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THE POWER
IS OVERWHELMING.
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Nothing can stop the power of “Passion.”

Fifteen explosive motion pictures that unleash the
fury of man’s most intense emotions.

Not just the passion of love, but the passion to win.
To pursue the ruthless quest for power. Satisfy a hunger
for revenge. Surrender to the driving force of greed. Or the
fury of desire.

It's where reason is ruled by obsession. And all that
matters is getting what you want—at any cost and against
all odds.

“Passion” is thrilling. Compelling. And unforgettable.
- Outstanding drama packed with all the action and adven-
ture you need to fire up your ratings now.

Call your Blair Entertainment representative today.
You know you can’t resist.

B BLAIR ENTERTAINMENT

-l- 1290 Avenue of the Americas « New York, NY 10104 ¢ (212) 603-5990

1986 Biair Enterfanment All nghts reserved.
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What the Democratic Senate victory means
“Closeup” of FCC’s Jim McKinney
WOR-TV New York comes up with ‘Cosby’

POLITICAL FALLOUT O Signals are mixed from
Senate observers on what effect Democratic
control of that body will have on communications
Issues. Hollings to become key communications
man in Senate. PAGE 47.

ELECTION NIGHT CHANGES O CBS goes wall-to-wall,
NBC and ABC air updates, delay full election-
night coverage 1o later in the evening. PAGE 50.

THE MAN BEHIND THE MMB O In a special profile,
BROADCASTING spotlights FCC Mass Media Bureau
Chief James McKinney, whose refreshing candor
and deregulatory zeai have placed him center
stage in communications policymaking. PAGE 58,

CHANNEL ASSIGNMENTS O Marketing council makes
recommendations for cable channel lineup for
Los Angeles area cable operators.

PAGE 72.

HEAT SENSOR O Company is unveiling audience
measuring device in New York, a people meter
lhat uses a heat sensor !0 determine viewing
going on in household. PAGE 72.

WINNING STREAK O NBC takes week six on the
strength of the seventh game of the World Series
and Coshy. PAGE 73.

SEARCH IS OVER O NBC and Procter & Gamble
cancel Search for Tomorrow after 35 years on the
air. PAGE 74.

FUNNY BONE O Group W Productions to venture
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into comedy with new first-run offering, Together
Again. PAGE 76.

STRESS TEST O Multimedia Entertainment and Blajr
Entertainment join to produce show that will take
an offbeat look at stress in American life. PAGE 7s.

IN GOOD SHAPE O Network radio sales, despite
slump in other sectors of Fifth Estate, looks to
show strong numbers for 1986. PAGE 77.

MONEY IN THE POCKET O Fifth Estate contributes
more than $200,000 in final months of '86
campaign. PAGE 78.

SAUTER VIEW O Former CBS News chief discusses
his tenure at and departure from that network.
PAGE 86,

WRITER'S PEN O Author Renata Adler's book on libel
suits against Time and CBS examined. PAGE 86.

NOW UNITED O Satellite Television Industry
Association and Direct Broadcast Satellite
Association merge into Satellite Broadcasting and
Communications Association of America. PAGE 90.

FUNDING NEEDS O PBS president says $100 million
needed to reach levels of programing
excellence. PAGE 91.

CHARTER MEMBER U David Brinkley, anchor,
correspondent and commentator, has played a
pivotal role in the development of television
journalism. PAGE 119.
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box office and they
will win for you! So

Pull in the big ratings of
teen and aduit viewers
with INi's MOVIE MADNESS 1. what 48-34 aduits around the country take your viewers beyond
Sixteen sizzling exploita- are lining up to see at their favorite the edge of their seats and
tion films loaded with action, movie theatres! These promotabie to the brink of madness—
scares and the macabre—just  motion pictures were winners at the MOVIE MADNESS 1!

(’E ™ Independent Network Inc. 11150 Olympic Bivd. Penthouse, west Los Angeies, California 90064 (2131479-6755 Telex 662612 INITEL FV-LSA
A M.G. Perin, Inc. 424 €. 40th Street, New York, New York 10016 (212)697-8687
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ClosedaClircuit

Double dip

National Association of Broadcasters has
not fixed its position regarding FCC’s
apparent change of heart on its policies
benefiting minorities and women in
comparative hearings. But it is regarded
as certain to urge commission to retain
distress-sale and tax-certificate policies.
Both benefit minorities—but broadcasters
as well. Distress-sale policy (on which
commission also appears to be changing its
mind) makes it possible for broadcaster in
danger of losing license to get out of
business without losing everything in
denial of renewal. Tax policy affords
generous tax break to broadcaster who
sells to minority. Minority- and gender-
preference policies do not offer
broadcasters similar benefit. NAB will
have opportunity to express views when
it responds to notice of inquiry.

Losses and gains

Six months after first agreeing to $1.4-
billion purchase by Lorimur-Telepictures of
six Storer television stations, both parties
had yet to reach definitive agreement as of
late last week. Buyer was still discussing
possible change in price and financing with
seller, Kohlberg Kravis Roberts & Co.

One reason L-T has worked so hard 1o get
stations is that they should provide over
next 10 years $250 million to $300
million in 1axable losses that can offset
earnings from entertainment operations.

L]
Missionary

Fred Pierce, cued by talk of ambitious
cable ventures in high-tech programing,
has been making MSO rounds, trying to
drum up support for programing proposal
of own making. He'll have ample
opportunity to pitch proposal at National
Cable Television Association seminar in
Palm Springs, Calif., today (Nov. 10), at
which he is scheduled speaker.

Moscow on Mutual?

USIA Director Charles Z. Wick still is

not talking about broadcasters he says have
expressed interest in participating in
proposed project under which USSR would
gain access to AM frequency in U.S. in
exchange for same treatment for U.S. in
USSR (BROADCASTING Nov, 3).

However, word around Washington is that
one network ready to play role, on pro
bono basis, is Mutual Broadcasting
System. Jack Clements, who heads
network, is member of Voice of America

Broadcast Advisory Committee, one of
public sector groups Wick has estabiished
to advise USIA on its operations.
Clements last week offered “no comment”
when asked about report of Mutual’s
readiness to volunteer.

T — )
Opening wounds

Independent television operators” growing
dissatisfaction with cable is likely to show
during Association of Independent
Television Stations annual convention in
Los Angeles Jan. 7-11. Special session is
being put together for INTV’s general
managers’ meeting on first day
concerning cable’s alleged concentrations
of power. Association has asked
representatives of telephone industry and
members of Congress to appear on panel
which is expected to generate lively
discussion on FCC’s cable-telco
crossownership ban.

Heeled

Microband Corp. of America, largest
single-channel MDS common carrier and
long-time industry leader, was
conspicuous by its absence from the
Microwave Communications Association
convention in Washington
(BROADCASTING, Oct. 27) but absence
didn’t mean company has lost faith in
wireless cable business. Microband may
be closer than ever to major play. It has
something it lacked before: money.

TA Associates, Boston-based venture
capital group, financed management
buyout of Microband from McDonnell
Douglas last spring and it's committed to
financing Microband’s launch of wireless
cable service in at least two market
within next several months. Firm has
already sunk $12 million in company, is
prepared to double that investment over
next few years.

Dividing spoils

Massive European joint effort to develop
high-definition television system has hit
temporary hitch—how to handle new and
patentable technologies arising from
research. For industrial giants Bosch,
Philips, Thomson and Thorn-EMI, leaders
of four-year, $180 million-plus “Eureka”
project, question is how to pool resources
with manufacturers participating at lower
level and at same time protect their own
long-term interests in any HDTV
advances. Some small nonmanufacturers
interested in joining effort, but gaining no
commercial payback from subsequent
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developments, want Eureka to toot their
research bills, rather than donate resources
themselves.

Out of character

Bruce Fein, former general counsel for
FCC Chairman Mark Fowler, has asked
Court of Appeals in Washington to reject
commission’s request for remand of
Shurberg Broadcasting v. FCC
(BROADCASTING, Oct. 27}, in which
constitutionality of commission’s distress-
sale policy is under challenge. FCC wants
case back to “reexamine the
justifications” for policy. Fein, representing
Astroline Communications, which bought
wHCT-TV Hartford, Conn., under distress-
sale policy in case at hand, is arguing that
court need not address constitutionality of
policy to resolve case. He also makes
argument that policy is constitutional.

Spaced out

Three months in advance of second
session of international conference to
develop plan on use of spectrum for
shortwave broadcasting, prospects do not
appear bright for completing assigned
work. For one thing, spectrum available
would accommodate only about half of
requiremenis. For another, some countries,
United Kingdom for one, believe
proposal for using computer in meeting
needs for frequencies would impinge on
their sovereignty—povernment requesting
30 frequencies does not want to be told
by computer it can have 23. As result,
some officials in U.S. and UK are talking
of need for third session.

Fall guys

Attendees at last week's Public
Broadcasting Service Program Fair were
treated to clips of new program offering,
Syne, described as “newer than
NewsHour...more natural than

Nature.. brighter than Nova,” program
that will “revolutionize public television’s
moribund programing and give viewers a
total video experience like they’ve never
had before on PBS." Proposed six-part,
half-hour series featured Entertainment
Tonight host Rob Weller and man-on-street
interview questions such as, “If you were
to be reincarnated as an animal, which one
would it be?” Some 40 stations chose
Sync in September preference round,
according to PBS source. At Program

Fair, however, it was revealed that series
had been created as joke by “the
madcaps” of PBS business affairs.



EXCELLENCE.

Excellence intelevision journalism.
That's what N+I*W-S has been
dedicated to since its introduction
seven years ago.

And in recognition of the quality
news gathering efforts of the
stations in the N-I-W-S partnership,
we created the Electronic N-I-W-$
Award.

An award chosen by a blue
ribbon panel, and voted on by
the members of the N-I‘W-S
cooperative.

Congratulations to these winners,
and to all of the news departments
that have shared in the success of
N-I-W-$ over the years.

Thanks to our 160 member stations
worldwide, N-I*-W-S, the first news
cooperative, is still the best.




N-I-W-S MULTI-PART SERIES

WINNER: TERRORISM
WJLA-TV, Washington, D.C.
Tom Doerr, News Director
Wes Sarginscn, Reporter
Hal Herman, Photographer
Joe Rose, Editor

SPECIAL MENTION:

MERCY OR MURDER?
WJW-TV, Cleveland, Ohio
Virgil Dominic, News Director
Mike O’Mara, Reporter

MISCELLANEOUS MEDICAL SEGMENTS

WINNER: PREEMIE TREATMENT

BREAKTHROUGH
WDAF-TV, Kansas City, Missouri

SPECIAL MENTION:
CANCER PUMP
WXYZ-Tv, Southfield, Michigan
Tom Rosenbaum, News Director
Jerry Hodok, Reporter

NCE

SPORTS SEGMENTS

WINNER: TARNISHED HEROES:
ATHLETES & DRUGS
KPNX-TV, Phoenix, Arizona
Jim Willi, News Director
Mark Curtis, Reporter
Howard Shepard, Photographer

SPECIAL MENTION:
MARATHON GARBAGE MAN
KOIN-TV, Portland, Oregon
Craig Kuhiman, News Director
Pat Heliberg, Reporter
Dean Barron, Photographer

"EXTRA" MULTI-PART SERIES

WINNER: MACHINE GUN MANIA
KPRC-TV, Houston, Texas
Bill Goodman, News Director
Jerry D'Amico, Reporter
Maft Lavine, Photographer
John Treadgold, Photographer

SPECIAL MENTION:
SOBERING OF AMERICA

KGO-Tv, San Francisco. California
Harry Fuller, News Director
Lisa Stark, Reporter
Martha Feingold, Producer

MISCELLANEQUS CONSUMER SEGMENTS

WINNER: CEREAL SUGAR
KIRO-TV, Seatile, Washington
John Lippman, News Director
Herb Weisbaum, Reporter/Producer
Dick Marshal, Photographer

SPECIAL MENTION:
SWEEPSTAKES SCAM
WXYZ-TV, Southfield, Michigan
Tom Rosenbaum, News Director
Charlotte Scot, Reporter

KICKER SEGMENTS

WINNER: TURKEY TALK
KCRA-TV, Socramento, California
Pete Langlois, News Director
Pete Fuentes, Reporter

SPECIAL MENTION:

WATER POWERED CAR
WTVN, Columbus, Ohio
Brian Bracco, News Director
Ralph Robinson, Reporter

N--W-S PRODUCED SERIES

WINNER: RADON: THE

HIDDEN KILLER
WJLA-TV, Washington, D.C.

Tom Doerr, News Director/WJLA
Dennis Wilden, News Director /N-1*W-$§
Roberta Baskin, Reporter
Kathleen Pearce, Producer
Mary Capretta, N-I-W-S Producer

SPECIAL MENTION:
I Quit!
KPRC-TV, Houston, Texas
Bift Goodman, News Director/KPRC
Dennis Wilden, News Director/Ne«lWs§

Christi Myers, Reporter

Judy Overton, Photographer
Andi Hayes, Editor

Cheryl Snedeker, Researcher
Ruth Rivin, Nel*W-S Producer

SINGLE SEGMENTS

WINNER: PHILIPPINES HEALTH CRISIS
KGO-TV, San Francisco, California
Harry Fuiter, News Director
David Louie, Reporter
John Griffin, MiniCam Crew
David Babcock, MiniCam Crew

SPECIAL MENTION:
MACHINE GUN THRILLS
KPNX-TV, Phoenix, Arizona
Jim Willi, News Director
Kathy Kerchner, Reporter
Chuck Emmert, Photographer

The expanding universe of
N°I'W-S includes N'I'W-S
INTERNATIONAL, the Spanish
language news exchange;
MEDSOURCE, the next step in
medical breakthrough reporting;
and TELEVOTE, the viewer
participation service.

RE l',.‘..‘
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©1986 Lorimar-Telepictures Corporation
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TCi goes Hollywood

As a result of its purchase of controlling
{51%) interest in United Artists Communi-
cations Inc., Tele-Communications Inc.
could end up with a substantial stake in Tri-
Star Pictures Inc., a movie studio now prin-
cipally owned by Coca-Cola Co. and Time
Inc.

Tele-Communications announced last
July the purchase of the controlling interest
in UACI from the Naify brothers (Marshall
and Robert) for roughly $500 million. At the
time, TCI said it planned to absorb UACI's
24 cable systems with 750,000 subscribers
into its ever-expanding cable operation and
to spin off its theater chain (1,100 screens) to
Tri-Star.

TCI President John Malone confirmed last
week that TCI may acquire an indirect inter-
est in Tri-Star by accepting stock and cash
in payment for the theaters. "‘But don't get
the impression that it's a done deal,”” he
said. "'It has gone no further than when we
announced it in July.”

Malone said TCI is willing to take some
stock because it feels it will be able to get a
better price for the theaters and because it
believes the stock is a good investment.
“We are hoping that the stock goes up,’ he
said. It also ‘'helps solves some tax prob-
lems,” he added.

Malone said it is wrong to interpret the
deal as TCI's '“wanting to be involved in the
studio business.”" “‘It isn't some grand stra-
tegic plan,” he said. "I don't see how that
would particularly help or hurt anything we
are doing in terms of cable programing. To
me, it's sort of an unrelated issue.

“'T guess if you want to look at it on the
broadest of terms, being partners with Co-
lumbia [a subsidiary of Coca-Cola] and be-
ing an investor in Tri-Star should make us
better able to understand the world as it's
viewed by the studios and maybe that ulti-
mately warms up our relationship with Hol-
lywood and makes us a better cable opera-
tor

""The last thing I want to do is control a
studio,” he said. ‘'We wouldn’t know what
to do with it. We have none of those kinds of
skills around here.. We have zero skills in
creating programing. In fact, we have nega-
tive skills."”

Quoting Wall Street sources, the Wall
Street Journal said that the theater chain is
expected to be priced at between $400 mil-
lion and $500 million and that, under the
plan being discussed, Tri-Star would cover
25% of the price with stock, giving
TCI/UACI a stake equal to that of Coca-Cola.

Cable price war

The future of American Wireless and its plan
to distribute superstations WTBS(TV) Atlanta
and wGN-Tv Chicago to cable systems via
satellite at reduced rates for small and medi-
um-sized MSO’'s was hanging in the bal-
ance last week as a result of stiff price com-
petition from Tempo Enterprises, which has
been the exclusive distributor of WTBS.

American Wireless President Tom
Keenze said Tempo has struck a serious
blow by offering some of American Wire-
less's would-be affiliates, including some
that planned te invest in American Wireless,
WTBS service at cut rates. According to
Keenze, Tempo offered them service for a
flat $50,000 a year for the first 100,000 sub-
scribers (with a 20% discount for paying a
year in advance) and two-and-a-half cents
per month for every subscriber above
100,000. Tempo Senior Vice President Ed-
ward Drake confirmed the new offering and
said it was being offered to all operators.

Keenze said the Tempo offering has al-
ready caused one of American Wireless's
MSO-investors to withdraw its subscribers
ftom the American Wireless pool and an-
other to "back out altogether.” What's more,
he said, the Tempo offer has “scared” the
other investors by increasing the risk that
not enocugh cable systems will sign up for
their alternative service to cover costs.

American Wireless's group of investors
had comprised Texas Community Antennas
Inc., Omega Communications Inc., Jones
Intercable, Midcontinent Cable Systems
Co., Satcom Inc., Cable USA and Commtek
Publishing, a publisher of viewing guides for
the home satellite market. Keenze declined
to identify the two that got cold feet.

Although Keenze acknowledged that
hopes for the new company are growing
dimmer every day, he has yet tc give up the
fight. With the help of some of his investors,
he said last week, he is still out looking for
new investors and affiliates. And to counter
Tempo's latest offer, he said, he has come
up with a new pricing scheme of his own. In
place of the original flat rate of twec-and-a-
half cents per subscriber per month, he said,
he has introduced a sliding pricing scale,
going from two-and-a-half cents toone cent,
depending on the size of the affiliate. The
larger the MSQ or cable co-op, the less it
would pay for each subscriber, he said.

The new pricing schedule should deliver
the same amount of revenue as the original
one, Keenze said. Although the price per
subscriber is less, he said, the potential sub-
scribership is much greater.

Tempo had charged cable operators 10
cents per subscriber per month with an an-
nual cap on payments of $265,000. Because
of the cap, any MSO with more than 221,000
subscribers paid less than 10 cents. The
largest MSQ's pay just a penny or two.

Under pressure from the National Cable
Television Cooperative, which had banded
together to secure bulk discounts for pro-
graming, Tempo halved its rate last Septem-
ber to five cents for systems and small
MSO’s willing to sign 10-year affiliation
agreements {BROADCASTING, Oct. 6). And, to
meet the American Wireless threat, accord-
ing to Keenze, it offered the $50,000/two-
and-a-half cent deal to at least a few opera-
tors.

United Video, which is as threatened by a
successful American Wireless service as
Tempo, has so far taken a passive role. Its
reaction has been inaction. United Videc's
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Roy Bliss said, "We never considered
[American Wireless) a credible threat. . . It's
a pure pressure play.” But, he added, "if it
does become real, we will be competitive.”

Keenze said he can't fully understand the
investor group's reluctance to move forward
with the business plan even in light of Tem-
po's latest offering. If they went ahead with
only their own systems as affiliates, he said,
they could cut American Wireless costs to
the bone, raise slightly the annual per-sub-
scriber and “still be better off than they were
hefore.”

Keenze said he has set a Nov. 15 deadline
for the investor group to put up the capital to
get the new service going. “I am going to
bail out after that,” he said. “I can't continue
on a bunch of promises here.”

Bennett elected

The Cabletelevision Advertising Bureau's
board of directors has elected Edward Ben-
nett, executive vice president and chief op-
erating officer of Viacom Cable, as board
chairman, and Fred Vierra, president of
United Cable Television Corp., as CAB vice
chairman. CAB President Robert Alter's
contract has also been extended for three
more years. The board also approved a $2.7-
million operating budget for 1987, up from
$2.1 millicn in 1936.

Western outlook

The California Cable Television Association
has announced that 170 exhibitors have
signed up for space for the 18th annual
Western Cable Show to be held Dec. 3-5 at
the 93,100-square-foot Anaheim Conven-
tion Center. An estimated 7,500 people are
expected to attend the three-day conven-
tion, the same number as last year. The
theme of this year's show is "The Right Cen-
nection.” There will be 25 panel sessions on
the agenda, plus roundtable discussions to
be announced at a later date.

The keynote session will center on cable’s
position in the entertainment marketplace.
According to a preliminary list of panel to-
pics, discussions will include the TVRO
business, interconnects, new strategies for
increasing basic penetration, the effect of
competitive and regulatory forces on cable
investments, where pay TV will be in 1990,
cable advertising, financial conditions af-
fecting the industry, research, implement-
ing must-carry, best advertising media for
cable, the effects of the new tax law on ca-
ble, customer service techniques, the rise of
home shopping networks, challenges facing
small-system operators, image building,
rates and deregulation, the effect of deregu-
laticn on channel positioning, pay-per-view
developments. The closing general session
will focus cn the standardization of the
channel lineup.

The eagle flies for cable

Average compensation (salary plus cash bo-
nus) for president-chief executive officers of
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in children’s
programming is
100 million years old.
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cable companies is $226,800, according to
21-company survey conducted by Hewiit
Associates and commissioned by Cable
Television Administration and Marketing
Society. Survey came up with compensa-
tion averages for 40 corporate, regional and
system-level positions.

Next to president-CEQ on corporate level
were head of operations ($120,000), head of
finance ($105,300), head of mergers and ac-
quisitions ($94,700) and head of marketing
/programing ($85,900).

On the regional level, the best paying jobs
were vice president-general managers
($96,200), staff engineer ($47,300) and con-
troller/accounting manager ($45,300). On
the local level: general manager ($45,000),
technical operations manager ($31,000) and
sales/marketing manager ($31,300).

CTAM Executive Director Victor Parra
stressed that all the numbers were aver-
ages, that compensation varied radically
from company to company depending on
size of the companies and responsibilities of
regional and system-level employes.

Pirates penalized

Home Box Office Inc., ESPN, Showtime/The
Movie Channel Inc., Comcast Cablevision of
Corinth and Comcast Cable Communica-
tions Inc. have settled a theft of service law-
suit for a “substantial payment of damages”
against the Corinth hotel in Corinth, Miss.,
HBOQ said last week. The suit was filed on
Sept. 8, 1985. According to HBO, Judge
Neal B. Biggers Jr. of the U.S. District Court

for the Northern District of Mississippi,
Eastern divisicn, said in a summary judg-
ment issued Oct. 23 that the Corinth hotel
had “intercepted the satellite-delivered ca-
ble TV signals of HBO, Showtime and ESPN
for two years and offered them to guests
without authority from or payment 1o either
the cable operator, Comcast Cablevision, or
the programing services." The judge ruled
that the hotel's action violated the antipir-
acy provision of the Cable Communications
Act of 1984, Section 605 of the Communica-
ticns Act of 1934, and Section 106 of the
Copyright Act of 1976, HBO said.

ACE nominations

Sixteen cable programing networks collect-
ed 258 nominations this year in the eighth
annual ACE award competition, which hon-
ors excellence in cable programing. The
leading networks in mnominations were
Home Box Office, 99; ‘Showtime/TMC, 71;
Arts & Entertainment, 18; ESPN, 13; Cable
News Network, 12; and The Disney Chan-
nel, 10.

Among the performers who received
nominations were Gary Busey, Keith Carra-
dine, Robert Carradine, Billy Crystal, Bette
Davis, Albert Finney, Jeff Goldblum, John
Heard, Anthony Hopkins, James Earl Jones,
Ben Kingsley, Robert Klein, Liza Minnelli,
Peter O'Tocle, Bernadette Peters, Susan
Sarandon, Garry Shandling, Mary Steenbur-
gen, Barbra Streisand, Daniel J. Travanti
and Robin Williams.

Alexander H. Cohen will serve as execu-
tive producer and Hildy Parks as writer and

—
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producer of the program, which supersta-
tion WTBS(TV) Atlanta will carry live from the
Wiltern Theater in Los Angeles on Jan. 20.
Cohen and Parks, who are in charge of their
first ACE presentation, are the producers of
numerous Broadway shows. They originat-
ed the international Tony Awards telecasts
in 1967 and have produced them for 20
years. They have also produced dozens of
specials for the three networks, including
the 37th and 38th annual Emmy awards.

Charles Engel, chairman of the National
Academy of Cable Programing's competi-
tion committee and president of Universal
Pay TV, said the expanded ACE competi-
tion (60 categories compared to 52 last year)
attracted 813 entries. The 1985 competition
drew 792 entries. In 1984, there were 524
entries.

The awards will be presented in two cere-
monies. The nontelevised categories will be
honored at a luncheon ceremony Monday,
Jan. 19, in Beverly Hills, Calif.

Showtime’'s razzle dazzle

Showtime/The Movie Channel's new “Get
Connected” marketing program that in-
cludes cable operator and subscriber incen-
tives is expected to "significantly increase
operator profitability through the building of
pay subscriber rolis,” said Jack Heim, ex-
ecutive vice president of business develop-
ment, sales and affiliate marketing for the
company. Components of the campaign in-
clude: for any subscribers added to the cur-
rent base, Showtime will reduce the license
paid by the cable operator to $1. Also, non-
pay subscribers who sign up for a pay ser-
vice other than Showtime/The Movie Chan-
nel will receive Showtime/The Movie
Channel free for two months.

The new strategy is the “logical next
step” in Showtime/TMC's film exclusivity
strategy, Heim said, adding that “with ex-
clusivity, multipay once again is a viable
product. By encouraging consumers to give
our service a two-month free trial, and by
supporting that trial with several direct mar-
keting contacts, we will firmly plant dual-
pay cable in the consumer's mind as inte-
gral to the entire television viewing
experience.” Heim said also that "with a
critical mass of exclusive movies and origi-
nal programs, this two-month free trial sub-
scription will accomplish its objectives of
building profits for our affiliates and
Showtime/TMC and creating heightened
consumer satisfaction with truly differenti-
ated multipay.”

Heim said Showtime estimates that 50%
of the trial subscribers will retain and pay for
the service in the first month after the free
offer ends and “at least 35% will still have the
service six months later.” Affiliates must be-
gin participating in the program between
Dec. 1 and Feb. 1, 1987.

A kit is now being sent to cable operators
about the “"Get Connected" campaign. The
kit includes examples of a free customer
“welcome kit” timed to arrive at the custom-
er's home within the first week after instal-
lation; two free direct-mail pieces that are
designed to arrive after the first and second
months of the free trial subscription; ad
slicks; radic copy; press releases, and a
“customer-contact personnel incentive
plan, all of which Showtime/TMC is provid-
ing free of charge to fully participating cper-
ators,” the company said.
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Huffy Corp. O Manufacturer is planning
what it says is first television advertising
campaign in bicycle industry aimed at

young girls, starting next March or April

in 30 to 35 markets. Huffy is seeking
girls, 4-8, for its 20-inch, single-speed
model and girls, 7-14, for 10-speed
model. Commercials will be slotted in
early and late fringe and daytime
periods. Agency: Grey/Chicago.

New York Wine & Grape Foundation O

Three-week flight began last week in first
use of television by industrywide group.
Three New York markets are being
tapped—New York, Albany and
Rochester. Commercials are slotted in
early and late fringe periods.
Commercial features jazz entertainer
Bobby Short singing lyrics of jingle,
"Uncork New York.” Target: adults, 21
and older. Agency: Ketchum
Advertising/New York.

Nintendo Entertainment System O
Campaign costing estimated $20 million
started last week and continues through
first quarter of 1987 to promote
company’s line of home video games.
Buy includes network television,
syndicated programing and spot
television in 30 markets. Commercials will
appear in programing viewed by young
people and their parents, including prime
and fringe periods. Agency: Geers
Gross Advertising, New York.

C——————JRADIO C—— 1

Westin Hotels 0 Chain operator will
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begin three-week campaign in mid-
November in about 14 markets,
including Dalias, Houston and San
Antonio, Tex. Commercials will be
carried in morning and afternon drive
periods. Target: aduits, 25-54. Agency:
D'Arcy Masius Benton & Bowles,
Houston.

Webster University © Both adult
undergraduate and master's degree
programs will be spotlighted in three-
week flight starting this month in Kansas
City, Mo., and St. Louis. Commercials will
run in drive periods. Target: adults, 18-
34. Agency; Hughes Advertising, St.
Louis.

ShopKo Stores 0 Convenience store
chain launched pre-holiday campaign
last week that will continue until Dec. 18
in 17 markets. Commercials will be
scheduled in all dayparts. Target: adults,
18-49. Agency: D'Arcy Masius Benton &
Bowles, Chicago.

Swift-Eckrich O Various meat products
will be highlighted in six-week campaign
kicking off in early December in 26
markets, including Denver, New York,
Dallas and Cleveland. Commercials will
appear in all dayparts. Target: women,
25-54. Agency: Zechman & Associates,
Chicago.

Aaron Bros. 0 West Coast-based art
supplies firm will conduct five-week flight
in late December in six markets,
including San Francisco, San Diego and
Las Vegas. Commercials will be placed
in morning, afternoon and early evening
periods. Target: women, 25-54. Agency:
Tradewell Industries Inc., New York.

Egghead Discount Software 0 One-
week flight to promote sale of computer
programing will run in Los Angeles
beginning Nov. 19 and in Chicago
beginning Dec. 1. Commercials will be
scheduled in all dayparts. Target: men,
25-54. Agency: Evergreen Media,
Edmonds, Wash.

Hormel o Company is completing plans
for first-quarter drive for Mary Kitchen
hash in large number of markets,
including Chicago, New York, Miami,
Boston and Detroit. Commercials will
appear in all dayparts. Target: women, 18
and older. Agency: BBDO, Minneapalis.

Ross Department Stores O Pre-
Thanksgiving promotion will be
conducted for one week, starting in late
November, in about 10 markets in
South. Commercials will be presented in
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right out of the box,
money here!

We couldn't agree more.

When you pay tens of thousands of dollars for
a piece of professional equipment, you deserve to have that
investment thoroughly tested.

At Sony Broadcast, thorough testing is
the law.

Consider our BVH series of one-inch
recorders.

Each and every unit is unpacked and
inspected at our San Jose testing facility. Lo

Critical performance specs are carefully S =
verified with precision test instruments. :

Then, since you can order BVH recorders in

a variety of configurations, we test the configuration
you specify as a complete system.

It's all part of our commitment to deliver a product
that meets the highest standards of professionalism.
All you do is plug in the cables, thread the tape and go.
That's the Sony Standard at work.

Working right from day one. g ONY,

BRORDEASY;

Sony Broadcast Products Campany, 1600 Queen Anne Rd , Teaneck, New Jossey C7666
€ 1986 Sony Corporation of Amenca. Sony 1s o regisered *agemarx of Seny, Corporcon.



daytime periods. Target: adulls, 18-49.

Agency: Western International Media,
Atlanta.

L ] CABLE [ ]
Hitachi Ltd. O Japanese electronics
manufacturer will begin its first U.S.
corporate image campaign this week
on Nation's Business Today, early-
morning program ¢arried on ESPN.

Campaign will continue for 26 weeks and

will include commercial and opening
billboard each Thursday on new feature,
entitled “Business Line: Japan,” which
focuses on Japanese business trends.
Reports will be filed by satellite from
program's Tokyo correspondent, Mal
Adams. Target: businessmen.
Commercial was produced by Dentsu
Advertising; business was placed
direct.
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$20-mllllon blast. Goodyear Tire & Rubber Co. moved into high gear last week with $20-
million campaign in U.S. and overseas, primarily using network television. Consumer
magazines, usually substantial part of tire advertising, will be absent from schedule, except
for auto-oriented publications. Goodyear's effort in U.S. involved buying time on three
broadcast TV networks and on Cable News Network that began last week. International
advertising will start in January in Europe, Latin America and Asia. Estimated $20 million in
expenditures will be divided equally between U.S. and international spending, according to
Goodyear spokesman. He said expenditures may go higher if decision is made to continue
compaign beyond next few months. Campaign will carry theme line, ‘Goodyear, Take Me
Home," to strike emotional chord among family members. Decision to drop virtually all
consumer print advertising and concentrate on network television was made made because
it was felt that television conveys emotionalism more effectively than magazines. J. Walter
Thompson USA, New York is domestic agency; McCann-Erickson, New York, is agency for
overseas markets.

D

Jet-like service, Burger King is promoting its new drive through "Speed Team” service in
television campaign in three markets—Phoenix, Milwaukee and Scuth Bend, Ind. Two
commercials feature jet fighter and one shows pilot and co-pilot as they taxi into Burger King

———— e

BURGER KING”” &

S

to take advantage of quick drive-through system. One spot mentions guarantee to any
customer who does not receive his order within 30 seconds of reaching pick-up window. BK
promises to give customer Whopper sandwich coupon redeemable on next visit, Agency for
Burger King is J. Walter Thompson/New York.

|

FTC ruling. Television advertisements for home insulation will not be required to contain
information about R-vaiue (resistance to heat flow), test procedures for determining R-value
or substantiation of energy-savings claims, according to Oct. 27 Federal Trade Commission
ruling. FTC acted in compliance with ruling of U.S. Court of Appeals tor Tenth Circuit in
Denver, which adopted settlement in May that deleted TV ad disclosure provisions of rule.
Provisions had been challenged by three mineral wool insulation manufacturers in 1979
when provisions were adopted, and had never gone into effect. FTC will not conduct
additional ruleraking proceedings.

m]

Computerized payment. DDS Payment Services, New York, reported that after six years of
operations as computerized payment enterprise for performers appearing in television and
radio commercials, company now represents 24 agencies in 30 offices. Larry Tobin, vice
president and director of marketing, said its system, called Talent, now handles payments for
about 5,000 performers for its agency clients. System is designed to keep records of
contracts, rates, residuals, taxes, client invoices, pension and welfare payments and other
details. Tobin added that clients have on-line terminals in their offices and can access data
base via telephone lines. Asked how DDS is paid, Tobin said company receives percentage
of dollars paid out, plus taxes and handling fees.

Broadcasting Publications Inc.

Founder and Editor
Sol Talshot (1904-1982)

Lawrence B. Taishotf, presigent.
Donald V. west, vice president.
David N. Whitcombe, vice presiGent
Jerome H. Heckman, secrefary
Philippe E. Boucner, assistan! reasurer

The Rifth Estate

ng«

1736 DeSales Street, N.W., Washington 20036
Phone: 202-638-1022
a

Lawrence B. Taishoff, pubiisher

Editorlal
Donalid V. West, managing editor
Leonard Zeldenberg, chiel correspondent.
Mark K. Miller, senfor news editor
Kira Greene, assistant {0 the managing editor
Harry Jessell, associate editor
Doug Halonen, Matt Stump, Kim McAvoy,
John Eggerton, assistant editors
A. Adam Glenn (technology),
Scott Flitzpatrick, Jeanne Omohundro,
staff writers.
Anthony Sanders, systems manager.
Randali M. Sukow, research assistant.

Todd F. Bowle, Michael E. Myers, production

Senior Editorial Consultant
Edwin H. James (Washington)

Editorial Consuiltant
Rocco Famighetti (New York)

Broadcasting R Cablecasting
Yearbook
David Seyler, manager
Joseph A. Esser, associate ediior
Lucla E. Cobo, assistan! manager
Thomas D. Monroe.

Advertising
Washington
Robert (Skip) Tash, Southern sales manager
Dorls Kelly, saies service manager.
Meg Robertie, ciassified advertising

New York
Davld Berlyn, senior sales manager.
Ruth Windsor, David Frankel,
sales managers.

Hollywood
Tim Thometz, saies manager

Circulation
Kwentin K. Keenan, circuiation manager.
Patricia Waldron, data eniry manager
Sandra Jenkins, Debra De Zarn,
Joseph Kolthoff,

Production
Harry Stevens, production manager.
Rick Higgs, production assistant.

Adminlstration
David N. Whitcombe, vice president/operations.
Philippe E. Boucher, controlier
Albert Anderson.
Irving C. Miiler, financial consuftant.
Kelly B. Owens

Corporate Relatlons
Patricia A. Vance, director.

Bureaus
New York: 630 Third Avenue, 10017
Phone: 212-599-2830
Stephen McClellan, associate editor
Vincent M. Ditinge, senior editor: radic.
Geott Foisle, assistan! editor
Susan Dilion, Scott Barrett, siaff writers.
June Butler, Karen Maynard,
advertising assistants.

Hollywood: 1680 North Vine Street, 50028
Phone: 213-463-3148
Jim Benson, West Coast editor
Tim Thometz, Westerm salfes manager
Sandra Klausner, editorial-advertising assistant

International Advertising Representatives

Continental Enrope: Lucassen intemational, John J. Lu-
cassen. Kameringh Ornesiann 67, 1171 AC Badhoeve-
dorp/Amsterdam. Netheriands. Phone: 31(2968)6226.
Telex: 18406 harke i, w United Kingdom: John Ashcralt
& Co., 12 Bear St. Leicester Square. WG2H 7AS Lon-
don. Engiand. Phone: 01-930 0525. Telex: 895 2387 an-
swer g ashcraft. W Japan: Masayuki Harhari. Yukan Me-
dia Inc., 53-3-1 chome. Tsurukawa. Maciida City Tokyo.

194 01 Japan, Phone: (0427} 35-3531

Founded 1931. Broadceating-Telecasting * introduced
in 1946, Tefevision * acquired in 1961 Cablecasting *
introduced in 1972 0 ° Reg. US. Patent Office. O
Copyright 1986 by Broadcasung Puclicauons Inc.

Broadcasting Nov 10 1986
22




SITCOM

MARKET
THATWILD NEW S\UPEERV\EY AFTERMARKET

BUILDS AUDIENC AFTER MARKET

uP 100‘%'

IN DAI..LAS }-‘E. )

P 80%
IN CHICAGO

UP 67%

IN ATLANTA

UP 25%

IN HOUSTON

KRIV wSB ‘ WBFS WFLD
SUN 10:00 PM SUN 3:30 PM  SAT5:00PM FRI 10:30 AM

% HH Share increase Oct ‘86 vs. Oct ‘85 SOURCE: Average of Oct ‘86 NSI Overnights vs. Oct '85 NSI Reports. same time periads

New York Atlanta Chicago Los Angeles
(212) 245-4680  (404) 393-2481  (312)642-5383  (213)937-1144







Follow the leader.
The Cosby Show strengthens programs all Thursday evening long,
including the local late news three hours later!

After NBC added Cosby to its Thursday night lineup in the
1984-85 season, Family Ties’ rating jumped 48%. In 1985-86, Family
Ties jumped another 34% to become television’s number two show:

In 1983-84, before Cosby, Cheers ranked 54th for the season. In
1985-86, with Cosby leading the night, Cheers became the number
three network show.

If The Cosby Show can make NBC such a big winner every
Thursday night, just think what it will do for your station five
nights a week.

The Coshy Factor: Profit from it. v!l

Source: NTI, September—September, 1983-86, pure program averages
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A commentary on buying cabie systems by Christopher J.H.M. Shaw, chairman, Henry Ansbacher inc.

Reining in the fervor
in cable system buying

The already lively pace of cable system sales
and mergers this year is ending. as expected.
in a crescendo of deals. as sellers react to the
year-cnd deadline on favorable capital-gains
treatment. Until this final rush to the wire.
which increased the number of new proper-
ties in play, this was clearly a selle)’s year for
cable systems. Through the summer our own
firm was representing twice as many buyers
as sellers. and powerful new financing
sources were talking to us about their in-
creasing participation in cable system in-
vestments. Keen buyer interest, backed by
ample sources of financing and low interest
rates. resulted in record new multiples on
cash flow being paid for systems in prime
arcas. or in situations where the fit between
buyer and seller was exceptionally good.

Right now, however, is the time for pro-
spective cable system buyers to take a hard
look at their plans. We’re in for a cooling-off
period. Multiples have peaked for now, we
believe. The price range of 12 to 14 times
cash flow, which means about $1,200 to
$1,400 and up to $1,800 per cable subscrib-
er, may fall back to the 10 to 12 times level
for some time.

At these price levels. a conservative cable
system buyer should be fairly sure that he
can double the cash flow on the operation
within five years. The arithmetic behind that
reasoning is quite simple. That kind of im-
provement in operating brings the multiple
down to five or six times cash flow in five
years. The right bank will loan at that level.
which means an investor stands a good
chance at that point of getting his money out
and moving on to another deal.

We’'ve been cautioning our buyer clients
in these hectic last weeks of the year not to
take shortcuts in their assessment of a sys-
tem because the scller is under the pressure
to close a deal before the year ends. At these
multiples. a cable system buyer must be very
sure that there is room for major cash flow
improvement. That means taking a good
look at what the current owner has already
done to optimize performance.

Has the seller put in a recent rate increase,
for instance? And what have the results
been? It’s true. of course. that a great deal of
the buyer interest in cable systems this year
has been spurred by expectations of rate in-
creases in 1987 and beyond, when cable sys-
tem rate structures are deregulated. Buyers,
however, must test projections of rate in-
creases against a realistic look at what’s hap-
pening right now in the local economy of the
system's franchisc area. A buyer who
doesn’t know the system’s franchise area
well can’t rely on five-year or 10-year aver-
ages. or two-year-old economic and demo-

Christopher J.H.M. Shaw is chairman of

Henry Ansbacher Inc., New York, an
investment banking firm that specializes in
media. Two years ago Shaw organized a cable
brokerage unit in the Ansbacher firm. It has
brokered over $500 million worth of cable
sales this year. Prior to the establishment of
Henry Ansbacher Inc., Shaw was senior
consultant to the Bankers Trust Group and

for more than a decade had been with the
Times Mirror Co. as president of Times Mirror
International and president of two other
subsidiaries.
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graphic data. (Think of the mistakes to be
made in the Dallas and Houston markets, for
instance, with that kind of information.)
Some very personal market research will
test the assumptions. When we're represent-
ing a buyer, we don’t limit ourselves to tours
of the franchise area conducted by the seller:
Those tours are guaranteed to include only
the most prospcrous neighborhoods. We rec-
ommend that prospective buyers do what we
do: Drive around and use their eyes. Are
there a large number of “For Sale” signs on
houses? (Bad sign.) Are shopping centers
under construction? (Good sign.) Are there
“Space for Rent” signs in industrial and
commercial areas? (Bad sign.) Rent a heli-
copter and pilot and see how much dirt is
being moved in the area, indicating new
contruction under way and a vigorous mar-
ket. Aside from giving a buyer a better indi-
cation of how realistic rate-increase projec-
tions are, this easy-to-do research also
answers some basic questions about how
well the cable system has built up its fran-
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chise area.

Potential buyers also must be realistic
about a seller’s self-deprecatory admission
that the system “has never really been mar-
keted well.” Just about every seller says
that. It’s truc that good marketing can pro-
duce results for a cable system. And it’s also
true that basic cable service is fairly resistant
to economic downswings. (Indeed. we've
even scen evidence that cable subscribers in
hard-pressed areas will give up their phones
before they give up their cable TV.) But a
soft market is a soft market—and buycrs
must resist the temptation to exaggeraie their
ability to overcome bad economics with
good marketing. especially when it comes to
raising rates or adding special services.

Simply put. buyers should not expect mir-
acles in the cable TV business. It's settling
down into a fairly knowable, predictable
business. which is why conservative inves-
tors, such as insurance companies. arc now
interested in it. No radical technology is on
the horizon to replace it. In more parts of the
country the systems have been laid down.
Operators have begun to realize that 35
channels are about all that any subscriber
really wants. And subscribers usually wind
up with the basic cable service and one spe-
cial service. which means that revenue per
subscriber will probably platcau at around
$30 a month for the foreseeable future. Each
market has its variables, of course. but these
rules of thumb won’t be far wrong for many
potential buyers.

That means that buyers have to count on
the tried and true ways of increasing the val-
ue of a cable system:
® Building line extensions and filling in sub-
scribers on lines that have already been
passed.
® Providing more attractive programing op-
tions.
® Raising rates when possible.
® Improving employe productivity by using
addressable converters and improving inter-
nal operations.
® Increasing advertising revenues.

We warn buyers. of course, that some of
these opportunities can't be realized without
spending money upfront. Installing addres-
sable converters at about $100 per unit, for
instance, is an obvious cost. Less obvious is
the long-range need of cable operators to
protect their own investments by improving
the programs available to subscribers. We
expect that in the years ahead operators who
are in the business to stay will recognize that
they have to put some of their increasing
cash flow into better programing, perhaps by
hiring professionals themselves to do the job
that isn’t being done by existing production
companies. Without that improvement, buy-
ers may find themselves in a disappointingly
stagnant market. @







Panasonic brings you M-11.
The broadcast recording system our
competition can't seem to duplicate.
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and broadcast with 1" quality—
on 2" cassettes.

When it comes to broadcast systems, it appears
our competition has been erased. Because no
other format can match the spectacular perform-
ance of M-I from Panasonic.

With M-IT's metal particle tape system, you can
use the same compact 90- or pocket-size 20-min-
ute cassette from ENG/EFP right through editing to
on-air broadcast. With 4. S5MHz bandwidth (-3dB),
50dB S/N and burst signal insertion for phase
alignment and jitter correction, M-1I is the single
solution to all your broadcast needs.

In fact, each unit in the M-I line offers some
pretty uncommon common features like four audio
tracks (two linear and two FM), an integral longitu-
dinal and vertical interval time code/time date
generator with presettable user bits and Dolby*-C
noise reduction. And M-I products utilize a
standard edit control interface, so you can

upgrade gradually if you like.

AU-650 Studio VCR. This compact,
rack-mountable VCR has all the ad-
vantages and functions of
conventional recorders with

video and audio performance as good as—if not
better than—that of 1" VTRs. In a 1" cassette format
that lends itself to station automation. It records and
plays either 90- or 20-minute cassettes, and pro-
vides smooth action, variable slow motion as well as
freeze frame. And the AU-650 can perform frame-
accurate automatic editing with multi-generation
transparency. There's also an internal TBC to assure
en-air quality playback.

AU-500 Field Recorder. The AU-500 offers the por-
tability and functions demanded by ENG/EFP users,
while providing picture quality comparable to 1"—
all on either a 90- or 20-minute cassette. This small,
ruggedly designed unit is equipped with confidence
field color playback, automatic backspace editing,
TBC/DOC connection, search function and warning
indicators that alert the operator should recording
problems arise and the AU-500 accommodates
NTSC composite or various component input signals.

The AU-400 Camera Recorder. This lightweight,
compact camera recorder provides ENG users with
more than 20 minutes of recording, and a picture
quality that rivals that of 1" VTRs. The AU-400 also
features B/W video confidence playback through the
camera’s viewfinder, a chroma confidence indicator
and audio confidence output through a speaker.
There's even an automatic backspace edit-
ing function and warning indicators. And
the AU-400's rugged construction provides
excellent resistance to dust and moisture.

M-I, its the only broadcast system of
its type in the industry. And it's available
now. Two of the best reasons to go with

M-IT from Panasonic.

To get the complete picture, call or
write Panasonic Broadcast Systems
Company, One Panasonic Way,

Secaucus, NJ 07094. (201) 348-7671.
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THE NEW STANDARD
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This week

Nov. 9-11—"First Amendment Issues: Schools in a Free
Society” sponsored by First Amendment Congress,
¢oalition of 17 major print and broadcast associations
and 11 national education associations. Speakers in-
clude Steve Bell, ABC News, and Paul Davis, news
director. WGN-TV Chicago. Fort Magruder Inn and
Conierence Center. Williamsburg, Va. Information:
Rosalind Stark, (703) 648-1047

Nov. 9-12—Public Relations Sociely of America 39th
national conference. Speakers include Senator Rich-
ard Lugar (R-N.J.); David Gergen, U.S. News & World
Repori. and Tom Wolfe, author-journalist. Sheraion
Washington, Washingion, Informaiion: (212) 826-1750.

Nov. 8-13—Nebraska Videodisk Workshop, sponsored
by Nebraska ETV Network/University of Nebraska-
Lincoln, Videodisk Desigin/Production Group. UN.
Lincoin. Information: (402) 472-3611

Nov. 10—2Sth annual International Film & TV Festi-
val of New York, awards for film, video, slide and
audio-visual productions. Town Hail. New York. Infor-
mation: (914) 238-4481

Nov. 10—"The Cosi of Technology: Information Pros-
perity and Iniormation Poverty,” sponsored by Ganaett
Center for Media Studies. Speakers include Tom Bro-
kaw. NBC. Columbia University, New York_ Information:
{212) 280-8392.

Nov. 10—Tampa Bay Meaia Sundown. sponsored by
American Women in Radio and Television, Florida
Huvrvicane chapter. Innisbrook Resort. Tarpon Springs,
Fia.

m Nov. 10—"Television Critics and Broadway," drop-in
dinner sponsored by National Academy of Television
Arts and Sciences, New York chapter. Copacabana,
New York. Information: (212) 765-2758.

Nov. 11—Hollyiwood Radio and Television Society un-
cheon. Speakers: Capcities/ABC Chief Executive Offi-

8 Indicales new entry

cer Thomas Murphy and President and Chief Operat-
ing Officer Daniel Burke. Beverly Wilshire, Los Angeles.

Nov. 11—Woimen in Cable, New York chapter. meet-
ing. Speaker: Amy Tykeson, president, Women in Ca-
ble. HBO Media Center. New York. Information: (212)
661-4500.

Nov. 12— American Women in Radio and Television,
Washington chapter, meeting, “Sexism in Broadcast-
ing: Fact or Fallacy.” National Association of Broadcast-
ers, Washington. Information: Lisa Tate, (202) 628-
3544

Nov. T2—International Radio and Television Society

Second Tuesday” seminar, "Prime Time Television in
New York." Panelists include: Merrill Grant, chairman,
Reeves Entertainment Group; James McAdams, ex-
ecutive producer, CBS's The Equalizer; Michael Ben-
nahum, president, Kaufman Astoria Studios: John Ma-
quire. Screen Actors Guild; Alexander Cohen,
Broadway and TV producer, and Jaynne Keyes, New
\York Governor's Office for Mation Picture and TV Devel-
opment. Viacom conference center, New York. Informa-
tion: (212) 867-6650.

Nov. 12—Professional Media Network of Greater San
Jose meeting. Sie. Claire Hilton, San Jose. Calif. Intor-
mation: (408) 993-2622.

® Nov. 12—National Acadenty of Television Arts and
Sciences. New York chapter, drop-inluncheon. Speak-
er: Scott Kurnit, executive vice president-general man-
ager, Viewer's Choice, pay-per-view network of Show-
time/The Movie Channel, on “Can Pay-per-view Make
or Break Cable?" Copacabana. New York. Information:
(212) 765-2758.

8 Nov. 12—Libel Defense Resource Center Steering
Committee's fourth annual dinner. Keynote speaker:
Newton Minow, former FCC chairman, Waldorf-Astoria
hotel, New York. Information: (212) 889-2306.

Nov. 12-13—Conference for journalists, “The Women's
Movement: Is [t Still Making Progress?” Sponsored by
Washington Journalism Center. Watergate hotel.
Washington. Information: (202) 331-7977

Nov. 12-14—MWagravox mobile training seminar for ca-
ble. Orlando Marriott, Orlando. Fla. information: (800)
448-5171, extension 389

Nov. 12-15—Society of Professional Jowrnalists, Sig-
ma Delta Chi, national convention. Speakers include
AP President Louis Boccardi and UPI While House
Bureau Chief Helen Thomas. Ted Turner. Turner Broad-
casting System, will be roasted. Marriott Downtown,
Atlanta. Information: (312) 922-7424.

Nov. 12-15-International Women's Media Confer-
ence. National Press Club. Washington. Information:
(202) 223-0030.

Nov. 12-16—Audio Engineering Society convention.
Los Angeles Convention Center. Information: (212)
661-8528.

Nov. 13—Association of National Advertisers promo-
tion management workshop. New York Hilton, New
York.

Nov. 13—12th annual Chicago Commanications lun-
chean, “for the advancement of communications to
benefit the Albert P Weisman Memorial Scholarship
Fund at Columbia College.” Keynote speech: CBS
White House correspondent Lesley Stahl. Westin hotel,
Chicago. Information: (312) 663-1600; extension 421

Nov. 13—Southern California Cable Association din-
ner. Speaker: Trygve Myhren, chairman-CEQ, Ameri-
can Television & Communications. Pacifica hotel. Los
Angeles. Information: (213) 684-7024

® Nov. 13—National Academy of Television Arts and
Sciences. New York chapter, drop-in breakfast. Speak-
er: Lawrencen Sapadin, executive direcior. Associ-
ation of Independent Video and Filmmakers, “How to
GetaGrant.” New York TVAcademy, New York. Iniorma-
lion: (212) 765-2758.

Nov. 13+14—14th annual Communications Law pro-
gram, sponsored by Practising Law [nstitute. non-
profit educationai organization. New York Penta, New
York. Information: (212} 765-5700.

Nov. 13-15—Broadcast sales training seminar, “The
National Sales Manager Program,” sponsored by Tele-

Nov. 17-19—Television Bureau of Advertising
32¢t 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—.A ssociation of Independent Tele-
vigion Stations annual convention. Century Plaza
Los Angeles. Future conventions: Jan. 6-10, 1988,
Century Plaza. Los Angeles. and Jan. 4-8, 1989,
Century Plaza. Los Angeles.

Jan. 21-25,1987—NATPE International 34than-
nual convention. New Orleans Convention Center,
New Orleans. Future meeting: Feb. 26-29, 1988.
George Brown Convention Center, Houston.

Feb. 1-4, 1987—National Religious Broadcasters
44th annual convention. Sheraton Washington and
Omni Shoreham hotels, Washington.

Feb. 6-7, 1987—Society of Motion Picture and
Television E ngineers 21s1 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, 1987—Seventh annual Managing Sales
Conlference, sponsored by Radio Advertising Bu-
reaw. Hyatt Regency, Atlanta

m Feb, 18-20—Texas Cable Show, sponsored by
Texas Cable TV Association. San Antonio Conven-
tion Center. San Antonio, Tex.

Feb. 19-21, 1987—Country Radio Seminar. spon-
sored by Country Radio Broadeasters. Opryland
hotel, Nashville.

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

March 28-31, 1987—National Association of

VigeraMeeings

Broadcasters 65th annual conventlon. Dallas Con-
vention Center Future conventions: Las Vegas,
April 9-12, 1988; Las Vegas, April 29-May 2, 1989;
Dallas, March 24-27, 1990, and Dallas, April 13-16,
1991.

March 29-31, 1987—Cabletelevision Advertising
Bucreau sixth annual conference. New York.

April 1-5, 1987—Alpha Epsilon Rho, National
Broadcasting Soctety, 45th annual convention,
Clarion hotel, St. Louis. Information: (409) 294-
3375.

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

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

April 26-29, 1987—Public Broadcasting Service/
National Association of Public Television Sta-
tions annual meeting. Omni hotel, St. Louls.
April 29-May 3, 1987—National Public Radio an-
nual public radio conference. Washington Hilton,
Washington.

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.

May 31-June 2, 1987—NBC-TV annual affiliates
meeting. Century Plaza, Los Angeles.

June 6-9, 1987 —American Advertising Feder-
ation annual convention. Buena Vista Pajace hotel,
Orlando, Fla.

June 9-11, 1987—ARBC-TV annual affiliates meet-
ing. Century Plaza, Los Angeles.

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

June 10-14, 1987—Broadcast Promotion and
Marketing Executives/Broadcast Designers Asso-
cigtion annual seminar. Peachtree Plaza, Atlanta;
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 Exhibition.
Montreux, Switzerland.

Aug. 16-19, 1987—Cable Televiston Administre-
tion and Marketing Society 14!h annual meeting.
Fairmont hotel. San Francisco.

Aug. 30-Sept. 1, 1987—Eastern Cable Show.
sponsored by Southern Cable Teievision Associ-
ation. Merchandise Mart, Atlanta. Future meeting:
Sept. 7-9, 1988.

Sept. 1-4, 1987—Radio-Television News Direc-
tors Association international conference. Orange
County Convention Center, Orlando, Fla.

Sept. 8-12, 1987—Radio '87, sponsored by the
National Association of Broadeasters. Anaheim
Convention Center, Anaheim, Calit.

Oct. 30-Nov. 4, 1987—Society of Motion Picture
and Television Engineers 129th technical confer-
ence and equipment exhibit. Los Angeles Conven-
tion Center, Los Angeles. Future conferences: Oct.
14-19, 1988, Jacob K. Javits Convention Center,
New York, and Oct. 22-27, 1989, Los Angeles Con-
vention Center
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sther for the first time from

\RBERA's array of glamorous and romantic
> champions, come these worldwide
s in their most challenging roles:

X GOOD, THE BAD, AND HUCKLEBERRY HOUND

L. 9C008BY-D0O AND THE BOO BROTHERS

S HOP CAT AND THE BEVERLY HiLLs CATS

.= GHOUL SCHOOL STARRING SC00BY-D0O & SCRAPPY-DOO

" YOG! BEAR AND THE MAGICAL FLIGHT OF THE SPRUCE GOOSE
e THE JETSONS MEET THE FLINTSTONES
" YOG! BEAR AND THE SEVEN LITTLE CUBS

¥ $C008Y-DOO AND THE RELUCTANT WEREWOLF

¥ JUDY JETSON AND THE ROCK PIRATES

¥ AROUND THE WORLD WITH THE WACKY RACERS

These HanNA-BARrBERA stars have accumulated
more screen time than any performers

in history. ,

Laugh with them, cry with them,

love with them —

HANNA-BARBERA'S SUPERSTARS 10—

10 original two-hour animated movies.

Now in PrOpUCTION.

TET WORLDVISION
h ~ ENTERPRISES INC.

Tﬁ World's Leading Distributor

for Independent Television Producers
New York Los Angeles Chicago. Atlanta, London, Pans Toryo,
Sydney. Toronia, R de Janews Mumch, Rome
ATARI COMPANY
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tiston Bureau of Advertising. Century Plaza, Los An-
geles

Nowv. 13-15--17th annual Loyole Radio Conference.
Holiday Inn Mart Plaza. Chicage Information: (312)
670-3207

Nov. 13-16 —Nulional Association of Farm Brocd-
casiers fall meeting. Westin Crown Center. Kansas City,
Mo

Nov. 14— 28th [uternational Film & TV Festival of
New York. awards for TV programs. promos and mu-
sic video Sheraton Center. New York Intormation:
{914) 238-4481

Now. 14--Deadline for nominations for Advertising Hall
of Fame. sponsored by Aunrerican Advertising Feder-
ation. Information: AAF. 1400 K Street. N.-W. Washing-
ton. 20005.

Nov. 14-16-—Second annual Women in Film Festival,
co-sponsored by Wanen in Filw and Californic First
Bank, Directors Guild of America. Los Angeles. Infor-
mation. (213) 463-9433.

Nov. 14-20--"Audible Visions.” East Coast radio the-
ater conference coordinated by Pennsylvania Radio
Theater. Friends of Rodie Theater and Pen nsylvaniu
Centiecit un the Arls International House. Philadelptia.
Information: {717) 744-4432.

Now. 15 —Cawucns for Producers, Writers and Direc-
ters final general membership meeting of 1986 and
fourth annual dinner dance. honoring Charies Fries.
Fries Entertainment. and Aaron Spelling. Aaron Spell-
ing Productions. Chasens restaurant. Los Angeles.

Nov. 15—Second annual New England College Radio
Conterence. sponsored by noncontmercial
WHUSFM) Storrx, Conn., and [nlercollegiate
Broadeasting Systewnr. Student Union. University of
Connecticut. Storrs. Conn. Information: John Murphy
or Dean Lapenta. (203) 486-4007.

Nov. 15 —"Comedy Wiiting for TV and Film.” seminar
sponsored by American Film Institute. Parsons Exhi-
bition Center. New York. Information: (212) 856-7690.

Also in November

Nov. 17—"The Mafia Mystique.” conference on omga-
nized crime and the media. sponscred by Media In-
stitu te of the National Halian Awevican Foundation.
Marriott Marquis. New York Information: Jean Grillo.
(212) 267-1915.

Nov. 17-19—Telerision Bureau of Advertising 32d an-
nual meeting Theme: “Television in Today’s Tougher
Business Climate " Century Plaza. Los Angeles.

Nov. 17-21—Southern Educational Comnnnications
Associetion annual conference Hyatt Regency,
Tampa. Fla. Information. (803) 799-5517.

Nov. 18 —Aumerican Sportscasters Association third
annual hall of fame awards dinner. Marriott Marquis.
New York. Information: (212) 227-8080.

Nov. 18- Association of Nuational Adveriisers re-
search workshop. Plaza hotel, New York.

u Nov. 18-~V useum of Broadeasting seminar, "BBC
Procgraming and Scheduling.” MOB. New York. Infor-
mation: (212) 752-7684.

Now. 19— "Hollywood Salute to BBC.” during BBC's
50th anniversary. sponsored by Academy of Television
Arts and Sciences and [nternational Council of Na-
tionu! Academy of Television Arts and Sciences. Am-
bassador hotel's Coconut Grove. Los Angeles. Infor-
mation. (818) 953-7575.

Nov. 20— Federal Commuunications Bar Association
luncheon. Speaker. James Olson, chairman-CEQ,
AT&T. Washington Marriott. Washington.

Nov. 20—Ohiv Association of Broadeasters financial
managers meeting. Harley hotel. Columbus, Ohio.

® Nov. 20-—"Censorship and the Coverage of News
Around the World,” seminar sponsored by Museum of
Broadecasting. MOB, New York. Information: (212) 752-
7684,

® Now. 20—"Arts and Literature as Reflected on BBC
Television," symposium sponsored by Library of Con-
gress. Mary Pickford Theater. Library of Congress.
Washington. Information: (202) 287-5108.

Nov. 20-22—Arizone Broadcasters Association fall
convention and annual meeting. Westward Look Re-
sort. Tucson, Ariz.

Nov. 21—Radio acquisition seminar. sponsored by N'a-

tional Association of Broadcasters Radio. Marriott
Marquis, New York. Information: (202) 429-5420.

Nov. 21—Broadcast Pioneers. Washinglon are« chap-
fer, seventh annual awards dinner. Kenwood country
glub. Bethesda, Md. Information: Joe Ryan. (202) 783-
100.

Now. 21—Reunion of reporters and photographers who
covered Vietnam war. sponsored by Orersens Press
Cinb of America. Seventh Regiment Armory, New York.
Information: (212) 679-9650.

8 Nov. 21—Pacific Pioneer Broadeasters luncheon,
honoring television and radio actor Gale Gordon.
Spertsmen’s Lodge. Los Angeles.

¥ Nov. 21— "The BBC: Today and Tomorrow.” seminar
sponsored by Musewm of Broadeasting. MOB. New
York. Information: (212) 752-7684.

Nov. 21-23—Foundation for Awervican Communica-
tions and Gananett Foundation conterence for journal-
ists on science/environment, Sheraton Miramar, Santa
Monica. Clit. Information: {213) 851-7372.

Nov. 22— rofessional Media Network of Greater San
Jose seminar, "The Effects of the Tax Reform on the
Type of Business Typical for the Media Industry™ San
Jose Athletic Club, San Jose, Calit. Information: (415)
968-3633.

Now. 24— Presentation of International Emmy Awards.
sponsored by [wternational Council of Nationad
Academy of Television Arts and Sciences. Sheraton,
New York. Information: (212) 308-7540.

¥ Nov. 24—"Children and BBC Television.” symposium
sponsored by Library of Congress. Mary Pickiord The-
ater. Washington. Information: (202) 287-5677.

¥ Now. 25—"The Investigative Reporter in a Closed So-
ciety." symposium sponsored by Library of Congress.
Mary Pickford Theater. Library of Congress. (202) 287-
5677

Nov. 25— nternational Radio and Television Society
newsmaker luncheon. featuring retired Chief Justice
Warren Burger. Waldorf-Astoria. New York. Information:
(212) 867-6650.

Nov. 29— Broadcast/entertainment seminar for stu-
dents and investors, sponsored by Gemini Prodiec-
tions Corp.. Olathe, Kan. Hyatt Regency-Crown Cen-
ter, Kansas City, Kan. Information: (913) 829-6600.

———
December

Dec. 1—Deadline for entries in 12th annual National
Commendation Awards, for the "positive and realistic
portrayal of wornen in all media forms,” sponsored by
Amertcan Wonien in Radio and Television. Informa-
tion: AWRT. 1101 Connecticut Avenue, N.W. suite 700.
Washington. 20036: (202) 429-5102.

Dec. 1-2—Annual World Telecommunications Confer-
ence, sponsored by Financial Times. Intercontinental
hotel. London. Information: (01) 621-1355.

Dec. 1-5—Video Expo Orlando '86. sponsored by
Kuowledge [ ndustry Publications. Buena Vista Palace
hotel. Lake Buena Vista. Fla. Information: (914) 328-
9157.

Dec. 1-5—World Association for Christian Communi-
cation, North American Broadcast Section, 17thannu-
al conference. Royce Resort hotel, Fort Lauderdale,
Fla. Information: (313) 962-0340.

¥ Dec. 1-19—"Retrospective of 50 Years of BBC Pro-
grams,” three-week program sponsored by Library of

Entatral’

T

Barter split on Tribune Entertainment's
two-hour Hollywood Christmas Parade
("Syndication Marketplace,” Oct. 27)
was mistakenly given by Tribune as 12
minutes for stations and 12 minutes for
Tribune. Correct split is 14 minutes for
stations and 10 minutes for Tribune.

0O

The Programing Consultants’ new
Rockin’ Oldies format is computer-
ized playlist service, not tape distribut-
ed, as indicated in Oct. 27 "Riding
Gain.”
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Cungress. Mary Pickiord Theater. Library of Congress.
Washington. Information: (202) 287-5677

Dec. 3—0hio Associotion of Broadcasiers sales work:
shop. Park University hotel. Columbus. Ohio

¥ Dec. 3—Nationa! Academy of Television Avts and
Sciences, New York chapter, drop-in luncheon Speak-
er: Ismail Merchant. producer. Merchant Ivory Produc-
tions. on “Adventures of an Independent Filmmaker
How A Room with a View' Happened.” Copacabana.
New York. Information: (212) 765-2758.

Dec. 3-5—Western Cable Show. sponsored by Califu.-
nig Cable Television Assuciation. Anaheim Conven-
tion Center, Anaheim. Calit

Dec. 4-7—Sixth annual National Wdeo Festival, spon-
sored by Sany Corp. of America and presented by
American Film Institute, Themes., TV and video
sound—regional styles. Los Angeles campus. AFI. In-
formation: (213) 856-7787.

Dec. 5—Deadline for entries in 27th annual Internation-
al Broadcasting Awards. honoring “world’s best televi-
sion and radio commericals.” sponsored by MHolly-
wood Radio and Telerision Sociely. Information
HRTS. (818) 769-4313.

Dec. 7-8—N BC-TV" midseason promotion executives
conference. Contemporary hotel. Orlando. Fla

Dec. 8- Deadline for entries in International Teleri-
sion Associetion’s 19th annual Video Festival. Informa-
tion: [TVA, 8311 North O'Conncr Road, #110. Irving.
Tex.. 75039; (214) 869-1112.

Dec. 8-10—Eighth annual Ne«tional Medit Confer-
ence. Theme: "New Directions.” Participants include
Jeff Greenfield, ABC News; Oprah Winfrey, syndicated
talk show host: Bruce Christensen. PBS. and Charles
Gingold, Lifetime Cable Network. New York Hilton. New
York. Information: (212) 819-9310.

Dec. 8-11—"Convergence: An International Forum on
the Moving Image.” biennial event organized by Le
Forum Video de Montreual. Sheraton Center. Montreal.
Information: (514) 283-8309 or (212) 595-2452

Dec. 9-10—NBC-TV local news promotion workshop.
Contemporary hotel. Orlando. Fla

Dec. 11—Advertising Club of Greater Boston "brown-
bagger workshop” for those interested in advertising
career. Ad Club. Boston. Information: (617) 262-1100.

Dec. 11-12—Federel Communications Bar Associ-
ation and Practising La:w Institute fifth annual confer-
ence, "Telecommunications: Competition and Deregu-
lation after the AT&T Divestiture.” Sheraton Washington
hotel, Washington. Information: (212) 765-5700.

® Dec. 15—Deadline for entries in Nafional Edwce-
tional Film & Video Festival, for “innovative educa-
tional productions designed for schools. universities,
broadcast, cable television. instructional television,
corporations. hospitals. libraries. museums and home
video.” Information: (415) 465-6885.

Dec. 16—Federal Communications Bar Association
luncheon, "The McLaughlin Group: Media Style.” Pan-
elists: Paul Harris, Variety: Tack Nail, TV Digest; Penny
Pagano, Los Angeles Times, and DonWest, Broadeast-
ing. Washington Marriott, Washington.

Dec. 16—Conterence for journalists. “Trade and Pro-
tectionism: Prospects and Problems.” sponsored by
Washington Journalism Center. Watergate hotel,
Washington. Information: (202) 331-7977

Dec. 17-18—Conference for journalists. “The Econom-
ic Outlook for 1987," sponsored by Washington Jou -
aalism Center. Watergate hotel, Washington. Informa-
tion' (202) 331-7977.

Dec. 18—/niernational Radio und Television Society
Christmas benefit. Waldori-Asloria, New York.

Dec. 20—Deadline for entries in fitm and video festival
sponscred by Couneil on Fonndations. Entries must
have received full or partial funding from private, com-
munity or corporate grantmaker. Information COF, 1828
L Street. N.W., Washington. 20036-5168: (202) 466-
6512,

)
January, 1987

Jan. 7-11—Association of I ndependent Television Sta-
tions annual convention. Century Plaza. Los Angeles

Jan. 8-11—Winter Consumer Electronics Show, spon-
sored by Electronic Industries Association/Consunter
Electronics Group. Las Vegas Convention Center. Las
Vegas Hilton, Riviera and Sahara hotels. Las Vegas.
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When we introduced Friday the 13th for syndication. we knew it would be a

terrifving experience. For the competition.
So far, stations in-over 50% of the country. including the Fox Television

Stations. know what we mean. Fortunately. there's still time for you to get in on

the joy of creating panic in vour market. But hurry. e
Friday the 13this sellmd so fast. it's scary. , ANDVIDED PROGAMMING

A Programmer s Dream ——The Competrtrons Nightmare
26 First-Run Hours Available Fall 1987
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Richard Simmons has

S| The All New
N E4 & I“ Richard Simmons Show

LS

e

Slim Cooking.

APPETIZER: The promotability of
Superstar Richard Simmons

'| I -

L : Popular across the U.S.—From
‘is Emmy Award-winning TV )
show to his best selling books
and videos.

EATING HEALTHY...

STAYING SLIM
Trends of the 80’s.

Combine: hottest trends in
America today and the most
Popular Personality of Fitness.
Richard Simmons knows how to
turn a trend into a moneymaker
for you!
MAIN COURSE:
The Richard Simmons of exercise,
leotards and sweat is now the
Richard Simmons of cooking, aprons
and low-cal great taste.. with the same
enthusiasm, charm, personality and
audience appeal!
FORMAT — A menu designed to get
L your audience involved. Daily Theme o
Live Audience ® Great original gourmet
low-cal recipes ® Slimming Secrets ® Low-cal foods
that taste like rich delights ® Slim cooking classes
with interesting guests & audience participation
INGREDIENTS:

0 I Fun, Imagination, Motivation, Information.
f \ Producer Bill Hillier (of PM Magazine

f } fame) will add sizzling special effects
ST 4 . and exciting graphics to a -
unique format. A “‘._‘.:,_:M

,»\;tgg A

¥ Twigalini Veggie Lasagna



the recipe for a new hit!

DESSERT:
Delicious ratings to
spice up your Mon.-Fri.
Programming and
attract women 18-34!!
Sample the Flavor

of Success!!

Berry Slim

Available as a
daily half-hour strip
for September ’87,

Lettuce Spray

e
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Syndicast Services, Inc.
360 Madison Avenue,
New York, NY. 10017
(212) 557-0055
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Information: {202) 457-8700.

Jan. 13—International Radio and Television Society
“Second Tuesday” seminar. Viacom conference center.
New York. Information: (212) 867-6650.

Jan. 13—Iuternational Radio and Television Society
newsmaker luncheon. Waldori-Astoria, New York.

Jan. 13-15—Georgia Radio-Television Institute, spon-
sored by Georgia Association of Broadcasters. Geor-
gia Center for Continuing Education, University of
Georgia, Athens, Ga.

Jan. 14—American Women in Radio and Teievision,
Washington chapter, meeting. “An Evening with FCC
Commissioner Patricia Diaz Dennis.” National Associ-
ation of Broadcasters, Washington. Information: Lisa
Tate. (202) 628-3544.

Jan. 14—Association of [ndependent Television Sta-
tions and NATPE International first-run syndication
promotion event, to be held during annual Television
Critics Association press tour. Los Angeles. Informa-
tion: INTV, (202) 8871970.

Jan, 15—Deadline for entries in Charles E. Scripps
Award, for “newspaper or broadcast station which best
promotes literacy in its community,” sponsored by
Seripps Howard Foundation. No network may com-
pete. Award is part of Scripps Howard Foundation Na-
tional Journalism Awards. Information: Scripps Howard
Fguggation. 1100 Central Trust Tower, Cincinnati,
45202.

Jan. 15—Deadline for entries in 37th annual Sidney
Hillman Awards for outstanding achievements in social
issue journalism. sponsored by Amalgamated Cloth-
ing and Textile Workers Union. Information: Sidney
Hillman Foundation, 15 Union Square, New York, N.Y,
10003.

Jan. 15—Federal Communications Bar Association
luncheon. Speaker: Congressman John Dingell, chair-
man, House Energy and Commerce Committee. Wash-
ington Marriott, Washington

Jan. 16—Deadline for entries in Jack R. Howard
Broadcast Awards for public service reporting, spon-
sored by Scripps Howard Foundation. Information:

low cost.

PRODUCED By:

GVE

PRODLCTIEOMNS

DON’T SETTLE FOR
JUST YOUR SHARE.

Move up on the graph with GVC’s Spot information Series,
adistinctive new product geared to generate new adver-
tising dollars, and more of them.

GVC's Spot Information Series give a national look fo lo-
cal commercials. You get market exclusivity at amazingly

Don't settte for just your share of the budget. Lock up more
with GVC'’s Spot Information Series.

DISTRIBUTED BY:

NEWS SOURCE, INC. JACK HANSEN e (612) 474-1064
JOHN LEHMAN o (203) 637-4226

1
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SHF, 1100 Central Trust Tower. Cincinnati, 45202,

Jan. 16-17—Colorado Broadcasters Association win-
ter meeting and awards banquet. Broadmoor hotel.
Colorado Springs.

#Jan. 19—ACE Awards ceremony luncheon. co-spon-
sored by National Academy of Cable Programing and
Southern California Cable Association. Beverly Hills
hotel. Los Angeles. Information. Mel Matthews, (213)
684-7024.

Jan. 20—Presentation of eighth annual network ACE
Awards, sponsored by National Academy of Cable-
Programing. Ceremony to be aired live by WTBS-TV
Atlgnta. Wiltern theater, Los Angeles. Information: (202)
775-3611.

Jan. 21-25_NATPE International 24th annual con-
vention. New Orleans Convention Center, New Or-
leans. Information: (212) 949-9890.

Jan. 23—Deadline for entries in 24th annual National
Student Production Awards competition, sponsored by
Alpha Epsilon Rho, Nationa! Broadcasting Society.
Information: Dave Smith, (317) 285-1492.

Jan, 27-29South Carolina Broadcasters Associ-
ation winter convention. Radisson hotel, Columbia,
S.C.

Jan. 31-Feb. 4—National Religious Broadcasters
44th annual convention. Sheraton Washington and
Omni Shoreham hotels. Washington. Information: (201)
428-5400.

February, 1987

Feb. 1-4—National Religious Broadcasters 44th an-
nual convention. Theme: *Communicating Christ to the
Nations.” Sheraton Washington. Information: (201)
428-5400.

Feb. 2-6—National Association of Broadcasters win-
ter board meeting. Ritz-Carlton, Laguna Niguel, Calif.

Feb, 3—West Virginia Broadcasters Association
sales seminar. Marshall University student center, Hun-
tington, W. Va. Information: (304) 344-3798.

Feb.3-4—Arizona Cable Television Association annu-
al meeting. Phoenix Hiltan, Phoenix. Information: (602)
257-9338.

Feb. 4—West Virginia Broadcasters Association
sales seminar. West Virginia University's Erickson Alum-
ni Center. Morgantown, W, Va. Information: (304) 344-
3798.

Feb. 5—International Radio and Television Society
newsmaker luncheon. Waldorf-Astoria. New York.

Feb. 6-7—Society of Motion Picture and Television
Engineers 21st annual television conference. St. Fran-
cis hotel, San Francisco.

Feb. 7-10—Seventh annual Managing Sales Confer-
ence, sponsored by Radio Advertising Bureau. Hyatt
Regency, Atlanta.

Feb, 10—International Radio and Television Society
“Second Tuesday™ seminar. Viacom Conference Cen-
ter, New York. Information: (212) 867-6650.

Feb. 15-17—Louisiane Association of Broadcasters
annual convention. Westin Canal Place hotel. New Or-
leans.

Feb. 15-20—"The Olympic Movement and the Mass
Media," international congress sponsored by Univer-
sity of Calgary. Calgary, Alberta. Information: (403)
220-7575.

Feb. 16-22—Video Expo San Francisco ‘87, sponsored
by Knowledge Industry Publications. Civic Audito-
rium, San Francisco. Information: (914) 328-9157.

Feb, 17-18—Wisconsin Broadcasters Association an-
nual winter convention. Concourse hotel, Madison,
Wis.

Feb. 18—Deadline for entries in Roy W. Howard Award,
for public service reporting, sponsored by Scripps
Howard Foundation. Information: SHF, 1100 Central
Trust Tower, Cincinnati, 45202,

Feb. 18-20—The Texas Show. sponsored by Texas Ca-
ble TV Association. San Antonio Convention Center.
San Antonio, Tex. Information: (512) 474-2082.

= Feb. 18-20—Forum '86, program to “enhance skills
of cable public relations professionals, system general
managers and marketing managers in media, commu-
nity and government relations,” sponsored by Cable
Television Public Affairs Association. Sheraton Pre-
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Humor of Tim Conway — at his best?

A BRAND NEW, FAST PACED HALF=-HOUR CDMEDY SELIES
with
JULIE DEES and Guest Star JONATHAN WINTELS

Featuring refreshing, young comedy talents and a surprise
weekly anppearance by one of America’s Top Comedy Stars.

22 HALF=HOULS AVAILABLE
FALL OF °87

For Information:

JOANNE LE'GHTON Director of Sales

C.B. Distribution Company 141 El Camino Drive, Beverly Hills, California 90212

Phone {213) 275-6114
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Over 85%

of the country
got the picture
In just

/ weeks.

The excitement of MGM/UA PREMIERE
NETWORK continues to build. These 24
new theatrical motion pictures have
already cleared in over 111 markets,
including the top 30 and 49 of the top 50.

Filled with al! the excitement and star
quality that has become the trademark
of the MGM/UA PREMIERE NETWORK,
these outstanding features will be avail-
able one each month on a barter basis.
For more information contact your
MGM/UA sales representative today.

Good Company.

MGM N

MGMJUA Television Syndication

© 1986 MGM/UA COMMUNICATIONS CO ALL RIGHTS RESERVED




miere hotel. Los Angeles. Information: Terry Soley
(213) 410-7310, or Sandi Padnos. (818) 569-7811.

Feb. 19—Federal Connmunications Bar Association
luncheon. Speaker: FCC Commissioner Patricia Diaz
Dennis. Washington Marriott. Washington.

Feb. 19—Deadline for entries in Edward Willis SCripps
Award. for service to the First Amendment. sponsored
by Scripps Howard Fowrdation. Information; SHF,
1100 Central Trust Tower. Cincinnali. 45202

Feb. 19-20--Broadcast Financial Management Asso-
clntion board meeting. Loews Anatole hotel. Dallas.

Feb. 19-21—Country Radio Seminar, sponsored by
Country Radio Broadeasters. Opryland hotel. Nash-
ville. Information: (615) 327-4488

Feb. 19-21—Howard Uiiversity’s School of Commu-
nications’ annual  communications conference.
Theme. “Leadership and Power Through Communica-
tions.” Howard campus. Washington. Information:
(202) 636-7491.

Feb. 23-25--Annual National Association of Broad-
casters state leadership conference. formerly called
state association presidents and executive directors
conference. JW Marriott. Washington. Information:
(202) 429-5310.

Feb. 23-25—Kentucky Broadcasters Association trip
to Washington for NAB's annual state leadership con-
ference (see item above).

m Feb. 24-25—-Association of National Advertisers
felevision and media workshops. Marriott Marquis,
New York. Information: (212) 697-5950.

m Feb. 28-March 2—Association of Filn Conumnis-
gioners second annual trade show. “Location Expo
'87." to exhibit “location filming advantages that each
commission has to offer producers of theatrical feature
films, TV movies and mini-series and commercials.”
Held in conjunction with American Film Market, Feb.
26-March 6. Beverly Hilton. Los Angeles. Intormation:
(213) 275-3400.

e
March, 1987

March 2-3 - "First Amendment Values in Space: Free-

™

dom of Communications and the New Space Technol-
ogies,” symposium sponsored by Cathelic University.
Washington. and funded by Capitai Cities Foundation
of CapeitiesiABC Ine. CU campus. Washington. Infor-
mation (202) 635-5600.

March 2-4—SPACE/STTI convention, sponsored by
Salellite Television Industry Association. Ballys. Las
Vegas. Information: (703) 549-6990.

March 58—/ nternational Radio and Television Sociely
annual Gold Medal banquet. Waldorf-Astoria. New
York.

March 5—Television Burean of Adveriising regional
sales training conference. Dutch Americana. Orlando.
Fla. Information: (212) 486-1111.

March 8—Television and ethics conference sponsored
by Emersan College and National Acadeniy of Televi-
sion Arts and Sciences. Boston/New E ngland clapter.
Marriott hote!, Copley Place, Boston (617) 578-8615.

March 10—International Radio and Televigion Soci-
ety “Second Tuesday” seminar. Viacom conference
center. New York. Information: (212) 867-6650.

March 10-13—Auadio Engiveering Sociely conven-
tion. Queen Elizabeth Il conference center. London.
Information: (212) 661-8528.

March 15-16—West Virginia Broadeasters Associ-
ation spring meeting. West Virginia Marriott hotel.
Charleston. W Va.

March 17—Presentation of 27th annual International
Broadcasting Awards honoring "world's best television
and radio commercials. sponsored by Hotlywoud Ra-
dio and Television Society. Century Plaza hotel. Los
Angeles.

March 19— Television Bureaw af Adreytising regional
sales training conference. Airport Holiday Inn. Port-
land. Ore. Information: (212) 486-1111.

OpenaMike

AM warning

EDITOR: About 20 years ago, Congress
reacted to industry and FCC pressure and
passed a law mandating that all television
sets had to have built-in UHF capabilities.
This effectively brought UHF stations closer
to a par with VHF than the previous situation
when most TV sets had only channels 2-13,
and an extemal converter was needed for
UHFE The new law saved UHF at a time that
many of the original UHF licensees had giv-

SUSPICIONS

CONFIRMED
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en up because of a lack of viewers.

We believe the time has come when the
industry and the FCC should press Congress
to mandate in a similar way that all radio
receivers should have both AM and FM ca-
pabilities. Without this, we could see a time
in the future when FM-only radios would be
common, and AM could be dealt a mortal
blow. The American people deserve the free-
dom of choice of programs from AM sta-
tions as well as FM stations. and this would
help to assure this.

If it were in the public interest to require
that both VHF and UHF television stations
must be tunable on all TV receivers, it is
likewise in the public interest to require than
both FM and AM stations must be tunable on
all radio receivers.—Cary Simpson, Alle-
gheny Mountain Network, Tyrone, Pa.

Not by RTNDA

EDITOR: The headline on a story in the Oct.
13 issue—"RTNDA survey probes news at-
titudes”—incorrectly implied, I'm afraid,
that the survey referred to was done by or for
the Radio-Television News Directors Asso-
ciation. Such was not the case. As the text of
the article correctly states, the survey was
conducted by Broadcast Audience Behavior
Research, Lid. at the RTNDA convention in
Salt Lake City. But the survey was not re-
quested by, sponsored by or endorsed in any
way by the association. BABR was at the
convention as an exhibitor and decided to
conduct the survey in that capacity.—Ernie
Schultz, executive vice president, RTNDA,
Washington.

Another example

EDITOR: Unless my powers of observation
have failed me completely, within a week
after the time that smokeless tobacco pro-
ducts were banned from broadcast stations
all over the country, those same commercials
appeared on cable channels all over the
country. In our market, that means about
64% of the homes were getting the same
commercials on the same TV sets, but on a
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Le Parc offers you a great luxury suite
even when your budget affords
a good hotel room.

t Le Parc Hotel we
believe in business.
And good value is good
business. All 154 luxury
suites at Le Parc come
equipped with multi-lined ™=
telephone systems. Each
suite provides for a com-
fortable conversation/
entertainment center
separate from the sleeping area. And, 1fyour in-suite faalmu still arent
sufficient for your company, our conference rooms and multi-lingual staff
are there to run things your way.
We also believe in relaxation. That's where the rooftop tennis court
comes in, and the swimming pool, the spa, the gym, the private
G ey restaurant/bar and the
in-suite gourmet food
service.
ood business also
dictates a good
location. Ours is excel-
lent: a quiet residential
street at Melrose and
La Cienega, imme-
diately adjacent to
Beverly Hills. The recording, movie and design
industries are our neighbors and downtown is
only 20 minutes away.
e Parc is a member of LErmitage
Hortels. Our flagship Beverly Hills hotel,
L'Ermitage, is the only all-suite Five Star, Five
Diamond hotel in America.  pERMITAGE HOTELS, 800-424-4443
All five LErmitage hotels
are intimate, luxury, all-
suite hotels and share the
L'Ermitage standards of

quality and service. MONDRIAN BEL AGE
C ontact YOUI' travel agent LE PARC EERMITAGE LE DUFY
or call us directly. You'll

find out how comfortable A COHCCtiOﬂ Of ()I'lgll'l'a.lsﬁM

good business can really be.  Ouside the Usa and Canada Telex 4955516 LEGG
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different channel number.

We already have one double standard. Ca-
ble channels present much more adult mate-
rial than we are permitted to present, with
the result that, in our industry, we often ab-
solutely ruin, for many people, movies al-
ready seen in the theater that they want to see
again on TV.

[sn’t it time that our government began to
realize that there isn’t a shortage of channels
any more; that there is tremendous diversity,
and that traditional broadcasters should not
be handicapped in this competition?—Rob-
ert C. Wiegand, executive vice president and
general wmanager, wpPEC-TV West Palm
Beach, Fla.

Program standards

EDITOR: [ was dismayed to see a comment
attributed to Reed Irvine concerning a con-
versation he had with me which appeared in
your article titled “PBS to study program
practices” in the Oct. 27 issue of BROAD-
CASTING. The comment, if accurately re-
ported, said that I told Mr. Irvine that the
“objectivity and balance” provision of the
Corporation for Public Broadcasting pro-
gram production contracts had been re-
moved.

The statement is a total fabrication. CPB’s
position on “objectivity and balance” has
been consistent since the U.S. Court of Ap-
peals decision in the AIM v. CPB case in
1975. That position has been and continues
to be reflected in the CPB production con-
tracts.—Paul E. Symczak, acting general
counsel and secretary, CPB, Washington.

Editor’s note: The comment was accurately reported.

Obscenity question

EDITOR: Barry Lynn, legislative counsel for
the American Civil Liberties Union, is well
aware that obscenity laws are based, in part,
on community standards, and therefore, he
attempts to attribute the low priority of ob-
scenity prosecutions to the people rather
than misguided law enforcement officials.
Referring to stolen TV sets, Lynn says:
“Most people want their TV sets back before
they want to prosecute the pornographer.”
(“Attorney General Qutlines Justice Action
on Pornography,” [BROADCASTING, Oct
271).

First of all, the people of this country are
so up in arms over the low priority assigned
to obscenity prosecutions and have orga-
nized to such an extent that Lynn himself
admitted in U.S. News & World Report of
March 10 that “It is unlike anything we have
seen in the past decade.”

Second, Americans surely can expect
their law enforcement agencies to keep more
than one ball in the air at a time and to have
the resources to investigate both the TV thief
and the community standards thief, the por-
nographer.

Third, if federal prosecutors do not hold
the line against the broadcasting of indecent
and obscene material, [ suspect the theft of a
TV set will not be met with a demand for
prosecution, but rather with a sigh of: “Good
riddance!”—Retty Wein, freelance writer,
New York.
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Dj IS
’
r z
14

— AND
HEADED
YOUR WAY.

Tom Joyner, who's been pulling big numbers mornings at KKDA-FM,

' Dallas and afternoons on WGCI-FM, Chicago, is now ready to explode
every weekend on your station with his new national show . . .

ON THE MOVE.

This three-hour weekly entertainment program
spotlights Tom's own brand of comedy, superstar
interviews, the top 25 urban hits of the week
and today's hottest production.

For more information and a demo
tape, call Bob Leeder in New York
at (212)975-6085 or Steve Epstein
in Los Angeles at (213) 460-354/

CBS Radio Prog-ams reserves the Produced and Created by Ron Cutler Praductions.

right of final selection of affiliates.
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1 TOP OF THE WEEK

Election ’86: The once and future political picture

The Fifth Estate had more than a passing interest in last Tuesday’s election reports. Most
conspicuously, the veturn of the Senate to Democratic control—and the anticipated ascension of
Ernest Hollings to chairmanship of the Senate Commerce Committee—presaged a change, if not a
revolution, in telecommunications policy (no enemy of broadcasters, H ollings s nevertheless
antideregulatory and pro-fairness doctrine, to cite two important departures from current trends).
The House, too, will sport new telecommunications leadership, but of a sort Fifth Estaters are used
to. Broadcasters last week were players as well as onlookers to the election process, to the extent of
carrying the news to the nation—as well as having been the principal distributor of campaign
messages among the electorate. Both roles would be the subject of future debate.

Democratic victory brings Hollings to the forefront

With GOP losing Senate majority,
Democrat from South Carolina is
expected to become chairman

of Commerce Committee; better
picture of committee makeup
expected after Nov. 20 party election

The shift from a Republican to a Democratic
majority in next year's Senate isn't expected
to have a dramatic impact on policy affecting
the Fifth Estate. That seemed to be the con-
sensus among Washington communications
lobbyists after analyzing the results of last
Tuesday’s general election. The Democrats’
Senate victory will obviously alter the lead-
ership and makeup of the Commerce and
Judiciary Committees that oversee telecom-
munications and copyright issues, respec-
tively. And other changes will occur because
of the election of 13 new senators (11 of
them Democrats), the retirement of some
lawmakers and the defeat of several incum-
bents. But the general view expressed from
representatives of the broadcasting and cable
industries was that the new Senate ratio (55
Democrats to 45 Republicans) will probably
have little influence on the development of
telecommunications policy in that chamber
which for the most part has been established
by bipartisan coalitions.

That’s not to say that 4 new communica-
tions agenda won't emerge under the guid-
ance of South Carolina Democrat Senator
Ernest Hollings, who is certain to chair the
Senate Commerce Committee next year. But
Hollings. who headed the Communications
Subcommittee in the late 1970%. and has
been ranking minority member on Com-
merce since 1983, is no stranger to commu-

nications issues. “Hollings is a well known
quantity,” as one lobbyist noted.

“By and large we work well with Holl-
ings.” said John Summers. the National As-
sociation of Broadcasters senior executive
vice president for government relations. In
the past, Hollings has supported broadcast-
ing deregulation and this year he backed
broadcasters’ efforts to persuade the FCC to
reinstitute new must-carry rules. However,
elimination of the FCC’s political broadcast-
ing rules is one matter where Hollings and
NAB clearly part. Despite that difference,
Summers didn’t anticipate any other major
clashes with the new committee chairman.

Holiings
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Hollings may favor lifting some of the
broadcasting industry’s regulatory burdens,
but only to a degree. He supports repeal of
the comparative renewal process, but he
doesn’t believe the marketplace is fully com-
petitive and feels a need for the FCC''s multi-
pie ownership and crossownership rules.
Moreover, some Hill observers think the
prospects for broadcasting deregulation cer-
tainly won’t improve under Hollings and that
whatever legislation NAB pushes, as one
source said, “they won’t get anything out of
him [Hollings] without a trade-off.”

For cable, Hollings’s chairmanship
doesn’t seem to pose any serious problems.
Perhaps what’s even more significant for ca-
ble is the election of House Telecommunica-
tions Subcommittee Chairman Tim Wirth
(D-Colo.) to the Senate. Wirth is a strong
ally of the industry and is apt to continue that
role. There has been some speculation that
Wirth will want a seat on the Senate Com-
merce Committee. But some sources feel
he'll establish his niche in the Senate on
other committees and still take a keen inter-
est in telecommunications. Wirth was in a
near dead heat with Representative Ken
Kramer (R-Colo.), winning the election
with 51% of the vote. Another House Com-
merce Committee member elected to the
Senate was Barbara Mikulski of Maryland.

“We’ve had a long and fruitful relation-
ship with Hollings,” said James P. Mooney,
president of the National Cable Television
Association. Mooney doesn’t expect that
will change nor did he think a Democratic
majority would affect the cable industry any
differently than when the Republicans ran
the Senate. “We have always regarded our
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issues as being bipartisan in the sense that
thay don’t cut across party lines. As a result
we always have had good relations with both
sides.”

In fact, cable may be in better hands with
Hollings at the committee’s helm. He was a
co-sponsor of the cable deregulation bill
adopted by Congress in 1984. In general, the
switch from the current chairman, Missouri
Republican John Danforth, to Hollings was
considered a plus for cable. Danforth
seemed less sympathetic toward cable when
it came to the ban on telephone-cable cross-
ownership. He even suggested that lifting
the ban should be considered to inject com-
petition into the cable industry.

Danforth was also working with Senate
Majority Leader Robert Dole (R-Kan.) on
legislation that would transfer the regulation
of the Bell operating companies (under the
modified final judgment [MFIJ] that resulted
in the breakup of AT&T) from a federal court
to the FCC. Cable feels that such a move
might pave the way for the BOC'’s entry into
all types of information services, including
cable television. The BOC’s are currently
barred from entering the informations ser-
vices by the MFJ as well as the crossowner-
ship statute in the Cable Communications
Policy Act of 1984.

Most observers feel the bill, if it’s re-
vived, will face a more difficult time next
year under Hollings’s leadership. The sena-
tor is said to have serious reservations about
the telephone legislation. Moreover, Dole
introduced the measure at the behest of the
White House and Attorney General Edwin
Meese. And as one lobbyists noted, a Demo-
cratic Senate “will think twice about what
Ed Meese wants.” It maybe that telco-cable
crossownership debate will shift to the
House, said one source.

As for the Senate fight involving the de-
velopment of a competitive marketplace for
the backyard dish industry (the so-called
scrambling debate}, Hollings expressed
some concern about possible anticompeti-
tive practices within the cable indusiry. Nev-
ertheless, he was not very active on the issue
and it is uncertain where he might stand if
the matter resurfaces next year. Cable can
expect at least some heat on the issue from
Senator Al Gore (D-Tenn.) who will stay on
the Commerce Committee.

For public broadcasters, Hollings couldn’t
be a more welcome choice. He has been its
champion and was a moving force in insur-
ing final passage of the authorizing legisla-

=

tion for the Corporation for Public Broad-
casting. He is on the record opposing the use
of limited advertising on public stations and
was the author of language in a funding mea-
sure that prohibits the VHF public stations
from swapping their channel assignments
with UHF commercial stations for money.

There are still other communications is-
sues that Hollings may examine next year.
Among those mentioned is an interest in see-
ing greater participation by minorities in the
broadcast marketplace. The senator may
also delve into the coniroversy surrounding
negative political ads.

Just how much time Hollings will devote
to communications matters is not known.
There will likely be other issues that will
dominate his agenda, including passage of
trade legislation and a reexamination of air-
line deregulation. Furthermore, Hollings’s
activity on the Budget Committee could in-
crease as the Democrats struggle over bud-
get priorities with the Reagan administra-
tion.

If anything, a Democratic Senate changes
the political environment for the FCC (see
story, 49). “It certainly will slow the FCC
down,” a source said. Moreover, Hollings is
said to “distrust” FCC Chairman Mark
Fowler even more than Danforth did and will
ride herd on the commission not only in his
capacity with Commerce, but as chairman of
the Appropriations subcommittee that over-
sees the FCC. Hollings is expected to take
over from Warren Rudman (R-N.H.) who
has held that position. “Fowler should have a
renewed appreciation for how nice he had it
under the Republicans,” said one Senate
aide.

Hollings’s role may also intensify if he
chairs the Communications Subcommittee,
which remains a possibility. If he doesn™t
assume that post, next in line is Senator Dan-
iel Inouye (D-Hawaii). If Inouye opts for
another subcommittee assignment that
leaves Wendell Ford (D-Ky.) who might take
the seat.

A better sense of how the committee will
shake out should come in focus after Nov.
20, when the Senate chooses its party lead-
ers. Following that decision, the process of
determing the ratio of Democrats to Republi-
cans on each committee as well as commit-
tee chairmanships and assignments will be-
gin. Currently, there are nine Republicans
and eight Democrats on Commerce, but as a
result of last week’s election, that ratio could
change with Democrats gaining two seats

and Republicans losing one.

Not only will Commerce be headed by a
Democrat but the composition will change
due to three new vacancies, two created by
the retirement of members Barry Goldwater
(R-Ariz.) and Russell Long (D-La.) and one
by the defeat of Senator Slade Gorton (R-
Wash.}. Brock Adams, former transporta-
tion secretary under President Jimmy Carter,
beat Gorton by a 2% margin. The rest of the
incumbents up for re-election are returning
to Congress. They include: Bob Packwood
(R-Ore.) and Robert Kasten (R-Wis.). Kas-
ten held onto his seat with 52% of the vote.
On the Democratic side, Hollings, Ford and
Inouye won handily.

On the Judiciary Committee, the new
chairman is expected to be either Edward
Kennedy (D-Mass.) or Joseph Biden (D-
Del.). Kennedy, who is in line for the post,
hasn’t announced whether he’ll head Judi-
ciary or the Labor and Human Resources
Committee. Copyright issues are not consid-
ered a high priority with either senator. What
is even more unclear is whether Judiciary
will reinstitute the Copyright Subcommittee
next year because its chairman, Charles
McC. (Mac) Mathias (R-Md.), retired from
the Senate. On top of that, some members
think the number of subcommittees (there
are eight) should be reduced. If the copy-
right subcommittee stays in business, its
Democratic chairman would probably be
Patrick Leahy (D-Vt.).

Judiciary will have several new members
next year due to the vacancies created by
Mathias and Senator Paul Laxalt (R-Nev.),
who is also retiring. The defeat of Jeremiah
Denton (R-Ala.) and James Broyhill (R-
N.C.) also results in additional openings on
the committee. Denton lost to Representa-
tive Richard Shelby (D-Ala.}, who is a
member of the House Energy and Commerce
Committee. Broyhill was defeated by for-
mer North Carolina Governor Terry Sanford,
a Democrat. Sanford’s election is good news
for public broadcasters. He served on the
Carnegie Commission on Educational Tele-
vision which issued a report leading to the
establishment of public broadcasting. Broy-
hill, who had been ranking minority member
of the House Energy and Commerce Com-
mittee, was appointed to the Senate to fill
out the term of the late John East (R-N.C.).
Among those Judiciary Committee members
that won re-election were: Charles Grassley
(R-Iowa}, Arlen Specter (R-Pa.) and
Leahy. g

Wirth leaves door open for Markey, et al

Massachusetts representative

seems to be leading candidate

for chairmanship of House
Telecommunications Subcommittee;
otherwise, 86 was year of incumbents

Last week’s general election provided few
surprises in the House of Representatives.
The makeup of key House committees will
change next year but not enough to make a
difference in the establishment of communi-
cations policy. With the exception of House

Markey

Wirth
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Telecommunications Subcommittee Chair-
man Tim Wirth (D-Colo.), the same players
that influenced copyright and telecommuni-
cations policy in the 99th Congress will be
back for the 100th. (Unlike the Senate,
where only 34 seats were at stake, all 435
seats were up in the House.)

On the subcommittee’s parent, Energy
and Commerce Committee, John Dingell
(D-Mich.) will remain chairman, and Nor-
man Lent (R-N.Y.) will be ranking minority
member. The election, however, resulted in
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five vacancies on the committee. Three were
on the Democratic side due to the elections
of Wirth, Representative Richard Shelby of
Alabama and Barbara Mikulski of Maryland
to the Senate. The Republicans have two
seats open on the committee. One vacancy
was created by the appointment earlier this
year of James Broyhill (R-N.C.) to the Sen-
ate seat that he lost last week (see story, page
47), and the other resulted because Rep-
resentative Fred Eckert (R-N.Y.) lost his bid
for re-election.

The ratio on the committee, 25 Democrats
to |7 Republicans, should remain about the
same. There is a possibility that the Demo-
crats might pick up an extra seat. (The
Democrats have held the majority in the
House since 1954, They gained at least nine
seats in last Tuesday’s election.) The com-
mittee and subcommittee assignments will
occur next January after Congress recon-
venes.

Eckert was the only Commerce Commit-
tee member not re-elected. Those on Com-
merce returning to Congress: Dingell; James
Scheuer (D-N.Y.): Henry Waxman (D-Ca-
lif.); Philip Sharp (D-Ind.); James Florio (D-
N.J.). Edward Markey (D-Mass.); Thomas
Luken (D-Ohio); Doug Walgren (D-Pa.); Al
Swift (D-Wash.): Mickey Leland (D-Tex.);
Cardiss Collins (D-IIl.); Mike Synar (D-
Okla.); Billy Tauzin (D-La.); Ron Wyden
(D-Ore.); Ralph Hall (D-Tex.); Eckart;
Wayne Dowdy (D-Miss.); Bill Richardson
(D-N.M.); Jim Slattery (D-Kan.); Gerry Si-
korski (D-Minn.); John Bryant (D-Tex.);
Jim Bates (D-Calif.); Lent; Edward Madi-
gan (R-IIl.); Carlos Moorhead (R-Calif.);
Matthew Rinaldo (R-N.J.); William Danne-
meyer (R-Calif.); Bob Whittaker (R-Kan.);
Thomas Tauke {R-lowa); Don Ritter (R-Pa.);
Dan Coats (R-Ind.); Thomas Bliley Jr. (R-
Va.); Jack Fields (R-Tex.); Michael Oxley
(R-Ohio); Howard Nielson (R-Utah); Mi-
chael Bilirakis (R-Fla.), and Dan Schaefer
(R-Colo.). There is no reason to believe that
most if not all of the congressmen will re-
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claim their seats on Commerce.

The most significant change in the House
will be the selection of a new Telecommuni-
cations Subcommittee chairman. There is
considerable conjecture over who will take
that post. Markey is the front runner, but
there are reports of others interested in lead-
ing the subcommitte including Sharp and
Florio (BROADCASTING, Oct. 27). Sull an-
other factor that will affect the subcommit-
tee’s composition is the possibility that its
jurisdiction over consumer protection and fi-
nance issues would shift to other subcom-
mittees. Telecommunications might stand on
its own or become part of another subcom-
mittee.

Even fewer changes are expected to occur
in the makeup of the House Judiciary Com-
mittee or its Copyright Subcommittee. Rep-
resentative Robert Kastenmeier (D-Wis.),
who chairs the copyright subcommittee, was
re-elected. All the other Democrats on the
subcommittee are coming back: Jack Brooks
of Texas; Romano Mazzoli of Kentucky;
Mike Synar of Oklahoma; Patricia
Schroeder of Colorado; Barney Frank of
Massachusetts; Bruce Morrison of Con-
necticut; Howard Berman of California. and
Rick Boucher of Virginia.

On the Republican side, the seat held by
Representative Thomas Kindness, of Ohio,
who ran for Senate and lost, is vacant. The
rest of the subcommittee’s minority mem-
bers were re-elected: Carlos Moorhead of
California; Henry Hyde of Illinois; Michael
DeWine of Ohio, and Patrick Swindall of
Georgia. The race between incumbent sub-
committee member Howard Coble (R-N.C.)
and his Democratic challenger Robin Britt
was too close to call.

Among the newly elected congressmen
was Republican Fred Grandy, known for his
role as “Gopher Smith” on the Love Boat
television series, who defeated Democrat
Clayton Hodgson for lowa’s sixth congres-
sional district. A number of new candidates
with ties to the broadcasting industry ran for

office but were not elected. They included:
Republican Mel Richardson formerly with
KIDK(TV) Idaho Falls, who lost in Idaho to
incumbent Richard Stallings (D-Idaho); in
New Jersey, Democrat John Wydra of wCBs-
AM-FM New York was defeated by incum-
bent H. James Saxton, and Stuart Epperson
of Stuart Epperson Siations, Winston-Sa-
lem, N.C., which operates six AM’s and one
FM, lost to Democratic incumbent Stephen
Neal in North Carolina’s fifth district. Also,
Timothy Sharp, with wSAZ-Tv Huntington,
W. Va., failed to unseat incumbent Demo-
crat Bob Wise for the state’s third district.

One newcomer to the House is Democrat
Kweisi Mfume, a talk-show host with non-
commercial WEAA(FM) Baltimore, who was
elected to represent Maryland’s seventh dis-
trict. Among the incumbents connected to
the broadcasting industry who were re-elect-
ed: former lowa farm broadcaster with
KMA(AM) Shenandoah, Republican Jim Ross
Lightfoot; California Republican Bob Dor-
nan, a former news commentator with
KTLA(TV) Los Angeles; Republican Jan
Meyers of Kansas, who is married to Louis
{Dutch) Meyers, local sales manager,
KCTv(Tv) Kansas City, Mo.; Al Swift (D-
Wash.), former news and public affairs di-
rector, KvOs-Tv Bellingham, Wash.; Rod
Chandler (R-Wash.), one-time reporter at
KOMO-Tv Seattle, and Claudine Schneider
(R-R.1.), one-time public affairs host for
WIAR-TV Providence.

Several of the returning congressmen are
owners of broadcast properties, including
Wayne Dowdy (D-Miss. ), part owner of five
radio stations in Mississippi, Georgia and
Arkansas, and Nick Rahall II (D-W.Va.},
who is principal owner of WTNIFM) Mount
Hope, W.Va. Another broadcaster who isn't
on the new congressional roster is Represen-
tative Cecil Heftel (D-Hawaii), who stepped
down to run for governor; he lost in the pri-
mary. Heftel owns H&W Communications,
a Honolulu-based group owner which owns
two AM’s and three FM’s. a

FCC placid over new Democratic Senate

Fowler not sorry to see control

of Commerce Committee pass from
Dantorth to Hollings, although
Hollings is expected to keep tighter
rein on FCC deregulation;

one casualty for FCC: its wish for
Congress to kill fairness doctrine

What impact the Democratic takeover of the
Senate will have on the FCC remains to be
seen. But as of last week, the mood among
decision makers at the commission appeared
oddly buoyant, particularly since other ob-
servers seemed (o be wondering whether a
dercgulatory era hasn’t just passed. | don't
see any great chunges, becausc we have had
great relationships with the Democrats,”
said FCC Chairman Mark Fowler.

A seemingly ebullient Fowler also vehe-
mently denied rumors suggesting that the
change in Senate leadership might be the
final nudge that persuaded him to move on to
other things. Fowler, who has been serving

without Senate confirmation since his pre-
vious term expired last June, told BROAD-
CASTING his nomination would be forwarded
to the Senate Commerce Committee after the
new Congress convenes in January, and that
he intended to seek confirmation. “That’s
nothing new,” Fowler said.

He wouldn’t say how long he intended to
continue to serve. But he made no secret of
his desire to see Congress pass a law trans-
ferring jurisdiction from the courts to the
FCC over what lines of businesses the Bell
operating companies may enter. The pre-
vious version of that bill, widely perceived
as a Republican initiative that had its gesta-
tion in the White House, is dead. But Fowler
believes it important to seek approval of a
recast. repackaged version of that bill. with
a “bipartisan coalition™ behind it. “That’s a
reason for mie to stick around.” Fowler said.

That Fowler would not appear overly sad-
dened that the reins of the Commerce Com-
mittee will transfer from Senator John Dan-
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forth (R-Mo.) to Senator Ernest Hollings (D-
S.C.) is not surprising. The friction between
Danforth and Fowler over the FCC’s must-
carry proceeding was not a secret, and it is
said Danforth didn’t trust Fowler. “In some
respects, the staff of Senator Hollings has
been more helpful than Senator Danforth’s,”
one FCC source said.

(Thomas Cohen, Hollings’s chief commu-
nications aide, is a former FCC employe
who is respected and liked by commission
personnel.)

Hollings. on the other hand, is expected to
keep a tighter leash on FCC deregulatory
activities than his Republican predecessors.
He has been quoted as saying that airline
deregulation had turned him into a “born-
again regulator” and he has been heard to
complain that since the airlines were deregu-
lated, he hasn’t been able to get direct flights
from Washington to his home in Charleston,
S.C.

One obvious casualty of the changing of
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the guard is the FCC’s request that Congress
provide for the elimination of the fairness
doctrine and other broadcast content regula-
tion. A well-placed FCC official thought the
Democrats, instead of simply ignoring the
commission’s request as the Republican-
controlled Senate has done in the past,
would be more likely to try to pass a bill
casting the doctrine in legislative concrete.
“I think it's a sad day for the First Amend-
ment,” the FCC official said. If the effort to
get Congress to eliminate the fairness doc-
trine was “comatose before the elections,”
said Bill Russell, a former aide to FCC
Chairman Fowler and now a private commu-
nications consultant, “you can call the coro-
ner now.”

Russell also predicted the Democratic
takeover would breathe new life into efforts
to pass laws providing for free access for
federal candidates on TV, regulating chil-
dren’s television, prohibiting negative politi-
cal advertisements and resurrecting the
FCC’s antitrafficking rules. Russell also
thought Congress would attempt to legislate
through the FCC’s appropriations bills. “For
broadcasting, meaningful deregulation from
the FCC is dead,” Russell said.

Added Andrew Schwartzman, executive
director of the Media Access Project: “I
think there will be very little sentiment in the
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new Congress for any deregulation in the
mass media area until the FCC demonstrates
that it will do a responsible job of enforcing
the rules that remain on the books.”

What effect the transfer of power will
have on the FCC’s freshest hot issue—
whether it should continue granting licens-
ing preferences to minorities and females-—
also remains to be seen. Senator Bob Pack-
wood {R-QOre.), who would have chaired the
Senate Communications Subcommittee had
the Republicans retained their majority, is
said to have had a strong distaste for such
preferences.

The transfer in control of the Senate
would also appear to dim whatever hopes
Commissioner Mimi Dawson entertains of
succeeding Fowler as chairman. As long as
the Republicans remain in the Senate minor-
ity, her mentor, Packwood, will be bereft of
the power and leverage attendant to one who
sits as a chairman of an important Senate
committee. But, said one source, “never un-
derestimate Mimi or her network of friends.”

All in all, a broadcast industry source said
that with the Democrats in the driver’s seat
in Congress, the FCC would be “under more
intense scutiny.” But this source also seemed
to imply that won't be such a loss at this
time. “They [the FCC] have already done
about as much as they can.” a

Election coverage:
The long and the short of it

ABC, NBC cut back coverage

of election night, breaking

traditional network pattern of
nonstop coverage in prime time;

CBS sticks with continuous coverage;
ABC wins ratings race, but CBS gets
vote of television critics

For many vote counters, the major story of
the 1986 off-year elections was who would
take control of the Senate—the Democrats
or the Republicans. But also of added sig-
nificance this year was election coverage. At
atime when cable services are competing for
national and international audiences, and
more individual stations have increased their
reporting efforts, often covering the races of
particular interest to their audiences with the
help of satellite services. two of the three
broadcast television networks moved in a
new direction.

Of ABC, NBC and CBS, only CBS
stayed with the tradition of providing wall-
to-wall live coverage from 8 p.m. to 2 a.m.
(with time out for local news) last Tuesday
{Nov. 4). ABC and NBC scaled back their
election efforts substantially, offering inter-
mittent reports throughout the evening, fol-
lowed by hour-long live election specials be-
ginning around 10 p.m., with additional
updates and coverage around 11:30 p.m.
Each network felt it had served the public
equally well.

ABC’s Jeff Gralnick, vice president and
executive producer of special programing,
said afterward that “basically, we set out to
do something and we think what we set out

to do was right and we think we accom-
plished it, especially the way story turned
out—with the Senate story finally beginning
to come together some time after 9:45.”
{ABC began its election special, The 86
Vote, anchored by Peter Jennings and David
Brinkley, at 9:43 p.m. [NYT].} Gralnick
said he didn’t think the story became “inter-
esting” until “about the time we went on the
air, because from 7 p.m. on, there was no
clear trend, no clear sense of what was going
to happen to the Senate.” ABC was satis-
fied, he said, that “what we did was correct.
We thought it was correct going into it, and
we think it is correct coming out of it, for an
off-year election.”

“The viewer was served. They got all the
information they needed,” said Paul Green-
berg, NBC News senior executive producer
who was in charge of NBC’s televised elec-
tion coverage, anchored by Tom Brokaw
with John Chancellor providing commen-
tary and analysis. NBC, which aired several
live one-minute and four-minute reports be-
fore its special broadcasts began at 10 p.m.,
“came in when the story was there,” Green-
berg said, adding that “if you went all night,
you came in when there was no story.” NBC
had “a plan and lived up to it,” he said. The
network’s coverage included interviews,
“the trends, the economic story, the commer-
cial story—we did everything,” Greenberg
said.

Asked if he would have liked more time to
develop the story, Greenberg said *‘probably
not.” NBC got all of its interviews on, and
“ran just about every square inch of tape that

Broadcasting Nov 10 1986
50

we had. If we had had more time, we would
have talked more about the same things.”

CBS News President Howard Stringer
said the day after the election that for those
who “persist in the feeling that there was no
editorial reason to cover the election in that
detail, we certainly stand by our feeling that
this is a window on America that. . .the au-
dience and network share together, and a
very important one. And I don’t think any-
thing that happened—the fact that we may
end up three share points behind NBC's en-
tertainment lineup—is a reason not to do it
again, because if quantity, that is to say the
ratings, is the only reason for doing any-
thing, then we’re as good as admitting that
as a network, we have no other responsibil-
ities but circulation,” Stringer said.

CBS’s wall-to-wall coverage “cost CBS
millions,” Stringer said, in terms of the
money spent on the set, “much less the cost
of lost revenues, incoming revenues and all
the rest of it.” However, CBS’s “commit-
ment was there,” Stringer said. “The fact of
the matter is, it’s sweeps month, and if by
losing the night, we brought down the enter-
tainment average for the whole week, and
the network knew that and agreed to do it
anyway, that’s an extraordinary commitment
for which we in the news division are very,
very grateful,” he said.

“It’s hard on the finances this year, it’s
tough on the entertainment schedule, and in
some instances, it’s tough on the affiliates,
but the election is that rare moment when we
function as a true network, bringing the na-
tion together to share in the electoral pro-
cess. And if 10 million people can share in
the political process for three or four hours
on one evening, then that means we've
earned our license to be on the airwaves,”
Stringer said.

(Perhaps as much an indication of rising
morale at CBS, as well as a sign of its new
budget-consciousness, the CBS election
night staff, anchor and correspondents fin-
ished off the event with a party until almost 4
a.m., “quaffing white wine,” Stringer said.
“Now in the old days we might have been
able to afford champagne, but we’ll settle for
white wine,” he said.)

Is this a pattern for future off-year election
coverage by the networks? Gralnick and
Stringer would not venture to say. Green-
berg, however, said that he “would tend to
think so0.” Assuming the leadership of NBC
remains as it is, “I think we’re thinking this
is the way to do it,” he said, adding: “Times
are changing and we have to change with the
times in terms of programing and in the way
we look at events. The answer can no longer
be ‘we always did it that way,” " he said.

And what did the viewers want? If one
goes by the national average ratings from 8
p.m. to 11 p.m., the answer appears to be
ABC’s prime time schedule, which began at
8 p.m. (NYT) with Who’s the Boss, followed
by Moonlighting, and its election special at
9:43 p.m. According to Nielsen, ABC re-
ceived a 15.8 rating, 25 share for that time
period, followed by NBC (which began with
Matlock followed by Crime Story) with a
12.6 rating, 19 share, and CBS’s 9.0 rating,
14 share for its continuous election cover-
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age.

At 10-11 p.m., according to Nielsen, the
three networks’ election coverage showed
ABC leading with a 9.3/16; CBS with an
8.8/15, and NBC with a 7.8/14. (At 10:30-
H p.m., CBS led the half hour with an
8.9/16, followed by ABC's 8.5/14 and
NBC’s 7.6/14. according to Nielsen.) Also
of note, on cable, a Cable News Network
spokeswoman said CNN’s ratings doubled
over last month, garnering a 1.9 rating for
the 8-11 p.m. election night time period,
compared 10 a .9 average for that time period
in October.

As for atfiliate reaction to their network’s
coverage. Thomas B. Cookerly, president
and general manager of WILA-TV Washing-
ton. was pleased with the ratings the ABC
plan generated for the station. With Moon-
lighting as the lead-in, he said, WILA-TV led
the other network affiliates in the market in
ratings for election coverage, from 9:30
p.m. to [l p.m. But he was not sure that was
all that was important. “Personally,” he said,
“I would have preferred an earlier start on
the election coverage.

James T. Lynagh, president of Multimedia
Broadcasting Co., and head of the NBC tele-
vision affiliates’ board of delegates. was not
prepared last week to make a definitive judg-
ment on NBC's less than wall-to-wall cover-
age. “We have a responsibility to report to
the nation on how it votes. . . Elections are
the most important thing about our democra-
cy,” he said. But he added that “feedback”
from the public may indicate that while
viewers "“want to know what happened, they
don’t need it on a this-minute basis.” He also
said it may be that “the most important thing
is to report what happened and give it per-
speetive.” Lynagh said he wanted to hear
from the public and discuss the matter with
the network before making up his mind on
the matter.

Philip Jones of KCTV(TV) Kansas City,
Mo.. who is chairman of CBS’s affiliates
advisory board, was pleased with CBS's
coverage saying the network’s continuous
coverage is important “perceptionally,” for it
lets the audience know of "the news conimit-
ment by CBS.™ He added that the “unfortu-
nate part is that the rating services don't ad-
Just for these anomolies,™ in that elections
are “unusual nights” as far as viewing pat-
terns are concerned.

And for individual stations that wanted to
enhance their local coverage, Conus Com-
munications satellite service canceled its
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regular nightly news feeds and provided
“around-the-clock  transponder  access”
throughout election night for its members,
assuring them satellite access, said Michael
Dunstan. a spokesman for the company. He
said that as of the Friday before the elec-
tions, about 29 Conus members had booked
transponder access time slots through Con-
us’s master control. “Almost all Conus
members will have their Ku-band. satellite
news vehicles in use to cover election
news,” he said.

As for network coverage, CBS was joined
in staying with the election all night by CNN
and C-SPAN. CNN, whose signature has al-
ways been 10 go live “wherever news is
breaking, wherever possibie,” said execu-
tive vice president, Ed Turner, lived up to
that mandate and slayed on the air from 6
pm.to2am., and 3a.m. to5a.m., alter-
nating hourly between its two anchor teams,
Mary Alice Williams-Bernard Shaw and
Don Farmer-Chris Curle. “We may have
missed a few county commissioner races,”
Turner said, but “we were live across the
country, with more than 100 live injects
[coming into the studio] of winners, losers,
and of course. the reasons why, which is the
genuine drama of election night.”

For last Tuesday at least, CNN divided the
nation into four sections. with CNN corre-
spondents devoted to a specific region. cov-
ering the Western. Midwestern. Southern
and Eastern races, including concession and
victory speeches at campaign headquarters,
coverage from the Democratic and Republi-
can headquarters and reports from Charles
Bierbauer at the White House. Additionally,
at 2 a.m., CNN aired Showbiz Today’s E lec-
tion Special, an hour look at the different
wauys Hollywood has atfected the political

Shaw-Williams-Farmer-Curle
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arena, including the negative advertising is-
sue and those actors who have achieved suc-
cess as politicians, such as Ronald Reagan
and Clint Eastwood, a CNN spokesman
said. Between 3a.m. and 5 a.m., there was a
two-hour election wrap-up with anchors Be-
verly Williams and Patrick Emory.

Similar to the other networks, CNN’s pro-
graming included live interviews with such
guests as Pat Robertson, Robert Dole, Paul
Laxalt and Thomas (Tip) O’Neill. While
ABC claimed to be the first to air a live
interview with George Bush at 9:45-10
p.m., the Vice President was seen on CBS
and NBC as well. and in a taped interview
that aired on CNN at about 1:52 a.m.

Said Turner, of CNN's coverage: “As the
others, for their own reasons, trim [their
coverage], that’s the time when an all-news
organization should expand as much as pos-
sible™ to attract “whatever audience is there”
and because “more importantly. . .part of
the responsibility of saying you’re an all-
news network is to be wherever the story is.”

As part of its coverage last Tuesday, Turn-
er said that CNN, whose signal is carried
worldwide, responded to calls from broad-
caslers and viewers in England and the con-
tinent watching CNN’s international signal,
who wanted to see more of election night
without the voting returns. CNN plugged its
international signal into the CNN basic ser-
vice for its European viewers, Turner said.

C-SPAN began its coverage at 6 p.m.
(NYT), and stayed on the air straight
through until 3 a.m.. said C-SPAN spokes-
woman Susan Swain. Like the other net-
works’ coverage, C-SPAN’s included hav-
ing political analysts on its set offering a
perspective on the race results. C-SPAN also
had 14 cameras live, from such locations as
the Democratic and Republican national
commiitee headquarters, the Republicican
Senate Campaign Committee and the San
Diego Union newsroom, The “main feature”
of its programing, Swain said, was having
its phone lines open. C-SPAN Chairman Bri-
an Lamb moderated most of the program, at
times asking viewers who called in to de-
scribe what their local news stations were
reporting, to “be our reporters essentialiy.
Swain said the phone lines “were ringing off
the hook.”

Additionally, C-SPAN had the services of
Aristotle Industries, which volunteered its
computer and analysis services to the cable
service, providing statistical analysis on
such issues as how much money was spent
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Pictures worth 1,500 words

SOUTH DAKOTA SENATE

CBS NEWSEXIT POLL

Sophisticated computer graphics are by now a famitiar sight on
network election specials, but the lack of real-time animation Sys-
tems to illustrate late-breaking electoral news has until now kept
broadcasters from taking full advantage of the technology's poten-
tial.

CBS-TV may have broken that barrier last Tuesday Alongside the
dramatics of its flag-zooming, map-exploding election coverage
openings, the network also used an inventive arrangement of state-
of-the-art electronics to display complex up-to-the-minute animated
sequences, showing resuits of locai races and national trends as
soon as the network could report them.

Masterminding the animaticn advance was network career man
Artie Bloom. Director of the election broadcast, as well as producer-
director for 60 Minutes and most of the network's special events, 44-
year-old Bloom believes elections need graphics more than most
television programs to help “explain the story." Having handled elec-
tion coverage since 1974, he has plenty of experience trying to fit
the image to the news, and this time around he may have outdone
himself.

in the past, while slickly produced animation would often open an
election special, much of the rest of the broadcast’s graphics were
of the plainer still-image variety, except for limited-motion effects
that could be accomplished on the spot with special effects gear.
“We've always strived to get top line graphics, but the question is
‘how to get real-time graphics? * Bloom said. He found his answer
In time for last week's election coverage, starting the creative pro-
cess by first considering the technological issue—how to develop
an engineering system that would allow his team to work with live
graphics sequences—and then designing the images to fit that
process.

Central to Bloom's solution was a digital disk still storage system
Introduced in 1985 by Abekas, a California-based group of former
Ampex staffers who had been involved in the development of that
companys popular ADO (Ampex Digital Optics) system. Bloom
recognized that the Abekas digital disk recorder, although more
often used for commercial editing and off-line animation, would for
the first time allow the election broadcast to have “interactive graph-
ics,” enabling animators to splice together graphic sequences rap-
idly in any order desired, to play them backward or forward, display
still images and alse to layer images on top of each other without the
signal quality loss generally associated with such procedures. An-
other bonus of the system: it actually reduced costs by allowing
images already generated (and paid for) to be varied, effectively

creating a host of new graphic effects at littie or no additional ex-
pense.

Ultimately, the network would use four of the Abekas systems
{three of them rented) in two of its four election-night control rooms,
with raw vote tabulations and other data fed through a pair of com-
puters to operators controlling both the Abekas units and Chyron
character generators. The system'’s only limitation, a recording maxi-
mum of 100 seconds of video, was overcome by continuously recy-
cling new information into the digital recorders from one-inch video-
tape machines.

As he was establishing this new technical approach, Bloom aiso
turned to some of the business’s leading artists to develop story-
boards for the broadcast’s graphics. Among them were Chris Blum,
an independent who has directed Levi Strauss ads for some 18
years, and David Coleman, with Digital Productions of Los Angeles,
the animation firm that used its powerful Cray supercomputer to
produce the original animated images for CBS and wrote new scft-
ware to allow the material to be recorded directly on the digital video
Abekas unit, rather than on film, as is normally done. Post-produc-
tion wark to turn two seconds of images into 100 seconds ¢f anima-
tion was done with the enthusiastic support of One Pass Video in
San Francisco. Abekas worked together with the team throughout
the process.

One example of the system’s real-time capabilities (shown above
right) was its ability to identify winning U.S. Senate candidates in an
animated seguence that moved their image slightly above the level
of the loser's. To show the proper sequence as the news was an-
nounced, the Abekas system would run through a prerecorded
animated flip teaving the two candidates’ boxes at the same level,
then, depending on the winner, instantaneously splice on one of two
possible prerecorded sequences showing the victorious senator’s
rise above his opponent. The seguences were then replayed in
reverse to complete the animation.

For Bloom, who has been with CBS News since age 18, the
project was in many ways his best effort for the network. “I'm proud
of this. We achieved real-time graphics at the highest level of quality.
it's a real technical leap.” he told BROADCASTING while recuperating at
home from the long night of election coverage. Bloom won't have long
to rest, though. With increasing time necessary to prepare for such
special events, he expects to begin work on plans for the 1988 presi-
dential election year by next January. Whether he'll use the new anima-
tion process again is not clear; he says in the quest to better the
product he rarely uses a system twice.

on a given campaign, versus the number of
votes received by a candidate. (Aristotle also
provided information to ABC. with whom it
had a contract, said Aristotle’s president,
John Phillips.) The company also monitored
the election projections of ABC, NBC, CBS
and CNN for C-SPAN, noting what time
they were made and how accurate they were.

{According to Phillips, one “notable mis-
take” made in the projections last Tuesday
was when ABC and NBC both projected
Senator Jeremiah Denton (R-Ala.) the win-

ner over his Democratic opponent, Richard
Shelby. CBS, Phillips said, claimed
throughout the night that the results were
trending against Denton and for Shelby.
NBC made the projection at 8 p.m. and ABC
at about 9:30 p.m.. Phillips said. Shelby
went on to defeat Denton in Alabama, win-
ning 51% of the vote, Phillips said.)

In the matter of projections, the three
broadcast networks followed their commit-
ment to Congress not to project or character-
ize a race until the polls had closed. In states
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with multiple closing times, the networks
said they would wait until the majority of
polls had closed. CNN, which did not do
exit polling, projected races only after all the
polls had closed, it said. Perhaps conscious
of Congress’s watch on the projections, at
about 1:40 a.m. (NYT), NBC’s Tom Brokaw
noted on the air after recapping Representa-
tive Tim Wirth’s Senate victory in Colorado:
“And Senator-elect Wirth, please take note:
We did not project” that race until “well
after” the polls had closed. O
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Midterm elections bring rerun on campaign media costs issue

Money spent on broadcast time
doubles from 1982 election,

further exacerbating age-old Catch-22
for Congress, media and candidates

The names and parties of the winners and
losers last week were not the only story
emerging from the midterm elections. The
surging cost of running for office was a
prominent sidebar—particularly the costs of
television advertising. The Television Bu-
reau of Advertising estimates that candi-
dates—for offices ranging from county clerk
to governor and senator—spent up to $200
million on television spots, almost twice the
$117 million spent in 1982. And there were
signs that politicians may be thinking that
enough is enough.

Robert Squier, a Democratic media con-
sultant who had a string of victories in major
races last week—Senate contests in Florida,
Alabama, South Carolina and Arkansas and
gubernatorial contests in Michigan and Ten-
nessee, among them—is one of those who
feel Congress may be prepared to work on
legislation requiring free time for candi-
dates—if broadcasters do not provide time
voluntarily.

The amount of money required to run for
office has grown so large, he said, that can-
didates must do the fund raising them-

selves—and, he added, they don’t like it.
“Candidates don’t campaign for office any
more,” Squier said. “They campaign for the
money.” And, he noted, it is a problem for
members of both parties.

A rule of thumb on costs, Squier said, is
that 60% of a campaign’s budget is spent on
broadcast time, the remainder on everything
else, including the consultants who plan and
produce the commercials. As an example of
the magnitude of the costs involved, Squier
said Florida Governor Bob Graham, in the
Senate race in which he led from start to
finish, spent $3.5 million on broadcast time.

“If broadcasters are smart,” Squier said,
“they’ll bleed some of the money out, and
ask for self regulation. Otherwise, Congress
will do the job for them—with a meat cleav-
er.

Herbert Alexander, director of the Citi-
zens Research Foundation, which regularly
adds up and analyzes campaign spending,
agreed that campaign reform—including
costs—would be back on the national agen-
da. “Some people in the Senate would like to
do something about it,” he said. But he does
not think television costs are as pervasive a
problem as observers like Squier suggest.

Alexander estimates that $1.2 billion was
spent by candidates for all offices on all ex-
penses—travel, salaries, office rental and
the like, as well as broadcast time—in the

contests now ended. (A study of campaign
costs in the last presidential election year,
1984, he said, indicates $1.8 billion was
spent, a figure that includes maintenance of
the parties.) And Alexander is not one of
those who believe television is reshaping
politics in- America. “Television is mainly
used by serious candidates for major office,
usually statewide, like Senate and gover-
nor,” he said. But, he added, “probably few-
er than 50% of the congressional candidates
use television.” The reason, he said, is that
the medium is inefficient for congressional
and local candidates—a station’s signal may
cover dozens of congressional districts and
several cities.

That fact, of course, would pose a prob-
lem for anyone attempting to develop legis-
lation requiring broadcasters to provide can-
didates with free time. James Lynagh,
chairman of Multimedia Broadcasting and
head of the NBC television affiliates’ board
of delegates, mentioned a few others. For
one thing, he said, candidates do not want
five-minute program time—"they want
spots, and they want them next to Cosby or
in a news show.” Furthermore, he said, re-
calling the consequences of the statute ban-
ning cigarette advertising on radio and tele-
vision, “if we give candidates free time, who
is to say they would not spend their TV mon-
ey on billboards?” O

WOR-TV bags ‘Cosby’

Two-and-a-half-year deal for
estimated $43 million works out
to nearly $350,000 per episode

When the dust settled in New York last week
at the end of bidding for the syndication
rights to Viacom Enterprises’ The Cosby
Show, WOR-TvV came up the winner, purchas-
ing the show for a record price and then
some. The estimated $43,680,000 price for
the 182-week deal, a number repeated by
more than one source, represents $240,000
per week and $349,440 per episode for the
125 episodes that will debut in fall 1988.

The price for Cosby has become the favor-
ite topic of speculation among broadcasters
throughout the country, with other estimates
of the New York sale ranging from $40 mil-
lion to $45 million for the cash-plus-one bar-
ter minute arrangement.

WOR-Tvand Viacom would not comment
on the price paid, but Joe Zaleski, president
of domestic distribution for Viacom, said he
“was more than pleased” with the sale of the
show in New York. Viacom originally had
set a reserve price of $125,000 per week and
sources said the syndicator was expecting to
settle on a per-week price for the show of at
least $210,000.

Using the $349,440 per episode price, the
New York price for Cosby represents more
than four times the market record for a half-
hour. Tribune Broadcasting’s WPIX(TV) set
that record with Cheers, for which it paid
more than $80,000 per episode. Cheers be-

gins airing in syndication next fall.

There was only one other real contender
for the show in New York, according to
sources—Fox  Television’s ~ WNYW.TV.
Sources said that the market’s third indepen-
dent, WPIX(TV), did not make a bid on the
show. Under Viacom’s marketing plan for
the show, stations had three options: to sub-
mit bids of either the reserve price of
$125,000 per week, the reserve price plus an
even 5% multiple ($6,250 for each 5%), or
an alternative offer. Both wOR-Tvand wNyYw-
Tv submitted reserve-price-plus-a-multiple
and alternative bids. The alternative bids,
reportedly, primarily concerned the schedule
of payments for financing the show. Viacom
is requiring that stations make a downpay-
ment of 10% of the total license fee.

Using the $240,000 number. WOR-TV's bid
would appear to fall under the alternative
category since it represents the $125,000 re-
serve price plus a multiple of 18.4 times the
5% figure.

WOR-TV is currently owned by RKO Gen-
eral, but pending FCC approval, it will be
transferred to MCA Inc. Under terms of the
station purchase, MCA had the rights of ap-
groval of any purchase by the station of over

100,000. Lawrence P. Fraiberg, president
of MCA’s television stations, is said to have
had a leading hand in bidding on The Cosby
Show. Similarly, planning of the possible
purchase of the show extended to the top
executives at Fox and Tribune as well.

WOR-TV's purchase was heralded last
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week among advertising executives as part
of a concerted effort by MCA to increase the
presence of the station in the market. Pat A.
Servodidio, president of RKQO Television,
said that winning The Cosby Show fits the
station’s pattern of aggressive moves in the
last five years in acquiring programing
worth over $300 million. The station has
made major buys that include Kate & Allie,
Magrnum, P.1., A-Team, Entertainment To-
night and a number of film packages. WOR-
TV also has the local broadcast rights to the
world champion New York Mets. The show
is expected to be scheduled during peak ear-
ly evening viewing hours, 6-8 p.m., where it
would serve to lead in to the stations’s prime
time lineup.

Market conditions in New York at the time
The Cosby Show debuts in syndication will
have a lot to do with whether the show can
turn a profit for wor-Tv. Under current mar-
ket conditions, it was estimated that WOR-TV
would have to get between $5,600 and
$6,000 per 30-second spot in order to break
even, assuming all five-and-a-half minutes
in the show could be sold. For most stations,
a 100% sell-out is unusual, according to ad-
vertising sources.

Stations in Chicago received Viacom’s re-
serve price for that market this morning
(Nov. 10). Presentations to those stations
went on last week. The sale of the show in
New York to wOR-Tv, a superstation, leaves
open the question of whether other supersta-
tions, such as Chicago’s WGN-TV, owned by
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Tribune, will be as interested in the show.
Because WOR-Tv is a superstation, its ex-
tended coverage presumably affected the
price it paid.

Viacom expects to close bids in Chicago
on Friday, Nov. 14. Presentations to stations
in Los Angeles will begin today (Nov. 10).
San Francisco will follow after Los Ange-
les. a

Cable’s still after
its holy grail

NCTA holds seminar, followed by
board meeting, in California;
executives to focus on efforts

to preduce or acquire exclusive
programing for cable tc beoost
penetration, capture larger share
of TV advertising dollars

Ever since the National Cable Television As-
sociation’s annual convention in Dallas last
March, the cable industry has been taken
with the idea of producing or acquiring ex-
clusive programing that’s good enough to
boost cable penetration and capture a larger
share of television advertising dollars.

So it’s not sutprising that the NCTA chose
the idea as the theme for its annual “execu-
tive seminar,” which gets under way this
morning {(Nov. 10) at the La Quinta resort in
Palm Springs, Calif. More than 100 top ca-
ble executives are expected to be on hand to
discuss the whys and hows of bringing such
programing to cable.

Many of the same executives are members
of the NCTA board of directors and they’ll
be staying over for a quarterly board meeting
tomorrow (Nov. 11). The board is expected
to adopt an operating budget of $7.5 million
for fiscal 1987, earmarking more than
$350,000 for the establishment of a cable
information office to counter cable’s nega-
tive image among consumers and, just as
important, among Washington policy-
makers.

Programing is the topic in the cable indus-
try today. Operators are taking equity posi-
tion in cable programing services like the
Discovery Channel, the Cable Value Net-
work and the yet-to-be-launched PreView
Channel. What’s more, many large operators
have indicated a willingness to spend hun-
dreds of millions of dollars a year to under-
write the production or acquisition of propri-
etary programing, convinced they will
eventually receive an ample return on the
investment through additional advertising
and subscription revenues. The willingness
is nowhere more evident than in the opera-
tors’ current effort to bring the National
Football League to cable (see box.)

The programers have responded predict-
ably to the cable operators’ interest in spend-
ing more money on programing. Said Paul
Bortz, a consultant with Browne, Bortz &
Coddington: “Virwally every basic cable
service s seeking programing investments
from the operators.”

The $7.5-million budget that will be pre-
sented t0 the NCTA board for approval is

First and 10 for the cable industry

The nation's largest cable operators are forming a joint venture to raise millions of
dollars and bid on the television rights for a Sunday night package of National
Football League games next season.

James Cownie, president, telecommunications group, Heritage Communications,
and chairman of the ad hoc committee of operators that is putting the joint venture
together, said, "If the NFL wants cable to be a bidder [next year], we want to be in a
position to respond.”

The cable industry believes the NFL wifl be looking for new bidders next year after
its current five-year, $2.1-billion agreement with the three broadcast networks ex-
pires. For the current season, the networks are paying $495 million and, by some
estimates, may lose up to $120 million.

Over the past two weeks, Cownie said, committee members have contacted the
top 30 MSO's and “received nothing but encouragement for the project.” He said he
is confident “"that all or nearly all will elect to participate.”

Preliminary joint venture agreements, sent to all who expressed interest, have
already started to come back signed, he said. He declined to say how many are in or
how much money they are being asked to commit to the venture. A full report, he
said, will be made to participating operators this morning (Nov. 10) during the
National Cable Television Association’s executive seminar in Palm Springs, Calif.
(see story).

Judging from the MSO's represented on the ad hoc committee, the joint venture
already enjoys substantial support. In addition to Heritage, Tele-Communications
Inc., American Television and Communications, United Cable, Times-Mirror, New-
house Broadcasting and Cox Cable have a man on the committee.

The committee has already begun the task of finding a cable programer to bring
the games to cable subscribers should the joint venture land the rights. The joint
venture will need a programer to produce and promote the games, sell advertising
and distribute the games to cable subscribers, he said.

The commitiee invited five programers—Home Box Office, Viacom International,
USA Network, Turner Broadcasting System and ESPN-—to Chicago last Thursday to
make proposals to be the joint venture’s operational partner. According te Cownie,
only USA, TBS and ESPN showed up and, despite the short notice, all made “excel-
lent presentations.”

What the cable operators are now proposing is similar to what USA and TBS had
proposed earlier this fall. USA wants the games for its network only; TBS for supersta-
tion wrBs(Tv) Altanta. ESPN has taken a different tack. It has asked cable operators to
ante up an extra 43 cents per subscriber per month to finance its acquisition of the
Monday Night Football package, now held by ABC. Unlike the Turner and USA plans,
the ESPN scheme would leave cable operators with little say on how their money is
spent.

Although the joint venture's proposal and that of ESPN do not dovetail, Cownie

said ESPN is not foreclosed from moving ahead with its Monday Night Football plans.
Heritage, for one, is still willing to back the ESPN effort, he said.

13.6% bigger than the current budget of
$6.6 million. NCTA President Jim Mooney
attributed most of the growth in the budget to
“normal increases in expenses.” “Even in
times of low inflation, you experience in-
creases,” he said. Excluding the expenditure
for the public information function, the bud-
get is 8% higher than last year’s.

At the NCTA board’s last meeting in
Washington two months ago, the board in-
structed the NCTA staff to include in its fis-
cal 1987 budget money for some kind of
effort to enhance cable’s public image.
NCTA Chairman Trygve Myhren said last
week it was all but certain the board would
approve the expenditure of at least $350,000
next year to help the NCTA “indentify, pack-
age and distribute information” that shows
cable in a good light.

The expenditure, which would amount to
5% of the association’s total operating bud-
get for the year, stems from the industry’s
deep concern about the growing perception
of the industry as one that is big, powerful
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and unrestrained by regulation. Such a per-
ception could cause the industry real trouble
on Capitol Hill.

The perception has some basis in fact.
Cable systems, as the exclusive distributors
of a vast array of attractive cable program-
ing, are making lots of money—a fact re-
flected in the high prices that savvy buyers
are willing to pay for them. Thanks to the
lobbying skills of the NCTA and some sym-
pathetic federal judges, many of the regula-
tory restraints on cable have been eliminated
over the past few years. Most important, the
Cable Communications Policy Act of 1984
eliminated basic rate regulation of most sys-
tems, freeing them to charge subscribers
whatever the market will bear, starting Jan.
L

Fueling the perception, in hopes of turn-
ing the legislative and judicial tides against
cable for their own purposes, are the broad-
casting, motion picture, home satellite and
telephone industries and the municipalities
that franchise cable systems. a
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The story
of the men
America left behind
in Vietnam.

Hundreds of American servicemen are
still missing in Southeast Asia.
Are they alive? Have they been
abandoned? Can anything be done

about them? Who is responsible?
Lionheart Television, the BBC and
Landreth Associates intend to find out.
We're going to get what's left of the
truth from eyewitnesses... from a handful of
people who were there, who've
been overlooked, and who we've
tracked down all over the globe. Our
investigative journalists and camera
crews will probe into the very interior
of Southeast Asia or wherever else
necessary to get the answers.
When this journey is over, an
incredible documentary special will
air. And the truth will be told... once
and for all!
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Jim McKinney

When the FCC proposed a radical way to end the more than 20 vears
of litugation stemming from challenges for RKO General Inc.’s
broadcast properties through settlements (BROADCASTING, Sept.
15). one aspect of its decision didn’t seem to surprise anybody. The
FCC wanted James Clavton McKinney. its Mass Media Bureau
chief, 1o serve as mediator umong the 39 parties to the proceedings.

McKinney. 46. scemed the obvious choice. the one person at the
commission who could get the job done. it anvone could. "He's
probably the ideal man for anything the FCC comes up with,” says
Jeft Baumann. senior vice president and general counsel for the
National Association of’ Broadcasters.

In his 23 vears at the commission, McKinney has also headed the
Private Radio and Field Operations