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HE MADE HIS
REPUTATION ON
“THE STREETS”

He's the hottest actor of the year, with an Oscar nomi-
nation to prove it! He’s Michael Douglas, star of “The
Streets of San Francisco), and he's making an impact
with films like “Fatal Attraction” and “"Wall Street”

And “The Streets of San Francisco” continues to
make an impact, performing far above and beyond the
call of duty. On its home turf in San Francisco, the show
is drawing three times as many
young men and women than the
off-network program it replaced on
KOFY. On WIBK in Detroit, it earned
a 10 rating/31 share, making it #1
against off-network, movies and
first-run programming. And in
Boston, “Streets"” is WQTV's #1
program from sign-on to sign-off
among both men and women!

Michael Douglas and “The
Streets. Two hot performers.

ESWREE“SO

FRI\NGIS‘;"

119 HOURS

Source:
NSl Jan./Feb. ‘88
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REDERICK HULL.

IBATKA, FRE
MILTOR b PACHARD W. SANDERS

This invaluable source book not only provides complete in-
structions for the producer who wants to improve his video
soundtracks, it also helps introduce the experienced audio engi-
neer to video editing techniques! This comprehensive coverage
lets you see how all steps of the video and audio production
processes work together to create a first-rate production.

Learn all the basic techniques of the sweetening process . . .
spotting, laydown, track building, mixing, and layback. Then
explore advanced professional techniques for treatment of on-
camera dialog, music, sound effects, Foley, narration, background
presence, stereo mixing . . . and MORE.

In addition, a fascinating discussion is included on state-of-the-art
technology—digital recording, compact discs, higher-density record-
ing formats—and how it will affect small-scale audio sweetening.

T-1994 Hardbound (only) $30.00
224 pages

Television/Radio Age Books
1270 Avenue of the Americas
New York, N.Y. 10020

Enclosed find $ for
Sweetening for Film and TV.

copies of Audio

Name

Company

Address

City State Zip
Price includes postage and handling.

Company Purchase Order or Payment Must Accompany This Order.
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"Today, ‘Friday The 13th

Already renewed
in 87%of
the country.

In its first year,

“Friday The 13th” is scaring
up numbers big enough to
make it 2nd among men of all
weekly programs in syndication.
Now heading for an even
bigger second season, stations
are moving “Friday The 13th”
to weekend access and

prime time in over 60%

of the country:

AEPRESENTED
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VI RAT Y
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[omorrow; the“Werdf’ .

90%of the country g
setfor invasion, Tl o
150 marketssold. - Lo

Last year, we took on the
universe with “Star Trek:
The Next Generation”
\nd won,

wnd while that was nice,
this vear we've decided o
conquer something just a
little bit smaller:

I'he world.
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Publisher’s Letter
S

Congress & FCC play political foothall
after years of ignoring each other

In this our 35th annual FCC issue, TELEVISION/RADIO AGE focuses

on the growing imbalance in communications policy-making between
Congress and the FCC, with broadcasting and cable caught right in the
middle of a political crossfire.

For the past eight years, the Reagan Administration’s “get the govern-
ment off our backs” philosophy enjoyed the kind of widespread public
support that led the FCC on an unobstructed march down the path of
deregulation, the Justice Department to virtually shut down its Antitrust
Division, while Congress, adept at reading the political climate, simply
turned its attention elsewhere.

Then came the Iran-Contra affair, which crippled the Reagan presiden-
cy, and the resultant plunge in the public opinion polls. Suddenly all bets
were off, and Congress began to come out of its shell. “I hope you weren’t
overjoyed with all the deregulation that went on over the past few years,”
said Rep. Al Swift (D-Wash.), lecturing broadcasters in Washington re-
cently. “Because it is that deregulation that has us here today talking about
putting into law something that you used to live with without any problems
for years and years and years.”

Swift was talking about the fairness doctrine, but others on the hill
would apply the same thought to a host of other issues covering children’s
programming, must-carry rules, crossownership, spectrum fees, and so on.

Cover of darkness. After years of inactivity, Sen. Ernest Hollings (D-S.C.)
has repeatedly threatened to strike under cover of darkness by attaching
things like crossownership riders to other legislation without benefit of
hearings. And guess what? He did just that. On the House side, Commerce
Committee chairman John Dingell (D-Mich.) has threatened to do the
same thing with the fairness doctrine, Meanwhile, Rep. Edward Markey
(D-Mass.), obviously more concerned with seeking a Senate seat, has decid-
ed that children’s programming is politically popular enough to win votes
while avoiding anything that even closely resembles planned oversight or
communications policy-making.

And let’s not overlook Sen. Howard Metzenbaum (D-Ohio), chairman of
the Senate Antitrust Subcommittee, who just the other day discovered that
the mergers which have so dramatically altered the face of broadcasting
over the past eight years have begun to do the same with cable.

Way to go everybody! Where’s everyone been for the past eight years?

The solution is not for Congress to keep the FCC hostage with only three
sitting members or to threaten the industry with an assortment of ad-hoc
legislation or political haymaking. Let’s give FCC chairman Dennis Patrick
the full commission he needs to do the job Congress created the agency to
do in the first place. If Sen. Daniel Inouye (D-Hawaii) wants to be chair-
man of the Communications Subcommittee in name only while Sen. Hol-
lings runs the show, then let’s find a senator with the energy to do the job.
And finally, let’s find a fulltime chairman of the House Telecommunica-
tions Subcommittee. Now there’d be something new.

foteet
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Your international spring-time market
is at MIP-TV.

It’s happening at MIP-TV because at MIP-TV
you’ll meet everyone and see everything in
the world of television.

In 1987, 5917 participants, representing 1496
companies from 106 countries were present
at MIP-TV. In 1988 MIP-TV will once again be
THE international meeting place for tele-
vision stations, programme and feature film
production and distribution companies and
programme buyers.

MIP-TV s

21th International Television Programme Market

28th April -

Please rush me further details on MIP-TV'88
Name:
Company:
Address:
City:

Jrd May 1988 - Palais des Festivals -

Postal Code:

It's happening at MIP-TV because MIP-TV is
at the heart of the programmes which make
television.

MIP-TV is the world’s largest market for bu-
ying, selling and co-producing. It's the place
to learn about the evolution of market de-
mands and to discover new trends and new
projects.

Be part of the vitality, energy and growth of
today’s television:

be at MIP-TV'88.

ra mme \
Profess‘ona ord.
from a\l over the WO

Cannes, FRANCE

_Country

Please return to MIP-TV - Perard Associates - Sales Manager: Barney Bernhard
138 West 32nd Street, Suite 1512 - NEW YORK N.Y, 10001 - Tel (212) 967 76 OO Fax: (212) 967.76.07 - Télex : 4979122 PERAD Ul
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Letters

Heading Univision

Although your story on Pedro Sevcec
and HBC’s newscast was interesting
(TV/RADIO AGE, Jan. 11), it may
have led your readers to believe that
newsman Jacobo Zabludovsky was
hired by Univision to head up the
network’s news division. In searching
for a top news professional, Univision
recruited chairman and CEO of Unit-
ed Press International Luis Nogales in
1986 to this post.

As executive vice president of Un-
ivision News, Nogales has directed a
steady expansion of the network’s
news programming by adding to the
scheduled 6:30 p.m. newscast the na-
tion’s only late-evening network news,
airing weeknights at 10 p.m., as well as
a weekend report, airing Saturdays
and Sundays at 6:30 p.m. The addi-
tion of domestic and international bu-
reaus; expanded Latin American cov-
erage; an ongoing series of special re-
ports; and a recent operational
relocation to brand new, state-of-the-
art facilities in Southern California
are also accredited to Nogales’ direc-
tion.

Thank you for allowing us to clarify
the leadership of Univision News.
CLAUDIA G. COPQUIN
General executive/public relations
Univision

Hispanic research

In your recent article on the syndicat-
ed Spanish radio “saga” (TV/RADIO
AGE, Feb. 22), there were several
statements made by Richard Tobin,
president of Strategy Research Corp.,
which I believe need to be questioned.
According to the article, “[Tobin] ar-
gues that tight family ties among His-
panics make the group personal inter-
view in the home preferable . . . he also
insists that [door-to-door interview-
ing| costs are as low as a first class
phone survey.”

The group personal interview is a
research technique which is extremely
likely to bias the results. First of all,
many young Hispanic household
members would prohably be reluctant
to report their Anglo listening in the
presence of their parents, particularly
in traditional Spanish families in
which their Spanish heritage is em-
phasized. Ohviously, the telephone in-
terview is more private, and Hispanics
would be less reluctant to report their
Anglo listening hy phone.

The Spanish Radio Advisory Coun-
cil (SRAC) pilot study tends Lo sup-
port this theory. T'he biggest discrep-

ancies in the share of audience to
Spanish stations obtained by the two
methodologies (door-to-door and tele-
phone) occurred among teenagers.

Secondly there appears to be intra-
household bias when more than one
person per household is interviewed.
According to the SRAC study, PUR
levels were somewhat higher when
multiple household members were in-
cluded in the tabulations than when
the data from one randomly selected
member per household was tabbed.
Based on these findings, SRAC recom-
mends that only one respondent per
household be interviewed to minimize
any possible household bias.

Finally, costs-per-interview for a
telephone study would inevitably be
lower than for a comparable door-to-
door study because there are obviously
no interviewer travel costs in a tele-
phone survey.

As a result of the above reasons
(and others), advertisers and agencies
have and will continue to question the
credibility of audience measurement
of Hispanics obtained by door-to-door
methodology. SRAC has now finalized
a specific telephone methodology and
questionnaire which it believes over-
comes the problems inherent in door-
to-door interviewing.

Thanks for the continued and thor-
ough coverage of the SRAC’s impor-
tant work.

HARVEY MORROW

Vice president and general manager,
AGB/Information & Analysis,
Hicksville, N.Y.

NATPE’s hero

Having just returned from the
NATPE convention in Houston, [
would like to take this opportunity to
share a few thoughts about this meet-
ing. Unusual ones.

As with a large majority of new con-
vention centers, this one had many
problems. We've talked about them,
screamed, and even threatened. What
is not talked about is the people that
still make it happen. The people with
no excuses, just action.

I am taking about one individual
particularly—Nick Orfanopoulos and
his NATPE staff.

He contained the smoke before the
fire spread and tock care of the casua-
lities first—then helped the survivors.
Never excuses, just action and solu-
tions. Some fail to realize the com-
plexity of such a mass organization. [
for one, am well aware of what it
takes. Before opening CCI, | organized
and worked meetings such as these all
over the world. We had massive prob-
lems. But not Nick. I should have
been long gone with smoke inhalation

by now. No one cared about our fires,
Should TV/RADIO AGE find the

time or space for a short salute to the

“people that make it happen,” I be-

lieve Mr. Orfanopoulos deserves a

mention. Thank you for your time. It

was a good convention,

SANDRA SHUTAK

President,

CCI Communications,

New York

That'’s the opinion

Both Neil Faber and I would like to
thank you for the wonderful story you
ran in (One Buyer’s Opinion, Jan. 25).

Our first concerns were that you
wouldn’t like the piece. Our next fears
were that you would edit it down as to
lose what we were trying to say. When
we saw the issue on Monday, we were
happy to be proven wrong on both

© counts.

We very much appreciate your in-
terest in us, even though we’ve been
somewhat slow, to say the least, over
the past few years. We welcome your
continued interest and look forward to
working with you again. Please feel
free to call upon Neil should you need
a quote or opinion.

BAMBE LEVINE
Bambe Levine Public Relations

Corrected Score

It was very good to see Owens Cable-
metrics’ Score survey referenced as
the source of the research discussing
the success of “News 12" on Long Is-
land in your March 7 issue (page 29).
In paragraph two, the mixing of two
types of percentages becomes quite
confusing since they are not properly
defined. The various channel perfor-
mance percentages are based on the
Cable households polled. All other es-
timates quoted are for persons 18-plus
in the Nassau-Suffolk cable area.
This should keep the record
straight.
RIP RIDGEWAY
President,
Owens Cablemetrics,
Westport, Conn,

Taking a stand

Congratulations on your NATPE pre-

view issue of Feb. 22, 1988. Also you

are to be commended for your editori-

al on this organization. .
Only the Dean of Trade Magazin

Publishers could produce such an is-

sue and have the courage to take such

a stand.

JOHN F. HURLBUT

Walker Media

Bradenton, Fla.

E—————
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Columbia TV gets mucho responses
to ‘Trial & Error’ Spanish radio feed

Columbia Pictures Television's experi-
ment in offering a Spanish language
translation for its new Trial and Error
half-hour TV ¢omedy to Hispanic ra-
dio stations, drew queries from other
production companies and advertisers
apparently curious about this form of
simulcasting to the nation’s Spanish-
speaking TV viewers.

Eduardo Cervantes, Columbia’s vice
president for current programs, says,
after the initial broadcast on CBS
March 15, he fielded calls from Para-
mount TV asking about the process of
feeding a second language track to se-

Gary Lieberthal

lect radio stations. “They seemed in-
terested in the process for possibly En-
tertainment Tonight,” he says.

Cervantes says he received a call
from a friend of Cheech Marin, star of
the new NBC series, The Cheech Show,
who told the executive Marin was per-
sonally interested in finding out about
offering his show in Spanish.

“We also got calls from advertisers
and public relations people wanting to
know about the process,” Cervantes

The idea for the
Spanish feed
belongs to

Gary Lieberthal.

adds.

Although the program’s initial Niel-
sen rating for the story starring Paul
Rodriquez and Eddie Velez about two
pals in Los Angeles was a poor 5.2/8,
Cervantes says Columbia “will have
learned a great lesson” after it com-
pletes providing and paying for the sec-
ond language transmission for all eight
of the show’s half-hours.

Ironically Trial and Error was beat-
en in the ratings by Columbia’s popular
Who's the Boss on ABC, which earned
a 23/35.

They got four. Columbia initially
sought six Latin radio outlets for the
experiment, notes Don DeMesquite,
vice president for corporate communi-
cations, who set up the simulcast deals.
“We got four but weren’t able to strike
deals in New York and Miami where
the stations turned us down because
CBS said they had to carry the com-
mercials in English and they didn’t
want to mix English with their Spanish
programming.”

AM stations broadcasting the Span-
ish version of the script included
KTNQ Los Angeles, KLAT Houston,
WIND Chicago, KCOR San Antonio,
KABQ Albuquerque, WQBN Tampa,
KXEW Tucson, and KWAC Bakers-
field. The latter four joined the experi-
ment after receiving a solicitation from
the CBS affiliate in their market.

KCBS no stranger to Latin link

When KCBS-TV Los Angeles fed the Spanish language translation for Trial
and Error to KTNQ-AM March 15, it was just another Spanish simulcast for

this CBS-owned station.

Last year KCBS participated in three simulcast projects with two Hispanic
radio stations, KALI(AM) and KLVE-FM, the sister station with KTNQ.

Last February KCBS simulcast a five-part special on the 1986 Immigration
and Reform Control Act with KALI In May it fed KALI another half-hour on
the immigration bill, and in October it preempted three hours of primetime
programming for its own internally produced special on earthquakes, with
KLVE broadcasting the information in Spanish, In each instance KCBS pro-
vided the Spanish language for its radio associate.

With Trial and Error, KCBS received the dual channel signal from New
York and fed the second channel via phone lines to KTNQ for its simultaneous

airing.

Columbia has bought time on all the
radio stations to air the Spanish dialog,
which is fed along with the English
track by CBS from New York. In each
city, the CBS station feeds the Spanish
language signal via phone lines to the
radio station for simultaneous airing.

Columbia acknowledges its cost to be
close to $200,000 for the airtime, phone
lines and the fees to the actors, includ-
ing Rodriquez, who are recording the
script in Spanish at Intersound Studios
inL.A,

Gary’s idea. The idea for offering a
Spanish translation for a network com-
edy (with a Latin flavor and cast) be-
longs to Gary Lieberthal, chief execu-
tive officer of Columbia Pictures TV,
Since this was a broadcasting first—
the first network situation comedy to
be simulcast in Spanish—Group W’s
Entertainment Report covered the de-
but for its 100 station customers.
InL.A. producer Bonnie Tiegel and a

Columbia wants
to do it again,
but needs some
financial help.

cameraman went to the home of the
Lopez family to tape its reaction to
watching the program on KCBS while
listening to the sound on KTNQ, which
broke into a soccer match between
Mexico and Honduras to air Trial and
Error. Teenager Mirabelle Lopez said
she’d rather hear the commercials in
Spanish, not English, while her moth-
er, Anjela, said she enjoyed having the
story broadcast in Spanish. A friend of
the family indicated he thought the
show played funnier in Spanish. “In
English it sounds too serious.”

Bill Beadles, marketing director for
KTNQ and KLVE-FM, said the sta-
tion promoted the simulcast and had
comic Rodriquez appear on Huembero
Luna’s popular morning show to also
plug the program. But there was not a
great amount of feedback the next
morning from listeners, Beadles admit-
ted. Once the show ended at 8:30 p.m.
KTNQ returned to the soccer game.

Columbia’s Cervantes feels the show
“doubled, even tripled the promotional
level for the series.”

Cervantes says he received calls from
the National Hispanic Media Coalition
saying they were upset that radio sta-
tions had to carry the English language
commercials,

Cervantes says Columbia would like
to do another show with a Spanish
translation. “But we can’t afford to do
it without financial help from the net-
work or another source.”
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Grover Cobb Award winner

Sen. Ted Stevens favors a limited must-carry rule

“There ought to be a concept of must-
carry depending on the size of the mar-
ket. It’s a question of how you make
these fine-line judgements.”

That’s the assessment of Sen. Ted
Stevens (R-Alaska), who’s apparently
done right by the broadcast industry in
recent years. He is this year’s recipient
of the National Association of Broad-
casters’ Grover C. Cobb Memorial
Award, given annually to “‘a broadcast-
er or public servant who demonstrates
unusual dedication te improving
broadcasting’s relationship to the fed-
eral government.”

In an interview with TV/RADIO
AGE, the member of four senate com-
mittees including the Communications
Subcommittee, refers to the U.S. Su-
preme Court’s potential action toward
reversing an Appeals Court decision
declaring must-carry unconstitutional.
He’s concerned that deciding which
markets deserve must-carry is like
“playing God,” but adds, “We ought
not have a situation where the growth
of one interest automatically brings
about the demise of others. There’s a
balancing act there, and it’s best that
the FCC is the one to do it.”

Stevens follows other legislators con-
sidered friendly to the industry in win-
ning the award. In 1986, the award was
given jointly to Rep. Tom Tauke (R-
Iowa) and Rep. Billy Tauzin (D-La.)
Stevens notes his first close acquaint-
ance with the broadcast industry was in
the early '60s, when, as an attorney, he
represented the broadcast industry in
Alaska during its formative period and
helped organize the Alaska Broadcast-
ers Association.

Sen. Ted Stevens (R-Alaska)

Having been a member of the Senate
since December, 1968, Stevens served
as whip from 1977 to 1985. He now
serves on four full committees—Rules,
where he is ranking Republican; Ap-
propriations, Commerce and Govern-
mental Affairs.

Transfer fee. With talk in the Commu-
nications Subcommittee about insti-
tuting a license transfer fee, Stevens is
strongly opposed: “I don’t believe
that’s an area for revenue-raising. It's a
disincentive for someone who has to
sell because of financial difficulties and
puts a burden on the broadcast com-
munity.” He contends more licenses
are transferred because of financial dif-
ficulties, poor health and death than
for reasons of speculation.

On the move to codify the fairness
doctrine, Stevens asserts, “It worked at

New Jersey endorses WWOR-TV

In what WWOR-TV calls “an unprecedented move,” New Jersey Attorney
General Cary Edwards has sent a letter to the FCC strongly endorsing the

station’s license renewal.

“In reviewing the station’s performance. . . we found particularly impressive
the extent to which the station is producing its own programs from its-
.. .broadcast facility in Secaucus, the degree to which it emphasizes the im-
pact upon New Jersey...and the efforts it has made to involve itself in
community activities through innovative projects,” wrote Edwards.

The letter, which gives the state’s blessing to the renewal, is N.J.'s first
official comment on WWOR’s performance since MCA bought the station

from RKO last year.

Soon after MCA took over, MCA Broadcasting president Larry Fraiberg and
station manager Jane Hartley paid a call to governor Tom Kean to brief him on
the company’s new plans for the station. Since then Fraiberg has kept in close
contact with Kean while Hartley has kept other state oficials updated.

The state’s endorsement was prompted by an April 21 deadline for com-
ments on the renewal. So far there is only one competing application, that from
an outfit called The Garden State Broadcasting Limited Partnership.

a time when there was not that much
competition in the industry. Now there
is competition, and it has proliferated
to the point where the fairness doctrine
is no longer necessary. In particular,
cable’s proliferation answers that ques-
tion.” He adds, “Most broadcasters fol-
low a fairness policy.”

While some in Congress now think
the Cable Communications Policy Act
of 1984 was too soft for today’s reali-
ties, Stevens is yet to take a hard line
on the matter: “We tried to ensure that

The transfer fee

“Is a disincentive

for someone who has
to sell because of
financial difficulties.”

the forces in the marketplace maintain
a balance. But it’s much too soon to
make a judgement.”

Just politics. The senator takes a re-
signed attitude toward the prospect of
his subcommittee holding up the ap-
pointments of a fourth and fifth com-
missioner to the FCC. He observes that
Sen. Ernest F. Hollings (D-S.C.) has
been “making some statements,” but it
all boils down to which party is in pow-
er where at any given time. “By this
time of the year,” he notes, “there are
all kinds of reasons for slowing down
nominees. The bottom line is politi-
cal.”

On the broad issue of the broadcas-
ter’s public responsibility, Stevens ob-
serves, “Whether they like it or not,
they have it as a circumstance of the
broadcaster’s life. They need the use of
the airwaves, so they're subject to regu-
lation, not only from Congress but from
the FCC.1advocate that they recognize
it.”—Ed Rosenthal

Detective series

Consolidated Productions will begin
shooting an eight-hour detective series,
Campion, in April. The programs, co-
produced with WGBH(TV} Boston
and the BBC, will be aired on the PBS
network in 1990 following broadcast
next year in the UK. They are based on
the exploits of Albert Campion, the
hero of Margery Allingham’s 1930s
novels.

(Final Edition
conlinued on page 16)
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Final Edition (continued)

New World makes major staff cuts

Financially troubled New World Entertainment began trimming personnel in
its television department last week as all areas of the company were hit with
staff reductions. Upward of 70 people have been let go as part of what company
cochairman Robert Rehme calls a belt-tightening phase.

The company had posted a $6.4 million loss in its third quarter. Cochairman
Harry Evans Sloan has stated the company has a cash flow problem, with $100
million in cash and $150 million in receivables.

It has been producing Crime Story for NBC, Tour of Duty for CBS, Sledge
Hammer for ABC and Wonder Years for ABC. It currently is filming nine

network pilots.

New World is reported seeking additional lines of credit from both domestic

and foreign banks.

Battle of the meters: next chapter;
now it’s over installation methods

Charges that Arbitron meters distort
household tuning habits—charges said
to have originated with Nielsen—have
been widened to embrace Nielsen it-
self, whose meter installation methods
are said to potentially depress coopera-
tion rates. A “‘battle of the meters” ap-
pears to be in the offing with each of
the rating services attacking the other
and defending its own system.

The dispute apparently began with
the accusation that the Arbitron meter
installation, which replaces or “overri-
des” the existing TV set tuner, can
change the reception characteristics of
the set and thus affect viewing. Since, it

Roy Ahderson

is claimed, the replacement tuner can-
not exactly replicate the station-by-
station reception, some stations may
come in worse, and some hetter.
Arbitron denies this is the case and
maintaing, on the other hand, that the
Nielsen praclice of hard-wiring a meter
directly to the sel tuner could discour-
age cooperation hy designated sample
households. In this Arbitron has some

support from at least two members of

the 4As Media Rescarch Committee.
Sam Soliriou, senior vice president,

media research, at Saatchi & Saatchi
DFS Compton and chairman of the 4As
committee, noted that one of the issues
discussed by the committee at its meet-
ing March 14 was the effect of meter
installation methods on the coopera-
tionrate. “The less intrusive the instal-
lation, the higher the cooperation
rate,” according to Sotiricu’s theory.

They demonstrated. Both Arbitron
and Nielsen demonstrated at the
March 14 meeting their methods of in-
stalling meters in sample households.
The Saatchi & Saatchi executive said it
looked to him as if Nielsen field men

Sam Sotiriou

had to strip down the TV set in order to
solder the meter to the tuner. His im-
pression of the Arbitron installation
was that it was a simple “plug-in.”

Helen Johnston, director of media
research at Grey Advertising, noted
that the issues of the meters were com-
plex, but she also felt that the Arbitron
meter was simpler to install.

She reported that the committee
asked both Arbitron and Nielsen “a lot
more questions” about matters affect-

ing the cooperation rate.

Nielsen executive vice president Roy
Anderson pointed out that his service
published the cooperation rates in the
metered market reports for all to see.
That’s a standard of the Electronic Me-
dia Rating Council, but I don't see Ar-
bitron doing that,” he claimed.

Anderson said cooperation rates in
Nielsen metered markets were as high
as 60%. He added, however, that some
markets were inherently difficult in
getting cooperation, citing New York
with a recent rate of 43% and Miami, a
little lower than that.

He disputed the idea that wiring a

Can the meter,
which overrides
the TV tuner,
affect reception?

meter to a TV set affected cooperation.
Once the family has agreed to let the
technician in the household to install
the meter, “you don’t lose coopera-
tion,” Anderson argued. In any case, he
said, “We attach our meter to the tun-
er. We don’t change the tuner.”

Not true. Arbitron has marshalled a
number of arguments to deny that its
meter installations have affected view-
ing. Ken Wollenberg, vice president,
marketing, advertiser/agency sales for
Arbitron, complains, “We've been ac-
cused of affecting the picture quality,
increasing the number of stations that
can be received, adding remote control
and placing an antenna on the set.”
None of that is true, he said.

Wollenberg noted that Arbitron has
been installing the disputed meter,
called the all-channel tuning meter
(ACTM), since 1982, and that its meth-
od of installation is known by interest-
ed parties, including the EMRC. The
ACTM is connected to the antenna
leads or screws and the set tuner is
turned to an unused channel (usually 3
or 4), Wollenberg explained. The sam-
ple family is thus provided with a sepa-
rate keypad for tuning.

But the meter is not hard-wired to
the innards of the set, the Arbitron ex-
ecutive pointed out. He also explained
that the tuner of the ACTM is a regular
production model made by Zenith, and
that it is used in 47% of the sample
households in the metered markets, all
households with over-the-air recep-
tion. Cable households get the all-
channel cable meter (ACCM), which is
connected to the cable converter.

Wollenberg maintains that the tech-
nician who installs the ACTM mea-
sures the quality of signal for each sta-
tion before putting in the meter to
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New independent TV networks
delays satellite start to fall

Veteran broadcaster Walter Windsor,
one of the principals in the proposed
Star Television Network, aimed at in-
dies, says he is close to getting his fi-
nancing but has delayed the scheduled
start of the web from spring until fall.

STN proposes a satellite-delivered
service beginning with low-cost, golden
oldies programming and offering effi-
cient ad rates.

Windsor says he has signed “letters
of interest” from 56 stations, with an-
other 30 “looking good.” About half of
the total are CP holders.

Windsor can’t lease any programs
until he has the money, but he has had
discussions with about a dozen syndi-
cators “leading to the probable acquisi-
tion” of programs. The distributor list
includes such entities as Viacom and
Republic.

From the former he is talking about
acquiring What’'s My Line, To Tell the
Truth, Qur Miss Brooks, My Three
Sons, Marshall Dillon, Whirlybirds,
You Are There, U.S. Border Patrol,
San Francisco Beat and others. From
Republic he has put his finger on Afri-
can Patrol, Commando Cody, Fireside
Theatre, How to Marry a Millionaire,
Lilli Palmer, Man Without a Gun,
Sheriff.of Cochise and Pony Express.

Plans for the service envision trans-
mission of programming for 18 hours a
day, though affiliates would be permit-
ted to carry as little or as much as they
want. And they would be allowed to

Star Network
offers stations
low-cost programs.

schedule programs when they want,
with delays permitted up to a week.

However, affiliates would be re-
quired to air two minutes of national
commercial announcements per hour,
starting at two minutes before the hour
(at 57:55, actually). Each affiliate
would be allowed up to 10 minutes per
hour for local commercials. Local com-
mercial spots would be backed up with
program inserts transmitted by STN in
the event a station cannot sell all its
time within the STN programs.

Those in need. Windsor is concentrat-
ing on roundup of affiliates in the ma-
jor markets. Those contacted are typi-
cally in need of low-cost programming,
often being new to the business or those
struggling with low ratings.

An example of the latter is WGPR-
TV Detroit, which programs religious
fare and “would like to be more compe-
titive,” in the words of George Mat-
thews, president of the station.
WGPR-TV channel 62, has been on the
air for 12 years but rarely gets recorded
viewing in the Arbitron books. The sta-
tion pays a fee of $125,000 to the Inter-
national Masons, a nonprofit organiza-
tion, for the operational rights, and

Matthews says the station is currently
in the black. All the major TV minis-
tries buy time on WGPR-TV, he says.

An example of a new station is
WMFP(TV) Lawrence-Boston, also
channel 62, which went on the air in
October and is currently running home
shopping type programs 18 hours a day
via America’s Value Network, though
there is a Home Shopping Network af-
filiate in the market. Avi Nelson, sta-
tion president, finds the low-cost as-
pect of STN attractive but isn’t sure
how much programming he'd carry un-
til he sees what’s offered.

Windsor expects a minimum cover-

Stations remain
cautious unttl
they see

what’s offered.

age of 40% by fall and believes he can
boost that eventually to 70%. While
there may be a question as to whether a
national advertiser would go for 40%
coverage, Windsor notes that STN ex-
pects to sell time at $2.75-per-1,000
homes. This compares, according to the
broadcaster, to an average of $4.05 for
the conventional networks and be-
tween $3 and $4 for the barter and ca-
ble networks.

STN has already surveyed a number
of network ‘“tonnage’ buyers, the type
of client STN is seeking to attract. The
expressions of support that were gath-
ered, says Windsor, will help STN get
its financing.

Battle of the meters erupts over installation

make sure there is no change after the
ACTM is installed. “If he sees the qual-
ity of signal is improved—say a fringe
UHF station—he will reduce he quali-
ty_”

As for the charge that the number of
stations which can be received is in-
creased, Wollenberg answered, “That
doesn’t happen.” Also, he said, the key-
pad is not a remote control. If the view-
er had to step up to the set for tuning
before the meter was installed, he has
to step up to the set afterwards, also,
said Wollenberg. Finally, the ACTM
connection does not add an antenna to
the set, he concluded.

Cooperation data. Arbitron has also
collected some figures on what’s hap-
pened to viewing, to in-tab totals and
to cooperation rates between 1982,
when the ACTM was first installed, up
to the present, or near present. In the
earlier year, pre-ACTM, the coopera-
tion rates in the top three makets
ranged between 40 and 50%. By 1987,

New York’s rate was 51%, Chicago’s
59% and L.A.’s 71%.

As for in-tab totals, the Big Three
markets ranged between 80 and 84% in
1982, but averaged 93% this year. Dur-
ing the past November, the 13 metered

Nielsen & Arbitron
demonstrated their
installation methods
at a 4As meeting.

markets averaged 92%, compared, said
Wollenberg, to 88% for Nielsen.
Arbitron also examined its audience
figures in the major metered markets
to check the effects on UHF viewing. In
New York, sign-on to sign-off viewing
went from a 0.3 rating in November
1982 to a 0.5 in November 1987. The
difference can be explained, said Wol-
lenberg, by more Hispanics and more
Hispanic UHF stations on cable. Com-
parable figures in Chicago were 0.4 and

0.8 ratings and in Los Angeles, 0.5 and
1.2 ratings.

While raising a question about the
statistical significance of these figures,
Arbitron says there are factors which
could explain them: increased cable
penetration, increased Hispanic popu-
lation, increased availability of syndi-
cated programming and a switch in for-
mat for STV stations.

Nielsen’s Anderson takes exception
with the Arbitron description of tech-
nicians checking each channel before
and after installing the meters to make
sure that there is no change in the re-
ception of each station. “That would
take hours,” he maintains. “It would
obviate the whole technique. That's a
laborious procedure.”

He also dismisses the argument that
people have known about the Arbitron
premetered tuning for years. “They
may have but they didn’t realize the
significance. It’s like the X-rays shoe
stores used to take of people’s feet.
They didn’t realize the implications.”

Television/Radio Age, April 4, 1988
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NBC News alumni on the bandwagon
offering independent news feeds

“A lot of folks jumped on the band-
wagon this year,” says Dick Wirth,
president of The Network Group, re-
ferring to startup businesses handling
remote teleproduction and satellite
transmission of news and other pro-
gramming. The reason, he says, is elec-
tion year and all the extra business that
is expected to generate.

The Network Group is one of those
that jumped on the bandwagon, and
Wirth says it’s doing pretty well trans-
mitting news, weather and sports seg-
ments with its one modest-size truck.

Actually, The Network Group start-
ed up in November, and Wirth says it
might even break even during its first
calendar year, which is a pretty good
accomplishment in this business, he
feels.

The Network Group is made up of
four principals, all alumni of NBC
News, who, together with a few “pas-
sive investors,” put up the money for
the $400,000 truck, as equipped, and
other necessities for a business of this
kind. The initial investment was a little
over $100,000, which, Wirth says,
means operating on a tight budget.
“You really need $120,000 to $140,000
to start off right.”

Out of Atlanta. The company operates
out of Atlanta, and the Cuban prison
riots in their backyard provided it with
one of its first pieces of business. It
provided the facilities for covering the

‘e,

¥

riots and its aftermath for two weeks
for the NBC 0&Os.

But it operates all over the country.
It went up to Washington for CBS dur-
ing the Gorbachev summit, providing
local color by carting Mark McEwen,
weathercaster for CBS This Morning,
around to various spots, such as the
Space Museum and a Russian restau-

With $100,000
in seed money
the news on wheels
company was born.

rant. It also had McEwen along when it
provided facilities for CBS at the lowa
caucuses and New Hampshire primary.

In addition, it’s been handling pro-
duction requirements in the Southeast
for weather remotes for Great Week-
end, produced and distributed by
USTV, Hubbard Broadcasting’s syndi-
cation arm. And it’s supplied transmis-
sions for ESPN sporting events, pri-
marily basketball games.

It’s a very competitive field, says
Wirth, and next year, without the
political stuff, it'll be even more so. But
it’s friendly competition, he points out.

Wirth states that his company is not
actively seeking political work, but
wants to expand its sports activities
into business videoconferencing.

Network Group’s production and satellite-relay truck

KGTYV tries
hybrid hour

local news

KGTYV San Diego is changing its 11:30
a.m. half-hour newscast into a hybrid
hour offering features produced by
programming and news supplied by the
news department. Starting in mid-
June, Inside San Diego will attempt to
lure viewers at 11 a.m.

Program director Don Lundy says
the mix of two departments handling
separate segments is similar to the way
Good Morning America is fashioned.

When launched, Inside San Diego
will replace Hollywood Squares in the
11 a.m. slot. The two coanchors of the
11:30 news, Jack White and Marti Em-
erald, will appear on the new show, but
not necessarily as anchors. Bill Griffith
is the first anchor named, with a female
cohost being sought. Emerald is among
those being considered.

The show will be a combination of
studio and remote segments when ap-
propriate. Lundy says the features will
be sidebars to the main news and also
cover health topics, entertainment and
personality interviews.

Deborah Lechner of KUSI-TV San
Diego will join the show as supervising
producer. Channel 10 director Patrick
Mettes will be coordinating producer.

Inside San Diego will compete
against The Young and the Restless on
KFMB-TV (CBS) and Super Pass-
word and Serabble on KCST (NBC).

According to Lundy, Restless earned
a 6/34 in the Nielsen February book,
while KGTV’s midday news received a
6/29. “The challenge is to give Restless
a run for the money and be competi-
tive,” says Lundy.

Other than KGTV’s midday news,
the only other newscast in the market
is KFMB’s noon half-hour.

All of KGTV’s other live weekday
programs are news: 6:45-7 a.m.; 5-6
p.m., 6:30-7 p.m. and 11-11:30 p.m.
News is offered on weekends from 5-
5:30 p.m. and 11-11:30 p.m.

H&C stations
open D.C. bureau

H&C Communications will open a
Washington news bureau in mid-
March to provide local angles for its
Houston (KPRC-TV), Orlando/Day-
ton (WESH-TV), Nashville (WTCF-
TV), Tucson {(KVOA-TV), Des Moines
(KCCI-TV) and San Antonio (KSAT-
TV) stations.
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Sidelights

KNX traffic hotline

It could be the Archbishop or Alpine Mike!

KNX-AM, the all-news station, has
found a way to connect with car-driv-
ing listeners in southern California who
just happen to have car phones and a
sense of public service.

Bill Keene, the market’s dean of traf-
fic and weather reporting, broadcasts

the on-site reports phoned in to his tip-
ster line during his six hourly segments
of the CBS station’s 6-9:30 a.m. and 3—
6:30 p.m. featured newscasts. He re-
ceives between 200-300 tipster calls
each day.

Keene, heard every 10 minutes, re-
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ceives calls from average citizens as
well as people in the public eye, the
majority who don’t want to be identi-
fied.

Then there is the exceptional case of
Archbishop Roger Mahony of the Los
Angeles Catholic Diocese who called
one afterncon to report a serious acci-
dent he had just observed on a freeway.

Keene, 60, has been reporting traffic
news (along with humorous one-liners)
on KNX for 13 years and admits he was
stunned when he recognized the church
leader.

“Alot of well-known people call in on
their car phones, but they awear me to
secrecy,” Keene says. When the Arch-
bishop called, Keene says, “‘He told me

Since car phones
became the craze,
Keene has been
taking traffic tips
from listeners.

he had a traffic tip. He had just seen a
car on its side on the Golden State
Freeway. It was blocking two lanes, and
traffic was starting to back up. I asked
who this was, and he said, ‘Roger Ma-
hony.” I said ‘Archbishop Roger Ma-
hony?’ And he said ‘yes,” and [ certain-
ly could tell listeners I got the tip from
him. “I have heard him speak too many
times not to know that it was him.”

Celldar tips. For the past year-and-a-
half, or since cellular car phones be-
came the craze in car crazy southern
California, Keene has been accepting
traffic tips from morning and after-
noon drivetime listeners.

He estimates he’s received between
10,000-20,000 calls from listeners in
Los Angeles, Ventura and Orange
Counties, with between 4,000-5,000
calls alone coming from Orange County
to the south of L.A.

In each one-minute traffic-weather
report, Keene announces all sorts of
tieups or accidents from both official
sources and his tipster corps. “I've had
Angie Dickinson and Chevy Chase call
in. Then you get calls from people in
and out of show business who only
want to use their handles. But I know
who they really are.”

Roman Roman, Tax Way, Alpine
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Mike, Joel of ABC Communications,
Tim from Newport Beach, Don Keller,
Big Cheese, Mike from Irvine, Donny
and Ventura Frank—they are some of
the members of this informal club
which keeps growing. In fact, Keene is
planning a reception for Tipster Team
members, inviting everyone who’s
called in during the last year.

He says he stopped writing down
their names after he hit 2,000. Without
a computer, it’s getting too unwieldy,
he admits.

“There’s a guy who is one of the
world’s most famous plastic surgeons
who calls me every day. There’s a well-
known attorney from Carlshad who
comes up to L.A. every other day, and
he calls in. There’s one guy from Red-
lands who runs up a bill each month of
$300-$400.

“People who call are concerned with
telling other people what’s going on. It
costs Joe Blow 47 cents a minute, and it
comes out of their pockets. There’s no
way to reverse the charges.”

]

Be alert? Keene answers every call per- KNX traffic reporter Bill Keene at traffic central.

sonally, so he’s gotten to know his Tip-

ster Team members. People appreciate
his lighthearted attitude and his fam-
ous rejoiner: “Be alert and you won’t
get hurt.”

It used to be in years past “that I

could have a lot of fun with this job.
But now the traffic's gotten so heavy,
it’s all business.” While Keene has the
technical capability of putting a listen-
er at the scene of some major disaster

on line, he switches them over to the
newsroom. ‘‘There’s no way I can
squeeze in an actuality,” he explains.
The newsroom crew will talk to the
caller live or call them back and tape it.

The Broadcast Pioneers’ “Golden
Mike” Award honors the one
station in the country that

has consistently served the
community and enhanced the
broadcast industry.

KOMO Radio, owned by Fisher
Broadcasting Inc., has been part
of the Seattle community for 62
years and is proud to be the
recipient of the 1988 “Golden
Mike"” Award.

Represented nationally by KATZ Radio
Affilhated with ABC Radio

KOMO RADIO
AM 1000
RECIPIENT OEF

THE
GOLDEN
MIKE AWARD
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TV Business Barometer

Local biz rose
12.9% in January

Local TV time sales performed al-
most as well as spot in January,
which, in itself, doesn’t have any
significance but may be a good au-
gury since local billings were up in
the double-digit zone. The ques-
tion about whether one can pre-
dict the rest of the year from a
reading of January is a natural one
at this time. While it doesn’t seem
to work with spot (see TV Busi-
ness Barometer, March 21), there
is evidence that it may work with
local.

As for the double-digit increase
in local billings, as was indicated
in the last issue a small part of the
rise may be due to the fact that
this past January was a five-week
Standard Broadcast Month, while
January of 87 was four weeks.

Whatever the case may be, local

time sales were up 12.9% in Janu-
ary, compared with 14.9% for spot.
Volume for local business was
$361.8 million vs. $320.5 million
the year before. The comparable
spot figures were $419.0 million
and $364.7 million.

As to the issue of whether local
billings for the year can be fore-
cast from the January results, re-
cent data at least suggest that it
can. Last year, local time sales to-
taled $5,616.0 million, up 6.5%
over the previous year. January of
’87 was up 6.1%. In 1986, local
time sales of $5,274.5 million
topped the year before by 13.1%.
January of '86 was up 13.7%.

Coincidence? The two years
previous to 1986 showed figures
that were not quite so close, but
were roughly comparable. In 1985,
local billings were up 10.7%. The
January increase came to 12.6%.
The year before, local billings
climbed 16.8%, while the January

increase was 17.1%.

One thing that seems definite is
that the smaller stations are doing
better than the larger stations in
local rate of growth, Last year, sta-
tions in the under-$7 million an-
nual revenue bracket had the
highest percentage increases dur-
ing 11 of the 12 months.

The same pattern occurred in
January of this year. The under-$7
million outlets averaged a rise of
19.5% vs. 15.9% for stations in the
$7-15 million category and 10.9%
in $15-million-plus group.
Network compensation did not
follow the spot and local pattern
in January. Payments to stations
actually declined on the average
vs. the previous January, the drop
amounting to 2.2%. Network comp
went down from $34.8 to $34.0
million.

Thus network comp amounted
to 4.2% of the combined total of
spot and local time sales and net-
work comp, with spot television
having a 51.4 share and local a
44 4 share.

January

Local

business +12.9%
{millions)

1987: $320.5 1988: $361.8

Changes by annual station revenue

Under $7 million ......... +19.5%
$7-15mittion .. ......... +15.9%
$165millionup . .......... +10.9%

Network
compensation —2.2%

{millions)

1987: $34.8

1988: $34.0

Changes by annual station revenue

Under $7 million . .. ... ... +2.8%
$7-15 millien . ... . ... .. +4.8%
$15millionup ... ....... —5.3%

Local (millions)
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WVAH-TV is already established as one of the country’s
lop-performing independents. Now we're ready to make our
move up to VHF.

WVAH-TV’s technical excellence will be further
improved by the market’s first circular polarized VHF
signal, which will increase coverage to many non-cable
households. From the market’s tallest broadcast
tower (1722 ft.), WVAH-TV will provide the finest signal
in stereo to viewers in West Virginia, Kentucky and Ohio.

Non-cable viewers will find WVAH-TV afresh

Were Moving Up
toVHFand mnto
0% More Households.

alternative. Our top of the dial placement lands us
midway between the market’s network affiliates. And of
the 325 cable systems that offer America’s newest station,
most will carry it on Channel 11.

To ensure awareness, WVAH-TV is staging an
extensive $350,000 media campaign, including outdoor,
radio, newspaper, TV Guide, cable and on-air promotion.

So when you're buying Charleston/Huntington,

West Virginia, remember the one that's moving up into
more households than ever before—1s Lucky 11, WVAH-TV,

wvah tv

charleston/huntington

An Act I Broadcasting Station

www americanradiohistorv com
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OUR SPHERE(

From London to Los Angeles, from
Cannes to New York our fax machines
are busy carrying the latest
international information into the
latest issue of TV/Radio Age.

Our International Report is
gathered from the TV capitals of the
world and presented in easy to read
digest form in every issue throughout
the year. Therefore your
international ad in TV/Radio Age
reaches the TV influentials
throughout the world.

Television/RadioAge
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A powerful
Or mergers &

Viacom Inc.

(formerly known as Arsenal Holdings, Inc.)

A corporation formed by

National Amusements, Inc.

has acquired through merger

VIACOM INTERNATIONAL INC.

We acred as financial advisor to National Amusements, Inc. in this transaction,
provided a forward underwriting commitment for the Senior Subordnated
Discount Debentures, advised on and execuled a 81.5 billion hedging
program as Lo the senior bank debt and assisted in the negotiations.

Merrill Lynch Capital Markets

ML Media Partners, L.P

bas acquired the assets of

WREX-TV Rockford, Lllinois

from

Gilmore Broadcasting, Inc.

We acted as financial advisor to
ML Media Partners, L P

in ihis transacifon.

Merrill Lynch Capital Markets

© 1988 Merclll Lynch Caples) Markets

Westwood One, Inc.

has acquired the Common Stock of

National Radio Network, Inc.,
The Source, Inc.
and

Talknet, Inc.

together constituting ihe NBC Radio Network from

National Broadcasting Company, Inc.

We acted as financial advisor to
Westwood One, Inc. in this transaction
and assisted in the negotiations.

Merrill Lynch Capital Markets

ML Media Partners, L.P

bas acquired the assels of

KATCTV Lafayette, Louisiana

from

Loyola University

We acted as financial sdvisor to
ML Media Partners, L
in this transaction.

Merrill Lynch Capital Markets

www americanradiohistorv com
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Panavision, Incorporated

has been acquired by

Lee Internattonal PLC

We acted as finuncial advisor to
Panavision, Incorporated in this transaction
and assisied in the negotiations.

Merrill Lynch Capital Markets

ML Media Partners, L.P.

has acquired the assets of

WEBE-FM, Westport, CT

from

108 Radio Company Limited Partnership

We acted as financial advisor to
ML Media Partners, L P
in this transaction.

Merrill Lynch Capital Markets

medium
acquisttions.

Certatn Sharebolders of

StarGroup Communications, Inc.

have sold Common Stock of the Company
in a Private Transaction to

TranSales, Inc.

an affiiate of
The United Stations Companies
We acted as financial adutsor 1o

StarGroup Communications, inc. in this
transaciton and assisted in the negotiations.

Merrill Lynch Capital Markets

Tri-Star Pictures, Inc.

bas issued approximately 75 million new common shares in order to
effect a combination with the entertainmen! business of

A

The combrned corporation will be known as

Columbia Pictures Entertainment, Inc.

We acted a5 financial advisor to
Tri-Stay Pictures, Inc.
in this transactfon

Merrill Lynch Capital Markets

gﬁ Merrill Lynch
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NBC’s Rogers charts net’s
future with one eye on cable
and other on the heavens

His mission: to boldly go where no network has gone
before. No, interstellar travel is not in NBC vice pres-
ident of policy planning/business development Tom
Rogers’ job description, and he takes his orders from
Bob Wright, not Captain Kirk. But Rogers does have
a lot of ground to cover—though most likely less than
five years to do it in.

Operating under what he calls “a mandate” from
boss Wright to diversify the network’s core business,
the former senior counsel to the House Subcommit-
tee on Telecommunications for five years and princi-
pal architect of the Cable Act would appear to have
chosen Turner Broadcasting for his maiden voyage.
But not so, says Rogers, who claims the NBC-Turner
talks were only one—admittedly the most publi-
cized—of several proposals for the network to part-
ner a cable service.

Rogers’ singling out cable has less to do with his
and Wright’s former lives than current network regu-
lation. “No doubt about it,” he says, “network televi-
sion is more heavily regulated than any other aspect
of the communications industry, with the possible ex-
ception of the local telephone company.”

Cable service “can.” It was actually from down the
list of network can’ts—syndication, starting another
network, primetime production, station ownership
and ad rep limitations—that Rogers came up with a
cable programming service for NBC as “one of the

Rogers finds office of future not paperle-ss.

few areas [which] a regulatory regime doesn’t under-
mine.” And equally important to him, a cable joint
venture is “‘something that might allow both [net-
work and a cable programmer] to strengthen our po-
sitions in our core businesses.”

While rejecting the notion that diversification
equals dilution, Rogers admits the National Broad-
casting Co. may have traditionally been less interest-
ed in outside interests than its competition. But, he

cable Report says, the shrinking network audience is “news to no

one” and, while his company’s “core business is a
great business right now,” it may not be too soon to
start saving for a rainy day.

And, no, he is not worried about the prospect of af-
filiate jealousy over an NBC-produced hit cable se-
ries. He says the parent companies of many affiliates
are already in cable and “understand its growth pro-
spects.” But it doesn’t require an uncle in the cable
business for an affiliate to want “NBC, longterm, as
strong a company as possible.”

As for the cable industry “getting extremely defen-
sive about its control over programming” (i.e., the
flak over Viacom’s sale of Showtime staple It’s Garry
Shandling’s Show to Fox), Rogers has “some basic
economic questions.” For one, “How realistic is it to
think that you can develop high quality programming

“We are the most
watched service
on cable today”

Thomas Rogers

and deny the distribution to other windows?’* He is
also quick to point out the converse of the cable
trend: “Hasn’t the cable industry greatly benefited
from denying exclusivity to broadcast product?”

HDTV. Aside from his legal skills, communications
experience and business acumen, Rogers possesses a
trait which must serve him at least as well in the per-
formance of his job. That is; the adroitness with
which he juxtaposes almost certain broadcast liabil-
ities into opportunities-from-out-of-nowhere. HDTV
is a good example.

According to Rogers, broadcasters aren’t necessar-
ily at a disadvantage so far as developing a better pic-
ture. In fact, he says, if they move quickly
enough on his Advanced Compatible Television
(ACTV) system, broadcasters—as well as their tele-
casts—could be sitting pretty, right through to chan-
nel reallocation and the implementation of ACTV-2.

ACTV and ACTV-2 are being developed jointly by
NBC, the David Sarnoff Research Center and Thom-
son Consumer Electronics. The original ACTV is de-
scribed by Rogers as a 1050 line, 6 MHz single chan-
nel system, while the latter system was reported on
by TV/RADIO AGE, March 7, as being up to 12
MHz.

Rogers doesn’t see cable or direct broadcast satel-
lite (DBS) as necessarily having an HDTV advan-
tage. While neither has the channel allocation prob-
lems of broadcast (if the new signal were to exceed
the present 6 MHz limit), cable has its own channel
capacity worries and “DBS isn’t limitless spectrum.

30

Television/Radio Age, April 4, 1988

www americanradiohistorv com


www.americanradiohistory.com

For some of the high definition proposals that are out
there, you might need two transponders ... and
that’s a very expensive proposition itself.” As for tel-
cos being the dark horse in the HD'TV race, Rogers is
betting against it, saying of fiber optic to the home,
“I'm not sure that is a realistic mode of distribution
for video.”

VCR advantage. The clear leader in this whole
HDTYV scenario, as he sees it, is the VCR industry,
which he predicts is likely to threaten pay cable most.
Supposing further, Rogers wonders about the ulti-
mate implications to broadcasters in reaching that al-
ready-dwindling audience segment as pay cable in-
terests plan their own high definition counter-offen-
sive.

If you listen to Rogers long enough, you really be-
gin to believe that broadcasters have what may be
their only opportunity to lead the HDTV way in
ACTYV. And while he doesn’t say it outright, the im-
plication is there—that it may ultimately come down
to a choice between coming in first or last, with no
money in the place and show pools.

This is not to paint Rogers as ‘“‘smooth talking.”
The confidence portrayed is deeper than delivery;
clearly he has done his homework. And his network
seems prepared to back him up with some of its good
fortune, one example being interactive television.
Long seen as the sole domain of cable, NBC’s recent
investment in the Interactive Game Network could
turn those stereotypes on their heads. Another pro-
gramming area which Rogers sees in NBC’s future is
international.

But enough of the future for a minute. In retro-
spect, how does this former man of the Hill view his
15-month-old transition to 30 Rock? The word “iro-
ny” never came to his lips while surveying his respon-
sibilities at a “heavily regulated” broadcast network
in this age of cable deregulation. Rogers was, howev-
er, sure to mention “those phenomenal cash flows”
and “that wonderful gift ... Congress gave the cable
industry” on his way to describing his own move as
“‘a nice evolution.”

Characterizing his present employer’s relationship

Top 10 cable TV clients for 87

1987 Percent change
Company Expenditures  from 1986
Procter & Gamble $23,713,272 —20.3
Anheuser-Busch 22,943,379 +17.7
Philip Morris 20,581,730 =72
General Mills 18,580,934 +19.6
Time, Inc. 16,411,682 +2.3
Mars, Inc. 14,876,662 —15.8
RJR Nabisco 14,688,479 —40.5
Coca Cola 9,796,911 +59.8
Thompson Medical Co. 8,373,684 +360.2
General Motors Corp. 7,967,826 +10.6

Copyright 1986, BAR.

s

with cable, Rogers considers the No. 1 over-the-air
network to have coaxial jurisdiction as well: “We are
the most watched service on cable television today.”
And as for the future—again, speculation is a part of
his job description—he sees cable’s “cash flow’ and
need of programming, coupled with NBC’s program-
ming expertise and “looking to build our business
base,” as a match made in Washington, if not
heaven.—Joe Terranova

P&G’s loss cable’s gain,
but still leads latest BAR

While the latest projections from the Cable Televi-
sion Advertising Bureau estimate total cable ad reve-

Erica Gruen

Arnie Semsky

nue for '88 at $1.5 billion—{from just over $1 billion
last year, Arbitron’s latest Broadcast Advertisers Re-
port shows wide fluctuations in spending among the
top advertisers.

Saatchi & Saatchi DFS Compton vice president
Erica Gruen suggests looking more to individual
brand objectives than crosstrends as the explanation
for this. And while BBDO executive vice president of
media/program services Arnie Semsky agrees, he also
points to P&G’s overall drop in network TV spending
as further rationale for the Number 1 advertiser’s
soft BAR showing.

The Arbitron information is based on advertisers’
CBN, CNN, ESPN, MTV, USA and WTBS expendi-
tures. As for basic cable network ad buys being used
to reach the much-sought-after pay cable viewer, that
makes sense to Gruen. She cites Nielsen research
data which puts regular and premium subscribers’
basic cable viewing time at 25% of total viewing time.

“Just TV.” In general, both Gruen and Semsky agree
that cable is in the mainstream of most major ad-
vertisers’ media plans and see the cable buy as, in
Semsky’s words, “just television.” But with that ac-
ceptance has come some “flattening out” of the up-
scale-cable stereotype which, Semsky adds, is to be
expected.

Regarding the old rap there not being enough re-
search to support the national and especially regional
cable buy, Semsky assures, “We have more numbers
for cable than we’ll ever need.”

Television/Radio Age, April 4, 1988
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'Radio Report

‘Event media’ offers
| added value for
radio advertisers

“Our clients are action orented meaning Lthey ex
pect action, now, at retail. Our agency
lion worth of radio advertsing to help them get it

So said Mike Drexler, executive vice president, na
tional media director at Bozell, Jacobs, Kenvon &
Eckhardt, speaking 1o station executives at the
March breakfast sermuinar of NYMRAD, the New
York Market Radio Broadeasters Association

One way Bozell's been using radio has been long
form syndicated specials, and Drexler reports “carry
ing these a step farther by creating the added value
of ‘event media’ in ways that magnifyv and enhance
the impact and visibility of our clients’ advertising.
And we merchandise this targeted programming
through each link of a client’s distribution chain.”

While some agency people worry about verifving
full clearance of such svndicated specials, Drexler ex
pects to see this form grow “because 1t works well in
both the general and minority markets.” Referring
specifically to black and Hispanic listeners, he ob-
serves, "These are listeners who reward their own fa-
vorite stations with a lovalty unmatched in most of
the rest of the media world. They’'re less likely than
| general market listeners to join in the constant dial
hunt for something difterent.”

But Drexler offers a warning to the radio execu-
tives to “'keep the lid on rising rates. It will also help
us help you sell more radio if radio moves to elimi-
nate the premium stations charge for 30s.”

--..‘\‘ ]
LY s 1) mil

Listening time
varies by format

Further backing for Mike Drexler's comments on the
loyalty with which minority listeners “reward their
own stations” comes from research by Eastman Ra-
dio. The rep's marketing services department reports
an analysis of average time spent listening by format
for over 800 radio stations and shows Spanish lan-
guage formats racking up the longest listening period
levels at an average of over two hours and 13 minutes
a day. Easy listening placed second with an average
tune-in of one hour, 33 minutes daily, followed by ur-
ban contemporary stations, which average one and a
half hours a day.

In fourth place is country music, with stations fea-
turing this format coming up with 81 minutes for
their average duration of daily listening. News/talk
also scored a respectable 74.9 minutes, classical mu-
sic was right on its heels at 74.7 minutes, and album-
oriented rock averaged 72.8 minutes. MOR/Nostalgia
averages 71.8 minutes, oldies win 65 minutes, CHR

averages 631 9 minutes and all news averages 54 8
minutes of Listening a day

Eastman’s next analvsss will look at differences in
listening spans for stations i1n large, medium and

amall markets

Time spent listening by

A 4
Y4 T F [ ol 4 . r #
Average minules kslened per day

Oidies

MOR/ nostalgia

Classical - TA 7
Urban cont. _ 80 2
Easy listening _ 82¢

Spanish

Based on top 0 statong | 12+
Aeport Eashran Rada inc

L.A. radio outlets
flock to Disney

Disneyland’s *‘Blast to the Past” tribute to the “care-
free times of the '30s” promotion, atiracted 10 radio
stations, three TV stations and two TV shows to the
Anaheim theme park opening day March 19.

The radio stations all broadcast live, with L.A."s
KRTH-FM planning to air several shows during the
run of the promotion which ends May 22. Brian
Beirne, KRTH's 10-2 p.m. DJ has been doing his dai-
ly show from the park, and also hosted a hoola-hoop
contest in which 1,000 entrants sought to break into
The Guinness Book of World Records.

“Some of the stations broadcast live for four
hours,” notes Rosemary Matuz of the park’s promo-
tions department. “KPSI-AM of Palm Springs
broadcast live 12 hours.”

ALFS # Amercs 1§ top 50 markens Fal 1987 Artiron
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Setting standards
for longforms

Two years ago the Advertising Research Foundation,
with longstanding operating councils for television,
magazines and newspapers, had no council or even a
subcommittee looking into radio’s research problems.
This oversight was remedied, however, soon after
Larry Stoddard moved in from a top research post
with Young & Rubicam as senior vice president, di-
rector of media research for the ARF. Today that or-
ganization does have a radio committee, headed by
Bruce Goerlich, vice president, director of corporate
media research at D’Arcy Masius Benton & Bowles,
with four busy subcommittees.

One of those subcommittees, the one for longform
and special radio programming, met March 22 to look
into the problem of setting up standardized guide-

“The first thing we want to do is
develop a consensus of what kind of
research buyers should ask for

from long-form syndicators.”—
Gerard Broussard

lines for buying and selling radio’s syndicated long-
form programs.

Gerard Broussard, vice president, media research
director at Jordan, McGrath, Case & Taylor, came
out of the meeting saying, “At this stage we're just
starting to feel our way, laying the groundwork to
start educating agencies and syndicators alike. The
first thing we want to do is try to develop a consensus
of what kind of standardized and comparable re-
search buyers should ask for from the longform syn-
dicators and radio networks—a consensus on how
best to assure clearances and measure delivery.”

While some networks and syndicators are making a
good effort to back up their delivery with valid affi-
davits, “Others come to us with rather questionable
numbers for some very broad time periods, like 6 a.m,
to 6 p.m., instead of for the specific dayparts these
specials are scheduled to air,” says Broussard.

He hopes the subcommittee will approve proce-
dures for agencies to follow in working with the radio
syndicators on longform, then invite agencies to com-
ment on the procedures and suggest improvements.

Calendar weighting added

Arbitron will institute calendar weighting to Arbi-
trends, effective with the first phase of the spring
1988 radio audience survey. Calendar weighting is an
adjustment for any bias introduced by an uneven dis-
tribution of sample by month over the quarterly peri-
od.

The decision, made after much study and a num-
ber of meetings with radio industry representatives,
will affect only Arbitrends, Arbitron’s microcomput-

er-based system based on rolling averages. No
changes will be made in the quarterly report.

Says Rhody Bosley, vice president of Arbitron ra-
dio sales and marketing: “With calendar weighting,
there is an improvement in the effective sample base
because less weighting for age and sex will be applied.
Now, each three months of sample will be sample
balanced as a unit; there will be no averaging. A con-
trol for monthly sample distribution will be added. In
addition, clients will be able to operate Arbitrends at
a much faster rate since the micro will no longer have
to average the individual months.”

Bosley says it was important to note that this mod-
ification will produce little data change, “but will
provide an improvement in reliability brought about
by an increase in effective sample base.”

Group W honors
‘President’s Club’ winners

Group W Radio’s “President’s Club' awards honor
the outstanding account executive from each Group
W radio station.

Pictured are winners: Tim O'Sullivan, WINS New
York; Bob Kelly, KYW Philadelphia; Carolyn Prit-
chett, KQZY Dallas; Anna Dauvis, KQXT San Anto-
nio; Chris Hill-Staffier, WBZ Boston; Frank Costa,
KODA Houston; Jill Parker, KFWB Los Angeles;
Cathy Hughes, KMEQ Phoenix; special award win-
ner Jim Aberle, president, The Training Works:
Jeannte Johnson, KJQY San Diego; Cheri Earl,
KDKA Pittsburgh; Larry Nettingham, KOSI/
KEZW Denver.

CHR gets represented

Two positions have been added to the Arbitron Ra-
dio Advisory Council to represent the contemporary
hit radio format. This required a change in the Coun-
cil’s bylaws, which now allow for a total of 12 elected
radio broadcasters covering eight formats.

Half of the current formats have two representa-
tives, one for the top 50 markets and one for the 50-
plus markets. The four formats with two representa-
tives are easy listening, contemporary, country and
MOR/personality. The other four formats, with one
representative, are black, news/talk, Spanish and
AOR/other.

Television/Radio Age, April 4, 1988
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Radio Business Barometer

February spot
increased 6.1%

Spot radio showed another modest
increase in February, increases
that, while nothing to brag about,
are welcome after the doldrums of
"87. It’s a far different opening for
the first two months of 88 than it
was for the first two months of ’87.
Last year January sneaked by with
a 1.1% increase, followed by a sud-
den burst of business in February,
which zoomed up 13.2%.

This year, January rose 7.2%
(after adjustments to take care of
differences in the Standard
Broadcast Months for 87 and ’88)
and now, according to the latest
figures from Radio Expenditure
Reports, commissionable spot ra-
dio business for February shows a
rise of 6.1%. This has the earmarks
of a stable year—but don’t shut
the door on the unexpected yet.

Billings for February came to
$60,576,100, says RER, based on
reports from all the major reps.
This compares to $57,085,500 for

February '87.

The year-to-date figures for
nine weeks (January was a five-
week SBM) show a rise of 17.5% to
$113,821,900. This is an unadjust-
ed figure, comparing the nine Jan-
uary/February weeks of '88
against the eight weeks of "87.
RER does not make adjustments
in year-to-date data. However,
March of "88 was a four-week
SBM, vs. five weeks for March 87,
so this will even out when the
quarterly totals from RER are
published.

Meanwhile, the February data
for the four market groups that
RER breaks out show various
amounts of time sales rises, but
only one in the double-digit realm.

The top 10 markets, which were
up an adjusted 13.4% in January,
climbed 4.1% to $22,757,000. The
double-digit increase was achieved
by the 11-25 market group, which
rose 10.7% to $13,500,400. The
smallest increase took place
among the 26-50 markets, which
increased business 3.6% to
$9,504,700. The 51-plus market

group showed a rise of 6.8% to
$14,814,000.

Year-to-date increases for the four
market groups for the nine (unad-
justed ) weeks are: top 10, up 19.4%,
the best increase of the lot; 11-25
market group, up 17.9%; 26-50
group, up 13.3%, 51-plus, up 17.2%.

The Radio Advertising Bureau
recently released the top 25 users
of spot radio last year, according
to data from RER. They are in
rank order: Anheuser-Busch, $43.6
million; General Motors, $34.8
million; Philip Morris, $29.5 mil-
lion; Sears, $21.2 million; Pepsico,
$19.8 million; Delta, $19.7 million;
Southland, $18.3 million; Chrysler,
$17.1 million; Pillsbury, $16.4 mil-
lion; American Airlines, $16.1 mil-
lion; Texas Air, $15.6 million;
Ford, $14.9 million; Walt Disney,
$14.8 million; Melville, $13.8 mil-
lion; BellSouth, $13.3 millicn;
Coca Cola, $13.1 million; Bell At-
lantic, $11.3 million; G. Heileman,
$10.8 million; Coors, $10.1 million;
U.8. Government, $10.0 million;
Capital Cities/ABC, $9.2 million;
Greyhound, $9.1 million; S&P
Holding (beer), $9.0 million; R.J.
Reynolds, $8.8 million, U.S. West,
$8.6 million.

February

National spot +6.1%
{millions) 1987: $57.1 1988: $60.6
1987 adjusted: $57.1
Changes by market group
Market Biltings % chg.
group (mils.) 88-87
1-10 $22.8 +4.1%
11-25 13.5 +10.7
26-50 9.5 +3.6
51+ 14.8 +6.8

Source: Radio Expenditure Reports
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A Division of AKO Genersl Inc.

Congratulations to these winners
of the 1988 Angel Awards!

BOBBY CONLAN and RIDGE CONLAN, Producers

“Is There Life After Cancer?”

CAL BRADY and CHUCK VELONA, Producers
“She Was Always There”

ROB SHARKEY, Producer
“The Babymaker”

GAIL CHOICE, Producer

“Teen Times”

ROB SHARKEY, Producer

“Crimes of Madness”

KHJ-TV,

LOS ANQELES

www americanradiohistorv com
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Powler.

“Mutual of Omaha’s Wild Kingdom" and its star, Jim MUTUAL
Fowler, attract viewers like a magnet. Now heading OF OMAHKAS
into its record-breaking 26th season, “Wild Kingdom,”  WILD KINGDOM
the class of its kind, has the popularity and staying Starring: Jim Fowler

power few shows in TV history can equal. FEﬂh"mg Peter Gros

To add this reputation in fine family programming
to your schedule, call Hal Davis, 402-397-8660.

JIM
FOWLER

www americanradiohistorv com t
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“Is it a difficult
environment? Yes.
Has it been
difficult in some
regards? Yes.

Will we proceed
forward? Yes.”

Television/Radio Age, April 4, 1988

PP AT . fiagl ome ey

Little chance of adding to threesome,
and it takes all three of them to move

Commission faces
operating in year
of the crippled duck

By HOWARD FIELDS

he popular Washington term,

I “lame duck,” has taken on new

meaning at the FCC. Thereis ev-

ery indication that the agency may

have to operate the rest of the yearasa
“crippled duck.”

Not only has the U.S. Postal Service
become the primary messenger of pub-
lic communications policy, there is a
real possibility the commission, which
just a few years ago had seven mem-
bers, will have to conduct its business
until at least early next year with only
three members.

That does not mean the FCC is going
to be moribund. In fact, it expects to
issue within the next few weeks its de-
cision on whether to restore syndicated
exclusivity rules for broadcasters.

But the fact that that item has got-

Chairman Dennis Patrick

ten this far and stands a good chance of
approval without much intragovern-
ment controversy tells a bigger story
below the surface than above it.

When asked about his lame-duck
status, FCC Chairman Dennis Patrick
bristles, then chooses to phrase his own
questions. (No lame duck admits he or
she is one, because an honest answer
would merely serve to reduce their ef-
fectiveness while remaining in office.)

“Is it a difficult environment? Yes.
Has it been difficult in some regards?
Yes. Will we proceed forward? Yes.
Have we made progress? I would argue
that we've made a great deal of pro-
gress already, and we have in playv a
number of major initiatives. | need not
remind you that we've taken a rather
significant decision with respect to the
First Amendment and content regula-
tion of broadcasters.”

37
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Commissioner James Quello

“I don’t want to
give Patrick any
problems per se.
In some
philosophies, I
agree with him.”

That’s why the second year of Pa-
trick’s chairmanship has been one
marked by a hamstrung FCC. The con-
tent-regulation work he spoke of is the
abolition of the Fairness Doctrine last
year. That led to a firestorm of reaction
from Capitol Hill, and the fallout is still
coming down.

As part of that fallout, nominations
hy President Reagan to fill two vacan-
cies on the agency have not been sched-
uled for hearing. The nominees, Brad-
ley Holmes and Susan Wing, didn't
help themselves hy being evasive in
their answers to a guestionnaire sub-
mitled Lo them by the Senate Commu-
nications Subcommitiee, whose advice
and consent is required.

Ernest F. “Fritz” Hollings (D-S.C.),
chairman of the Senate Commerce
Commiitee and de facto chiel of his
Communications Suhcommitiee, is
keeping his cards close Lo his chest on
the matter. He says he would vote
against hoth nominees, but that
doesn’t always mean a chairman will
deny them confirmation proceedings.

in the foreground

In this case, however, he is giving sig-
nals that he may not want to consider
the nominations at all, as just one of
several possible scenarios.

He has his staff checking the legality
of appointing Wing to two concurrent
terms, one filling out the rest of the
term of Mimi Dawson, who took an ap-
pointment at the Transportation De-
partment, leaving vacant her commis-
sion seat that expires June 30, and the
other a full five-year term of Wing’s
own.

Holmes has been named to fill out
the rest of the term of Chairman Mark
Fowler, whose term, left vacant by his
resignation last year, does not expire
until mid-1990.

Wing, a choice of the White House as
a partner in the Washington law firm of
Hogan & Hartson, had been considered
to be more in favor with the subcom-
mittee because of her many connec-
tions as a lobbyist and because she had
the personal backing of Sen. Alan Dix-
on (D-IIL.). But Hollings has let it be
known that he has no commitment to
move even her nomination.

Meanwhile, he has instructed his
staff to check into whether the Senate
can act on the shorter term and not the
longer, in effect giving her a seat for
only a few official weeks and possibly
letting her serve as a designated com-
missioner until the next President
takes office and offers a new nominee.

Holmes is the personal candidate of
Patrick, on whose staff he is now serv-
ing, and appears to have less weight
than King, although he is black and
normally would be expected to gain
preference because of his minority sta-
tus.

Hollings and his Democratic col-
leagues in Congress, who are unre-
strained in their displeasure with the
current FCC and its trend toward
wholesale deregulation during the Rea-
gan years, fear that approving Wing
and Helmes as nominated would allow
the Reagan legacy at the FCC to
stretch well into what could possibly be
a Democratic administration.

Thus the uncertainty about which
way to move, coupled with the fact that
although two of the three current com-
missioners are considered only nominal
Democrats, they do constitute the ma-
jority during a waning Republic admin-
istration,

Agency may have to operate with three for a year.
Syndex decision on the horizon, outlook favorable.
Quello, Patrick in open dispute on some issues.

Congress hamstrings FCC, but no micromanagement yet.
FCC may attack renewal abuses on its own.

If the current three-commissioner
situation is allowed to continue, each of
the two Democrats will have enormous
potential power. Three commissioners
must be present to constitute a quo-
rum. Therefore, nothing can be passed
without the consent of each commis-
sioner, because all a commissioner
needs to do is not show up or leave the
room and the item under consideration
will fail.

James Quello and Patricia Dennis
are diplomatic when asked about their
newfound power.

Dennis: “I suppose I could” walk out
of a commission meeting. “I am told
there are agencies in which that has

(Continued on page 122)

A few weeks before
the expected vote,
she was still
concerned whether
FCC has jursdiction
over syndex.

Commissioner Patricia Dennis
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CONGRESS AND THE FCC

Senate drops ‘bag of goodies’

Both broadcast and cable see handcuffs dangling

1l of a sudden, just before last
A Christmas, a distinguished-

looking “Scrooge” went from
committee rooms to the Senate floor
with a bag of “goodies” for the broad-
cast industry.

The goodies, which the industry
viewed as apples containing razor
blades were codification of the fairness
doctrine, fees assessed on the licensees
of the broadeast spectrum, license
transfer fees, a ban on UHF-VHF
swaps, requirements that women and

Communications Subcommittee in
name only. Hollings runs whatever
show there is to be run.

What Hollings has revealed about
his plans this year is little. Other than
to let it be known that he opposes the
two nominees to seats on the FCC, he
has not said whether he even intends to
consider acting on their confirmation,
raising the speculation that he may not
act at all while President Reagan sits in
the White House.

Hollings does plan, however, to hold

In the foreground

Agency may have to operate with three for a year.
Syndex decision on the horizon, outlook favorable.
Quello, Patrick in open dispute on some issues.

Congress hamstrings FCC, but ne micromanagement yet.
FCC may attack renewal abuses on its own.

minorities be given preference in li-
cense transfers, and a ban on waivers
for newspaper/broadcast property
cross-ownerships.

The last three got attached to the
continuing resolution, a last-minute
bill funding the federal government
through Sept. 30, but the rest were
dropped. For the moment.

Like the sword of Damocles, those
initiatives by the secretive and quixotic
Sen. Ernest F. “Fritz” Hollings (D-
S.C.), chairman of the Senate Com-
merce Committee, hang over the
broadcasting industry this year. It
knows not when and where the sword
will fall.

Cable’s bitter pill

Elsewhere in the Senate, other ef-
forts affecting the television industry
are more public, if not as concrete. A
judiciary subcommittee has begun
what is expected to be a major focus of
the communications arms of Congress
in the next year or two—oversight of
the cable industry and review of the
1984 cable policy act that largely freed
the industry from regulation.

But no legislation is planned this
year in the cable arena, so the broad-
cast industry is watching warily to see
where Hollings chooses to strike next.

It won't get much notice, for even
Hollings’ committee staff doesn’t have
the privilege of knowing what, precise-
ly, he wants to do. And Sen. Daniel
Inouye (D-Hawaii) is chairman of the

hearings sometime in the next few
weeks on §-1935, which largely embod-
ies the key element that he failed to get
included in the continuing resolution
and in legislation reconciling the vari-
ous budget plans last year.

That element would provide for as-
sessing a broadcaster who sells a radio
or TV station license, or any other enti-
ty that owns a license, to use the com-
munications spectrum 2% of the pur-
chase price as a “transfer fee.”

Part of the funds would help defray

the federal budget deficit, and part
would be used to establish a trust fund
for public broadcasting. And, by the
way, it would codify the fairness doc-
trine.

The National Association of Broad-
casters hails the victory in defeating
the transfer tax last Christmas as a
tribute to the effectiveness and
strength of its grass-roots lobbying ef-
fort. Local broadcasters succeeded in
getting the ear of their constituents
and persuading them to turn Hollings
back on at least that issue.

Temporarily daunted, Hollings is
roaming the Senate corridors seeking
support for bringing the proposal back
to life this year.

Fairness in limbo

The idea apparently is to forego the
fairness doctrine portion of the bill
Since President Reagan has successful-
ly vetoed the doctrine once and vows to
do so again, nothing with the doctrine
attached would be expected to survive
while he is in office. And the Senate,
already strapped for time in an election
year in which it faces weeks of summer
debate on an international arms treaty,
18 not likely to approve of anvthing that
would automatically invite a veto and
kill whatever legislation does get
through.

Also, Hollings’ hearings on the mat-
ter, expected by the end of Mayv, will

Sen. Howard Metzenbaum (D-Ohio)

If Hollings is
secretive and
elusive in his
approach to
broadcast
matters, his
crusty colleague
Sen. Howard
Metzenbaum is
not.

Television/Radio Age, April 4, 1988
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Sen. Ernest F. Hollings (D-S.C.)

come after a deadline imposed by the
Senate leadership for legislation to
reach the floor. Thus, he is seeking sup-
port from his colleagues for the possi-
bility of tacking the transfer fee on as a
rider to some other legislation, proba-
bly on a budget resolution or on appro-
priations bills funding the federal gov-
ernment for the 1989 fiscal year begin-
ning Oct. 1. And then, there is the
unofficial freeze on all broadcast-relat-
ed legislation.

His open plea to his colleagues came
at the time he introduced S-1935 last
December: “It is long past the time that
we collect the value of the public re-
source known as the radio spectrum.
For too long, the public airwaves—
worth about $500 billion—have been
given away virtually for free.”

Hollings added that a transfer fee, at
a time when “asset values of these spec-
trum licenses are increasing so greatly
... is no more than a minor burden.”
But he would expect the fee to raise
$300 million a year for the federal cof-
fers.

In his arm-twisting efforts, Hollings
has been saying that the common carri-
er and private radio users of the spec-
trum have accepted the idea of a trans-
fer fee, and that for many of them 2%
would amount to a far greater figure
than that the hroadcast licensees
would suffer.

Hiy argument is thal broadcasters
should consider the transfer lee far
more acceptahle than any other spec-
trum fee that might be imposed. A
spectrum fee probahly would be an an-
nual assessment, whereas a transfer fee
would he a one-time imposition on the

“It 1s long past
the time that we
collect the value
of the public
resource known
as the radio
spectrum.”

seller at a time when he can pocket the
other 98% of a six- to eight-figure price
of a station.

Hollings also is seizing on the reason-
ing given by Senate Republicans in op-
posing his effort to attach the transfer
fee arrangement to the budget bill. He
says they told him at the time that they
opposed the fee only because of the
general agreement among senators that
they would not attempt to pile on spe-
cial projects that might doom an al-
ready delicate budget-making process.
They told him, he says, the idea has
merit and should be pursued.

The broadeast industry is attempt-
ing to counter in its lobbying efforts

Inouye 1s
chatrman of the
Communications
Subcommittee in
name only.
Hollings runs
whatever show
there is to be
run.
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with a white paper it expects to issue
soon comparing the U.S. system with
others around the world. It carries the
conclusion, NAB president and CEQ
Eddie Fritts says, “that the United
States has the best system of broad-
casting in the world and that it is worth
preserving and worth protecting.”

In that vein, he says, members of
Congress should realize that broad-
casters already are paying for the spec-
trum “through service to the public at
no cost,” something he says other users
of the spectrum do not provide.

Aside from his intentions to slip in
amendments here and there, Hollings
is giving out few other signals. He has,
however, joined with his communica-
tions colleagues in the House to legis-
late by letter.

During the past year, much of the
communications policy-making of the
federal government has been carried
out by letters cosigned by the Hollings
and Inouye in the Senate and Reps.
John Dingell {D-Mich.) and Ed Mar-
key (D-Mass.), their counterparts, re-
spectively, in the House. They general-
ly carry implied instructions to the
FCC on how the leaders expect matters
under consideration at the agency to
emerge.

If Hollings is secretive and elusive in
his approach to matters affecting
broadcasting, his crusty colleague Sen.
Howard Metzenbaum (D-Ohio), chair-
man of the Judiciary Antitrust Sub-
committee, is not.

Although he plans no legislation this
year on the matter, he opened hearings
in March on what is expected to be the
focus of Congress in the television are-
na over the next year or two—the
growth and strength of cable.

(Continued on page 127)

Sen. Daniel Inouye (D-Hawail)

-
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athion push in the House

Broadcasters will have to pay for any favors they get

E rankly, 1 think this is better

Fdealt with in regulation. But I

wouldn’t trust this commission

to handle this problem, because they

have not given us any reason [to be-

lieve] in their ability to carry out their
assigned job under the law.”

With that, Rep. Al Swift (D-Wash.)
set the tone of a hearing on the only
legislation expected to emerge from the
House this year and affect the broad-
casting industry directly.

in Reagan’s veto last year of legislation
that would have codified the fairness
doctrine into law. Congress didn’t have
the votes to override the veto, and an
emboldened FCC dropped the doc-
trine. Congress was incensed and
threatened to attach codification to ev-
ery piece of legislation broadcasters
wanted. But the effort failed dramati-
cally in the waning days of the last ses-
sion,

Now Cangress is well into 1988, an

In the foreground

Congress, FCC still ‘playing chicken' over policy.
Kidvid the focus of House activity this year.
Dingell issues warning to broadcasters.
Broadcasters may turn to Judiciary for must-carry.
Minorities targeting communications industries.

To broadcasters in general, Swift
added, “I hope you weren't overjoyed
with all the deregulation that went on
over the past few years. Because it is
that deregulation that has us here to-
day talking about putting into law
something that you used to live with
without any problems for years and
vears and years.

“There was a regulation that served
the children of this country well,” he
continued. “It eliminated a huge prob-
lem for you. Because the FCC won't do
itsjob . ... it leaves the Congress in the
position of playing chicken with the
FCC again. They're daring us to pass
legislation.”

Caught in crossfire

Broadcasters feel caught in the mid-
dle in the crossfire that has been zing-
ing through the air between Capitol
Hill and the FCC downtown during the
past few vears.

Since the congressional shots are be-
ing lobbed by the House Telecommuni-
cations Subcommittee, the industry is
turning to other panels, where possible,
for its initiatives.

Rep. Ed Markey (D-Mass.), chair-
man of the Telecommunications Sub-
committee that held the hearing that
Swift addressed, breached the unwrit-
ten agreement reached on Capitol Hill
at the beginning of the year to freeze
activity on all broadcast-related mat-
ters until President Reagan leaves of-
fice next January.

The genesis of the freeze had itsroots

election year when little gets done be-
cause the attention of its members is on
getting reelected and legisiative days
are fewer. Instead of wasting time, they
just decided they would not act on any
broadcast legislation.

Rep. John Dingell (D-Mich.), chair-
man of the House Energy and Com-
merce Committee, tnld broadcasters in
a now-famous speech that they may
just have to accept codification of the
fairness doctrine if they want to get
anything else out of Congress or at least
avoid the attachment of onerous
amendments to myriad legislation
moving through the legislative branch

“I hope you
weren’t
overjoyed with
all the
deregulation
that went on
over the past
few years.”

Television/Radio Age, April 4, 1988
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next year when the freeze is off.

Broadcasters have chosen to focus on
the nexus of his speech, that broadcast-
ers will have to accept regulation and
being held to a public interest standard
they say they have no problem with in
exchange for any favors they want from
Congress. But the underlying message
of Dingell's speech in clear: Loosen op-
position to the fairness doctrine or face
numerous defeats.

Despite the freeze, Markey felt the
opportunity was ripe for pushing for-
ward with legislation to deal with what
he feels is “‘a steadily worsening situa-
tion in children’s television.” It is a
theme his predecessor, now Sen. Tim
Wirth (D-Colo.), stressed during his
chairmanship of the panel.

Actually, the panel’s effort is seen
more as a ploy to influence the FCC’s
own consideration of proposals to
largely restore the guidelines it used to
have. The commission is expected to
act by midsummer and could largely
defuse the congressional effort, partic-
ularly in a protracted session.

For its part, the Telecommunication
Subcommittee’s Senate counterpart,
the Communications Subcommittee,
has let it be known that if the Markey
panel is serious about children’s TV
legislation, it, too, will take seriously
whatever is sent over.

Several bills have been introduced in
the House to deal with the matter. The
three main proposals being considered
by Markey’s subcommittee are:

m HR-3288, by Rep. Terry Bruce (R-

Rep. Al Swift (D-Wash.)
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8 HIR-G066, by Rep. John Bryant ()
Tex ), mcorporates Bruce's bl and
would add set as o standard for heense
renewal an hour per dav of children’s
programming, and up to seven hours o
wieirk

® HR-4120 by Rep. Tom Tauke (R
lowa vrders his
})('IIIIY('T,I”(' L--'I|!':1|_'|l'~ winld RIVE by
overturning the consent decree worked
out by the Justice Deportment with
broadcasters about 10 vears ago that
resulted in elimination of the National
Association of Broadcasters code gos
erning commercials an children’s pro-
gramming.

Markey noted in his remurks open-
mg the hearing that the prohlems be
gan with the administration of Demo-
cratic President Jimmy Carter but
added that the FCC added to the proh-
lem “at the apex of its deregulatory fe-
ver and fervor” and “hlindly stripped
awav commercial time standards {rom
children’s television.”

would temper the

Limiting commercials

The time standards, which would be
restored in the measures introduced by
the two Democrats. limit commercials
to 9'4 minutes per hour on weekends
and 12 minutes per hour on weekdays.

For its part, broadcasting, which
thought its role during this vear of the
freeze would be a largely defensive one
with little to defend against, finds itself
targeting the proposals as unnecessary,
even though it is the industry's own
former code that is at the center of leg-
islation.

As Eddie Fritts, president and CEQO

Rep. Robert Kastenmeir (D-Wis.)

Broadcasters may
just have to
accept fairness
doctrine if they
want to get
anything of out
Congress.

of the NAB puts it, It would be fool
hardy for Congress to move forward
ahead of what its expert agency might
resolve on this issue

Broadcasters might be able o
with a simple restoration of guidelines,
he suggests, but, "We den't want to
accept any legislation, bhecause vou
can't control the process.” He's afraid
of add-ons, such as fairness doctrine
codification, license transter fees and
many other elements members of Con-
gress incensed with the FCC might at-
tempt.

In his speech to broadcasters, Din-
gell said, in fact, that budget issues=
would complicate broadcast consider-
ations by his panel, particularly must-
carry. “You should look to the possi-
bility of the handling of this issue being
complicated by serious efforts by many
toretrieve revenue in every part of gov-
ernment activity. Certainly that ex-
poses this industry to spectrum fees or
auctions, something which I think is
not in the public interest, and some-

live

Kastenmeier has
built a reputation
for encouraging
consensus-building
among industry
enemies.

Rep. John Dingell (D-Mich.)

thing which | think most of vou would
ind distasteful
Fhus

vear il any are

broadcaster initiatives this
attempted in that hos-
are hikely to
confined to other panels

tile climate be few and

Ihscussions are being held between
the industry and Rep. Robert Kasten.
meter (1D-Wis. ), chairman of the copy.
right subcommittee of the House Judi
Commiltee ]";;I-Trrlml'lrr
built a reputation for encouraging con-

C1ATY has
sensus-building among industry ene-
mies, massaging their agreements, and
then attempting to get them enacted
into law

Although any must-carry legislation
that would emerge from Congress
would have to pass through Markey's
panel and its Senate counterpart, work
largely done by Kastenmeter's highly
respected subcommittee would carry &
great deal of weight with the rest of
Congress.

Various broadcast entities have ap-
pealed to the U.S. Supreme Court o
review an Appeals Court decision strik
ing down as unconstitutional an earlier
must-carry agreement worked out by
the broadcast and cable industries and
amended by the FCC. The court was
expected to decide by early July Day
whether to review the matter. If it does
accept the case. oral arguments would
not be held until the end of the vear
and a decision not rendered before next
sSpring.

Anticipating that ahsent a strong
government plea for a review the court
could easily reject the case, the broad-
casters are considering a plan to take
advantage of the pro-must-carry sym-
pathy in Congress to move legislation.

Fritts and James Mooney, his coun-
terpart at the National Cable Televi-
sion Association, have been holding

(Continued on page 130)
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FCC goes easy on political TV

Commission lightens the load for broadcasters

By JACK LOFTUS

espite all the hoopla in Congress
D and elsewhere about the fate of
the Republic now that the FCC
has held the fairness doctrine unconsti-
tutional (the U.S. Court of Appeals in
Washington is scheduled to review the
case next September), the doctrine it-
self is probably the least significant of
the broadcast laws impacting the polit-
ical process in this election year.
Contrary to congressional fears that
an overall relaxing of the political
broadcasting laws will place politicians
at a disadvantage in dealing with

broadcasters, “the record has actually

shown that broadcasters simply have
done one fine job in exercising journal-
istic principles,” says Kenneth C. How-
ard, Jr., a communications attorney
with the D.C. law firm of Baker & Hos-
tetler and a former legal assistant to
FCC Commissioner James Quello.

Howard points to the 1383-84
changes in the laws governing who may
set up debates among candidates.
Heretofore, broadcasters [the net-
works] could not “sponsor” the debates
themselves. That had to be done by a
third party such as the League of Wom-
en Voters.

Today broadcasters operate under
no such restrictions, and last Decemher
NBC News, with Tom Brokaw moder-
ating, hosted a live debate involving all
the Republican and Democratic candi-
dates in separate sessions. [t was a two-
and-a-half-bour political marathon,

Kenneth C. Howard, Jr.

but Brokaw and NBC received wide-
spread praise for the way it was han-
dled.

The FCC also has broadened its re-
quirements exempting broadcasters
from the equal time provisions when
candidates appear on bona fide news
interviews or documentary programs.

Bona fide news

Howard says all three network morn-
ing news/talk programs have received
exemptions. The commission has even
granted exemptions to some syndicat-
ed programs such as Donahue and En-
tertainment Tonight, though he savs
the syndicated exemptions “may be
stretching it a bit.”

Where the commission drew the line,
however. was over an application from
the U.S. Chamber of Commerce for [t s
Your Business. The FCC turned that
one down.

Where there is no time for a station
to get an official ruling hefore inter-
viewing a candidate, “'we urge stations
to play it safe and call the FCC and tell
them what you intend to do,” savs
Howard. “There is no obligation to
notify the FCC in advance, and if a
station is certain the program would be
designated as a bona [ide news/inter-
view program, it could go ahead with
the interview and get the official desig-
nation later. But the station should log
the time in its political file.”

With broadcasters enjoyving more
freedom under the political broadcast-

“The record shows
broadcasters have
done a fine job

in exercising
Journalistic
principals.”

ing laws, candidates themselves are be-
coming wiser in the ways of broadcast
technology, Howard points out. Some
candidates, for example, are buying up
satellite time for electronic "news con-
ferences™ with many stations.

The object of this “personal touch™
interview is to make it appear as
though the station's chief anchor is
conducting an exclusive interview. The
practice has raised some eyebrows
around Washington, where some law-
vers say such a practice triggers the
sponsorship identification rule.

That law states, in part: “/n the case
of any political broadcast matter . ..
for which any film, record, transcrip-
tion, talent,script,orother material or
service of any kind is furnished, elther
direct{yor indirectly. toastationasan
inducement for broadcasting such
matter, an announcemen! shall be
made buth at the beginning and con-
cluston of such broadcast.”

That language seems prettv explicit.
So wouldn't stations using such a ser-
vice from the candidate trigger the
sponsorship identification require-
ment?

“[ suppose vou could interpret it as a
use,” savs NAB attorney Steve Book-
shester. "If it were mv station I would
say the feed was furnished by the can-
didate. It's still a bona fide news inter-
view program, so there's no equal op-
portunity requirement.”

Erwin G. Krasnow, formerly general
council of the association and who reg-
ularly updates the association’s politi-
cal handbook, doesn’t think such a use
would trigger the sponsorship identifi-
cation provision so long as it was used
during a regularly scheduled newscast.

Who's in charge?

Howard thinks it's more a matter of
who is controlling the interview. If, for
example, the candidate provides a tape
which the station airs unedited, that
would trigger the rule. In the case of the
candidate supplying the feed but the
reporter controlling the interview,
there would be no sponsorship require-
ment.

“The candidate is only providing ac-
cess in this case,” says Howard. “It’s
the same as the candidate paying for
the hall in which to hold a news confer-
ence. The key is who is in control of the
interview.”

What does the FCC say? Milt Gross,

(Continued on page 132)
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Two new issues are certain: taxes
and the threat of imported technology

NAB lobbying
activity encounters
new player lineup

posing spectrum fees on them, denving
deductions for advertising expenses,
restricting the advertising of certain
products, and imposing other taxes
that will hurt broadcasting as much as
or more than any other industry.

And there is another big issue facing
the industry. Fritts again: *“We identify
high-definition television as vne of the,
if not the most significant broadcast
issue for television.” The NAB is
pumping 34 million into a feverish ef-
fort to stave off the adoption of tech-
nology that would make terrestrial car-

ongressional names such as Din-

c gell, Hollings, Markey and pos-
sibly Inouye are likely to con-

tinue to be associated with broadcast
1ssues over at least the next year or two.

But how about Rostenkowski, Bentsen,
Rangel, Baucus and even Gibbons?

Add to those new names a myriad of
lobbyists, lawyers, consulting firms,
and people from other industries, and a
scorecard is going to be required to
keep track of the successes or failures
of the lobbying activities of the Nation-
al Association of Broadcasters.

The federal government and its im-
pact on the broadcast industry is in a
state of transition. Along with it, the
industry's Washington representatives
also are in transition.

Until now, the NAB and its industry
partners have largely been able to act
as a single unit, carrving their special
message to Capitol Hill and the execu-
tive branch to either get some favorable

In the foreground

Broadcast lobbying efforts to expand next year.
Taxes and HDTYV seen as the big issues upcoming,
Changes in place make NAB a Fritts team.
Broadcasters to push for protectionism?

NAB'’s Baumann optimistic about must-carry appeal.

treatment or to stave off actions they
consider onerous. Beginning next year,
that situation will be changing.

The industry believes its biggest con-
cerns in the coming years lie in venues
in which it traditionally has not been a
player—taxation and international
trade. As Eddie Fritts, president and
CEO of NAR putsit, ‘1 see the taxation
issue as far and away the most signifi-
cant” facing the broadcasting industry.

“1 think there will be a new tax bill in
the first four months of Congress next
vear,” he says, and adds that broad-
casters fear several efforts aimed at im-

Borrowing NCTA'’s shopping cart

When the National Cable Television Association hired the affable Thomas
Wheeler away from the Grocery Manufacturers of America, Inc. it set itself on
the road to becoming one of the most effective trade organizations in the
communications industry.

The National Association of Broadcasters has taken a page out of the NCTA
hook and hired a former GMA lobbyist to head its government relations
department, replacing the departed John Summers.

James C. May, who will handle the day-to-day operations of the department,
primarily organizing grass-roots activities while president and CEO Eddie
Fritts continues to handle the chief out-front lobbying duties, is the son of a
former member of Congress and was once a candidate himself. His mother,
Catherine, served the Fourth District of Washington, in a seat now held by
Rep. Sid Morrison (R-Wash.), as a Republican from 1958-1970. May sought
the seat himself in 1976 but was defeated.

Just before running for office, May had managed the state public affairs
operation for the GMA, He returned to the organization after his unsuccessful
congressional try and served as vice president for puhlic affairs until 1982.

He left GMA in 1982 to become director of government relations for Pepsico,
In¢., meaning he handled the corporation’s lobbying activities, He left in 1984
to work for a competitor, Coca-Cola Bottling of New York, establishing its
public affairs department,

At 42, he is a Vietnam veteran, an economics graduate of the University of
Washington and an activist in GOP politics.

riage of HDTV impractical. Knowing it
may not be able to act quickly enough,
it is drafting plans to get federal pro-
tection from foreign competitors.

To do all this, the NAB is going to
have to restructure its traditional lob-
bying effort. Some of its critics say the
restructuring is a long time coming, but
some fear it may be entrenching itself
further into habits already proven con-
trary to its interests.

Fritts is optimistic: “We feel like the
association has never been positioned
better to effectively represent its con-
stituent interests here in Washington.”

Some of the changes already have
taken place. James May has been hired
to replace John Summers, who re-
signed last year in a dispute with the
NAB board over how far to carry the
fight to defeat codification of the fair-
ness doctrine. Fritts has had a steady
fight in the five years he has headed the
NAB to gain the amount of control he
has today. 1t is his NAB now, to win or
lose.

Referring to May, he says, "This is
the first person I've hired to run the
government relations department. Ev-
eryone else I either inherited or the
board hired to run the department. 1
guess you could say that this is the first
time since ['ve been here that I've got
my complete team on board.”

One of the most effective elements
the NAB has put into place under
Fritts' leadership also is a focus of con-
cern in some quarters that watch the
organization’s lobbving efforts. 1t is the
grass-roots effort that Fritts credits
with stopping the imposition of the
transfer fee that Sen. Ernest F. “Fritz"
Hollings (D-S.C.) tried to push into law
late last year.

The grass-roots effort, Fritts says,
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L. to r.: James May, Rep. John Dingell

“proved to be the difference between
winning and losing. We will strengthen
that system even further and allocate
substantially more resources toward
doing that in the future.”

Those being lobbied by NAB see
some danger in that. NAB’s problems
the past several vears have centered
around its slowness in adjusting to the
fact that it no longer is the sole player
in the television industry. The cable
industry now is considered the preemi-
nent lobbying group in the area and is
perceived to be successful because its
Washington lobbyists have to listen to
only a few voices and have the power to
negotiate.

The NAB has been hamstrung by its
diversity and a strong board that repre-
sents the often naive preferences of its
membership, leaving the lobbyists no
room to cut deals. A strong grass-roots
organization, although a very effective
way to stop legislation, can be an alba-
tross when legislation is sought. Half of
the NAB’s two priority concerns next
year is defensive. The other half is of-
fensive.

On the tax issue, which is defensive,
the NAB is going to be lobbying largely
by coalition, a form that has emerged in
the past few years as the number of
special interests represented in Wash-
ington has mushroomed and the num-
ber of issues legislators have to keep
track of has widened.

As part of a coalition of groups that
will want to stop enactment of special
taxes to help raise revenue in a debt-
conscious federal government, NAB
will be acting as part of a group. But it
also is collecting the help of tax special-
ists provided by various broadcast
companies to form a working group at
the association and is hiring tax lobby-
ists and lawyers from outside the orga-
nization.

(D-Mich.), Eddie Fritts

Used to working with the commerce
committees of both houses of Congress,
the NAB now will find itself getting
familiar with the House Ways and
Means Committee headed by Rep. Dan
Rostenkowski (D-Ill.} and possibly two
of its subcommittee chairmen, Charles
Rangel (D-N.Y.) and Sam Gibbons (D-
Fla.). On the Senate side, there is Sen.
Lloyd Bentsen (D-Texas), chairman of
the Finance Committee, and Sen. Max
Baucus (D-Mont.), who heads the sub-
committee handling special tax mat-
ters.

“We're not looking for any special
concessions for broadcasters,” Fritts
says. “We're willing to stand on our
own and pay our own fair share. We
always have been. We'll be on the look-
out for unfair taxation, though,” and he
counts the spectrum fee as such.

The same committees, in addition to
the traditional commerce committees
the industry s used to dealing with,
also may be lobbied by the industry to
provide protection from HDTV tech-
nology that threatens to outpace the

On the lookout
for unfair
taxation—and
that includes the
spectrum fee.
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The federal
government and
its impact on
the broadcast
industry is in

a state of
transition.

development of terrestrial technology.
NAB has created a test center to nar-
row the options to an HDTV system
compatible current broadcast capabili-
ties, but the Japanese are well along in
developing a system that would not be
compatible with terrestrial but could
be carried on cable and videocassettes.
A Japanese version could be ready for
the UU.S. market as early as 1991. No
one expects a terrestrial broadcast sys-
temn to be ready by then.

“There are ways to deal with this,”
Fritts says cryptically. “We stand to
play a role in whether or not that comes
to the marketplace as soon as it does.”

He declines to say what that role may
be, but others guess that he is speaking
of seeking protectionist legislation that
would halt import of Japanese HDTV
sets. Congressional aides warn that
such a move would have a tough time
getting passed by Congress or accepted
by any administration, each usually
loathe to support protectionist action
that often invites retaliation.

(Continued on page 126)
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Dan Gold’s burr under K-R

Knight-Ridder Broadcasting CEO improved ratings

By ALFRED J. JAFFE

bout two-and-a-half vears ago
A Daniel E. Gold came aboard
Knight-Ridder Broadcasting
with a mandate to put a burr under the
organization. The group was a nice
handful, all affiliates, bigger than most
in terms of number of stations {eight),
but not one of your giants, the largest
market being the 32nd ADI. K-R has
four outlets in the second 25 markets
and four in the second 50. All told, they
cover about 5% of U.S. TV households.
As president and chief executive offi-
cer, Gold, now 52, feels he has accom-
plished much—ratings improvements
in at least six of the eight markets and
the acquisition of some of the top syn-
dicated shows. And he has also found
time to be involved in one of the most
important longterm issues in the
broadcast industry—high-definition
TV.

‘Cult of mediocrity’

The accomplishments within the K-R
group were not without pain. Since
Gold took over, five of the eight sta-
tions have gotten new general manag-
ers (in one instance, a general manager
was shifted from one station to anoth-
er}. In addition, news directors were
replaced at seven stations, marketing/
promotion executives were changed at
seven stations and new general sales
managers were installed at five sta-
tions.

“There was a cult of mediocrity in
our group,” Gold states, discussing the
pre-Gold vears. He explains that the
parent company, Knight-Ridder, Inc.,

Daniel E. Gold

felt the broadcast group was not oper-
ating up to the level of excellence of K-
R’s newspapers, which includes such
publications as The Miami Herald and
The Philadelphia Inquirer. “The com-
pany won more Pulitzer Prizes in three
vears than any other company in his-
tory,” according to Gold, citing four in
1985, seven in 1986 and four in 1987.

Gold makes clear in discussing his
K-R stewardship that he is talking
about performance, not just ratings.
It’s not enough for the company to
make money, he says; it must operate
up to its highest potential.

Two staff execs

The improvements in K-R Broad-
casting's operations were made with
relatively little direct participation
from the top, once new people were in-
stalled. After all, Gold only has two ¢or-
porate staff execs and it may be signifi-
cant that most of the stations’ general
managers bear the title, “president,”
not the usual “vice president.” Gold’s
executive staff consists of only H. Rich-
ard Eldridge, executive vice president,
finance and administration, and T. Ar-
thur Bone, vice president, engineering
and production.

Gold's stress on excellence, and that
includes the public service facet, has
certainly been influenced by his pre-
Knight-Ridder years, which included
periods at the Group W and Post-
Newsweek stations.

Gold is (or was) a lawyer, not your
usual background for a broadcast chief,
but not unique, either. The late Donald
Mc¢Gannon, head of Westinghouse
Broadcasting, under whom Gold

Knight-Ridder
CEO found a

“cult of mediocrity”
at station group
when he took over.

served, was a lawyer,

The K-R broadcast chief got his law
degree at Harvard. In his early career
he was legislative assistant to the late
Sen. Richard L. Neuberger (D-Ore.)
and special counse! to the Federal Avi-
ation Agency.

His broadcast career began in 1964
as counsel to Westinghouse Broadcast-
ing, where he also served as assistant to
the president—at that time, Larry Is-
rael. After five years at Group W, he
joined Post-Newsweek Stations as vice
president, business affairs, shortly
thereafter becoming vice president and
general manager of P-N’s WTOP(AM)
Washington.

Between 1969 and 1978, he ran
WTOP, then WTOP-TV, then became
senior vice president/administration,
then senior vice president and general
manager of WFSB-TV Hartford-New
Haven.

In 1978, Gold joined CBS, becoming
vice president and general manager of
WCAU-TV Philadelphia and two years
later became president and chief oper-
ating officer of Comcast Cable Com-
munications. In August 1985 he joined
Knight-Ridder.

Though Gold operates with a lean
headquarters staff, he doesn’t make a
big deal about it. “That’s just the way
we do it.”

He points out that there is corporate
support, including financial support,
from K-R Inc. and when similar broad-
cast equipment is being purchased by
more than one station, Art Bone “will
help in negotiations.”

Philosophy of autonomy?

Is there a philosophy of autonomy
for the K-R stations? Gold is not sure
what the term implies, but he does say,
“There’s a high premium on attracting
the best people we can find.”

Is that so different from other com-
panies? Gold’s answer is, “Some people
are uncomfortable working for compa-
nies that only think of the bottom
line.” He thereupon states his belief
that broadcast staticns have a public
interest responsibility and that to be an
excellent broadcaster means serving
the community.

Gold is turning that belief into some-
thing substantial. Last year, for the
first time, all K-R stations devoted all
their local resources for one month
(April) to a single subject. It was called
“Action Month,” and the subject cho-
sen was substance abuse. Each station

www americanradiohistorv com
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was free to select the theme and meth-
od. The subject could be drugs, alcohol,
even cigarettes. As it turned out, says
Gold, there was a wide diversity on how
each station went ahout it. The general
idea, Gold readily admitted, was not
original. Among the groups that have
done it in the past, Gold cited Group
W, King Broadcasting and Fisher
Broadcasting.

Gold was proud of his stations’ re-
sults and entered the group’s contribu-
tions in all the major award events, in-
cluding the Peahodys, DuPont, Ohio
State, University of Missourl.

Unhappily, they didn't win anv-
thing. Gold says awards officials were
“puzzled by our entries and didn't
know how to handle it.”" That was be-
cause, he explains, K-R sent all the
public service programming in as one
entry.

This year, K-R isdoing it differently.
[t wasdecided to put onanother Action
Month but to let each station pick its
own subject. So this month the K-R
stations will tackle the following:
WKRN-TV Nashville will work on
AIDS; KTVY(TV) Oklahoma City.
public education: WTKR-TV Norfolk,
saving Chesapeake Bay from pollution:
WPRI-TV Providence will air Wes-
tinghouse's “For Kids™ Sake™ effort:
WTEN(TV) Albany will get into preju-
dice via the “World of Ditference”
package developed by WCVB-TV Bus-
ton and B'nai Brith; WALA-TV Mo-
bile, problems of vouth: WJRT-TV
Flint. problems of the elderly and
KOLD-TV Tucson. problems of puhlic
safety.

Gold is happier about each station
picking its suhject than with having an
overall theme. This notl only empha-
sizes the community’s local interest but
involves the employees more. I don’t
want [emplovees| to feel that Dan Gold
is running things.” says the K-R broad-
cast chief.

Syndicated programming matters
clearly occupy the thinking of broad-
cast chiefs more than ever these days,
especially the area of costs, though
money hasn't gotten in the way of pro-
gram purchases at K-R stations when
the show was deemed important. Gold
has approved the purchase of The
Cosbyv Shote hy five of his stations. Two
of his outlets now have Wheel of For-
tune and Jeopardv!—Providence and
Flint—and two more will have that
hrace of access shows starting in Sep-
tember—Alhany and Mohile. Also, five
K-R stations have Donahue and four
have The Oprah Winfrex Show.

While the spending seems lavish. it is
actually done under carefully-con-
trolled conditions. After Gold came to
K-R. he instituted a rigorous analysis
of programming via a computer model.
It’s not a start-from-scratch approach.
but a refinement of an existing system.
Essentially, it tracks programs under
discussion or like shows, predicts rat-
ings and makes revenue projections to
help determine whether stations can
get their money back.

Another area of programming that
has been getting attention is early eve-
ning news. with two of the larger mar-
kets—Nashville and Norfolk—going
from a half hour to an hour. WKRN-
TV started in February and WTKR-
TV began last October. That makes
four of the eight I{-R stations with an
hour of early evening news, the other
two being KTVY and KOLD-TV. The
latter. in Tucson. interestingly, is in K-
R's smallest market. the 83rd ADI. The
other three are K-R's largest markets.
so the cost of the added news is easier
to bear.

Gold believes tonger early evening
news is the trend, and while some .S,
stations have cut back on their news in
that time period. Gold believes they are

stations with longform programs—
those of an hour and a half or more of
news.

Business conditions for the K-R sta-
tions differ considerablv by market. ac-
cording to Gold. To cover the had news
first, there’s Oklahoma City. hobbled
by the depression in the oil husiness.
The market was off about 12-15% last
vear, Gold estimates, hut he hopes that
KTVY will overcome the economic dol-
drums by virtue of some recent moves,
the most important being the acquisi-
tion of The Cosby Show and a <atellite
news vehicle.

Market rankings

Next, there's the long-standing
problem of WKRN-TV. which ranks
third in Nashville (Arbitron bousehold
shares, Novemher 1987, sign-on to
sign-off), K-R's biggest market. Gold
calls the station's standing a “historical
legacy.” noting that it was bought {rom
General Electric in 1984 and had been
weak in audience rankings lor vears,
overshadowed by Gillett’s
WSMVITV). However. the K-R broad-
cast chief notes that WKRN's ratings
have improved in recent vears and that
the market is a healthv one.

Knight-Ridder’s best performing
station in the conventional standings is
Norfolk’s WTKR-TV., which ranked
first in the November Arbitrons (sign-
on to sign-off) by a single share point.
However. Gold savs the station is not
really dominant. Since il was pur-
chased in 1981, it has declined in kev
davparts, he points out, noting that
real dominance refers to those davparts
which the station programs ttzelf.—ear-
Iv fringe, early news. access and lale
news, “A station can't do anvthing
about network programming.” Gold
(Continued on page 1.33)

Not hidden Knight-Ridder Broadcasting stations

He does\n't keep himself hidden. Call Market Share
however. Gold figures he was on the letters Market rank * Affiiation  rank"™
road about 30 weeks last vear, visiting
stations and the group’s rep. The latter WKRN-TV  Nashville 32 ABC #3
is _Harrington, Righter & Parsons. KTVY(TV) Oklahoma City 37 NBC 42
which has represented all the K-R sta- WTKR-TV Norfolk-Portsmouth- 43 CBS 41
tions since early last year. N N

Two vears ago, HRP represented eWPon ews-Hampton
only two of the K-R stations, those in WPRI-TV Providence-New Bedford 44 ABC #2
Nashville and Norfolk, two of K-R's WTEN(TV)  Albany-Schenectady- 52 ABC #3
bigger markets. Flint moved to HRP Troy
from Blair in '86, and the other five r T
shifted from MMT Sales just about a wﬁ;—;\;c/ :\:nl.()blle P.ensaCOIa e 28 NG #2
vear ago. One of Gold’s more important ) int-Saginaw-Bay City 59 ABC #2
decisicns, it obviously reflects his feel- KOLD-TV Tucson 83 CBS #2
ing that a group gets more out of ]
representation when it concentrates on * Arbitron ADI. ** Household share, sign-on to sign-off, Arbitron, Novermnber 1987.
one firm.
Televiston/Radio Age, April 4, 1988 47
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Not-so-retiring Jules Cohen

NAB engineering award winner immersed in HDTV push

By EDMOND M. ROSENTHAL

short time ago, Jules Cohen,
A nearly 71, sent out notice that

he was retiring as president of
the consulting engineering firm, Jules
Cohen & Associates, Washington. His
wife has been laughing about it ever
since. What it all means is that this
year's winner of the National Associa-
tion of Broadcasters Engineering
Achievement Award—after nearly an
entire career as a consultant—is now a
consultant to his consulting firm. It
means he’s down to a 40-hour work-
week vs. 50-60 and confines his efforts
to the clients of his choice.

Undoubtedly Cohen’s efforts in be-
half of the entire industry put him in
good stead for selection for the award,
to be given him April 9 at the NAB
convention, by the NAB Engineering
Conference Committee. His current in-
dustrywide effort is as a member of the
FCC’s advisory committee of high-def-
inition TV, where he represents the in-
terests of the Association of Maximum
Service Telecasters. And this means
working toward a system which won’t
allow direct broadcast satellite trans-
mission to eclipse local TV, which is
confined to the 6 MHz bandwidth.

Cohen is an old hand in helping to
guide the use of the broadcast spec-
trum. He was author of Appendix C of
the Cable Television Advisory Com-
mittee Panel I report to the FCC. As
chairman of the engineering committee
concerned with interference to TV
broadcasting from noncommercial FM
stations, he played a major role in the
development of the rules adopted by
the FCC governing the assignment of
FM stations in the frequency band
from 88.1 to 91.9 MHz.

Cohen also represented TV interests
as co-chairman of the Technical Analy-
sis Working Group of the Land Mobile
Radio/UHF Television Technical Ad-
visory Committee. He represented ra-
dio interests in fighting the 1979 pro-
posals to reduce AM channel spacing to
9 KHz. During the past 10 years, he has
worked extensively in the field of non-
lonizing radiation effects.

Very little of Cohen's career has in-
volved anything but consulting. That
little started with his graduation from
the University of Washington in 1938
with a B.S. inelectrical engineering. He
then went to work for the Department
of the Interior’s Bonneville Power Ad-
ministration in Portland, Ore. But af-
ter going into World War 1 as a Navy

electronics officer and emerging a lieu-
tenant, he went to work for a consulting
firm and starting his own firm in 1952
with two partners.

Having been in consulting ever since,
Cohen says, I never had any desire to
switch away. The challenge is greater
than going into industry and working
in a narrow field. It's learning new
things and learning how to do oid
things better.”

The range of his client work has in-
volved such aspects as propagation
studies, interference design and adjust-
ment, satellite earth station studies,
the planning and placement of commu-
nications structures, radio and TV stu-
dio and transmitter plant layouts, and
extensive work involving the engineer-
ing aspects of FCC rules.

As a close observer of the HDTV
scene, Cohen says, “No one is consider-
ing using the 30 MHz bandwidth,
1,125-line system that NHK has devel-
oped. In order to achieve full benefit of
that signal, it would require an ex-
tremely wide bandwidth.” He notes
NHK has used various compression
techniques to reduce the bandwidth re-
quirement to 8.1 MHz and that the jury
is still out on studies to see if there is
additional bandwidth available for
broadcasting up to 9 MHz.

“I'd like to see a compatible ad-
vanced TV system working inside 6
MHz,” he asserts, “‘but the liklihood is
not that strong.” He points to the lead-
ing developments in that direction:
® The David Sarnoff Laboratory: “It
has packed a lot more information into
6 MHz, but in order to achieve compa-
rability to the NHK MUSE system, it
would need additional bandwidth.
This has been developed and shown in
computer simulation, but until it’s
been subjected to field tests, it’s hard
to tell how good it’s going to be.”

B Dr. William Glenn’s work at the
New York Institute of Technology’s
laboratory in Florida: “He’s developed
a system that would be compatible in 6
MHz, but it would need an additional 3
MHz to provide the additional infor-
mation to provide higher line resolu-
tion and the wide aspect ratio.”

B Delrey Group: “Innovative system
work in 6 MHz, but the better the sig-
nal becomes, the poorer it is on an ex-
isting NTSC set.”

B North American Philips: A two-
channel system with one channel
NTSC compatible and the other pro-
viding additional information but re-
quiring “an extra 3 MHz to bring the

signal up to HDTV standard.” Cohen
observes, “It would be like the intro-
duction of color TV, when you could
watch in black-and-white until you had
a color set.”

B Dr. William Schreiber at MIT:
Schreiber heads up CATS (Committee
for Investigation of Advanced Televi-
sion Systems}, sponsored by ABC,
NBC, HBO and some manufacturers.
“They're working on a noncompatible
improved system that would fit inside 6
MHz and invove simulcasting NTSC
and improved signals.”

While working to keep all this re-
search on the right track, Cohen ob-
serves, “At this point, there’s no clear
favorite to back, and I'm not sure the
right system is even under develop-
ment. I'm also concerned with the sen-
sitivity of systems to interference and
the degree to which any system would
cause interference to NTSC and other
improved systems.”

Cohen is a past present of the Associ-
ation of Federal Communications Con-
sulting Engineers and a member of Tau
Beta Pi, the engineering scholastic
honorary; the National Society of Pro-
fessional Engineering; the Institute of
Electrical and Electronic Engineers;
the Bioelectromagnetics Society and
the Electromagnetic Energy Policy Al-
liance. ]

“I'd like to see a
compatible advanced

TV system working
inside 6 MHz.”

Jules Cohen
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Congratulations WPIX

We’'re proud to share the excitement
of your 40th anniversary
this fall when
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“PIX is the model
of successful
independent station
management.”—
Harry Pappas,
Pappas Telecasting

WPIX at 40

WPIX AT 40

In nation’s top-10 grossing stations;
annual revenues near $150 million

At the forefront of
independent TV’s
move to the big time

By DAN RUSTIN

n June 15, 1948, Channel 11
o went on the air in New York

under the call letters
WPIX(TV). It was then the city’s first
independent station (Channel 5 had
started telecasting four years before
but was flagship of the Dumont Net-
work.)

The advent of this new enterprise
would have important implications for
all of broadcasting. But for other inde-
pendent stations, PIX (its better-
known name), would look like Everest
as it took its shape as one of the leading
nonaffiliates in delivery of news,
sports, information, entertainment and
opinion. Later, it would become the
foundation for new concepts that
would substantially swing the balance
of television. Operation Prime Time
grew out of PIX’s desire to compete
against affiliates in primetime with
quality first-run drama; Independent
Network News would evolve into an
important alternative for millions of

1

WWW ameriaree

News Building, 220 E. 42nd St.

news viewers. PIX also would be a
founding member of the Association of
Independent Television Stations
(INTV), an association that would step
out into the forefront of the indepen-
dent movement, helping to increase the
independent share of spot TV revenue
since 1975 from $401 million to $3.2
billion.

Today, PIX is one of the top-10
grossing stations in the country, with
annual revenues near $150 million. It is
looked upon as a paragon of efficiency,
effectiveness and good management by
other independents, large and small.
Notes Harry Pappas, president of Pap-
pas Telecasting Co., who owns three
independents of his own: “PIX is the
model of successful independent sta-
tion management.”

The station’s history is full of high
moments, strange events, interesting
characters, innovations and, of course,
many television firsts. TV/RADIO
AGE is honored to present a history of
this landmark station.

A3
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The long road to indie recognition
and regional ‘superstation’ status

It all started with
a vibrating studio
and the orange peril

orld War II had changed
W everything. For newspapers,
it taught them something

about intercontinental communica-
tions and the speed of radio transmis-
sion.

In cities all over the country, news-
papers were filing applications for ra-
dio broadcast licenses. A few even suf-
ficiently overcame their hostility to the
“ether” to apply for television licenses.
In St. Louis, Pulitzer had started up
KSD-TV: in Chicago, the Tribune ap-
plied for a license which would eventu-
ally become WGN-TV (for “World’s
Greatest Newspaper”).

In New York, The Daily News, circu-
lation 3 million, the largest in the
world, applied for an FM and a televi-
sion license at the same time. The lat-
ter came through first, in 1947.

The News was owned by Capt. Jo-
seph’ Patterson, cousin of the colorful
Col. Robert McCormick, who ran the
“World’s Greatest Newspaper.” The
News was a tabloid—feisty, brash,
hreathless; The Tribune was standard-
sized and straight as a column rule.
Those who knew the two men said that
ahout summed up the difference be-
tween these cousins,

Capt. Patterson died just after the
war’s end and F. M. “Jack” Flynn suc-
ceeded him as publisher of the News.
When word arrived that a TV license
for New York’s Channel 11 had been
granted by the Federal Communica-
tions Commission, Flynn brought in
some of the very few men in the coun-
try who knew anything about this mys-
terious new invention-—-Robert Coe
and Tom Howard, formerly station
manager and chief engineer, respec-
tively, of KSD-T'V.

News employees were asked to sug-
gesl a handle for Lhe new entlerprise. A
delivery cashier named Vincent O.
Krug won $100 for supplying “PLX,”
newsroom lingo for the maost salient
featurce of the News, “New York’s Pic-
ture Newspaper.”

A merchant steamer already owned a
radio Hicense with those calls, but Lhe
News bought it up for a few hundred

A4

dollars. The formalities resolved, PIX
went ahead in earnest.

Two employees were added between
mid-1947 and spring '48 that would re-
main with the station until this day.
The first was a business-engineering
graduate from MIT named Leavitt J.
Pope, whom Flynn hired as his assis-
tant, ostensibly to keep tabs on work
efficiency in the newspaper end of the
business. In 1951 Pope would transfer
to the TV side permanently. The other,
hired in March ’48, was an engineer
who had toiled in the lahs of the cath-
ode ray tube genius, Allen B. Dumont.
He would start as an assistant to the
chief engineer; his name was Otis S.
Freeman.

“The people on The Daily News
were excited,” recalls Pope today.
“They thought they were actually go-
ing to appear on the air, and some actu-

ally did.”

Looking back, Freeman recollects: “I
was thinking, when I arrived, there was
going to be a newspaper-owned
network.”

The News was putting together a
newsree] department with stringers all
over the world. The first thought was to
syndicate the newsreels to the new TV
stations just going on the air, then, lat-
er, this group would form the basis for a
network.

“We had a big meeting here to talk
about the network,” Freeman contin-
ues. “A lawyer got up and began talking
about antitrust. These fellows who rep-
resented various newspapers got up,
and we never saw them again.”

June 15, 1948 was set as the target
date for getting the station on the air.
This would be just eight days before
the Republican National Convention
was to convene in Philadelphia, and
about a month before the Democrats
were to meet in the same city. The first
conventions since war’s end, they
promised historical confrontations.
The station intended to be there to re-
cord them fully.

Before that, however, much had to
be done. Starting in fall, 1947, a studio
had to be created from nothing, and a
transmitter waited to be installed.

The studio was thrust out onto the
roof of the News Building, above the
area housing the presses. Among Pope’s
responsibilities early in 1948 was to
keep an eye on the construction, which

F. M. Flynn, publisher of “The Daily News,” was chief execu-
tive of WPIX in the days that the station reported to the

newspaper.
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THE ANEWS

Hems Pilx “ditor,
Roon T15.

Jear TAltor;

Lerm for PICTURTS and tharefors appropriste.

The above call letters are very apjroprinte for Lhe oaily
ewn Television Sroadcasting Statlon for the fellowing revsona;

Our Dally lNews i3 a : (Z[00 Hewspaper. The ;rimary purpose

of Televislon is to produce PILTURT Arcadeast to its ssaeing and
listening public. The word FIX Ln the call lettars i3 a fourniliatic

“fP1X {n my opinlon Ls very timsly,plain,simple to ra-
mamber and 1 think acceptable to a seeing and listenlny audiencs.

Jutndtted by,

Fincant u.rrus

Winning entry in the
PRTITh S “name the station
contest” earned S101)
for delivery cashier
Vincent 0. Krug in
1947.

he did, occasionally sweeping up the
floor sc the carpenters could put up
walls.

Freeman remembers a more serious
problem. “When the presses got into
synch, the studio would vibrate. The
engineers suspended it on springs.
That didn’t work, so they told us to
load the floor with bags of concrete to
increase the weight on the springs. In-
stead of getting better, the vibrations
got worse. So, we fired the engineers
and put extra cement between the
floors.”

Installing the antenna was less diffi-
cult. For aeronautical reasons, it had to
be painted orange and white. No prob-
lem, except one day a painter kicked
over a two-gallon bucket of orange
paint which sailed down 795 feet to the
street below, redecorating a row of
parked cars. The News paid toreturn a
lot of orange cars to their original color.

As promised, the station went on the
air June 15, 1948. The gala celebration,
which lasted from 7:30 p.m. to mid-
night, originated from the new studio
in the News Building, with pickups
from the famous Latin Quarter, the
Barbizon Theater and the Club Ver-
sailles, where Edith Piaf was perform-
Ing.

Some of the notables who appeared
on that initial broadcast included Fred
Allen, whom Pope escorted to the
event, Irene Dunne, Bea Lilly, Arthur
Godfrey, Bernard Baruch and silent
screen star Gleria Swanson, who was
about to start her own talk show on

PIX. Also introduced were a number of
celebrities known by name only. These
were Daily News columnists whose
faces would soon become familiar as
well—Ben Gross, Danton Walker, Jim-
my Powers and an awkward Broadway
habituee named Ed Sullivan, who
would make his first TV appearance on
PIX.

State of the art? This s about what it was when the WPIX started con-
struction on its projection room in 1948.

The gala would also introduce view-
ers to the News Building lobby with its
meteorological instruments, that night
ablaze with lights. It would soon be-
come familiar as the site of the station’s
weather reports,

PIX gobbled up what was probably
the industry's first major movie pack-
age—24 films from the vault of English
producer Alexander Korda, including
such titles as The Private Life of Henry
VIill, Man Who Could Work Miracles,
Men Are Not Gods, Four Feathers and
The Scarlet Pimpernel.

The remainder of P1X’s early sched-
ule was less memorable than the Korda
titles: Teen Age School of Charm, Rube
Goldberg's Drawing Game, Stan
Shaw’s Record Rendezvous, Exploring
the U.N. and Irene Wicker, the Sing-
ing Lady.

Youngsters, however, could watch
PiXie Playhouse on Saturdays at 4
p.m., a precursor of Howdy Doody.

It was in news and sports that PIX
got its early kudos. From its first full
day the station presented hourly news
reports, followed by PIX Newsreels,
10-minutes of local footage shot by
Daily News cameramen toting 16mm
cameras. This, and the fact that PIX
was committed to news from its incep-
tion, clearly separated this station from
most of the other outlets going on the
air in those quaint days of live televi-
sion.

In its first month on the air PIX
scored a scoop. It happened at the Re-
publican convention, meeting in the
Bellevue Stratford Hotel, Philadel-
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phia. PIX had built its own studio
across the hall from the New York dele-
gation caucus room, and Ben Gross,
Ruth Montgomery and Lowell Limpus
were conducting interviews, which
were sent back via the single cable that
connected New York and Philadelphia.
The cable was used on a time-share ba-
sis by the four New York stations cov-
ering the convention.

“Just about every celebrity or movie
star seemed to show up there,” Free-
man remembers. “Tom Dewey was
running, and he wouldn’t go on televi-
sion. He absolutely refused to be seen
on TV. Well, one afternoon all our men
had gone on a lunch break and, sudden-
ly, Dewey shows up with the New York
caucus just across the hall from our stu-
dio.

“We didn’t have time on the cable,
but we called to see if the line was in
use, and it wasn’t. So we said ‘Patch us
in to WPIX! Some technician who
didn’t know about the schedule put our
plug in. We called New York and told
them what was happening, so they cut
out all programs.

“We pushed a light and a camera out
into the hall. Our announcer, Rex Mar-
shall, and director Jack Murphy, who
later became our sports director, got
ready. When Dewey walked out of the
caucus room, we switched on the light
and he found himself standing in front
of that camera. He couldn’t do a thing
but talk to us. It was the first time he
had been on TV and was probably our
first news beat.”

PIX’s relative, The Chicago Tri-

Opening night programming included "The Gloria Swanson Show, with Swan-
son, L., and guests Fira Berenson and Neil Hamilton.

bune, had an embarrassing moment in
which Dewey was to take part a few
months later. It was McCormick’s pa-
per which Harry Truman held up the
morning after the 1948 election, the
streamer announcing, “Dewey defeats
Truman.”

In sports, the station had made a
deal with Madison Square Garden to
present New York Rangers hockey and
New York Knicks basketball. Boxing
was picked up from Ridgewood Grove

Arena, wrestling from Queensboro Are
na and harness racing from Roosevelt
Raceway.

Soon, the MSG contract was en-
larged to include virtually every event
that was offered hv that venerable
sports facihtv, except boxing. This
amounted to programming on almost
130 nights of the year.

The following spring two traditions
started that are still in force —telecast-
ing of New York's St. Patrick’s Day
Parade with Jack McCarthy as emcee
(which has earned him a place in The
Guinness Book of World Records), and
Major League Baseball on PIX. The
latter began with the New York Giants
telecasts in 1949, and included the
Yankees in 1951.

G. Bennett Larson, who took over as
manager of the station in 1950, recalls
that Dan Topping and George Weiss,
who headed up the Yankees at the
time, actually paid PIX to carry their
games in the early years. “They bought
the time and brought in Ballantine
[beer] as the sponsor,” says Larson to-
day. “That shook me up pretty good,
because no one had ever offered to do
that kind of a deal.”

Financially, the early years of PIX
were a drain on The Daily News. Bob
Coe installed a large staff to get the
station off the ground—Ben Larson
says when he took over the reins in
1950, there were 200 people on the pay-
roll, which he quickly slashed to 125.
There are now about 325 employees,
including the INN division.

Lev Pope remembers that advertis-
ing revenue was fairly nonexistent in

Before he was “The Toast of the Town,” Ed Sulliven was beginning his long TV

Lo

-
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career delivering his “Daily News” column, “Little Old New York,” on WPIX.
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the first few years because advertisers
didn’t know how to use the new medi-
um, and few sets were in use, perhaps
50,000 in New York.

An event occurred in 1951 which
helped increase that number signifi-
cantly. It began when a talent agent
tried to interest Larson in hiring a news
commentator. This journalist had
some contacts in Tennessee, and Lar-
son asked the agent if the man knew
Sen, Estes Kefauver (D-Tenn.), who
was then conducting Congressional
Crime Commission hearings in San
Francisco, enroute to New York. Lar-
son agreed to hire the journalist if he
could arrange for PIX to cover the
hearings when they came to town.

Kefauver consented to letting cam-
eras in, but the judge who presided over
the courthouse demurred. Kefauver
said “If he doesn’t want us in the build-
ing, get another building. Remind the
judge we are a Senate committee and
we make our own rules.”

“So,” Larson recalls, “I went back
and told the judge this, and he said,
‘Okay but only two cameras.” Well, that
was great. [ had a lock on the hearings.”

“A few days before they came to
town, NBC and CBS and ABC all
wanted to get feeds. I couldn’t deny
them that because it was in the public
interest. But I charged them pretty
good for it, which was unusual for
WPIX, making money in those days.”

When the hearings arrived, strange
events began to happen which had not
been seen on television before. A PIX
director was told one morning that a

1

Cameramen are trained in 1948 during a rehearsal of the puppet show, “Peter

Pixie.” The show was a forerunner of *Howdy Doody.”

witness, Frank Costello, did not wish to
be seen on television. “What do I do
now?,” the director pleaded with Lar-
son. “I said ‘Pan down to the micro-
phone.” And he panned down to the
mike and there were Costello’s hands,
which were more dramatic than his
face.”

The image of Frank Costello’s hands
made television history. ‘““‘People
stayed home to watch,” Larson reports.

Studio control area at WPIX goes under construction in spring of 1948.

PR
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“Tickets were being cancelled at Car-
negie Hall. Word got out about this
real-life drama taking place on the TV
set. Television sets—we didn’t have
enough of them. It was a very exciting
time.”

Not all PIX programming was that
exciting, of course, but it was all live.
Ted Steele had a two-hour daily music
and variety show with Jerry Jerome’s
Orchestra in the afternoons; Marty
Glickman was doing high school sports;
“Officer’ Joe Bolton and “Captain”
Jack McCarthy were delighting chil-
dren on weekdays; jazz great Eddie
Condon had a Saturday night music
show directed by Clark Jones, who
would soon be lured away by NBC for
Your Hit Parade. The innovative vi-
suals he would dream up to introduce
songs each week caused a quantum
leap in TV imagery.

Larson remembers buying 50 films in
one day from a stunned young sales-
man for what soon became ‘Night Owl
Theatre,” a milestone in late night pro-
gramming. “Some of those pictures we
must have played 15 times,” recollects
Lawson. “I figure we had an audience
in late night larger than Rochester,
N.Y.”

On August 10, 1951, PIX moved its
tower and transmitter to the Empire
State Building, the best transmission
site in the city, where NBC had been
alone. At first, Larson recalls, the net-
work refused to share the site, though
people were complaining that they
couldn’t get good reception. “A man
named [Frank] Folsom with RCA said,
‘We want to sell television sets—let

Television/Radio Age
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them all on.” Well, we made a deal with
Empire State, along with all the other
stations, to build a new tower there,
and that took care of the reception
problem.”

Educational use

Few people remember that PIX was
actually New York’s first educational
TV station. Between 1951 and 1958 the
State Education Department leased
PIX’s facilities from 9 a.m. to 3 p.m.
daily. Exceptional teachers would lec-
ture from the PIX studio, and young-
sters all over the state could benefit
from their teaching. Besides New York
City, the programs could reach upstate
to Albany, Schenectady and on kine-
scope to Buffalo.

“It was the first sustained use of TV
for teaching purposes,” Lev Pope re-
members. “It triggered the whole con-
cept of educational TV.”

When the decision was made to ac-
quire Channel 13 and turn it into a full-
time educational station, PIX graceful-
ly bowed out of the education business.

The station had become profitable
by about 1955 after suffering tremen-
dous losses in its first seven years. Pope
calls the educational commitment
“holding a bear by the tail. We couldn’t
give it up, so many school people de-
pended upon us by that time, and the
fact that they were able to get their own
station delighted us.”

A few years later, Pope was told by a
New York governor that the state made
a mistake in terminating the arrange-
ment, because the first year it owned its

— -

WPIX engineers supervise transmission from Philadeiphia of the Repub-
lican National Convention in 1948, weeks after the station went on the
air. Scene ts a makeshift studio in the Bellevue Stratford Hotel.

own educational station it cost the
state five times as much as it had paid
to use PIX’ facilities.

In 1955 Col. McCormick died. Own-
ership of PIX, The Chicago Tribune,
The Daily News and all the other fam-
ily holdings reverted to a trust, which
would manage them for the next 20
years.

By this time, Larson had been of-
fered an ownership position in a TV
station in his home town of Salt Lake

= el

Truman or Dewey? While its cousin, “The Chicago Tribune,” jumped the gun
und declared Thomas . Dewey the next president, WPIX election night cover-
age, hosted hy Rex Marshall, sticks to covering it as it happens.

City, and Fred Thrower, who began his
broadcasting career in 1929, was
brought in to run the station (in 1953).

Off-network syndication was begin-
ning to blossom, and Thrower acquired
many of the programs with which PIX
would be identified for years to come.
Reruns of The Honeymooners first ap-
peared on the station in 1957, and they
can still be seen there today, 31 years
later. Other notable acquisitions of this
period included Star Trek and Twi-
light Zone.

Thrower was also responsible for
some memorable original programs.
“We worked with Fox Movietone,” he
recalls. “We put ads in odd magazines
in different languages, in South Ameri-
ca, Spain, Brazil, all over the world. We
finally came up with enough footage to
do pretty creditable one-hour docu-
mentaries on a number of folk like Hit-
ler, Mussolini, Evita Peron, Fidel Cas-
tro and the Russian Revolution. Unfor-
tunately, we ran out of dictators.”

The Secret Life of Adolph Hitler, in
fact, recorded an astonishing 49 rating
in New York, the largest audience in
the station’s history until supplanted
on April 14, 1986 by The Mystery of Al
Capone’s Vaults, which rang up a 33.2/
45 in a much larger viewing universe.

The Rolling Stones made one of their
first appearances on PIX soon after
they arrived in the U.S., appearing on
The Clay Cole Show.

Video tape appeared on PIX around
1958. To Freeman's recollection,
“There was a program called Divorce
Court that we wanted. It was available
on tape from the West Coast, but we

Al2
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Significant events in
WPIX’s history

1947

TV license for Channel 11 New York awarded to New
York Daily News.

Robert Coe is hired as first manager.

Work begins on TV studio in Daily News Building on
42nd Street,

Leavitt 4. Pope joins newspaper as assistant to pub-
lisher.

Employee contest designates WPIX as name for new
station.

Tower is constructed on 10th floor roof of News
Building.

First package of movies, 24 titles from Alexander
Korda, is purchased.

Contract for all hockey, basketball and track meets at
Madison Square Garden is signed.

Station’s inaugural broadcast is aired, June 15.

First TV coverage of political conventions, from Phil-
adelphia.

Station broadcasts its first baseball game, New York
Giants vs. Brooklyn Dodgers, July 6.

1949
First full season of Giants home games is broadcast.

First St. Patrick’s Day Parade telecast with Jack
McCarthy as host.

1950

G. Bennett Larson takes over as manager.
Night Owl Theater begins.

First contract with New York Yankees signed.
1951

Telecast of Kefauver Crime Commission hearings
and image of mobster Frank Costello’s hands cause a
national sensation.

Yankee night home games start on station to join
Giants telecasts.

Tower moved to Empire State Building.

PIX becomes New York's first educational station,
transmitting to classrooms during daytime hours,

Lev Pope transfers to PIX fulltime.

1953

Fred Thrower hired as station’s third manager.
1955

MeCormick-Patterson Trustees assumes ownership
of station upon death of Col. Robert McCormick.
Station turns in its first profitable year,

1957

The Honeymooners first appears in a long run on
PIX in reruns.

Red Barber and Phil Rizzuto join Mel Allen as Yan-
kee broadcasters as Dodgers and Giants prepare to
leave for California.

New York Yankees telecast exclusively for first time
on PIX.

First videotape machines installed at station.

New York educational station moves to Channel 13,
with PIX as a major contributor.

1959

First instant replay transmitted on PIX during ninth
inning of a near Yankee no-hitter, July 17.

PIX purchases WBFM from Muzak Corp. and re-
names station WPIX-FM.

First colorcast of Yankees baseball.

1966

First Yule Log presented at Christmas time.
1967

Purchase of WICC(AM) Bridgeport, Conn.
Station goes full color.

1968

Richard N. Hughes hired as director of community
affairs and starts extensive editorial effort.

1969

Challenge to PIX’s TV license initiated by Forum
Communications, June 18.

1970

FCC Broadcast Bureau commences hearings on
WPIX license challenge.

1971

Bill White joins Yankee broadcast team as first full-
time black sports announcer.

1972

Association of Independent TV Stations (INTV)
formed with PIX as leading member,

John Corporon joins station as director of news and
initiates primetime news program.

Gerard Mulderrig joins the station as general sales
manager.

1973

Broadcast Bureau again recommends station’s li-

cense be awarded to Forum. Administrative law
judge James Tierney overrules.

1974

Program Development Group formed with PIX u .~ |

founding partner.

Al4
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F. M. Flynn, publisher of Daily News and WPIX
president, dies in November.

Judge Tierney recommends renewal of PIX’s license;
Forum appeals.

1975

Fred Thrower named chairman of PIX, Lev Pope
succeeds him as station’s president and fourth gener-
al manager.

Tribune Company is formed.

Financial settlement between PIX and Forum is
overturned by FCC, allowing license challenge to con-
tinue.

Independent Television News Association (ITNA) is
organized with John Corporon of WPIX as founding
president and Pope as chairman.

1976
ITNA covers its first political conventions.
PIX installs new cameras at Yankee Stadium.

1977

Operation Prime Time formed with PIX as founding
member.

1978

FCC votes, 4-3, to renew PIX’s broadcast license. Fo-
rum appeals.

1979

PIX buys out Forum and dissolves it, ending license
challenge.

1980

Independent Network News (INN) goes on the air as
a PIX subsidiary. '

Station’s 7:30 p.m. newscast is first New York inde-
pendent to win a local Emmy.

All 10 New York transmitters moved to World Trade
Center after 15-year legal battle spearheaded by
PIX’s chief engineer, Otis Freeman.

Independent News Exchange (INDX) formed as PIX
subsidiary.

United Video of Tulsa begins common carrier trans-
mission of PIX’s signal as nation’s fourth supersta-
tion.

Best Talk in Town starts as daily program.
1986
Station begins stereo broadcasting.

1987

Tribnet, partnership for news exchange of Tribune
stations, is inaugurated.

Late local news is moved from 10 p.m. to 11 p.m.

1988

Robotic cameras installed in station’s news studio.

“The Honeymooners” has been a WPIX favorite since 1957. When the station
rested it in 1980, it gave rise to the RALPH club (Royal Association for the Lon-
gevity and Preservation of The Honeymooners), a group of thousands of fans

who forced the return of the show.
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WHEN WGN-TV WENTON THE AIRIN 1948,

CHICAGO WAS ALL EARS.

On April 5,1948, even Chicagoans who didn't
properly adjust the rabbit ears on their new tele-
visions got a great reception when they turned the
dial to Channel .

That reception was coming to them live from the
Edgewaterg ach Hotel where hundreds of people
were both celebrating and participating in WGN-TV's
first official broadcast. The show included music,

vaudeville, news and a few eloquent words from some

of Chicago's most distinguished citizens

The days that followed saw a remote broadcast of a

warehouse fire on the Chicago River Harry Truman'’s

first telecast from Chicago, the first televised Cubs game,

and the start of some of the most enduring children's
programming in television history.

In forty years, we've come a long way. But we
never lost sight of our roots.

Since 1948, we've tried to give Chicago a TV
station the city could call its very own. That's meant
bringing our audience the kind of great entertain-
ment it wants.

And when it comes to news and sports, WGN-TV
gives Chicagoans a local perspective they can't get
anywhere else,

Alot has changed in Chicago since 1948. But like
the city itself, we're still here, stronger than ever.

And if it doesn't seem like forty years
since we approached that first broad-
cast with a spirit of wonder, enthu-
siasm and pride, maybe its

because that
spirit has WGN -TVCHICAGO
never left us.  ATribune Broadcasting Station

WGN IS PROUD TO SHARE THIS 40TH ANNIVERSARY YEAR WITH OUR SISTER STATION WPIX.

www americanradiohistorv com
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Power to the tower is delivered as sportsca

! \ &
ster Jimmy Powers, L., general man-

ager Ben Larson, ¢., and chief engineer Tom Howard, r., prepare to throw the
switch to power the new transmission tower in 1948.

couldn't get delivery of a tape machine.
Ampex couldn't produce them fast
enough for the demand. But Merrill
Lynch had a promotion in Grand Cen-
tral Station for the Ampex stock, with
one of the machines on display. When
that exhibit closed down for the day,
our men went in there and rented the
use of that machine at night.”

Like many new devices, tape was to
be a big time and money saver, or so it
appeared. “We learned differently,”
Freeman continues. “You see, when a
person is on the air live and blows a
line, he doesn’t stop. He goes right on.
You put that on tape, he stops. Sud-
denly, our announcers were doing
things over all the time.”

Tape technology did help PIX regis-
ter what is believed to be a first in TV
history— the first instant replay. It oc-
curred on July 17, 1959 when Yankee
pitcher Ralph Terry lost a no-hit game
in the ninth inning and announcer Mel
Allen asked the director if he could see
the hit replayed on tape.

The '60s were a decade of steady
growth for PIX. Two radio stations
were purchased: WBFM, from the Mu-
zak Corp., which was rechristened
WPIX-FM, and WICC(AM) Bridge-
port, Conn. T'hrower was named presi-
dent. of the company in 1965, around
Lhe same Lime Lhe first colorcasting was
done hy Lhe slalion. (Stereo was added
n 1946.)

[n 1965, the 110-story World Trade
Center was iniliated near Wall St
Freeman was the first engineer Lo rec-
ognize a potential problem.

A1l8

In his early years with Dumont,
Freeman had worked on a phenomenon
called ghosting. He realized at once
that since TV waves leave the trans-
mitter simultaneously in all directions,
should they hit an insurmountable ob-
ject in one direction, they will bounce
back and shadow the waves traveling in
the opposite direction. Since the Twin

Towers were higher than the Empire
State Building, the waves striking
these buildings would rebound, creat-
ing a visual echo as they trailed the
waves traveling north of New York
City.

When he was proved right, a commit-
tee was formed to solve this problem
and Freeman, representing an inde-
pendent, free of network rivalry, was
named its head. For 15 years the All
Industry Committee negotiated and
maneuvered, until the 10 competing
New York TV stations were permitted
to move their antennas to the top of the
World Trade Center (1981). Freeman'’s
role as leader of this campaign earned
him the Engineering Achievement
Award from the National Association
of Broadcasters in 1984.

Christmas 1966 brought forth anoth-
er extraordinary PIX tradition that
still survives. While watching a soft
drink commercial in which the camera
panned past a blazing fireplace,
Thrower got the inspiration for the
Yule Log which now burns every
Christmas season on Channel 11 and is
referred to by PIX personnel as the
world’s first music video.

On June 18, 1969, a thunderbolt jolt-
ed the station which had become one of
New York’s entertainment treasures.
The shock arrived in the form of a li-
cense challenge brought by Forum
Communications. Pope believes the
challenge was sparked by economics:
For a relatively small expenditure in
legal fees, a challenger might get lucky

The transmission tower fo be built atop 220 E. 42nd St. arrives under the super-
vision of, L. to r., station manager Robert Coe, “Daily News" publisher F. M.

Flynn and chief engineer Tom Howard. Hand in pocket, Flynn appears ready to
pay the bill.
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Keeping pace

with WPIX is no stroll
around the park.

WPIX runs flat out.

All the time.

That’s their style.

They want to go faster. Serve better. Win bigger.

We’ve been WPIX's advertising agency for the last nine years.
They challenge us. They encourage us.

Not just as our client, but as our creative partner.

They want the best, and they know how to getit.

Happy 40th, WPIX, and many more.

We’re proud to be on your team.

Bruce J. Bloom, Inc.
Advertising & Marketing
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The 1954 World Series (s covered from WPIX control room beneath the grand-
st.and at the Polo Grounds. On telephone, rear, is director Jack Murphy, and on
his left, his eventual successor Don Carney.

|

Kidvid circa 1960s «/lows millions of young vrewers Lo grow up with WPIX. Kid-
die puls, b tor.: Chuck MceCann, "Captain® Jack McCarthy, weathercaster Glo-
ria Olkon, Bl Brition as “Bozo' und “Officer” Joe Bulton.

and be awarded a valuable broadcast
property. PIX then was worth at least
$100 million.

Just before the challenge was
launched, the station had hired Rich-
ard N. Hughes as director of communi-
ty affairs. Hughes put in place a long
list of public affairs programs.

Several times during the ensuing
nine years it appeared that the sta-
tion’s license would finally either be
awarded to Forum or renewed in PIX’
favor. But each apparent denouement
was quickly overturned, either by ap-
peal or reversal from a higher author-
ity. “It greatly upset us as a business,”
says Pope of the challenge today, “and
allowed our competitors to get in ahead
of us on a lot of things because we were
all focusing on saving our license. It was
terribly destructive. I had to leave my
family, almost, for two or three years
and live in Washington to make sure we
won.”

In January 1975 Thrower was pro-
moted to chairman of the board of PIX
and Pope moved in as president. That
same year, F. M. Flynn died, and the
McCormick family trust expired. A
new entity, The Tribune Company,
emerged from the paperwork. (Tribune
today owns, in addition to WPIX(TV),
WPIX-FM and WICC Bridgeport,
Conn., KTLA(TV) Los Angeles,
KGNR(AM) and KCTC(FM) Sacra-
mento; WGN-TV and WGN(AM) Chi-
cago, WGNX-TV Atlanta; KWGN-TV
Denver and WGNO-TV New Orleans.)

Headache remedy?

It is understandable that the Tri-
bune Co., planning to enter the stock
market for the first time, would wish to
do so with as few encumbrances as pos-
sible. The license challenge was a lin-
gering headache that it could well do
without. A cash settlement between
PIX and Forum was announced in
April 1975, but the FCC quickly disal-
lowed it, calling the public benefits too
vague.

The competitors were back in the
lists again, and for another three years
the combat continued. Then in June
1978, the full commission voted, 4-3, to
renew PIX’s license. Forum vowed to
appeal, but in June 1979 PIX bought
Forum and the case was closed.

Looking back now to the origins of
the challenge in the turbulent ’'60s,
Pope philosophises: “I think a lot of
stations, not only PIX, began to realize
they had a greater role than simply to
be a movie house, to show films and
cartoons. The sobering effect of the
challenge has made me more resolute
in saying we’ll never, ever again leave
ourselves vulnerable so anybody can
come in and say ‘We can do a better job
than you can.””
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The advent of the *70s marked PIX’s
entry into major off-network program
acquisitions like Happy Days, The
Odd Couple and Little House on the
Praire. Meanwhile, the station was dis-
tinguishing itself with outstanding
original programs, such as the three-
hour biography of Martin Luther King,
Jr., King: a Filmed Record...Mont-
gomery to Memphis, which won for
Thrower a Governor’s Citation from
the Academy of Television Arts and
Sciences.

The mid-"70s were also the coming of
age for the independent station move-
ment. In 1977, there were 83 indepen-
dents in the country, attracting a 19%
daily household share of audience and
only 10% of the total viewership in
primetime. Their total spot sales
amounted to $627 million, or 17% of all
spot sales.

Within 10 years, each of those num-
bers had shot up dramatically—total
indies to 310; household share to 23%;
primetime share to 19%; spot sales vol-
ume to 33 billion, or 25% of the total.

PIX and Lev Pope were in the van-
guard of this revolution, first in helping
to set up the Association of Indepen-
dent Television Stations (INTV), the
association that put independents on
the map, literally, then in seeding the
terrain for such important innovations
as Operation Prime Time and Indepen-
dent Network news.

Observes Bob Wormington, general
manager of independent KSHB-TV
Kansas City: “They have led the way
for independents in more ways than
you can ever count.”

INTV was formed in 1972. “Our big-
gest problem was trying to persuade
advertisers that buying an indepen-
dent was as desirable as buying a net-
work affiliate,” says Pope. “Somehow,
they took the position that our audi-
ence wasn’'t as good as the audience
that watched, say, Channel 2. It was
our wish to combat that impression
that got us started.” The first thing
INTYV did was to fund an independent
research study which proved that there
were no qualitative differences be-
tween the audiences that watched an
independent or an affiliate.

Once independents were consolidat-
ed into an organization, the next logical
move was to collectively develop pro-
gramming. PIX was one of the three
original partners in the Program De-
velopment Group {with Golden West
and the Field stations), which created
the memorable Blood and Honor se-
ries. After Golden West and Field both
underwent ownership changes, the de-
velopment idea was kept alive, partly
through Pope's perseverence. Emerg-
ing was Operation Prime Time, a non-
profit collective of affiliates and inde-

‘““Happy Days” was a breakthrough program for WPIX, not only setting a
syndication price record but placing a network’s Number 1 program into
reruns while it was still making high network ratings. In many ways, it
changed forever the look of independent stations, which previously had
aired mostly older programs no longer on network.

Otis Freeman, r., longtime vice president, engineering, receives the Engineering
Achievement Award from the National Association of Broadcasters in 1984.
Freeman led the decade-long struggle to construct a new transmission tower
atop the World Trade Center for all New York broadcasters.
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Reception area ot WPIX today. Plaques on the wall are summaries of all the awards
won by the station in recent years.

pendents, which turns out two major,
network-quality miniseries or dramas a
year. At first, these offerings simply en-
abled many independents to gain re-
spectability with viewers.

Since OPT was formed in 1977, it has
turned out nearly 30 major projects,
such as A Woman Called Golda, Sadat,
Blood Feud and A Woman of Sub-
stance, all important factors in ratings
books.

News was the next area PIX at-
tacked to gain parity for both itself and
independents in general. When John
Corporon joined the station in 1972, he
established a newsgathering collective,

Independent Television News Associa-
tion, which started in 1975. Using satel-
lite transmission, it succeeded where
similar services had failed, and out of
this idea grew INN, which PIX
launched in 1980. Its daily half-hour
newscast, USA Tonight, blankets 90%
of the country through 115 member
stations.

PIX’s own local news is seen by an
average of a half million New York
households each evening. It has won
the New York Emmy for outstanding
news broadcast twice, the only inde-
pendent ever to do so.

In April 1984, PIX was informed that

an independent common carrier, Unit-
ed Video, based in Tulsa, was taking
the station’s signal and sending it out
via satellite as the nation’s fourth su-
perstation.

“We're what’s called a ‘reluctant su-
perstation,’ ” Pope asserts. “We have a
net gain in viewership but, instead of
being strictly a New York station, we
tend now to be a northeastern regional
station, because almost every cable sys-
tem in the northeast picks us up.”

This increases the station’s coverage
from the 6.7 million homes in the New
York ADI to around 11 million homes
in the northeast. m]

“Star Trek” found a home on WPIX and remains one of the most popular daily
programs on the station. The station’s most common telephone call each day re-
portedly comes from “Trekkies,” asking, “What’s tonight’s episode?”

www americanradiohisfar
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long the road to success,
WPIX-TV never asked for divine guidance.
But it hasn’t hurt to have a pope
at the helm.

Congratulations to you, Leavitt Pope.

and to your entire stafl on the
fortieth anniversary of WPIX-TV.
We salute you!

Nictory
lelevision

New York, Chicago. San Francisco
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Lev Pope: one-company man

Linked with independent T'V’s major gains

runs Channel 11 and his wife pre-

sented him with 11 children. An
industry wag once noted that they're
both mighty glad Lev didn’t get hooked
up with UHF.

This neat bit of numerology is more
or less typical of the orderly pattern of
Lev Pope’s life. Example: 40 years with
one station; more than 50 years living
in the same county.

Pope is regarded by those who know
him with a kind of simple reverence.
Simple because there is no artifice
about the man; reverence because he’s
sort of everyone’s idea of what a real-
life hero should be—active, direct, re-
sourceful and, above all, likeable. And,
adds one colleague: “He’s a true gentle-
man, which can't be said of everyone in
this business.”

I t has been observed that Lev Pope

Finding a home

Guinness has no category for this,
but the 40 years Pope has spent with
WPIX is likely a record of some kind.
In a paradigm of understatement,
Larry Laurent, vice president of the In-
dependent Television Station Associa-
tion (INTV), reports, “We tell students
to expect to move three times in their
first five years in this business. For a
man to spend 40 years with one organi-
zation as Lev has—well, that’s most
unusual.”

If one should ask Pope to explain this
extraordinary feat of tenure, he’ll reply
with characteristic self-deprecation, “I
was looking through my father’s papers
the other day. It turns out he worked
for the same company longer than I’ve
worked for PIX. Maybe that explains
why I have no ambition.”

Tall, erect, distinguished with a full
head of white hair at 63, Pope might
appear intimidating were it not for a
merry twinkle that always seems to in-
habit his bright blue eyes.

Professionally, his ability borders on
the legendary. Managers of other inde-
pendent stations have been known to
study PIX's strategy in formulating
their own plans for counterprogram-
ming, advertising and promotion. More
than one has taken a flier on an expen-
sive program venture because “Lev
says it’s all right—that’s good enough
for me.”

Notes Bob Wormington, generat
manager of KSHB-TV Kansas City, “If
anyhody were 1 Jook around the coun-
try and pick any one individual who's

done a lot for independent television,
you could maybe count them on two or
three fingers, and one of those fingers
has to belong to Lev Pope.”

Pope’s former boss, Fred M. Throw-
er, who spent 46 years in broadcasting,
including stints with all three net-
works, adds, “He’s probably the best
darn manager in all of television.”

Pope’s origins with WPIX go back
even before the station signed on the
air June 15, 1948. He actually helped
with construction of studios, then rose
steadily in the ranks until 1975, when
he was elected president and chief ex-
ecutive officer. This happened during
the station’s well-chronicled struggle
to fend off a license challenge through
the "70s.

Since then, PIX has become a leader
among independents, in the forefront
of every major advance made by them
as a group—news, first-run program-
ming and equity with network affili-
ates. Much of this is directly attribut-
able to Lev Pope’s leadership.

The early years

Born in Boston, Pope was one of two
children whose father was a leading
construction engineer. Young Lev at-
tended grade school in Brookline for
two years; then the family moved to
Bronxville, N.Y., which is only a few
miles from where he still lives, in Scars-
dale.

In Bronxville, he met and married
his wife of 40 years, Martha, mother of
the couple’s 11 children.

Among his earliest recollections of
childhood, Pope recalls traveling a lot.
His father, as head of Stone Webster
Engineering Co., built many of the ma-
jor power plants, dams, oil refineries
and atomic energy facilities in the
country. “During vacations, we tended
to go and visit him,” Pope recalls. “I
guess [ went to California half a dozen
times before I was nine. And in those
days it took a week to get there.”

In Bronxville, Pope first got interest-
ed in radio. Like many boys growing up
in the early '30s, he was a member of a
ham radio club.

At Massachusetts Institute of Tech-
nology, he majored in electrical engi-
neering. His college career was inter-
rupted by World War II. He entered
the U.S. Army as an infantry private,
and during his four-year stint, his ham
radio experience and engineering back-
ground got him promoted to a Signal

Corps master sergeant in Europe.

This experience was to prove valu-
able when the war ended and he went
looking for a job. Before that, however,
he returned to MIT, where he earned
his degree in business and engineering
administration in 1947,

Job hunting was not the traumatic
experience for the ex-signalcorpsman
that it was for many returning Gls, He
received an offer from a major soap
company among two or three others,
and one from a newspaper.

This happened to be The New York
Datly News, “New York’s Picture
Newspaper,” then the largest-circula-
tion daily in the world. “T took this job
because it seemed rather unique,”
Pope recalls. “This was partly because
I was, T guess, the only person being
hired at the time. I looked at it a little
differently from a punch-clock job,
where, say, General Electric might hire
a couple of hundred people at a time
and I would be just one of those.”

The job he accepted gave no hint
that Pope would spend the next 40
years in television. In fact, it had noth-
ing at all to do with television.

“He’s a true
gentleman, which
can’t be said
of everyone in
this business.”

Leavitt Pope
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- Viacom's gallery of stars salufes WPIX
on 40 years of success.
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“They had a custom, apparently, of
hiring a person each year with a busi-
ness-engineering or similar back-
ground to train for all parts of the
newspaper business, other than editor-
ial,” Pope recalls. The News’ founder,
Capt. Joseph Patterson, had recently
died, and says Pope, “Everybody
moved up a notch, and they needed
somebody to start at the bottom, and it
happened to be my turn.”

His first assignments were work-effi-
ciency studies and construction pro-
jects. The News was then printing 3-4
million papers a day in several plants.
Technology was involved, and so were
unions. Pope got a chance to use his
engineering skills on the former and his
management skills on the latter.

Opportunity knocks

Then, one day, his boss, F. M. “Jack”
Flynn, publisher of The News, called
him into the office. “You went to col-
lege, didn’t you?,” the publisher in-
quired. Pope confessed that he had.
“Didn’t you study something about
management?” Again, the young man
pleaded guilty. “Well, you're a lot
cheaper than hiring Price Waterhouse.
I want you to go up to the 10th floor and
spend enough time there so you can tell

President Reagan invited Lev Pope, c., to White House to con-

me what the hell’s going on.”

What was going on was construction
of a television studio. Like many other
newspapers, The News had been grant-
ed a license to build a TV station that
year, 1947, and the paper hoped to start
broadcasting the following spring. An
employee competition had furnished
the call letters WPIX.

Bob Coe and Tom Howard had been
brought in from KSD-TV St. Louis, as
station manager and chief engineer, re-
spectively. A studio was about to be
built, personnel were being hired and
trained, and equipment was on order.

Clearances were the first matter of
business for the young man who went
up to check out the goings-on of the
10th floor. Permits had to be obtained
for the construction, and Pope’s job
was to make the applications. After
this, he turned his attention to a differ-
ent kind of clearance. “I remember dis-
tinctly taking a broom and helping
sweep out part of the floor so the car-
penters could put up the walls.”

Pope’s engineering and construction
background, gained during summers,
came into use when the architects
brought in their plans. His radio back-
ground came in handy too because it
obviated the need for an interpreter
who might have had to explain how

gratulate him and producer Kathy Shepherd, ., on WPIX's
“Mission Employment’” campaign, which helped place hun-
dreds of area’s unemployed in newly created positions.

television worked.

A decision was made to get the sta-
tion on the air in time for the Republi-
can National Convention, which was
meeting in Philadelphia in July 1948.
Between the fall of 1947 and spring
1948, the station was built from
scratch.

Pope recalls, “The staff was assem-
bled, a number of people started doing
things they had never done before—
building facilities, ordering equipment,
getting it installed, trying to figure out
what kind of jobs needed to be filled,
finding the people to fill them. I
worked pretty much fulltime during
that period in building the station, do-
ing all the things representing, you
might say, the owner.”

During the station’s inaugural
broadcast, June 15, 1948, the future
station manager’s assignment was to
get transport and see to the needs of
Fred Allen, whom he escorted to the
celebrity-studded initial broadcast at
The Latin Quarter.

By the summer of 1951, when Pope
was assigned to work fulltime on
WPIX, he had begun to visualize the
significance of his new vocation.

“I was invited back to a lunch for a
number of news executives who were
all my friends,” he recollects. “Some-
one was kidding me about leaving The
News, which at that time was very prof-
itable and on top of the world, to go to
this fledgling stepchild that was strug-
gling and losing its shirt.

“I said, ‘Before I retire from this
company, PIX will be paying your pen-
sions, and it will be making more mon-
ey than The Daily News.

“Everybody hooted—no way. I
didn’t have any information that it
would happen this way, but that’s
when my opinion began to form.”

Turning a profit

Of course, there was a huge increase
in the number of TV receivers being
sold in the early '50s, stimulated by
such events as the Kefauver Crime
Commission hearings, which WPIX
was covering wall to wall and feeding to
other stations. Advertisers soon started
to recognize the impact of this new me-
dium, and PIX, after suffering im-
mense losses through its first six or sev-
en years, turned profitable about 1955.

Lev Pope was given more and more
authority as the years passed—opera-
tions manager (1953); vice president of
operations (1956) and executive vice
president (1972). He joined WPIX’s
board of directors in 1961, and, along
with five other executives, obtained an
ownership interest in the station in
1969.

When he reached executive vice
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president, much of his attention turned
to sales.

Competing not only with two other
independents in town, P1X was also
pitted against three network flagships.
“This has always been a fiercely com-
petitive market,” Pope remarks. “Al-
though we had been the third or fourth
station on the air, by the early 1950s, all
seven New York stations were operat-
ing (Channel 13 was comrmercial then
too). Though the networks became
much more powerful than the rest of
us, everybody sold against everybody
else, all the time. There was never a
time when we would look just at WOR
or WNEW as competitors. We always
looked at every other station that was
out selling in the city.”

Frustration was one of Lev Pope’s
constant companions in those early
days. Agencies and advertisers routine-
ly applied a double standard when
pitched to buy time on one of the inde-
pendents. Even if the audience deliv-
ered was comparable in size to that of
an affiliate—and it seldom was—ad-
vertisers considered the audience
somehow dissimilar, as if only the het-
ter people were able to locate the net-
work channels on their dials.

Pope learned early that the first or-
der of business for an independent was
to beat down that prejudice against his
class, then to sell the virtues of his par-
ticular station.

Years later, when independents be-
gan to emerge as a force, Pope looked
back on those lessons he had learned
years befcre. He was one of the pio-
neers in setting up INTV as the first
step for indies to ¢limb on in order to
reach the same plateau as affiliates in
the eyes of advertisers, legislators and
viewers.

Herman Land, the first president of
INTV, now is a professor at San Diego
State University. He has clear recollec-
tions of Pope’s contributions to the as-
sociation, especially in its precarious
formative years.

“From the very first day he was in-
volved on the board, he was a true lea-
der,” says Land. “He could put across a
program at a meeting like nobody I
ever saw-—simply by the force of his
personality and his authority.

“I remember, for example, his will-
ingness to help launch our first adver-
tising campaign. His support was a
very important element in getting the
rest of the station managers to go into
the arrangement.

“This is very important in a group of
people who are all individualists, with
strong egos and strong personalities. A
figure who does command that respect
makes a hig difference at a critical
point.”

l.and recalls that among Pope’s

Operation Prime
Time proved that
first-run programs
can be developed
and successfully
presented on
independent
stations.

prime attributes were his ability to per-
ceive the interests of all independents,
without distinguishing between major
markets and small ones and his capaci-
ty to subdue the competitive interests
of WPI1X to those of the entire body.

“The other thing that was impor-
tant,” continues Land, ‘is that he nev-
er tried to dominate. He had his opin-
ion, but he respected the role of the
president. We had disagreements from
time to time, but they were never per-
sonal.”

Land adds that Pope was remark-
ably generous of his time and PIX’s
resources, “and still is, I understand,
despite the fact that on the board he is
now ex-officio.”

In the late "70s Pope took another
leadership position, this time in inde-
pendents’ assault on first-run prime-
time programming.

Recalls KSHB’s Wormington, “I can
remember an INTV meeting some
years back when Al Masini [of Te-
leRep] stood up and said we've got to
get up off our duffs and do something
about primetime programming. Lev
took the ball and put the group togeth-
er that started the whole Operation
Prime Time.”

In the initial stages it was called Pro-
gram Development Group. When the
other partners were acquired by new
ownership, the venture was disbanded,
but Pope helped keep the concept alive
with OPT. That venture has turned
into an enormously successful collec-
tive that developed important dramat-
ic primetime events which gave inde-
pendents, for the first time, the pres-
tige of network fare at night. “It proved
simply that first-run programming can
be developed and successfully present-
ed on independent TV stations,” con-
cludes Wormington.

News was another major challenge,
not just on WPIX, but on indepen-
dents in general. An early attempt at
putting together a consortium to col-
lect national and international news for
independent local newscasts was the
PIX-inspired Independent Television
News Association. Afterward, ITNA

OPT’s “A Woman Called Golda”

inspired Independent Network News,
an operation which PIX started with 27
stations in 1980. It now provides USA
Tonight to 115 independents, enabling
them to present a network-calibre half-
hour nightly newscast.

Some observers believe Lev Pope’s
extraordinary standing in the broad-
cast community devolves from having
risen out of the engineering side of the
business. It’s a theory that Pope re-
jects. “1 was what you would call today
‘an MBA type,”” he argues. “They
used to joke about my being a whiz kid.
I simply happened to have interest in
engineering, but I never worked as an
engineer and was smart enough to
know I'd never be a really good one.”

In the same year that WPIX went on
the air, 1948, Pope married Martha
Pascale, whom he had known from his
grade school days in Bronxville. Again,
contrary to popular helief, they were
not childhood sweethearts. “She had
quite a line chasing her, and I had to
wait in line,” the champion admits to-
day. In Pope’s family are five sons and
six daughters, only two of which are
presently employed in broadcasting,
though two others did follow dad into
the business but later succumbed to
the lure of motherhood. Of the spouses
of Pope’s seven married children, two
others are also in other broadcasting
companies.

“What I've tried to do is not embar-
rass my kids by having them associated
with me and my career,” says their par-
ent, half joking. He explains that he
doesn’t want their careers compro-
mised by anything he may have to do.
“Sometime I have to take a pretty
strong position against their bosses,”
he says. “Some have been in union jobs,
and I bargain against the unions. I
don’t want them to have a conflict of
interest because of me.”

Among the 11 children are a Ph.D., a
lawyer, a nationally ranked football
player and woman sheriff. What they
all have in common, according to their
father, is that all have graduated from
college, and “they all come home to
eat.” |
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Program director often the first stop
for new syndication sales pitches

Julie Nunnari:
Getting a fair bite
of the Big Apple

PIX-TV’s director of pro-
gramming, Julie Nunnari, is
one of the most influential

entertainment execs in all of broad-
casting. Not only because she runs the
program operation at one of the key
independents in the country, but also
because her sharp mind and generous
personality make her one of the most
sought-after sources of information on
syndication and production.

In this in-depth and candid inter-
view, TV/RADIO AGE learned what
this trend-setting programmer thinks
about syndication and salesmen, the
strategy of her station, future plans for
program purchases, and how WPIX
evaluates movie packages, among other
things.

Her view of the syndication business.

There used to be a day back in the
’60s which, unfortunately, I remember
too well, when program managers
would get together with a syndicator
over a cocktail, and on the napkin
would write their order. They’'d have a
handshake, and that would be it.

In today’s environment, with prices
as high as they are and product so im-
portant to the station, it’s a little more
organized. You spend more time on re-
search, analyzing the cost factor and
what a purchase is going to do to your
budget. Then you try to make the most
logical and best choice for the station.

Julie Nunnari

How could syndicators make her job
easier?

In fairness, the syndicators that call
on us in this market are really the top of
the line salespeople, the best. I can’t
tell them how to improve.

But there are an horrendous amount
of them. In the last three years, which is
how long I've been in this job, I've seen
the number of syndication companies
almost double. The big guys—the Lori-
mars, the Paramounts—start to split
off within themselves. Look at Coca-
Cola—Embassy, Televenture, Tris-
tar—all this product being hunched up
together. I've got one salesman with
movie packages, one with reruns, one
with first runs. Now I've got three peo-
ple within the same company to deal
with instead of one.

Of course I’ve complained about this,
but that’s the way their company is
structured and you can't do much
about it. Everybody shares this com-
plaint.

Does she have an adversarial relation-
ship with salesmen?

You can’t have an adversarial rela-
tionship with some people, though they
richly deserve it. If you have an adver-
sarial relationship they won’t come to
you with their product. And you've got
to be objective. Not everybody loves

“Now I've got
three people
within the same
company to deal
with instead of

22

one.

everybody, and I'm sure there are peo-
ple who don’t particularly want to take
me home for dinner. But when it comes
to selling product and if PIX is impor-
tant as a client, they’re going to call on
me. Conversely,  may not like the color
of someone’s suit, but if he’s got a show
I want, or a movie package, you can bet
your boots he’s going to get in to see me.

What she thinks of salesmen.

Salesmen are pressured to get the
best price and close the major markets.
I'm trying to talk to 700 people at one
time, see what’s available and make the
best judgment for my station, and
we're both under pressure. You try to
avoid confrontation. I like most of the
guys. I think they're terrific, they're
fun; some are smart, some are nasty,
some aggressive. I love them.

They always say, “Just five minu-
tes.” There’s no such thing as five min-
utes. Part of this stack of phone mes-
sages is people I'm refusing to see be-
cause I'm trying to get my real work
done. I've got to beg off. But they’ve got
somebody on their back saying, “What
do you mean you couldn’t get in to see
Channel 11?77 T understand that, and I
sympathize, but I also know I've got my
own problems.

The syndicators all like to try their
pitches on us. They come in and prac-
tice. They want us to poke holes in
them; they want to see if they’ve missed
anything. It’s very helpful to them, but
it’s a pain in the neck to me because I'm
in the throes of a lot of program
changes and first-quarter budgets, so I
don’t need this aggravation. But I'm
flattered that they come in and choose
our brains to pick.

I will see, on the average, three sales-
men a day, four maximum. Each will
take from 45 minutes to an hour. That’s
a hunk of time out of your day.

Syndicators can be a very good
source of information, whether it’s gos-
sip or “Did you hear, they sold this
package tosoand so. . , Chicago bought
this and that,” and it’s good informa-
tion.

Her opinion of movie packages.

The major packages are generally
anywhere from 20 to 25 titles. If you're
lucky, half of them are class A titles
which are going to be real primetime
performers.

Unfortunately, that i$n’t always the
case. It’s more like 15% are dynamite
and the rest are B (O.K. pictures) and
C’s (dregs of the earth). All syndicator
packages are this way; if they only sold
the good ones they’'d never be able to
sell the rest.

The unfortunate part is you're pay-

www americanradiohistorv com
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ing the same unit price for the A pic-
tures as you are for the C’s. So you try
to make the best deal you can for price
and terms. If you feel you can’t justify
the package, you turn it down.

We've done that on a number of oc-
casions this yvear because we felt the
price was just too high, not only for the
quality of the pictures, but for some-
thing that’s becoming very important
now. This is the availability date of
these features. Many of these syndica-
tors, mostly the major ones, are rolling
these movies into cable. By the time it
comes to the station, it's 1990 or be-
yond, and you don’t know what the val-
ue of that feature will be then.

How many movie packages will she
buy?

In an average year we might buy
three. This year, I bought only two, be-
cause the prices have been inching up
horrendously in New York, and we
chose to pass on a couple because we
felt they were just too expensive.

Normally I'll look at 10 or 12 major
packages a year, from companies like
Vestron or ITC. There are others from
small companies that may have three
films made in Japan.

I don’t think I've ever bought a mov-
ie package that wasn’t right for us be-
cause someone sold it to me. That’s be-
cause we're so darn careful about mak-
ing adecision. We go over it and over it,
and when we finally lock it up we really
want that package.

Lev [Pope] is the final arbitrator on
those decisions. He is the yes or no
man. He is very openminded to any
reasonable suggestion, but you better
be well buttoned down and have all
your facts in a row if you want some-
thing, because he’s a very logical per-
son.

When I see a movie package [ like,
what we do is sit down and analyze each
title and its value to us. I also subscribe
to an outside company called TAPE in
London, who are movie mavens. They
analyze a package objectively and will
TWX back “Here’s where we think you
can hest use this package. ..”

Her philosophy of building a schedule.

We start with building blocks. Ex-
ample: the movie we've established
hoth in primetime and on Sunday af-
ternoon. We've been building those for
years, and we’ve seen a gradual and
steady upswing in ratings and share.
We continue looking for good product
to buy.

A ot depends on the competition.
Right now, we're in competition with
(Channel 5 with sitcoms and news from
6-8 p.m. Bul should the competition

change—and a good example is Chan-
nel 9 going into the sitcom business
next year—maybe our strategy will
move in another direction.

Basically, off-network product has
always worked for us. We have a slew of
sitcoms that we've bought over the
years that we've placed in the 5-8 time
period and rolled them into daytime to
give them a little new life.

Then, there is the Sy Syms [clothing
retailer] school of broadcasting: You
put it here and it does pretty well; then
when it gets a little old, put it on the
markdown rack, maybe at 9a.m., where
you can still get a rating; it looks fresh,
and you can recycle it.

How she keeps track of her film library.

We have about 2,500 titles in our film
library. The BIAS computer system
helps us. We end up doing the manual
work ourselves of scheduling the mov-
ies from these titles, but the computer
can break out my movies by A’s, B’s
and C’s and by running time. It will
break out multiparters. The computer
can tell me the last time I ran a movie
or give me all the movies that haven't
run in the last six months.

Also, we have better cost control of
our library. We're using things more
efficiently. Our writeoffs are minimal
compared to what they were when we
did everything manually.

It can also forecast. It can look five
years into the future and program ev-
erything five years out.

I say it; I can do it. It will tell me
when [ have needs for programming or
for A, B and C movies. When I lock at a
movie package and when the titles be-
come available, I can see I've got a need
here in 1990. So that’s how we manage
it.

It’s marvelous. It’s standalone, not
tied to the traffic or the station sales
computers. It’s also an excellent amor-
tization tool. We actually close the

The station has
been involved in
production of a
number of first-
run series, either
from an economic
or creative
standpoint.
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books, so to speak, at the end of the
month with this computer, showing our
usage of programming, what it costs to
run shows in a given month, what we
have left over that we have to write off.
It gives us confirmation reports for the
syndicators of what ran when. [t's a
total system and all the Tribune sta-
tions will ultimately have it.

Where she needs new product.

We’ve got a lot of fixing to do for next
season. Qur November book was not
our best. We had some major disap-
pointments. Our key area of examina-
tion is going to be 5-8 p.m., At this time,
[ can’t tell what our plans are because |
don’t know. We're looking at all the
product that’s available for fall '88.

We've also got to do some fixing in
the kid area. Our kids’ programming
this year was not as strong as in the
past. We may acquire some new prod-
uct for fall ‘88, or juxtaposition what we
already have.

Does she attend the major internation-
al festivals?

Idon’t go to MIPCOM or MIP. But I
do attend NATPE and INTV. Usually,
however, I’ve met my program needs
before the conventions. As a major in-
dependent, the syndicators try to get to
all of us before the paint is dry on the
convention floor.

By the time you get to INTV or
NATPE, you have either made your
deals or you sure know what you want
and don’t want. Then you go and try to
put together a deal.

We either have an understanding be-
fore we get there or have made some
deals at INTV. I don’t recall making
any deals at NATPE. I think some of
the stations in markets below 50 that
have no opportunity to see syndicators
need NATPE; it’s a very good market-
place for them.

“Charles In Charge”
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How the Tribune Stations buy product.

I buy for PIX only. There's isn’t any
formal structure for a Tribune buy.
Many syndicators will go to Chicago
and meet with Tribune Broadcasting
personnel to talk about a new project.
A lot of times they want to coventure
with our company, which has been very
active in putting up money to produce
first-run programming.

For that, they deal with Chicago. If
it’s purely a movie package, the syndi-
cators will go station to station, be-
cause the incumbencies in various mar-
kets may not be the same. A Para-
mount package may not be available to
us because we passed on the last pack-
age, so it now goes to Channel 5. But
maybe it’s available to our station in
Chicago.

Also, we like doing it ourselves. We
feel we can get a better deal locally.
Sometimes when you’re doing things as
a group—this is not to discount our
Chicago base—but they have a total
picture in mind and we’re a little more
nitpicky. We’re looking at ourselves,
and we're looking at our internal strue-
ture. We're looking at how much we can
pay. Maybe we want a longer payout
than Chicago does, and you lose auton-
omy if you just say, “You go ahead and
buy it for us.”

If we’re going to be held accountable,
then we want that responsibility.

Tribune’s been very good with their
stations that way. There's never been a
time when they've pushed things down
our throat. It’s always been a very dem-
ocratic thing.

Especially with coventures on first
run. They will poll all the stations—do
you want it, can you use it, what do you
think? Then they get into the deal
points and they talk to the general
manager. We've got a lot of half hours
on weekends that have come out of that
structure.

How her schedule and calendar con-
form to the networks.

We huild our schedule around base-
ball. By September we know what the
haseball season will look like for next
year. A lot of games are in primetime;
some are 10:30 p.m. And if we're going
to be premiering something new in pri-
metime like Hill Street Blues and then
moving our movie to 9, we sure don'’t
want (o trigger a new schedule if there
are three hasehall preemptions that
week. So although the networks may
start their fall schedule on September
15, we may wait for the first week in
October to do it only hecause we'd have
a horrendous promotion campaign.

Also, we don’t start every daypart on
one date. We may start the kid shows a

little earlier in September. A lot of that
has to do with the availability of the
programs. Many of those are barter. So
we have to take them when they’re
available. You do it in little steps.

How is a schedule worked out?

By early December I have the first
quarter movies in place. I have no idea
what is on my independent competi-
tion at this point. But I have the movies
selected which I think are right for the
various time periods.

What I'll do next, when I get a little
more information about the competi-
tion, is to position some of the stuff. I
may not know what days they’ll run, I
may start flipping them around.

Sales needs to have movie titles to
sell. They need to go out and get their
first quarter business based on what
we're going to present for The 9 O’-
Clock Movie. So we give them some-
thing to chew on.

I rotate the films we own. The lesser
ones I'll run outside of a rating book.
Movies that are not packed with ac-
tion/adventure and are not exploitable
and don’t move fast generally don’t do
well in primetime. I'll schedule a “sof-
ter” movie, or one with more female
appeal in primetime in March or Au-
gust, or on a Sunday afternoon when
there’s a lot of sports on other stations,
as counterprogramming. Some of the
real dogs may end up in late night or as
the 12:30 [p.m.] movie Monday-Fri-
day. They do 1s and 2s, but we own
them, and if we don’t run them we're
going to have to write them off.

Her thoughts on first-run program-
ming.

We have a lot of first-run on the
weekends. Our biggest hurray this year

Jefferson Data BIAS computer

“The computer can
tell me the last
time I ran a
movie or give me
all the movies
that I haven’t
run in the last
six months.”
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is the new Star Trek. That has really
taken off on Saturday and Sunday.
And things like Bustin’ Loose and
Tales from the Dark Side and Charles |
in Charge. They’re all first-run product
that we have been involved in the pro-
duction of, whether it be from an eco-
nomic or creative standpoint.

Not all these are Tribune ventures.
Star Trek is not on all the Tribune sta-
tions. Some stations have it, some
don’t. Again, it’s availability in the
market. However, Tales from the Dark
Side, Charles in Charge, Bustin’ Loose
and At the Movies and the new show, T
and T, are all done with Tribune in-
volvement.

How she schedules around baseball.

It’s been tough, especially last year
when we had a very tenuous schedule
that wasn’t put to bed until late in the
first quarter [because of the conflict
with SportsChannel].

Baseball games basically displace
movies. You can work around March
and April, but in May there’s a rating
book, so we really put a lot of effort into
how we schedule movies. Against the
network competition, we spend hours
and hours and hours scheduling mov-
ies,

When you don't know where baseball
is going to fall—you don’t know if
they’re going to play on Sunday after-
noon or not—that’s a problem.

When the ratings are good for the
Yankees I love them; when they don’t
do better than my movies, I selfishly
want my movies back. It was breakeven
last year, but basically we live and die
by the Yankees.

Unlike normal! programming, you
can’t cancel baseball if it’s not doing
well. 've thought of it on occasion, but
I doubt if Lev would allow it. m]
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Setting the pace in newscasts

Originator of INN, INDX finds news means status

air as New York's first indepen-
dent TV station, news was part
and parcel of its appeal.

After all, its parent was a newspaper,
making it the only New York TV sta-
tion ever to have a journalistic heritage.

In addition to five-minute updates
called News on the Hour, there were
10-minute segments called PIX News-
reels throughout the day. The news-
reels separated PIX from most of the
“talking head” newscasts that typified
those Stonehenge days of television.
No one realized it at the time, of course,
but the newsreel idea was a precursor
of what electronic journalism would
look like.

The newsreel units, which were com-
posed of 16mm-camera-toting New
York Daily News photographers, actu-
ally scored their first beat a month be-
fore the station went on the air. Prepar-
ing for the launch of June 15, 1948, the
newsreel crews spent several months in
“dry run.” In May, they responded to a
report of a flood on 53rd Street and
Madison Avenue. Rushing to the scene,
they found employees and tenants of
the Pathé building streaming into the
street.

The PIX news team adroitly set up
its cameras at several strategic loca-

From the day WPIX went on the

John Corporon

tions, filmed the turmoil and began to
pack up the gear. As they were about to
depart, the Pathé newsreel unit rushed
out of its own building to record the
same event. But the PIX crews had
beat them to the best locations and had
filmed the drama at its highest point.

Expanded news

By 1951, WPIX had expanded its
newscasts to half an hour, hosted by
some of the names which would be-
come synonymous with the station’s
image for years to come: John Tillman,
Guy Lebow, Jack McCarthy, Joe Bol-
ton.

From these crude beginnings,
WPIX’s news operation has matured
into one of the finest of any station in
the country, affiliates not exempted. In
fact, PIX’s news is known all over the
nation, via Independent Network
News (INN), which the station owns
and operates; via INDX, a visual news
service provided on a cash basis to a
dozen major independents that is inte-
grated into their own newscasts, and
through a cooperative of the six Tri-
bune Co. stations, called Tribnet.

WPIX local news itself is seen all
over the country, carried by microwave
throughout the entire northeast and

distributed to cable systems as a reluc-
tant superstation by United Video of
Tulsa. The latter puts the station into
about 11 million homes.

PIX is also one of the most advanced
stations, technically, in newsgathering
and delivery. Typical of its modernity
is the recent installation of three com-
puter-controlled cameras in its news
studio, one of the first applications of
this technology in the U.S.

Of the new cameras, made in En-
gland by Venten, senior vice president
of news John Corporon says: “They can
be preset, told to alter shots automati-
cally, tilt, pan, do closeups. They are
really a technological marvel.”

The big boost to news at WPIX came
in 1972, during the early years of the
debilitating license challenge brought
against the station by Forum Commu-
nications. That year, Corporon was
brought in as vice president of news,
from the Washington Post Co. Previ-
ously, he had headed up the Metrome-
dia news operation and put The 10 O’-
Clock News on WNEW-TV New York
in 1967.

Since his arrival, PIX has won two
outstanding news broadcast Emmy
Awards, being the only independent
ever to win the award twice.

Corporon says he nor management

Since Corporon has

been heading up the
news department,
WPIX has won two
outstanding news
broadcast Emmy awards,
being the only
independent to win the
award twice.

ktorv. com

Television/Radio Age
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INN satellite transmission room

were satisfied with the news operation
upon his arrival, though there was a
feeling that PIX had a tradition of de-
livering a quality news product from its
earliest days.

“PIX was one of the news pioneers in
New York,” he says. “I've had agency
people tell me they placed their first
news commercials on WPIX back in
the late *40s, when the station was very
young.

“They were doing a very credible
newscast, highly responsible and infor-
mative, but it wasn’t as competitive as
it might have been. The license chal-
lenge was a glitch, a blip, and growth
had stopped. They wanted to get it
back on the main line.

“My impression was there was a lot
of work to be done. Fortunately, there
was a strong core group here, and it was
helpful to have something to build on.

Wire service machines in WPIX newsroom

A few people left, but there were no
mass firings. Soon we began to improve
the news product.”

At the time, a news staff of 35-40 was
churning out one hour of local news a
day, 10-11 p.m., plus an occasional spe-
cial and bulletins as warranted.

Today, a news department of 150
turns out a daily half-hour local news at
7:30 p.m.; the USA Tonight half-hour,
which is beamed to 115 stations around
the country via RCA’s K-2 satellite at
9:30 p.m.; and 11 p.m. local update of
that half-hour, repeated at 1:30 a.m.
and 5:30 a.m. In addition, an INDX
feed of 35-40 stories is sent nightly to
subscribers at 6:30 p.m. for inclusion in
their own local newscasts. Like INN, it
goes by satellite from a dish on PIX’s
roof.

The 11 p.m. newscast last fall re-
placed a one-hour show, 10 to 11 p.m,,

www americanradio s

Domestically, there
are three suppliers
of news to both INN
and INDX: bureaus
in New York,
Chicago and Los
Angeles; INN
subscribers; and
nonsubscribers.

which consisted of a half hour of local
news, followed by USA Tonight. “We
decided for competitive reasons,” says
Corporon, “that we would go into the
11 o’clock period because there are an
average 35 rating points available for
news at 11, while at 10 there are only 10
rating points available.” The later
newscast will also alleviate delays
caused by runovers of Yankees Base-
ball when this resumes in the spring.

The idea for INN began forming
soon after Corporon’s arrival at PIX.
Says station president Lev Pope: “Sev-
eral people conceived of this possibili-
ty, but it was John who did the ground
work. he convinced us all that it was
possible and we should do it. My con-
tribution was in the commercial end—
to make the thing work,”

INN launched with only 26 stations
on June 9, 1980. After only one year,
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WPIX AND INN.
A FAMILY TRADITION
OF NEWS SINCE 19

From an upstart |
independent barely two

weeks old, beaming live \
Convention coverage from .
Philadelphia in ‘48, to INN's
world class satellite network
serving 122 stations around the

country in ‘88, news has always
been a top priority in our family.

INN & INDX are proud to be part of the WPIX news tradition.

Congratulations WPIX from

THE INDEPENDENT NEWS

11 WPIX Plaza, New York, N.Y. 10017

A Tribune Broadcasting Company
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Attempts to expand
INN into other
time periods have
been disappointing.

the number of members more than
doubled to 60.

“When we got to 50 stations,” recalls
Corporon, “we thought we might get up
to 60 some day. In our wildest dreams
we never thought we’d get to 100 sta-
tions.”

Now, with 115 subscribers, INN is an
unquestioned success.

It is worth mentioning that INN’s
birth coincided with a tremendous in-
crease in the number of independents
going on the air in the early '80s. In
1980, there were 113; by 1987, over 300.

Many of these would have had no
news at all were it not for INN. Of the
independents already on the air at the
time, few were in a position to compete
against network affiliates in their mar-
kets, at least in news. USA Tonight
gave them a professional news package,
high-gloss and respectable. It is one

reason—though not the only reason—
that annual billings of independent
stations have zoomed from just over §1
billion in 1980 to well over $3 billion
today.

USA Tonight has no connection
with Gannett’s USA Today. The TV
show is offered free to stations, with 3
1/2 minutes of local avails and 3 1/2
minutes sold nationally by PIX.

INN evolved out of PIX'’s involve-
ment in ITNA (Independent Televi-
sion News Association}, a cooperative,
which included Metromedia and Gay-
lord stations. Formed in 1975 with sev-
en members, it eventually was folded
into INDX in 1983, like INN, owned by
PIX.

ITNA was similar to Joe Coors’ ill-
fated TNV and United Press’ UPITN
in that it supplied news footage to sta-
tions for their own newscasts. The rea-

WPIX newsroom, where each evening’s program is outlined

/"

o

INN booth at 84 Republican Convention, Dallas

son TVN and UPITN felded, but
ITNA didn’t, was that the latter trans-
mitted its feeds by satellite, while the
other services used telephone lines.

It could cost as much as $4,000 to
send a story from coast to coast using
AT&T long lines. Describing INN's in-
cubation, Corporon observes: *“When |
saw what the satellite could do in news-
gathering, it seemed logical if we could
distribute a dailv news service, there
was no reason not to distribute a fin-
ished, polished, soup-to-nuts news pro-
gram. We now knew we could distrib-
ute it at a reasonable cost, the only
question was, ‘Was there a market for
it?”

Next to cultivating subscribers, a
major obstacle to INN was finding
overseas news sources. Agreements
with Visnews and Worldwide Televi-

sion News satisfied that need.

The reduction of
the local late news
from an hour to a
half-hour implies
the saturation
point in audience
interest may have
been reached.

Television/Radio Age
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Donna Hanover, INN co-anchor

Domestically, there are three suppli-
ers of news to both INN and INDX:
bureaus in New York, Chicago and Los
Angeles: INN subscribers; and nonsub-
scribers.

Says Pope: “Wegetalot of stuff from
major network affiliates in some mar-
kets. These are stations that are deeply
committed to news and play that game
very fully. Those are the guys we play
with,”

As to the monetary benefits of news
to independents. Corporon believes
most are at least breaking even, if not
actually making a profit. He doesn’t
credit INN for every success, however.
“More and more, they are making mon-
ey,” he says. “I don't think they’re
making fantastic profits, but I think
the goal of the station is to mount a
newscast that will bring credibility to
the station as a whole.”

Corporon is convinced that having a
newscast breeds confidence among ad-
vertisers. Conversely, having no news is
a serious detriment to any station, he
feels.

“Tt’s well known in the business that
if youdon’t have any news inventory to
sell, there are certain advertisers who
won't buy your station,” he observes.
“Among these are automotives, banks,
investment firms and airlines. Howev-
er, if you do have news, not only will
they buy your news spots, they’ll now
buy your movies and your sports and
your other spots.

“So, having news opens up the whole
station inventory to some blue chip ad-

vertisers. The agency now says: ‘We
view that station differently. We think
that’s a proper environment for our
spots to be in.' Whereas, three months
earlier, they said no. You might argue
that you’re running the same movies
before you took INN or started your
own news, and they'll say they feel dif-
ferently now. That’s the magic of
news.”

Going upscale

PIX had this experience itself when
it started its 7:30 newscast. It had been
offering news at 10 p.m. and was doing
fairly well—''not winning any four
minute miles,” in Corporon’s words.
“When we went to 7:30, we opened up a
whole new demographic area. We had
very upscale, very good demographics.
Buyers came in that had never touched
the station before. And, once they buy
your news, they say, ‘Yeah, 1 like your
primetime movie, your sports. . .””

As for the future of news, at INN or
at the local level, Corporon thinks
“We're in a fine-tuning phase now.”

Attempts to expand INN into other
time periods have been disappointing.
An afternoon addition, Midday, a
weekend interview show, From the
Editor’s Desk, and a weekend business
roundup, Wall Street Journal Report,
all were withdrawn between 1983 and
1985 because of weak ratings, though
the latter still survives as an indepen-
dent operation.

Hopes of expanding PIX news into
the early morning hours were dashed
by the surge of the networks into that
time period. “Competition would be
withering,” says Corporon.

The reduction of the local late news
from an hour to a half-hour implies

Brad Holbrook, “USA Tonight”

that the saturation point mayv have al-
ready been reached in the audience’s
tolerance for news. “You do hit pla-
teaus, and [ do admit that news, in gen-
eral, is on a plateau right now,” notes
Corporon. But, he adds, that was said
when network news went to half an
hour two decades ago.

Though the parameters of the news
may remain fixed for a while, the con-
tents are continually in flux. A recent
example on {'SA Tonight is inclusion
of locally-produced investigative re-
ports which are now receiving nation-
wide exposure. These are finalists in
news award competitions that would
not normally be seen outside their mar-
kets of origination. Corporon thinks
many of them deserve to be salvaged
and updated, and that’s what USA To-
night is doing.

Sheila Stainback, “USA Tonight”

“We think there’s a great untapped |
reservoir of very valuable and highly
interesting information out there,” he
says. “For example, we picked up a se- |
ries from Houston on a sheriff who
built a very modern jail. But there’s no
health care provision. People who ha-
ven't even come to trial are dying in
there because they can’t get medical
help.

“Another story from Buffalo deals
with business school fraud. That's
valuable for a station in California, be-
cause it makes people there wonder
about their own business schools.

“There are many examples of inves- |
tigative journalism that have such val- !
ue. I think this is a unique service that
we’re providing.”

The same is being said by indepen-
dents of INN and INDX. u]
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To the Big Apple, from the Big Peach.

Happy Anniversary, WPIX!

Congratulations, Y all! WGNX@R

i At A Chnie!

A Tribune Broadcasting Station
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Plans remote control of studio cameras;
one of first with Imageering still store

Engineering blends
state-of-the-art
with make-do effort

he WPIX philosophy regarding

I equipment blends a flair for up-

to-the-minute solutions with a

practical, down-to-earth effort to make
do with what’s on hand.

Its state-of-the-art thinking is illus-
trated by its plans for remote control of
its studio cameras. These will do away
with the need for camera operators on
the studio floor., The cameras will be
completely operated from the video
control room once the person operating
the prompter pushes the cameras into
position.

Robert S. Murch, vice president of
engineering for WPIX, believes the
station will be the first in the country to
use this particular remote control tech-
nology, which is produced in England
by Venten Equipment. [t will control
the three lkegami HK-322 cameras
now in use, although there will be new
pedestals and there will be modifica-
tions on the cameras so they will have
full-servo lenses.

The controls will move the cameras
up and down on the pedestals, will pan
them left and right and will control
zoom and focus. The technology will be
interfaced with a Grass Valley 300
switcher and Dubner machine controls
in the production control room, which
handles all studio productions.

Make-do approach

The make-do facet on WPIX’s tech-
nical operations is illustrated by its
SPOT system, which automates the
airing of commercials and promos with
nary an error, but employs three, well-
used, reliable RCA TCR-100 cart ma-
chines for dubbing and airing. These
are quadraplex machines, using two-
inch tape.

This hybrid system was installed in
1985, replacing a setup that was work-
ing pretty well, airing spots with
99.67% reliability. However, with hun-
dreds of commercials and promos aired
daily, that small error rate still meant a
few errors a day. Now errors are re-
duced to virtually none. But by extend-
ing the life of the RCA machines (two
were bought in 1975 and one, one of the

last ones to be made, in 1981), the engi-
neering department saved the station a
considerable amount of money. This is
not the final answer, however, since the
station has its eye on the new “library”
systems, such as those offered or pro-
posed by Asaca, Lake Systems, Pana-
sonic and Sony.

The master control automation sys-
tem, SPOT and the BIAS traffic sys-
tem function as part of a sophisticated
closed loop, explains Murch, who
points out that WPIX is one of only
about 20 stations in the U.S. that oper-
ates its system that way. “Ours is one of
the more elegant,” says Murch.

The “paperwork” starts in the elec-
tronic data processing department,
where BIAS, a sales and traffic system
connected to a computer in Memphis,

WPIX was the
first New York
independent
to broadcast

in stereo,

which includes
SAP capabtlity.

The studio control room

ol

Robert S. Murch

15 installed. Salespeople enter informa-
tion on sales into the BIAS system.
This is dumped onto a floppy disk and
then reformatted on another floppy.
The second floppy is inserted in the
SPOT system, where spot announce-
ment schedules are checked against
spots dubbed from TCR-100 carts.

The spots for the various breaks are
assembled onto Beta cassettes two
hours before air time. Once the spots
are checked, the rest is automatic. At
the end of the day, the system reports
back what actually was aired, informa-
tion that’s sent to the BIAS system for
the printing up of invoices.

WPIX goes state-of-the-art, also, in
its still store operation, being one of the
first customers to buy the Imageering
system. It employs an optical disk
which holds 8,000 images and comes
from a company called Imageering,
which wrote the software. Imageering
put the system together with Sony
drives (WPIX has two) and disks and
an Apple computer, and WPIX uses it
to replace slides and a film chain. [t
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stores station IDs, logos, commercial
tags and the like and is interfaced with
the station’s Dubner automation sys-
tem.

For more flexible still store situa-
tions, WPIX has a Quantel magnetic
disk setup, which has much less storage
capacity but is erasable. It has a Fujitsu
disk drive and is used primarily for stu-
dio operations rather than the auto-
mated master control system.

Beta-equipped

WPIX has become a Beta-equipped
station and has already begun to up-
date to Beta SP, having bought six
BVW.-75 recorders Murch says the sta-
tion was one of the first users of Sony's
broadcast Beta format, working with it

o

View of master control

back in 1984 to produce The Wall more. Two of the edit rooms have Sony
Street Journal Report. 900 editors and Sony MXP-29 audio
The station has seven Beta- MaSter Contr()l COI']SOtlleS’ ag)ng wi*;h hGrass Vallleaf 108
equipped camera crews, five for ENG switchers. Some of the rooms, Murc
and two for community affairs pro- room has One estimates, have about $120,000 worth
ramming. The Beta component signal of equipment. The station still keeps
Sives the Etationabetter ppicture thsnit Of the mOSt U-matic equipment around for arc}ﬂ»
A : ) ; . . |
would get with %-inch U-matic record SO hlstlcated val purposes, of course.
ers. For the camcorders, WPIX equips . WPIX's master control room has one
its clrewsg'v]iitél, SonlydB\t/F;-S%Cb]lDJt also Systems in f}get}lgur,?fft sophisl\t/}citéehd Is,Eysterrisfin
employs s solid-state cam- y, says Murch. Except for
era, the SP3A, of which it has two. the COuntry. live shows, he points out, what goes out
As for ENG editing, WPIX has five on the air is completely automated.
Beta rooms and will be adding two During the news shows, for example,

They say that a job well done is
its own reward. . .

But recognition from your peers
is pretty nice, too!

L/
Congratulations to all 2 423 West 55th Street
) New York, NY 10019
the TEC Awards nominees (212) 541-5900
and winners from all of us
at Martin Audio, Martin T‘\\‘
Rentals, and Martin ‘“P%q\og’gt‘
Music Technologies. >\)gvgo°}
<
WPIX at 40 A47
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Commercials playback
system automatically
assembles and plays
station breaks with
RCA TCR-100s and
half-inch Betacam
videotape recorders.

Commercials playback system

Fro m O ne I n novator to master control inserts the commercials.

[t also prints out the log and reconciles
Another o aired event information with BIAS.

Master control contains a CDL 990
switcher with Dubner automation and
Dubner machine control. An automat-
ed switcher backup is available if the
CDL system malfunctions.

WPIX was the first New York in-
dependent to broadcast in stereo, says
Murch. Its stereo capabilities include
SAP, and all programs are either tele-
cast in stereo or synthesized stereo.

As an important generator of news
programming for independents, WPIX
is linked via satellite with sources all
over the world. At the New York Daily
w P I x News building, where WPIX is located,

there are two Ku-band dishes on the

roof, one with up- and downlink capa-
bilities and one with just receive capa-
S 3 — g— bilities. C-band dishes are just not
practical in midtown Manhattan with

MlCrOSWlft 3 all the microwave transmissions flying
around. C-band transmissions come to

el : . the station indirectly via teleports.

Dlgltal ; While WPIX has converted its news-
y gathering and field production capabil-

RemOte ContrOI .. ities to the half-inch Beta system, it
maintains Sony one-inch tape facilities

(;a mera . for studio work. For example, it records
Systems its Best Talk in Town show and news-

' casts on one-inch.

The station calls its one-inch edit
suite “The TKO Room.” The oak-pan-

- |'_
3] | | : eled suite is used for editing movies,
/ ' promos and specials. Because more
| 1 - “R” and “PG” movies are now being

broadcast, says Murch, they have to be
edited in-house to conform to station

Repeatably Jik JEE

The edit suite is interfaced with the
‘the Best - B - station’s two Chyron IV character gen-

: g , erators and its NEC System 10, which
: 2 provides digital video effects. The suite’s
two Grass Valley 100 switchers, says

Murch, provide almost as much power
as one big switcher for less money, an-

275-C Marcus Boulevard, Hauppauge, New York 11788-2001
Telephone: 516/273-9750 Telex: 640470 Fax: 516/273-9759

Branch Office: : . other example, of engineering’s practi-
8115-B Clybourn Avenue, Sun Valley, California 91352-4022 cal bent at WPIX. o
Telephone: 818/767-0306 Telex; 182686 Fax: 818/767-0772
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Playing ball garners Major League results

IX’s long association with Major

League Baseball began on July 6,
1948, only 21 days after the station’s
first appearance on the air. The initial
telecast was appropriately impor-
tant—a contest between the fiercest of
all rivals, the New York Gilants and
Brooklyn Dodgers.

The following spring, PIX started a
more permanent marriage with the Gi-
ants that would last until that team
deserted New York, following the 1957
season.

In addition to carrying all the Giants
home games for nine seasons, PIX
teamed with the Yankees, starting in
1951. It would be a more lasting rela-
tionship—37 years this spring. The sta-
tion telecast all the Yankee home night
games that first year, 1951, and start-
ing in 1952, extended the deal to in-
clude home day games as well.

Double duty

Recalls PIX president Leavitt J.
Pope of the Giant-Yankees days:
“We’d have our truck at the Polo
Grounds, do the Giants for roughly 10
days. Then when they'd leave togoon a
road trip, we’'d drive the truck across
the Macombs Dam Bridge to Yankee
Stadium, set up and do the Yankee
homestand. So, we’d televise 154 games
a year, 77 of each team.”

The first contract between PIX and
the Yankees was negotiated by G. Ben-
nett Larson, who managed the station
from 1950 to 1953. Through 1950, the
Yankees were carried by Channel 5,
then WABD-TV, the flagship of the
Dumont Network. When Dumont dis-
covered how difficult it was to program
a network around baseball it opted out
of its commitment.

Larson was lunching with Dan Top-
ping and George Weiss, who headed up
the Yankees, at the Savoy Plaza Hotel.
“They had gotten screwed around a lit-
tle bit in their previous deals and were
tired of trying to find a new home for
the Yankees,” Larson remembers.
“They felt they had a good attraction,
which they did, and wanted it ex-
posed."”

Larson wasn’t sure how much the
Yankees would demand for the rights
to their games and was watching close-
ly as Topping pulled his ear in a pecu-
liar fashion. Larson said, “I don’t know
all the signals,” and asked how much
they wanted for the rights.

He was shocked to learn the Yankees
were not interested in selling the rights
but in buying time to put the games on
TV. They had already lined up their
own sponsor, Ballantine beer and ale.

“That shook me up pretty good, be-
cause no one had offered to do that
kind of a deal before,” says Larson.

After the Giants and Dodgers left
New York following the 1957 season,
Red Barber and Phil Rizzuto joined
Mel Allen in the Yankees broadcast
booth. Rizzuto had just retired after 13
years as the Yankees’ star shortstop,
and Barber had been the beloved voice
of the Dodgers for nearly two decades.

Though two future Broadcast Hall of
Famers inhabited the same broadcast
booth, days were not always haleyon.
When CBS bought the Yankees in 1964
the team’s greatness diminished sud-
denly. In 1966, the Old Redhead, al-
ways outspoken, ordered the PIX cam-
eras to pan the empty seats of Yankee
Stadium. For his veracity, Barber was
relieved of his assignment.

Rizzuto still survives as the Yankees’
chief sportscaster, now in his 31st year.
He was joined in the booth in 1971 by
Bill White, TV’s first fulltime black
sportscaster.

Yankee baseball has been full of his-
toric moments and a few broadcast
firsts. For example, on July 17, 1959,
the Yankees” Ralph Terry was pitching
a no-hitter against the Chicago White

Yankee Stadium camera
position over third base

Broadcast booth in Yan-
kee Stadium manned by,
L tor., asst. dir. JJim
Hunter and broadcasters
Bill White and Phil Riz-
zuto. White was first
black play-by-play man
hired by a station when
he came aboard in 197].

WPIX at 40

Sox. In the ninth-inning, a single
spoiled his effort. Allen inquired if it
were possible to see a replay of the hit.
Jack Murphy, the director, obliged. It
was the birth of the “instant replay.”

Today, the Yankees are carried on
The New York Yankees Network
throughout the northeast, the Moun-
tain States and parts of Florida, as well
as on PIX. This chain of about a dozen
stations pays PIX for rights, with the
proceeds going into a pool which the
station and the team divide.

Up until the 1987 season, PIX had
carried about 100 Yankees games each
season, home and away. However, be-
cause of an agreement between the
Yanks and SportsChannel, the number
of PIX games was cut to about 54 last
season. This season the total number of
games to be aired by the station will
only be 40, plus three exhibition games.
But the rights fee has been lowered to
about half, from $14.8 million in 1987
to $8 million in the current year.

Last year, the Yankees averaged a 7
rating in New York, compared to the 10
recorded by the New York Mets, car-
ried locally on WWOR-TV. Spots in
Yankee baseball sell at the station
maximum, $10,000 per 30. m]
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Editorials set station apart

Hughes asks, ‘What’s your opinion? We'd like to know’

ot many stations are able to
N boast a fulltime editorial direc-
tor who works up 200 opinion
pieces a year. WPIX can. Nor can many
stations point to the awards which
WPIX and its editorial director, Rich-
ard N. Hughes, have won for these ef-
forts over the past 20 years. These in-
clude perennial accolades from the
New York State Broadcasters Associa-
tion and the Associated Press. Consid-
ering that the competition consists of
three network flagships and two other
independents, these awards are im-
pressive, indeed.

Observes WPIX's president Lev
Pope: “As an independent, we proba-
bly do more, and work harder, on our
editorials than most stations. And,
they're not confined to local things, like
potholes. We deal in world issues and
national issues as well.”

PIX’s editorial efforts commenced in
earnest in 1969. Hughes had come to
the station the previous November as
director of community affairs, from
WXYZ-TV Detroit. He started the sta-
tion’s highly-visible editorial program
on June 26, 1969.

In addition to Hughes, who writes
the editorials and executes them on-
air, PIX has a four-member editorial
board that decides what issues will be
tackled and what position the station is
going to take. The board confers bi-

weekly, signs off on the subjects, then
gives its approval before each editorial
airs.

Though many editorial subjects are
controversial, there usually isn’t a hot
debate on where the station will stand.
“There have been a couple of issues
where there hasn't been unanimous
consent,” confesses Pope. " Ultimately,
I have the final vote. In a few cases,
where the dissenter didn’t feel particu-
larly strong about his or her position, |
may have overruled. We try to find a
joint view so that nobody is embarras-
sed.” Hughes says that of the 200 ideas
and positions he proposes each year,
the board will turn down maybe five or
six. In other words his thinking and the
board’s are very much in synch.

The editorial director generally at-
tacks four principal issues each week
with one editorial on each. A fifth spot
is turned over to a summary of feed-
back received on a previously-aired
opinion. In addition, each week con-
tains at least one rebuttal, sometimes
more than one, from a person of stand-
ing in the community.

The schedule permits 39 editorial
“spots” each week, with each running
approximately six times, and one or
two appearing a little more often than
that.

Few people would guess that Hughes
himself no longer lives in the New York

area, so closely associated with the city
15 his face and so familiar is his sign-oft,
“What's your opinion? We'd like to
know.” The erudite broadcaster left
New York five vears ago to resettle in
Durham, N.C_; then, ahout six months
ago he relocated to Detroit, where he
serves as assistant pastor to a Method-
ist ministry.

Despite his uprooting, Hughes still
continues to provide PIX's editorials,
and remains one of the best-informed
observers of New York-area politics, as
well as one of its most recognizable lo-
cal celebrities.

In fact, he says, he found it ironic
that when he lived in a small town like
Durham, not a soul ever recognized
him on the street. However, when he
comes to the Big Apple, strangers con-
stantly barrage him with “What’s your
opinion? We'd like to know.”

Staying in touch

Twice a month Hughes returns to
New York to tape eight editorials. All
are shot on location, somewhere in the
city, seldom in a studio.

Between visits, Hughes reads vora-
ciously to keep himself abreast of local
and national concerns. A sample day’s
diet of reading includes The New York
Times, Newark Star-Ledger, News-
day, Westchester Reporter-Dispatch

WPIX editorial board screens a possi-
ble editorial. L. to r., John Corporon,
sr.u.p., news; Richard Hughes, who
writes and delivers editorials; Nancy
Gruber, editorial supvsr.; Lev Pope,
pres. WPIX editorials have won the
New York State Broadcasters’ Assoct-
ation award for outstanding editorial
15 times in the last 18 years.
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and weekly news magazines. In addi-
tion, he will breeze through clippings
from The New York Daily News and
The Post.

He also is bombarded with press re-
leases, which he reads diligently, al-
ways on the lookout for interesting sub-
jects. While doing this, he keeps up-to-
the-minute with CBS Radio News.

WPIX also maintains a telex ma-
chine in Hughes’ home, over which the
editorial director and station manager
converse. Every other week the editori-
al board will sit down to break bread
with a local community leader, such as
a mayor, borough president, police
commissioner or union leader. From
these discussions will come an overview
of what’s happening in that communi-
ty.

As to impact of the editorials,
Hughes takes no credit for changing
the world or any of its working parts. A
pragmatist, he believes in a city the size
of New York no single opinion, even if
dropped into millions of ears, will af-
fect much change.

He’s content with small victories.
For example, at the beginning of the oil
crisis in 1973-74, the station offered
the suggestion that one way to save fuel
was to revert to Daylight Savings Time.
Copies of the editorial found their way
to the White House. A short time later,
then-President Richard M. Nixon went
on national television, and using lan-
guage similar to that in the PIX edito-
rial, asked Congress to revive Daylight
Savings Time, which it did.

Pope remembers with satisfaction
the Rubella Umbrella campaign of the
last decade, which led to the inocula-
tion of all New York City school chil-
dren against the troublesome rubella
measles virus. The campaign was so
successful that the disease virtually
disappeared from the city's schools.

An example of the impact of a PIX
editorial, there is the case of one which
strongly supported legislation intro-
duced by New Jersey Sen. Bill Bradley,
which attempts to encourage teaching
of history in schools. A New Jersey
woman was so impressed by the edito-
rial she set about to inaugurate a histo-
ry program in her town,

Getting real attention

She wrote the station to thank it for
inspiring the idea, describing its effect
on the school district. WPIX aired her
response as a feedback. A few days lat-
er, the letter-writer’s phone rang.
When she picked it up, she was aston-
ished to hear U.S. Senator Bradley on
the other end.

Hughes is more proud of what he
cally “the literary content” of his edito-
rials than any supposed effect they
may have. One thal stands oul in his

Richard Hughes

Rarely does investigation
cause Hughes to change his
opinion, shaded by experience
and political leaning.

mind—a memorial on the death of Sen.
Hubert H. Humphrey, which contrast-
ed this man’s life with the career of a
colleague, Richard M. Nixon.

Feedback, as one might expect, var-
ies tremendously by issue. “Sometimes
you really hit a hot button,” says
Hughes. Though the average monthly
mail amounts to about 100 letters, the
20 editorials don’t attract an equal
amount of mail. The hottest “hot but-
ton” in recent years was hit when the
station contrasted credit card interest
rates, state by state.

Hughes says he reads every letter he
receives but isn’t strongly motivated by
their content because those who write
represent but a tiny percentage of the
total audience watching. Rebuttals are
seldom handled by members of the
public. They come from official
sources, generally—local elected politi-
cians and community leaders.

Politicians pay special attention to
PIX editorials and rely on the rebuttal
section to get wider distribution of
their ideas. Recently, for example, the
editorial director got a call from a local
politician who demanded the opportu-

nity to reply to an editorial. “Which
one?” Hughes asked. “What subjects
did you cover?” the pol inquired.

He sheepishly explained that he had
been vacationing on Fire Island and
had gotten out of touch with his con-
stituents. What he wanted was a short-
cut to remind his voters he was still
alive.

A scholarly man who is described by
a coworker as “one of the few true intel-
lectuals you’re likely ever to meet,”
Hughes says the research he does on
hundreds of subjects a year is unlikely
to change his overall philosophy of life.
Rarely, he goes on to say, does investi-
gation cause him to change the opinion
he had on an issue going in. Rather, hig
position is shaded by his experience
and his political leaning, which is con-
servative.

What exactly does that mean? “The
difference between a liberal and a con-
servative is that the liberal believes you
can correct any problem by throwing
enough money at it. The conservative
believes you can’t do that without cre-
ating another problem somewhere el-
se.” O
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CONGRATULATIONS,
WPIX

En the occasion of your 14,601st
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Irish eyes smile at WPIX

St. Patrick’s Day Parade marches on through history

station more closely linked to one

event for as long a time as is WPIX
with the New York’s St. Patrick’s Day
Parade. Or, for that matter, a personal-
ity as closely associated with a single,
broadcast as is Jack McCarthy.

The station broadcast its first “St.
Paddy’s” in 1949, the spring following
its launch on the air. McCarthy hosted
that one and has been in the same chair
ever since—40 years next spring.

Not only are the voluble McCarthy
and the colorful parade inseparable in
the public’s mind, the march up Fifth
Avenue has, over the years, taken on a
mystic quality of the announcer’s per-
sonality.

PIX president Lev Pope explains:
“Jack used to be a staff announcer at
WPIX. In those days there were very
few recorded commercials. Most were
done live from one show to the next.

“Jack used to get his Irish brogue
around the middle of February, and by
the first of March we couldn’t under-

I t would be hard to find a television

stand him on the air. So we’d have to
put him on the shelf until the St. Pa-
trick’s parade was over. Then we’d give
him another week to unwind and put
him back on the air sometime in April.”

Though the March 17 event may
have lost some of the glamor it once
attained—the troubles in Northern
Ireland and the proliferation of
marches representing other minorities
contributing—the St. Paddy’s celebra-
tion is still among the city’s most popu-
lar.

PIX’s research department esti-
mates the annual telecast registers
about an 8 rating, representing some
800,000 households.

Other New York stations have cov-
ered St. Pat’s over the years, but none
with the regularity or success of PIX.
NBC even used Arthur Godfrey on oc-
casion as itsanchor, but even that great
entertainer could not lure away
McCarthy’s following, who know that
his knowledge of Irish folklore is unsur-
passed.

THE CHRISTIAN
SCIENCE MONITOR
SYNDICATE, INC.

congratulates

WPIX

Channel 11 in New York
on forty years of
quality programming
and independent thinking!
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Pope says that every year the orga-
nizers of the St. Pat’s and other pa-
rades approach him about buying
broadcast rights. “They talk to us, and
we talk to them,” he says. “But we take
the position that anything that hap-
pens on a public street in New York is
available for anybody to televise; we do
not pay rights fees to whoever claims to
run a parade.”

St. Pat’s today fails to produce the
kind of advertising revenue for the sta-
tion it once did, though Pope denies
that it has ever lost money.

“With the extremely high cost of
fielding remote trucks and facilities, it
isn’t the economic attraction that it
used to be,” notes the manager. “The
other problem is that the various Irish
groups that used to advertise on it, like
Aer Lingus and Irish Tourist Board,
because of all the trouble in Northern
Ireland, don't want to be associated
with that kind of a thing anymore.”

Advertisers in the parade tend to be
those that run throughout PIX’s daily
schedule. “They are the ones looking
for an audience at a cost-per-1,000,”
says Pope. “This event normally does
better than most other afternoon pro-
gramming, and they buy it on that ba-
sis.” Thirties are priced at $2,000, near
the station minimum.

A chunk of time

Though PIX covers other parades
extensively too, live or on its news,
none runs to the extent of St. Pa-
trick’s—normally, 12-4 p.m.

The biggest numbers ever attained
were recorded when the weather was
worst for those in the line of march.
One year, a huge snowstorm arrived on
March 16. The Sanitation Commis-
sioner, Andrew Mulrane, deployed all
his snowclearing troops up Fifth Ave-
nue, which got plowed while the rest of
the city stayed home, covered by a
blanket of snow, content to watch the
parade on PIX.

Will there ever be a time when it
becomes economically impractical for
WPIX to continue telecasting the pa-
rade? “l think,” says Pope, “for any of
us that have been involved with it for
such a long time, it seems unthinkable
that we would ever not do it. I suppose
for others who might approach it from
a fresh point of view, they might say,
‘Why are we going to all this trouble?’
But [ would hope that would not hap-
pen.” m}
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Yule Log burned into New Yorkers’ memories

Any child who has spent Christmas

in New York in the past 25 years
probably has some recollection of a
crackling hearth—not in a fireplace,
but on the television screen.

Fred Thrower, who was station man-
ager at WPIX-TV from 1953-1975, be-
gan what has become a tradition of
televising the Yule Log on Christmas
Eve and morning, in 1966, Thrower had
seen a Coca-Cola commercial in which
a camera panned a room, passing a
blazing fireplace, and the scene struck
a sentimental chord in his subcon-
scious.

“Fred always had a sentimental
thing about Christmas,” recalls PIX
president Lev Pope today.

“I thought about all the cave-dwell-
ers in New York, all the apartments
that don’t have fireplaces,” Thrower
remembers. “I thought this might be a
wonderful way on Christmas Eve and
Christmas morning to let people hear
real good Christmas carols and to have
their own fireplaces burning.”

Thrower sent a camera crew over to
Mayor John V. Lindsay’s residence at
Gracie Mansion, where a 17-second film
loop was recorded of a blazing fireplace.
“I think they managed to burn a hole in
the Oriental carpet,” says Thrower.
“Fortunately, | wasn’t there.”

PIX’s sister FM station, WPIX-FM,
was asked to provide appropriate
sound—uninterrupted Christmas mu-
sic, which Thrower personally audi-
tioned and approved. The Yule Log
was simulcast on TV and FM for the
first time in 1966 and for several years
thereafter, until PIX-TV went stereo.

Worldwide acclaim

Following the initial airing, the sta-
tion was bombarded with congratula-
tory letters. Newspapers all over the
country (in fact, as far away as London
and Paris) carried reports of this un-
usual event, several hours of television
with no commercials. Cartoons showed
people roasting marshmallows over
their TV sets. “We knew right away it
was something we would probably
want to continue,” says Thrower.

Sponsors came forward and offered
to invest in this unique event, which
annually attracts about a 5 rating or
some 500,000 homes, roughly a million
viewers in New York alone, and is seen
by double that number nationwide.
“We turned down all the offers because
we viewed it as a Christmas card to our
viewers,” explains Thrower. He ad-
mits, however, that in the early days he
didn’t overlook the promotional vir-
tue—I didn't kid myself about the in-

terest that the press all over the world
took in it.” Over the vyears, the log—
which is referred to at WPIX as the
world’s first music video—has been re-
shot three or four times on film and
tape, and always in color. The current
version, which is on video tape, was
shot in a studio and runs in a loop of
seven to eight minutes’ duration. “Ire-
member for a couple of years people
used to kid us because if you watched
it, you could see it jJump every minute
or so0,” confesses Pope. “Then you
knew you were back to the same place.
And the quality really wasn’t all that
good.”

Of course, at holiday time there isn't
much advertising to be sold, so the log
isn't considered a serious loss leader.
Basically, however, Pope has contin-
ued to view it just as Thrower did, as
the station’s holiday gift to its viewers.

“It’s remarkable,” says the manager
today, “the kind of heartfelt response
you get from people who wouldn’t nor-
mally sit down and write. They tell us
how much it means to them and what
it’s done for their family and how it
brings warmth to their hearts and re-

minds them of their youth.

“I brought up all my kids that way.
We always would have the log on the
screen when we were getting ready for
Christmas Eve, and it’s meant a lot to
us.

“It's become an institution. We're
carried all over the Northeast and on
cable and they get it all over the coun-
try. Recently, [ was at somebody's
house in upstate New York and my
host mentioned that it was more mem-
orable to him than the Yankees or any-
thing else PIX carries. We've had peo-
ple tell us they pick up the TV set and
put it in their fireplace.”

But it is, like the St. Patrick’s Day
Parade, another longstanding PIX in-
stitution that might vanish at a later
date, perhaps after Lev Pope’s retire-
ment.

“A number of people don’t have as
much sentimental attachment to it as I
do,” the station chief says. “I know ev-
ervbody jokes about it. ‘We've got to
keep Lev happy and run it again.’ |
would think if others are exposed to as
much input as [ have been, they would
feel the same way.” |

Annual Christmas card {0 WPIX viewers, the Yule Log, Is perhaps TV’s first
music video. Concelved by Fred Thrower in 1963, it features two-and-a-half
hours of an uninterrupted holiday music and a burning fireplace on Christmas
eve and again on Christmas morning.

WPIX at 40
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Viewpoints

Stephen J. Petrucci

President and chief execu-
tive of ficer, Hughes Commu-
nications, in a speech before
the Satellite VII conference
in Washington

Elements coming together
leading to successful
DBS launch in U.S.

Recently, I saw a 1987 Roper poll which noted that
satellite dishes ranked fourth in Americans’ desired
purchases for leisure activity, behind swimming
pools, hot tubs, and jacuzzis. If we can believe that
data, Americans clearly want video entertainment via
satellite.

That’s one of the reasons why U.S. direct-to-home
broadcasting is primed for takeoff. American televi-
sion viewers, entertainment providers, distributors of
many sorts, and satellite communications companies
have begun to work together to see that DBS
achieves liftoff. Today, all the essential ingredients of
a DBS business are coming together: market demand,
appropriate technology, financing, product offering,
and distribution.

In the early 1980s, a few companies attempted to
start DBS businesses. They were underfinanced.
Ground equipment, not yet in volume production,
was expensive and cumbersome. And the satellite
technology was not reliable and powerful enough to
offer a sufficient and marketable number of televi-
sion channels. American TV viewers, program dis-
tributors, and the financial community, hungry for a
single system with a wide selection of programming,
played finicky. Everyone had hardy appetites for a
broad spectrum of entertainment programming, and
no one was about to bite for a child’s serving. After
all, cable systems at that time were seen as competi-
tors and were promising 100 channels or more of en-
tertainment.

But that was then ... and this is now. Today there
are many, many 12- and 20-channel cable systems,
and broadcasters are still providing only a few chan-
nels in some markets. There are some 15-20 million
noncabled and probably never-to-be cabled homes in
the United States, which desire a single system with a
wide variety of programming choices. High-power

DBS will serve all these households.

Recent developments in DBS around the world have
paved the way for a successful startup here in the
United States. Ku-band receivers are being manufac-
tured, and financing for DBS systems is no longer
novel. In Japan, high-power DBS is a reality today.
The Japanese are successfully transmitting direct-to-
home television, end-to-end. Since its inauguration in
the middle of 1987, NHK’s one DBS channel already
has more than 500,000 subscribers. And the Japanese
plan to launch BS-3 in 1990 for high definition televi-
sion direct-to-home broadcasting.

While the Japanese are already enjoying their
DBS, the Europeans have serious plans to offer di-
rect-to-home television in the next couple of years.
Menus with a variety of DBS entertainment pro-
gramming have been planned by the British, [rish,
French, Germans and others. We at Hughes Aircraft
are building a DBS spacecraft for the United King-
dom’s British Satellite Broadcasting Company, and
our joint venture, Atlantic Satellites, will offer high
power DBS service to Ireland and the U.K.

“High-powered” signals here at home indicate that
DBS will be well-received in the United States. All
the elements are coming together for a DBS business,
whereby U.S. television households can receive di-
rect-to-home television entertainment via high-
powered satellites and small, two-foot receivers.

Already, an extensive C-band direct-to-home busi-
ness has developed, creating a solid infrastructure for
the DBS business. Even though installation of a
C-band TVRO dish costs more than $2,000, and the
dishes are as large as three meters in diameter, ap-
proximately 2 million TVRO owners use these dishes
to watch a remarkable variety of video programming
via satellite. More than 300,000 decoders have been
sold for subscription to cable and broadcast program-
ming. C-band has really initiated DBS in the United
States. The home satellite receiver is no longer a “fly-
by-night” product. The industry is developing so-
phistication after just a few years of business experi-
ence. We believe satellite dishes will not only de-
crease in size, but also in price, with the economies of
scale as DBS emerges.

Effective scrambling

The C-band direct-to-home business has also provid-
ed the infrastructure for an effective scrambling sys-
tem. The satellite industry developed a standard for
C-band encryption which provides convenience for
the consumer, and a revenue mechanism for distribu-
tors. While some channels are encrypted today, there's
plenty of additional and varied programming to
scramble in the future. Programmers, cable operators
and others are learning that there are a variety of
new markets to address.

Now, DBS is becoming one more delivery vehicle
in the media landscape. The media pie is getting big-
ger, and a new slice has been created. Those who ac-
tually produce entertainment programming will be
able to rely on a vast new network of distributors who
have already gained considerable experience in put-
ting together program packages for the DBS market.

Television/Radio Age, April 4, 1988
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Agencies looking to soft syndication
market; clout, alliances are a concern

Ad agencies are forecasting a soft up-
front marketplace for syndicated prod-
uct the coming season, reflecting what

deals with them. On the other hand, if I
have $20 million tospend, it’s easier for
me to make five phone calls and buy 20

they believe will happen on the
networks’ upfront level as well. In fact,
at this point, very little, if any, buying
of first-run syndicated series has been
made by the agency admen.

Much of this lack of activity, besides
the soft marketplace forecast, is be-
cause most of the syndicators them-
selves have not placed prices on their
shows, report the ad negotiators. These
syndicators are hesitant about putting
their programs on the ad market be-
cause they are having difficulties in
getting the magic number of station
clearances, covering a minimum of 70%
of the U.S households, as required by
the ad community.

The clearance problem has become
so severe and competitive that syndica-
tors are announcing their products are
a go with as little as 35-40% coverage of
the country.

different shows from just five barter-
aligned companies.”

Chances for majority of
syndicators to crack
clearances in

major markets are slim

Michael Drexler, executive vice pres-
ident, national media director, at Bo-
zell & Jacobs, Kenyon & Eckhardt,
says he sees “no great rush, necessarily,
on the part of agencies to buy upfront
at this time. The expectation at this
point is that the 1988-89 network
broadcast season will be relatively soft.
Until we get a better fix on that, we
probably won’t jump in early. There
are some deals that we will renew, but
we’re not buying any new syndicated
shows right now.” Last year, he points
out, the network marketplace was tight
and syndication moved early as well.

Drexler looks for a soft business en-
vironment on the network level next
season because ‘‘there’s been a much
softer second quarter than anticipated
and because inventory will be available
in the third quarter. “These situations,
leading into the new season, will have a
more depressing effect on business
overall. There is no steam being built
going into the fourth quarter of the
year.”

Paul lsacsson, executive vice presi-
dent, television programming at Young
& Rubicam, also sees a general softness
in the TV marketplace and some soft-
ness in syndication.

He sees the network upfront softness
due to various elements: a lower de-
mand year, and because advertisers are
spreading their money as a result of
high increases in prices by the net-
works. “There’s no reason to believe
thal won’t happen again the coming
season.

“Also, | don’t Lthink budgets are up.
I've heard of mammoth cancellations
in the network marketplace in the sec-
ond quarter, and | assume it will hap-
pen in the third, which means spending
will he down the coming season. 1t may
be a resull of the October 19 crash, and
if budgels are down, that will affect

Larry Grossberg

One of the major reasons for the vast
majority of syndicators struggling to
meet their clearance quota is that, un-
less the syndicator is involved in an al-
liance with another syndicator with
strong clout or with station groups, the
chances of cracking major markets
such as New York, Los Angeles and
Chicago are hecoming increasingly
slim,

Concerned. lLarry Grossherg, .JJ. Walter
Thompson’s senior vice president, ne-
gotiations, says he’s concerned aboul
the acceleration of concentrated power
on the part of a handful of syndicators
and some station group combines. And
he emphasizes Lhe moves may skirt the
cdge of antitrust, “It’s against Lthe law,
or whatever, to monopolize,” he says. 1
like: the opportunity of dealing with a
new, smaller vendor. | can cut credible

syndication as well.

“However, in some cases there are a
few programs in syndication that look
good, and I imagine the marketplace
for them will be better than average.
We are beginning to look at our oppor-
tunities in syndication. But there are a
number of syndicators still looking for
clearances. It’s not right to just simply
buy it on-the-come, saying we will wait
and see what the lineup is, or that we
will buy it if it has a 70% lineup. But
what kind of 70% is it? What kind of
stations does it have?

“Because I don’t think the network
will be firm this year, it’s more impor-
tant that you’re careful in buying syn-
dication. We're starting to investigate
that now because it represents a por-
tion of our money and because we have
a number of multiyear deals in place.
At this time we are evaluating our pro-
gram options in syndication, because
this year more than in the past, it seems
there is a lot of iffyness about certain
properties.”

Mel Conner

Mel Conner, senior vice president,
director of network operations at DFS/
Dorland, says he “hasn’t done a thing”
about buying syndication. “We haven’t
really come across anyone who has.
There may be a couple but our sales
people are telling us that not much
happened at NATPE and that not
much is going on so far, except a lot of
looking.”

Meeting. However, Conner adds, he ex-
pects things to break open shortly. “We
are meeting with a lot of people this
coming week.” At this point, Conner
says, it’s too early to call as to where
advertising costs will go. “Nobody has
said no to what we proposed, but we
haven’t proposed anything too hard at
this point. But the market looks like it
will be fairly soft.

“It will reflect the fact that daytime
network is inexpensive because the
daytime ratings are holding up well,
and the networks are winding up with
more time to sell than they suspected.
In primetime, we understand, that’s
soft as well, but not as soft as daytime.
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But only one national advertiser cut
back, and that was because some
brands that were supposed to go na-
tional didn’t.”

Even in kids, which is generally the
first genre to go, there appears to be a
slack as well, notes Drexler. “The net-
work kids’ marketplace has been soft as
well, so I don't see any mad rush into
kids syndication either.”

DFS/Dorland has not been active in
kids’ syndication for a few years, but
according to Conner, the agency will
give the children’s arena ‘‘a shot this
year. I would suspect we will do pretty
well. A customer that hasn't been there
in some time is the customer the syndi-
cator wants to get.” Conner points out
that General Mills, one of its major ac-
counts, spends more money in syndica-
tion than any other advertiser, but the
dollars are placed by GM itself.

String. “GM owns a whole string of
shows that GM leases or has outright
ownership. We will do $60 million to
$80 million in syndication that we place
ourselves, so we don’t buy very much
directly from a syndicator; we make our
deals directly with a station. We decid-
ed this year to see how we can leverage
syndicators vs. networks. If we can get
a real break by going to syndicators,
then we will cut our network commit-
ment. If we don’t get a break, we may
delay spending the money because we
have enough money out there so that
we don’t have to spend the last $5 mil-
lion. We can always save it and use it as
we go over the fourth quarter.”

Also, continues Conner, the reason
for GM to go to syndicators is the quali-
ty of the kids’ programs. “We haven’t
been interested in being in a lot of go-
bot/robot shows, In our view there are
more shows now that are similar to net-
work shows than over the past few
years. Also, game shows for children
are interesting, such as Double Dare
and Finders Keepers.”—Robert Sobel

NATPE to hold program
parley Jan. 24-27

NATPE International will hold its
next annual program conference in
midweek, Jan. 24-27, 1989, again in
Houston. The dates are a result of a
survey taken of NATPE’s members, fo-
cusing on the timing of the conference.
According to Joseph Weber, chairman
and CEOQ, 57% of the responses indicat-
ed they wanted a January event, and
63% responded that they wanted the
conference to be held midweek.

NATPE reports it received 752 re-
sponses to the questionnaire. The deci-
sion by the members confirms the
action taken by the NATPE board of
directors.

Lee Rich calls NATPE ‘like a zoo’;
Talks about rebirth of MGM/UA

Lee Rich doesn’t claim to have any pre-
scient predilections about what will
comprise tomorrow’s hits on television.

But he does know NATPE, in its
present appearance, “is like a zoo . ..
it’s like a circus,” the chairman and
chief executive officer of MGM/UA
Communications says, after touring
the recent convention where his com-
pany was touting Group One Medical
and Twilight Zone.

“There’s so much money being spent
there and the number of projects being
offered is ridiculous. You see female
wrestlers, there’s so much money being
spent on food and things being given
away. I'm sure we can find a better way
of selling our products. I think we've
grown above all this. I just happen to
know we should be brighter and find a
better way of doing it.”

Lee Rich

Since joining the studio on April 28,
1986, Rich has been rebuilding the
company’s TV and motion picture de-
partments.

“There was no TV department when
I got here,” he says in his spacious of-
fice with a sweeping view of tree-lined
Beverly Hills. In one year the company
expects to move into its own building
where there will be ample room for ex-
pansion—if that’ll be the order of that
day.

New success. Right now, however,
Rich, 62, and his associates, including
TV division head David Gerber, are en-
joying new-found success with network
series and TV movies.

A number of titles from the library of
about 1,000 titles have been remade for
TV, including Red River with James
Arness, Bruce Boxleitner and Gregory
Harrison; plus Baby Boom, The Dirty
Dozen, Inherit the Wind, and In the
Heat Of the Night, which scored a 30
share on NBC and has become a one-
hour weekly series.

“Most people haven’t seen these
films in years,” Rich says. With some

updating in the cast and storyline, they
become contemporary fare, he points
out.

Dirty Dozen is airing on the Fox Net-
work; the series is shot in Yugoslavia,
which is participating in below-the-line
costs. Rich says he’s also talking to oth-
er nations, like Italy, about participat-
ing in the production costs, which
would also give them licensing rights.

MGM/UA has a number of projects
in development at all three networks,
Rich points out. At ABC in develop-
ment is a two-hour movie, Best Inten-
tions, which Stan Margulies will pro-
duce. There are also script commit-
ments for several miniseries and five
movies of the week.

Development. At NBC there are devel-
opment deals for four movies of the
week. And the remake of Inherit the
Wind, with Jason Robards and Kirk
Douglas, recently aired under AT&T’s
new cultural series. Baby Boom has
been ordered as a series.

At CBS the company has completed
three movies-of-the-week: My Father
My Son, Hot Paint [which aired March
20] and Red River [airing April 10] and
is now working on Kelly's Heroes.
There are also five miniseries and eight
movies-of-the-week in development.

MGM/UA programs currently airing
on the networks include the half-hour
thirtysomething on ABC, the one-hour
Inthe Heat Of the Night and half-hour
the Cheech Show, both on NBC.

Rich speaks of building a new com-
pany for principal owner Kirk Kerkor-
ian, “except we’re not on a studio lot
... thank God. I don’t want to be a
landlord. What do I need that for?”

“There’s so much
money spent here
it’s ridiculous.
We've grown
above all this.”

One major difference for Rich, who
spent 17 years as president of Lorimar
Productions, which he co-founded with
Merv Adelson and Irwin Molasky, is
that here he oversees two motion pic-
ture companies, MGM Pictures and
United Artists Pictures, which collec-
tively will release 17 films this year.

“To have a film like (the Oscar nomi-
nated) Moonstruck and a series like
thirtysomething are magnificent
things,” Rich boasts, adding the com-
pany’s financial travails and its execu-
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tive merry-go-rounds of the past seven
years are ‘‘now pretty steady.”

The executive says there are no spe-
cific types of programs he wants to de-
velop for network TV.

“I don’t say I want to do a project
about this,” he says. “I just want todo a
project that sells and gets on the air.
There is no way to do this. You can hear
ideas on the street, in the bathroom.
It’s not limited to any one thing.”

Selling shows for syndication is
much tougher these days, he acknowl-
edges. “People overbought, some sta-
tions are hurting and the hours are dif-
ficult to sell. Syndication is going
through a down cycle, but time will
change things. And hour shows will re-
turn to favor.”

Rich believes a good show will always
get on the air. Why then do good shows
get cancelled? “Becasue they may not
be very good. The public is very sophis-
ticated and you can’t fool them.”

Today MGM/UA is
enjoying new-found
success with
network series

and TV mouies.

Issues. Although he’s been known to
have a forceful demeanor, Rich is rath-
er placid about such topics as coloriza-
tion of classic films, who’s responsible
for the industry’s mercurial costs, and
minorities in the film and TV fields.

As for the nettlesome subject of co-
lorization, Rich says he has ‘“no
thoughts. Everybody can do what they
want to do. It’s a controversy you can’t
get involved in. We haven’t colorized
any of our films. It's up to the individ-
ual. I have no strong feelings one way or
another.”

Are the network's licensing fees real-
istic? “They're arbitrary. They don't
recognize what things cost. And if they
don't start recognizing what they are,
the quality ol programming will suf-
fer.”

Who's responsible for the rising costs
of films and TV shows” “I'm not going
Lo single out any one person. Mvery-
hody involved in this business is re-
sponsible for the increase in costs. The
word everyhody includes everybody.”

Rich rays the movie business is much
more difficult than 'I'V in every sense.
“You're dealing with higger dollars, s
always heen that way.” Television, he
notes, “will always be in evolutionary
state beenuse the public always de-
mands more.”

As tu oppaortunities in ‘I'V and itms
for women, blacks and Hispanices, Rich
says simply he doesn’t want to get into
108

“I just want to do
a project that sells
and gets on the air.
There is no set
way to do this.”

a discussion about this subject.

Ask about cable TV and he has pro-
nouncements. “I hope cable competes
aggressively. I think it will be wonder-
ful. The more customers we have, the
better off we’ll be.”

The company’s 700 or so employees
certainly hope so. Reporting to Rich
are six division chieftains: Alan Ladd
at MGM Pictures; Anthony Thomo-
poulos at UA Pictures; David Gerber at
MGM/UA TV Productions; David
Forbes at MGM/UA Distribution; Jack
Gordon at MGM/UA International
Motion Picture Distribution and Nor-
man Horowitz at MGM/UA Telecom-
munications.

What division, if any, is driving the
company? Rich’s answer: “It’s a lot of
people working hard.”—Eliot Tiegel

Three executive
officers elected
at Meredith

The Meredith Corp. has made three
executive changes. Robert A. Burnett,
formerly president and chief executive
officer, has been named chairman of
the board and chief executive officer;
Jack D. Rehm has been elected presi-
dent and chief operating officer and
was named to the company's board of
directors; and E. T. Meredith II1, for-
merly chairman of the board, will con-
tinue as chairman of the executive
committee of the board of directors.

Burnett has been a director of the
company since August 1969 and is a
member of the executive committee.
Burnett joined Meredith in 1952 as an
adverlising sales trainee for Better
Homes and Gardens magazine. Later,
he became Cleveland sales and markel-
ing manager until 1961, when he was
appointed general manager of the mag-
azine division, From February 1971 to
May 1973, Burnetl was executive vice
president, operations.

Rehm joined Meredith in 1962 as a
member of the Better Homes and Gar-
dens ad sales stalf and was promoted Lo
manager of the magazine’s Philadel-
phia office in 1966. After several other
promolions, he hecame a vice president
and a publishing director of BH&G in
1975, serving In both capacities until
19749,

Robert A. Burnett . Jack D. Rehm

‘MASH’ episode still
Nielsen champion

The final network episode of MASH is
still the winner in the most recent top
50 ranked shows just released from
Nielsen Media Research. The list ranks
network programs that aired from 1960
to March 1988 and includes 15 Super-
bowl games, seven of the eight episodes
of Roots, two Bob Hope Christmas
shows and an episode of Bonanza.

The 150-minute MASH episode,
which aired on CBS on Feb. 23, 1983,
had a 60.2 rating and a 77 share. Num-
ber 2 is the Dallas show of Nov. 21,
1980, on CBS, which got a 53.5/76. The
other shows in the top 10 are Roots,
Part VIII, Jan. 30, 1977, on ABC, with a
51.1/71; Super Bowl X VI, Jan. 24, 1982,
on CBS, with a 49./73; Super Bowl
XVII, Jan. 30, 1983, NBC, a 48.6/69;
Super Bowl XX, Jan. 26, 1986, NBC,
48.3/70; Super Bowl XIX, Jan. 20,
1985, ABC, 48.2/65; Gone With the
Wind, Part I, Nov. 7, 1976, NBC, 47.7/
65; Gone With the Wind, Part I, Nov.
8, 1976, NBC, 47.4/64; and Super Bowl
XII, Jan. 21, 1979, CBS, 47.2/67.

Syndication shorts

New sales and renewals for Good
Times have reached 106 markets, re-
ports Columbia Pictures Television,
with the addition of seven stations.
These are WDSU-TV New Orleans,
WRAL-TV Raleigh-Durham,
WJITV(TV) Jackson, WHLT-TV Hat-
tiesburg-Laurel, WLTX-TV Columbia
and KVTV(TV) Laredo.

Access Syndication has cleared the
Fox network-owned stations for two
upcoming Motown specials, Motown:
Yesterday, Today, Forever and Mo-
town Returns to the Apollo. Fox sta-
tions cover seven of the top 10 cities:
WNYW-TV New York, KTTV(TV)
Los Angeles, WFLD-TV Chicago,
WFXT-TV Boston, KDAF-TV Dallas-
Ft. Worth, WTTG-TV Washington
and KRIV-TV Houston. Additional
stations are WPLG-TV Miami,
KTVU-TV San Francisco, WXON-TV
Detroit, WBAL-TV Baltimore and
WRTV(TV) Indianapolis. The specials
are offered on a barter basis. Motown
25, which originally aired as a two-hour
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special on NBC, is being sold for 12-
and-12 minute split; Apollo, a three-
hour special, is available via 16 minutes
for national, 20 for local.

Viacom Enterprises has cleared
Finders Keepers, children’s series, in
25 markets including 14 of the top 20.
In addition to the seven Fox TV-owned
stations, other markets cleared include
Detroit, Cleveland, Atlanta, Seattle-
Tacoma, Miami-Ft. Lauderdale and
St. Louis. The show debuts Sept. 12.

All American will handle the adver-
tiser sales for The Dr. Fad Show, week-
ly half-hour series being distributed by
Fox/Lorber Associates. The children’s
game show is produced by WCBS-TV
New York in association with JoAnne
Roberts Productions.

Clearances since NATPE have
pushed The Munsters Today over the
75% coverage mark. [t’s anticipated the
MCA TV Enterprises weekly half-hour
sitcom will have a lineup consisting of
85% of the country when it debuts in
the fall.

Multimedia Entertainment has
cleared eight markets on the half-hour
comedy strip, Sweethearts, for a total
of 37. The new markets are WCVB-TV
Boston, KDKA-TV Pittsburgh,
WPLG-TV Miami, KSDK-TV St.
Louis, WSET-TV Roanoke, KSPR-TV
Springfield, KFDX-TV Wichita Falls
and WMBB-TV Panama City, Fla.

Worldvision Enterprises has sold
Starting From Scratch, half-hour com-
edy series, to five stations. These are
WDZL-TV Miami, KDNL-TV St.
Louis, KTSP-TV Phoenix, KOVR-TV
Sacramento and WTNH-TV Hartford-
New Haven. Scratch currently has
been cleared in more than 65% of the
U.S., including eight of the top 10 mar-
kets.

The one-hour Sally Jessy Raphael
has been licensed to eight markets,
bringing the total to 27 of the one-hour
markets from the 103 which air the pro-
gram. The one-hour stations are KHJ-
TV Los Angeles, KDFI-TV Dallas,
WJW-TV Cleveland, KDKA-TV
Pittsburgh, KSDK-TV St. Loulis,
KGW-TV Portland, Ore., WBRE-TV
Wilkes-Barre and WTVC-TV Chatta-
nooga.

WDIV-TV Detroit, NBC affiliate,
has become the first network affiliate
to join the MCA TV Enterprises lineup
on The Street, late-night strip due to

air in mid-April. The show will be ham-
mocked between The Tonight Show
and Late Night With David Letter-
man.

King World’s Wheel of Fortune and
Jeopardy have added three stations to
their 1991-92 season renewal list:
KXTV(TV) Sacramento, KTBS-TV
Shreveport and WDBJ-TV Roanoke,
bringing the total number of renewals
on both shows to 40.

Palladium forms

media division

Palladium Entertainment has formed
a business sector to be headed by Brian
Firestone and Bob Cohen, whose com-
pany, Firestone-Cohen Entertainment,
was recently acquired by Palladium.
The new entity, Palladium Media Divi-
sion, will be supported by the company’s
field sales force, headed by executive
vice president Harvey Reinstein.

The division will specialize in mar-
keting first-run cash and barter pro-
gramming. The initial show to be chan-
neled through the division is The Origi-
nal Vaudeuville Game, weekly one-hour
program produced by Chuck Barris.
The show is offered via barter, and the
program showcases professional and
amateur variety acts from across the
nation.

The media division will distribute
Photoplay, entertainment/magazine
show, which was recently sold to
WBBM-TV Chicago and WRC-TV
Washington, CBS-owned and NBC-
owned station, respectively.

WQXR institutes

program changes

WQXR New York, classical music sta-
tion, has made several programming
changes. The new features, according
to Warren Bodow, president and gen-
eral manager at WQXR, are:

m Collector’s [tems—daily broadcasts
of recordings culled from WQXR's li-
brary, including some of the most
memorable performances from this
century’s top artists, encompassing re-
cordings that few listeners have in their
collection.

B Favorite Classics—classics played
from the station’s repertory, to be aired
at 9 am., noon and 3 p.m,, including a
classical music hour from noon to 1
p.m.

m Featured Albums—Each week,
WQXR highlights newly-released re-
cordings during the 6:35-8 p.m. time
period, during Hugh Morgan’s pro-
gram, as well as during daytime shows
hosted by Steve Sullivan and Bob
Jones.

m Comparative Performance—
WQXR will play two different perfor-
mances of the same selection, back to
back, to demonstrate the contrasting
interpretations of the performers.
B Yesterday and Today—Airing of se-
lections from Billboard’s Top 20 classi-
cal charts from years ago and today.
B Classical Countdown—The station
will play 96 *‘favorite” classical compo-
sitions, as determined by votes sent to
WQXR by its listeners. Countdown de-
buted last New Year’s Eve and will be
scheduled as an annual two-day special
each Dec. 31 and Jan. 1.

In addition, Margaret Mercer, a pro-
ducer and programmer for WQXR, has
been named music director.

A frame from WOXR television spot on
its new image, co-created by Fearon/
GBA Advertising and The Ink Tank.
Thirty-second spot campaign runs on
WNET-TV New York and cable.

Zooming in on people

Louis H. Gonzales has been appointed
midwest sales manager at Coral Pic-
tures. Prior to joining Coral, Gonzales
was midwest sales manager at Lion-
heart Television International since
1986.

Ronny Rubin has joined Buena Vista
Television as director of national pro-
motion. With the Walt Disney Co. for
seven years, Rubin most recently was
promotion manager at Disneyland
Marketing/Entertainment.

William Doyle has been named presi-
dent at Premiere Film Marketing. He
joins Premiere from The Entertain-
ment Network, where he was senior
vice president. PFM is a subsidiary of
Premiere Film Marketing Ltd., pro-
ducer of feature films in Australia and
abroad.

Elizabeth Martin has been promoted
to director of corporate relations and
Hilary Conit has been named director,
corporate relations at Viacom Interna-
tional.

Jim Hayden has been named general
manager, news and information pro-
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All Formats, All Standards
600 VHS machines on line
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AME, INC.
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grams at All American’s Minneapolis
office. He was executive producer and
developer of news documentary pro-
grams at WCCO-TV Minneapolis.

Rick Weidner has been named vice
president, advertising and promotion
at GTG Marketing in-house distribu-
tion arm of GTG Entertainment.
Weidner was head of Paramount Do-
mestic Television’s creative services
and station relations departments from

al,

Rick Weidner

1979-86. He joins GTG from the Amer-
ican Foundation for AIDS Research
where he was director of communica-
tions. Before Paramount, Weidner was
manager of affiliate broadcast promo-
tion services at Home Box Office.

Joe Morrison has been named presi-
dent at the Landmark Entertainment
Group. Landmark is a diversified en-
tertainment company based in Los An-
geles and has four divisions: motion
picture and TV production, Broadway
theater, theme park development and
character licensing. Morrison formerly
was with Mattel as executive vice presi-
dent of marketing.

Robert Sheehan has been promoted
to senior vice president, business af-
fairs/finance at the domestic television
division of Gulf+Western’s Paramount
Pictures. Sheehan was vice president
of finance at the television group.

Winners named
by Ohio State

IForty-three TV programs and 18 radio
shows have been selected as winners of
the 1988 Ohio State awards, which hon-
or excellence in educational, informa-
tional and public affairs broadcasting.
I'he winners are:

SOCIAL SCIENCES AND PUBLIC
AFFAIRS:

The Hidden Addict, WBZ-TV, Bos-
ton; Testing The Drug Testers, WJLA-
1V, Washington, Deadly Medicine:
The Hauptmann Institute, WNYW.

TV, New York; American Promise:
Dreams on Hold, WRC-TV, Washing-
ton; Today’s Special: Phil’s Visit,
TVOntario, Ontario; Homeless, WJZ-
TV, Baltimore; Lemon Laws, WBAL-
TV, Baltimore; Snow Bird’s Believe in
Yourself Special, WSMV-TV, Nash-
ville; But Everyone’s Doing It,
WOWT, Omabha; ...But Names Can
Hurt Forever, UWGB Center for Tele-
vision Production and NEWIST/
CESA #7, Green Bay; The Holy
Truth, WBRZ-TV, Baton Rouge.

Louisiana’s Legacy of Neglect,
WBRZ-TV, Baton Rouge; When AIDS
Hits Home, Mutual Broadcasting Sys-
tem, Arlington; Rock Charities That
Give and Take, Mutual Broadcasting
System, Arlington; Newsmark: Barry
Petersen’s Tokyo, CBS News, New
York; The Iran-Contra Affair: A Spe-
cial Report, National Public Radio,
Washington; Assault on the Law,
WDIV-TV, Detroit: Haven From the
Holocaust: Oswego, NY 1944-46,
WSLU-FM, Canton, N.Y.; A Lifetime
of Agony, KMOX Radio, St. Louis;
Suicide? Not My Kid!, WOR-AM, New
York; Two For the Show, CHUM-AM
Radio, Toronto; AIDS: The Price of
Denial, WCPN Radio, Cleveland; The
Africans a Clash of Cultures, WETA-
TV, Washington, D.C. and British
Broadcasting Corp., London; 48 Hours
on Crack Street, CBS News, New
York.

NOVA: Why Planes Crash, NOVA,
Boston; AIDS: The Story of Ken
Meeks, ABC News Nightline, New
York; The Business of AIDS, Cable
News Network, Atlanta; Cross Country
on TODAY With Boyd Matson in
Alaska, NBC News, New York; Some-
one You Know, Dystar Television, Inc.,
Atlanta; and Africa Series—Good
Morning America, ABC, New York.

NATURAL AND PHYSICAL
SCIENCES:

The Heart By-Pass Boom, KMOX
Radio, St. Louis; The Sounds of Sci-
ence, Jim Metzner, Independent Pro-
ducer, Croton-On-Hudson, N.Y.; To
Be or Not To Be: Endangered Species
of New England, WCVB-TV, Need-
ham; 3-2-1 CONTACT, Children’s
Television Workshop, New York;
NOVA: Can AIDS Be Stopped?,
NOVA, Boston; Leopard: A Darkness
in the Grass, BBC Natural History
Unit, London, England and Nature/
WNET, New York; Managing Our
Miracles, Columbia University Semi-
nars on Media and Society, New York:
Diagnosis: Malpractice, ABC News
Closeup, New York; Lead Contamina-
tion, WMAQ-TV, Chicago; California
Stories: The Addicted Brain, KCET-
TV, Los Angeles; Salmon: Not Just
Another Fish Story, KING Television,
Seattle.
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VIDEO DUB INC.
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PERFORMING ARTS AND
HUMANITIES:

The Tuwilight Zone: Shadow Play,
WICB-FM, Ithaca; Little Miss Perfect,
Ten-Four Productions and CBS Enter-
tainment, New York; NBC Family
Special: Jim Henson’s the Storyteller:
Hans My Hedgehog, Henson Asso-
ctates, Inc. and broadcast on NBC
Television Network, New York;
Cracked Up, ABC Theater, New York;
The West of the Imagination, KERA-
TV, Dallas; Suleyman the Magnifi-
cent, Metropolitan Museum of Art,
The National Gallery of Art and Su-
zanne Bauman, independent producer,
and presented over PBS Stations by
WETA, Washington; Unnatural
Causes, Blue Andre Productions in as-
sociation with ITC Productions, Inc.,
and broadcast on NBC Television Net-
work, New York.

Promise, Garner-Duchow Produc-
tions in association with Warner Bros.
Television, and broadcast on CBS, En-
tertainment Division, New York; Pro-
ject!, WBBM-TV, Chicago; Secrets,
WCVB-TV, Boston; Tales of the Un-
known South, South Carolina ETV
Network, Columbia; Geronimo, the Fi-
nal Campaign, KUAT-TV, Tucson;
Skip Through the Shadows: Scenes
from Childhood, Ginna Allison, inde-
pendent producer, Oakland; From
Pierrot to Marteau: A Concert by the
Los Angeles Philharmonic New Music
Group, KUSC-FM, Los Angeles.

The Philharmonic Chorus: Ama-
teurs in a Professional World, BBC
Transcription Service, London; Saint
Paul Sunday Morning, Minnesota
Public Radio, St. Paul; Digital Sam-
pling: Is it Real or is it Digital?, John
Diliberto and Kimberly Haas, indepen-
dent producers, and broadcast on
Pennsylvania Public Radio Associates,
Inc., Philadelphia; Reading Rainbow,
Lancit Media Productions, New York;
Kentucky Center Presents: The Snow
Queen, Kentucky Educational Televi-
sion, Lexington; and Arts/LA, KCRW,
Santa Monica.

PHENOMENAL
FOOTAGE.

i0's just a phone catbiway. Foetage From <l
fidms, feature Hilms < documentires
el o more. Fully cleared for s
1st v privuctions

Uur compulcrized sysle e sl agcess
Callorwrite fora tree hrochure and ample et

Depl. TVRA, 21262034955

ARCHIVE FILM PRODUCTIONS
530 Waest 25th Street, NY, NY 10001
Telex 822023 FAX 212/645-2137
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WHEN IT'S SPRINGTIME IN THE ROCKIES,

Scenic views, controversial views, and
great television: an unbeatable com-
bination forindustry professionals who
care about quality and whose business
is television. Here’s the low-down on
this year’s unique springtime celebration
of television excellence.

WHAT'S HAPPENING AND WHEN?

From the official opening on the eve-
ning of June 5 to the closing Wrap Party
on June 11, you'll have access to an
exciting smorgasbord of screenings,
seminars, workshops and social events,
all designed to make your week in the
Canadian Rockies fun and productive.

A gala salute to Australian tele-
vision, presentation of a special Life
Achievement Award to Jeremy Isaacs,
and a special evening tribute to the
NHK network, Japan, are among the
highlights of Banff '88. The festival theme
is “Excellence in Television,” and the
week will include a keynote address on
“Competition and Excellence’ and major
morning seminars on the following:
“Excellence in Television: Are Ratings
the Best Test?” “Television News: Whose
Truth Is 1t?” “Excellence in Children’s
Television: Toying With Our Future?”
and— a perennial favorite—"The Banft
International Market Simulation.”

Afternoons are devoted to spe-
cialized workshops ranging from four-
day sessions on writing and directing,
to topics as diverse as banking and
television, captioning and subtitling,,
music and animation. In all, about 50
hours of seminars and workshops staffed
by the best and the brightest from the
international tetevision industry.

WHO’S GOING TO BE THERE?

In 1987, over 500 people attended the
Banff Television Festival. They came from
Canada and the United States, from
Britain and continental Europe, from
the Pacific Rim and the Caribbean, from
North and South, East and West. We
expect at least as many in 1988. Here
are a few of our confirmations to date:

John Bell, President, Cinetyp,
L.A.; Michel Bongiovanni, Head of the
European Union of Independent Pro-
ducers, France; Les Brown, FPublisher,
TBI (Television Business International);
Peggy Charren, President, Action for
Children’s Television, U.S.;

Karen Danaher, Vice-President
Creative Affairs, Ohlmeyer Communica-
tions Company, L.A,; Jacques Dercourt,
Directeur-General, Telecip, France;
Patrick Dromgoole, Managing Director,
HTV, UK.; Ingrid Edstroem, Co-director
of Programs, TV2, Sweden; David Elstein,
Director of Programs, Thames Television,
U.K.; Michel Faure, SARDEC, Quebec;
ivan Fecan, Director of Programs,
CBC-TV;

Liz Forgan, Deputy Director of
Programmes, Channel 4 Television, UK.;
Sir Denis Forman, former Chairman of
Granada Television, U.K.; Micheline
Frenette, Centre for Youth and Media
Studies, University of Montreal; Mimi
Fulferton, Director-General, TV Ontario;
Diana Gagnon, interactive video enter-
tainment expert, M.LT, Boston; Carol
Haslam, Managing Director, Hawkshead
Ltd., UK.;

Anna Home, Head of Children's
Programmes, BBC-TV, Jeremy fsaacs,
founding Chief Executive Officer, Chan-
nel 4 Television; Michael Johnson, Head
of Television International Liaison, BBC,
London; Roger Laughton, Head of Co-

Production, BBC-TV; Richard Leworthy,
RPTA, U.K.; Dan McMullen, Vice-
President, Security Pacific Bank of
Canada; Trina McQueen, Director of
Network Television, CBC; Bengt Orhall,
President, FilmTeknik, Sweden; Bernard
Ostry, Chairman, TV Ontario; Thomas
Peacocke, television, film and stage
actor, Canada;

Viadimir Pozner, political com-
mentator, Gosteleradio, US.SR.; Stephen
Roth, Chairman, Cinexus Capital Corp.,
Canada; Robert Roy, Director, French TV
Network, SRC; Susan Rubes, President,
The Family Channel, Canada; John
Smythe, Vice-President, New Zealand
Writers Guild; Don Taffner, President,
D.L. Taffner/Ltd., N.Y.; Arthur Weinthal,
Vice-President, CTV Television Network.

IS IT WORTH THE MONEY? Yes/

Our full-package registration fee ($700
after April 5) is your passport to every-
thing at Banff '88. Daily continental
breakfasts, admission to all seminars
and workshops, free access to “on
demand” screening rooms (view what's
been entered, bring your own cassettes,
have a meeting), and admission to all
official social events including Opening
and Awards Night galas, the phenome-
nally popular mid-week Western bar-
becue, a Monday night cocktail party,
Tuesday night buffet dinner, and Satur-
day “wrap” party. (Thursday may be your
night off, but don’t count on it!) Above
all, you're buying unprecedented access
to some of the best and brightest in
international television, in a relaxed
atmosphere thoroughly conducive to
doing business.

P.O. BOX 1020, BANFF, ALBERTA, CANADA TOL 0CO TEL.(403) 762-3060 FACSIMILE (403) 762-5357 TX. 03-822894

June 5-11, 1988

BANFF

[l LE VISI()N FEESTIVAL
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Integrity
TheNielsen Commitment

Nielsen. Integrity. These two words are synonymous.

Nielsen integrity means more than three decades of delivering on
our promise fo provide cusfomers with the best possible television
audience research. Research of superior value. Research with infegrity.

Nielsen integrity means delivering a range of services unequaled in
theindustry. Services such as Nielsen Television Index—the foremost
people meter-based research service—Nielsen Syndication Service—
created exclusively for program syndicators—Nielsen Station Index—
the leading local market research service—Nielsen Homevideo
Index—the only service exclusively tracking the cable industry.

Nielsen integrity means now and in the future delivering on our
promise to form partnerships with all of our clients. It means giving
you a competitive edge in the marketplace with improved products,
new fechnologies and an increased focus on cusfomer service,

Nielsen integrity means fotal support from the most dedicated
professionals in the business.

Nielsen
The Commitment to Integrity

Nielsen Media Research

y a conipany of
The irnd Bradsticel Corporating
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Spot
Report ...

Digging for sponsors
at the grass roots

Following the success of the “pilot” Wisconsin Grass-
roots Business Development team spearheaded by
Lee Davis, executive vice president, general manager
of WCUB Manitowoc, Wisc. and the Radio Advertis-
ing Bureau, the Illinois Broadcasters Association is
now working with the RAB to form a radio marketing
committee to generate more new radio dollars from
large regional retailers and national advertisers based
in Illinois.

RAB president William Stakelin also reports “ac-
tive discussions underway” with state radio associa-
tions in Pennsylvania, Kansas and New Jersey look-
ing toward formation of similar groups in those
states. And coming up at the NAB gathering in Las
Vegas this month will be distribution of RAB’s
“white paper” on state marketing teams, distilling
the experience of Davis’ Wisconsin group for other
groups to follow.

Criteria. The paper recommends criteria for selection
of team members and a team captain for a 10-person
task force for each state. It explains how to build a
list of target accounts to go after, and for each ac-
count the paper recommends digging up all the infor-
mation available: “Who are the key client decision-
makers? Who is the agency? Which broadcasters
know which key decision makers? Play golf with
them? Live next door? Belong to the same club? etc.
And there are instructions on calling on the accounts,
making the pitch, and following up. The ultimate
goal, says Stakelin, is “an army of 500 trained radio
marketers—working in 10 person teams in each of
the 50 states—consulting, advising and selling the
advantages of radio. The challenge is to identify,
reach and persuade'the hundreds of advertisers, rep-
resenting millions and millions of media dollars, who
are neither national nor local. They're too small or re-
gionalized to be covered by the national radio sales
effort and too large or cumbersome for local stations
to tackle alone.”

Promising potential
of advocacy ads

Dean Woodring, new corporate sales manager for
KIRO Inc., Seattle, who will be developing new busi-
ness for KIRO-TV and KIRO(AM)/KSEA(FM), says
there hasn’t been much advocacy advertising on the
air yet in Seattle, “But we think it’s a promising new

area with a potential of maybe scmething like anoth-
er $1.5-to-$3 million a year for this market from com-
panies and unions or other groups trying to get their
PR story across to people.”

Woodring points, for instance, to one company in
the Seattle market that’s getting into the hazardous
waste storage business—"‘a business which often gen-
erates a lot of heat.” There’s also the Burlington
Northern Railroad that’s in hot water locally for sell-
ing off some of its land to a developer. It seems that
part of the railroad’s right-of-way has long been used
by the public as a bicycling and walking path, and
now it won’t be there for them any more.

Woodring says that besides his stations’ regular
newscasts, organizations with a public relations story
to tell “also fit in well as sponsors of special events
coverage, though it’s true that some of this has a
newsy flavor to it—especially things like the conven-
tion and election coverage we have coming up later
this year.”

He says his stations will also do live coverage of
events like Kids Day, “And we’ll be joining some oth-
er groups to salute high school seniors who excell in
academics as well as in sports, and let people see
some of the positive things about our young people
for a change.”

In China. But the KIRO stations aren’t limiting their
special coverage to the local Seattle scene. KIRQO-TV
has a television crew in China taping Son of Heaven,
a story about art objects that have never been seen
this side of the Pacific Ocean but will be coming to
Seattle to be exhibited later this year. These, notes
Woodring, “includes a section of that stone parade of
life-sized soldiers’ statues the archeologists dug up.
Part of that will be coming to this county for the first

January

Local business

+12.9%

{millions)

1988: $361.8

1987: $320.5
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time, and we'll have it on tape.”

He says banks, savings and loans and auto dealers
are among the kinds of advertisers who like to be as-
sociated with such special programming, and adds,
“My new job isn’t limited to finding sponsors who
have a problem with public opinion or who are trying
to enlist public support.”

He says that’s part of it, “But I'm here to develop
new business in general for our television and radio
stations, and there are a number of categories that
haven’t been using a lot of broadcast in this market.”
One, he says, is the home buiiders: “They’re a $1.6
billion industry in the Seattle ADI alone. Why ha-
ven't they been using more television? Maybe there’s
a way co-op can be used so the people who put in the
windows and wiring and plumbing and the masons
and carpenters can all chip in. And I've heard the
builder sometimes pays the realtor more than they
make for themselves after they cover all their costs
and pay their subcontractors. So maybe the realtor is
another guy who should be advertising more.”

Finally, asks Woodring, “How many people know
Seattle is third in the nation in fashion design? The
designers here aren’t on radio and television either
yet.”

Woodring comes to KIRO from KTZZ-TV, also Se-

attle, where he had been vice president and general
manager. He had previously been general manager of
television and radio stations in Spokane and Port-
land.

Joint media venture

How a radio station, a television station, a local mag-
azine and a shopping mall king—each separately and
independently owned—combined forces to make it
happen for “a lot of happy Central Florida auto deal-
ers,” is described by John Newman, general sales
manager of Hall Communications’ WPCV(FM) Or-
lando. He concedes such joint ventures may not be

too common but adds, “It worked so well for us, I'd
expect to see more of them in the near future.”

Besides WPCV, “us” included WCPX-TV Orlan-
do, Central Floride Magazine and the DeBartolo
shopping malls which also publishes its own four col-
or magazine mailed to hundreds of thousands of local
residents within shopping distance of each of the
malls.

Hall Communications coordinated the event, Auto
Show ‘88, which ran from March 6 through April 2 at
four participating DeBartolo malls, with the action
moving from mall to mall to concentrate in a differ-
ent mall location each week of the festivities.

Sherman says car sales went well, with dealers
moving “an impressive number of units” and that
sales picked up steam each week, at each successive
mall location.

Hall’s corporate co-op director Marshall Zotara
says the event involved a “‘comprehensive collection
of new domestic and imported automobiles, trucks
and aftermarket display booths and featured 40 to 60
vehicles at each of the four malls. There were also
hundreds of vehicles in tents outside each mall for
immediate sale during the show, with immediate fi-
nancing available.

Ford also used the event to “sneak preview” its
1989 Probe, a new sports specialty car priced around
“the mid-teens” that Ford says has been 11 years in
the making. And, with entry blanks at each of the
malls as well as at Central Florida Ford dealers, a
Probe was given away on April 6.

WPCV broadcast live from each of the malls every
day of the show and another give-away was ‘‘a one-of-
a-kind 1988 Jeep Wrangler soft top, custom designed
with 97 Country (WPCV’s logo) denim interior and
accent striping. The media blitz for the show targeted
17 Florida counties with nearly 900 commercials and
talkups on WPCV, 150 commercials on WCPX-TV
and some other stations, a 24-page supplement in
Central Florida Magazine, a feature in the DeBar-
tolo shopper magazine, newspaper advertising and
flyers.

Appointments

Agencies

Jim Scalfone has joined William Esty
Co. as senior vice president, executive
art director. He was formerly a cre-
ative director at Doyle Dane Bernbach
where he worked for 20 years on such
accounts as Volkswagen, Sony, Audi
and Blue Bonnet Margarine.

James F. Hutchinson and John D.
Shirley, Jr., have been named co-cre-
ative directors at Ensslin & Hall Ad-
vertising in Tampa, Fla. Both are vice
presidents. Shirley had been associate
creative director/art and Hutchinson
had been associate creative director/
copy at the agency.

Phillip M. Morrow, a vice president at
DDB Needham Worldwide/Chicago,
has been promoted to the new post of
director of local media and Lois
Welch, an associate research director,
has been elected vice president. Welch
joined Needham, Harper & Steers in
1981 as a research associate and be-
came an associate research director
last year. Morrow came to the agency
in 1956 as a media trainee and now
moves up from associate director of lo-
cal planning.

Malcolm Mace has joined DDB Need-
ham Worldwide/Chicago as executive
vice president and director of account
management. He had been an execu-
tive vice president in the account
management operation at Grey Adver-
tising in New York.

Representatives

David Schwartz has been appointed
sentor vice president/domestic sales
for Seltel Inc. He had been senior vice
president/independent sales and be-
fore coming to Seltel had been with
Petry Television.

Pat DeRico and Michael E. Pulitzer,
Jr. are now account executives with
the Philadelphia sales office of Blair
Television. Before entering the rep’s
sales training program Pulitzer had
been general sales manager for Direct
Cinema Ltd. in Beverly Hills, Calif.
DeRico had been a senior research an-
alyst on the NBC Red Team at Blair/
New York.
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Martin W. Owens and James Warner
are now senior vice presidents of Inde-
pendent Television Sales. Warner is
Midwest manager working out of Chi-
cago and Owens is West Coast manag-
er based in Los Angeles. Both men
move up from vice presidencies.

Marcia Herman has been promoted to
vice president/regional manager of the
New York office of Hillier, Newmark,
Wechsler & Howard. She joined the
company in 1983 when Bernard How-
ard Co., where she was then account
executive, merged with Hillier, New-
mark & Wechsler. Three years later
she was promoted to New York sales
manager and 10 months after that she
was named co-regional manager.

Henry Gonzalez and Keith J. Green
have been named divisional vice presi-
dents of Katz American Television.
Green joined Katz as a sales executive
in 1980 and is manager of Katz Ameri-
can’s White Team. Gonzalez came to
the Dallas office in 1979 as a sales ex-
ecutive and is now manager there.

Jeanine Holmes is now sales manager
of the Seattle office of TeleRep. She
moves in from KSTW-TV Seattle
where she had been local salesman-
ager, and before that she had been
with the sales staff at KOMO-TV.

Paul Bowlin and Bill Reed have been
promoted at Katz Continental Televi-
sion. Reed, who joined the company in
1985 as a sales assistant, now advances
from research analyst to director of
marketing. Bowlin joined Continen-
tal’s Boston office as a sales executive,
also in 1985, and now becomes manag-
er of the Boston office.

Melinda Murphy and Rosemary An-
selmo have been named account exec-
utives for CBS Radio Representatives
in New York. Anselmo had been a se-
nior media buyer for Bozell, Jacobs,
Kenyon & Eckhardt and Murphy, who
came to CBS as a sales assistant in
1986, now steps up from office admin-
istrator.

One Buyer’s Opinion

Look where society
is going: not where
it’s already been

think that women in the work place is probably the most important so-

cial change in this nation since the Industrial Revolution. Nevertheless,
those marketers now mired in evaluating the value of working women are
doomed. They are tracking where society has been. The future belongs to
those companies who have moved beyond such concepts and misconcepts
as working women, and are now focusing on the fruits of the changes
caused by the major influx in the workplace by women.

Yet, for the most part, many marketers continue to live in a world of ster-
eotypes and misconceptions about the women who work, seemingly be-
cause of a need to pigeon hole people. It is often assumed, for instance,
that working women are not like non-working women. It is generally be-
lieved that women who work buy different products, have different values
and consume different media. “Taint so. The simple fact is, non-working
women and working women are remarkably alike.

Working women do have different media usage habits, but except for not
watching daytime television, the other differences are not because they
work. They use different media because working women are better educat-
ed than women who don't work, and education is probably the single most
important factor determining media patterns. The better educated one is,
the more she will read and the less TV she will watch.

Another assumption is that working women form a homogeneous group.
But as Gloria Steinem recently stated, “It’s as wrong to lump all working
women together as to lump together all working men.” I couldn’t agree
more. How could any group of 50 million people consisting of two thirds of
all women 25-54 be homogeneous?

It is certainly not my objective to throw cold water all over working
women and not offer a towel and a warm place to dry off. What then can
we do to move beyond this invalid concept of working women? Have an
idea.

I-D-E-A, for Investigate, Dig, Expand, and A for Anticipate.

Investigate means don’t merely accept all the myths about marketing
and media and believe they are true. Investigate. Check them out for your-
self to see if they are true. This is a time when new audience groups are be-
ing formed.

Dig. Dig deep to find the real audience segment and best media plan for
your product. Virtually no product is driven by employment or non-em-
ployment. Education, income and lifestyle can atfect sales of consumer
products, but not employment.

Expand. We all have access to the same body of knowledge. Success goes
to those who can expand that body of knowledge. Very few products are
driven by a single demographic characteristic. Much more important in
product movement and media use than employment or any other demo-
graphic are the three LIFEs of a person: lifestyle, life cvcle and life work.

Anticipate. In his best selling book about Apple Computer entitled
Odyssey, John Scully states: “The best marketing doesn’t mirror where so-
ciety is, nor where it has been. It anticipates where society is taking a turn
to a new direction. That is where really powerful marketing emerges. Ideal-
ly, the most powerful marketing leverages external events that reflect so-
cial change.”—Marcella Rosen, senior vice president, media services, N W
Ayer, before the Association of National Advertisers
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Stations

-

Amy McCombs has been named presi-
dent and general manager of Chroni-
cle Broadcasting’s KRON-TV San
Francisco. She moves in from Detroit
where she had been president and
general manager of Post-Newsweek's
WDIV-TV.

Kelly Seaton and Robert D. Sparr
have been promoted at the Tribune
Radio Group in Chicago. Seaton, who
had been general sales manager for
WGN, becomes director of sales for
the group and Sparr, now director of
sales, WGN Radio/Tribune Radio
Network, had been local sales manag-
er for WGN.

Gig Barton and Patti Le Mon have
been named regional directors, affili-
ate relations for NBC Radio Network
and Talknet, Both were formerly re-
gional affiliate relations directors for
The Source.

Soft shoe

Soft Notes, new casual footwear for
women, is being test marketed in St.
Louis with the help of 15 second televi-
sion spots created by Drossman, Leh-
mann, Marino of New York. Assuming
successful test results, the product is
expected to roll out into other markets
later this year. Manufacturer is R. G.
Barry, maker of Dearfoams house slip-
pers, which have already racked up
good sales following their pre-Christ-
mas television introduction in fourth
quarter 1987. The new commercials
feature the colorful Soft Notes against
a black and white background to accent
the colors, a similar technique used in
marketing Dearfoams.

Lee Hoegee has been promoted to na-
tional sales manager at Fox Televi-
son’s KTTV(TV) Los Angeles. She
joined the station last year and now
steps up from sales account executive.

Shawn Bartelt has moved up to na-
tional sales manager at WWSB-TV
Sarasota, Fla. Before coming to
WWSB last year she had been adver-
tising sales manager for Storer Com-
munications.

Thomas J. Reeve has been named di-
rector, youth sales for the CBS Radio
Networks. He will also continue as
eastern sales manager for the net-
works. He joined CBS in 1979 as an
account executive for WBBM Chicago
and has been eastern sales manager
for the three CBS Radio Networks
since 1985.

Larry Saunders and Dick Lamb have
been elected vice presidents of Edens
Broadcasting, Inc., owner of
WWDE(FM) Norfolk, Va. Lamb is
managing director of the station as
well as its morning air personality and
Saunders is general manager.
Saunders is also a past president of
the Virginia Association of Broadcast-
ers and of the Tidewater Association
of Broadcasters.

Carl Leahy, general manager of
WPTZ-TV Plattsburgh, N.Y., has
been elected president of the Heritage
Media Corp. station. Before coming to
WPTZ in 1983 Leahy had been station
manager of Heritage's WEAR-TV in
Pensacola, Fla.

John Dudley is now general manager
of WSAW-TV Wausau, Wisc., recent-
ly acquired by Adams Communica-
tions from Forward Communications.
Dudley had been general sales manag-
er of WMTV(TV) Madison, Wisc.

John Garwood has been named gener-
al manager of WPLG-TV Miami-Fort
Lauderdale. He had been president
and general manager of KTUL-TV
Tulsa and before that had been gener-
al sales manager of WSB-TV Atlanta.

Owen Weber has been named execu-
tive vice president/radio for the Sum-
mit Broadcasting Corp. He had been
vice president, general manager of
Summit’'s WCAQ/WXYV(FM) Balti-
more and before that was general sales
manager for First Media’s WPGC
AM-FM Washington, D.C.

J. Harold Culver has been appointed
vice president, general manager of
KAIT-TV Jonesboro, Ark. He joins
the station from WAVE-TV Louis-
ville, Ky., also a Cosmos Broadcasting
station, where he had been director of
operations and engineering.

Carl Goldman, director of sales/spe-
cials for Transtar Radio Network, has
been promoted to vice president, gen-
eral manager of that division. He
joined Transtar in 1983 to open its Los
Angeles office and hefore that had
been vice president at Popular Media
Products, a radio production compa-

ny.

Mingo regroups

Following addition of offices in Los An-
geles and Denver, Mingo-Jones Adver-
tising has changed its name to The
Mingo Group, Inc. and realigned its
management team. Chairman Frank
Mingo, who had also held the title of
president, has appointed Samuel J.
Chisholm president and CEQ. At the
same time Allan R. Corwin becomes ex-
ecutive creative director and Samuel
Reed, who continues as creative direc-
tor, assumes additional responsibility
as secretary/treasurer.

The other companies added to The
Mingo Group are Muse Cordero Chen
& Baca, a multi-ethnic Black, Hispanic
and Asian agency in Los Angeles, and
The Mingo Group West, a Denver-
based advertising and sales promotion
company, headed by Stephanie L. Wil-
liams. J. Melvin Muse is president of
the Los Angeles agency. Mingo Group
clients include General Motors, Wes-
tinghouse Electric Co., Kentucky Fried
Chicken, S. C. Johnson and Son, Chese-
brough-Pond's, CBS Entertainment,
American Cablesystems, Miller Brew-
ing Co. and The U.S. Army.
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Media Professionals

Lihking the client’s brand
to the programming content

Christopher R. Simon

Nrr;-- FLESEr

Department of Media and
Programming Services

Bristul-Mvers Co.

hris Simon, supervisor, media & programming at
Bristol-Mvers, describes how the Windex Play-
er of the Week competition got started tn college bas-
ketball games on ESPN, even though Windex is es-
sentially a "women's oriented” cleaning product. It
happened on a recovery ofl the fiberglass backboard
when play-hy-play sportscaster Dick Vitale ex-
claimed, " Look at that guy clean the glass! There's an
all- Windex kinda guy!”
That, says Simon, led to a 1987-88 college basket-
ball season on ESPN that selected 12 Windex “Play-
ers of the Week™ until March 9 when, during halft

time, the season’s "All-Windex" team made up of the
12 Plavers of the Week was introduced.

Until then, explains Simon, the Plaver of the Week
drill went like this: During a break in the game
sportscaster Vitale, whom Sirmon describes as “kind
of a John Madden of college hasketball " announced,
“Time out for the Windex Player of the Week.” Then
he'd talk about the two or three noniinees considered,
showing clips of these plavers in action. Then a still
of the winner's face popped up vn screen, together
with his stats for rebounds and number of points
scored, and a bottle of Windex window cleaner, while
Vitale gave the stats and announced that Windex is
donating $1,000 to the Boy’s Club of New York,
though the money actually goes to the affiliated
Boy's Club in the winner's home town

All of the above, continues Simon, was done in
smooth 30 seconds, tollowed hy the Windex commer-
cial. This alternated scenes ot plavers ‘cleaning the
glass' to recover rebounds off the backboard as the
volceover asked, ‘How do you clean the glass? fol-
lowed by scenes of average consumers cleaning their
glass windows with, naturally, Windex. We think it's
a great example of how a lucky flash of ereativity can
link a product to the program content in a way few
viewers are ltkely to forget soon.”

Simon says the combination of the Player of the
Week award announcement and the tie-in of window
cleaning with “¢leaning™ rehounds otf the Fiberglas
backboard “also netted us a lot ot favorable publicity
and goodwill.”

Inaword...
Quality

GROUP

RADIO

The First Name In Radio

WBZ, Boston  WINS, New York  KYW, Philadelphia KIDKA, Pittshurgh
WMAQ, Chicago KODA, Houston  KQZY, Dallas/Fort Worth

KQXT, San Antonio  KEZW (AM) and KOSI, Denver  KMEO-AM-FM, Phoenix

KAER and KFBK (AM), Sacramento  KFWB, Los Angeles  KJQY, San Diego

Westinghouse Broadcasting Company
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Joseph M. Collins has been appointed
general sales manager for KCST-TV
San Diego. He moves in from the gen-
eral sales manager’s desk at CBS-
owned KCBS-TV Los Angeles.

Kenneth Becker has been named vice
president, station manager of WHSW
Baltimore, owned by HSN Silver King
Broadcasting Co., He moves in from
Fox Television’'s WNYW-TV New
York where he had been vice presi-
dent, director of business affairs.

Peter McCampbell has been promoted
to general sales manager at KDVR-TV
Denver. He came to the station in
1985 and now steps up from national
sales manager. He had previously been
with the sales forces of WLVI-TV
Boston and Katz American Television
in Chicago.

Craig Whetstine, western regional
manager for the Mutual Broadcasting
System, has assumed added responsi-
bilities as director of affiliate relations
for The Source.

Sharon Warren has been named gen-
eral sales manager at KFBK Sacra-
mento. She joined the Group W sta-
tion last June as national sales manag-
er and has been acting general sales
manager since last October.

Sharon Elkins has been promoted to
national sales director for
WFOX(FM) Atlanta. She had been
assistant to the general sales manager
of WSB-FM there before joining
WFOX in 1984 as national sales coor-
dinator.

Buyer’s Checklist

DDB Needham’s Troika

\

2

Robert H. Huntington, former chair-
man and chief executive officer of Saat-
chi & Saatchi Compton Group, has
joined DDB Needham Worldwide as
vice chairman, chief operating officer.
As such, he joins Keith Reinhard,
chairman and CEQ, and John Bern-
bach, president, in a new three-man
Office of the Chairman.

Reinhard says the agency’s three op-
erating divisions—New York, U.S. and
International— will each report to the
Office of the Chairman “in a matrix
style of management” in which he will
be responsible for the agency’s overall
philosophy and product quality, Bern-
hach will be in charge of client service,
new business development and mar-
keting the agency, and Huntington will
head finance, administration, human
resources and planning.

New Representatives

Banner Radio is now the national
sales representative for WPET/
WKSI(FM) Greensboro, N.C. and
KCLN AM-FM Clinton, Iowa. KCLN
airs news, farm news, sports and talk
and its FM sister carries light rock.
WPET programs a religious format
and WKSI is a CHR station.

Eastman Radio has been named na-
tional sales representative for WBBO
AM-FM Greenville-Spartanburg, S.C.
The stations are owned by Don Trapp
and simulcast an adult contemporary
format.

Hillier, Newmark, Wechsler & Howard
has assumed national sales represen-
tation of KOJO(FM) Dallas and
WBIG(FM) Greensboro, N.C. WBIG
programs a country format and KOJO
carries an adult contemporary Chris-
tian format.

Republic Radio is the new national
sales representative of WXLY(FM)
Charleston, S.C. and KVOQ(FM)
Lubbock, Texas. KVOQ broadcasts
beautiful music and WXLY features
classic hits.

Transactions

Hoker Broadcasting Inc. has agreed to
acquire WDTX(FM) Detroit from
Metropolis Broadcasting Inc. for $12
million, subject to FCC approval. Jay
Hoker is president of Hoker and the
chief executive officer of Metropolis is
Lorraine Golden. Harvey Deutch is
chairman of the board.

The Sky Stations Inc. is purchasing
WJYY(FM) Concord, N.H. from
Rumford Communications Inc. for
$3,750,000. Sky is headed by Dennis
R. Israel and the principals of Rum-
ford include Lindsay Collins, Stuart
Richter and Michael Colby. Broker in
the transaction is Americom Radio
Brokers.

H&D Broadcast Group of Hartford
has acquired WTLB/WRCK(FM}
Utica-Rome, N.Y. for $1.75 million
from WTLB, Inc. of Washington Mills,
N.Y. Principals of H&D are Joel Hart-
stone and Barry Dickstein. Paul Dunn
is president of WTLB Inc. Broker in
this transaction is Chapman Asso-
ciates of Washington, D.C.

DeCastro heads MMR
advisory board

y =
‘( N
Jim deCastro, president of WLUP AM-
FM Chicago, has been elected chair-
man of Major Market Radio’s client
Advisory Board. He had previously
served two years as a board member
and now becomes its eighth chairman.

The board meets quarterly to advise
the rep firm of “‘areas of improvement
in people and in productivity” by re-
gion. Between meetings, the board
members contact MMR’s 64 station
clients to ask about problems in such
areas as account receivables, unwired
networking, reporting systems and per-
formance. MMR president Warner
Rush calls the board a “corner stone of
our success. No one person is beyond
criticism. The board is very demanding
and there is no lip service paid to mem-
bers.”

120

Television/Radio Age, April 4, 1988



www.americanradiohistory.com

Wall Street Report

Hollywood color wars
attracts risk takers
to do the painting

In camp the kids call it color war. They divide up into
teams (red, vellow, blue, etc.) and compete in all sorts
of events. At day’s end no one remembers who won,
and the kids trudge home sprayed, painted and hap-
py. It all comes out in the wash. It’s like that too, in
Hollywood these days where a color war is being
fought over some old black-and-white films.

The players shape up this way: the purists who de-
clare all black-and-white films to be sacred; the re-
formers who say it’s OK to color John Wayne in The
Sands of Iwo Jima, but keep those pale pastels away
from Maltese Falcon (they painted it anyway); all
the way to the moguls like Ted Turner who paid $1.2
billion for MGM’s collection of 3,800 old movies, and
by damn he’s gonna paint every one of 'em.

“The last time I checked, I owned those films,”
Turner-—a.k.a “the notorious colorizer” —said during
a recent flap over the Hollywood color wars. Turner’s
feelings are understandable. Many b&w films with

“The last time
I checked,

I owned

those films.”

Ted Turner

low or no market value can be worth over $2 million
from TV and home video sales. {One of the best up-
dates on the Hollywood color wars, incidentally, ap-
pears in the February 1988 Federal Communications
Law Journal by David J. Kohs.)

A nice niche. With Hollywood distributors scram-
bling for a piece of the action, the computer coloriz-
ing companies themselves have carved out a nice
niche for themselves, in the process attracting invest-
ment seekers. The field today is dominated by Color-
1zation Inc. (50% owned by Hal Roach Studios) and
Color Systems Technology (CST). There’s also a
small Canadian-based computer firm called Tintar-
etto (which is not an Italian liqueur). CST and
Turner are going steady to the tune of 100 films on
the color line. For its part Colorization Inc. will color-
ize a batch of golden oldies for Otto Preminger Films.
Despite the computer wizardry involved, the color
process is expensive—up to $300,000 per feature film,
so it’s understandable why most distributors (except

for “the notorious colorizer”) are picking their films
carefully. Faced with such staggering costs, the color-
izers are working to get their own costs down as well
as picking up public domain films they can both color
and distribute.

Risky business. Now comes American Film Technol-
ogies, which hopes to break into the Hollywood color
war, with a $3 million public offering, its second in
two years. With production studios in San Diego,
AFT has been struggling to keep afloat while digging
out from under the heavy cost of colorizing films. The
good news is that the company has plenty of demand
for colorizing b&w films, but the bad news is that the
costs of meeting these demands have plunged the

Stations were
delighted with
AFT’s job
colorizing

“St. Mary’s”

~ % ‘ George R. Jensen

company into red ink.

From the time AFT was organized in July 1985
through December 1987, AFT lost $4.7 million. The
company’s limited production capabilities have en-
abled it only to produce color versions of The Bells of
St. Mary’s and Sands of Iwo Jima for Republic Pic-
tures and three cartoons for Disney. The company
lost money on the films. For the fiscal year ended
June 30, 1987, AFT reported a net loss of just under
32 million on revenues of $76,500. And that was after
a 1987 public offering for 3.5 million shares of com-
mon stock which raised just over $3.3 million.

This time around, AFT is looking to sell 1,750,000
shares of stock and net about $3.2 million. The com-
pany’s common stock is traded on the Philadelphia
Exchange and is running in the 1Y range.

In the best-case scenario, AFT has a blacklog of 97
films to color if all customers exercise their options.
The potential revenues from 84 of these films is $22
million. The company hopes the money raised from
the latest stock offering will help it buy enough
equipment to pump out two films a month.

Republic Pictures has an option for AFT to color-
1ze between five and 10 films at a cost of about
$250,000 a film. Last year, AFT colorized three films
for Turner: Boom Town, They Were Expendable and
The Catered Affair for a price of $885,000. Turner
then picked up an option for the company to colorize
nine more films for a price of approximately $2.7 mil-
lion. In addition, Turner has two separate options In
1989 and 1990 of between 12 and 24 films each year,

(Wall Street
continued on page 126)
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Year of the cruppled duck /r.m pase o)

happened, when vou have violent dis-
agreement.”

But, she savs, T haven't thus far felt
pushed to the extent that | should walk
out of a meeting. But certainly. when
there are fewer of us. the fact that vau
need only two to make a majority s
something that does pass through veur
mind as vou read these items.”

She doubts she would ever use her
power. she savs, but il she can count the
numhers, so can Chairman Patrick.
That means thai no item would be
hrought up until it satisties each of the
commissianers.

For his part. Quello discounts the
posstbility of him deciding FCC policy
with his feet. But he has used his re-
cently gained power in other wavs. He
has puhlicly criticized his chairman
and thus the commission for nat mak-
tng a stronger stand in court in defense
of the must-carryv proposals that a fed-
eral court twice struck down. Quello
even went so far as to take the unusual
step of asking to testifv separatelyv at
any congressional hearing at which
must-carry is an issue.

Quello vs. Patrick

On most other issues, however.
Quello is in agreement with Patrick.
But he does criticize his leader for not
doing enough to close the gap with
Cangress that resulted from a hacklash
against the Fowler years.

“T don't want to give Patrick any
problems per se.” he savs. “In some
philosophies. 1 agree with him. But as
for some hroadcasters. whom I think 1
know a little better than he does. we're
just at opposite ends.”

He alludes to the commission’s near
decision last year to award some UHF
spectrum space to land mobile instead
of waiting to see if terrestrial hroad-
casters need additional handwidth m
order to compete in the coming high-
definition TV era.

Although the agency decided to in-
definitely postpone that action, Quello
is still rankled. Among the “opposite
ends’ he cites 1s “giving awav spectrum
when there’s no need for it™ and “our
rationale on must-carry, which I think
is disastrous.™

He also mentions past FCC action
that he terms “overfacilitating the
takeover of broadcast properties.” He
also has pressed, without success, for a
return to the old FCC rule that re-
quired a broadcaster to hang onto a
station for three vears before it could
he resold.

But Quello is considered in concert
with Patrick on the svndicated exclu-
sivity dssue expected sometime in
April, Patricia Dennis has heen the

question mark in whether the agency
will reinstitute rules it dropped in 1950
requiring cahle to honor contracis TV
stations had with programmers grant-
ing them territorial exclusivity,

She indicates that as little as a few
weeks before the expected vote that she
is still concerned ahout whether the
FCC still has the jurisdiction over svn-
dicated exclusivity. The Cable Com-
munications Policy Act of 1984 said.
“Any federal agency, state, or franchis-
ing authority may not himpose require-
ments regarding the provision or con-
tent of cahle services, except as ex-
pressly provided in this title.”

That has heen interpreted in some
guarters to mean the agency no longer

has <syndicated exclusivity jurisdiction
with regard to cable.

Dennis also has been troubled by
whether there i< enoush of a record
that things have changed so much since
1980 to warrant a return to the rules. I
1t comes down 1o an indecisive tegal
guestion, she savs, 7it i~ then my re
sponsihility to decide as a matter of
public policy what i< hest.”

That means. she savs, her decision
will turn on whether she feels diversity
of viewpoint and programming would
he well-zerved by reimposition of svn-
dicated exclusivity rules. She suggests
that reimposition could, in tact, force
cable “to find new saurces of program
ming and therehy enrich the program-
ming landscape for the American con-
sumer.”

NTIA: not what Nixon planned

Back in the administration of President Nixon, a move by his White House
struck fear in many members of the Washington press corps. He had created
what soon became known as a “communications czar.”

The suspected reason for the post, Office of Telecommunications Policy, as
part of the White House apparatus was to help the presidency get a better
handle on the managing of news. Whether the press corps was correct, or
whether it was paranoid, the QTP is something quite different today.

In 1978, President Carter merged OTP with the Office of Telecommunica-
tions of the Commerce Department to form the National Telecommunications
and Information Administration as an assistant secretary post at Commerce.

Not only does the NTIA no longer attempt to manage news for the White
House, if it ever did, it has become more closely associated with the develop-
ment of the administration’s telecommunications technology policy than it has
with the flow of information.

The NTIA now has its head Al Sikes, a former broadcaster from Missouri.
Despite his broadcast background, Sikes finds himself dealing more with the
broader telecommunications policy issues than with issues related to his for-
mer profession. In fact, NTIA generally is considered just another element in
the myriad of filings that are made on FCC and court issues related to broad-
cast policy, and only rarely is it at odds with the FCC.

As Kenneth G. Robinson Jr., policy advisor to Sikes as one of the agency’s
longest-term officials, puts it, “The principal activity of the agency. . .is to
license the federal government’s use of the radio frequency spectrum, which is
an authority equal with the FCC. In fact, we license the FCC,” he says, and
NTIA now has about 650 licenses, representing nearly 40% of the radio fre-
quency spectrum in the country, outstanding to the agency.

*“That activity probably accounts for at least half and potentially as much as
70% of our annual budget and is the primary activity of most of our personnel,”
Robinson says.

“In addition to that, we have a large grant program which makes capital
grants to public broadcasting stations,” he adds. The Corporation for Public
Broadcasting funds programming, he says, and the NTIA funds hardware for
the stations.

The NTIA also promotes opportunities for women and minorities in tele-
communications, including television and radio; is involved in international
trade activities dealing with telecommunications; and, through its Office of
Policy and Analysis Development, whose work is similar to that of the FCC in
developing federal communications policy.
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Little has been attempted ar the
commission during the past vear. el-
ther in telephone or in broadcast is-
sues, that has not drawn a reaction
from Congress and a flexing of muscle
by its leadership to force the commis-
sion 1o bend to its will.

The svndicated exclusivity issue is
unique in that regard. There has been
no interference from Congress on the
1ssue, primarily because members of
Congress have indicated thev don't
care. Neither side has been ahle 10
arouse a puhlic opinion on the martter.
Thus. that item i~ about to be compler-
ed.

But the Congress has shown it cares
on many other In ~everal in-
stances. it has outright usnarped the
FCC's power

Just before Christmas, when Ton-
gress was considering [astminute bod-

[SSLIEs,

gel legislation and funding lulls. Hol-
lings and some o his colleagies decid-
ed to strip from S-1277 thret

provisions that were threatened with

death al myg with the bill itsel atter it

had gained broadessting industry op-
position.
The bill was imtroduced varle laa

vear Lo give broadcasters <ome rele
from the comparative renewal process,

but only if they accepted some trade

offs. Io the end. broadoasters <iaid th
tradectts were ot worth relorm of
COMPAaralive renewi which thes oth

1
1
erwise dearlv wanted

But Holling= dearly wanred thee
provisioms that were i the Lill and
managed to shp them into the tanding
hill. They prohibiv the FOO trom ap

proving the swapping of VHE and | HE
channet [nnilE-'H\ belween commeroinl

and noncommercial stations, frun
Sranting o waiver sl its newspaper 1ele
e e

guire the commission to reinstate prof

Vision eros=-ownership rile.

erences tor minority and temale appli
cants for licenses, the <ubyect of the
“Sterle case i coun

Otherwise. communications polin
for the past vear appenrs to have been
set not by FCC deliberation or by legis
[ation moving through Congress as it
nsually s done, but by letters sent from
the leadership of kev conpgressional

commitlees Lo the comnijs=ion.

Legislative freeze

The most recent letters have practi
cally ordered  and the FOC is comply-
ing —studies of the impact of the lack
of must-carry provisions on T\ .y
tions. of the size of the increases in ca
hle rates since the 19840 act deregulated
the cahle industry. an acceptable defi
nition of what constitutes eftective
competition to the cable industry, and
Instructions not to mess with multiple
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Three-handed poker not much fun

Aside from the obvious impact of concentrating more power in fewer people, a
five-member FCC operating with only three has its downsides, as the sitting
commissioners are quick to point out.

“There's just a certain amount of representation work. interface with the
public, what-have-you, that has to be done.” says FCC Chairman Dennis
Patrick.

“That means that other things that have to be done for the public—answer-
ing letters, applications, waiver requests—aren’t being done,” he adds. It
provides an environment in which it is challenging to pursue our agenda.”

Commissioner Patricia Dennis echoes her chairman’s sentiments: “You
nmust spread vourself a bit thinner than is normally the case when there is a full
eomplement of commissioners.” With five commissioners, she adds, “You have
a large experience base from which to draw, different perspectives which add
different dimensions to the debate over issues. 1 miss that.”

Fewer persons contributing to the process, she savs, “leads to anemic deci-
sion-making. Vigorous debate leads to a better result. We have fewer people
just in terms of eyveballs to review the items as they come before us.”

Dennis adds, " As a result [ find myselt reading more thoroughly, deliberate-
ly. to make sure that something doesn’t go out that will not pass judicial review,
or to point out potential pitfalls hefore it becomes public.”

Another downside she sees is, "It leaves vou less time to sit back and reflect
on what good public policy ought to be. The time for reflection is a very special
and important time for policvmakers and there's a lot less of that now that we
have three.”

James Quello has seen the membership on the commission dwindle from
seven to the five that now are supposed to sit to the three that actoally bave
seats. He does not feel that any FCC matters have been delayed because of the
shortage. Any fallure to act, he savs, has more to do with
intervention.”

He adds, “Three can handle it all right. The advantage of five is vou have two
other people submitting their own viewpoints, their own study of the subject.”
However, he says, *'l think five is a good number to have”

Quello is seeing downsides, though. *

‘congressional

You are receiving many more invita
tions for appearances and speeches, with more pressure to make them. When
there were five or seven, things were passed around more.”

cwner=hip rales [ sthndiey ot

chamene s oswn renesal
Whien the thris PIress 1=ty Wty procedin tiv e ot tho
P Ked varto the tand bl 1o vl |u-;-|.w5' Cllers ol el vprrh
{ "h striiir=, U oeress then tpreered i Cubd ot Ter Hin wiltta ool vnsrs t
frecseon practiealls il broadeasr teo curred TCalsons chockng oot the puissr
lntiorr, Uhat Tett the cotparative re | by ol earsig seoe ol s conparal
newal question high and e renew ol prrocedeo
Heps<. Tom Tanke (0 Towas and Bl S o Come proan The cotieis=tiong |
FoTauan oD Loy then wrate o letier 1o Phe report on b efbeaoy ol the con
[)'I'ril‘k'\.l\llif{‘iﬁ cifect, 7 he bhall's ;|w.|-m\ feen=c that the calile sdo-ts
vour court.” Patrick responded ey he meow engoy s, el whethier 1o relas its
sinning action o see i1 the FOU telephone company cable croas oawner

couldn’trelieve broadaasters of some of hip rules

Also on the

aclhion son

the more onerous aspects ol the com

parative renewal and petition ta deny

processes without legislation. with sonre ol the sucee
Thus the FOCis looking into the pos | g AN radhio alive,

clime This year, o+ deal
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FEEDBACK

How will the proliferation of
barter-sales alliances among
syndicators affect the way ad
agencies buy national television?

ot At

“In general it works to our
advantage. It provides us
the opportunity to deal with
syndicators much like we
deal with the networks—in
terms of multiple dayparts,
programs with similar
audience appeal and
makegoods for programs
with similar audience
appeal. However, it may
discourage some smaller
suppliers and ultimately
squeeze some out of
business, and that’s a
disadvantage. Depending
on how far the
consolidation goes, it could
boil down to too few
suppliers who feel they can
control the market.”

Mare Guoldstein
Sentor vice president and

direclor of network programming,

Opilvy & Mather
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“The merging of companies
in the barter/syndication
field bodes well for that
media segment.
Consolidation of strength
will result in strong
programming, securing
more and better time slots,
which, in turn, will result in
larger audience delivery.
Unfortunately, variety in
terms of the number of
properties available will
probably decline as limited
program suppliers find it
increasingly difficult to
compete in securing mass
distribution and advertiser
support. Strong
competition among the
giants will quickly result in
improved product quality
and innovation, again
building larger audiences.
By curtailing
fragmentation, syndicators
improve their relative value
vs. the networks.”

Richard Kostyra

Executive vice president and
director of media services

4. Walter Thompson

“1 don't like the idea of
packaging. We buy specific
programs for specific
reasons for specific brands.
1 still want to buy the same
programs, but now they
package it so I’'m forced to
buy something else.”

Larry Blasius
Vice president and associate
media director,

BBDO

“I hoped that this would
happen. The consolidation
of selling sources means a
reduction in the number of
people to talk to. There are
30 people in our (network
programming) department
and we must see 50 or
more sales reps, plus
others who come out of the
woodwork.”

Paul [saacson

Executive vice present and
director of nelwork programming
Young & Rubicam

WWW americanradiohistorv com
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B

1 think it's going to make it
easier for the agencies if
there are only one or two
people they're going to
have to be dealing with. It's
going to make the concept
of makegoods more
workable because there's
going to be more of the
right kind of inventory
available for it. It also
reduces the number of
semi-amateurs in the
business. This coming-
together puts it in the
hands of the pros, who
understand our business
better.”

Bart McHugh

Senior vice president, director of
national radio/TV programming
DDB/Needham Worldwide

“I don’t think it will have
much effect at all. The
agency’s interest is in the
getting the best programs
we can. We don’t care
who’s providing the
service. [ don’t expect
anything more or less
favorable in terms of

pricing or services, but that

remains to be seen.”

Mike Drexler

Executive vice president,
national media director
Bozell, Jacobs, Kenyon &
Eckhardt

‘It means having to see less
people, which is good. It
should make the buying
process a little more
efficient. With more
financial muscle and more
people sharing the risk,
hopefully better programs
can be made.”

Gary Carr

Senior vice president, manager

of national broadcast
Lintas USA

‘“As an agent, we love it. The
bigger they are the more
they offer on their plate. If
a syndicator with one show
didn’t deliver, you might
only get back dollars. The
more shows they have the
easier it is for them to
provide makegoods. If
ABC, CBS and NBC
merged that would be bad,
but not for the little guy to
get bigger. | like to see the
underdog getting bigger.
Don’t forget the [barter]
syndicator is not just
competing with the barter
syndicator. He is competing
with the Big Three and
cable, too.”

Robert Daubenspeck
Senior vice president and

director of national broadcast
FCB/Leber Katz Partners

Television/Radio Age. April 4. 1988
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Wall Street Report

(continued from page 121)

thereby increasing the total number to
a maximum of 60 films for $17.5 mil-
lion. But all this is options, not yet real
money.

That Turner deal for up to 60 pic-
tures didn't make rival colorizer Color
Systems Technology happy, since it
has an option to colorize 100 Turner
films. It promptly filed suit against
AFT, claiming that AFT’s computer
technology infringes on CST’s patent.
The case is pending in Federal Court in
California.

AFT also has entered into a joint
venture with R.T. Donnelly Enter-
prises to color and distribute 13 Sher-
lock Holmes features.

Chuck Larsen, president of domestic
television distribution for Republic
Pictures, says he was “delighted” at
FT’s colorizing of The Bells of St.
Mary’s. “Stations told us it was the
best they had ever seen,” said Larsen.
Republic, which probably will go ahead
with colorizing eight more films which
they have already presold to stations,
thinks AFT’s digital colorizing process
is “the best in the business,” said Lar-
sen.

Like it's competitors, AFT is snap-
ping up cld b&w films in public do-
main, colorizing them and plans to
move into the distribution business. To
help it get started, the colorizer has
signed Orbis Communications to dis-
tribute 12 AFT films.

Who's who at AFT. George R. Jensen,
Jr., 39, is the founder, chairman and
chief executive of the company. From
1980 to 1985 he was head of Interna-
tional Film Productions and executive
producer of the 12-hour miniseries
A.D. Bernard Weitzman, 64, is the
company’s president and chiet operat-
ing officer. From 1977 to 1986, Weilz-
man was executive vice president and
executive producer with Lorimar. Be-
fore that he was with MGM/UA, Desilu
and CBS-TV,

Nathan M. Lcipziger, formerly with
I'I'CC Entertainment, was brought in
last yeuar to head up AR s new distrily-
uting division. Another name from the
past, lobert Lo Glaser, Tormer presi
dent of Viacom, has astake in AT and

SErVes as o consultant

Jensen was paid $147,000 {(plus
£20,000 deferred  compensation) last
fiscal year; Weitzman, $134,000; the
company’s Jawyer, Arthor 170 Harlel,
Jro k122 oan0.

Lerpziger’s annual salary 1s $120,000.
As o total, all 20 members of AFs
bhourd weee pard almost $800,000 in
cash and another $H0.000 i delerred
cotapesation,
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NAB lobbying activity (-om poge 45)

Fritts adds, “I'm just going to say
whatever system comes to America has
to be compatible and acceptable to the
nation’s over-the-air broadcasters.”
Whatever is imported also has to have
the stamp of approval of the Federal
FCC.

Fritts led a delegation of broadcast-
ers to Japan last year to discuss the
conflict. A dialogue is continuing, he
says, and “They know what our con-
cerns are, and they know that we're
very serious about it.”

He expects Congress, he says, “to
make sure that this system that is of-
fered free to our American people con-
tinues to be available to them, to the
public, in the highest technology form
available.

“Idon’t know that legislation will be
needed to accomplish that. If it is, we
would certainly ask for it. If it’s not,
then there is no need to put them
through the process.”

Hold back the spectrum

The NAB also expects to continue
pressing the FCC to hold off allocating
any more of the spectrum space that
would be needed for any terrestrial
HDTYV now in the works. Under pres-
sure from Congress last year, the FCC
backed off plans to allocate spectrum
space to land-mobile users. But the
proposal is still pending.

Much in both those areas depends on
the new administration that will come
into power next year. Even if there is a
Republican president, no one expects
the federal activity regarding broad-
cast interests, and especially not the
people involved in them, to remain the
same. And there is the fear that a Dem-
ocratic President could give a big shove
to move the pendulum of regulation-
deregulation hack in the other direc-
tion, reversing much of the relief
gained under the Reagan administra-
tion,

Right now, although Fritts and oth-
ers lament the fact that they are caught
m the crossfire hetween Congress and
the FCC, they and other industries are
taking advantage of the situation to use
Congress, as one aide calls it, “as an
appeals court,” saying, in effect, “Look
what the FCC is trying to do Lo us.”
With Democrats controlling the execu-
tive and legislative branches, that ap-
peal process would be likely to wither.

Another appeal, involving the re-
maining branch of government, is ex-
pecled Lo survive, however. Jeft Bau-
mann, NAB vice president and general
counsel, expects Lo be busy in the com-
ing year and nexf year with various
courl. actions, acting primarily as o

- www americanradiohistorv com

els,

expected to join in the appeal.

in a review.

dispose of the doctrine.

while areas In a service area.

Now, he says, entrepreneurs are get-
ting the translator licenses to, in effect,
set up their own little broadcast sta-
tions in competition with established
stations. He is heading an effort to get
the FCC to look more closely at the
problem and to protect traditional li-
censees.

“We intend to fight it,” he says. Un-
like the unification of the NAB and the
National Radio Broadcasters Associa-
lion, he says, “this is the one issue that

will unite the radio industry forever.”” 0

friend of the FCC at the U.S. Court of
Appeals and U.S. Supreme Court lev-

After seeing the filings of the various
petitioners who have asked the nation’s
highest court to review the must-carry
case, Baumann is optimistic about get-
ting a hearing. “I was greatly encour-
aged by reading those briefs,” he said.
“I think it’s an excellent case, both on
the First Amendment ground and on
how the FCC does have the ability to
regulate cable in this area,” and on how
the Appeals Court misapplied estab-
lished tests for judging whether enough
harm will occur to justify interfering
with someone else’s First Amendment
rights. But the industry may be acting
alone in getting the high court to take
the case. The FCC drafted a 3,000-
word letter asking the Justice Depart-
ment’s sclicitor general, who handles
federal cases before the Supreme
Court, to seek court review. Because of
previous department positions against
the FCC position, and the fact the so-
licitor general’s office has to protect its
credibility before the court, it was not

The FCC could act on its own, and
has until early April to file, but Diane
Killory, FCC general counsel, says that
traditionally, the agency has not acted
on its own and probably would not in
this case. But the FCC was a defendant
in the original case that led the Appeals
Court to throw out the must-carry ar-
rangement, and would expect to defend
its decision before the Supreme Court

The fairness doctrine case also is still
a live one, and the NAB expects to be
closely involved before the Appeals
Court, expected to decide by the end of
the year on the authority of the FCC to

In addition to all the other concerns
the broadcast industry has, Baumann
says current radio licensees face a dan-
ger in the FCC’s recent move to explore
the possibility of what he terms “low-
power radio.” He says there is an abuse
of the FM translator system, originally
designed to allow a broadcaster to fill in

Television/Radio Ace. Anril 4. 1988
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‘Bag of goodies’
{(from page 40)

Metzenbaum’s hearing had a nar-
rower focus, on the concentration of
the cable television industry into the
hands of a few giants and the power
that has given them to keep out compe-
tition and to control the programming
that is available to the American peo-
ple.

That the implications were wider
than those hearings became clear when
he told cable leaders they were in dan-
ger of abusing their power, that they
have a responsibility to contribute to
the survival of free over-the-air televi-
sion, and that if they don’t take volun-
tary action to resolve growing problems
then there will be “the necessity of
Congress interceding.”

On the issue of programming domi-
nation, he said, “Either this will be re-
solved, or Congress will address its at-
tention to a solution.”

Although the broadcast industry has
other worries on its mind, there is the
prospect that the congressional focus
on cable will give it some breathing
room. The cable industry is increasing-
ly having to defend itself from criticism
that Congress may have given it too

much when it passed the Cable Com-
munications Policy Act of 1984. That
legislation said in effect, that cable was
not to be a regulated industry, either by
the federal government or by local gov-
ernments.

In fact, Metzenbaum told James
Mooney, President of the National Ca-
ble Television Association, a witness at
the hearing, “Some of us feel we were
had when we passed that bill.” As in
other unregulated portions of Ameri-
can industry, cable television compa-
nies have been in a rush to merge and
buy out competitors while the Reagan
administration’s largely moribund
antitrust division is looking the other
way.

Control vs. influence

Although Robert N. Thomson, vice
president of Tele-Communications,
Inc., the largest cable multiple-system
operator that has been heavy into its
own merger activity, told the panel TCI
“has no controlling interest in any pro-
grammer,” Metzenbaum, a millionaire
businessman in his own right, noted
that one does not have to have a con-
trolling interest in a company in order
to influence its activities.

He said his panel and the rest of Con-

gress would be waiting to see what hap-
pens in the next several months. If
nothing happens, he said, “My feeling
is we will legislate.”

Still pending in the Senate, as are
various companion bills in the House.
is 5-1277, the legislation that was to
solve some of the broadcast industry’s
major problems when it was introduced
last year.

Loaded vehicle

It was to bring about reform of the
comparative renewal process, but
broadcasters became caught in the
middle of the cross-fire of antipathy
between Congress and the FCC. The
legislation became a vehicle for all sorts
of amendments that attempted to redi-
rect some of the massive deregulation
activity in which the FCC was involved.

The reform legislation became so
laden with amendments and proposed
amendments that the NAB finally
threw up its hands and said it would
rather have no legislation at all than
take all the add-ons that were being
foisted upon the industry.

It was from that legislation that Hol-
lings pulled the elements that he man-
aged toget slipped into law through the
continuing resolution. m|

sillerman-Magee

150 EAST 58TH STREET - NEW YORK + NEW YORK 10155

We have capital available for
Communications Companies.

Startup or Expansion capital.

Radio, TV, Cable and Related Entertainment Industries.

We will be pleased to review any deals or

proposals you deem appropriate.

Television/Radio Age, April 4, 1988

www americanradiohistorv com

127



www.americanradiohistory.com

Rep. Ed Markey (D-Mass.)

- Felt the time was

ripe to push
forward with
legislation to deal
with “a steadily
worsening situation
in children’s
television.”

Reregulation push in the House (/rom page 42)

discussions on a new must-carry agree-
ment, and Fritts also has been discuss-
ing the possibility with Kastenmeier.
Fritts acknowledges “there are down-
sides” to the legislative route, primari-
ly in the danger of add-ons.

Also, Kastenmeler, as chief architect
of the 1976 revision of the Copyright
Act, Is loathe to mess with his work. He
has steadily defended the compulsory
license provision that broadcasting
hates and cable loves. And it would be
the compulsory license section that
would be changed by must-carry
amendments.

Kastenmeier said earlier he still be-
lieved in the compulsory license ar-
rangement and would not favor chang-
ing it, even if the cable and broadcast
industries reached some sort of agree-
ment to water it down. But he does
favor must-carry and was the point-
man several years ago in the first effort
to get a consensus on the issue among
the affected industries. In light of re-
cent court rulings, he says, “I'm sorry
we were not able to pass that law.”

And despite the court rulings that
must-carry rules are unconstitutional
because there is no evidence of harm
that would justify tampering with the
First Amendment rights of cable, Kas-
tenmeier helieves Congress could write
a must-carry Jlaw that would be consti-
tutional.

Broadcasters did gain one initialive
in the House this year, also [rom the
Judiciary Committec. Il sent to Lhe
House floor a hill thal could increase
the advertising revenues of radio and

TV stations by allowing operators of

lepal lotteries Lo advertise them across
certain state lines,

The committec approved HR-31486,
which js intended Lo clarify the intent
of federal Taw limiting gumbling activi-
Lies in interstate commerce. Carrent

luw now prohibits the advertising of

gambling operations, cven lepgal ones,
aeross state lines, Under the bill sent Lo
the full Housce, o lepal lotlery, bingo, or
horse racing operation now operated in
130

one state could be advertised on sta-
tions anywhere else in the country
where similar lotteries, bingo parlors,
or horse-racing are legal.

Markey, addressing officials of the
Corporation for Public Broadcasting,
but meaning his words to apply to all of
broadcasting, issued still another
warning recently. Markey noted that
several members of his subcommittee
were members of various minority fac-
tions in Congress. “There are a whole
lot of minorities in the United States
Congress, and they have decided, wise-
ly, to target the Telecommunications
and Finance Subcommittee dealing
with how we communicate with each
other and how the financing of our soci-
ety is decided on this subcommittee,”
he said.

“So it is reflected in the manner in
which we deal with the issues,” he add-
ed, and “it is something that on an on-
going basis that all the witnesses, re-
gardless of the subject, are going to
have to be sensitive to,” meaning
broadcasters and others could look for-
ward to a new push on equal employ-
ment opportunities and other consid-
erations of minorities being pressed on
any legislation affecting the industry.0

HR-4125 would
overturn consent
decree

that resulted

in elimination
of NAB code
governing
commercials on
children’s
television.

license served
its purpose? i

Nobody asked it to, but the FCC is pre-
paring a report to be presented to Con-
gress later this year on the continued
efficacy of the compulsory license that
frees cable operators from having to get.
copyright permission from each owner |
of programming it carries.

The chief architect of the compul-
sory license arrangement in the 1976
Copyright Act is Rep. Robert Kasten- |
meier (D-Wis.). The chief architect of
the FCC report expected to conclude it
no longer is necessary is Chairman
Dennis Patrick.

Kastenmeier still likes it, and be-
lieves it still has a place in copyright
law, He is even proposing to expand its
use to include jukebox owners who
have to pay music royalties. He has
stated his view in these pages hefore.

Patrick says in advance of the release
of his agency’s report on the subject, “I
would agree with Congressman Kas-
tenmeier to the extent that he suggests
the compulsory license may have
served a useful purpose when it was
created, at a time when the cable indus-
try was functioning essentially as an
antenna service, providing program-
ming and signals to areas that were un-
derserved or unserved, There was a
need to facilitate access to program-
ming for those systems.

“I would argue presumptively with-
out having completed this exercise that
we have a very different market today,
You have cable penetration of over
50%, you have cable having emerged as
a very, very strong competitor to free
over-the-air broadcasting, and pre-
sumably it is not in need of facilitation
that is provided by the compulsery li-
cense.”

- www . americanradiohistorv com
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In the Picture
Timothy J. Hahnke

New head of Time Buying
Services’ West Coast office
outlines his new business
strategy, explains why he be-
lieves in “spreading the in-
centive around” and believes
in a much brighter outlook
for AM broadcasters than
most oddsmakers will wager
on.

West Coast ‘a wide open
field’ for media services
says ex-radio executive

Time Buying Services’ CEO Frank Muratore has
tapped veteran radio sales manager Timothy J.
Hahnke to head the company’s West Coast office in
San Diego. Moving in to the new post of executive
vice president there, Hahnke says that in going after
new business, he plans to be calling on major west
coast companies.

“I’ll start approaching the larger users of spot tele-
vision and radiec,” he explains, “then later go to some
of the major network advertisers. What we offer is
the calibre and experience of our people, full disclo-
sure of how we're investing their media dollars, in-
cluding the prices we’re paying, guaranteed delivery
based on post analysis or cash-back—not makegoods
a month after the reason for the flight is history—
and a choice of three different forms of compensa-
tion.”

Hahnke adds, “Our only real competition out here
is Western International Media. But there’s so much
virgin territory here, so far as full service media goes,
they’ve barely scratched the surface. My field is wide
open.”

Asked about the three forms of compensation, he
reels off, “There’s payment on a project, or cost-plus
basis, payment on a fee basis—the traditicnal five to
10%, depending on volume involved, and then there’s
the incentive basis, which simply means sharing of
savings.”

Hahnke is a man who “believes in spreading the in-
centive around, because this is what drives people to
perform. At the agencies the incentive is the Clio.
But only the writers and artists get it. There’s noth-
ing for the planners and buyers. To them, it’s just a
job.”

The big carrot

On the other hand, he stresses, when a media service

is working on an incentive basis, “There’s a big carrot

in it for us if we do a better job. Never underestimate
the power of incentive and never underestimate the
power of a woman.”

He recalls that when he started selling radio, “It
was just taken for granted that a secretary—or any
woman for that matter, whatever her job—could nev-
er hope to sell for a station. But then I got the idea of
paying my secretary on an incentive basis. The more
I sold, the more money I made, and the more money
she made, too.

“That was Mary Marr. Today she’s sales manager
at KABC Los Angeles, one of the top radio stations in
the country. The incentive made being a sales assis-
tant more than just another job. She learned sales be-
ing my good right arm, staying to 10:30 at night if
that’s what it took to get a presentation ready for the
next day.”

Moving in from sales manager for Sandusdy Radio,
Hahnke is convinced that “Eventually AM stereo has
to come into its own, if for no other reason than that,
to the receiver manufacturers—be they American,
Japanese or German—AM stereo receivers represent
another new product, and that means opportunity to
reach out and grab.”

He recalls when the FCC first ruled that FMs in
the big markets “could no longer just sit there and si-
mulcast their AM sister’s signal, hardly anyone in
Detroit even knew WRIF(FM) was on the dial. Three
years later it was one of the top two or three stations
in the market. Sooner or later, the same thing's going
to happen to a lot of AM stereo stations.”

Syndicated formats

But that’s down the road. Right now, says Hahnke,
“AMs, like FMs, can get a lot of extra mileage from
the excitement of all the new well-produced, targeted
syndicated formats being offered by companies like
Transtar and Metropolitan Broadcasting, which in-
troduced the new wave sound. And that’s just one
format. These companies offer a choice of six or eight
or more formats.”

For AMs, he adds, “Some of the most viable are
the ones with the nostalgic music for the 45-plus au-
dience. They couldn’t care less whether their music is
with or without stereo. They grew up on music with-
out stereo, and if they think about it at all, without
stereo is the way they remember hearing it and that’s
what they want to hear again.”

On top of these formats, he adds, “are the talk net-
works, and eventually WFAN’s all-sports idea is go-
ing to spread. Sports, how’s the economy doing, and
the latest war or revolution are the three things that
everybody talks about all the time. How can it miss?”

Hahnke observes that while some people may wor-
ry about some of the side effects of all the recent
mergers at the radio network and syndicator compa-
nies, “The result, so far anyway, has been good for ra-
dio, good for the listeners and good for advertisers:
more formats for stations to choose from, not elimi-
nation of formats. Companies like Westwood One
and United Stations keep offering stations a wider
choice. Whatever their listeners may want, today
there’s something for everyone, and every format is
turned out very professionally.”

Television/Radio Age, April 4, 1988
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FCC easy on political TV (from page 43)

who runs the commission’s fairness and
political programming branch, says
there’s no problem. “It's no different
than a candidate taking a taxi over to
the station to be interviewed,” Gross
says. “‘We have to recognize technologi-
cal changes in interpreting the lan-
guage of the statute.” Gross agrees with
Howard that the key is the station’s
control over the interview.

Fairness salvos

It is the fairness doctrine, however,
that has become the focal point in the
raging conflict between Ccngress and
the FCC. The first salvo was fired last

August in a fairness complaint against
Meredith Broadcasting’s WTVH(TV)
Syracuse by the Syracuse Peace Coun-
cil.

While the commission held the gen-
eral application of the fairness doctrine
to be unconstitutional in that case, in a
letter to House Commerce Committee
Chairman John Dingell (D-Mich.),
FCC chairman Dennis Patrick said the
commission has yet to make “a formal
determination as to the scope of Mer-
edith beyond general fairness doctrine
cases.” Hence, he said, the FCC will
continue to act upon complaints in-
volving other aspects of political
broadcasting—personal attack, politi-

cal editorializing or ballot issues.

The FCC’s ruling in Meredith has
been appealed, and a three-judge panel
of the D.C. Appeals Court has sched-
uled oral hearings to begin September
13. .

Meanwhile, the Supreme Court has
turned down a constitutional challenge
to Section 315 brought by William
Branch, a reporter for KOVR(T'V) Sac-
ramento. He is running for a local office
and appealed an FCC ruling that his
candidacy triggers the equal opportu-
nity section every time he appears on
the air as the station’s newscaster. His
petition raised the broader issue that
Section 315 violates the First Amend-
ment, but the high court sided with the
FCC. O

the marketplace

Baoclgeryott

B,  THE PROFESSIONAL
CABLE PLACEMENT
«fEB* PEOPLE
Positions available with MSO's,
Networks, Regional & Independent
Operators, Coast to Coast.
All Levels of Management
FEE PAID
Call or write in CONFIDENCE

DAVID ALLEN & JUDY BOUER
Principals
L]

WE KNOW CABLE

*
1259 Route 46 — Parsippany. NJ 07054
201/263-3355

10,000 RADIO-TV JOBS
American Radio TV

Up to 300 openings weekly over 10,000
yearly- The most complete and current job
listings published ever by anyone. Disk

Jockeys, Noewspeople, Programming
Engineers, Sales. Money Back
Guarpantee- One wook $7.00 Speclal;
Six weeks $15.95. You save over $20. @
AMERICAN RADIO TV JOB MARKET _&&
1553 N. EASTERN Dept F ®

AS VEGAS, NEVADA 89101

WANTED: COLLEGE RADIO
STATION SEEKS TRANSMITTER
(@approx. 1000w) AS DONATION
OR AT REASONABLE PRICE.
TAX-DEDUCTIBLE. CALL RAN-
DYLL K. YODER, WJMU-FM
(217) 424-6369.

WANTED: COLLEGE RADIO
STATION SEEKS DONATIONS
OF RADIO BROADCAST CON-
SOLES OR AT REASONABLE
PRICE. TAX-DEDUCTIBLE. CALL
RANDYLL K. YODER, WJMU-FM
(217) 424-6369.

Situations Wanted

GENERAL MANAGER

General Manager whose exper-
tise spans all aspects of televi-
sion broadcasting. A competi-
tive, profit generating, people
motivator. Performance at three
stations increased revenues
100, 300 and 550 % . Contact
John Radeck, 904-737-9712.

TELEVISION
Local Sales Manager

TOP 10 MARKET INDEPENDENT
IS SEEKING A LOCAL SALES
MANAGER WITH AT LEAST 3
YEARS TV MANAGEMENT EX-
PERIENCE. IF YOU ARE AN AG-
GRESSIVE, CREATIVE, ORGA-
NIZED TEAM PLAYER WITH
NEW BUSINESS DEVELOPMENT
COOP AND AGENCY EXPER-
TISE AND WANT TO WORK FOR
A LEADING GROUP OWNED
INDY, SEND RESUME WITH
SALARY HISTORY TO: PER-
SONNEL L.S.M., P.O. BOX
2350, SOUTHFIELD, MI 48037,
AN EOE/MF EMPLOYER.

Career Counseling

NEW YORK BROADCAST
EXECUTIVES IN TRANSITION?

Make your next move profit-
able. Confidential career con-
sulting. Please write: Box
#CEL4, TV/Radio Age, 1270
Ave. of Americas, NYC 10020.

Get action quick in TELEVISION/RADIO AGE Marketpiace/Classified. For details
call Marguerite Blaise at 212-757-8400, or send your ad copy to TV/RADIO AGE,
1270 Avenue of the Americas, New York, NY 10020.

CLASSIFIED ACTION
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Dan Gold’s burr under K-R (rom page 47)

comments. In the 4-7:30 daypart, Mon-
day-Friday, WVEC-TV had a 32 share
in the November Arbitron book vs.a 19
for both WTKR-TV and WAVY-TV.
On the other hand, Gold is proud of
what his stations in Providence and
Flint have accomplished. Also, Oklaho-
ma City and Tucson have improved
ratings under his regime. As for busi-
ness conditions, Norfolk is one of the
three markets in which he says busi-
ness has been strong, the other two be-
ing Providence and, as previously not-
ed, Nashville. Aside from Oklahoma
City, Albany has been “‘weaker,” Mo-
bile, “weak,” Tucson, so-so and Flint,

“flat,” though the K-R Flint outlet is
doing well.

One of Gold’s extracurricular re-
sponsibilities is heading up the NAB’s
High-Definition Television Task
Force. He is also on the FCC-created
Advisory Committee on HDTV. Be-
cause of the latter, the former is now
somewhat dormant, since the FCC
group must come up with HDTV rec-
ommendations for the commission lat-
er this spring.

Gold was the task force’s first chair-
man, a post which puzzles him now
since at the time he was not a member
of the NAB board. In fact, he was re-

Gold is proud of what his
stations in Providence and
Flint have accomplished.

placed by William Moll, at that time
head of the Harte-Hanks broadcast
group because Moll was a member of
the NAB board. When Moll became
president of TvB, Gold became Moll’s
replacement on the board, since he had
been a runner-up in the election. Gold
also went back to being head of the
Task Force again. a

the marketplace
s

DIRECTOR OF SALES

Major market group owned inde-
pendent television station has
opening for a Director of Sales.
This is an excellent opportunity for
a broadcast sales executive who is
professional, aggressive and goal
oriented. The candidate must have
at least five years sales manage-
ment experience and be able to
demonstrate numerous past suc-
cesses. This position offers higher
than normal income, numerous bo-
nus options and all appropriate
health and pension benefits. We're
looking for someone who wants to
further their career, work for the
best and be treated accordingly.
EQE. P.O. Box 321, TV/Radio Age,
1270 Ave. of Americas, New York,
NY 10020.

GROUP ACCOUNTANT

Wanted, Group Accountant by radio
broadcasting headquarters. Duties in-
clude general accounting through
monthly financial statements, pay-
rolls, taxes, receivables, payables and
cash flow management. Successful
applicant should be good typist and
computer literate. Please send re-
sume and salary requirements to P.Q.
Box 398, Lorain, Ohic 44052, EOE.

BEST AIRTIME RATES
IN PITTSBURGH!!!

Airtime available in Pittsburgh market at
extremely reasonable rates on high quality,
24-hour, independent station. Block time
and spot time is available. We work with
client to provide maximum results. Call
(412) 531-6365 for more information.

YOUR AD BELONGS HERE'!

NEED HELP?

If you are looking for executive personnel, TELEVISION/RADIO AGE is the cost-
effective way to reach the most and best qualified prospects. Like you, they are
readers of these classified columns. Call M. Blaise at 212-757-8400.
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Washington Report

Syndex, must-carry,
compulsory license:
related or not?

The cable television industry has made a point over
the years of drawing a distinction among three issues
that some of their television cousins say are related.
Cable contends that each must be considered on its
own and not be made to rise and fall based on the
fate of one or the other two.

The issues are must-carry, compulsory license, and
syndicated exclusivity. The first may soon be taken
up by the U.S. Supreme Court, the second is the sub-
ject of a report the FCC expects to make to Congress
in the coming months, and the last is expected to be
decided by the commission as early as April.

The compulsory license is a part of copyright law
and is unlikely to be affected. But the must-carry and
syndicated exclusivity issues are in a state of flux. So
the question arises whether there is a nexus among
the three. If one is erased, does that change the need
for either of the other two? If broadcasters had must-
carry would they need syndicated exclusivity? If ca-
ble didn’t enjoy a compulsory license, would syndi-
cated exclusivity be necessary?

FCC Chairman Dennis Patrick was asked that
question, and although his answer is not one that
strikes a friendly stance toward cable, he appears to
adopt cable’s view that each must be considered on
its own merits and not in relation to the existence or
non-existence of either of the other two.

Because syndicated exclusivity is a matter before
the commissioners and they are under legal con-
straints about telegraphing the way they will vote, or
even showing favoritism one way or the other, his ex-
planation sometimes is obtuse.

Patrick’s posture

But Patrick took a public stance in favor of syndicat-
ed exclusivity well before he became chairman. Since
then, a formal case is before the FCC, and Patrick
has to say he is going to weigh all the comments pre-
sented on both sides of the issue before deciding.

With that in mind, we listen to what he has to say
about the relationship of the three issues to each oth-
er: “[ tend to analyze issues on their merits one at a
time. That is not to say that I ignore or would suggest
that any of us ignore the interrelationship between
issues. Sometimes issues are related. But often-times
they are not and are more appropriately analyzed
straight up, one at a time. That’s how I tend to ap-
proach these issues. Whether the absence of must-
carry affects the larger dynamic in a subtle and gen-
eral way, I don’t know. That’s certainly a phenome-
non that I have observed in Washington.

“I will recommend that the commission analyze
them from a public policy or a public interest per-
spective, one at a time, and not pool them all togeth-
er, unless in fact analytically they are related.

“In the cable area, there are some issues that are
related. I find it difficult to understand, for instance,
how cable as an industry can argue consistently in fa-
vor of exclusivity arrangements with their program
suppliers in favor of the ability of those cable pro-
gram suppliers to scramble, and at the same time op-
pose the re-initiation of syndicated exclusivity.

“Stated more generally, I find it difficult to under-
stand how cable can defend exclusivity arrange-
ments, intellectual property rights, freedom of con-
tract, their ability to produce, secure, provide, or dis-
tribute cable-exclusive programming, and at the
same time defend the compulsory license and oppose
the reimposition of syndicated exclusivity, and by
taking those positions, effectively deny broadcasters
the opportunity to have that same sort of exclusive-
supply relationship and broadcasters be disadvan-
taged as a result. I think that is a gross inconsistency
in cable’s position. And I think, in a general way, the
absence of must-carry sort of aggravates that situa-
tion a bit for the reason that I mentioned earlier. It
seems to me that it’s even more important in the ab-
sence of must-carry that broadcasters be able to se-
cure, if they're willing to pay for it, the exclusive right
to air certain programming—-just as cable has exclu-
sive programming—so they can be a more viable
competitor in a local mass-media market.”

Is there a tradeoff

Do broadcasters need to trade must-carry or compul-
sory license for syndicated exclusivity?

‘“Absolutely not. This is very important. It’s very
important that we clarify this point. You asked me to
comment on any relationship between these various
issues that I see and I have. My initial response to
you is the one by which I stand, that these issues are
largely analytically distinct, and distinct as a matter
of public policy. I cannot and do not prejudge the
question of whether it’s appropriate for the commis-
sion to reimpose syndicated exclusivity. But from the
perspective of broadcasters, especially independent
broadcasters, it would seem in their interests to se-
cure by some mechanism, whether it’s legislation,
through rules of the commission or what-have-you,
the right to exclusive control over programming. And
it seems to me that they should. It is in their interest
to press for those rights.

“That has nothing to do with must-carry. Even if
the Congress took action to restore those rights by
abolishing the compulsory license, for instance, the
question of must-carry would still be an issue.

“If it turns out that after a period of time that
broadcasters are not able to compete in their market-
place absent must-carry, that there is in fact a bottle-
neck there and there is a potential for substantial
harm to free broadcasting generally, then I should
think that at that time broadcasters would press for,
would have a much stronger case in the courts for,
must-carry protection.

“I would say that, even if they had in the interim
secured more control over the exclusivity questions,
or more control over programming. So no, they’re dis-
tinct in that regard, and broadcasters do not have to
make those tradeoffs.”"—Howard Fields
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~ HISPANIC

HOT!

A hot market thats exploding.
Exploding with over $134 billion of buying power.

A i

Reaching this market has been difficult—until now...

Announcing

Hispanic Media and Markets from SRDS

With Hispanic Media and Markets you can
target your advertising buy to the exact
Hispanic media serving your market. Every-
thing you need to know about Spanish
language media is at your fingertips — media
rates, closing dates, market data, programming
facts, circulation figures, contact names,
contact numbers.

One Source For Multiple Media
Hispanic Media and Markets includes
detailed listings by media and

ADI for over 400 media serving

the Spanish language market—radio
television, daily and community
newspapers, business publications,
consumer magazines, direct mail
lists and outdoor advertising.

More Than Media

Hispanic Media and Markets
includes comprehensive market
data estimates for population,
households, and other media/
market indicators for the top 30
Hispanic ADL

- Sros

HISPANIC
MEDIA
AND
MARKETS

An Unbheatable Offer

Subscribe to Hispanic Media and Markets

on a 20-day trial basis at no cost or obligation.
See for yourself how it will help make your
job easier and your media decisions more
effective. An annual subscription includes four
Issues plus monthly update Bulletins.

To reserve your copy of the premier issue
of Hispanic Media and Markets, available in
March, 1988, fill out and return the coupon. In
a hurry? Call 1-800-323-4588 or 312-256-8333.

Yes, enter my trial subscription 1o Hispanic Media and
Markets. If | am not completely satisfied I will return the

first issue within 20 days.
TFDTR

[1 Enclosed is my payment of $145

O Bill my company O Send me more information

Name Title

Company.

Address

City/State/ Zip.

Type of Business

Telephone Number.

srcls

SRDS Circulation Department
3004 Glenview Road, Wilmette, iL 60091
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For information regording participation
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JEAN-LUC BALMER SUSANNE ABT JOHN E. NATHAN
Secretary General af the Festival  International Cempetition North American
EVA RUSSBACH VERENA MICHEL Representative
Independent Producers Videokiosk 509 Madison Avenue
Competition Swiss Broadcasting Corp. Suite 1810
Televilsion Suisse Romande Giacomettistrasse 1-3 New York, NY 10022
1211 Geneva 8 3000 Bern 15 (Switzerland) Tel: (212) 223-0044

Tel: (22) 29.33.33 Telex: 427701

Tel: (31) 43.91.11 Telex: 911534
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www.americanradiohistory.com



