrew
Banks. Dan Yih. Kim Davis. Geoffrey S. Rehnert.
Michael Goss. Karl E. Lutz. Adam Kirsch and Robert
F. White. and has interest in WNUV-TV Baltimore.
MD. and KZKC(TV) Kansas City. Mo. Filed Aug. 2.

Actions

B WAQT(FM) Carroliton, AL (BALHY900621HN:
94.1 mhz: 99 kw: ant. 1,007 ft.}—Granted app. of
assignment of license from Pickens County Broadcast-
ers to Vintage Broadcasting Corp. for $660.100. Seller
is headed by Roth E. Hook and Alza Farrar. Hook has
interest in WQST-AM-FM Forest. MS. Buyer is head-
ed by Terry Fulton. Stanley Lockridge. Michael Hall.
William Fancher and John Duren. and has no other
broadcast interests. Action Aug. 9.

8 WRAG(AM) Carroliton, AL (BAL900621ED: 590
khz: 1 kw-D}—Granted app. of assignment of liccnse
from Pickens County Broadcasting Co. to Vintage
Broadcasting Corp. for $100.200. Seller is hcaded by
Roth E. Hook and Alza Farrar. and has interest in
WAQT(FM) Carrollton. AL. and WQST-AM-FM For-
est. MS. Buyer is headed by Terry Fulton. Stanley
Lockridge. Michacl Hall. William Fancher and John
Duren. Action Aug. 7.
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u WMCF(TV) Montgomery, AL
(BALCT900518KN: ch. 45: 600 kw-V: 60 kw-A: ant.
1.010 ft.)»—Granted app. of assignment of license from
Word of God Fellowship Inc. 1o Sonlight Broadcasting
System Inc. for $1.1 million. Seller is headed by Clyde
Price and has no other broadcast interests. Buyer is
headed by Paul F. Crouch Jr.. George V. Turner. Jay
Alan Sekulow. Stuart J. Roth and Jonathan Johnsen.
and is licensee of WMPV-TV Mobile. AL: has CP for
WBUY-TV Holly Springs. MS. and holds CP for
WPGD-TV Hendersonville. TN. Action Aug. 8.

® WPSO(AM) New Port Richey, FL (BA-
L900615EA: 1500 khz: 250 w-D)—Granted app. of
assignment of license Itom Ceresoli Communications
Inc. to Lowrcy Communications Inc. for $354.010.
Seller is headed by Anthony D. Ceresoli and Anthony
and Anna M. Ceresoli Jr.. husband and wife. and has
no other broadcast interests. Buyer is headed by Thad
M. Lowrey, Barbara Lowrey and Sam Y. Allgood Jr..
and has no other broadcast interests. Action Aug. 7.

8 WPFM(FM) Panama City, FL (BALH900307GJ:
107.9 mhz: 100 kw: ant. 840 fi.)—Granted app. of
assignment of license from from Culpepper Communi-
cations Inc. to Broad Based Communications Inc. for
$3.5 million ("*Changing Hands.™* March 19). Seller is
headed by John C. Culpepper and Barry Turner and has
no other broadcast interests. Buyer is headed by Vin-
cent Henry. who is son of group owner Ragan Henry.
is officer and shareholder of Ragan Henry Broadcast
Group Inc. Action Aug. 9.

8 WGHC(AM) Clayton, GA (BTC900523EA: 1370
khz: 2.5 kw-D}—Granted app. of assignment of li-
cense from Turner-Rabun Radio Inc. to Richard J.
Turner Jr. for no financial considerastions. Seller is
headed by Richard J. and Sylvia Turner Sr.. husband
and wifc. and has interest in WGHC(AM) Clayton.
GA. Buyer is son Richard J. and Sylvia Turner Sr..
and has no other broadcast interests. Action Aug. 7.

B WJGA(FM) Jacksen, GA (BTCHY900518HN: 92.1
mhz: 2.15 kw: ant. 374 ft.)—Granted app. of assign-
ment of license from Tarkenton Broadcasting Co. to
Donald W. Earnhart for $600.000. Seller is headed by
Dallas M. Tarkenton and Donald W. Earnhart. Tarken-
ton has interest in Carroll County Media. licensee of
WBTR-FM Camolton. GA. Buyer has no other broad-
cast ipterests. Action Aug. 31 .

® KLSS(AM) Mason City, 1A (BAL900625EG: 1010
khz: 1 kw-D. 15.8 kw-N)—Granted app. of assign-
ment of license from River City Broadcasting Inc. to
University of Northern lowa for no financial consider-
ations. Seller is headed by Paul C. Hedberg. who has
interest in Music City Broadcasting Inc.. licensee of
KLSS(FM) Mason City. 1A. Buyer is headed by Con-
stantine Curri, Nancy Marlin and Doug Vernier. and is
licensee of KUNI-FM Cedar Falls. KHKE-FM Cedar
Falls. KUNY-FM Mason City. all lowa: and translator
stations K233AA Davenport. K252BC Dubuque.
K274AA Eldridge and K214BA Mason City. all lowa.
Action Aug. 10.

® KRIB(AM) Mason City, IA (BAL900430EG: 1490
khz: 1 kw-U)—Granted app. of assignment of license
from Chesterman Co. to River City Broadcasting Inc.
for $250.000. Seller is headed by Russell C. and
Edward R. Boyd. and has no other broadcast intercsts.
Buyer is headed by Paul C. Hedberg. Mark P. Hedberg
and Juliet A. Hedberg. and is licensee of KLSS(AM)
Mason City. IA. Paul C. Hedberg owns 100% of
Music Man Broadcasting Inc.. licensee of KLSS-FM
Mason City. 1A; owns 95% of Faribault County Broad-
casting Co., licensee of KEEZ-FM Mankato. MN:
owns 16% of Western, Minnesota Broadcasting Co..
licensee of KMRS(AM)-KKOK(FM) Morris. MN. and
60% of Campus Radio Co.. licensee of KUOO-FM
Spirit Lake, |A. Action Aug. 10.

8 KVKI-AM-FM Shreveport, LA (AM:
BAL900625ED: 1550 khz: 10 kw-D. 500 w-N: FM:
BALH900625EE; 96.5 mhz: 100 kw: ant. 1.000 ft.}—
Granted app. of assignment of license from Encore
Communications Associates to Progressive United
Corp. for $1.5 million. Seller is headed by George
Duncan and Robert J. Smith and has interest in
KBFM(FM) Edinburg and KHFI-FM Austin. both
Texas, and KZOU-AM-FM Little Rock. AR. Buyer is
headed by William R. Fry, Linda S. Carmichacl. An-
gelo R. Mama. Anthony J. Marra. Sidney Mishkin and

Lawrence T. Kcnnedy Jr.. and has no other broadcast
interests. Action Aug. 10.

8 KXLT(TV) Rochester, MN (BALCT900430KI: ch.
47: 107.2 kw-V: ant. 1.470 ft.)—Granted app. of
assignment of liccnse from Halcomm Inc. 1o KXLI
Acquisition Corp. for assumption of debt. Deal in-
cludes KXLI(TV) St. Cloud. MN. Scller is headed by
Dale W. Lang. who has 40% interest in Halcomm
Buyer is headed by Dale W. Lang. Lang owns 100 of
KXLI Acquisition Corp.. and is liccnsee of KXLITV)
St. Cloud. KXLT-TV Rochester. MN. KXLI(TV) and
KXLT(TV) have been dark. with authority. since De-
cember 15. 1988. Action Aug. 7.

8 KXLI(TV) St. Cloud, MN (BALCT900430KH: ch.
41: 107.2 kw-V: ant. 1.470 ft.)—Granted app. of
assignment of [icense from Halcomm Inc. to KXLI
Acquisition Corp. for ssumption of debt. Sale includes
KXLT-TV Rochester. MN (see above). Seller is head-
ed by Dale W. Lang. Buyer is headed by Dale W.
Lang and Richard P. Latora. Action Aug. 7.

8 WBTB(AM) Beaufort and WZYC(FM) Newport,

both North Carolina (AM: BTC900315EG: 1400 khz:
1 kw: FM: BTCH900315EH: 103. 3 mhz: 100 kw: ant.

140 ft.)—Granted app. of assignment of license from
BD Communications Inc. to Brown Distributing Co.
for $425.000. Seller is subsidiary of Brown Distribut-
ing Co.. and is headed by Jacob Brown and Philip
Goldman. Goldman has interest in Edens Broadcasting
Inc.. licensee of KOY-AM-FM Phoenix: WRBQ(AM)
St. Petersburg and WRBQ(FM) Tampa. both Florida:
WRVA(AM)-WRVQ(FM) Richmond and
WWDE(FM) Hampton. both Virginia. and KKLQ-
AM-FM San Diego. Buyer is headed by Larry E. and
Betty Brown. husband and wife. Larry Brown is son of
Jacob Brown. Don Shaver. Robert Brooks. Thomas D.
Wright. Dominic D*Angelo V and Larry Vaughn, are
officers in BD Communications Inc. ("BD"). licensee
of WZYC-FM Newport. NC. Action Aug. 9.

® KTRT(AM) Claremore, OK (BAL900405EG:
1270 khz: 1 kw-D. 26 w-N)—Granted app. of assign-
ment of license from Harmon Kiefer Curlee to Oklaho-
ma Sports Properties Inc. for $71.000. Seller has no
other broadcast interests. Buyer is headed by Fred M.
Weinberg and has no other broadcast interests. Action
Aug. 6.

® KKBS(FM) Guymeon, OK (BALH900221GlJ; 92.7

BROADCASTING & CABLE

BROADCASTING
SERVICE M ALK crs ' TOTAL *
Commercial AM 4,579 M7 5,126
Commercial FM 4,508 867 5,175
Educational FM 1,430 IHZ 1,712
Total Radio HLT17 1.3 12,118
Commercial VHF TV 5501 (L] 564
Commiercial UHE TY 552 188 7
Eduacational VHE TV 124 4 128
Edwcational UHF TV 2Hi il 2y
u Total TV 1,452 133 168
VHF LPFTV ms 205
UHF LPTY 457 1,208 1.M65
® Total LPTV 157 1,713 2470
FM transkators 1,544 200 2,139
VHF transkators 2,732 16 TR4R
UHF tramslators 2223 #1 1624

CABLE
Total subscrilers 53,9000 000
Homes prassied TL, 300, (0K
Total systems 10,825
Household penetrationt 58.6%
Pay cable peneiration 29.1%

* Includes off-air licenses. 1 Penetration percentages are of TV household universe of
92 1 million. ' Construction permit. 2 Instructional TV fixed service. 3 Studio-transmit
ter link. Source: Nielsen and Broadcasting’s own research.
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mhz: 3 kw: ant. 300 ft.)—Granted app. of assignment
of license from Panhandle Cc ications Inc. to
MLS Communications Inc. for $1. Seller is headed by
Jerry D. Sokolosky and has no other broadcast inter-
ests. Buyer is headed by Marsha L. Strong and has no

other broadcast interests. Action Aug. 7.

8 KBNP(AM) Portland. OR (BTC900425EA: 1410
khz: 5 kw-D. 250 w-N)—Granted app. of assignment
of license from KBNP Radio Inc. to 2nd Amendment
Foundation for $320.000. Seller is headed by Richard
A. Hodge and has no other broadcast interests. Buyer
is headed by Alan M. Gottlieb and David L. Meholo-
vich. and has no other broadcast interests. Action Aug.

8 WFGN(AM) Gaffney, SC (BAL900621EC: 1180
khz: 2.5 kw-D)—Granted app. of assignment of li-
cense from WFGN Inc. to Hope Broadcasting Inc. for
$160.000. Seller is headed by Pamela J. Sutherland
and has no other broadcast interests. Buyer is headed
by Eddie Leroy Bridges Jr.. Charles Allen Montgom-
ery and Eula Miller Jr.. and has no other broadcast
interests. Action Aug. 7.

8 WDXB(AM) Chattanooga, TN (BAL900614EA:
1490 khz: | kw-U)—Granted app. of assignment of
license from Chattanooga Sound Inc. to Chattanooga
Sound Co. for $165.000. Seller is headed by William
Grant Jr. and William Grant [lI. and has no other
broadcast interests. Buyer is headed by Homer E.
Nelson and James S. Grant. and has no other broadcast
interests. Action Aug. 3.

8 KVDA(TYV) San Antonio, TX (BTCCT890929KK:
ch. 60; 5.000 kw-V: ant. 1.650 ft.)—Granted app. of
assignment of license from David A, Davila. to Tele-
mundo Group Inc. for $1.275.000. Seller has no other
broadcast interests. Buyer is licensee of KVEA(TV)
Corona and KSTS(TV) San Jose. both California:
WSCV(TV) Fort Lauderdale. FL: WNJU(TV) Linden.
NJ; KTMD(TV) Galveston. TX. and WKAQ-TV San
Juan. PR. and is headed by Saul P. Steinbergby. Ac-
tion Aug. 9.

8 New FM Saltville, VA (BAPH900507HB: 106.1
mhz: 3 kw; ant. 10 fi.)—Granted app. of assignment of
license from Mountain Media of Virginia to 106.1 Inc.
for $3.000. Seller is headed by William J. Pennington
[I1 and has no other broadcast interests. Buyer is head-
ed by Dale and Connie Hendrix. Dale Hendrix is 50%
owner of Aurora Broadcasting Inc.. licensee of
KSWM(AM)-KELE(FM) Aurora. MO. Action July
31

& WIUJ(FM) St. Thomas, V1 (BALED900611GJ;
88.9 mhz: 150 w: ant. 50 fi.}—Granted app. of assign-
ment of license from Virgin Islands Council of Boy
Scouts of America to Virgin Islands Youth Develop-
ment Radio for no financial considerations. Seller has
no other broadcast interests. Buyer is headed by Leo
Morone. Flavius Ottley and Verdell Porter and Peter
Church. and has no other broadcast interests. Action
Aug. 6.

8 KYSN-FM East Wenatchee, WA
(BALH900518HI: 97.7 mhz: 3 kw; ant. -150 ft.)—
Granted app. of assignment of license from Robert La
Bonte to Stephenson Broadcasting Inc. for $635.000.
Seller has interest in KBRO(AM) Bremerton. WA,
Buyer is headed by Brian and Lori L. Stephenson. and
has no other broadcast interests. Action July 31.

8 KUUY(AM)-KKAZ(FM) Cheyenne, WY (AM:
BAL890509EI: 870 khz:10 kw-D; 1 kw-N: FM: BAL-
H890509EJ: 100.7 mhz: 100 kw: ant. 490 ft.)—Grant-
ed app. of assignment of license from KWY Inc. to
Windsor Communications Inc. for $1 million. Seller is
owned by John Hough who also owns KBIT(AM)-
KOOK(FM) Billings. MT. Buyer is owned by Paul E.
Lowrey. Windsor Communications is licensee of
WHSM-AM-FM Hayward, WI. Action Aug. 6.

NEW STATIONS

Actions

® Fort Yukon, AK (BPH860509AG)—Granted app.
of Gwandak Public Broadcasting Inc. for 900 khz.
Address: East 3rd Ave.. P.O. Box 126, Fort Yukon,
AK 99740. Principal is headed by Barry Wallis and has
no other broadcast interests. Action 900809

® Lanai City, HI (BPH890503MN)—Retumned app.
of WZJ Broadcasting for 104.7 mhz: .74 kw: ant.
2.466 ft. Address: 465 A Mananai P1.. Honolulu, HI
96818. Principal has no other broadcast interests. Ac-
tion Aug. 3.

8 South Bend, IN (BPH880519MB)—Dismissed app.
of KAM FM Partnership for 106.3 mhz: 3 kw: ant. 328
ft. Address: 1610 E. Wayne St.. South Bend. IN
46615. Principal is headed by Karen A. McGrew and
has no other broadcast interests. Action Aug. 6.

8 South Bend, IN (BPH8805190F)—Granted app. of
Goodrich Theatres Inc. for 106.3 mhz: 3 kw. Address:
3565 29th St. SE. Kentwood. MI 49508. Principal is
headed by Robert E. Goodrich. William E. Goodrich
and Kathryn M. Goodrich. and licensee of WVIC-AM-
FM East Lansing and WSNX-AM-FM Muskegon. both
Michigan: WXLP(AM) Moline. IL. and KSTT(AM)
Davenport. [A. Action Aug. 6.

8 Alexandria, LA (BPH871203NG)—Granted app. of
Fryar Communications for 93.9 mhz: 3 kw: ant. 328 ft.
Address: Rt. 2, Box 363. Pollock. LA 71467. Principal
is headed by A.E. Fryar Jr. and has no other broadcast
interests. Action Aug. 8.

8 Copenhagen: NY (BPH880721MJ)—Dismissed
app. of Black River Communications Inc. for 98.7 mhz
3 kw: ant. 328 fi. Address: P.O. Box 685. Greenup.
KY 41144 Principal is headed by Susan R. Moore and
Susan M. Swalwell. and has no other broadcast inter-
ests. Action Aug. 1.

8 Warrensburg, NY (BPH880125MS)}—Granted app.
of Karamatt Broadcasting Inc. for 100.5 mhz; .185 kw:
ant. 1.310 ft. Address: {9 Fox Hollow Ln.. Glens
Falls. NY 12801. Principal is headed by Katherine W.
Desantis and has no other broadcast interests. Action
Aug. 8.

& McArthur, OH (BPH890112MF)»—T.C. Monte
Inc. for 98.7 mhz 3 kw. Address: 2500 Cincinnati
Commerce Center. Cincinnati. OH 45202. Principal is
headed by No Action 900801

8 McArthur, OH (BPH8901 12MH)—Granted app. of
Hometown Broadcasting of McArthur Inc. for 98.7
mhz: 3 kw: ant. 328 ft. Address: P.O. Box 68S5.
Greenup. KY 41144, Principal is headed by Phillip
Bruce Leslie. Robert Lee Schiebly. Frank H. War-
nock. John R. Mcginnis. J.D. Atkinson Jr. and W.
Terry McBrayer. and has no other broadcast interests.
Actic g, 1.

8 Jackson Township, PA (BPED890127ME)—Grant-
cd app. of Temple University for 91.1 mhz 3.5 kw:
ant. 862 ft. Address: Broad and Montgomery Sts..
Philadelphia. PA 19122. Principal is headed by W.
Theodore Eldredge and has no other broadcast inter-
ests. Action Aug. 2.

® Claude, TX (BPH900108NZ)—Granted app. of Lu-
cille Ann Lacy for 106.5 mhz: 6 kw: ant. 328 fi,
Address: 1210 Belford: Oklahoma City. OK 73116.
Lucy is married to William R. Lacy. who is chairman
and 83% stockholder of Zumma Broadcasting Co..
licensee of KZBS-FM Oklahoma City. OK. Action
Aug. 3.

8 EI Paso, TX (BPED880630NG)—Returned app. of
World Radio Network Inc. for 91.1 mhz: .25 kw: ant.
1,150 ft. Address: P.O. Box 3333. McAllen. TX
78502, Principal is headed by Abe C. Vanderpuy. Ben
Cummings. Dwite McCloud. Hardy Hayes. Roger
Bechtel and Ron Cline. and has no other broadcast
interests. Action Aug. 2.

® Sunderland, VT (BPH871224MF)—Granted app.
of Ronald Angelo Morlino for 95.1 mhz; .045 kw: ant.
2407 ft. Address: R.R. 1, Box 1720. E. Manchester
Rd.. Manchester Center. VT 05255. Morlino has no
other broadcast interests. Action Aug. 1.

® Dishman, WA (BPH890123ME)}—Granted app. of
Great Scott Broadcasting for 106.5 mhz: 3 kw: ant. 328
ft. Address: P.O. Box 638. Potistown. PA 19464.
Principal is headed by Faye Scot. Elmer S, Friedberg
and Harold Litvin. and is licensee of WKST(AM) New
Castle, WKST-FM Ellwood City. WHGB(AM) Harris-
burg and WPAZ(AM) Pottstown. both Pennsylvania;
WTTM(AM)-WCHR(FM) Trenton. NJ;: WSEA-AM-
FM Georgetown, DE. and WMBO(AM)-WPCX(FM)
Aubur. NY. Action Aug. 3.

& Dishman, WA (BPED890123MC)—Dismisscd app.
of Earlimart Educational Foundation Inc. for 106.5
mhz: 3 kw: ant. 328 ft. Address: 12550 Brookhurst St..
Ste. A. Garden Grove. CA 92640. Principal is headed
by Linda Ross and has no other broadcast interests.
Action Aug. 3.

& Dishman, WA (BPH890123NB)—Dismissed app.
of Patrick W. Fale for 106.5 mhz: .41 kw: ant. 865 fi.
Address: 116 Hill Ave.. Ste. 8. Moses Lake. WA
98837. Fale has no other broadcast interests. Action
Aug. 8.

& Verona, WI (BPH881213ME)—Dismissed app. of
Knight Radio Inc. for 105.5 mhz 3 kw: ant. 328 ft.
Address: 63 Bay State Rd.. Boston. MA 02215. Princi-
pal is headed by Norman Knight and is licensee of
WGIR-AM-FM Manchester. NH. and WEZF(FM)
Burlington. VT. Through various subsidiaries Knight
has interest in WTAG(AM)-WSRS(FM) Worcester and
WSAR(AM) Fall River. both Massachusetts. and
WHEB-AM-FM Portsmouth. NH. Action Aug. 2.

m Verona, WI (BPH881215MG)—Dismissed app. of
Cynthia K. Waldbillig for 105.5 mhz 3 kw: ant, 328 fi.
Address: 692 Tamarack Way. Verona. W1 53593.
Waldbillig and has no other broadcast interests. Action
Aug. 2.

& Verona, WI (BPH881215NC)»—Dismissed app. of
Heller Broadcasting Group Lid. for 105.5 mhz 3 kw:
ant. 328 ft. Address: P.O. Box 59. Mishicot. W1
54228. Principal is headed by Mark Heller and has no
other broadcast intercsts. Action Aug. 2.

FACILITIES CHANGES

Applications
FM’s
8 Irvine, CA KUCI(FM) 88.9 mhz—Aug. 7 applica-

tion for CP to change ERP: .2 kw H&V: ant.: -10 ft..
class: A: other: propose DA.

8 San Rafael, CA KTID-FM 100.9 mhz—lJuly 26
application or CP to change ERP: .48 kw H&V: ant.:
792 fi.; change TL: C&C site. San Pedro Mountain.
2.62 km E. of Marin Civic Center.

8 Victorville, CA KVVQ-FM 103.1 mhz—July 25
application for mod. of CP (BPH881109IC) 10 change
.31 kw H&V; ant.: 1.400 fr.

8 Pueblo, CO KGRQ(FM) 107.1 mhz—Aug. 3 appli-
cation for mod, of CP (BPH871006ID as mod.) to
change ERP: 50 kw H&V: ant.: 337 ft.: TL: 1.6 km W,
of 1-25, 7.7 km N of Puehlo, CO; class: C2 (per docket
#88-30).

& Hartford, CT WRTC-FM 89.3 mhz—Aug. 2 appli-
cation for CP to change ERP: .3 kw H&V: change ant.:
98 fi.; change TL: approximatcly .9 km E. of Rte. 84
on Trinity College Campus in Hartford. CT; other:
proposed change in site location with corresponding
increase in ant. and decrease in ERP.

& Miami, FL WMCU(FM). 89.7 mhz—Aug. 2 appli-
cation for CP to change ant.: 1.502 ft.: change class
from Cl to C.

® Monticello. FL WIPH(FM) 101.9 mhz—Jan. 30
application for mod. of license (BLH891010KF) to
increase ERP: 3 (pursuant to docket #88-375).

& Sanibel, FL WRWX(FM) 104.9 mhz—July 31 ap-
plication for mod. of CP (BPH830217A) to change to
non-DA.

8 Twin Falls, ID KAWZ(FM) 89.5 mhz—Aug. 7
application for CP to change freq: 89.9 mhz: ERP: 7
kw H&V; ant.: 993 fi.: TL: Flat Top Butte. 8.4 km E.
of Jerome.

& Rayville, LA KTIC(FM) 92.1 mhz—Aug. | appli-
cation for CP to change freq: 92.3 mhz: ERP: 26. kw
H&V: change ant.: 492 ft.: TL: 10.02 km at 98 degrees
(T) from Rayville. LA; change to class C2 (per docket
# 88-532).

& Rochester, MN KWWK(FM) 96.7 mhz—lJuly 27
application for CP to change ERP: 35.2 kw H&V: ant.:
580 ft.; change TL: 3.7 km E. of Byron. MN. .3km N.
of US Hwy. 14.
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8 Jefferson City, MO KTXY(FM) 106.9 mhz—IJuly
27 application for mod. of CP (BPH870220IC as mod.)
to change antenna supporting structure height.

& Newark, NJ WNWK(FM) 105.9 mhz—July 25 ap-
plication for CP to change ERP: 3.6 kw H&V: ant.:
629 ft.; change TL: 515 Madison Ave., New York,
NY.

& Nelsonville, OH WSEQ(FM) 107.7 mhz—Aug. 3
application for mod. of CP (BPH880229NJ as mod. ) to
change ERP: 6 kw H&V.

8 Corvallis, OR KEJO(FM) 101.5 mhz—IJuly 30 ap-
plication for mod. of CP (BMPH890925]Y as mod.) to
change ant.: 1,121 ft.

# Honea Path, SC WRIX-FM 103.1 mhz—July 30
application for CP to change ERP: 6 kw H&V; ant.:
328 ft. H&V; TL: W. side of Milford Rd. 1.13 km N.
of Bethany Church Rd. in rural Anderson County, SC.

8 Arlington, TX KHYI(FM) 94.9 mhz—Aug. 1 appli-
cation for CP to change ERP: 100 kw H&V; ant.:
1,699 ft.: change TL: 1455 W Beltline Rd., Cedar Hill,
TX; class: C (per docket #88-48).

& Jasper, TX KWYX(FM) 102.3 mhz—Aug. | appli-
cation for mod. of CP (BPH8906161A) to change ERP:
26 kw H&V; change ant.: 439 ft.: TL: near Scrappin
Valley Community, near State Rd. R255, 4 miles S. of
Browndell and 10 miles NNE of center of Jasper.

& Brattleboro, VT WTSA-FM 96.7 mhz—July 30
application for CP to change ERP: 5.25 kw H& V: ant.:
165 ft.

& Harrisonburg, VA WEMC(FM) 91.7 mhz—Aug. 8
application for CP to change ERP: 1.84 kw H&V; ant.:
190 f1.; correct geographic coordinates: 38 28 20N 78
52 57w,

8 Tomah, WI 96.1 mhz—July 26 application for mod.
of CP (BPH861203MD) to change ERP: 1.828 kw
H&V; change ant.: 570 ft.; TL: intersection of Hwy.
131 and A, 7 km S. of Tomah, W1.

8 Elkins, WV WELK(FM) 95.3 mhz—July 26 appli-
cation for CP to change freq: 94.7 mhz; ERP: 5.2 kw
H&V; ant.: 728 ft.; TL: on Kelly Mountain, .5 km S.
of U.S. Rte. 33, 4 km ESE of Elkins, WV; class: Bl
(per docket #89-283).

TV’s

& Bowling Green, KY WQQB(TV) ch. 40—Aug. |
application for mod. of CP to change ERP: 699.0 kw
(vis); ant.: 790 ft.; change TL: atop Pilots Knob 1.8
miles WNW of Hays, KY 37 02 10N 86 10 20W; ant.:
Andrew ALP32L.3-HSP-40, (DAXBT).

8 Lake Charles, LA KVHP(TV) ch. 29—July 30 ap-
plication for mod. of CP to change ERP: 2,507 kw
(vis); ant.: BASC SC-28M T(DA)(BT).

@ Shreveport, LA ch. 45—Aug. 3 application for
mod. of CP (BPCT861029KY) to change ERP: 786 kw
(vis); change ant.: 662 ft.; TL: 2 miles NE of Blan-
chard, LA; .6 mile N. of Pine Hills Rd. Blanchard,
LA, Caddo Parish; ant.. Andrew ALP24LS-HSW-
45(DAXBT); 32 35 38 N 93 51 39W.

& Tacoma, WA KSTW(TV) ch. 11—lJuly 26 applica-
tion for mod. of CP to change ant.: 232; ant.: RCA
TW-9A11-R (DA) (BT).

Actions

AM’s

8 Bloomfield, CT WLVX(AM) 1550 khz—Aug. 6
application (BMP890821AC) granted for CP to aug-
ment night directional pattern.

& Naples, FL WNOG(AM) 1270 khz—Aug. 6 appli-
cation (BMP90O405AE) granted for mod. of CP
(BP900419AF as mod.) to make changes in ant. sys-
tem and change daytime site 1.1 miles S. of Hwy. 846

(Immokalee Rd.) and .8 miles E. of Hwy. 951, Naples,
FL; 26 15 26N 81 40 33w,

8 Sandwich, IL WAUR(AM) 930 khz—Aug. 6 appli-
cation (BP890630AB) granted for CP to increase night
power to 4.2 kw and make changes in ant. system.

8 Fort Wayne, IN WFCV(AM) 1090 khz—Aug. 2
application (BP900116AG) granted for CP to change
TL: 424 Reed Rd., Ft. Wayne, IN, and make changes
in ant. system; 41 05 OIN 85 04 32w.

8 Marion, MS WIDQ(AM) 1240 khz—Aug. 9 appli-

cation (BP900223AB) dismissed for CP to change city
of license to Meridians, MS; change TL: to SW of
intersection of 20th St. with 35th Ave.. Meridian, MS
and make changes in ant. system: 32 22 38N 88 42
49W.

® Lincoln, NE KLIN(AM) 1400 khz—Aug. 2 applica-
tion (BP900702AC) granted for CP to change TL: 4345
Vine St., Lincoln, NE 40 49 12N 96 39 29W.

8 Guthrie, OK KOKC(AM) 1490 khz—June 8 appli-
cation (BP900227AE) granted for CP to increase pow-
erto | kw and make changes in ant. system.

& Milwaukie, OR KZRC(AM) 1010 khz—Aug. 2 ap-
plication (BP900517AE) granted for CP to change TL:
SE of intersection of Hogan and Palmquist Rds.. .5 km
SE of Gresham, OR: 45 29 03N 122 24 40W.

& Cypress, TX KYND(AM) 1520 khz—Aug. 2 appli-
cation (BP900405BR) returned for CP to increase pow-
er to 3.2 kw (2.8 CH) and make changes in ant.
system.

8 Eligin, TX KELG(AM) 1440 khz—Aug. 6 applica-
tion (BP891220AG) granted for CP to change city of
license to Manor, TX; increase daytime power to 800
walts; change TL: on Blake Manor Rd. 1 mile SE of
Manor. TX and make changes in ant. system; 30 19
36N 97 32 35W.

& Ferris, TX KDFT(AM) 540 khz—Aug. 6 applica-
tion (BMP890601AE) granted for mod. of CP
(BP8%0306AD) to change city of license from Ferris,
TX to Desoto, TX.

8 McAllen, TX KRIO(AM) 910 khz—Aug. 6 applica-
tion (BP900117AA) granted for CP to change TL: 4
km NNE of McAllen, TX; 26 17 52N 98 12 26W.

8 Ashland, WI WATW(AM) 1400 khz—Aug. 9 ap-
plication (BP890626A A) granted for CP to change TL:
24th St. and State Hwy. 13, Ashland, WI, and make
changes in ant. system; 46 34 25N 90 51 56W.

FM’s
& Mobile, AL WKSJ-FM. 94.9 mhz—Aug. 7 applica-

tion (BMPH900427ID) granted for mod. of CP
(BPH890728IC as mod.) to change ant.: 474 kw H&V;

.TL: 1.5 miles E. of I-10 on Wilcox Rd., near Loxley.

AL.

8 Eureka, CA KECU(FM) 105.5 mhz—Aug. 6 appli-
cation (BMPH890912IE) granted for mod. of CP
(BPH850712Z7) to change ERP: 28 kw H&V; ant.:
1,587 ft.; class: C1; TL: Redwood Peak, 19 km E. of
Eurcka, CA.

& Turlock, CA KMIX-FM 98.3 mhz—Aug. 1 applica-
tion (BPH8910231A) dismissed for CP to change ERP:
4 kw H&V.

a Norwich, CT WCTY(FM) 97.7 mhz—Aug. 9 appli-
cation (BPH900426IC) granted for CP to change ERP:
1.9 kw H& V; change ant.: 410 ft.

8 Dublin, GA WKKZ(FM) 92.7 mhz—Aug. 7 appli-
cation (BPH9002091B) granted for CP to change ERP:
50 kw H&V;, change ant.: 301 ft.; class: C2 {per docket
#88-460).

& Salem, IN WSLM-FM 98.9 mhz—Aug. 6 applica-
tion (BPH9002091A) ranted for CP to change ant.: 492
ft.; change TL: .54 km S. of U.S. Rte. 150 and .31 km
E. of Buttontown Rd. (formerly Evans Rd.) in Green-
ville, IN.

& Manhattan, KS KMKF(FM) 101.7 mhz—Aug. 8
application (BPH9002231G) granted for CP to change
ERP: 39 kw H&V; change ant.: 567 ft.; TL: 2.5 miles
SSW of Flush, KS: freq: 101.7 mhz: and to change
class: C2.

& Tompkinsville, KY WTKY-FM 92.1 mhz—Aug.
10 application (BMLH%00627KD) returned for mod.
of license to increase ERP: 3.9 kw H&V (pursuant to
docket #88-375).

& Lincoln, ME WHMX(FM) 99.3 mhz—Aug. 6 ap-
plication (BPH880822IF) granted for CP to change
freq: 105.7 mhz; change class to C2; ERP: 50 kw
Hé&V; change ant.: 413 ft. (per docket # 87-250).

8 Framingham, MA WVBF(FM) 105.7 mhz—Aug. 2
application (BPH9005181J) granted for CP to change
ERP: 8.5 kw H&V; change ant.: 1,144 fi.; TL: 1165
Chestnut Newton Upper Falls, MA; 42 18 27N 71 13
27w,

8 New Prague, MN KCHK-FM 95.5 mhz—Aug. 3
application (BMPH9006141A) granted for mod. of CP
(BPH860506MG as mod.) to change TL.: off State Ree.
13/ 21, 1.3 km N. Montgomery, MN.

a§t, Cloud, MN KCLD-FM 104.7 mhz—Aug. 3
application (BMPH890824IC) dismissed for mod. of
CP (BPH870227IK) to chang TL: on Town Rd., 1.7
km N. of Popple Creek. MN.

8 Omaha, NE KKVU(FM) 105.9 mhz—Aug. 7 appli-
cation (BMPH900727IA) granted for mod. of CP
(BPH870918MP) to change ERP: 5.2 kw H&V: ant.:
346 ft.

8 Dover, NH WOKQ(FM) 97.5 mhz—Aug. 2 applica-
tion (BMPH90030511) granted for mod. of CP
(BPH890308IG) to change ant. supporting structure
height.

8 Murphy, NC WCNG(FM) 104.3 mhz—Aug. 3 ap-
plication (BMPH890707ID) granted for mod. of CP
(BPH880226M1J) to change freq: 102.7 mhz; ant.: 236
ft.: TL: Hwy. 64, 2.5 miles SE of Murphy, NC.

8 Newport, NC WZYC(FM) 103.3 mhz—Aug. 3 ap-
plication (BPH900713IG) granted for CP to change
ant.: 980 ft.

® Altamont, OR KPMA(FM) 101.3 mhz—Aug. 1
application (BMPH890922IB) granted for mod. of CP
(BPH870609MA) to change ERP: 60 kw H&V; ant.:
882 ft.. change class to Cl.

& Mercersburg, PA WGLL(FM) 92.1 mhz—Aug. 2
application (BPH9003051K) granted for CP to change
ERP: 2.7 kw H&V; change ant.: 465 ft.

® New Kensington, PA WMXP(FM) 100.7 mhz—
Aug. 2 application (BMPH9006271A) granted for mod.
of CP (BPH8908041A) to change ERP: 16.9 kw H&V:
ant.: 849 ft.

8 Marion, SC WQTI(FM) 100.5 mhz—Aug. 6 appli-
cation (BMPH900215ID) granted for mod. of CP
(BPH880301MK) to change ERP: 3.6 kw H&V: ant.:
400 ft.; TL: Hwy. 76 E, Pee Dee, SC.

& Livingston, TN WXKG(FM) 95.9 mhz—Aug. 6
application (BPH900309IB) granted for CP to change
ERP: 2.835 kw H&V: change ant.: 472 ft.

8 College Station, TX KAMU-FM 90.9 mhz—Aug. 3
application (BPED900116ME) granted for CP to
change ERP: 24 kw H & 32 kw V.

8 Bridgewater, VA WRDJ-FM 105.1 mhz—Aug. |
application (BPH9006291B) granted for CP to change
ERP: 2 kw H&V.

8 Warsaw, VA WNNT-FM 100.9 mhz—Aug. 7 ap-
plication (BPH9005071B) granted for CP to change
ERP: 3 kw H&V; change ant.: 328 ft.; add vertical
polarization.

& Sauk City, WI WMLI(FM) 96.7 mhz—Aug. 7 ap-
plication (BPH8908291G) granted for CP to change
ERP: 5.1 kw H&V; change ant.: 672 ft.; TL: Simpson
Rd. .4 km N. of U.S. 12, near Springfield Comers,
Wl

& Sturgeon Bay, WI WQZZ(FM) 100.1 mhz—Aug. 6
application (BPH891211ID) granted for CP to change
ERP: 50 kw H&V; change ant.: 492 ft.; TL: on Dhuey
Hill, 11 km E. of Dyckesville, Township of Lincoin.
Wl

ACTIONS

Actions

& Stockton, CA. Denied petition filed by The Com-
mittee for Fair MDS Lotteries and Continental Cablevi-
sion of California Inc. for post-lottery pelmons to
deny. challenging application of Stephen Cc a-
tions Inc. to construct and operate Multichannel Multi-
point Distribution Service (MMDS) station on E-group
channels at Stockton. CA. (By MO&O [DA 90-1059]
adopted Aug. 3 by chief, Domestic Facilities Division,
Common Carrier Bureau).

8 Trion, GA. Remanded to presiding ALJ for further
hcanng and preparation of Suppl | Initial Deci-
sion to determine whether Tri-State Broad g Co.

has properly prepared and maintained its local pubhc
inspection file, and effect theredf in that applicants
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basic qualifications to be commission licensee, and to
determine Whether Tri-State Broadcasting Co. inten-
tionally made mi ions to cc ion and/
or general public. (MM docket 88-580 by MO&O
[FCC 90R-67] adopted July 19 by review board).

m Detroit Lakes and Bagley, both Minnesota. Dis-
missed application filed by James Ingatad requesting
allotment of FM channel 272C2 to Bagley and termi-
nated proceeding. (MM docket 89-492 [DA 90-1057]
adopted Aug. 1 by deputy chief, Policy and Rules
Division).

B Hawthorne, NV. Granted summary decision filed
by Hawthorne FM Lid. and resolved issues in its favor
and granted its application for new FM station on
channel 228A in Hawthome. (MM docket 89-555 by
summary decision [FCC 90D-35] issued Aug. 8 by
ALJ Joseph Stirmer).

® Asheboro, NC. Over objections of National Black
Media Coalition, North Carolina State Conference of
Branches of NAACP, and various local NAACP
branches. commission have conditionally renewed li-

cense of six North Carolina radio stations. (By MO&O
and Notice of Apparent Liability [FCC 90-228] adopt-
ed June 13 by commission).

8 Columbus, OH, Granted application of Horace E.
Perkins for new FM station on channel 298A in Colum-
bus, subject to environmental considerations. (MM
docket 88-421 by decision [FCC 90R-58] adopted June
22 by Review Board).

8 Nashville, TN. Denied petition filed by The Com-
mittee for Fair MDS Lotteries for post-lottery petition
to deny, challenging application of Presco Corp. for
authority to construct and operate Multichannel Multi-
point Distribution Service (MMDS) station on F-group
channels at Nashville, TN. (By MO&O [DA 90-1050]
adopted Aug. 3 by chief. Domestic Facilities Divi-
sion).

® San Antonio, TX. Granted application transferring
control of Station KVDA(TV) San Antonio. TX from
Nueva Vista Productions Inc. to Telemundo Group
Inc. (By MO&O [DA 90-1075] adopted Aug. 9 by
chief. Video Services Division).

8 New London, CT. Denied petition filed by The
Committee for Fair MDS Lotteries and Continental
Cablevision of California Inc. for post-lottery petitions
to deny, challenging application of Stephen Communi-
cations Inc. to construct and operate Multichannel
Multipoint Distribution Service (MMDS) station on E-
group channels at New London, CT. (By MO&O [DA
90-1049] adopted Aug. 3 by chief, Domestic Facilities
Division).

® Miami, FL. Commission renewed license of nine
Florida radio stations, and with respect to these license
renewals, denied objections of Florida State Confer-
ence of Branches of NAACP and National Black Me-
dia Coalition. (By MO&O and Notice of Apparent
Liability [FCC 90-227] adopted June 13 by commis-
sion)

8 Mabl GA. Dismissed with prejudice applica-
tion of Hairston Broadcasting Ltd. for failure to prose-
cute. (MM docket 88-400 by order [FCC 90R-72)
adopted July 27 by Review Board).
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PROFESSIONAL CARDS

du Treil, Lundin & Rackley, Inc.
A ‘Subsidary of AD. Ring, P.C.

1019 19th Streer, N.W., Suite 300
Washington, D.C. 20036
Telephone: 202.223-6700

Member AFCCE

SAIC s

A% o

CONSULTING  ENGINEERS
1901 YARNWOOD COURT
SPRINGFIELD . VA. 22153

(7037589 - 7704
MEMBER AFCCE

LOHNES & CULVER

Coneulting Redio~-TV Engineers
1156 15th. St. , NW. , Suite 606
Washington , D.C. 20008

@ (202) 298-2722
Membae AFCCE

Binge 1044
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Silver Spring, MD 20910

ROBERT M. SILLIMAN. P.E.
(301) S569.8288

THOMAS B. SILLIMAN. P.E.
(812) 853.9754

Member AFCCE

COHEN, DIPPELL
and EVERIST, P.C.

CONSULTING ENGINEERS
1300 “L° STREET. N.W. SUITE 1100
Washington, D.C. 20006
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Membar AFCCE

CARL E. SMITH
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6867 Elm S1.. McLean. VA 22101 (764 J56-9765)

C. P. CROSSNO & ASSOCIATES

JOHN F.X. BROWNE

Consutting Engineers & ASSOCIATES, PC. D.C. WILLIAMS ) n
. 525 Woodward Ave. Consulting Radio ang’ineI:EE' A
[ P.0. Box 1831 Bloomfield Hills, Ml 48013 et
Dallas, Texas 75218 (313) 642-6226 Post Office Box 1888
214) 669-0294 Washington Office Carson City, Nevada 89702
(214) (202) 293-2020 (702) 885-2400 LR W BEvERAvE O
Member AFCCE Member AFCCE ‘I;:;I-A! \::lum uaLTON, ) s
LAWRENCE L. MORTON
—  FCC Data Bases
SOCNTES SELLMEYER ENGINEERING PAUL DEAN FORD. PE. « o Aoktmons s ol Ergasa
TELLCOMMACATIONS EnGeeas | MESA OAKS CAUFORNIA 93436 Consumng Englneers BROADCAST ENGINEERING CONSULTANT . mmslm Coordination

LAWRENCE L. MORTON, P.E.
AM +FM o TV

APPLICATIONS  FIELD ENGINEERING
MEMBER AFCCE

(805) 733-4275 / FAX (805) 733-4793

BROADCAST CONSULTANTS
Applications e Inspections
Call Toll-Free

(800) 969-3900
1515 N Court House Rd, Arlington, VA 22201

PO. Box 356
McKinney, Texas 75069
(214) 542-2056
Member AFCCE

h

H +
EDWARD A. SCHOBER, P.E.
Apphcations - Fied Engineering
AM « FM « TV « Boosters
P.0. Box 367 - Haddon Heights, NJ 08035
000-546-8008

R.R. 12, Box 351
WEST TERRE HAUTE, INDIANA 47885{
812-535-3831

Member AFCCE

\OWL ENGINEERING, INC.
T o e T

1306 W. County Road F, S1. Paul, M 55112
{612) 6311338 “Mermber AFCCE"

— Member AFCCE and NAB ——

DON'T BE A STRANGER
To Oroadcastings 117.323 Readers. Display
your Prolessit or Service Card here 1l will be
seen by siation and cable TV system owners
and decision makers
* 1989 Readership Survey showing 3.7 readers
per copy.

AFCCE
Association of
Federal Communications
Consulting Engineers

P.O. Box 19333
20th Street Station
Washington. DC 20036

(703) §34-7880

PROFESSIONAL/SERVICE DIRECTORY RATES

52 weeks - $40 per insertion

26 weeks - $50 per insertion
There is a one time typesetting charge of $20. Call (202) 659-2340




e
! RADIO
HELP WANTED MANAGEMENT

Midwest group is seeking GSM for an all new
50KW FM in Columbia-Jefierson City, MO. Must
be leader with strong selling skills. Possess ability
to hire, train, and motivate new sales staff. No
ratings, new staff, and market leader on rates,
promises to make this position challenging for
right individual. Resume to Zimmer Broadcasting,
PO Box 1610, Cape Girardeau, MO 63702 or call
David Zimmer at 314-—335-8291. EOE.

Operatlons manager for Dallas' Classical Radio
Station, WRR-FM. Requires strong management
ability, programing and production skills, knowl-
edge of M/S DOS Computer Management System
and Automation, a bachelor's degree in Commu-
nications (radio or television) and six years related
experience. Prefer classical music background.
Send resume and/or application by Friday, August
31, 1990 to: Staffing Manager, Personnel Depart-
ment, 1500 Marilla, City Hall, 6AN, Dallas, TX
75201. Indicate on resume that you are applying
for the Operations Manager position at WRR-FM.
Include salary requirements. EOE.

General manager for Cape Cod's only CHR radio
stations, WKPE AM & FM. Candidates must have
strong sales management background and prov-
en track record. Send sales history, resume, and
references to: Peter Crawford Executive Vice
President, Roth Communications, 3 Woodland
Road, Stoneham, MA 02180. EQE.

Operations manager: WUFT-FM, Gainesville,
Florida. Coordinates day-to-day studio opera-
tions. Recruit, audition, train and evaluate student
air staff in proper production procedures and co-
ordinates all studio scheduling. Monitor all equip-
ment performance, coordinate equipment mainte-
nance scheduling. Requires a Bachelor's degree,
Master's degree preferred. Minimum of 4 years
full time public radio experience with 2 in mid-
management. Demonstrated expertise in training
and supervision of volunteer, part-time or student
announcers and high degree of skill in pronuncia-
tion of classical composers' names and foreign
phrases. Fundraising, budget, computer knowl-
edge are definite pluses. Salary: $23,000. Send
current resume and 3 reference letters to: Opera-
tions Manager Search Committee, WUFT-FM,
2208 Weimer Hall, University of Florida, Gaines-
ville, FL 32611 by August 30, 1990. An EEQ/AA
Employer.

Director of radio broadcasting, public radio
manager: South Dakota Public Broadcasting
seeks a director of radio broadcasting at Vermil-
lion, SD. Manages and directs the daily operation
of 9-station statewide radio network. Responsible
for radio programming and production, planning,
staff training and supervision, budget, and fund
raising efforts. Professional experience in public
radio management preferred with knowledge of
radio network operations, FCC rules and regula-
tions. Bachelor's degree in communications, jour-
nalism or related degree and three years experi-
ence in non-commercial radio programming
production, or operations; or an equivalent combi-
nation of education and experience. Salary range
from $11.43 to $14.29 per hour. Closes Septem-
ber 17, 1990. Questions call Roger Bamsey or
Larry Miller 605—677-5861. EQE. State applica-
tion to: Bureau of Personnel, 500 East Capitol,
Pierre, SD 57501.

See last page of Classified Section for rates, closing dates, box numbers and other details.

We are interviewing now for a few additional
sales people to sell sales promotions to radio
station managers. If you have radio sales and
management experience and want to earn an ex-
cellent income, please call us at 615—320-8842
or fax us your resume at 615—383-9541 American
Sales Promotions. Nashville, TN 37221. EOE.

Powerful urban contemporary radio station in

top 50 market is seeking a general sales manag-

er. If you have 2 years urban contemporary sales

experience and/or sales management experience

;d Iik% to hear from you. Send your resume to N-
1. EOE.

One of America’s great AM stations, KOMO-AM
1000, is looking for a creative program director to
take full charge of music, news, sports and talent-
ed on-air personalities. We are very competitive in
a top 15, highly desirable, West Coast market.
Your skills will include the ability to plan and man-
age overall programming direction, organize and
coach professional broadcasters, strategize and
implement audience focused on-air promotion.
You must be someone who has proven ability to
rescue maidens, slay dragons and communicate
with our sales manager. This is not a role for a
novice. It is a highly responsible and visible role in
a respected broadcast company. Send resume
to: c/o 21st Century Media Corp., 108 S. Washing-
ton St., Suite 200, Seattie, WA 98104. KOMO is an
equal opportunity employer.

High billing small market AM/FM in North Cen-
tral lilinois seeks GSM with track record. Excellent
income opportunity with fine benefit package in a
beautiful city. Reply Box N-74. EQE.

HELP WANTED SALES

New 50KW FM in Columbia-Jefferson City, MO
needs top notch sales reps to help build power-
house. Salary plus commission and benefits. Re-
sumes to Zimmer Broadcasting, PO Box 1610,
Cape Girardeau, MO 63702 or call David Zimmer
at 314—335-8291. EOE.

Broadcast Equities - a for-profit subsidiary of The
Christian Broadcasting Network, Inc. - has imme-
diate openings for radio sales personnel. These
positions are with our owned-and-operated sta-
tions located in Silver Springs, MD; Charlotte, NC;
Oklahoma City, OK; Orlando, FL; and Virginia
Beach, VA. Applicants must be seif-starters with a
proven track record in media sales, experienced
in lead generation, sales presentation and closing
and conceptual sellability. Send your resume to:
CBN Employment Department, Box Z-1, CBN
Center, Virginia Beach, VA 23463. EOE.

Sales manager needed for small market ratings
leader in NE. Dynamic individual who can train
and lead our sales staff off plateau. We are team
oriented station looking for mentor. Experience
required, college grad preferred. Send letter and
resume to: N-24. EOE.

1990 Crystal Award Nominee FM wants mover
and shaker as it's top money maker. Qur mild
Northern Arizona climate is paradise. 602—775-
5277. EOE M-F.

Washington, DC, 50KW area Oldies station
needs outgoing, idea oriented retail sales special-
ist. Immediate opening. Salary plus commission.
Call Mr. Schart. 703—369-1080. EQE.

West Paim Beach, Florida: AE, opportunity at a
major AM/FM, excellent ratings. You must be ex-
perienced and good! Direct and agency. Contact
GSM, 407—965-9211. EOE.

Sales manager. New England. Resort market FM.
Growing group seeks knowledgeable, creative,
aggressive, people-oriented leader. EOE. Box N-
73.

NELP WANTED TECHNIAL

Major suburban NYC combo seeks engineer.
Experience and ticket required. Salary commen-
surate  with  abilities. Resume to GM,
WHUD/WLNA, Box 188, Peekskill, NY 10566.
EOE.

Full service/AC has immediate opening for an-
nouncer. Tape/resume. Dick Mountjoy, WINA, Box
498, Charlottesvilie, VA 22902. EQOE.

Virginia, AM/FM in beautiful Shenandoah Valley
looking for announcer for possible morning air-
shift. Tape and resume immediately to J. D. Cave,
WLCC/WRAA, PO Box 387, Luray, VA 22835.
EOE.

immediate openings: News director needed at
growing capital city FM. Write, edit, air stories,
meetings, on-spot coverage. Salary plus medical.
Also, news director needed for new FM sister
station signing on November 1 in Carlinville, Illi-
nois. Same duties, salary plus medical. Tape and
resume to Randal J. Miller, WRVI/WCNL, Box 68,
Virden, IL 62690 (Springfield, IL market). No
phone calls. EOE.

WRC Radio, in Washington DC invites qualified
applicants to apply for a news anchor/reporter
position. Must have a strong news background
including several years experience in a major
market. Send resume and tape to: Rita Foley,
News Director, WRC Radio, 8121 Georgia Ave-
nue, Silver Spring, MD 20910. No calls, please.
EQE.

Radio news director: Become part of the award-
winning newsteam in a top 50 market. Preferably
familiar with northeast. Minimum 3 years experi-
ence. Minorities and females encouraged. EOE.
Send Resume to: Box N-72.

News director, WUWM, Mliwaukee: Milwaukee's
in-depth, all-news public radio station seeks a
neéws director 1o lead our award winning news
staff. We seek someone who shares our enthusi-
asm for quality in-depth journalism, values sound,
and demands high quality presentation. WUWM's
news director will be a journalist willing to develop
their own stories, series, documentaries, etc.
Some anchoring as necessary. Resume, audio
cassette and a statement of news philosophy (not
less than one page) to: Dave Edwards, Genera!
Manager, WUWM Radio, PO Box 413, Milwaukee,
WI 53201. WUWM/University of Wisconsin-Mil-
waukee are equal opportunity affirmative action
employers.
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News director: Outstanding leader who can man-
age large staff. Rare opportunity to join a station
where news comes first! Must have previous ND
experience. Resume to Box N-59. EOE/MF.

Surburban New York City AM/FM combo has
part-time openings in programming and news.
Weekend opportunities. Send tape and resume to
Mike Bennett, WHUD/WLNA Box 188, Peekskill,
NY 10566. EOE.

Program director needed for Northeast Coast
AOR top 60 market. Must have minimum 3 years
commercial experience, ability to work with con-
sultant. Send resume and salary history to Box N-
75. EOE.

SITUATIONS WANTED MANAGEMENT

GM sales pro, leadership intensive. profit motivat-
ed, bottom line oriented, programming bacCk-
ground, people skills, turnaround or start-up con-
sidered. prefer ciass C FM, 409—639-6040.

Has Glasnost got you in a language bind? Pro-
fessional interpreter of Russian languages avail-
able to translate from Russian to English or vice
versa any media - articles, science and technicai
journals, film, scripts, video, etc. On a per diem
basis. 215—878-0645 or 878-3645.

Need a group leader or GM? I've got the experi-
ence and people skills to make great things hap-
pen. Call Ken Patch, 508—775-7400 days 508-—
540-8216 nights and weekends.

General manager: Successful, sales-oriented
GM 20 years experience. Thorough knowledge all
phases-sales, programing, financial, engineering.
Documented track record at increasing revenue,
market share, tower construction/upgrade. Excel-
lent references. Stations sold. Available Sept 1st.
Call 704—876-4158.

NE or mid-Atlantic small market FM, start-up ex-
perience, satellite, automated or live format,
house sales, cCiviC involvement, FCC First Class,
spouse has bookkeeping experience, currently
working in allied field, let’s talk at Radio '90. Box
N-60.

Retiring? Dark? Entrepreneur will assume re-
sponsibilities and rebuild for partnership/sale
(owner financing). You are paid first. 515~—472-
8211.

General manager: Successful, quality GM seeks
small-mid sized market opportunity. Proven re-
sults, 20+ years experience, CRMC. Strong on
sales and programing. Qutstanding credentials
and references. If you can offer a quality situation,
| can offer results! East coast preferred. Call
301—426-5344.

Music license consultant. Need help with
ASCAP, BMI and SESAC. Former licensing execu-
tive available at cost effective rates for radio, TV
and cable owners. Specialist in infringement, col-
lection, logging and fee disputes. Call Robert W.
Warner, Jr. 914—634-6630.

SportsTalk and sales combo! Aggressive, expe-
rienced, professional seeks sports network or sta-
tion involved in sports programing. All markets
and opportunities considered. Al Francis 215—
758-8878.

SITUATIONS WANTED ANNOUNCERS

Experience in taik radio format. Looking for PD
and or talk position. Box N-37.

Desire relocation to desert Southwest. Good-
voiced pro seeks on-air/production at AC/EZ/CW.
Mediums/majors only. Jim, 813—461-3192 after
7pm EDT.

SITUATIONS WANTED TECHNICAL

Chief engineer/air talent: Will engineer AM/FM.
Prefer airshift on rock FM; milder Climate; medium-
/major market. Experienced. Eric, evenings
219—924-7004.

Sports pro. 28 years experience. Seeking me-
dium/large market or sports. Network challenge.
PBP anchor, talkshow, reporter. Box N-39.

SITUATIONS WANTED PROGRAMING
PRODUCTION & OTHERS

Let's make $$$$$! Program director who knows
how to help sales raise revenues and increase an
audience seeks bigger and better challenges.
Currently programing top rated AC/FSAC combo.
Call 603—448-6589. EOE.

Seasoned professional seeks medium market
programing position. Oldies/AC/CHR preferred.
Box N-42.

Make money in voiceovers. Cassette course of-
fers marketing and technique for success in com-
mercials and industrials. Money-back guarantee.
Call for info: Susan Berkley, 1-800—333-8108.

Free traffic, logs, and billing software for IBM or
MS-DOS compatible computers. Call Epilog toll
free at 1-800—292-3569.

Cash for record libraries from 1950's and
1960's. Check your station's transmitter site and
basement. Call Doug at 201—568-4360.

Need a big voice for your sweeps, promos or spot
production? Affordable for your market. Call for a
free demo. Morgan Productions...704—563-
8676.

Blimpy floating signs: Giant blimps, hot air bal-
loons, rooftop balloons. Increase recognition by
25% instantly! Special sale 12 ft. blimp or balloon
only $299.00. Custom messages. Shipping in 24
hours! 407—738-5300.

e R
TELEVISION
HELP WANTED MANAGEMENT

Creative services director: Seek a creative pro
to become part of our management team. Winning
candidate will have expertise in all aspects of
advertising, graphics, and promotion with an em-
phasis on news promotion, as well as experience
in campaign planning and departmental budget-
ing. Applicants should have five years television
experience with at least two years managing a
promotion department. Experience with promotion
in a metered market a plus. Qualified applicants
submit resume, sample reel and print ads to:
KCRA-TV, Attn: Dept. CPG, 3 Television Circle,
Sacramento, CA 95814-0794. No calls please!
Note: Any offer of employment is Contingent upon
passing a medical test for drug and alcohol use.
EOE M/F.

Traffic manager: Midwest Fox affiliate seeks Col-
umbine experienced individual to lead staff of
four. Great opportunity with growth potential. EOE.
Mail resume in confidence to Box N-54.

Senior account executive: WKRN-TV, the ABC
affiliate in Nashville, has an opening for a senior
account executive due to a promotion from within.
Experience in co-op and vendor programs, a
strong desire and aptitude for new business de-
velopment, and 2-4 years of local television sales
experience is required. Join our friendly staff and
experienced and supportive management in one
of the nations’ great places to live. Interested par-
ties please contact by resume only: Mickey Mar-
tin, Local Sales Manager, WKRN-TV, 441 Mur-
freesboro Rd., Nashville, TN 37210. EEOC.

LSM, CBS affiliate, top 50 market in Southeast.
Immediate opening, {0oking for assertive person
with management experience to lead and moti-
vate 8 person staff. 5 station market, candidate
must be able to position and package for max.
revenue. Station believes in creative and innova-
tive sales ideas and concepts. Compensation
package totals $67.000 per year. Send resume
and references to Box N-41. EOE.

General manager: For leading affiliate in Mid-
west. We're looking for a good manager possess-
ing solid marketing/sales skills. Good salary and
benefits with chance to grow. Send resume to Box
N-51. EOE.

Traffic/data services manager. WTVT Television,
a CBS affiliate in Tampa, Florida, is seeking an
experienced manager for our traffic department.
We are an Enterprise System station. Knowledge
of Enterprise and IBM Query programs are re-
quested. Accuracy, revenue, inventory maximiza-
tion, speed, cross-training, efficiency and team
work are the key elements of this department.
Send resume and qualifications to: John Wester-
berg, Director of Sales, WTVT-TV, PO Box 31113,
Tampa, FL 33631-3113. ECE.

Creative services director: Growing medium
market station seeks individual to direct three per-
son department. This Challenging hands-on posi-
tion requires a creative individual with a broad
range of promotional/production experience.
EOE. Send your detailed resume in confidence to
Box N-55.

Local sales manager: WWNY-TV, ABC affiliate in
Burlington, VT, seeks an aggressive, creative, mo-
tivated individual to lead our staff to success.
Resumes to Charles Cusimano, GSM, WVNY-TV,
100 Market Square, Burlington, VT 05401. EOE.

Top 35 market in Southeast....NBC affiliate seek-
ing sales oriented research person wanting to
make home in vacation type climate. Send re-
sume and salary requirements to: Box N-32. EOE.

Sales account executive: KTBS-TV has an imme-
diate opening. Must have previous television sales
experience and be a competent negotiator. Heavy
emphasis on ratings and new account develop-
ment. Send resumes to: EEO-LS1-BM. PO Box
44227, Shreveport, LA 71134, EOE.

Educational telemarketing: Spanish educational
television service seeks individual to develop its
growing network of stations. Must be capable of
communicating with executives in both the educa-
tional and private sectors, be highly organized,
with experience in marketing and computer
Dbase. Educational background helpful. Send re-
sume to HITN, 449 Broadway, NYC 10013. EQE.

HELP WANTED TECHNICAL

ENG remote crew and supervisory positions
available for LA based operation. Betacam experi-
ence shooting entertainment news and events re-
quired. Submit resume with salary history/require-
ments (no tapes) to Box N-49. EQOE.
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Assistant chief engineer: Southwestern UHF Fox
affiliate. Minimum 5 years experience. Component
level repair and trouble shooting experience re-
quired. UHF Klystron transmitter experience pre-
ferred. We need a hands on television engineer
who can maintain our studio equipment and trans-
mitter as well as help supervise master control
personnel. Send resumes to Rod Norris ¢/o KPEJ,
Box 11009, Odessa, TX 79760. EOE.

Industry leader in informercial direct response
adventising seeks video engineer experienced in
installation, maintenance, and repair of complete
studio and post facility with 3/4", Beta-Sp. and 1"
equipment. Immediate opening. Salary negotia-
ble. Send resume to Terry Prechtel, Hawthorne
Communications Inc., PO Box 1366, Fairfield, 1A
52556. EOE.

Supervisor-Film: WOSU-TV of The Ohio State
University is seeking a supervisor-film to super-
vise the use of EFP video and still photographic
cameras, and visualize and create EFP field
pieces, documentaries and features. This individ-
ual will advise producers in production, planning
and execution of EFP field work, supervise video-
graphy staff, develop and maintain budgets, su-
pervise sound and tape recording activities on
location, edit and assemble EFP video materials,
and order, maintain and clean video/photographic
equipment and facilities. Candidates must have
considerable experience in EFP video production
and editing, and considerable experience in stu-
dio and remote production situations. Knowledge
of processes used in still photography required.
Supervisory experience is desired. Starting salary:
$22,440-25,560. To assure consideration, materi-
als must be received by September 17, 1990.
Send resume and a copy of this ad to: Profession-
al Employment Services, The Ohio State Universi-
ty, Lobby, Archer House, 2130 Neil Avenue, Co-
lumbus, OH 43210. An equal opportunity,
affirmative action employer.

Medium market California affiliate looking for en-
gineering maintenance and operations persqnnel.
Operations applicants should have experience
with VTR's audio consoles, switchers, lighting stu-
dio cameras, etc. Degree and/or SBE certification
preferred. Two years experience required. Send
resume to Box N-76. EOE.

News photographer/editor wanted for position
with network affiliated news room in California.
Prior ENG experience a must. Send resume to
Box N-77. EOE.

TV maintenance technician/satellite truck opera-
tor: Requires self starter having experience with
Sony 3/4” and Beta, lkegami, TK-47 and VPR-3
equipment maintenance. Experience with micro-
wave, satellite and VHF transmitters as well as an
FCC General Class license is preferred. Contact
Marty Peshka, WTNH, PO Box 1859, New Haven,
CT 06508 or cal 203—784-8888. EOE.

WSPA-TV has an immediate opening for a
transmitter supervisor. Prefer 3-5 years experi-
ence in maintenance and operations of TV trans-
mitters. Experience in RCA “F” line, VHF Hi-band a
plus. Prefer some management experience. High
school diploma, valid driver's license, and FCC
Radiotelephone certificate required. Send resume
and salary requirements to: Chief Engineer,
WSPA-TV, PO Box 1717, Spartanburg, SC 29304.
An equal opportunity employer.

Studio operations engineer needed. Prefer ex-
perience in master control and video tape opera-
tions. Duties include switching, recording and
editing of program and commercials. Must have
high school diploma, valid driver's license. Must
be willing to work flexible hours. Send resume and
salary requirements to: Chief Engineer, WSPA-TV,
PO Box 1717, Spartanburg, SC 29304. An equal
opportunity employer.

Maintenance engineer: Must have 2 years recent
experience in TV broadcast maintenance. Must
be able to repair 1o component level VTR's,
switchers, cameras and other studio production
equipment. Send resume and salary history to
Box N-67.

HELP WANTED NEWS

Aggressive news director to lead talented,
young staff competing with top 30 market news.

* Must have strength in assignments and supervis-

ing reporters in developing significant loca! sto-
ries. Strength in small market news devetopment
helpful. Send resume to, Dave Tillery, Operations
Manager, KQTV, PO Box 247, St. Joseph, MO
64506. EOE/M/F/.

Consumer reporter: Minimum 3 years experi-
ence as TV news troubleshooter. Top 50 Atlantic
Coast market. Resume to Box N-44. :

KSBW-TV In Salinas/Monterey, CA, is accepting
tapes for future photo-journalist positions. We are
looking for people who know how to tell stories
with great video and natural sound. Please send
tape and resume to: Mitchell Jordan, Chief Pho-
tographer, KSBW-TV, PO Box 81651, Salinas, CA
93912. EOQE.

City Hall reporter: “Should we talk about the
government?"-R.E.M. Yep. We should. After four
and a half years, our city hall reporter is moving to
Oklahoma City. We need another one. Here in
Austin, city government is a spectator sport. They
even keep "box scores”. I'm serious. Serious in-
quiries only, ptease call first; 512—476-7777. Until
next time...Tim G Gardner, News Director, KTBC-
TV, PO Box 2223, Austin, TX 78768. EQOE.

Top rated west Texas affiliate seeks a self-moti-
vated chief photographer. Expertise in 3/4-inch
ENG operation and editing. Degree preferred.
Must be willing to train and supervise 3 entry-level
photogs, oversee on-air quality control for 5 daily
newscasts and maintain all ENG equipment. Seek
person with good people skills who will compli-
ment our 23-person news team. Send tape and
resume to: News Director, KLST-TV, 2800 Arm-
strong, San Angelo, TX 76903. EOE.

Creative services writer/producer: If you're a
highly creative, hands on producer with excep-
tional writing skills and are looking to join a #1
team, look no further. You must have extensive
background in news or image promotion and at
least two years experience as a writer/producer in
a TV promotion depariment. Please send resume
and non-returnable tape to Artie Scheff, Director
of Creative Services, WTVT, 3213 West Kennedy
Bivd., Tampa, FL 33609. No phone calls will be
accepted. EQE.

News reporter: WNWO-TV seeking aggressive,
experienced reporter with good writing and edit-
ing skills. Minimum two years experience. Degree
preferred. Send resume and non-returnable tape
to: Christopher Jones, WNWO-TV, 300 South
Byrne Road, Toledo, OH 43615. Deadline: Sep-
tember 11, 1990. WNWO-TV is an equal opportu-
nity employer.

Reporter: First team in Charleston-Huntington
market looking for an energetic reporter who isn't
afraid of cameras (Betacams). One year commer-
cial TV news experience plus college degree pre-
ferred. Non-returnable tapes -- No phone calls --
To Bill Cummings, WSAZ-TV, 645 Fifth Ave., Hun-
tington, WV 25701. EOE M/F.

Anchor/Reporter: KQCD-TV has an opening in
Nightly News, Monday - Friday. Must have good
writing, reporting and anchoring skills and be able
to shoot and edit video. Experience preferred.
Send resume and non-returnable tape to Sue
Rydberg, Station Manager, PO Box 1577, Dickin-
son, ND 58602. ECE.

Sports producer: Top 20 midwest network affili-
ate looking for experienced sports producer.
Strong production ability, sports knowledge, and
c%mputer smarts needed! Resume to Box N-61.
EQE.

Assignment editor: Aggressive high-energy
take-charge person needed for QOklahoma City
CBS-TV affiliate. We have all the t00ls - uplink, live
ENG, live helicopter. BA plus 4 years related ex-
perience. Resumes to Billye Gavitt, KWTV, PO
Box 14159, Oklahoma City, OK 73113. EOE/MF.

Series and segment producer: News Channe! 5
in Nashville continues its expansion by creating a
position for a top-flight producer to work on series
and segments. Must also be able to perform as a
back-up program producer. Our series win nation-
al awards as does our news operation. So if you're
among the best and have at least two years expe-
rience as a segment producer, send a non-return-
able tape (Beta or 3/4"), resume and salary re-
quirements (a must) to; Mike Cavender, News
Director, WTVF, 474 James Roberison Parkway,
NSshville, TN 37219. Absolutely no phone calls.
EOQE.

Newscast director: KCOY-TV, Central California
CBS affiliate, has an immediate opening for news-
cast director. Duties include direction of 11pm
news, pre-production & editing. Graphic design
skills a plus. 2 yrs. TV production exp. min. De-
gree preferred. Send resume: Operations Mgr.
KCOY-TV 12, 1211 W. McCoy Lane, Santa Maria,
CA 93455,

Co-anchor/reporter: iImmediate opening for pol-
ished reporter ready to move to anchor at top
rated, award winning news team. Successful can-
didate will have one to two year record of achieve-
ment as field reporter, with substantial experience
as cut-in or back up anchor. Will complement
female co-anchor. Application deadline Septem-
ber 10. T & R to Bill Huffman, ND; WVVA-TV, POB
99, Bluefield, WV 24701. EEO M/F.

Weekend sports anchor/reporter: Exclusive in-
terest on tocal sports in sports-intensive market.
Cover WV and VA sporis, minor league baseballl,
coliege and high school. High production skills a
must. Application deadline September 10. T & R
to Bill Huffman, ND; WVVA-TV, POB 99, Bluefield,
WV 24701. EOE M/F.

Managing producer/co-anchor: Weekly news-
fcurrent affairs program needs aggressive man-
aging producer/co-anchor. Must have 3 years ex-
perience producing news and/or current events
program and equivalent on-air experience. Per-
son hired will supervise staff of three. EFG and
EFP skill, off-line editing and writing skills a must.
Personnel supervisory skills imperative. Include
video tape sample of on-air, field and editing
work, plus writing samples with resume. No phone
calls. Submit resume and tape by Sept. 21st to:
Managing Producer/Co-Anchor, KETC, PO Box
24130, St. Louis, MO 63130. EOE.

Reporter: Nightly news program serving 45th
market is looking for television reporter with at
least two years experience. Political reporting and
the ability to do substantial multi-part series desir-
able. Send resume and tape to: Personnel, WITF-
TV, Box 2954, Harrisburg, PA 17105. EOE.

News videographer: Evenings and weekends.
Degree preferred and at least 1 year's experience
in news coverage. Send resumes to: EEO-NV1-
BM, PO Box 44227, Shreveport, LA 71134. EQE.

News operations manager: WTVD-TV Capital Ci-
ties/ABC, Inc. seeks energetic individual to super-
vise photographers and technical staff. Oversee
technical operation of 5 daily news shows, re-
sponsible for computerized newsroom, handle
most newsroom administrative duties. Minimum of
3 years experience in medium-major market re-
quired. Send resume to Jay Curatti, WTVD 11, PO
Box 2009, Durham, NC 27702. EOE.
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CBS affiliate needs aggressive and energetic
news photographer. At least one year experience
shooting and editing news required. Send tapes
and resumes to Steve MacDonald, 1007 W. 32nd
Street, Anchorage, AK 99503. EOE.

Weekend sports anchor/weekday sports report-
er: Immediate opening: must be able to shoot/e-
dit. No phone calls please. EQE. Send non-return-
able tapes and resumes to: Sports Director, PO
Box TV3, Harrisonburg, VA 22801.

KCRA-TV is stili looking for a top notch general
assignment reporter to work in our Modesto bu-
reau! We want a self starter who doesn't need the
assignment desk to find news stories. Excellent
live skills are also required. Experience with news-
room computers a plus. Please rush your non-
returnable 3/4” tape to: Bill Bauman, News Direc-
tor, KCRA-TV, 3 Television Circle, Sacramento,
CA 95814-0794. EOE M/F. No phone calls. Note:
Any offer of employment is contingent upon pass-
ing a medical test for drug and alcohol use.

News producers. NBC O&0 in Denver is looking
for good producers. Please see our display ad on
page 79. EOE, M/F.

HELP WANTED PROGRAMING
PRODUCTION & OTHERS

Producer - special projects: Fox Television,
KRIV, Houston is seeking an energetic, creative
person to work in an award-winning special pro-
jects department. Applicants must have at least
two (2) years producing experience, strong field
production experience, and good writing skills.
Ideal candidate combines skills with enthusiasm,
a great attitude and a strong desire to work on a
variety of projects. Immediate availability. Interest-
ed applicant should contact: Aprille Meek, Execu-
tive Producer, KRIV-TV, PO Box 22810, Houston.
TX 77227. EOE.

if you're a promotion Rambo, we've got the job
for you! Senior producer, creative services/WJXT
Post-Newsweek. Produce interesting programing
and news spots, plus daily news promotion. Can-
didate must have 2 years hands-on experience; a
head for marketing; snappy writing skills and pro-
ficiency in state-of-the-art equipment. Rush re-
sume and tape to: Ann Pace, VP/Programing,
WJXT, 1851 Southampton Rd., Jacksonville, FL
32207. EOE.

Producer/director - Cable TV national award win-
ning production dept. in scenic western Connecti-
cut seeks hands-on creative artist for magazine,
commercial and program production. Sony BVE
900 A/B roll editing, DVE. Rush resumes/tapes to:
Manager of Video Operations, New Milford Cab-
levision, PO Box 1480, 2 East St., New Milford, CT
06776. 203—355-3143 (Donna). EOE.

Morning show producer: Established top-rated
live morning show in Tampa, Florida is looking for
an experienced producer. We need a creative
person who wants to surprise our viewers. We're
looking for a take-charge producer who can make
idea sizzle. Prior morning show experience neces-
sary and some remote experience helpful. Send
reusme and tapes to Larry Cazavan, Program Di-
rector, WTSP-TV, 11450 Gandy 8Blvd., St. Peters-
burg, FL 33702. An equal opportunity employer.

Executive producer: Upstate New York PBS sta-
tion seeks aggressive producer 1o supervise na-
tional and local production to supervise national
and local production, guide execution of strong
public affairs and educational efforts, manage
nine producers. Salary mid-30's. Successful can-
didate will have four year degree and minimum
five years television production experience. Su-
pervisory background preferred. Send resume
with cover letter to: Director of Personnel, WXXI-
TV, PO Box 21, Rochester, NY 14601. WXXI is an
equal opportunity employer and encourages ap-
plications from minority group members.

Air directors needed! WTBS is presently updat-
ing resume files for future openings in master
control. Applicants must have a minimum of (5)
tive years of solid master control and /or LIVE
directing experience. Must have an eye for quality
and checking details. Operationally familiar and
proficient with state of the art video switching and
playback equipment. General technical knowl-
edge would be helpful. Ability to work various
shifts. TBS (Turner Broadcasting System) is an
Equal Opportunity Employer with career mobility
and benefits. No phone calls please! Send com-
plete equipment familiarity and qualifications to:
Turner Broadcasting System Inc., 1050 Techwood
Drive N.W., c/o Robert Westall, TBS Air Opera-
tions, Atlanta, GA 30318.

Design manager: Progressive, network affiliate
television station in Nashville is looking for a tal-
ented leader to join our award winning creative
team. You will be responsible for designing and
managing our on-air graphic look for news, pro-

.motion and public affairs. Knowledge of produc-

tion skills and experience on Dubner paint system
preferred. Rush your resume and tape to Mary
Nelson, Marketing Director, WKRN-TV, 441 Mur-
freesboro Rd., Nashville, TN 37210. 615—248-
7251. EEO.

Assistant promotion director: Top 50 group
owned affiliate is seeking a strong number two
promotion person that understands and is cre-
ative with news promotion. We have all the gad-
gets to play with and research says we have the
news to promote. Are you that one person that can
help us market a great product. You must have at
least two years experience in broadcast promo-
tion. EOE. Box N-13.

On-air promotion producer: Southwest Indy in
the top 80 seeks creative promotions producer
not afraid to take on-air promotion to the edge!
Major emphasis on movie promotion. Hands on
production experience required. Copywriting and
movie knowledge preferred. Send resume, salary
requirements to Box N-62.

Computer graphic designer: Responsible for all
graphic art services related to the broadcast of
instructional and public television from University
of Alabama Television. Artist will utilize sophisti-
cated computer graphics equipment to create
characters, logos, animation and paint images via
specialized programs. Qualifications: Bachelor's
degree in Art or Graphic Design or an equivalent
combination of education and experience. Candi-
date must be an excellent freehand artist, while
also having computer graphics experience. This
is a grant funded position. Application deadline:
September 6, 1990. Send cover letter and refer-
ences to: Employment Office, Box 870364, Tusca-
loosa, AL 35487. The University of Alabama is an
equal opportunity/affirmative action employer.
Women and minorities are encouraged to apply.

Director wanted: Southwest Network affiliate
needs commercial and news director. Must be
familiar with DVE, editing with BVE-800 controller
and character generator operations. Must work
well with clients and station personnel. Resume
and salary history to Box N-65. EOE.

Copywriter wanted: Southwest network affiliate
needs creative take-charge person to write copy.
work with clients and station personnel, and cre-
ate exciting television commercials. Must work
well under pressure, and be able to meet dead-
lines. Typing skills a must. Resume and salary
history to Box N-66. EOE.

Executive producer, promotion. NBC affiliate,
top twenty market, seeks experienced creative
producer for number two position. Assist promo-
tion director in managing the department. Write-
/produce. Major emphasis & background in news
promotion. Minimum 3 years television promotion
experience. Send tapes with resumes to: Steve
Riley, WPXI-TV, Promotion Director, 11 Television
Hill, Pittsburgh, PA 15214. EQE. No calls!

Producer/director: Washington DC UHF Inde-
pendent seeks “jack-of-all-trades” with experi-
ence in EFP, off and on-line editing for local pro-
graming, commercials, and industrials. Send
resume and tape to Don Hazen, WFTY-TV, 12276
Wilkins Ave.. Rockville, MD 20852. EQE.

Proven TV turnaround team on record as dou-
bling property value in one year. Transition and
bankruptcy specialists. Affiliate, true Indy and Fox
experience. Market size 30 to 165 experience.
Available fourth qtr 1990. N-64.

Help! General manager of profitable LPTV needs
achange. 7 years management experience. Have
done it all. Looking for management position with
station that believes in local programing. Familiar
with long hours & tight budgets. Reply to Box N-
68. EQE.

Reporter for hire: 12 years experience. Looking
for position in top 125. Prefer Midwest area. Chad
713—484-3977.

Two years experience as sports producer at #1
station in top 25 market. Ready for first on-air job
as reporter or anchor. Flexible. Tape available.
Box N-45.

Talented sporstcaster: Talk show host, 7 years
radio experience, TV PBP, excellent writer, versa-
tile knowledgeable, top references. Kevin, 516—
288-0852.

Bill Slatter and Associates gets you that better
job in TV. Talent coaching and placement help for
reporters and anchors. Help with audition tape.
601—446-6347. ECE.

Employment opportunities nationwide! Televi-
sion, radio, corporate. From major-market to entry-
level. No placement fees or contractual obliga-
tions. We're broadcasting's biggest job-listings
service! Media Marketing/THE HOT SHEET, PO
Box 1476--PD, Palm Harbor, FL 34682-1476.

Primo People has the answers! News directors
and talent....we can help you. Call Steve Porricelli
or Fred Landau at 203—637-3653, or send re-
sume and 3/4" tape to Box 116, Old Greenwich,
CT 06870-0116.

Career videos: Let our broadcast professionals
prepare your personalized video resume tape.
Unigue format, excellent rates, proven success.
708—272-2917.

ALLIED FIELDS

Manager sales promotion: We need a high-ener-
gy sales promotion manager to join our fast-grow-
ing midwest media management company. You'll
develop the creative ideas and direct implementa-
tion of broadcast-driven promotions for our blue
chip retail and package goods clients. This is a
new position. 3-5 years of experience with funda-
mental knowledge of media required. Creativity is
the most important attribute. Send examples, re-
sume and salary requirements to Box N-70.

EMPLOYMENT SERVICES

Attention: Goverment jobs - your area! $17,840
-$69.485. Call 1-602—838-8885, Ext. R-8435.
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Inteliigence jobs: CIA, US Customs, DEA, etc.
Now Hiring. Call 1-805—687-6000 Ext. K-7833.

Attentlon: Earn money reading  books!
$32.000/year income potential. Details. 1-602—
838-8885. Ext. Bk 8435.

Government jobs: $16,412 - $59,932/yr. Now hir-
ing. Your area. Call 1-805—687-6000 Ext. R-7833
for listings.

EDUCATIONAL SERVICES

On-camera coaching & demo: Now in our 5th
year helping entry level reporters. Call The Media
Training Center 619—270-6808.

On-camera coaching: For TV reporters. Sharpen
anchoring, standups. interviewing, writing. Tele-
prompter. Learn from former ABC Network News
Correspondent/New York local reporter. Demo
tapes. Critiquing. Private lessons. 914--937-
1719. Eckhert Special Productions {ESP).

Wanted: 250, 500, 1,000 and 5,000 watt AM-FM
transmitters. Guarantee Radio Supply Corp., 1314
Iturbide Street, Laredo, TX 78040. Manuel Flores
512—723-3331.

Used 1%, 3/4", VHS videotape. Looking for large
quantities. No minis or Beta. Will pay shipping.
Call Carpel Video, 301—694-3500.

Top dollar for your used AM or FM transmitter.
Call now. Transcom Corp., 800-441-8454.

Strobe parts: We buy re-buildable flash technol-
ogy and EG&G circuit boards and system compo-
nents. Discount Technical Supply, 305-962-0718.

Wanted: Paintbox/Animation System. Middle to
high end unit. New to 2 years old. Contact Scott
Wheeler, Metro Video Productions, 804—253-
0050.

Want used operational 5 KW FM transmitter. No
antiques. Send phone number to Radio, P.O. Box
967, Elkhart, IN 46515,

AM and FM transmitter, used excellent condi-
tion. Guaranteed. Financing available. Transcom.
215—884-0888. FAX 215—884-0738.

50Kw AM: CCA-AM 50,000 (1976), excellent con-
dition. Transcom Corp., 215—884-0888. Fax:
215—-884-0738.

FM transmitters: Wilkinson 25000E (1983), CCA
20000D (1972), RCA BTF 20E1 (1976), RCA BTF
10ES1 (1975), Harris FM5H3 (1975), CCA 2500R
(1978), Transcom Corp., 800-441-8454, 215-884-
0888, FAX 215-884-0738.

AM transmitters: Harris MWSA (1979), CCA
5000D (1974), McMartin BA 5K (1980), Cont.
3158 (1966), Collins 828E-1 (1978), McMartin BA
2.5K (1981), Transcom Corp., 800-441-8454, 215-
884-0888, FAX 215-884-0738.

1Kw AM transmitters: Cont 314R1 (1986), Harris
BC1H1 (1974), Transcom Corp., 800-441-8454,
215-884-0888, FAX 215-884-0738.

Transmitters, radio & television: TTC manufac-
tures state-of-the-art low power and full power
television; and FM transmitters 10 watts to 50Kw,
selid state from 10 watt to 8Kw. Call 303-665-
8000.

FM antennas. CP antennas, excellent price, quick
delivery from recognized leader in antenna de-
sign. Jampro Antennas, Inc. 916—383-1177.

TV antennas. Custom design 60KW peak input
power. Quick delivery. Excellent coverage. Rec-
ognized in design and manufacturing. Horizontal,
elliptical and circular polarized. Jampro Antennas,
Inc. 916—383-1177.

Blank tape, half price! Perfect for editing, dub-
bing or studio recording commercials, resumes,
student projects, training, copying, etc. Eicon
evaluated 3/4" videocassettes guaranteed broad-
cast quality. Call for our new catalog, To order,
call Carpel Video, Inc., toll free, 800—238-4300.

Equipment financing: New or used. 36-60
months, no down payment, no financials required
under $35,000. Refinance existing equipment.
Mark Wilson, Exchange National Funding. 800-
342-2093

Broadcast equipment (used): AM/FM transmit-
ters. RPU's, STL's antennas, consoles, process-
ing. turntables, automation, tape equipment, mon-
itors, etc. Continental Communications, 3227
Magnolia, St. Louis, MO 63118. 314-664-4497.
FAX 314-664-9427.

Copper: All sizes of wire and strap for AM, FM
and TV. Construction, counter poise, grounding.
800-622-0022.

Save on videotape stock. We have 3/4" & 1"
evaluated broadcast quality videotape. Available
in all time lengths. Call for best prices. IVC, 800-
726-0241.

1000’ tower. Standing in Albion, Nebraska. Heavy
Kline tower includes 6-1/8" coax. Purchase in
place with land and building, or move anywhere.
Call Bill Kitchen, 303-786-8111.

Strobe parts: We sell and install flash technology
and EG&G parts at DISCOUNT. Parts in stock.
Call Tower Network Service, 305-989-8703.

Lease purchase option. Need equipment for
your radio, television or cable operation? NO
down payment. NO financials up to $70.000.00.
Carpenter & Associates, Inc. Voice: 504-465-
0908. Fax: 504-465-0910.

Radar System: Vitro automation ind. radar sys-
tem, trans/rec. unit, control unit, T.S.C WRT-85A
converter, T.S.C. E OL-76 overlay. Space L6344A
magnetron and spare pans. WBRC-Tv 205—322-
6666.

Refurbished transmission line - 20 ft. sections
of 6-1/8", 75 ohm, EIA flange. 50 sections avail-
able @ $500.00 each. Heavy duty hangers also
available. Call 904—796-4531.

Grass Valley: 1600-1L switcher, $5,000. Tek-
tronix 1740, $2,750. Tektronix 1720, $1,200. BVW-
10, $7,500., BVW-15, $9,000., BVW-40, $11,750.
Prichard King 40" Trailer with mack tractor re-
duced to $57,000. Don't forget to call Media Con-
cepts when you need to buy or sell used equip-
ment. We need your listings! Call Gary or Marv at
919—977-3600.

88 AM-FM transmitters in stock. All powers—all
manufacturers—all  complete—all  books—all
spares. BESCO Internacional. 5946 Club Oaks
Drive, Dallas, TX 75248. Phone 214—630-3600.
Fax 214—226-9416.

Satellite format? Complete package. 1000 event
random access programmer with three carousels
all wired into 19" rack on rollers....perfect condi-
tion...$5400. J. Kiefer 1-912—982-5695.

Utah-scientific MC-502 stereo master control
switcher and SAS-1 automation. New. Save 40%.
Maze Broadcast 205—956-2227.

FM 25/30KW BE FM30 (1984) w/FX-30 exciter,
Harris FM25K (1983) w/MS-15 exciter, Transcom
Corp., 800—441-8454, 215—884-0888, Fax
215—884-0738.

1200 Feet of 6 1/8 inch, 50 OHM, Coaxial Trans-
mission Line, 20 foot sections. Contact John Gor-
don, KTBO-TV, 3705 NW 63rd St., Oklahoma City,
OK 73116.

RADIO
Help Wanted Technical

CHIEF ENIGNEER:

Group owner needs chief engineer for South-
ern California stations. Must have extensive
analytical trouble shooting and repair skills for
all types of radio broadcast equipment. Good
interpersonal skills necessary. Some travel.
Salary: open. Resume to Harvey Hetland,
KGIUKMGX, Mission Hills, CA 91345
ECE/AA.

Help Wanted Programing
Promotion & Others

WLTT-FM,

Washington D.C.s Lite Rock station, is ac-
cepting applications for the position of promo-
tion manager. Duties include supervising sta-
tion promotional activities including on-air
promotional announcements and events, de-
sign, development and execution of sales pro-
motions, purchasing promotional items and
coordinating press relations. College degree
desirable. Minimum three years professional
broadcasting required, promotion experience
preferred.
Apply to:
Program Director, WLTT-FM,
5912 Hubbard Drive, Rockville, MD 20852.
WLTT is a CBS-owned station
and an equal opportunity employer.

CORPORATE CONTROLLER

Corporate Controller to run the
financial operations of Boston based,
8 station radio group in medium
and small markets. Qualified
candidates should possess a
minimum of a 4 yr acctg/business
degree, 5 yrs in public acctg and a
broadcast related industry (radio
preferred). Expertise necessary in
accounting, radio operations,
financing and computers, Travel
required. Excellent benefits. Please
send resume with salary history to:

Cathy Carlucci
Roth Communications
3 Woodlana Road
Stoneham, MA 02180
Fax: (617) 662-9675.

Miscellaneous
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Miscellaneous Continued

Help Wanted News

Help Wanted News

KIKN 340
THE FIRST $10,000

GETS THEM.

Contact: Harvey J. Tate
(512) 423-5068

CABLE

Help Wanted Programing
Promotion & Others

EDITORIAL
DIRECTOR

CABLEVISION seeks a Televi-
sion Director of Editorials for the
nations largest cable system.

Qualified candidates must pos-
sess 5 years experience as Edi-
torial Director of a TV station with
background in research, writing,
production, and on-air delivery.
Responsibilities include working
with community leaders, re-
searching local issues, assisting
in establishing editorial policy,
as well as functioning as the
company's on-air representative.

For consideration, please send
resume with cover letter which
MUST include salary require-
ments to:

J. Mangcini,
Corporate Director,
Human Resources,

CABLEVISION
One Media Crossways
Woodbury, NY 11797
An Equal Opportunity Employer M/F

™

Cable News Network
Business News
seeks two experienced on-air
business reporters

Positions open in New York
and Los Angeles

Applicants should have five
years of experience reporting
business news in print or
television, including on-air
experience. Both positions
require strong reporting skills to
cover financial and commodity
markets.

Send tape and resume to Bill
Hartley, News Editor, CNN Business
News, 5 Penn Plaza, New York, NY
10001.

CNN is an Equal Opportunity Employer

TELEVISION
Help Wanted Sales

TV SALES
REPRESENTATIVE

MONITOR
TELEVISION, INC.
wQTV

We offer a unique opportunity to grow
with a dynamic television organization
Responsibilities include selling Monitor
programming on WQTV and on the
upcoming national Monitor Cable
channel. Five years minimum selling
experience, preferably in media.
Applicants should send resumes to:
General Sales Manager

Monitor Television, Inc.

1660 Soldiers Field Road
Boston, MA 02135

NEWS PRODUCERS
NEWS

KCNC.TV
KCNC, the NBC O&O in Denver,
is updating its files on newscast
producers, for both current and
future openings.
If you are an experienced pro-
ducer, with excellent news
judgement and an outstanding
sense of production values, we
want to know about you.
Producers of all types of news-
casts are encouraged to re-
spond: traditional and feature-
oriented programs, in all day-
parts.
Send a one-page statement of
your news philosophy with your
resume and tape to:

News Producers
KCNC Television
PO Box 4444
Denver, Colorado 80204

No phone calls
EOE, MF

NEWS DIRECTOR

Experienced in  buillding start-up news
operation. Imagination and tnnovation a8 must
for this non-traditional news approach with a
powerhouse Fox O & 0. Top 50 merket. news
management required, minmum five years
successful news management track record.

Please forward news philosophy and resume to:

P KSTU News
PO. Box 535207
Satt Lake City, Utah 84116

No Phone Calls Please.
An Equal Opportunity Employer

Help Wanted Technical

SYSTEM ENGINEER

Needed for analog component post production
facitity. Knowdedge of D-1 helpful. Must possess
strong interpersonal and trouble-shooting skills.
All replies confidential.
Send resume to
Chief Engineer, Framerunner, inc.,
1995 Broadway, New York, NY 10023.

Searao WETV 68

BOSTON

EARLY DEADLINE NOTICE

Due to the Labor Day holiday, deadline for Classified Advertising for the
Sep. 10 issue is Friday, Aug. 31.
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TELEVISION

Help Wanted Programing
Promotion & Others

Local Morning Talk Show
in Top 15 Market
Talk Show Host

KING TELEVISION is looking
for an outgoing personality to
host a daily, live, studio talk
show. Applicants must have
experience with scripted as
well as ad-lib format. Previous
news or talk show experience
desired.

SEGMENT PRODUCER

Successful candidate must
have proven research,
production, booking and story
writing skills. Previous talk show
experience and college

degree strongly preferred. On-
camera experience desired.

Please send a current resume
tape & written experience to:

€5

THE HOME TEAM

@CBSSPORTS

» On-AIR PROMoTION PRODUCER

Baseball, football, basketball, golf, tennis and the 1992 Winter
Olympics. CBS Sports has the events — and the need for an
experienced on-air promotion producer. Must have proven creative
and production ability. Writing, graphics, and music. Knowledge of
sports. A thinker, not just a cutter. 3 years experience.
Send reel and resume to: Flora Garcia

GBS SPORTS, Room 3024

51 West 52 Street

New York, New York 10019

No Calls, Please. Equal Opportunity Employer.

FIELD & STUDIO
PRODUCER

ON—AIR PROMOTION
WRITER/PRODUCER

Tired of promoting tired fare? First

run movie service seeks first rate
writer/producer. 3 years experience
plus a memorabie rez and reel
opens the door.

COMSAT offers competitive salaries
and a flexible benefits plan that you
can design to meet your personal

Human Resources Department
King Broadcasting Company
333 Dexter Avenue North
Seattle, WA 98109

NO PHONE CALLS, PLEASE
An Equal Opportunity Employer
M/F/HC

Strong, experienced

producer with at least 2-3 years
of both field and studio
experience, to develop new
segments for magazine

format show in at top 10 market
TV station. Must think

family needs. To apply send salary
history and requirements to:

PROMOTION WRITER/
PRODUCER

If you live and breathe promotion. If you
love pushing creativity to the limit. If you've
produced “knock your socks off” enter-
tainment or news Spots.

If you want to work for a leading major
market station in a great city, please rush
your resume, tape and salary require-
ments to:

Personnel
WTTG/Fox Television
5151 Wisconsin Avenue, NW
Washington, DC 20016
EOE

creatively and work well with
talent.

Send resume and reel to:

Susan Cohen-Dickler
Executive Producer
KYW-TV 3

5th & Market Streets
Philadelphia, PA 19106
EOE M/F

Human Resources,
Dept. CVE-70,
COMSAT
22300 Comsat Drive
Clarksburg, MD 20871

Equal Opportunity Employer M/F/HV

For fast
Action Use
BROADCASTING'S
Classified Advertising
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Employment Services Continued

For Sale Stations

THE MEDIA TRAINING CENTER

NOW IN OUR
5th YEAR ASSISTING
ENTRY LEVEL TV REPORTERS
COACHING * DEMO *
EMPLOYMENT ASSISTANCE

CALL: 619—270-6808

b 2495 2 3 23 2 2 2% %2 ol

JUDI IXVIVLE

INSIDE JOB LISTINGS
RADIO ¢ TV » ADVERTISING * CABLE

1-900-234-INFO ext. TV (ss)

$2 per minute From any touch tone phone

GET REAL!

The real source of job leads for the
television industry is MEDIALINE. We
deliver daily reports of news, weather,
sports, production, programming and
promotion jobs to hundreds of cllents
nationwide. GET REAL! GET

MEDIALINE. 1.800-237-8073

In CA: 1-408-648-5200

THE BEST JOBS ARE ON THE LINE
PO Box 51909, Paclific Grove, CA 93950

L]
NEWSLETTER
Each issue shows you
HOW to build a caresr
path with axper

guidan:a and lists over
00 Real Jobs covering:

JOURNALISH = ADMINIETRATION = MARKETING
REPRESENTATION * BUSINESS VENTURES

To order: 1-800-776-T877
SPORTS CAREERS HOTLINE

1-8900-420-3005 szmin.

Don Fitzpatrick Associates announces
THE PIPELINE
now includes Radio as well as TV jobs!

-Q00Q-456-2626

THE PIPELINE
Your key to Radio and TV jobs around
the country. Openings for DJs, managers,
news, and more are updated daily!

The cost is just $1.95 for the first minute,
$.95 for each additional minute. Call
today. Your future may be on the line!

1-Q00-456-2626

ODESSA, TEXAS
1 KW full time AM
Studio & towers included
FINANCING POSSIBLE
$250,000.00
Write to: Radio Station
P.O. Box 546
Alamo, Texas 78516

FULL CLASS B FM

Midwest Top 100, new great
ratings. Cash flowing State Capitol
and State Univ.
Cash $2,850,000. Terms slightly higher.

BURT SHERWOOD  708—272-4970

Miscellaneous

MISSISSIPPI - FM
Class A Upgrade to C-3
Urban Station
Box N-78

CAPITOL HILL

Media Headquarters
Broadcast Quality TV, Studio
$19.00 per Square Fool
12.000 Square Feet
Live Roof Shot U.S Capitol
Edit Rooms, Office Space
Short or Long Term

Mr. HngEuo or Mr, Conncll'y
Charles E. Smith Companies
(202) 833-5800

For Sale At Auction

Rocky Mountain AM station
PSRA-PSSA night time authorization
only station in town. Auction
September 7, 1990 at
325 E. 7th, Loveland. CO
Call Clark Spalsbury
303—663-0250. Terms cash.

Blind Box Responses:
BOX ???
c/o Broadcasting Magazine
1705 DeSales St., NW
Washington, DC 20036

(No tapes accepted)

West Coast Stations

Unique Combo. Principals only.
Class B FM and Fulltime AM.
Cash Flow, Top Rated. Proof of
Financial Qualifications Necessary.
Write Box N-33

We’ll give you all the credit.

Broadcasting, the number one industry publication for classified
advertising, is now accepting classified ads paid by credit card.
IT'S EASY TO DO. Just include your personal or company
Mastercard or VISA credit card number and the expiration date in
your FAX or letter (please, no phone orders at this time).

VISA

B -

FAX (202) 293-FAST
OR MAIL TO: Classified Dept., 1705 DeSales Street, NW, Washington, DC 20036.
Deadline is Monday at noon Eastern Time for the following Monday's issue.

Wisconsin Fox River Valley

AM 1000 watt radio station

F?stest growing market in Wiscon-
sin

Great opportunity at $160,000.00
For further inquiries contact Randy
Olver (414) 765-5324

NEBRASKA CLASS C FM

Break-even operation with
outstanding potential. 30% price reduc-
tion for quick sale. 100K cash + as-

sumption of 125K includes real estate

Beacon Broadcasting, Inc
Bill Kitchen 303—786-8111
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For Sale Stations

813.949.9311

Box 340617, Tampa. FL 33694

Donald K. Clark, Inc.

Media Broker

JOPLIN, MISSOURI
Super “A’ FM
$290,000 FIRM,
417—781-1100

FOR SALE
West Texas Medium Market
Class C-FM
900,000, Negotiable
NF&A
Norman Fishcer & Associates, Inc.
Medla Brokora?e Appraisals -
Management Consultants
1209 Parkway. Austin, Texas 78703
(512) 476-9457

lllinois/lowa Class A FM

$695K Good Terms Call Larry
319—332-7579 /1319—355-5492

Bankruptcy Court has
order sale of
top rated Albuquerque combo.
Station priced at one times gross.

Call John Emery, (505) 242-0626.

100kw FM. SE Growth Market
with over 400k population.
$2.3m with seller financing.

50kw FM. SE coastal growth
market - 450k+ population.
$1.8m on reasonable terms.

Market Leader Combo.
CA ARB Growth Market. $4m

100kw FM & Strong AM.
Rocky Mtn. area. $580k terms.

3kw FM Top 125 MW Market
$695k terms.

S.E. (205) 734-4888
N.E. (802) 863-0087
Mtn. (801) 896-8869
West (805) 523-7312

BROADCASTING’S
CLASSIFIED RATES

All orders to place classified ads & all correspondence pertaining to this
section should be sent to: BROADCASTING, Classified Department,
1705 DeSales St., N.W., Washington, DC 20036.

Payable in advance. Check, money order or credit card (Visa or Master-
card). Full and correct payment must accompany all orders. All orders
must be in writing by either letter or Fax. If payment is made by credit
card, indicate card number, expiration date and daytime phone number.

Deadline is Monday at noon Eastern Time for the following Monday's
issue. Earlier deadlines apply for issues published during a week con-
taining a legal holiday. A special notice announcing the earlier deadline
will be published above this ratecard. Orders, changes, and/or cancella-
tions must be submitted in writing. NO TELEPHONE ORDERS,
CHANGES, AND/OR CANCELLATIONS WILL BE ACCEPTED.

When placing an ad, indicate the EXACT category desired: Television,
Radio, Cable or Allied Fields; Help Wanted or Situations Wanted; Man-
agement, Sales, News, etc. If this information is omitted, we will deter-
mine the appropriate category according to the copy. NO make goods
will be run if all information is not inciuded. No personal ads.

Rates: Classified listings (non-display). Per issue: Help Wanted: $1.20
per word, $22 weekly minimum. Situations Wanted: 60¢ per word, $11
weekly minimum. All other classifications: $1.30 per word, $24 weekly
minimum.

Word count: Count each abbreviation, initial, single figure or group of
figures or letters as one word each. Symbols such as 35mm, COD, PD,
etc., count as one word each. A phone number with area code and the
zip code count as one word each.

Rates: Classified display (minimum 1 inch, upward in half inch incre-
ments). Per issue: Help Wanted: $90 per inch. Situations Wanted: $50
per inch. All other classifications: $120 per inch. For Sale Stations,
Wanted To Buy Stations, Public Notice & Business Opportunities adver-
tising require display space. Agency commission only on display space.

Blind Box Service: (In addition to basic advertising costs) Situations
wanted: $5 per ad per issue. All other classifications: $10 per ad per
issue. The charge for the blind box service applies to advertisers run-
ning listings and display ads. Each advertisement must have a seperate
box number. BROADCASTING will not forward tapes, transcripts, portfo-
lios, writing samples, or other oversized materials; such materials are
returned to sender. Do not use folders, binders or the like.

Replies to ads with Blind Box numbers shouid be addressed to: Box
(letter & number), c/o BROADCASTING, 1705 DeSales St., NW, Wash-
ington, DC 20036. '

The publisher is not responsible for errors in printing due to illegible
copy—all copy must be clearly typed or printed. Any and all errors must
be reported to the Classified Advertising Department within 7 days of
publication date. No credits or make goods will be made on errors which
do not materially affect the advertisement.

Publisher reserves the right to alter classified copy to conform with the
provisions of Title VIl of the Civil Rights Act of 1964, as amended.
Publisher reserves the right to abbreviate, alter, or reject any copy.
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FATES & FORTUNEN

MEDIA

Maire = Mason,
general sales man-
ager, WCBS-FM
ew York, named
VP and general
manager.
Starrett  Berry,
VP and general
manager, Galavi-

sion, joins NBC
and Cablevision,
Burbank, Calif.,
as VP, affiliate
services, pay per view olympics.

Mason

Jeff Holder, manager, children’s pro-
grams, ABC Television Network Group,
Los Angeles, named director, children’s
programs.

Sharon M. Walz, senior research man-
ager, Petry Television, New York, joins
WMAR-TV Baltimore as research direc-
tor.

Steve Patterson, general sales manager,
wwDM(TV) Sumter, S.C. (Columbia),
named VP of parent, Threshold Broad-
casting, and general manager of WWDM,
succeeding John Marshall, who re-
mains president of corporation.

Susan P. Hoffman, VP and general
manager, KNRI(FM) Houston, joins KONO
(AM)-KITY(FM) San Antonio, Tex., in
same capacity.

Jim Johnson, VP and general manager,
KFTY(TV) Santa Rosa, Calif., resigns.

Ron Hasson, VP, director of sales,
Olympia Broadcasting, joins KLUV(FM)
Dallas as VP and general manager.

Michael O. Lareau, senior VP, wooD-
AM-FM Grand Rapids, Mich., retires.

Bruce Fox, general sales manager,
WBSB(FM) Baltimore, joins WGNE-FM Ti-
tusville, Fla. (Daytona Beach), as gener-
al manager.

Ray Leafstedt, VP and general manag-
er, KOEL-AM-FM Oelwein, lowa, named
chief operating officer of parent compa-
ny, Independence Broadcasting Corp.,
succeeded by Thomas Parsley, sales
manager.

Barbara Bennett, controller, VANCE
Systems Inc., Chantilly, Va., joins Dis-
covery Channel, Landover, Md., as di-
rector of financial planning, commercial
and international.

Ann M. Sardini, director of business
operations, GTG East, joins WWOR-TV
Secaucus, N.J., as controller.

Van Comer, general sales manager,
KZBB(FM) Poteau, Okla., joins KFAA(TV)
Rogers, Ariz., as station manager.

SALES AND MARKETING

Account supervisors appointed VP's at
Backer Spielvogel Bates Inc., New
York: William Hallowell, Tobi Hoch-
man, James Overend, Crosby Ren-
wick and Susan Rudolph.

Marcy Abelow, account executive, Tri-
bune Entertainment Co., New York,
named director of advertiser sales.

Kathleen Cahill, account executive,
wLIT-FM Chicago, named national sales
manager.

Appointments at CBS Television Sta-
tions, National Spot Sales: Vivian
Unger, account executive, Seltel, Dal-
las, to same capacity there; Norma
Paige, senior account executive, Petry
Television, New York, to same capacity
there, and Diana Cipriani, account ex-
ecutive, New York, to office manager,
Boston.

Christopher Manzella, radio marketing
consultant, WWKB(AM)-WKSE(FM) Buffa-
lo, N.Y., joins WKBW-TV there as ac-
count executive.

Sarah A. Douglas, sales assistant,
WILA-TV Washington, and Karrieann
Couture, of Des Moines Register, join
K *G-Tv Cedar Rapids, lowa as account
ex -utives.

Da ‘d T. Boaz, general sales manager,
WX» \-TV Albany, N.Y., joins WPGH-TV
Pittst argh, in same capacity.

W. S-ott Farley, account executive,
KNXv-1v Phoenix, joins KDBC-Tv El
Paso as general sales manager.

Ann Ellis, national sales manager,
KASN(TV) Pine Bluff, Ariz. (Little
Rock), named general sales manager. Jo
Ann Loy, local sales manager,
KASN(TV), named national sales manag-
er.

Leslie Benson, account executive,
KAER(FM) Sacramento, Calif., joins Erik
St. John Associates/OnFone Communi-
cations there as director of sales and
marketing.

Howard Mazer, local sales manager,

WBSB(FM) Baltimore, named general
sales manager, succeeding Bruce Fox,
(see ‘‘Media,’” above).

Robyn Cornell, sales manager, KSES-
(AM) Yucca Valley, Calif., joins KESQ-
TV Palm Springs, Calif., as marketing
consultant.

Margaret T. Montague, public rela-
tions director, General Lafayette Inn,
Jjoins Prism regional sports and movies
premium-TV service, Bala Cynwyd,
Pa., as public relations director.

Alex Snipe, senior sales representative,
wwDM(FM) Sumter, S.C. (Columbia),
named general sales manager, succeed-
ing Steve Patterson (see ‘‘Media,”
above).

Lynda Peterson, national sales manag-
er, WROC-TV Rochester, N.Y., named
general sales manager.

David F. Milowe, senior representative,
Blue Cross/Blue Shield, Boston, joins
WCRB(FM) Waltham, Mass. (Boston), as
director of marketing and sales, WCRB
Sound Systems Inc. sound systems com-
pany. Marian Alper, president and gen-
eral manager, WGMF(AM)-WNGZ(FM) El-
mira, N.Y., joins WCRB as account
executive.

Gary Evans, director of advertising
sales, Western region, Discovery Chan-
nel, Los Angeles, named VP, advertis-
ing sales, Western region.

R. Jon Harpst, account executive,
WEYI-TV  Saginaw, Mich., joins
wsSMH(TV) Flint, Mich., as local and re-
gional sales manager.

Mary Stephens, account executive,
wOTV(TV) Grand Rapids, Mich., named
national sales manager.

Michael Chase, account .executive,
WGAR-FM Cleveland, joins woOIO(TV)
Shaker Heights, Ohio, as media execu-
tive.

Denis Duggan, director of marketing,
Metro Traffic Networks, joins WYNY(TV)
Lake Success, N.Y., as account execu-
tive.

Don Cohen, from Showtime Networks
Inc., New York, joins Richebourg Mar-
keting Inc., New York, as director of
sales and marketing.

Jim Lewis, local sales manager,
KATV(TV) Little Rock, Ark., joins KPOM-
TV Fort Smith, Ark.-KFAA(TV) Rogers,
Ark., as general sales manager.

Steve Lane, sales manager, MMT
Sales, Los Angeles, joins TeleRep,
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JACK BUCK MAKES HALL OF FAME

J ack Buck, veteran CBS Sports an-
nouneer and 37-year voice of the St.
Lowis Cardinals, has been chosen by the
American Sportscasters Association as
1990 American Sportscaster Hall of
Fame inductee. Buck is presently sports
director at CBS-owned KEMOXiAM) St,
Louis, and has called baseball for CBS
radio since 1965. He was recently

there in same capacity.

Appointments at Katz: Thomas Stem-
lar, account executive, WHBF-TV Rock
Island, I11., named sales executive, Katz
Continental Television, Chicago; Mi-
chael Panethere, sales executive, Katz
American, Chicago, to same capacity,
Atlanta, and Nicolette Domanski, sales
assistant, TeleRep, Los Angeles, named
sales executive, Katz Television
Group's religious sales unit.

Gary Scobie, national sales manager,
KTVi(Tv) St. Louis, and Michael Gir-
occa, local sales manager, WUPW(TV)
Toledo, join Seltel, Dallas, as account
executives.

M. Celeste Pane-
pinto, director of
international mar-
keting and devel-
opment, Turner
Broadcasting Sys-
tem Inc., Atlanta,
joins ABC Distri-
bution Co., New
York, as director
of  international
news marketing.

Kenneth  Lem-
berger, executive VP, Tri-Star Pictures,
Los Angeles, named senior executive
VP.

Brian Graden, manager, Erogram de-
velopment, Fox Television Stations Pro-
ducttons, Los Angeles, named director
of program development.

Panepinto

Stephanie Allain, creative executive,
Columbia Pictures, Los Angeles, named
VP, production.

Apointments at Turner Network Televi-
sion, Los Angeles: Betsy Newman, di-
rector of development, Republic Pic-
tures Corp., named director, original
program development; Jennifer Levine,
manager of original program develop-
ment, named associate director, original
program development, and Serena

tapped by CBS Sports as play-by-play
announcer for its MLB coverage. His
sports broadcasting career has also in-
cluded professional football broadcasts
on ABC, CBS and NBC. The American
Sportscasters Hall of Fame was founded
in 1984 and includes such figures as Red
Barber, Curt Gowdy, Mel Allen, Lind-
sey Nelson and Jim McKay.

Misner, assistant to senior VP, Atlanta,
named story editor.

Laurie Zaks, executive-in-charge, tal-
ent, development and special programs,
HA!, MTV Networks comedy cable
channel,New York, named VP.

Susan Gans Yaris, director, business
affairs, ITC Productions Inc., joins Co-
lumbia Pictures Television, Los Ange-
les, in same capacity.

William Connors, development supervi-
sor, dick clark productions, joins Patchett
Kaufman Entertainment (PKE), Culver
City, Calif., as manager of development,
movies and mini-series. Aimee Roush,
manager of television development, Witt-
Thomas-Harris Productions, joins PKE
Entertainment as manager, comedy devel-
opment.

Michael Koegel, talent coordinator,
Nickelodeon/Nick at Nite, New York,
named manager, talent relations.

David Armstrong, VP, sales, Vestron
Television, joins All American Televi-
sion, New York, as senior VP, sales and
acquisitions.

Steven Abraham, partner, Price Water-
house’s entertainment industry services
group, Los Angeles, named partner-in-
charge, Western region entertainment
industry.

Garland Simon, coordinating producer,
USA Network, joins Turner Broadcast-
ing System Inc., Atlanta, as executive
producer, SportsSouth.

Jeff Pollack, of Pollack Media Group
media consulting firm, named MTV Eu-
rope international music consultant,
London. Joanna Lisanti, coordinator of
marketing, Nickelodeon, New York,
named manager of mrketing. Rich
Ross, talent coordinator, Nickelodeon,
named VP, talent relations, Nickelo-
deon/Nick at Nite.

Stacey Valenza, director of marketing
services, Hearst Entertainment Distribu-
tion Inc., New York, named VP.

Rhoda Fairbanks, pay per view promo-
tions manager, Comcast Cablevision,
Philadelphia, joins Greater Media Cable
of Philadelphia as programing manager,
Philadelphia cable operations.

Don de la Cruz, assistant program di-
rector, KKBB(FM) Shafter, Calif., named
program director.

Jake Clanderman, associate director,
programing, Central Educational Net-
work, Chicago, named director of pro-
graming.

Ronni Attenello, traffic manager,
wvIT(TV) New Britain, Conn. (Hart-
ford), named program manager, suc-
ceeding John Palmer, retired.

Michael Kashmer, VP, sales and affili-
ate relations, Home Dish Satellite Net-
works Inc., joins Action Pay Per View,
satellite delivered programing services,
New York, as VP, affiliate sales, East
Coast region. Mark Overbaugh, mar-
keting manager, Family Home Enter-
tainment, joins Action Pay Per View,
Santa Monica, Calif., as manager of
marketing.

Mike Donovan, formerly of WRAL(FM)
Raleigh, N.C., joins wBT-FM Charlotte,
N.C., as program director.

Harvey Wittenberg, general sales man-
ager, WBZN-AM-FM Racine, Wis., joins
Shadow Traffic independent traffic re-
porting service, affiliate of Citi Traffic
Corp., Chicago, as executive VP.

Paul J. Williams, former senior sales
executive, WEWS(TV) Cleveland, joins
North Coast Cable there as program
sales manager.

Bud  Paulson, air personality,
KwWTO(AM) Springfield, Mo., named pro-
gram director.

NEWS AND PUBLIC AFFAIRS

Carissa Howland, newswriter and pro-
ducer, KNBC-TV Los Angeles, joins
KTLA(TV) there as assistant news direc-
tor.

Rick Sallinger, reporter, WMAQ-TV Chi-
cago, joins CNN, London, as correspon-
dent.

Art Navarro, general assignment re-
Rloner, KTSP-TV Phoenix, joins KCAL(TV)

orwalk, Calif. (Los Angeles), in same
capacity.

Barkley Kern, editor, C-SPAN, Wash-
ington, named international producer.

Richard Ornstein, co-producer, Joe
Franklin Show, WOR-AM New York,
WWOR Secaucus, N.J. (New York),
named executive producer.

Mark Gonzalez Mullen, reporter and
field anchor, KDFW-TV Dallas, joins
KRON-TV San Francisco as general as-
signment reporter and weekend news di-
gest anchor. Manuel Gallegus, general
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assignment reporter, KOFY-Tv San Fran-
cisco, joins KRON-Tv there as reporter,
Daybreak.

Joe Shortsleeve, weekend anchor and
reporter, WLVI-TV Boston, joins WBZ-TV
there as general assignment reporter.

Appointments at WTNH-Tv New Haven,
Conn.: Bob Feldman, news director,
resigns; Larry Manne, programing
manager, named interim director of
news; Liz Crane, assistant news direc-
tor, named interim news director, and
Cindy Roesel, producer, WGGB-TV
Springfield, Mass., to same capacity.

Kirk Clyatt, weather anchor WFIE-TvV
Evansville, Ind., resigns.

Heidi Soliday, assistant sports director
and weekend sports anchor, KCCI-Tv Des
Moines, lowa, named 6 and i0 p.m.
sports anchor.

Lisa Cooley, morning and noon anchor,
wBTv(Tv) Charlotte, N.C., as weekend
co-anchor.

Kerry Turnboom, traffic assistant,
KBJIR-TV  Superior, Wis. (Duluth,
Minn.), named traffic director.

Jed Donahue, sports director, Radio
Pennsylvania, satellite distributed net-
work, WITF-Tv Harrisburg, Pa., adds du-
ties as sports director.

Susan Moore, of KOTv(Tv) Tulsa,
Okla., joins WvEC-TV Hampton, Va., as
special projects producer.

Darlene Jackson, from sales depart-
ment, WHK(AM)-WMMS(FM) Cleveland,
named community affairs director.

Bill Jones, sports reporter. KXAS-TV
Fort Worth, named weekend sports an-

nior producer and director.

PROMOTION AND PR

Sharan Magnuson, senior program
publicist and talent relations manager,
Fox Broadcasting Co., Los Angeles,
named director of publicity.

Susan Bluttman, director, publicity,
KCAL(TV) Norwalk, Calif. (Los Ange-
les), joins Paramount Domestic Televi-
sion division, there as director of public-
ity.

Amy C. Abbey, sales promotion man-
ager. WWOR-TV Secaucus, N.J., joins
Discovery Channel, Landover, Md., as
senior manager, affiliate promotion. Gil
Cowley, art director, wCBS-Tv New
York, joins Discovery as director of cre-
ative services. ’

Heidi Trotta, senior publicist, Warner
Bros., joins Walt Disney Television,
Burbank, Calif., as director of advertis-
ing, publicity and promotion.

Pat Pool, promotional and marketing
consultant, TK Communications Inc.,
Dallas, named VP, corporate promo-
tions director.

Jeffrey B. Grimshaw, consultant,
COMSAT Video Enterprises Inc.,
Clarksburg, Md., named VP, advertis-
ing and promotion.

£
. L
Grimshaw Eisenberg
Ellen B. Eisenberg, VP, creative ser-
vices, New Line Cinema, joins Viacom
Enterprises, New York, as VP, first run
station advertising and promotion.

¥ |

Vincent McNey, assistant mgrketing di-
rector, KSL-Tv Salt Lake City, named
director of marketing.

Mary Ellen Evancho, senior account
executive, Smith & Associates, Cary,
N.C., and Irene Levy Baker, account
executive, Burson-Marsteller, join Man-
gus Catanzano Inc. public relations,
marketing communications and business
development firm, Pittsburgh, as asso-
ciates.

Please send
O Broadcasting @ Magazine
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chor.

Reporters Mark Pompilio and Brenda
Burch, wLOs(TV) Asheville, N.C.,
named 6 and 11 p.m. weekend co-an-
chors.

Susan Witkin, general assignment re-
porter, KOA(AM)-KOAQ(FM) Denver, joins
KGO(AM) San Francisco as general as-
signment reporter and fill-in anchor.
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Rich Fisher, from wxyz-Tv Detroit,

joins WiBK-TV there as 6 and 11 p.m. co- Name O Payment enclosed
anchor. Company O Bill me
Debra Juarez-West, executive produc-
er, Inside Report, WSVN(TV) Miami, Address Home? YesO NoD
named executive producer, The 7 Force. . .
. e e City State Zip
Virginia Nicolaidis, correspondent,
Bonneville News, joins Group W Radio. Type of Business Title/Position

Washington, in same capacity. Shannon

LeHere, correspondent, Group W Signature Are you in cable TV operations O Yes
’ A N

News, Washington, goes on leave of lrequired)  _ __________ | jm————————— a No
absence to earn masters degree with Ki- ~

For renewal or address change

ty, Columbus. place most recent label here

Allen T. Williams, producer and direc- |
tor, WNED-Tv Buffalo. N.Y., named se-

]
plinger fellowship, Ohio State Universi- :
|
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TECHNOLOGY

Appointments at Sony Business and Pro-
fessional Group, Teaneck, N.J.: Con-
rad Coffield, director of marketing,
professional video division, named VP,
video recording marketing; Chris Gol-
son, director of marketing, Sony broad-
cast products, named VP, display prod-
ucts marketing, and Gary Johns,
national sales manager, business appli-
cations, professional video division,
named VP, systems products marketing.

Stephen J. Madigan, VP, program
management, MERET Optical Commu-
nications Inc., Santa Monica, Calif.,
named executive VP and general manag-
er.

John Hyland, VP, corporate develop-
ment, Teleport Communications Group,
New York, named VP, TC systems,
succeeded by Thomas P. Byrnes, VP
and group manager, Merrill Lynch
Communications.

John Farrah, of TTC, Broomfield,
Colo., joins ITS Corp., McMurray, Pa.,
as design engineer.

Mark Gurvey, national marketing and
merchandising manager, Toshiba Amer-
ica Consumer Products, Wayne, N.J.,
joins General Instrument Corp.’s Video-
Cipher division, San Diego, Calif., as
director of marketing.

Adriano J. Bedoya, assistant sales
manager, Latin American division, lke-
ami Electronics, joins Canon USA,
roadcast equipment division, Engle-
wood Cliffs, N.J., as international sales
engineer.

Earl Goodman Jr,, sales service center

manager, Hilti, Tulsa, Okla., joins
SpaceCom Systems there as marketing
manager.

Alain Treille, VP, director of develop-
ment and operations, ITT World Direc-
tories, joins US West Inc., Brussels, as
VP, international operations.

ALLIED FIELDS

Irving E. Fang, professor, University
of Minnesota, Minneapolis, named dis-
tinguished broadcast journalism educa-
tor for 1990 by Association for Educa-
tion in Journalism and  Mass
Communications, radio-television divi-
sion.

Maureen Bunyan, anchor, WUSA(TV)
Washington, named journalist of the
year by National Association of Black
Journalists.

H. Walker Feaster III, d?utg chief,
Management Planning an rogram
Evaluation Office, Office of Managing
Director, FCC, Washington, named
chief, program analysis staff, Office of
Managing Director.

Kenneth M. Kaufman, senior VP and
general counsel, Showtime/The Movie
Channel Inc., joins Fisher, Wayland,
Cooper and Leader, communications
law firm, Washington, as partner.

Barry A. Friedman, partner, Wilner &
Scheiner, joins Semmes, Bowen &
Semmes, Washington, in same capacity,
concentrating in communications and
entertainment law.

Nick Leuci, regional director, govern-
ment and community relations, Warner
Cable Communications, Eastern divi-
sion, Wakefield, Mass., elected chair-
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man of board of directors, New England
Cable Television Association.

Jo Ellen Linn, staff attorney, Hardesty,
Puckett & Co. communications broker-
age and corportate finance firm, Tope-
ka, Kan., named VP and general coun-
sel.

Sandy Doherty, assistant treasurer and
systems administrator, Home Air,
Washington, joins Radio-Television
News Directors Association there as fi-
nance manager.

John C. Weidman, former VP and di-
rector of advertising, Harron Communi-
cations, joins Satterfield & Perry Inc.,
radio and television brokerage firm and
management consultants, Philadelphia,
as VP.

Roger Wilko, executive producer, com-
edy programs, Olympia Networks,
forms Sunrise Group, radio promotions
and programing consulting firm, Los
Angeles.

Linda Edwards, manager, broadcast
news services, Chemical Manufacturers
Association, Washington, named execu-
tive director, National Association of
Black Journalists.

DEATHS
George E.
Payette (on-air

name Bob Pay-
ton), 47, VP, sta-
tion  operations,
WCNY:TV-FM Syra-
cuse, N.Y., died
of cancer Aug. 13
at his home in Syr-
acuse. Payette
. joined WCNY-TV-

: FM in 1975 as ex-
Payette ecutive  producer
and assistant to manager for planning
and special projects. He is survived by
his wife, Jeanne; two daughters, Laura
and Christine; and son, Arthur.

Robert O. Veach, 67, retired radio exe-
cutive, died of cancer Aug. 6 at Decatur
Illinois Memorial Hospital. Veach
joined wHOW(AM) Clinton, 1ll., in 1963
as manager, and before that had worked
at WLBH(AM) Mattoon, 1ll. He retired in
1982. Veach is survived by his wife,
Helen, and son, Robert.

Lauren Seifert, 45, technician, died of
heart attack Aug. 20 at his home in
Silver Spring, Md. Seifert joined WILA-
TV Washington in 1974 as staff techni-
cian in engineering department and re-
mained there until his death. He is
survived by his brother, Don.
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FIFTH ESTATER

JOHN BALL: TV'S WORDSMITH

these days.

There, wending its way through
the legislative labyrinth and likely to be
passed into law, is the Television De-
coder Circuitry Act, which would man-
date that most television sets sold after
July 1993 be capable of receiving closed
captions for the hearing impaired.

For the 58-year-old president of the
National Captioning Institute, passage of
the legislation would end 10 years of
frustration by insuring an ever-growing
universe of caption-capable sets, which
would, in turn, encourage the captioning
of most popular programing by NCI and
other smaller captioning houses.

“‘Certainly we are pleased that what
was once an uphill struggle...has leveled
out somewhat, particularly because of
the [legislation],”” Ball says during an
interview in his appropriately modest—
NCI is a nonprofit company—office in
the Washington suburb of Falls Church,
Va. During the early years, Ball had
high hopes that legislation would not be
needed, that NCI’s goal of making cap-
tioning an -everyday part of television
could be achieved through the further
development of captioning technology,
aggressive marketing, clever promotion
and a little philanthropic arm twisting.

It was not to be. After the startup
euphoria faded, NCI found itself trapped
in the chicken-and-egg conundrum with
consumers unwilling to shell out money
for set-top captioning decoders until
more programing was captioned and the
networks and other programers limiting
programing they would pay to caption
until more consumers had decoders.

After a decade, only about 300,000
homes have decoders and only a third of
broadcast television is currently cap-
tioned. Nor is NCI self-supporting.
About a third of its annual $12 million
operating budget comes from the De-
partment of Education.

But if all goes well in the next few
months in Washéngton, Ball says, cap-
tioning sets will proliferate, producers
will routinely caption programs and NCI
will have completed its mission of *‘put-
ting itself out of business.”” But NCI is
unlikely to wither away anytime soon.

Under a $1 million contract from
NCI, the semiconductor arm of ITT de-
veloped a $5 decoding chip for the new

J ohn Ball has his eye on Capitol Hill
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breed of television sets with built-in de- |
coders the captioning act mandates.
According to Ball, NCI plans to take
the royalties from the chip sales and put
them into further development of cap-
tioning technology, particularly that for

It was while at PBS that Ball was
introduced to closed captioning.

According to Ball, closed captioning
is an application thought up by ABC of a
technology developed by the National
Bureau of Standards.

NBS came up with a system for trans-
mitting time and frequency standards in
the VBI of television signals and went to
the broadcast networks to see if they
would be interested in implementing it
on a national basis.

After taking a look, ABC hit on the
idea of using it for captioning programs.

ABC and NBS conducted the first
public demonstration of closed caption-
ing in February 1972 at Washington’s
university for the hearing impaired, Gal-
laudet University. Ball, representing
PBS at the demonstration, recalls NBS
engineers telling reporters a five dollar
decoding chip was only a year away.
*“It’s only taken 18 years,’’ says Ball.

PBS joined other broadcast networks

captioning live events—news and ! in optimizing NBS's system for televi-
sports, for instance—in sion captioning.
real time. It may also John Edward Dewar Ball At first, it was as-

need to develop a new
captioning system for
HDTV. The Decoder
Act would also require
any broadcast HDTV
standard to encompass
captioning.

Despite having emi-
grated to Washington
nearly 25 years ago,
Ball retains much of his
native Glasgow, Scot-
land, accent. And he is
still the engineer, dig-
ging out for a reporter a
bunch of chips and cir-
cuit boards for an unre-
quested review of the
evolution of the closed
captioning decoder.

In earlier profession-
al lives, Ball was a
communications  satel-
lite pioneer, working on

President, National Captioning
Institute, Falls Church, Va.; b.
Aug. 19, 1932, Glasgow,
Scotland; Higher National
Certificate, electrical
engineering, Royal College of
Science and Technology,
Glasgow, 1961, engineer, British
Broadcasting Corp., Glasgow,
1953-66; communications
engineer, Computer Sciences
Corp., Falls Church, Va., 1966-
67; systems engineer,
Communications Satellite Corp.,
1967-71; manager, transmission,
engineering, PBS, Washington,
1971-75; associate director,
engineering, PBS, 1975-77;
director of engineering, PBS,
1977-78; VP, engineering, PBS,
1978-79; present position since
January 1980; m. Elizabeth
(Betty) Roger, Sept. 26, 1959;
children-Norinan, 29; Adrian,
25, Evan, 22.

sumed that each of the
networks would pro-
duce its own captions,
Ball says, but at the
11th hour the networks
decided it would be best
to set up an independent
nonprofit entity not
only to caption pro-
grams under contract
but also to develop and
promote the system.
Ball, who was director
of engineering at PBS
at the time, was tapped
to head up the new en-
terprise. Growing up,
Ball fantasized about
playing  professional
soccer as American
youths do about base-
ball. After coming to
America, he sought out
local amateur teams and

the early Intelsat birds
as a systems engineer for Comsat in the
late 1960’s and overseeing the design
and implementation of broadcast televi- |
sion’s first satellite distribution system
for the Public Broadcasting Service as a
top engineer there in the 1970s.

played and coached for
years. He still occasionally plays in
pick-up games. ‘‘I had to give up serious
soccer a few years ago because I was
getting into fights,”” he says. ‘‘When
you get old and slow, you tend to resort
to other methods.”’




IN BRIEF

In first head-to-head meeting last Thurs-
day night, The Cosby Show with 15 rat-
ing/28 share won 8-8:30 time period over
Fox’s The Simpsons which scored 8.4/16.
Fox was second in time period, followed
by ABC and CBS which tied for third
with 7.4/14 for time slot. Cosby episode
was special outtakes episode and Simp-
sons was repeat from last year. Twc
series won’t go up against each other
with originals until late September or
early October. NBC won evening with
12.2/22 average followed by CBS
(8.5/15) and ABC (8.2/15). Fox, which
programs only from 8 to 10 p.m., aver-
aged 6.2/11 for two-hour block.

SkyPix and Columbia Pictures “have one
more hurdle to get over’ before any li-
tensing agreement is reached on providing
pay-per-view product for 80-channel DBS
system planning to launch early next
year (BROADCASTING, Aug. 20), said
Dennis Wood, Columbia’s vice presi-
dent, worldwide pay TV. Warner Bros.,
one of two major studios {with Twenti-
eth Century Fox) that has not licensed to
SkyPix, says it is in active discussions
with service.

Cable industry came up empty in ﬁr§t
bid to win some relief from new syndi-

cated exclusivity rules, which went into
effect first of year. KK(, by 5-0 vote,
denied Chombers Cable waiver of syndex

.and network nonduplications rules that

would have allowed Chambers systems
in Ontario, Ore., and various Idaho
communities to import signals from
Portland, Ore., without blacking out
network and syndicated programing. Re-
quests for syndex and nondupe protec-
tion from Portland stations led systems
to drop signals when syndex rules went
into effect. FCC rejected Chambers ar-
gument that subscribers would lose ac-
cess to news and information on Port-
land stations because signals with
blackouts are not valuable enough to
carry. Ron Parver, chief of FCC’s cable
branch, said around dozen other waiver
requests are pending. Like Chambers,
those that raise novel issues will be for-
warded to full commission for action.

FCC last week revoked license of Mega
Broadcasting Corp. for wapz(am) Paris, Ky.,
having established that station has been
off air since at least November 1987 and
after licensee failed to contest ‘‘show
cause’’ order threatening revocation last
year. In unrelated action, FCC affirmed
$8,000 fine against 0iAM) San Francisco
for failure to maintain tower lights.

FCC'S PROGRAM DESCRIPTION RULE UPHELD

A three-judge panel of the U.S. Court of Appeals in Washington last Friday

stations to provide only a *‘brief narrative description’’ of their programing

plans.

Simplification of the requirement was among the early deregulatory initia-
tives of former FCC Chairman Mark Fowler. Prior to the move, applicants were
required to submit a detailed description of their programing and list percent-
ages of the tvpes of programing they planned. |

Writing for the court, Judge James L. Buckley said the FCC *‘has adequately |
explained why the programing statement...is sufficient to enable it to meet its

statutory responsibilties.””

I
|
upheld the FCC rule requiring new broadcast applicants and buyers of ‘

The case involved a challenge to the 1986 transfer of four UHF stations to a |
subsidiary of Home Shopping Network by citizen groups led by the Office of |

Communications for the United Church of Christ.

HSN uses stations to air its 24-hour-a-day home shopping service

“"We are very disappointed,’’ said Gigi Sohn, an attorney for the United Church
of Christ. ‘It gave the public no information on which to base an objection to a
broadeast applicant or transferee,”” she said. **The public is forced to wait five
or seven years to mount any kind of challenge to a broadcast applicants.”’
{Television licenses come up for renewal every five years; radio licenses, every
seven,)

Published reports say that Jonathan Dol-
gen, president of Fox Inc. and chairman
of 20th Century Fox Television, is going
to return to Columbia Pictures Enfertain-
ment in similar level position at Colum-
bia Pictures Television unit. Dolgen,
who has been with Fox’s TV division
since 1985, was president of Columbia’s
home video unit prior to joining 20th
Century Fox TV. Columbia and Fox
spokesmen declined comment.

FCC Mass Media Bureau has ordered com-
parative hearing to determine whether
Fox Television’s license for kTTv(tv) Los An-
geles should be renewed or awarded to
Hispanic group that challenged renewal in
1988, Rainbow Broadcasting Inc. Des-
ignation order released last week raises
several questions about Rainbow’s fi-
nancial qualifications, but none against
Fox. Upset by lack of issues against
Fox, Rainbow asked administrative law
judge to certify to full commission ques-
tion of whether EEO issue should be
added against Fox for ignoring 1984
EEO warning. Rainbow said FCC
should not ‘‘unlawfully tip the compara-
tive renewal scales toward Fox by shel-
tering it’" from review of EEO perfor-
mance in wake of warning.

Program Producers and Distribution Com-
mittee is sticking by its request for eviden-
tiary hearing before FCC administrative
law judge on merits of financial interest
and syndication rules. PPDC’s request
was staunchly opposed by big three net-
works (BROADCASTING. Aug. 20), how-
ever, in reply comments filed last week,
committee maintains that FCC must ei-
ther terminate fin-syn proceeding or
hold hearing.

ABC's Baby Talk is being replaced on fall
schedule with Mead of the Class which had
been on back-up status. Change comes
about after Baby Talk producers were
unable to recast lead for series after orig-
inal star Connie Selleca left show two
weeks ago, reportedly after creative dif-
ferences with executive producer Ed
Weinberger. Delay in recasting made it
impossible for show to begin production
in time for fall launch. Bob Iger, presi-
dent, ABC, said in prepared statement
that *‘we’ll announce plans for Baby
Talk in the near future.”” Head of the
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Class, starring Billy Connolly (who re-
places Howard Hesseman) premieres on
Tuesday, Sept. |1, in its regular time
slot of 8:30-9 p.m.

Born: To former FCC Chairman Dennis
Patrick and wife, Paula—a son, Conor
James Patrick, in Washington Aug. 12.

T&J Broadcasting Inc. sold kemw(am) Breck-
inridge, Minn., to W-B Broadcasting Inc.
for $750,000. T&J is headed by Thomas
E. Ingstad, and is also selling KKAA(AM)-
KQAA(FM) Aberdeen, S.D. (see *‘Chang-
ing Hands,'" page 63). W-B is headed
by Thomas Vertin. Jay Schuler. Robert
Comstock, Dean Aamodt and Les Gude-
rian, and has interest in KGWB(FM) Wha-
perton, S.D. Broker: Johnson Commu-
nication Properties Inc.

Holder Broadcast Services of Texas Inc.
sold xpuram) Amarillo, Tex., to Tules T.
Gamboa for $500,000. Holder Broadcast
Services is headed by Harold D. and
Shirlee Holder and has interest in
KHWK(FM) Canyon, Tex. Gamboa has no
other broadcast interests.

Walt Disney Studios announced that
keaL(rv) Norwalk, Calif. (Los Angeles) presi-
dent and GM, Blake Byrne, is "retiring’’
and Jim Saunders, executive VP and gen-
eral manager will serve as acting GM for
independent station. Byrne came out of
retirement in May 1989 to assist newly
acquired station (from RKO General) in
reprograming prime time to three-hour
ali-news format. Although there has
been recent ratings rise for station’s cov-
erage of Persian Gulf crisis, prime time
news operation has consistently been
ranked at bottom of seven-station VHF
market.

FCC put out for comment petition of Radio
Telecom and Technology Inc. for permis-
sion to use portion of vacant television
channels for its two-data system that
could be used for real time interactive
television. ‘‘I’'m delighted we have the
opportunity to receive public comment
on this,”’ said Peter Tannenwald, Wash-
ington attorney for RTT. **We look for-
ward to having the public benefit from
this invention.”’ Initial comments are
due Sept. 21; replies, Oct. 8

Hard Copy producer Ellen Goosenberg and
story coordinator Daphne Pinkerson were
acquitted by Atlantic City Municipal Court
judge on misdemeanor charges of aiding
and abetting underage gamblers, as part
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of Sept. 19, 1989, piece investigating
teenage gambling in that city’s casinos.

Into the Night Starring Rick Dees, ABC's
late night talk show starring syndicated
radio personality, will probably get addi-
tional order fron1 network when its initial
13-week run is over.

With commitments from six NBC-
owned stations to clear show, MCA TV
plans to launch new weekly program in
January hosted by KNBC-TV Los Angeles
sports anchor Fred Roggin. Entitled
Roggin's Heroes. MCA said half-hour
show will take humorous, fast-paced
look at both sports professionals and
regular people ““at their competitive
best.” Rotating segments will include
**Hall of Shame,”’ and **Freddies Favor-
ite IFairy Tales,”” among others. MCA
TV  President Shelly Schwab said

show's humor is designed to appeal to
both men and women, and that key pitch
to affiliate stations is that show should
attract younger audience than normal for
atfiliates in weekend access. Weekly
show is being offered for barter time
(3%~ minutes local and national).

New CNBC President Al Barber realigned
programing organization so three senior
executives, each with broadened daypart
and program development authority,
will report directly to him. Realignment
comprised naming executive producer
Bob Davis to VP, business development;
naming Andy Friendly, VP of program
development to VP, prime time pro-
grams and program development and
naming Pefer Sturtevanmt, director of
news programing to VP, business news
programs.

NTIA HEAD ADVOCATES SPECTRUM ‘PROPERTY RIGHTS’

o mitigate the coming shortage in radio spectrum and strengthen the United |
States’ international competitiveness, the NTIA and the FCC should consider
granting broadcasters and other licensees of radio spectrum ‘‘some form of
property rights,”” said National Telecommunications and Information Adminis-

tration head Janice Obuchowski.

Such rights to their spectrums would give licensees an economic incentive to
use spectrum efficiently and sell off excess capacity, Obuchowski said in a
speech in Washington last Tuesday (Aug. 21), at a conference on spectrum
compatibility sponored by the Institute of Electrical and Electronic Engineers.
**With funds derived from the sale of spectrum, [they] could afford to relocate
to other bands, buy more spectrum-efficient equipment, or even for many fixed
operations satisfy their communications needs with optical fiber,”” she said.

The current spectrum management system of parceling out spectrum to
various services and companies by the ‘‘administrative fiat™ of the FCC and the
NTIA has ‘‘serious limitations,”” Obuchowski said. The FCC manages spec-
trum for commercial use; NTIA, for government use.

The system can be improved, but not enough to “‘reach the roots of the
problems we faece,”” Obuchowski said. NTIA launched a comprehensive spec-
trum management study last December. she said. *‘Our work is still in progress,
but the more we study the alternatives, the more apparent it becomes that

fundamental changes are required.’’

Congress is the obstacle to adopting alternatives, Obuchowski said. **For the
past hatf century, Congress has decreed that radio spectrum should not be
apportioned by the same kinds of market forces that govern access to other
important resources,”’ she said. **It has enjoined us to continue giving spectrum
away on the basis of a broadly defined and, on occasion. poorly articulated

public interest standard.’”

When the original scheme of giving spectrum users ‘‘open gazing rights’’
proved infeasible with the dawning of commercial broadcasting. Obuchowski
said, ‘‘Congress created agencies to regulate the spectrum, yet it never took the
next step—allowing private ownership of spectrum with flexible rights or use.
The result of that system, if we do not change it, could well be a spectrum

famine by the end of the century."’

Obuchowski also underscored NTIA’s opposition to legislation backed by
House Energy and Commerce Committee Chairman John Dingell (D-Mich.)
and other key lawmakers that would transfer 200 mhz of spectrum from the
federal government to the private sector. A spectrum transfer bill has been
passed by the House, but a companion measure in the Senate faces tough going
due to the opposition from NTIA and the Department of Defense.
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EDITORIALS

Committed to the First Amendment and the Fifth Estate

WHY NOT

cable bill this fall. Perhaps more accurately, they’re

gathering strength; most of the major players have called
time out for August. Congress returns Sept. 5 (the House) and
Sept. 10 (the Senate).

The odds have to be against it. Neither House nor Senate
has passed a bill, and a long line of lobbyists will be seeking to
change the committee-passed versions before a vote on the
floor. Then there’s the conference to be worked through before
final Hill approval. And at the end of the line is President
Bush, who has let it be known he’s in no mood to reregulate
the communications industries, and who may very well veto
any bill that eventually issues from Congress.

That said, there is at least a tenuous consensus among
cable’s leadership that having a bill would be better than not
having one, simply because of the relative stability it would
give cable in its dealings with the financial markets. (It’s a
matter of *“the devil you know’” as against the terror you might
imagine.) The question is, can cable survive in an access-to-
programing world (having to make its programs available to
DBS, wireless cable and TVRO's)? With rate regulation for
the broadcast tier? With transfer restrictions? With FCC regu-
lation of customer service standards? No piddling consider-
ations, those.

Or, the question may be, is cable better off with this
Congress than the next one, and can it tough it out with Wall
Street in the interim?

Our reading is that cable wants to take its medicine and get
on with it. That strikes us as being as good a solution as any,
remembering that one of the rules is:

**In a no-win situation, do what suits you best.”’

This has been cable’s no-win year.

HOW CLOSE TO THE FLAME

A mong the missions of this page is to question and

T he forces are gathering for still another run at passing a

defend broadcast journalism. This week, the questions
come first. Here are two:

One. Does the dispatch of anchors to a war zone enhance
the coverage that comes from there?

Two. Is the hazard raised by jeopardizing those newsmen—
for example, as potential hostages to an enemy power—greater
than the value-added factor they bring to the coverage?

To the first we would say: We're not sure. What it does is
raise the derring-do quotient of the anchor’s reputation and
play into the hands of those who see broadcast journalism as
show business. But it may actually diminish the anchor’s role
in providing cohesion, balance and perspective to the news.
Indeed, being so close to the trees, one is in danger of losing
sight of the forest.

To the second we would say: Perhaps. Given that—in
theory—all newsmen are created equal once they agree to
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report behind enemy lines, the fact is that such high profile
personages as Dan Rather and Tom Brokaw and Ted Koppel
are both more attractive to seize and become potentially great-
er bargaining chips if the situation escalates.

We don’t mean to discourage either initiative or courage
among broadcast journalists, and we confess to some discom-
fort in raising either of these questions in the heat of action, if
not battle. But they strike us as worthy of some quiet thought.

A FOR EFFORT

T he networks and Fox have gotten together to pledge

eight hours of time to pro-education messages in their
programing (BROADCASTING. Aug. 20). Taken by itself,
the move could be mistaken for simply a nice gesture and a
good photo opportunity, but it is not by itself. It is the latest in
an ongoing campaign by the broadcast networks—Fox is rela-
tively new to the party—to encourage education. Those efforts
include major campaigns—CBS's Read More About it, ABC's
Project Literacy U.S. (PLUS, now in its sixth year) and
NBC’s The More You Know—and numerous programing
efforts. For example, CBS is conducting a week-long educa-
tional effort in September (see page 37) that includes a two-
hour documentary offering possible solutions to problems fac-
ing education. The documentary is followed by a town
meeting program bringing together educators, students and
others. In addition, CBS has helped organize an education
conference at Georgetown University. And, not surprisingly,
the Public Broadcasting Service. in its fall promotion cam-
paign, is emphasizing the ‘‘educational’’ aspect of its charter
with a launch of **fall education initiatives.”” and a reminder
of its long history of efforts in television courses for credit,
children’s educational programing, job training and continuing
education.
The list is hardly exhausted, but the point is made that
broadcasters have been doing their homework on the problems
of education.

Drawn for BROADCASTING by Jack Schmidt

“Nice trv, but | doubt anyone will believe vou're in Iraq."
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Radio.
Special Reports.

Radio "90 Special.

(Bonus distribution at Radio '90 Convention)

® State of the medium in Boston, Phoenix, Chicago. Miami and Seattle
® Top 10 stations in top 50 markets.
® Radio '90 advance and agenda.

Business Special.

o State of the radio industry in 1990. Examine projections for radio in 1991 from
brokers. financial institutions, NAB and RAB.

e Group, network and rep predictions for radio sales in 1991.

Broadcastin “

Deadline for materials:
10 days prior to publication date.
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In just six months, ALL NEWS CHANNEL is It's unique. ALL NEWS CHANNEL takes on
in more than 20 markets. your name, your logo, your identity. It makes
In many of those markets, it averages a 20% you the complete news source in your market.
share between 1 and 5 am. ALL NEWS CHANNEL is up and running
ALL NEWS CHANNEL is a 24-hour news now. If it's important to you to be first in news
service that provides national and international ~ — what are you waiting for? Your future is in
news, business, weather and sports reports in this star.
30-minute segments around the clock. It's For further information, call Hugh West (612)
produced by Conus Communications in a joint 642-4645.
venture with Viacom Satellite News, Inc.

ALL NEWS CHANNEL

3415 University Ave.
Minneapolis/St. Paul, MN 55414




