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WHEN YOUR CASH
IS ON THE LINE.

It's no secret that nattonal spot dol-
lars have become tougher to come
by. At Torbet Radio, we've made a
habit of grabbing more than a fair
share for our client stations. By sell-
ing creatively and aggressively—
which is the only way to win in
today's changing radio marketplace.

We know what you need and how to
get it. Some folks, though, will guar-

s RADIO
-I- REPRESENTATION

antee the moon but glve you just a
song. We don't buy that act, and yo!
shouldn't elther. At Torbet Radio,
we earn you maximum spot dollars
with superior representation.
PROFESSIONALS I
WIN MAXIMUM

NATIONAL DOLLARS Torbet Radi

TORBET RADIO
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Danforth brings forth must-carry proposal
Hallmark buys SICC TV station group
Special Report on Radio

SENATOR STEPS IN O Missouri senator John END OF THE LINE O FCC apprehends Captain
Danforth offers must-carry proposal that calls for Midnight, part-time employe of central Florida
greater carriage of broadcast signals than exists teleport. PAGE 90.
in compromise before FCC. PAGE 32.

STATION SALE O Spanish International
TAFT SHIFT O Taft Broadcasting repositions top Communications Corp. sells five television stations
management. PAGE 36. to Hallmark Cards for $301.5 million. PAGE 91.
ABC'S OF NETWORK RADIO O Three ABC radio HILL ADVICE O House Republicans urge Corporation
networks continue dominance in RADAR report. for Public Broadcasting to move ahead with
PAGE 37. proposed content analysis. PAGE 92.
SAME OLD SONG O Debate continues before House TOP SPOT O Turner Broadcasting System taps
Copyright Subcommittee over music licensing MGM executive Robert Mayer to run film library.
issue but there is no breakthrough in sight. PAGE 93.
PAGE 38.
RADIO 86 O The reports of radio’s demise that have CAMPAIGN CONUNDRUM O Sacramento, Calif.,
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“Special Report” on the state of the aural medium  PAGE 94.
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among stations is causing greater emphasis on
syndicated product, as evidenced by the number NAB’S QUIET MAN O National Association of
of program suppliers—including some new Broadcasters general counsel, Jeff Baumann,
faces—whose mini-profiles appear on PAGES 70-79. brought a background in FCC law and an interest

in policy decisions to his NAB post. He has
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on. PAGE 86. membership. PAGE 119.
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Hometowr: action

While TV networks continue to plead
hard times and try adjusting to low
inflation rate, local TV sales market is
livelier. According to Television Bureau of
Advertising. local station sales in first
quarter were up average 13% over year
ago, despite softness in same areas like
Southwest. hit by falling oil prices. Final
figures aren’t available yet. but there has
been no indication that local sales were far
off that mark in second quarter. By
contrast, Broadcast Advertiser Reports puts
network sales up only 2.1% through May
(although May alone was up more than
4%). Spot market. by some estimates. is
up about 8% through May over ycar ago.
One reason for gains in local market is
that softer network and spot markets leave
more inventory for stations to fill. Some
also speculate that new players in station
ownership are beeting up their local
selling not only because local ts one
market segment they can control. but also
because they need to boost revenue to
service heavier debt loads.

Public service

Making rounds at FCC last week on
must-carry were members of Television
Operators Caucus. which is advocating
adoption of industry compromise but with
special provision for public broadcasting.
Caucus is promoting proposal that would
guarantee mandatory carriage of one
public station on all cable systems as well
as waive compromise’s viewing standard
for that station. In addition. TOC is
suggesting guaranteed carriage of two
PBS signals on cable systems with 54 or
more activated channels. TOC feels its
proposal gives special treatment to PBS in
way that will improve chances of passing
court muster. Broadcasters are basing plan
on data they say shows that 72% ADI
communities have only one PBS station.

Bearish about spot

If latest projection on national radio cycle
curve charted by Vince Bellino. executive
vice president, McGavren Guild Radio, is
correct, national spot business, which has
been floundering all year (see page 52),
may not rebound until second quarter
1987. Historically. curve. which Bellino
has prepared since 1974, shows national
radio advertising alternating from upward
to downward mode every 22 to 26 months.
Billings, according to chart. have been

experiencing gradual decline since early
1985. are expected to hit low point
during first quarter next year before
starting back up.

Really big show

Radio-Television News Directors
Association is preparing for annual
conference Aug. 26-29 in Salt Lake City,
but has found itself with exploding trade
show as well. Concurrent exhibit’s floor
space has shot up 35% following last
year's 20% growth and will total more
than 50,000 square fect with indoor and
outdoor booths. Number of companies in
attendance has increased to 150 from 120
two years ago. with most prolific exhibit
category being information-programing
services. Satellites may dominate at this
year's electronic news marketplace, with
satellite-dclivered services on display by
more than 20 companies and satellite
newsgathering vehicles from at least 14
others.

Meeting at McDonald’s

Fast-food restaurants may become de
riguenr for lobbying FCC commissioners
over lunch these days. FCC General
Counsel Jack Smith. prompted by inquiry
from Commissioner Patricia Diaz Dennis,
has been advising FCC officials not o
accept entertainment or gifts from
interested parties that exceed $35. Law
says commission officials can't accept
gifts or lunches of more than “'nominal
value.” Smith is offering $35 as rule of
thumb.

Money against drugs

National Association of Broadecasters
exccutive committee last week renewed
association’s commitment to fight alcohol
and drug abuse by allocating more than
$100.000 for continuation of its national
public service campaign. Committee
approved long-range plan for campaign
that will run through 1988 and involve
community action plans. public service
announcements and congressional
participation.

Conus-san

Satellite newsgathering catalyst Conus,
Communications could find its cooperative
notions spreading to Japan. According to
one Japanese source, Conus-like network
is likely to emerge within that country’s
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television industry by 1988, and Japanese
from broadcast networks. space
communications companies and other TV
industry firms, have been knocking on
door at Hubbard Communications-owned
Conus for discussions on how to start
satellite news cooperative. No agreement
has been reached with Japanese at this
point, according to Conus spokesman, but
company is interested in Japanese venture
and may have something more to report in
next several months.

Pieces on hold

Although many conflicts between owners
of privately held media companies have
been resolved through buyouts of
minority shareholders or sale of entire
company. some contlicts linger
unresolved. Forty-percent owners of CBS
affiliate. WNEV-TV Boston. are still trying
to sell their shares in station at what they
consider reasonable price. Bids by
outsiders to buy entire station have been
rejected by majority shareholder. David
Mugar. who has right of first refusal on
minority shares until 1993. Those
wanting to sell are finding it difficult to
find buyer who is content to be minority
owner for long term.

And in St. Louis. while Pulitzer
Publishing sets up financing to buy shares
of dissident shareholders, 20% of
company is still caught in dispute between
certain family members and Alfred
Taubman. Bloomfield. Mich.-based
investor who holds option to buy shares.
Taubman suit against company and family
members he feels misled him, is still
before court, with hearing set for Aug. 15.

High command

In interview last week, FCC Chairman
Mark Fowler said that President Reagan
had personally asked him to accept
another term. “The President is quite
aware about the progress some of his
appuintees have made,” Fowler said. “I'm
pleased that he feels that way.” Fowler
also thought his FBI background check
that must precede his official nomination
was nearing completion. But Fowler, who
can sit without Senate confirmation until
end of 1987, apparently does not feel need
t0 be confirmed any time soon. “It’s
possible too because of so much else on
the plate that I might not even be able to
gel a hearing this year,” Fowler said. It
might go over to the early part of the next
Congress, but it's fine with me, however it
works.”
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Senate eyes scrambling

Concerned that backyard dish owners in ru-
ral areas will be unable to secure de-
scramblers and subscribe to scrambled ca-
ble services at reasonable prices, Senators
Wendell Ford (D-Ky.) and Dale Bumpers (D-
Ar1k.) last week introduced a new piece of
legislation. The bill (S. 2666), a watered-
down version of an earlier bill they inro-
duced, would require the FCC to set a stan-
dard for the scrambling of cable satellite
programing so that all services could be re-
ceived with one descrambler and to open an
inquiry into the home satellite marketplace
to see if scrambied programing is being
made widely available at “competitive
prices.” Unlike the earlier bill (8. 2290}, the
new one would not require the FCC to regu-
late programing rates and descrambler
prices if they were found to be unfair or
unreasonable.

In intreducing the new bill, Bumpers said
he was principally concerned about the ruzal
dish owners. “The costs for premium pro-
graming. . .to dish owners beyond a cable
system remain far above those in the city
and for no good reason,” he said. While a
rural dish owner may have to pay $35 a
month for the scrambled serviceson an ala
carte basis, he said, his counterpart in the
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city can get the same services in a package
from the local cable operator for $25 to $30 a
month. “This is outrageous and must be
stopped.” he said. “Clearly, a competitive
market would not yield such a disparity.”

Bumpers said his new bill represents a
compromise. “] know many were concerned
that the FCC would have to regulate prices
for either decoders or programing, and we
are not calling for that with this bill.”

The bill would also require the Justice De-
partment to report to Congress on its on-
gomg investigation into the home satellite
marketplace within six weeks of enactment.
“We simply want to know if our antitrust
laws are being viclated and, if so, is any-
thing being down about it,” Bumpers said.

Taking over

American Cablesystems Corp., Beverly,
Mass., has agreed to purchase Communi-
Com, a financially troubled cable system
serving 10 communities in and around Los
Angeles, for $70.4 millicn “free and clear of
all indebtedness,” it was announced last
week.

CommuniCom, whose franchises encom-
pass 410,000 homes, curently counts
54,000 basic subscribers. American Cable-
systems has 320,000 basic subscribers in
five states.

The deal, subject to approval of the 10
franchising communities, including the city
of Los Angeles, is expected to close no soon-
er than the spring of 1987. In the meantime,
the agreement provides for American Cab-
lesystems to manage the systems.

"Our company feels fortunate to be able to
become involved with the CommuniCom
systern at this stage of its development,”
Steven B. Dodge, chairman and chief execu-
tive officer, American Cablesystems, said in
a prepared statement. “We will benefit from
the present direction of the company and
applaud the efforts of the management team
and employes of CommuniCom in establish-
ing that direction.”

PPV revelations

Tests of an impulse pay-per-view system
conducted over the past four months by
General Instrument's Jerrold Division and
cable systems of four MSO's may be de-
bunking industry preconceptions about the
technology, according to the Hatboro, Pa.-
based company.

"Everything we are learning seems to res-
tructure the preconceived industry notions
about pay per view,"” said Ken Nimmei, di-
rector of programing for the project, known
as Cable Video Store, which has shown con-
sumer buy rates 10-20 times higher than
industry expectations.

Among the findings: A large percentage
of buys occurs after an event begins; basic-
only homes are buying more programing
than multipay subscribers; older films are
competing equally with newer releases;
high buy rates continue after two or three
months of showings; viewing is heaviest
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during cff-hour time periods, and pay churn
is decreasing.

The focus of the tests has been the cable
equipment manufacturer’'s own experimen-
tal “store-and-forward” impulse PPV tech-
nology, Nimmer said. Unlike more tradition-
al phone-based PPV, the Jerrold system
provides last-second authorization tc all
subscribers ordering the service with re-
mote units. The technology was first tested
for 90 days last year by a Group W cable
system in Burmnsville, Minn., and was suc-
cessful enough to attract the attention of
other MSQO's, he added.

Curzent tests began last April with four
other cable operators—American Cablesys-
tems in Newburyport, Mass.; Harron Com-
munications in New Haven, Mich. (Detroit);
Cablevision Industries in Foxboro, Mass.,
and McCaw Communications in Medford,
Ore.—and Nimmer said more cable sys-
tems, including Storer Cable in Columbia,
Md., and United Cable TV in Hacienda
Heights, Calif., are expected to jcin.

For the tests, Jerrold is using movies pro-
vided by major studios and distributed 24
hours a day via Satcom IV, transponder 16.
Viewers at some 300 homes in each system
(approximately 100 basic-only homes, 100
with one pay service and 100 with multipay)
can select from the 99-cent-to-$3.99 pro-
grams at any time from five minutes before
the show to 30 minutes into it, and the chan-
nel is provided unscrambled for a two-min-
ute preview at the beginning of each event,
said Nimmer.

According to initial results, 45% of sub-
scribers purchase events after they have
started, contradicting the assumption that
subscribers need time to plan their viewing
and order in advance, the company said. Of
the purchases, 35% were made while the
signal was unscrambled and 10% after the
scrambling began.

Basic-only subscribers are buying 40%
more programing than multipay subscrib-
ers, Nimmer said. The company's research
showed many basic-only subscribers pre-
viously had pay TV but later dropped it in
faver of videocassette recorders, and Nim-
met said that while the "toughest sale” for a
PPV service is anew VCR owner, the easiest
is someone who has had a VCR for more
than six months and “has grown tited of
picking up and returning rented tapes.”

Program buying is spread throughout the
entire subscriber base, Nimmer said, with
more than 80% purchasing at least one
event a month, while less than 20% bought
more than five.

The project's combination of “early win-
dow" movies and older films has shown the
two to be about equal in preference, while
the data demonstrates high buy rates even
for films with a limited number of showings
and for those into a second o1 third month of
showings, Nimmer said. The majority of
puichases are also being made outside
prime time and weekend slots, with 55%
made during weekdays, in contrast to vi-
deocassette rentals, which are concentrat-
ed on weekends.
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#1 Rating/Early Fringe

#1] Abilene-Sweetwater/ KRBC-TV
#1 Baton Rouge/WAFB-TV

#1 Billings/ KULR-TV

#1 Boise/KBCI-TV

#1 Buffalo/WIVB-TV

#1 Champaign-Springfield/ WAND
#1 Cincinnati/ WCPO-TV

#1 Colorado Springs/ KOAA

#1 Des Moines/KCCI-TV

#1 Evansville/WEHT-TV

#1 Fort Wayne/ WANE

#] Greenville-Spartanburg/ WSPA-TV
#1 Idaho Falls/KIDK-TV

#1 Indianapolis/WISH-TV

#1 La Crosse-Eau Claire/WKBT-TV
#1 Lima/WLIO

#1 Mason City/ KIMT-TV

#1 Milwaukee,/WISN-TV

#1 North Platte-Hays/ KNOP-TV
#]1 Omaha/WOWT

#] Pittsburgh/KDKA-TV

#] Quincy-Hannibal/WGEM-TV
#1 Reno/KCRL

#1 Rochester/WHEC-TV

#1 San Diego/KFMB-TV

#1 Shreveport/ KTBS-TV

#1 Sioux City/KTIV

#1 Spokane/KHQ-TV

#1 St. Louis/ KSDK

#1 Tampa-St. Petersburg/WTVT
#1 Washington/WDVM-TV

#1 Rating /Daytime

#1 Albany GA/WALB-TV

#1 Amarillo/KVII-TV

#1 Anchorage/KTBX-TV

#1 Burlington-Plattsburgh,/ WCAX-TV
#1 Cedar Rapids/ KCRG-TV

#1 Charlotte/WBTV

#1 Chattanooga/WTVC

#1 Dallas-Fort Worth / WFAA-TV

#1 Flint-Saginaw/WNEM-TV

#1 Greensboro/WFMY-TV

#1 Hamisburg-Lancaster/ WGAL-TV
#1 Harrisonburg/WHSV-TV

#] Hartford-New Haven/WFSB-TV
#1 Helena/KTVH-TV

#1 Joplin-Pittsburg/ KSNF-TV

#1 Lincoln-Hastings/ KHGI-TV

#1 Medford-Klamath Falls/ KTVL
#1 Minneapolis-St. Paul/WCCO-TV
#1] Norfolk/WTKR-TV

#1 Orlando/WCPX-TV

#1 Roanoke-Lynchburg/WDBJ-TV
#1 Rockford /WIFR-TV

#1] Sacramento/KCRA-TV

#1 Salt Lake City/KUTV

#1 San Antonic/ KSAT-TV

#1 Tyler/ KLTV

#1 Wichita-Hutchinson/ KSNW-TV
#1 Youngstown/WKBN-TV

Source: Nielsen/Cassandra Rankings May 1986
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Some of the most watched stars in television
history are now available in Premiere 2. Michael
Landon. Diahann Carroll. John Ritter. Michele Lee.

" Ed Asner. Veronica Hamel. Jane Seymour. Peter
Strauss. Penny Marshall. Loni Anderson. Stephanie
Zimbalist. Leonard Nimoy. o name just a few

Twenty-two starpowered, high impact, 2-hour
movies. With provocative, promotable plots—perfect
for highly exploitable, audience building theme weeks.

Premiere 2. lelevisions brightest stars, shining
- in Twentieth Century Fox productions. Backed by
a powerful promotion package. To deliver the ratings
you get only from movies made for television.

 STARPOWER MOVIES
MADE FOR TELEVISION
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Restrict ownership?

The ranks of those calling for the FCC to
consider imposing ownership restrictions
on cable MSO’s have expanded to include
the Association of Independent Television
Stations, the Motion Picture Association of
America and the National League of Cities.

In comments at the FCC, MSQ's, the Na-
tional Cable Television Association and the
Department of Justice, however, have made
their opposition known.

At issue is a petition for rulemaking by
Satcom Inc., a small Montana cable opera-
tor, that is recommending that no entity be
permitted to own systems serving more
than 50% of the subscribers in any state or
more than 25% of the nation's cable sub-
scribers (BROADCASTING, June 23).

The NLC has already gone on record rec-
ommending more stringent standards: that
no cable system be permitted to control or
own systems serving more than 20% of the
nation’s cable households or more than 40%
of the households in a local access and
transportaticn area (LATA) (BROADCASTING,
July 21). LATA's are regions, roughly com-
parable to metrcpolitan statistical areas, in
which telephone service is considered local
for regulatory purposes. There are 161 LA-
TA's in the U.S.

In comments at the FCC last week, INTV
said it was "imperative” to consider whether
an ownership rule was required. "It is clear
there is cause for concern,” INTV said. “The
new technologies which most believed, a
few years ago, would undermine cable's
monopoly status have fallen by the wayside
or failed to materialize. The must-carry
rules, which served as a type of 'separations

policy’ to insulate cable’s antenna function
from its competitive advertising and pro-
graming functions, have been struck down
and their future is uncertain. A handful of
cable MSO'’s are consclidating their power
over not just broadcasters, but independent
programers as well.”

In further comments, MPAA said that as-
suming that concentration of system owner-
ship continued to increase at half the rate of
increase between 1982 and 1986, the five
largest MSQ's will control access to 46.6% of
all cable subscribers by 1990, up from 29.4%
in 1982. MPAA also said that the rapid rise
in cable ownership concentration had al-
ready caused “serious harm” to the public
interest by directly contributing to a reduc-
tion in the diversity of program services
available to the public. “The largest MSQ's
are now able to use their excessive power in
the program supply marketplace to restrict
the availability of new cable program net-
works to all cable systems and subscribers,”
MPAA said. "New cable networks unable to
meet the demands of the one or two largest
MSO's simply cannot gain enough sub-
scribers to become viable.”

Cable USA Inc. said the top 10 MSQO's and
their major stockholders owned or controlled
most of the cable program sources. "Just by
the sheer size of an MSQ, it can insure suc-
cess or failure of a program source,” Cable
USA said. "NBC's ill-fated news network
failed because of one MSO's lack of support.
Some large MSO's are buying programing in
an oligopolistic manner. Their intimidating
demands are diverting the programing fi-
nancial load to the smaller operators. The
small cable operator has seen the cost of
programing grow dramatically in the last
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several years. If the trend continues, many
will be forced to sell to the major MSO's.”

Media Access Project said the questions
raised in Satcom's petition were “serious
enough to warrant thorough review by the
commission."

Henry Geller, former head of the National
Telecommunications and Information Ad-
ministration, echoed that concern.

The Department of Justice, however,
urged the FCC to deny Satcom's petition.
“If, as Satcom aileges, competitive problems
are created by particular acquisitions or
conduct of multiple system cwners, those
problems can be better addressed under the
antitrust laws and existing commission
rules,” Justice said.

Tele-Communications Inc., the nation's
largest MSO, said cable’'s ownership re-
mained unconcentrated and played cnly a
“limited role” in the “highly competitive” en-
tertainment/information markets. “Indeed,
substantial benefits could be achieved
through increased multiple system owner-
ship,” TCI said.

Time Inc., cwner of the nation’s second-
largest MSQO, American Television & Com-
munications Corp., and Home Box Office
Inc., said, among other things, that the
commission lacked jurisdiction to impose
multiple ownership limitations on cable.
“Limiting cwnership of cable systems would
also not further either of the twin objec-
tives—promoting viewpoint diversity and
avoiding undue economic concentration—
that the commission has identified as being
served by multiple ownership rules,” Time
said. “Restricting the total number of sys-
tems under common control would simply
have no effect on the diversity of viewpoints
available in any local community, the sole
focus of the commission’s diversity analy-
sis. Similarly, the existence of entities own-
ing multiple cable sytems has not led to the
creation of improper economic power. Cable
systems operate in a competitive market-
place in which they are only one ameng
many purveyors of communications and en-
tertainment services.”

Heritage Communications Inc. said Sat-
com had not advanced anything but “specu-
lative and unsubstantiated” reasons to sup-
port adoption of restricticns, “and has not
established the need for such rules given
the presence of the antitrust laws and the
protections for insuring a competitive mar-
ketplace contained therein.”

NCTA said there were no new circum-
stances that undermined an earlier decision
by the FCC rejecting multiple ownership
rules for cable, “and there is no reason to
revisit the issue in yet another rulemaking
proceeding.”

Public TV must-carry problems

The National Association of Public Televi-
sion Stations announced that 30 public sta-
tions have been dropped by cable systems
since the FCC's must-carry rules were found
unconstitutional in July 1985. “These in-
stances are significant since they all come
in a period when the cable industry’'s own
leadership has urged a 'go-slow’ attitude
with cable system operators regarding
drops,” said NAPTS President Peter Fan-
non. He urged the FCC to "halt this trend”
when it considers new must-carry rules on
Aug. 7, and said the FCC “can and should
mandate assured cable carriage of all local
public television stations.”



Another
Standing Ovation

Outstanding Talk or Service Program:

Patricia McMillen, Executive Producer; Gail Steinberg,
Senior Producer; Lorri Antosz Benson, Janet Harrell,
Marlaine Walsh Selip, Susan Sprecher, Producers.
Qutstanding Host in a Talk or Service Show:
Phil Donahue

DONAHUE

There’s only one Donahue. And he’ still number one.
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The weekly half-hour Comedy Magazine that
defies gravity. . .featuring an ensemble cast of
the hottest new comic talents and weekly cameos
by the most popular laughmakers. Produced by
Gaylord Productions.

Corner the laugh market with syndication’s fastest
selling comedy show. Available on an Advertiser-
Supported basis.

o FRIES DISTRIBUTION COMPANY

a subsidiary of Fries Entertainment Inc.
Contact your Fries Distribution representative today.

6922 Hollywood Bivd. Regional offices:
Los Angeles, CA 90028 New York 212-593- 2220
213-466 -2266 Telex: 3781675 FDC  Atlanta 404 -231-0119
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KeyServe Group O Carpet cleaning
service plans four-week flight to start in
early August in markets still to be
determined. Commercials will be
scheduled in daytime and fringe slots.
Target: women, 25 and older. Agency:
Elkman Advertising, Bala Cynwyd, Pa.

FDL Foods O Various food products will
be promoted in three-week flight
starting in mid-August in 26 markelts.
Commercials will be placed in day and
fringe periods. Target: women, 25-54.
Agency: GrantiJacoby Inc., Chicago.

SCM Corp. O Glidden Paints division

will be focus of one-week flight to start in
mid-October in about 100 markets,
including Indianapolis, San Francisco,
Seattle and Washington. Commercials
will be positioned in fringe, news and
prime access periods. Target: adults,

.. = -] \ s/ A L

Backstage. The Westwood One Radio Network hosted an advertiser party for network
clients before the Bob Dylan/Tom Petty concert at Madison Square Garden in New York.
Westwood is sponsoring the national Dylan/Petty tour. Pictured are (I-r) Gary Schonfeld,
Eastern sales director, Westwood; Michael Skoletsky, SSC&B Advertising; Mrs. Joe De-
preta and her husband, who is with Marschalk Advertising, and Ron Hartenbaum, VP
advertising sales, Westwood.

=
i

markets in Southwest. Commercials will
be presented in all dayparts. Target:
adults, 18-54. Agency: Lowe, Runkle &
Co., Cklahoma City.

25-54. Agency: Meidrum & Fewsmith,
Cleveland.

5, ———— ————|
Sonic Restaurants O Four-week flight is RADIO ONLY

set to break in early August in about 10 Beverly Enterprise O Campaign in eight

SULLIVAN
SOLVES.

By finding and recruiting outstanding exec-
utives who are exactly right.

Right for their assignments. Right for their respon-
sibilities. Right for the specific business styles and
environments of their new companies.

A Sullivan search is based on over twenty years
of experience in communications. It is thorough,
careful, and totally discreet.

From group presidents to general managers,
many of the most successful executives in the
broadcasting and cable television industries
today were found and recruited by Joe Sullivan
& Associales.

For a confidential discussion of your executive
requirements, call Joe Sullivan today.

JOE SULLIVAN & ASSOCIATES, INC.

EXECUTIVE SEARCH AND RECRUITMENT
340 W. 57 St., New York, NY 10019 (212) 765-3330

The person you describe is the person we’ll deliver.
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markets is set to begin in late July and
run.through early December, with hiatus
of three to six weeks. Commercials for
retirement centers will be carried in all
dayparts. Target: adults, 50 and older.
Agency: Schaefer Advertising, Valley
Forge, Pa.

Columbia Paint Co. O Four-week flight is
scheduled to be launched this week in
about 20 markets. Commercials will be
presented in all dayparts. Target: adults,
25-54. Agency: Sage Advertising,
Helena, Mont.

Osterman’s Jewelers O Advertiser is
beginning Bridal Month promotion in
September for three weeks in about 20
markets, including Cincinnati and Erie,
Pa. Commercials will be used in daytime
and early fringe segments. Target:
adults, 25-49. Agency: Stone, August &
Co., Birmingham, Mich.

T RapiO&TY [ —

Farmland Foods 0O Bacon product will
be spotlighted in one-week campaign
starting in mid-August in 14 markets,
principally in Midwest. Commercials will
run in all time segments. Target: women,
25-54. Agency: Farmland Advertising,
Kansas City, Mo. (in-house agency).

Washington State Lottery O Campaign
through end of September will consist of
one-week flights, off and on, in eight
markets in state of Washington, including
Spokane and Yakima. Commercials will
be placed in all time periods. Target:
adults, 25-64. Agency: Borders, Perrin
& Norrander, Seattle.

Family Media O Savvy magazine



IE GREENING
OF AMERICA}

On June 6th, Gumby and Pokey- premiered period programming, building audience
across the country on a select number of share week by week.

leading independent stations. Take a look at the numbers.

And from the first week out of the gate, You’ll see that we’re not bending
Gumby and Pokey rode past previous time the truth.

New York - WNYW" Monday-Friday 3:00PM Los AngEles « KTTV Manday- Friday 3:30PM

May '86 June 8 June 16 Jue 23 May *86 June 9 June 16
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launches campaign in top 30 markets, dayparts. Target: women, 25-49.
using network radio, spot radio and Agency: IGC/Direct Response Network,
spot television. Commercials willruninall  Union, N.J.

Broadcasting Publications Inc.

Founder and Editor
Sol Taishot (7904-1382)

INd 2 Vantage

Need space? Television Bureau of Advertising is making available space for about 15
exhibitors at its 1986 annual meeting in Los Angeles, Nov 17-19. Roger Rice, president of
TVB, said small number of exhibitors “makes it possible to provide maximum exposure and
high-visibility to each.” There were 12 exhibitors last year, including computer software,
research, sales training and sales incentive organizations.

]

Spiralling costs. Survey conducted by Association of Natlonal Advertisers among member
agencies shows that average cost of producing single television commercial climbed 29%
from 1984 to 1985. ANA noted that for first time average cost per commercial rose above
$100,000 level, to $124,930. Survey was based on responses to guestionnaires sent to 75
association agencies. Main reason for increase was said to be increase in time required to
shoot commercial. ANA said it found 10% increase in working hours—from 12.9 hours in
1984 to 14.2 hours in 1985. ANA found that increase in working hours seemed to stem from
more complex commercials and attempts to improve production and executional quality.
ANA study indicated there was not strong general upswing in cost control activity at agencies
but production cost issues assumed greater importance at agencies when direct client
initiatives were taken. Copies of report are available from ANA, 155 East 44ih Street, New
York, 10017. Cost is $5 per copy to members and $10 to nonmembers.
a

NAD’s rulings in June. National Advertising Division of Council of Better Business Bureaus
resolved nine chaltenges to national advertising in June, including five on television.
Reviewed and found substantiated were TV commercials for Ragold Inc. (Sugar-Free
Velamints) and Union Carbide Corp. (Supercharged Energizer alkaline battery). Modified or
discontinued were television commercials for American Airlines, Hasbro Inc. and Procter &
Gamble (skin lotion).

a

Big on radio. One of fastest-growing categories in radic advertising is convenience stores
classification, which, according o Radio Advertising Bureau, reached $23 million in 1985,
This contrasts with $9.8 million in 1982, RAB says. Kenneth J. Costa, vice president for
marketing information, RAB, notes that 86% of convenience stores owned by oil company
outlets (Apolle Qil Ce., Kent Oit and Charter Market Co.) are radio advertisers. Costa adds
that 95% of independent convenience stores, such as Circle K Stores, Dairy Mark or Corner
Food Stores, are substantial radic advertisers. By far leading advertiser in convenience store
sector 1s 7-11 Stores, owned by Southland Corp., which invested $18 million in radio in 1985
accoerding to Costa.
O

RAB salutes creativity. First annual Orson Welles Creative Radio awards have been
presenled by Radio Advertising Bureau. Eleven U.S. radio stations and one Canadian were
honored by RAB for best station-written-and-produced radioc commercials in various
business categories. Winners and their categories were: wocD-aum-Fm Grand Rapids, Mich.,
auto dealer; kwtO(FM) Springfield, Mo., supermarket; wsasiav) Louisville, Ky,
hardware/building; wLeC(am) Sandusky, Ohio, computer; CHrmFm) Calgary, Alberta,
department station Clothing; wctorm) Melville, N Y., jewelry; kMGR(Fv) Salt Lake City, banks
and savings and loan institutions; wcmR(am) Elkhart, Ind., hospital/health care, KPCB(FM)
Rockport, Tex., overall quality and creativity, wCTC(am) Somerset, N.J., and kwiz-Fm Santa Ana,

Calit., shopping centers.
The national Catholic

‘Dﬂda association of communicators
The 1986 Gabriel Aunnds

| honoring radio and television programs that enrich their
| audiences through a values-centered vision of humanity.

Forty-nine categories for local and national programs, plus
Stations-of-the-Year Awards and Personal Achievement Awards.

Deaclline. tor Entries: AUGUST 1, 1986

For information:

Gabriel Awards Office, Merrimack College

North Andover, MA 01845 (617/683-7111, ext. 190)
Mr. Jay Cormier, Chairman
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It really is a jungle out there. And in that jungle,
Otari’s MTR-10 audio machine gives
vou the ammunition you need to stay

. alive—like three speeds, micro-
' processor control, a built-in cue
+ speaker, and an optional ten-
memory autolocator.

The MTR-10’s “creative arsenal”
helps you keep pace in the tough,
competitive world of broadcast.
Whether you're doing spots, editing,
or working “live”, this rugged machine pro-
vides the features you'll need for the recording
tasks of tomorrow. As one of our customer’s put
it, “Everything I even think I want to do, [ can do
on this machine.”

Now add Otari’s legendary reliability and
customer support, and your chances of survival
become even more certain.

Has a good business decision ever been easier
to make? From Otari: The Technology You Can
Trust.

Contact vour nearest Otari dealer for a demon-

stration, or call Otari Corporation, 2 Davis Drive,
Belmont, CA 94002 (415) 592-8311 Telex:
9103764890
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A television advertising commentary from Michael Hauptman, National Communications Corp., Greenwich, Conn.

‘Integrated’ TV commercials:
the best of both worlds

The big news in television commercials dur-
ing the past year has been the emergence of
the 15-second spot. Much has been written
on the likely impact of these commercials on
the medium and the advertising community.
But another trend now taking shape in televi-
sion commercial creativity has thus far gone
virtually unreported but has the potential to
affect the medium to an extent at least as
significant as that of shorter spots. This
trend involves a new breed of TV commer-
cials that ] call “integrated” spots because
they successfully combine the disciplines of
so-called “general” advertising with those of
direct marketing in a single unit of television
advertising. Such commercials may be the
ultimate expression of a well documented
trend in the advertising business, one in
which the diverse worlds of general and di-
rect-response advertising are slowly but
surely coming together to produce cam-
paigns that are more effective and more effi-
cient than those that call upon one discipline
or the other.

To Lester Wunderman, chairman and
chief executive officer of Young & Rubi-
cam’s direct marketing group, this “coming
together” is merely a return to the one-on-
one communication that characterized com-
merce in pre-industrial America, *“when all
marketing was direct and all marketing com-
munications were relevant. .. when one
man’s problem was brought directly into
contact with another man’s solution.” To
Wunderman, the development of the com-
puter and the electronics of the 1980’ are the
driving forces that are restoring the old rela-
tionship between producer and consumer,
interrupted by the advent of mass production
and mass marketing.

In fact, the term “integration” as applied
to the amalgam of general and direct-re-
sponse advertising belongs to Robert Cher-
ins, then president of McCaffrey & McCall
Direct Marketing, since promoted to the
presidency of the general agency of the same
name {a move itself indicative of the trend
we're identifying).

Early in 1985, in a presentation in Mon-
treux, Switzerland, Cherins used the term to
define the newest phase in a series of steps in
which the two separate streams of thought
(general advertising and direct response) be-
gan to come together through merger and
acquisition, internal development and final-
ly, “integration” as “direct marketers and
general advertising people [from] the same
agency sit down together in teams, offering
their clients a true interdisciplinary approach
to their challenges.”

Edward Nash, president of BBDO Direct,

Michael Hauptman is president of National
Communications Corp., a Greenwich, Conn.-
based management and marketing services
company for the electronic media specializing
in direct response advertising. His
background in broadcasting and advertising
includes serving as vice president of ABC
Video Enterprises, vice president-in-charge of
ABC Radio Enterprises, senior vice president
of ABC Radio Division and various marketing,
advertising and promotional positions at
Group W.

of chemical change that results when disci-
plines of general advertising and direct mar-
keting combine in a single campaign that is
neither of one discipline nor the other, hav-
ing been transformed into a new discipline
with characteristics all its own.

It should be added here that the placing of
an 800 number on a piece of general adver-
tising does not make a direct-response com-
mercial. Nor is there anything new about
direct-response advertising with superior
production values. But there is definitely
something new about the new wave of fully
integrated television commercials. Three
campaigns, in particular, epitomize the
genre,

The first is the Ally & Gargano campaign
for MCI, in which well known personalities
including Joan Rivers, Burt Lancaster and
Merv Griffin focus with humor, conviction
and contentiousness on MCI’s main com-
petitor—AT&T—for the hearts and minds of
residential telephone users. The campaign is
credited with establishing MCI as a major
force in the highly competitive residential
telecommunications market. The spots posi-
tioned MCI as an aggressive, hard-nosed
competitor—and they “pulled” like crazy.

Second is the very unusual and effective
corporate communcations effort by Lowe
Marschalk for W.R. Grace & Co. Marschalk
designed a television commercial to make
the federal deficit into 2 human-level prob-
lem—a personal issue. It did it first with a
newborn baby in a nursery being presented
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with a bill for his share of the national debt.
The next commercial in this series was so
“gut level” that the major networks rejected
it as “too controversial for treatment in a
commercial.”

Marschalk’s reward for personalizing this
normally dry subject—120,000 requests for
a booklet with ideas on reducing the national
debt.

Finally, there is the good-natured Austra-
lian Tourism series featuring amusing and
memorable glimpses of the land down under
through the eyes of Paul! Hogan, without a
doubt one of Australia’s most engaging per-
sonalities. Hogan’s infectious “'G’day” gen-
erated more than 600,000 requests for infor-
mation on visiting Australia and a 55%
recall score from the eight U.S. markets that
carried the campaigns.

What is the common thread that connects
these seemingly unrelated, but all creative,
advertising campaigns? Simply the exis-
tence of their success on two levels simulta-
neously. They are superior direct-response
commercials, as measured by the traditional
benchmarks of direct-response advertis-
ing—quality and quantity of response, cost
per order, “back-end” performance, etc.
And they are superior television commer-
cials, as measured by the traditional stan-
dards of general advertising—awareness,
recall, image projection, etc.

Whether these commercials, tn tact, rep-
resent continuation of the broader trend and
whether, at some point, every successful
television commercial will seek to effective-
ly combine the various elements of these two
disciplines in a custom mix uniquely appro-
priate to product and marketing objective,
only time¢ and the success of these cam-
paigns and others like them will tell.

Clearly, it is in the best interests of those
of us who make our living from advertising
in the electronic media to encourage and
nurture such a trend. A successfully integrat-
¢d commercial is a more powerful selling
message and a more productive one than a
general commercial. Greater advertising
productivity in the face of constantly rising
costs and clutter is a goal well worth the
effort. If that goal is achieved in television,
the medium is assured of continued growth
and prosperity.

There is another factor that should moti-
vate us to seek this Holy Grail. Direct mar-
keters spent $30 billion for advertising in
1983 (the latest available figures), of which
only 1.4% was spent in the electronic media.
Commercials that successfully integrate di-
rect response elements and achieve direct-
response goals will be supported by direct-
response budgets. These budgets will, by
and large, be new to the electronic media and
Just could represent the single most impor-
tant area of future advertising revenue
growth of the next decade. 2]
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This week

July 27-29—Celifornia Broadcasters Association
summer convention. Speakers include California Chiet
Justice Rose Bird; Senator Alan Cranston (D-Calif.)
and challenger to Cranston’s seat, Congressman Ed
Zschau; California Governor George Deukmeijian and
his challenger, Los Angeles Mayor Tom Bradiey: Na-
tional Association of Broadcasters President Eddie
Fritts, and FCC Commissioner Dennis Patrick. Hyatt
Regency, Monterey, Calif.

July 28-30—New England Cable Television Associ-
ation annuat convention. Keynote speaker: Massa-
chussetts Senate President William Builger. Dunfey
Hyannis hotel, Hyannis, Mass.

July 28-31—North American Television [nstitute
seminar. Westiord Regency Inn, Boston. Information:
{800) 248-5474

July 28-Aug. 2—Developmient Exchange, 10th annual
seminars and workshops for public radio development
professionals. Hyatt Regency Cambridge, Mass. Infor-
mation: (202) 783-8222.

® July 31-—Deadline for entries in 29th annual I'nterna-
tional Film & TV Festival of New York. Information:
(914) 238-4481.

July 30— National Academy of Television Arts and
Sciences, New York chapter, drop-in luncheon. Speak-
er. Joseph Wallach, founder and general manager,
KVEA-TV Los Angeles on "Growing Importance of
Spanish Language TV" Copacabana, New York.

July 31—Northern California Broadcasters Associ-
ation agency client luncheon, with presentation of
"Crystal Mikes” awards. Trader Vics, San Francisco.
Information: (415) 362-2606.

July 31—Deadline for entries in World Hunger Media
Awards, for “members of the media who have made
significant contributions to bringing public attention o
the critical issues of world hunger,” tounded and spon-

B Indicates new entry

sored by performers Marianne and Kenny Rogers.
Information: World Hunger Year, 350 Broadway. New
York, 10013.

July 31-Aug. 1—Michigan Cable Television Associ-
ation annual summer meeting. Grand Traverse Reson,
Traverse City, Mich.

July 31-Aug. 1-—Broadcast Financial Management
Association board of directors meeting. Westin hotel,
Tabor Center, Denver.

July 31-Aug. 2—Idaho Broadcasters Association an-
nual convention. Sun Valley Lodge, Sun Valley. Idato.

Aug. 1—Deadline for entries in 21st annual Gabriel
Awards, honoring “programs, features, spots and sta-
tions which serve viewers and listeners through posi-
tive, creative treatment of issues of concern to human-
kind,” sponsored by Unda-USA, national Catholic
association of broadcasters and communicators. Infor-
mation: Unda-USA, Merrimack College, North An-
dover, Mass., 01845; (617) 683-7111.

Aug. 1-3—"0n Air,” workshop for radio broadcasters,
sponsored by noncommercial WAER(FM) Syracuse,
N.Y., and Syracuse University College. Information:
(315) 423-3269.

Also in August

Aug. 5—Deadline for entries in Midwest Radio Theater
Workshop. Information: Julie Youmans, (314) 874-
1139.

Aug. 9—"The Business of Radio: The People Who
Make [t Work, " seminar sponsored by Long Istand Uni-
versity's Southampton campus. Business Center
lounge, LIU, Southampton, N.Y. Information: Julie
Osler, (212) 628-0385.

B Aug. 10-12—Arkansas Broadcasters Association
summer convention. Riverfront Hilton, Little Rock, Ark.

Aug. 12—Women in Cable, New York chapter, “pro-
graming picnic,” featuring previews of fall basic and
pay cable programing, and reviews by New York area
television critics. HBO Media Center, New York. Infor-

matlon: Sherri London, (212) 661-4500.

Aug. 12-14—"Markeling Your Station for Success,
management seminar sponsored by Television Bu-
reau of Advertising. TVB headguarters. New York.

Aug. 13-17—-National Association of Black Journal-
ists 11th annual newsmaker convention. Theme: “Free-
dom of the Press, Freedom of the People.” Loews Ana-
tole, Dallas. Intormation: (214) 977-7023.

Aug. 14-17—Tennessee Association of Broadeasters
annual convention. Sheraton Music City hotel, Nash-
ville.

Aug. 14-17—Alaska Public Radio mid-level news re-
porter and producer training workshop, in conjunction
with KLON-FM Long Beach, Calif. Information: (907)
563-7733.

Aug. 15—Deadline for nominations for Women at Work
Broadcast Awards, sponsored by National Commis-
sion on Working Women. information: NCWW, 1325 G
Street, N.W., Washington, 20005

Aug. 15—Deadline for entries in American Associ-
ation of Critical-Care Nurses Media Awards for “me-
dia excellence in the portrayal of critical care nursing.
Information: (714) 644-9310.

Aug. 15—Deadline for entries in Women in Film Festi-
val, "celebrating the contributions that women have
made to the film and television industries.” Information:
(213) 651-0852.

Aug. 18-20-Broadcast sales training seminar, “Perfor-
mance Management Program for Experienced Ac-
count Executives,” sponsored by Television Bureaw of
Advertising. Hyatt Regency Chicago. Information:
(212) 486-1111.

Aug. 18-21—North American Television Iustitute
seminar. Dallas Marriott Park Central, Dallas. Informa-
tion: {800) 248-5474.

Aug. 20-23—Mickigan Association of Broadcasters
annual convention. Shanty Creek Resort, Bellaire,
Mich

Aug. 21-23--West Virginia Broadcasters Association
40th annual convention. Greenbrier, White Sulphur

Aug. 26-29—Radqo-Television News Directors As-
soctation international conference. Salt Palace
Convention Center, Salt Lake City Future conven-
tion: Sept. 1-4, 1987, Orange County Convention
Center, Orlando, Fla.

Sept. 10-13—FRadio ‘86 Management, Program-
ing, Sales and Engineering Convention, sponsored
by National Association of Broadcasters. New Or-
leans Convention Center, New Orleans.

Sept. 19-23—11th international Broadcasting Con-
vention, sponsored by Electronic Engineering As-
sociation, Institution of Electrical Engineers, In-
stitute of Electrical and Electronics Engineers,
Society of Motion Picture Engineers, Institution
of Electronic and Raodio Engineers and Royal
Television Society. Metropole conference and ex-
hibition center, Brighton, England.

Oct. 13-16—Society of Broadeast Engineers na-
tional convention. St. Louis Convention Center.
Oct. 22-25 National Black Media Coalition an-
nual conference. Shoreham hotel, Washington. In-
formation: (202) 387-8155.

Oct. 24-29—Society of Motion Picture and Televi-
sion Engineers 128th technical conference and
equipment exhibit. Jacob K. Javits Convention
Center, New York. Future conference: Oct. 30-Nov.
4, 1987, Los Angeles Convention Center; Oct. 14-
19, 1988, Jacob K. Javits Convention Center, New
York, and Oct. 22-27, 1989, Los Angeles Conven-
tion Center.

Oct. 26-29—Association of National Advertisers
annual convention. Homestead, Hot Springs, Va
Oct. 28-30—Atlantic Cable Show. Allantic City
Convention Center, Atlantic City, N.J. Information:
(609) 848-1000.

Nov. 17-19—Television Bureau of Advertising

MeloruMeciings

32d annual meeting. Century Plaza, Los Angeles.
Future meeting: Nov 11-13, 1987, Atlanta Marriott.
Dec. 3-5—\Western Cable Show, sponsored by
California Cabie Television Association. Anaheim
Convention Center, Anaheim, Calif.

Jan. 7-11, 1987--Association of Independent Tele-
vision Stations annual convention. Century Plaza,
Los Angeles. Future conventions: Jan. 6-10, 1988,
Century Plaza. Los Angeles, and Jan. 4-8, 1989,
Century Piaza, Los Angeles.

Jan. 21-25, 1987--NATPE International 24th an-
nual convention. New Orleans Convention Center,
New Orleans.

Feb. 1-4, 1987-—National Religious Broadcasters
44th annual convention. Sheraton Washington.
Feb. 6-7, 1987 Society of Motion Picture and
Television Engineers 21st annual television confer-
ence. St. Francis hotel, San Francisco. Future con-
ferences: Jan. 29-30, 1988, Opryland hotel, Nash-
ville, and Feb. 3-4, 1989, St. Francis hotel, San
Francisco.

Feb, 7-10, 1887—Seventh annual Managing Sales
Conterence, sponsored by Radio Advertising Bu-
reau. Hyatt Regency, Allanta.

March 25-28, 1987 —American Association of Ad-
vertising Agencies annual convention. Boca Raton
hotel and beach club, Boca Raton, Fla.

March 28-April 1, 1987—National Association of
Broadcasters 65th annual convention. Dalias Con-
vention Center. Future conventions: Las ‘egas,
April 10-13, 1988; Las Vegas, April 30-May 3, 1989;

Dallas, March 25-28, 1990, and Dallas, April 14-17,
1991,

March 29-31, 1987—Clabletelevision Advertising
Burecu sixth annual conference. New York.

April 1-5, 1987—Alpha Epsilon Rho, National
Broadeasting Society, 45th annual convention.
Clarion hotel, St. Lours.

April 21-27, 1987—23d annual MIP-TV, Marches
des International Pragrames des Television, inter-
national television program market. Palais des Fes-
tivals, Cannes, France.

April 26-29, 1987—Broadcast Financial Manage-
ment Association annual meeting. Marriott Copley
Place, Boston. Future meeting: April 17-20, 1988,
Hyatt Regency, New Orleans, and April 9-12, 1989,
Loews Anatole, Dallas.

May 17-20, 1987—National Cable Television As-
soctation annual convention. Las Vegas Conven-
tion Center, Las Vegas.

May 17-20, 1987—CBS-TV annual affiliates meet-
ing. Century Plaza, Los Angeles.

June §-9, 1987 —Awmerican Advertising Feder-
ation annual convention. Buena Vista Patace hotel,
Orlando, Fla.

June 10-13, 1987—American Women in Radio
and Television 36th annual convention. Beverly Hil-
ton, Los Angeles.

June 10-14, 1987—Broadcast Promaotion and
Marketing Executives/Broadcast Designers Asso-
cietion annual seminas. Peachiree Plaza, Atianta;
June 8-12, 1988, Bonaventure, Los Angeles, and
June 21-25, 1989, Renaissance Center, Detroit.

June 11-17, 1987—15th Montreux International
Television Symposium and Technical Exiibition.
Montreux, Switzerland.
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Oklo. City, OK
Hilo, H

St. Louis, MO
Limo, OH

Boton Rouge, LA
Butte, MT
Omaho, NE
Reno, NV

Tulsa, OK

Ft. Wayne, IN
Mobil/Pens AL/FL
Des Moines, |1A
Rock Springs, WY
Eureka, CA
Utico, NY
Yakima, WA
Alpeno, MI
LaCrosse, Wi

St. Maartens, VI
Woco/Temple, TX
Leod, SD

Madison, W1
Poduceh/Harr, IL
Tollohossee, FL
Fairbonks, AK
Lake Chorles, LA
Solinas/Mont, CA
Panomo Gy, FL
Socramento, CA
Tompao, FL
Binghamton, NY
Son Juan, PR
Escancba, MI
Indionapolis, IN
;orllsrg, MStD
apid City,
Forgo, N'B
Amorillo, TX
Great Folls, MT
Traverse City, MI
Coos Boy OR
Duylon/gpfd OH
Roseberg, OR
Columbia, MO
Lubbock, TX
Columbus/Tup, MS
Chichc}io, IL
Roch/Austin, MN
Grond Junc, CO
Cedar Rapids, 1A

Fcommenced by Fur Natonat
PTA {0 tamey vewng

-~
Chico/Reddina, CA
Philadelphio, FA
Providence, Rl
Eugene, OR
Medford, OR
Green Boy, W1
Aberdeen, 5D
Mcallen/Wes|, TX
Helena, MT
Odessa/Midl, TX
Chorleston, SC
Devils Loke, ND
Buffolo, NY
Norfolk/Ports, VA
Springfield, MA
arlotte, NC
Chottonooga, TN
Monchester, NH
‘Washington, DC
Richlond, WA
St Trl':omos, VIK
Anchoroge, Al
Noshville TN
Miami, FL {Hisp}
Richmond, VA
Meridion, MS
San Diego,
Pierre,
Wilkes-Borre, PA
Knoxville, TN
Woailuku, HI
Awstin, TX
BQuin_cy/hHonnAtAO
irminghom,
Cincinnati, OH
Minot, ND
Sioux City, tA
Memphis, TN
San Froncisco, CA
Bismorck, ND
Williston, ND
Detroit, Ml
Little Rock, AR
Dickinson, ND
El Centro, CA
Cleveland, OH
Portlond, O
Ortando, FL
Atlanto, GA
Albany, NY

Fees

— Marlin Perkins

Charlestan, WV
Flint/Saginow, Ml
Roswell, NM
Billings, MT

Idoho Falls, ID
Colo. Springs, CO
Columbio,
Wilmington, NC
Son Juon, PR l‘Hisp)
San Antonio,
Dothan, AL
Macon, GA
Joplin/Pitts, KS
Savannch, GA
Wenatchee, WA
Londer,

Spokone, WA
San Angelo, TX
Springfield, MO
Youngstown, OH
Burington, VT
Phoenix, AZ
Minn/St. Paul, MN
Dovenpor, I1A
Konsos City, MO
Huntsville, AL
Toledo, OH
Laredo, TX

No. Plotte, NE
Monroe, LA
Boise, ID
Lincoln/Hast, NE
Honoluly, H
Columbus, GA
Jockson, MS
Houston, TX
Joneshoro, AR
Poplor Bluffs, MO
Rockford, IL
Hortford/NH, CT
Charlottesville, WV
Misso;lu, MT I
Cheyboygan, Ml
Woller, IaN
Grand Ropids, M|
Sarosota, FL
Santa Borbaro, CA
Hozard, KY

Terre Haute, IN
Ardmore, OK
Greenville, SC
Peorio, IL
Sheridan, WY
Springfield, IL
Polm Springs,
Hoys Springs, NE
Clorksburg,

New Orleans, LA
Akron, OH

Corp. Christi, TX
Horrisonburg, VA
Los Angeles, CA
Los Vegas, NV
Dollos?H. Worth, TX
Greensboro, NC
Horrisburg, PA
I.eesburg,gFl.
Lansing, M|
Fresno,

El Paso, TX
Jocksonville, FL
Kalispell, MT
Cosper,

Flogstoff, AZ

| /4 g) |

"Over 200 reasons
Jim and Pefer a
winning

Rachester, NY WUHF  IND
Bristol, VA WCYB  NBC
Gainesville, FL WBSP IND
Evonsville, IN WFIE NBC
Solt Lake, UT KUTV NBC
St. Croix, VI WSVl ABC
Wichito Fls, TX KFDX NBC
Augusto, GA WAGT  NBC
Fayeteville, NC WKFT IND
Monigomery, AL WSFA  NBC
Klomath Falls, OR KOTI NBC
Duluth, MN KBJR NBC
Boltimore, MD WBFF IND
Boston, MA WBZ NBC
Wotertown, NY WWNY CBS
Johnstown, PA wOPC  ABC
Seattle, WA KIRO CBS
Pittsburgh, PA WPXI NBC
Louisville, KY WDRB  IND
Columbus, OH WITE iND
Wausau/Rhine, W1 WAEO  NBC
Syrocuse, NY WIXT  ABC
Sioux Folls, SD KSFY  ABC
Denver, CO KCNC  NBC
Greenville, NC WITN NBC
New York, NY {Hisp) ~ WXTV  SIN

New York, NY WABC  ABC
Wildwood, NJ WMGM  NBC
Alexandrio, MN KCMT CBS
Lexington, KY WKYT  CBS
Ft. Myers, FL WEVU  ABC

Add your

station to this
growing list!
Call Hal Davis at
(402) 397-8660
or Bob Aaron
(804) 481-4727.
Or write ¢/o
Bozell & Jacobs,
10250 Regency
Circle, Omaha,
NE 68114.

MUTUAL
OF OMAHA'S
WILD KINGDOM

Starring Jim Fowler
and featuring Peter Gros
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Springs, W. Va.

Aug, 26-28—Radio-Telervision News Directors Associ-
ation international conference. Salt Palace Convention
Center, Salt Lake City.

Aug. 28-Sept. 6—International Audio and Video Fair
Berlin, world fair for consumer and communication
electronics organized by West German national televi-
sion channels, ARD and ZDF, German Federal Post
Oftice and AMK Berlin. Berlin Exhibition Grounds, Ber-
lin. Information: (0511) 52-99-99.

Aug. 29—Deadline for enltries in commercials competi-
tion sponsored by Television Bureau of Advertising,
Sales Advisory Committee. Information: TVB, 477
Madison Avenue, New York, N.Y. 10022,

Aug. 29---Deadline for entries in Elaine B. Mitchell
Award for “outstanding contributions to public radio,”
sponsored by Alaska Public Radio Network. Informa-
tion: KHNS-FM, PO. Box 1109, Haines, Alaska, 99827-
1109.

——3
September

Sept. 3-9—Photokina Cologne 1986, “World's Fair of
Imaging Systems.” Cologne, West Germany. Informa-
tion: (02-21) 821-1.

Sept. 4—Women in Cable. Sarn Francisco chapter,
meeting. Topic: cable foundations: Walter Kaitz Foun-
dation and Foundation for Community Service Cable
TV. Blue Dolphin restaurant, San Leandro, Calif.

Sept. 5-7—Foundation for American Communica-
tions conference for journalists, "Environment/Chemo-
phobia.” Co-sponsored by Joyce Foundation. Harri-
son Conference Center. Lake Bluff. Ill. Information:
(213) 851-7372.

Sept. §6—38th annual prime time Emmy Awards for cre-
ativearts. Pasadena Civic Auditorium, Pasadena, Calif.

Sept. 9—0hio Association of Broadcasters news di-
rectors workshop. Radisson hotel, Columbus, Ohio.

Sept. 9-10—Conference for journalists, "Banks and
Savings and Loans: How Many More Failures?” spon-
sored by Washington Journalism Center. Watergate
hotel, Washington. Information: {202) 331-7977.

Sept. 9-12—Telocator Network of America 38th annu-
al convention and exposition. Atlanta Apparel and Mer-
chandise Mart, Atlanta. Information: (202) 467-4781.

Sept. 10—Association of National Advertisers new
product marketing workshop. Plaza hotel, New York.

Sept, 10—Ohio Association of Broadcasters small-
market radio exchange. Westbrook country club.
Mansfield, Onio.

Sept. 10—RF radiation regulation compliance seminar,
sponsored by National Association of Broadcasters.
Marriott hotel, New Orleans. Information: (202) 429-
5350.

Sept. 10-12—National Religious Broadcasters South-
eastern regional convention. Heritage Village USA,
Charlotte. N.C.

Sept. 10-13—Radio '86 Management and Programing
Convention, sponsored by National Association of
Broadcasters. New Orleans Convention Center.

Sept. 10-13—American Association of Advertising
Agencies Western region convention. Speakers include
Bart Cummings, chairman emeritus, Compton Adver-
tising; Robert Jacoby, chairman, Ted Bates Worldwide;
Charles Peebler Jr., chief executive officer, Bozell, Ja-
cobs, Kenyon & Ecknardt, and Arthur Nielsen Jr., chair-
man, A.C. Nielsen Co. Hyalt Lake Tahoe Resort, Incline
Village, Nev. Information: (213) 657-3711.

Sept. 11-14—1nternational Institute of Communica-
tions conference on world communications. Edinburgh
Sheraton hotel, Edinburgh, Scotland. Information: {01)
388-0671.

Sept. 13—Deadline for entries in International Emmy
Awards, sponsored by National! Academy of Televi-
sion Arts and Sciences. Information: International
Council, 509 Madison Avenue, suite 1606, New York,
N.Y. 10022,

Sept. 14-16—National Religious Broadcasters NRB
West ‘86, regional convention. Marriott hotel, Los Ange-
les.

u Sept. 14-16—Rocky Mountain Public Radio annual
fall meeting. Radisson Suite hotel, Tucson, Ariz. Infor-
mation: (303) 351-2915.

bt T
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OpenaMike

Insider’s view

EDITOR: I am concerned that some of your
readers may have gained the wrong impres-
sion of what happened at the recent National
Association of Broadcasters board meeting
from BROADCASTING's article [July 23].
Your “status quo” headline and the reference
in a subhead to a “tabling” of the radio presi-
dency proposal could be misleading.

[ believe most objective observers present
at the radio board sessions would conclude
the status is anything but quo. There were
spirited discussions about a number of items
that, even in the absence of concrete changes
at that meeting, could well lead to later, sig-
nificant changes in the way NAB responds
to the needs of its radio members.

The desire for examining new opportuni-
ties is widespread. [ would hate for anyone
to conclude from your story that such is not
the case.—Bill Clark, president, radio divi-
sion, Shamrock Broadcasting Co., San
Francisco (and National Radio Broadcast-
ers Associalion representative on the NAB
executive committee).

Deletion dilemma

EDITOR: On July 1, the cable system known
as Televents Group Inc. of Denver made its
first move since the elimination of the must-
carry rule. It removed KNTV San Jose from
its San Francisco Bay Area system and re-
placed it with a new premium service,
American Movie Classics.

Televents sent a letter to customers stating
the reason was elimination of an ABC dupli-
cated station. It may be an ABC duplicated
station but Televents eliminated the only San
Francisco Bay Area television station with a
major commitment to coverage of San Jose
news and documentaries.

This decision is not made in the best inter-
ests of serving Bay Area viewers. I know
because [ am a Televents customer.

I urge all cable system owners not to fol-
low the path that Televents Group Inc. has
chosen to take, [ urge cable system owners
and operators to take a responsible leader-
ship position in determining a course of ac-
tion with the elimination of the must-carry
rule. Please do not take off local stations that
provide important news, documentary and
public affairs programing simply because
their network signal may be duplicated.—
Joseph Barnes, Joseph Barnes & Associates,
Martinez, Calif.

Good read

EDITOR: Your June 9 “At Large” with David
Adams made for many enjoyable moments
for me and fascinating reading for anyone
hooked on this business. 1 served on the
board of the National Association of Broad-
casters with David Adams for a number of
years. He was extremely intelligent and ar-
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ticulate and a contributor, as the interview
bears out. All of us learn from the past and it
would be a great service to the broadcast
industry if you could get people with the
other networks and the old-line stations for
an article. Others interviewed would have to
work hard to be as candid and have as much
historical background as David has, but it
would be must reading for people in this
business.

This was an outstanding interview ses-
sion. It was extremely informative and, as
always, right on target in its accuracy.—
Richard W. Chapin, president, DMK Broad-
casting Corp. Midwest, Lincoln, Neb.

Lest we forget

EDITOR: | read with interest the article in
your June 16 edition, “Life on the Leading
Edge of Communications Law.” Although
this rather extensive article indicated accu-
rately that most communications lawyers are
located in Washington, nowhere in the nine
pages that follow is there any indication or
discussion about the active communications
law practice outside of Washington.

As | hope you are aware, there are com-
munications law firms located in many cities
throughout the United States, including but
not limited to Ashton Hardy’s firm in New
Orleans, Robert Stone’s firm in Tennessee,
Wade Hargrove’s law firm in North Caroli-
na, Lester Spillane’s firm in San Francisco,
Dennis Kahane in San Francisco, and Fred
Polner in Pennsylvania. With respect to our
own firm, I started the firm in 1979 after
serving at the FCC as both a staff attorney
and trial attorney in the Mass Media Bureau
(then the Broadcast Bureau). We now have
two partners including myself, three associ-
ate attorneys and three attormeys who are of
counsel. Our clients range from the smallest
station to The Washington Post.—Matthew
L. Leibowitz, Leibowitz & Spencer, Miami.

Award winner

EDITOR: The Center for Communication An-
nual Award was omitted, [ am sure inadver-
tently, from your “Annual Fifth Estate
Awards” (BROADCASTING, July 7).

The center was proud to present its 1986
award to New York Times Publisher Arthur
Ochs Sulzberger. At a luncheon for industry
leaders in New York on April 15, T.E Brad-
shaw, RCA chairman and chairman of the
Center, described Mr. Sulzberger as “. . .a
man with an intense sense of right and
wrong. . . whose integrity shows through on
both the business and editorial sides of The
Times...”

The center’s first award went to Allen H.
Neuharth in 1984 as a tribute to the Gannett
Co. chairman’s creative leadership and man-
agement skills. In 1985 William Paley,
founder chairman of CBS Inc., was honored
for a lifetime of extraordinary achievement.

The Center for Communication is a non-



That's why we've added the best antennas we
could find to our already extensive line of VHF
broadcasting equipment. Dielectric
Communications’ recent purchase of RCA's
Antenna Division now makes us your single
source for complete VHF RF systems. Through
Dielectric’s long-term association with RCA, we
knew that the RCA antenna line would match the
quality and reliability of our own equipment.
Among the VHF Antenna Series now manufac-
tured by our new division are Circularly Polarized
Antennas for Channels 2-13. The Circularly
Polarized TDM (Channels 2-6) Antenna illustrated
will mechanically replace an existing batwing
type antenna with minimal tower modifications.
The Circularly Polarized TCL (Channels 713)
Antenna is designed with standard gains to
replace existing antennas, or can be custom-

designed to meet your specific requirements.
Both top-mount TDM and TCL models can be
directionalized for close-spaced protection or gain
improvement in a preferred direction.

For horizontally polarized applications,
Dielectric Communications will continue to
supply the service-proven superturnstile and
traveling wave models.

Our extensive line of high quality broadcast
equipment includes: coaxial diplexers; motorized
switches; rigid coax transmission line and filter
productsT,i‘ and custom RF systems including the
Opto-SX™ for switch-less RF routing.

Dielectric’s equipment is backed by a full range
of support services from design through field
testing. Call us today for free specification
brochures—1-800-341-9678.

Raymond, Maine 04071 « (207) §55-4555 = (800) 341-9678 » TWX: 710-229-6830
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profit organization which brings university
students into direct contact with profes-
sionals in the communications industries.
Since it was founded in 1980 by CBS
President Emeritus Frank Stanton, more
than 9,000 students have attended some
250 seminars, workshops, debates and
other programs.

The center recently began producing
videotapes for distribution to universities
nationwide. Cur first tape, “The Media
and Human Rights,” moderated by ABC’s
Ted Koppel, will air on PBS Sept. 23 at 10
p.m. EST.—Catherine Gay, executive direc-
tor, Center for Communication Inc., New
York

Not pleased

EDITOR: | want to let you know how much I
disapprove of your July 14 stand in regard to
the pornography report.

To drive this country down the tubes under
the guise of the First Amendment is repre-
hensible. Crime, child brutality, drugs, abor-
tion, etc., etc., rage rampant across Amer-
ica, and you’ve got the audacity to say “the
personal view of nine people on the proper
moral conduct of some 240 million oth-
ers...” | would say that if 240 million have
no more sense than to wallow in the muck
and filth of pornography, then we had better
listen to these nine who evidently have some
sense.

The history pages reek of nations who
have followed this pattern of degeneracy and

- o

have fallen into oblivion.
In Qur Lord’s name.—Harold L. Lawder,
president, WXAN(FM) Ava, IIl.

FCC fan

EDITOR: Stan Lichtenstein, in his “impa-
tient” reply to Rick Mendelson (“Open
Mike,” July 7), has taken pen in hand and
put foot in mouth.

One can only suppose his objection is to
the use of the word “original,” in Mr. Men-
delson’s comment on why the Communica-
tion’s Act was founded, and I guess, in fair-
ness, we should let him be as picayune as he
wants to be. But the fact is, whether it was
the Radio Act of 1927 or the Communica-
tions Act of 1934, the intent was indeed, to
simply regulate the “engineering” part of
what was an emerging technology and busi-
ness.

It may be news to Mr. Lichtenstein, but
frequency allocation and power limits are
the engineering part of broadcasting. Fur-
thermore, it wasn’t a question of greed (after
all, the broadcasters themselves asked the
government to get into the act), it was a
matter of “ignorance.” Engineers in 1925
didn’t know that lower frequencies gave
greater coverage than higher frequencies; no
one knew the extent of interference at any of
the power levels selected, and there was no
way to know in advance whether or not some
electronic entrepreneur 150 miles away had
chosen the same frequency as you had for
your leap into the future.

4 SEO

Broadcast journalism hasn't learned where to stop. It
just keeps growing, and with it BROADCASTING's
annual survey of outstanding local television news

commitment.

And news performance. Documentaries.
Investigative reporting. Exclusives. Live, filmed and
taped coverage of breaking news. Editorial

campaigns. interviews.

Allin all, the medium’s most comprehensive
assessment of what TV's journalists have been up to

in the past 12 months.

Advertising deadline: August 22.
You belong in Broadcastingu
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Far from being “callous” about his respon-
sibilities, Mr. Mendelson, it seems to me,
was simply expressing the frustration we
have all felt at one time or another, since we
invited the government camel to stick its
nose in our tent.

Just one final note: I have worked with
FCC’s now for more than 30 years. | have
ushered their field engineers through the
premises, responded to notices of apparent
violations and prepared far more than my
share of license renewals (including one we
fought over for two years before the court
dismissed the case as “picayune™). In my
opinion the current FCC chairman and com-
misions over which he has presided have
been the fairest, the most responsive and the
most productive the public or the broadcast
industry has ever had to work with. What
bothers me is that our industry has not given
them the support they deserve.—Joe Meier,
vice president, marketing, Bonneville Tele-
communications, Salt Lake City.

Exfratal?

Corrections in the July 7 “Awards” is-
sue: Wcre-Tv, which won Public Broad-
casting Service television award for in-
formational programing for Adirondack
Outdoors: Shanty Town, is in Platts-
burgh, N.Y., not Pittsburgh. And correct
title of radio documentary winner in
Electronic Media Awards was The
Sounds of Science, not The Sounds of
Silence. Show was done by indepen-
dent producer Jim Metzner.
O

In July 14 story on Chrysler Corp.
sponsorship of two movies for CBS's
1986-87 season, it was stated that for-
eign rights would be negotiated by “the
movies' producer, Entertainment Part-
ners, former ABC Inc. President Elton
Rule and Martin Starger.” Foreign
rights will be handled by Silverbach
Lazarus Group, international represen-
tative for Entertainment Partners. Princi-
pals of Entertainment Partners are Wil-
liam Storke, Alfred Kelman and Robert
Fuisz.

O

It was mistakenly reported in July 14,
“Fates and Fortunes,” that Joseph
McSweeny had been named VP, cen-
tral division sales, Satellite Music Net-
work, Dallas. He was named account
executive and reports to Michael Pen-
zell, VP, central division sales.

0

Paragraph was inadvertently omitted
from July 21 “In Sync” item on
Studer Revox-Philips joint compact
disk venture. Final paragraph should
have read: “The two companies plan to
work together in designing CD play-
back products, as well as CD program
libraries. . .and are also currently in the
laboratory stage of development of a
recordable disk system. The first pro-
ducts from the joint venture will prob-
ably be available in the next 18 to 24
months...."




Time Is Money.

Expand your weeknight late news
by five minutes, and add two local
commercials.

At a spot cost of $1,000, that time
translates into an additional $10,000
of income per week.

The HCD-500 from HUBCOM is
designed to generate revenue by
providing continuous time delay of
incoming network and satellite
feeds. A single control varies the
delay from one minute 30 seconds to
two hours, the rest is automatic.

Available in any cassette or reel tape
format, the HCD-500 pays for itself

in no time. Using the $1,000 spot
cost example, the Time Delay
Machine covers its cost in just eight
weeks...the rest is profit.

For more information about the
HCD-500, Mobile News Bureaus or
SNG®Trucks, call HUBCOM. But

hurry, because time is money.

HUBCOM

HUBBARD COMMUNICATIONS, INC.

The last word in technology
from the first name in the industry.

12495 34th Street North ~ St. Petersburg, FL 33702 813 5777759 TWX: 810-863-0417

A Subsidiary of Hubbard Broadcasting, Inc.



~ For financing
that’s right on your wavelength.

There are quite a few companies around

the country that offer financing to broadcasters. But none
is more attuned to broadcasters’ needs than

Fleet National Bank.

One big reason is that we’ve been providing the
communications industry with effective
financing for more than 20 years.

And we’ve developed a group of financing
specialists dedicated to the industry. Which
means we understand cash flow

in broadcasting and the special value

it can create for you.

So, unlike many other financial institutions,
we can put together programs

specifically designed to match your needs.
And provide the resources to make the programs work.

More than that, you’ll work with people

who are sensitive to your needs. We're committed
to your long-term growth. We’ll not only

help you solve problems, we’ll help you take

full advantage of your opportunities.

After all, our success depends on vour success.

If you'd like to find out more, contact Colin J. Clapton,
Vice President of our Communications Group, Fleet
National Bank, 111 Westminster Street, Providence, RI
02903, phone (401) 278-6267.

We’ll put you on the wavelength
of better business.

leet National Bank
THE BUSINESS RESCURCE ™
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Cable coming in for cool reassessment at FCC

Whatever the outcome of the FCC's must-carry proceeding, a
decidedly hostile view of some of the cable industry’s most
important policy issues has set in at 1919 M Street. BROADCAST-
ING interviews with four of the five sitting commissioners reveal a
consensus that at least two laws insulating cable from market-
place pressures—the compulsory copyright license that per-
mits cable lo retransmit programing at rates the copyright own-
ers feel are too low, and the provision in the Cable
Communications Policy Act of 1984 prohibiting telephone com-
panies from offering compeltitive cable services within their ser-
vice areas—should be reexamined. There's also an indication
that the FCC's request for comments on a petition recommend-
ing ownership restrictions for cable operators may amount to
more than an academic exercise.
o

One of the central assumptions of the industry must-carry com-
promise was that broadcasters would not try to get Congress to
eliminate cable’s compulsory license. But the FCC, even assum-
ing it adopts a must-carry rule similar 1o that compromise, does
nol appear 1o consider its hands similarly tied. Dawson de-
scribes the compulsory license as a “government intrusion” into
the marketplace, and she believes it "appropriate” for the com-
mission to consider whether o make a legislative recommenda-
tion on its elimination. Chairman Mark Fowler says he continues
1o believe that the compulsory license should be eliminated. “It
doesn't make any sense to have government mandating levels
of payments in an industry that is constantly changing.” Fowler
said. "Right now the broadcaster does not have the ability to get
just compensation for programing that is carried by cable sys-
tems. The fact that the National Cable Television Association is
adamantly opposed 1o any change is exhibit one of the proposi-
lion that they simply oppose it because of a pocketbook consid-
eration. But that doesn't mean it's not right to eliminate it.”

Commissioner Dennis Patrick agreed that Congress should
take up the issue. "That sort of governmental intervention in the
marketplace into this copyright market would only be justified if
it were impossible for a free marketplace for copyright compen-
sation to function,” Patrick said. “And | don't believe that’s the
case.” Commissioner James Quello said that with a restricted or
no must carry, the license should be eliminated, “except in small
remote communities that rely solely on cable for their primary TV
service.”

Although one FCC source said Fowler had been opposed to
putting out for comment a petition by Satcom Inc. seeking a
rulemaking establishing ownership limitations for multiple sys-
lem operators (see page 14), Fowler said that, to the extent that
parties argued that "ownership rules be fastened on cable,” that
industry should be seriously concerned about the commission's
request for comments. Dawson said she was “concerned”
about the issues raised. “I don't know if | would call it a threat,”
Dawson said. “I think there are issues raised that | find relevant
and think should be explored, and that's what we're doing.”

Added Quello: “If you have a potential antitrust problem or
monopoly preblem ... something has to be done about that.”

The consensus among the commissioners also appears to be
that cable operators should face cable competition in their fran-

chise areas, which is what one well-placed FCC source said the
cable industry feared the most. There are also indications that
Capitol Hill may also be interested in revisiting the law prohibit-
ing telcos from getting into cabie. Senator John Danforth (R-
Mo.), chairman of the Senate Commerce Committee, implied in
his must-carry proposal (see page 32) that the time may be ripe
for Congress lo revisit the issue. “This has scared the ---- out of
cable,” the FCC source said. “it's the first indication on the part
of the Hill that maybe it screwed up.”

Dawson added that when it came to deregulation, the industry
and the FCC may have different goals. “I think if you were to ask
five commissioners what they feel deregulation is, they would
say that ultimate deregulation is the print model. If you asked
broadcasters what ultimate deregulation was, they would say
guaranteed renewal.

“One of the criticisms this commission has gotten is that we
are so close to the broadcasters that we deregulate for the
broadcasters,” she added. "Well, | think that the commission is
deregulating for the public interest. That may not always be in
the best interest of what a manager/owner of a broadcast station
might perceive for thal short-term business interest.”

Fowler said he thought Danforth had it right. Cable, according
to Fowler, does not appear to be a natural monopoly, so there is
no reason 1o preclude others from atlempting to enter that mar-
ket. Fowler also said that the telcos were the “most likely immedi-
ate potential” competitors. "As a general matter, ! think that is a
question that ought to be looked at, and looked at in the immedi-
ate term,” Fowler said. “There's no reason not to look at it.”

Fowler also thought must-carry rules would not be necessary
if telcos were offering competitive cable services. “But of
course, as a general matter, | have serious doubts as to whether
they [must-carry rules] are needed now” Patrick thought Con-
gress should consider the issue. “In general, we are very sup-
portive of competition in the mass media markelplace,” he said.

Dawson thought care should be taken to avoid crealing a
video monopoly when attempting to encourage “economic sub-
stitution in terms of video wire” into homes. But she also thought
the FCC should consider the possibility of making a legislative
recommendation. “If there were a second wire in the home for
video services, we would have no need for must-carry rules,”
Dawson said. “From my perspective, if programers, be they
terrestrial or satellite programers, have alternatives to reach
their viewership, no matter what the market conditions are,
there's no reason for us to intrude in the market.”

]

Adso still floating, although it's unclear how close 1o the surface,
is Dawson’s proposal that the commission consider eliminating
all content-oriented regulation not expressly mandated by the
Communications Act. The National Association of Broadcasters
has expressed its concern, fearing that the proposal, if un-
checked, might iead to an undermining of the renewal expectan-
cy. in which a broadcaster gets a leg up over license challengers
at renewal time on a showing of service to the public through the
licensee's past nonentertainment programing. Fowler said he
thought Dawson had it right, but that he and she had agreed that
her proposal “ought to be deferred.”
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The Danforth diversion: new spin

Head of Senate Commerce Committee
submits own proposal to FCC, elevates
demands on cable industry; plan
eliminates exemptions, raises cap

Senate Commerce Committee Chairman
John Danforth (R-Mo.) jumped feet first into
the must-carry debate last week. Danforth,
in a 14-page letter to FCC Chairman Mark
Fowler, outlined what he believes are the
“statutory and public interest obligations”
for a new must-carry rule and even offered
his own version of a rule. His proposal was
met with delight by broadcasters and was
rejected out of hand by cable.

The letter was considered significant, not
only because it contained a proposed rule,
but because it is the first time Danforth has
issued such a major public policy statement
on the electronic media since assuming the
Commerce post two years ago. Furthermore,
his rationale for the rules appears indicative
of a broader agenda. Most noticeably, “it
takes cable down a notch,” said one observ-
er.

Danforth’s proposal will undoubtedly
have some impact on the FCC, which is in
the midst of crafting new must-carry rules
and is scheduled to vote on that issue next
week (Aug. 7). The commission has before
it the so-called industry compromise, agreed
to by the National Association of Broadcast-
ers, the Television Operators Caucus, the
Association of Independent Television Sta-
tions, the National Cable Television Associ-
ation and the Community Antenna Televi-
sion Association.

Although there are many similarities be-
tween the industry compromise and Dan-
forth’s version, there are substantial differ-
ences. Under the committee chairman’s
approach, must carry would apply to all ca-
ble systems, not just those with more than 20
channels, as would the industry compro-
mise. Moreover, cable systems would have
to devote one-third (33%) of their activated
channel capacity to must carry with one-
quarter (25%) of the capacity set aside for
mandatory carriage of public television sta-
tions. Under the industry proposal, there
were no set-asides for public broadcasting
and systems with 21 to 26 channels would
not have to carry more than seven local sta-
tions while systems with more than 26 chan-
nels would not be required to devote more
than 25% to must carry.

The two proposals also differ concerning
the establishment of a viewing standard that-
broadcasters must meet to qualify for man-
datory carriage. The industry compromise
would require commercial and noncommer-
cial broadcasters to have a viewing share of
2% and a 5% net weekly circulation in non-
cable homes, by county. Also, stations at
any time after sign-on could present a survey
by a recognized rating service to demon-
strate it had met the standard.

But Danforth takes this even further. He
recommends that audience measurements be
conducted in noncable homes, cable homes,
orin all television homes, at the option of the

local station. Furthermore, public stations
would not be subject to the standard, and
commercial stations on the air less than a
year would also be exempt.

Still another difference between the two:
The compromise would restrict must carry to
full-power stations only, while Danforth
suggests that translators for public stations
also be eligible for carriage. Also not found
in the cable-broadcaster deal is a require-
ment that cable operators provide (by sale or
lease) A/B switches upon request of the sub-
scriber.

The senator also wants the FCC to moni-
tor developments in the “mass media mar-
ketplace following implementation of the
rules, and would periodically report to Con-
gress on its findings.” And he would like to
see the FCC implement a waiver procedure

P,
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Danforth

for cable systems and local stations, “to pro-
tect the public interest in special circum-
stances.”

Danforth thinks the waiver procedures
should be narrowly applied. A footnote ac-
companying that provision suggests that the
commission “may want to provide specific
relief for a station not carried by a system if
that station is providing extraordinary ser-
vice 1o its community and its survival is oth-
erwise threatened. The commission also
may want to provide specific relief for a ca-
ble system that can demonstrate that it is
inequitably burdened by the rules.”

The chairman’s last-minute intervention
and the magnitude of his proposal (there
were 46 footnotes) were for the most part a
surprise. It appeared that neither Fowler nor
the parties to the industry compromise knew
exactly what the senator would recommend.

The first inkling of where Danforth stood
was revealed in a letter to Fowler last month.
At that time, the senator conveyed his inter-
est in seeing the FCC adopt a must-carry rule
by Aug. 7, and stated that the compromise
was a “good starting point.” He additionally
urged that the agency consider the interests
of new entrants and public stations when
adopting a rule. And he suggested the FCC
implement an ongoing monitoring and re-
porting process to gauge the impact of the
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on must carry

post-Quincy environment and to “develop a
mechanism whereby stations that show un-
usual circumstance can be granted specific
relief in the form of waivers.”

What makes Danforth’s second letter par-
ticularly noteworthy is its rationale for must
carry. Commercial broadcasters  were
pleased that it reaffirms the principle of local
broadcasting. Moreover, broadcasters make
out better under Danforth’s rules than under
the industry compromise, especially new
commercial UHF and public stations.

“We're very supportive of his position be-
cause of the rationale of localism that under-
lies his endorsement of a rule,” said William
Schwartz, president and chief operating offi-
cer of Cox Enterprises and lead negotiator
for the TOC on the indusiry compromise.
Despite TOC’s endorsement of the Danforth
proposal, it still backs the industry compro-
mise. “Generally speaking, we’re pleased
that his [Danforth’s] rationale is the same as
the industry compromise,™ he said.

However, he explained, TOC fears some
elements of the proposal don’t take into ac-
count the problems of saturated cable sys-
tems, and it therefore would prefer the 20-
channel exemption. TOC also thinks a
narrower proposal concerning public broad-
casting and new stations is more likely to
pass constitutional muster.

INTV continues to support the compro-
mise, said INTV President Preston Padden.
“At the same time we’re extremely pleased
and gratified by Senator’s Danforth strong
support for broadcasters,” he said. John
Summers, NAB' senior executive vice
president for government relations, said:
*We could live with Danforth’s proposal. It
clearly goes beyond the agreement, but that
doesn’t mean we’re not supporting the com-
promise. We support the compromise; it
continues to be our position.™

“We applaud the chairman for his propos-
al,” said Christopher Coursen of Q'Connor
& Hannan, who has been representing the
National Independent Tetevision Committee
(a rump group of independents opposing the
compromise). “We appreciate his sensitiv-
ity” to the new and “yet unborn indies” that
were not protected in the compromise, Cour-
sen said. NITC, however, would like to see
new stations exempted from the viewing test
for two years rather than one.

Public television is pleased with Dan-
forth’s idea, reported Peter Fannon, presi-
dent of the National Association of Public
Television Stations. It provides the impor-
tant and proper justification for must carry,
he noted. Nonetheless, NAPTS was not
completely satisfied. “This proposal still re-
lies on some formula which mixes apples
and oranges, commercial and noncommer-
cial TV services,” Fannon said. He advocat-
ed a separate rule for noncommercial televi-
sion requiring mandatory carriage for all
public stations in their local service area.
NAPTS, Fannon said, estimated that several
million subscribers and even more, as cable
penetration increases, stand at risk of losing
access to public television services in their
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community under the Danforth proposal.

Cuble was the most unhappy with the
chairman’s stand on the issue. “In our view,
no rules at all would be better than the rules
proposed by Senator Danforth.” wrote
NCTA President James P. Mooney in a letter
to Fowler. Furthermore, some of the foot-
notes accompanying the rationale were be-
ing regarded with concern. “They touch on
every single weak point concerning cable,”
said one source.

Among Mooney's chief complaints about
Danforth’s proposal were its failure to
exempt smaller systems. the increase in sys-
tem Cupacity subject t0 must carry. waiving
the viewing test {or new stations and all pub-
lic stations and permitting program test sur-
veys in cable homes.

Mooney also argued that the senator’s ap-
proach would “have much the sume anticon-
sumer impaet as the rules struck down in
Quincy.” And the NCTA president warned
that the proposal would “return cable sub-
scribers and cable operators to the status of

. |

second-cluss citizens.”

Mooney said the industry compromise
balanced the interests of cable and broad-
casting. “Moreover, it achieves it on terms
which clearly are deemed sufticient by the
great majority of the broadcasting industry
and clearly recognizes that cable is not mere-
Iy ancillary to broadcasting.” That point is
particularly important to NCTA, which,
Mooney said, feels ““a deal is a deal.” He
also said that if the commission adopts Dan-
forth’s approach, NCTA will go to court the
next day.

There was considerable speculation as to
what motivated the senator’s treatise. The
most obvious factor is his personal tie with
Alfred C. Sikes. director of the National
Telecommunications and Information Ad-
ministration. Sikes is a former broadcaster
who served under Dantforth when the senator
was governor of Missouri, and was hand-
picked by the chairman for the NTIA post.

NTIA submitted its own must-carry pro-
posal calling for mandatory carriage of all

public stations and only new commercial
stations tor the first two years. Furthermore,
a elimpse of the NTIA director’s views on
cable were revealed in remarks he made be-
fore the NAB tclevision board in June
(BROADCASTING, June 23). Sikes was re-
ported to have recommended that broadcast-
ers not only look at must carry but focus on
the larger question of cable as a monopoly.
And he apparently suggested that broadcast-
ers might be better off in a competitive envi-
ronment in which telephone companies were
permitted to provide cable transmission.
“It’s fair to say that Sikes was the catalyst
for the chairman’s interest in must carry.”
reported Walter McCormick, the Senate
Commerce Committee's general counsel.
However, McCormick said Sikes had no in-.
volvement in the conception or development
of the letter’s theories. (McCormick; Kath-
erine Meier. chief counsel for Commerce’s
Communications Subcommittee, and Dan
Phythyon, a staff counsel with the subcom-
mittee, drafted the proposal. They met with

Shifting sands at FCC on must carry

The Danforth must-carry proposal (see story page 32) was get-
ting close scrutiny at the FCC last week. But it appeared unlikely
that the proposal will prevail at the commission, and it was even
unclear how much it will shape the FCC's resolution of must
carry. FCC Chairman Mark Fowler, who will have to stand before
the senator to receive confirmation for his new term, said Dan-
forth's proposal was worthy of careful attention. “It's one of the
most thoughtful proposals so far,” he said.

Fowler was emitting mixed signals, however, perhaps in an
effort 1o obscure his. tracks, but there were signs that he may be
shifting away from the industry compromise. In an interview with
BROADCASTING last week, Fowler declined comment on whether
he believed any new must-carry rule could be constitutional. But
he also said that the Quincy decision, in which the appellate
court threw out the former rules, had held that “there could be a
must-carry rule that would be consistent with the First Amend-
ment; that it's possible to craft such a rule.” Fowler added that he
was not aware of any tie-in between his vote for must carry and
approval of legislation he wants that is aimed at shifting authority
over what new businesses the Bell operating companies may
enter into from U.S. District Court Judge Harold Greene to the
FCC. When he received the Radio-Television News Directors
Association’s distinguished service award for furthering the First
Amendment rights of the electronic media last week, Fowler also
said his First Amendment zeal applied to must carry.

Commissioner James Quello, who issued a memo urging the
FCC lo resurrect its former must-carry rules, said he thought the
Danforth proposal—-which Quello said would provide for “much
more carriage than the compromise”—was “second best” to his
own proposal, about which he had no illusions of gaining his
colleagues’ support. “So, in the spirit of consensus, 1 would go
with the Danforth proposal,” Quello said. By week's end, howev-
er, Quello, in the wake of lobbying by the National Cable Televi-
sion Association, was said to have adopted a “fall-back posi-
tion" under which he would be likely to vote for some variation of
the compromise that NCTA would support—and would try, if
possible, to include a provision providing for the carriage of one
public station in @ market. Quello apparently has been swayed,
at least for the moment, by the argument that NCTAs support
might heip out in the courts when any new rules are challenged,
as they surely will be.

One well-placed FCC source said Fowter and Commissioner
Dennis Patrick had expressed “problems” with the Danforth pro-
posal. Privately, Fowler was said to be agonizing anew with his

doubts about must-carry in general and was asserting that he
wanted to insure that whatever the FCC does results in more
“viewer choice” rather than less. A source also said that Fowler
was asserting that the former rules, which required the carriage
of more signals than could be readily picked up over the air, had
provided reason for cable subscribers to take down their anten-
nas. Fowler also was said t¢ be questioning why the commission
shouid require carriage of signals for subscribers who can re-
ceive those signals over the air. He also reportedly was pleased
that the Danforth proposal included an A/B switch aspect.

Patrick is still apparently fond of the A/B switch as a policy tool
and appeared to believe that a key focus for the commission
should be whether or not cable is serving as a "bottleneck.* He
also appeared to be questioning whether the commission
couldn' tailor rules that would assert that A/B switches would be
sufficient where cable was not serving as such a bottleneck and
another rule to be applied where it was. If not, Patrick reportedly
thought the question the commission must address was wheth-
er it should "overregulate” in the interests of those who couldn't
get off-air reception or to “underregulate” in the interests of
protecting cable’s First Amendment rights.

Commissioner Mimi Dawson, meanwhile, was reportedly stiil
advocating her concept of sunsetting any rules adopted, and
her proposal appears to have attracted sympathy In an inter-
view last week, Dawson provided some illumination into a memo
she circulated among the commissioners last month, which,
among other things, criticized the A/B switch alternative 1o must-
carry rules (under that concept, the must-carry proceeding re-
portedly would have been resolved with the FCC recommend-
ing, but not mandating, that cable operators furnish new
subscribers with A/B switches enabling them 1o shift between
cable reception and off-air antennas), and suggested that any
compromise adopted include a sunset provision.

The idea, according to Dawson, would be to sunset the rules
upon the conclusion of a full economic and public policy inquiry
by the commission aimed at determining whether there were
justification for the interim rules or whether those should be
beefed up, pared down or axed altogether. "I think that-would be
very helpful for us to validate any action we would take other
than complying with the Quincy decision,” Dawson said. Daw-
son also said her memo suggested that the FCC not consider
new must-carry rules in a “vacuum’” but that it also consider how
those rules might mesh with other rules relating to the broad-
cast-cable relationship.
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Fowler and all the commissioners last week
t¢ discuss the specifics of the chairman’s let-
ter.)

Sikes told BROADCASTING that he and
Danlorth “visited™ on the matter over a two-
month period. Also. Danforth’s and NTIA's
stalls talked. he said. "We did exchange
ideas on the subject but the senator would
not want to leave the impression—nor would
I—that he was parroting views.” He noted
that some of the 1deas endorsed in Danforth’s
proposal—such as the waiver concept and
having the FCC monitor the marketplace—
are mentioned in NTIA's must-carry filing at
the FCC. However. he pointed out that the
chairman goes further in some resepects.

As for other contributing factors that con-
vinced the Missourian to get involved. some
observers leel it might be based in part on his
reported distrust of Fowler. Danforth wanted
to make sure “the FCC had some direction
on the issue,” a source said.

On a more political note. Danforth is be-
lieved to be asserting his jurisdiction on
these types of communications issues in an-
ticipation that if he doesn’t. Senator Robert
Packwood (R-Ore.), who is waiting in the
wings to chair the Communications Sub-
committee next vear. would end up setting
the telecommunications agenda for the com-
mittee.

Still others think his actions are indicative
of his style of leadership. The chairman, one
source noted, will “thoughtfully consider an
issue and when 1Us necessary. he’ll do some-
thing.” Danforth, the source added. “is un
independent  thinker. who doesn’t grand-
stand. The letter represents John Dantorth’s
views on the issue and no one else’s.”

Dantorth’s statt explained that the propos-
al “takes the best of the Sikes proposal and
the best of the industry compromise.” To
begin with, the chairman telt that all cable

1

systems should be subject to must carry.
“There is no compelling reason to exempt
totally the smaller systems from mandatory
carriage rules,” he wrote. “Subscribers
served by smaller systems have as great a
First Amendment claim to diverse sources of
information as do subscribers served by larg-
er systems. Furthermore, the commission's
responsibility to foster competition and pro-
mote localism cannot be ignored simply be-
cause the gate is small. It is the status of the
‘gatekeeper” that is crucial here. not the size
of the gate.”

Danforth argued that mandatory carriage
rules are justitied because subscribers “may
need cable services to receive local televi-
sion signals.” Moreover. he noted that many
subscribers “receive their local television
signals through their cable system, or they
do not receive them at all.” In a fooinote
contained in this section, the senator pointed
out that broadcaster efforts to “obtain car-
riage on the sole cable system serving a fran-
chise area™ are analogous 10 a cable system
seeking “to obtain access to poles, ducts,
conduits or rights-ot-way owned or con-
trolled by utilities.”

Also. his letter maintained that since
“most cable systems have a monopoly in
their franchise area,” there is even more rea-
son for must carry. “In most cases. a cable
system is the sole system serving the fran-
chisc area. Direct competition between ca-
ble systems is the rare exception, rather than
the rule.’

Once again two tootnotes reintorce this
view. But the footnotes also raise other seri-
ous policy questions concerning cable. “In
1984, Congress chose not 1o treat cable as a
common carrier (47 U.S.C. Sect 621). One
rationale for that decision was the suggestion
that direct competition between cable sys-
tems might develop. For the most part. such

competition has not occurred, ™ said one
footnote.

But even more pointed was this tootno-
teThe Senate will have the opportunity to
reexitmine the decision of Congress to limit
the provision of cable services by telephone
companies in the context of reviewing re-
strictions now imposed upon the Regional
Bell Operating Companies. Perhups Con-
gress may wish to reexamine, as well, s
decision allowing tranchising authorities to
grant exclusive cable franchises.”

Danforth is explicit in his view that
“where cable systems are subject to direct
competition, must-carry rules should be un-
necessary.” Nevertheless, without that com-
petition and without must carry. cable is
placed in the position of being a “gatekeep-
er.

And bestowing that status on cable, the
chairman wrote. “will conflict with three
long-standing. substantial government inter-
ests—the public’s First Amendment right of
access to diverse sources of information, the
preservation of vigorous competition among
communications services, and the commis-
sion’s statutory obligation to promote a na-
tionwide broadeasting service built upon lo-
cal outlets.”

Therefore. the ietter states that must-carry
rules would promote “diversity of informa-
ton, competition and localism.™ Localisim
would be threatened by the absence of must
carry. the senator wrote. adding that without
rules. cable systems will be the arbiters off
which local stations are carried and which
are not, “and ultimately which local stations
flourish and which do not.” The FCC, Dun-
forth continued, “must reassert its jurisdic-
tion in this area and implement limited must-
carry rules to insure that local television
broadcasting remains a vital part of our na-
tion's commmunications mix.”

NBC

Networks give wedding royal treatment

The television networks and CNN went out of their way to supply
stateside Anglophiles with all the news and trivia they could dig up
during three days of coverage {four days for CBS) of the wedding of
Prince Andrew and Sarah Ferguson. The wedding itself took place
at about 7 a.m. New York time on Wednesday, July 23, with ail three
networks commencing coverage that day at 5:30 a.m. The ceremo-
ny was held in Londons Westminster Abbey. American networks
had to rely on a feed provided by the British Broadcasting Corp., the
only network allowed to cover the couple exchanging vows. Howev-
er, ABC, CBS, CNN and NBC provided their own unilateral coverage
and commentary of pre- and post-ceremony activities.

Most of the coverage by the broadcast networks lasted through

the morning newscasts, which, in the two days preceding the main
event, originated from sites including Buckingham Palace and the
Tower of London. Feature pieces ranged from stories on royal man-
ners to terrorism. Guest commentators included Joan Rivers ‘and
Jane Seymour (ABC), Roger Moore and Lady Antonia Frasier (CBS)
and Viscount Charles Althrop (brother of Princess Diana) and royal
biographer Robert Lacey (NBC).

CNN also ran stories on the wedding and related activities
through most of the week. Guest commentators for CNN included
Ingrid Sweard, editor of Majesty magazine. Last Tuesday CNN
aired a 50-minute documentary on the royal couple that was pro-
duced and aired earlier by the BBC.
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Danforth believes his proposed rules
would meet the so-called O’Brien test that
requires a compelling government interest
be demonstrated before private rights are ab-
rogated. The rules. the letter said. further
three substantial government interests: di-
versity. competition and localism. For exam-
ple. diversity would be promoted through
Danforth’s set-aside for public stations. The
public would be assured access to the non-
commercial stations. “authorized by Con-
gress for the specific purpose of providing
alternative programing.” By making it easier
for new entrants and public stations to be

carried, competition would be advanced. the
letter continued, because both cable services
and the more established local stations
would be subject to competition.

The proposed rules are “no broader than
necessary to further the substantial govern-
ment interests.” the senator said. They
“would apply only when the cable system is
the sole system serving the franchise area.”
Unlike the old must-carry rules. Danforth
proposes to set aside only one-third of a sys-
tem’s channel capacity for must-carry. That
would enable cable operators to "~ retain their
editorial discretion over the remaining two-

thirds of their capacity.” the letter said. Fur-
thermore. cable operators would not have to
carry duplicated network signals and they
would retain editorial discretion to seiect the
stations to be carricd when the number of
qualified signals exceeds the number of
must-carry channels. Also important. cable
systems could obtain a waiver and the FCC
would be able to re-examine the rules.
Danforth concluded by saying that he is
confident his proposed rule would withstand
a constitutional challenge. And as stated in
another footnote. “courts grant great defer-
ence to agency findings.” g

Action in Atlanta at Eastern Cable

Generally optimistic industry mood
prevails at SCTA show; small operators
concerned over differences in program
costs between them and large MSO’s;
call goes out for need of operators

to fund more exclusive material

The Eastern Cable Show. The Southern Ca-
ble Television Association’s annual conven-
tion. drew about the same number of cable
operators and exhibitors to Atlanta last week
as it did last year—about 3.500—but to
many of those on hand. the show seemed to
havc recaptured some of the energy that had
been noticably lacking in the past few years.

The perception is attributable. in part. to
the cable’s enjoyment of one of its most bull-
ish periods. The operators on hand. mostly
managers of Southeastern systems, were an
optimistic lot. despite the usual plethora of
concerns raised by the session speakers. But
the liveliness of the show also stemmed from
the change of venue. After several years in
the cavernous Georgia World Congress Cen-
ter. the show this year moved into the rela-
tively intimate confines of the Atlanta Mar-
ket Center. forcing operators and exhibitors
to rub shoulders whether they wanted to or
not.

On the exhibit floor. the proliferating ca-
ble shopping scrvices slugged it out for af-
filiates. The newest player in that market-
place made its debut—none other than Crazy
Eddie. the well-known New York-based
consumer electronics retailer.

The panel sessions were grouped into sev-
eral currently scheduled “tracks.” covering
everything from marketing to acquisitions.
But it was the sessions forming the track
entitled "The Changing Face of the Industry”
that touched upon the various macro-issues
facing the industry. including operators’
funding of exclusive cable programing and
the growing gap between what large MSO's
and the other operators pay for cable pro-
graming.

At the impetus of Tele-Communications
Inc. and American Television & Communi-
cations. the nation’s two largest MSO's. ca-
ble operators have been considering directly
funding the acquisition or production of
high-quality programing exclusively for ca-
ble.

Peter Barton. TCI senior vice president.
said he and other TCI executives have been

taking every opportunity over the last sever-
al months to sell operators on the idea of
setting aside some money each month—say.
a dollar a subscriber—to create the new pro-
graming. So far. he said. about 30% of the
operators have at least acknowledged the
need for such programing.

Barton warned cable operators against be-
coming too smug. “This is not a period in the
history of cable to bask in our success.” he
said. “There is nothing wrong with the in-
dustry right now.” he said. "But a lot of
people have noticed how successful we've
gotten and are willing to compete with us
very hard and very aggressively.”

Cable's best response to competition from
home video and broadcasting is to improve
programing. “The major thrust of the new
era of cable has got to be .. . . for cable opera-
tors to think in terms of spending more mon-
ey, not less. on cable programing. It’s essen-
tial that the industry wake up to the
recognition that we have got to be able to put
things on the air that are hot and really worth
p.lyinz for.

“Currently. there are a number of compan-
ies bidding for exclusive rights to the NFL
football season coming up—great program-
ing, great stuff. very powerful and cable
ought to have it.” he said.

“There are a number of companies cur-
rently talking to the pay suppliers about step-
ping up to the platc and paying the movie
studios for the early window that they cur-
rently give to [home video].” Barton added.
It will take “big bucks to the tune of 36
million to $7 million to $12 million™ per
movie to recapture the early release window,
he said. But “'this is definitely something we
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Some of the "Changing Faces” (I-r): Barton. Robbins. Lewis

want to consider.”

TCl is willing to fund the development of
exclusive programing, but it wants to make
sure that. in doing so. it isn’t "sold down the
river” by the programers. In other words. he
said. TCI wants to make sure the programers
use the extra funds to improve programing.
not to improve their bottom line.

By Barton’s own admission. a consensus
among operators need to fund programing is
still a Ionu way oft. That was best illustrated
by the comments of Milt Lewis. president of
Wometco Cable TV.

Lewis said the last thing he wants to see is
basic programing getting better. 1f it does. he
said, his pay business will suffer. “We have
1o decide what we are going o do. Are we
going to pay someone an extra 20 cents or 30
cents 4 month to take our pay customer-
viewers away. { don’t think so. I think we are
going to tell these people that you are going
to have to pay us to be on our cable system
because you are going to cause a significant
revenue decline.”

Before cable operators can come together
to fund programing. they are probably first
going to have to resolve the growing contro-
versy about the discounts that the large
MSO’s receive from programers. According
to some operators. the gap between what the
largest MSO’s and the smaller operators pay
for programing has become so great that it is
skewing the marketplace for cable systems.

According to Lewis, the cable pro-
gramers’ practice of discounting their ser-
vices for the large MSO’s is causing small
companies to be merged into. or form part-
nerships with. the large MSO's.

A given programer may charge the inde-
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pendent system or small MSO 10 or 15 cents
per subscriber per month, while charging
Tele-Communications Inc. one or two cents.
Discounting is “compelling certain mergers,
acquisitions and partnerships,” he said.
“There is simply no way [for the small oper-
ators] to be competitive without receiving
comparable discounts.”

According to Steve Effros, president of
the Community Antenna Television Associ-
ation, the wide gap in rates is “distorting the
marketplace.” Large MSO’s can outbid
smaller ones for cable systems, he said, be-
cause large ones have lower programing
Ccosts.

One group of small cable operators has
formed a buying cooperative—The National
Cable Cooperative—in an effort to secure
programing at discount rates. But, Effros
said, the co-op has “moved painfully slowly
and has not been successful to date.”

According to Effros, CATA is contemplat-
ing legal action to deal with the bulk dis-
counting problem. “We are investigating
what legal avenues are available to undo the
major distortions.”

James Robbins, president of Cox Cable
Communications, is not a small operator, but
he, too, feels that bulk discounting for the
larger operators has gotten out of hand. “It
drives you to go to [TCI] and say: ‘Wouldn™t
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you like to buy some of me so [ can ride on
your coattails,” ” he said. “I think that is a
bummer for the business. . .because what
happens is there is subsidization going on.
That’s not right and not fair.”

Robbins said programers should not allow
large MSO’s to acquire programing at dis-
counted rates for systems of which they are
not the majority owner. For the programers
to allow the discounts in such cases, he said,
is to do “all of us a disservice.”

Not surprisingly, the FCC’s apparent in-
tention to adopt new must-carry rules (see
story, page 31) to replace those outlawed by
the court of appealis last summer was a topic
at the convention. Effros slammed the must-
carry rules put forth by Senator John Dan-
forth (R-Mo.), saying that if they’re adopt-
ed, CATA would be in the forefront of asking
the federal court of appeals to eliminate
them. “There will be a constitutional chal-
lenge to anything the commission does in
adopting must-carry rules,” he said. If it
adopts anything other than the rules con-
tained in the broadcasting-cable compro-
mise, he said: “I can guarantee you CATA’s
name will be on one of the appeals.”

At least one cable operator would like to
see the must-carry rules resurrected in some
form. “It’s mandatory that we have some
form of must-carry regulation,” said Lewis.
Without it, he said, a local cable system
could put a local broadcast station out of
business by refusing to carry the station’s
signal. “That cannot be allowed to hap-
pen.” a

Taft rearranges management after 70% earnings drop

Castrucci responsible for company as
Dudley Taft becomes vice chairman;
chairman’s office created; board
increased with Bass representatives;
moves follow first-quarter decline

In the wake of a 70% drop in earnings during
the first quarter of its fiscal year (ended June
30), Taft Broadcasting Co. announced a cor-
porate management reorganization in which
11-year president and chief operating officer,
Dudley S. Taft, becomes vice chairman, and
George E. Castrucci, chief financial officer,
becomes chief operating officer and execu-
tive vice president. Those two, plus Charles
S. Mechem Jr., chairman and chief execu-
tive officer, will make up a new office of the
chairman. (The absence of a president in the
new Taft corporate management was unex-
plained.)

Also, at Taft’s annual stockholders meet-
ing last week, four members were added to
the board, all representing the interests of
Robert Bass, of the Fort Worth-based Bass
family, which has an 18% interest in the
Fifth Estate firm. A Taft spokesman denied
any connection between the earnings drop
and the mangement moves, suggesting that
corporate decisions have been made jointly
by the three executives for several years. He
also denied the management changes were
the result of any influence from Bass. The
restructuring, he said, represented a “for-
malization™ of the current decision-making
process.

Some analysts agreed that the changes
would not affect the basic management di-

Castrucci
rection of the company, but they said it was
unclear whether Taft Chairman Mechem was
responding to pressure from Bass or his re-
presentatives.
Three other executives also received title
changes, but they continue to have the same

responsibilities. Jack Sander, television
group executive vice president, is now presi-
dent of that group, and Carl Wagner, radio-
cable executive vice president, becomes
president of that group. Finance head Greg
Thomas adds the title of chief financial offi-
cer.

The new board members are William E.
Oberndorf and John Scully, general partners
in a San Francisco investment partnership
handling the Bass interest in Taft; David
Lloyd, Washington attorney, and Richard C.

Broadcasung Jul 28 1986

e

Blum of Richard C. Blum & Associates, San
Francisco. Taft senior vice president and
board member, Samuel T. Johnson, has re-
tired. The addition of the four new board
men_llbers brings the total board membership
to 17.

The earnings decline was not unexpected,
and is attributable in large part to dilution
resulting from the $680 million in debt taken
on to finance the acquisition of the Gulf
Broadcasting properties last year. First-quar-
ter carnings totalled $3.6 million or 39 cents
a share compared to $11.7 million or $1.28
per share a year ago. Mechem said that dilu-
tion caused by the debt amounted to 69 cents
per share and that first-quarter earnings
would have been only 16% off last year’s
mark if the company hadn't assumed the
debt to buy Gulf.

Still, the company, like others in the busi-
ness, is facing a tough TV economy in some
markets, particularly Dallas and Houston,
where it owns independent UHF stations.
Peter Appert, a broadcast industry analyst
with Cyrus J. Lawrence, believes the soft
economy has thrown a wrench in the com-
pany’s plan to sell its UHF independents in
Houston, Dallas, Washington and Philadel-
phia. The Houston and Dallas stations came
in the Gulf package and Appert estimates
Taft paid $85 million for each. “They paid a
lot of money for those two stations and it’s
not clear they can get back what they paid,”
he said last week. And Appert’s company
thinks the o0il economy is on a downturn that
may last two years, so it may be a whiie
before those stations get back on track. O



= | TOP OF THE WEEK —CR e

At the finish line

The first Goodwill Games, conceived by Ted Turner and co-
produced with the Soviet Union, ended last week, amid disap-
pointing national ratings and estimates that Turner Broadcasting
Sy