Steam’s building up behind
9 khz separations for AM radio
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Imagine the rewards
when you double up

n “Family Feud.”
With first-run episodes
in two access periods
every week!

This is the sensational
Richard Dawson-hosted
show that rose to the
Number One spot among
all syndicated series last
year in its first season.

Number One in households!
Women! Men! 18-49 women!
And 18-49 men!

Now in its second season,
“Family Feud” is on the ,
With an average

35% rating increase over

year-ago programming l aml
in 70 markets!
A 33% share increase in eu

69 markets!

A 49% increase among
18-49 women in 64 markets!

And comparable increases
in other key demos!

Why reap these rewards
once a week?

Now that you can get Viacom

them twice! :

Your Best Bet!
Source: ARB. 11/78, arid ARB Syndicated Program Analysis, 5/78. at the N ATPE
Audience estimates subject to quaiifications available on request.
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Add Microprocessor Memory

...a new production switching capability
for your 1600 Series swvitcher!

E-MEM—Effects Memory—from Grass Valley
Group lets you remember a complete news show
chroma key

with only one button!!

E-MEM can memorize, then recall, a bordered
wipe pattern
with just one button!!

And E-MEM puts an entirely new production
switcher technique at your command.....
EFFECTS DISSOLVE! With Effects Dissolve
you may...
Create new and original wipes. ..
Move patterns on the screen...
Zoom pictures to any point on the screen
with Digital Video Effects...

with just one finger!!

And there’s morel.. ask to view our
E-MEM demonstration tape!

E-MEM can be added to most 1600 Series
models, with
little or no modification needed!

THE GRASS VALLEY GROUP, INC.

P.0. BOX 1114 GRASS VALLEY CALIFORNIA 95945 USA - TEL: {916) 273-8421 TWX: 910-530-8280
A TEKTRONIX COMPANY
Grass Valley Group Field Offices: WEST; 4419 Van Nuys Blvd Ste 307, Sherman Oaks, CA §1403 (213) 950-6172+SOUTHEAST: 1644 Tullie Cir NE, Atlanta, GA 33028 (404)

321-4318- NORTH CENTRAL; 810 W Bristol St, Elkhart, IN 46514 (219) 264-0931+ NEW ENGLAND & MID ATLANTIC: Station Plaza East, Great Neck, NY 11021 (516)
487-1311+ SOUTHWEST: 2639 Walnut Hill Ln Ste 143, Dallas, TX 75229 (2714) 358-4229 - MIDWEST: 3685 N Lexington Ave Ste 374, Arden Hills, MN 55112 (612) 483-2594
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TheWeek in Brief

SPACE TALK [0 Momentum builds behind the move to
reduce AM spacing to 9 khz. NTIA petitions FCC to do just
that, PAGE 29. Van Deerlin backs daytimers. PAGE 30.

WHAT BETTERUSE O NTIA thinks low-power television
stations and translators can be put to work serving both
rural and urban populations; broadcasters can go for the
country service, but think interference problems would
make city operations impossible. PAGE 31.

AHEAD ON THEHILL OJ The 96th Congress could be the
busiest ever for broadcast-related matters, with both
sides reworking the Communications Act in some fashion
and the certain return from the dead of legislation for
performer royalties and a consumer protection agency.
PAGE 34.

WATERSHED (0 Some of the biggest names in
communications policy address a military group and
agree that this year is the big one for communications.
PAGE 34.

BMI'S OFFER O The music licensing organization urges
TV stations to sign a one-year extension while the court
battle goes on. But the all-industry committee reminds
them there is an alternative. PAGE 36.

SUGGESTIONS, PLEASE O The NTIA seeks comments on
how it should handle the $40 millicn annually that it is
authorized to distribute for public broadcasting.

PAGE 38.

MONEY MATTERS IN MAUI O Near the top of the NAB
board meeting agenda in Hawaii this week is the fiscal
1979 budget. PAGE 38.

KIBITZING O I[n the nine months since Nina Cornell took
over as head of the FCC's Office of Plans and Policy,
she's made a decided impression as she brings the
commission’s future to heel. PAGE 40.

ALMS O Noncommercial entities protest againstan FCC
proposal that could limit their fund-raising efforts.

PAGE 46.

TERRITORY EXPANDED [0 NBC's Segelstein adds
responsibilities for TV stations division in addition to radio
and research. PAGE 55.

TWO INAROW (] Fancy footwork in its scheduling

Broadcast Advertising. . .

Changing Hands. . ._.....
Broadecast Journallam. . o

Closed Circull. .
Dalebook.

Editorials. .............
Fales & Fortunes. . ......

Broadcast Technology. . .
Business Briefly., ..., ..
Cablecasting, ...........

Retailer roundup. TVB and local television broadcasters in
markets across the country gathered an estimated 28,000 store
executives last week and made a concerted pitch for their busi-
ness. In New Orleans, retail people assembled in the Super
Dome, where TV8's audio-visual presentation was projected on
the dome's 22-by-26-foot screens. PAGE 32.

enables CBS-TV to sashay to its second straight win in
prime-time ratings. PAGE 55.

A NEED FORPBS O Grossman tells a New Orleans
meeting that public television must have greater program
powers. PAGE 58.

DOWN THEROAD [0 The future of advertising regulation at
the FTC is uncertain as the commission, which says the
era of "big brother” is over, begins a period of
reorientation. PAGE 64.

GHOST OF UNESCO PAST O Speakers at a Washington
meeting say problems of |ast fall's meeting in Paris will
again haunt the U.S. at the WARC conference. PAGE 70.

TWO MORE O Pennsylvania and Connecticut are the
latest targets in the push to allow broadcasting into the
courts. PAGE 72.

CABLE ACCESS RULES O The latest Midwest Video fight,
against mandatoty channel requirements, is.argued in
the Supreme Court. PAGE 74.

NEW DIMENSION [0 The FCC restarts its inquiry machine
to study standards for FM quadraphonic broadcasting.
The |atest effort gets into effects of reduced channel
spacing. PAGE 75.

FOOT-SOLDIER LOBBYIST [0 Roy Elson has quietly and
effectively served broadcasters on the Washington front
since 1971. As NAB vice president, government relations,
he combines political savvy and a willingness to work
long, hard hours to attain his objectives. PAGE 97.

For the Record. .........
InCBmE, o il
Medla..........oo0i.

Monday Memo. ... .......
Open Mike. .............

Playllat. . ...l
Prroflle: o L ciaii e
Programing. ...cvnvvnmienas
Stock Index. .. ...........
Top of the Week.........
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CASHTOWN

NAME DERIVED FROM A REMARK
MADE TO TAVERN KEEPER WHO
DEMANDED CASH PAYMENT

WGAL-TV 0o M
is right on the money 1n CASHTOWN

Which is to say the Channel 8 station enjoys
enviable acceptance by the viewers in this thriving
Adams County community. And the same happy,
sales-responsive situation prevails in hundreds of
other Pennsylvania towns and cities in this pros-
perous 9-county DMA of 1,200,000 persons.
N The reasons: excellent programs and solid, con-

o READI ] sistent coverage which WGAL-TV provides every
4,_ MARRISBURG lEBANO‘N\\ B Wi | day throughout the year. In your media buying,
{ = contrast WGAL-TV depth and reach with the
partial coverage provided by other stations in the
N market. WGAL-TV is your obvious choice for
TS SU VR R S outstanding superiority in area-wide coverage and

e " Represented by N\ sales.
THE : Source: Nlelsen 1978 County Coverage Report

MEEIK“ER WGALTVH

LANCASTER-HARRISBURG-YORK-LEBANON, PA.
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Starting to hurt

With strike by performers in television
and radio commercials entering its fifth
week tomorrow (Jan. 16) and no end in
sight, agencies and advertisers are feeling
pinch. They won't talk about it, but some
have been producing TV spots at
commercial production houses that are not
signatories with American Federation of
Television and Radio Artists (live or tape)
or Screen Actors Guild (film) and are
using “‘real people’’ instead of
professional performers.

Unions claim to have signed more than
200 agencies and producers to interim
agreements, but these are small shops
unaffiliated with American Association of
Advertising Agencies and Association of
National Advertisers, negotiators for
industry. Larger commercial producers
have laid off craft workers, who are mostly
freelance, are suffering and hoping for
early settlement.

]
Soapbox

Sentiment appears to be building within
FCC stafY for-test of proposal to permit
broadcasters to adopt public-access plan as
substitute for fairness doctrine. U.S. Court
of Appeals in Washington told
commission it had not paid sufficient
attention to that idea, submitted by
Committee for Open Media, before
rejecting it in adopting its report on
fairness doctrine (BROADCASTING, Nov.
14, 1977).

R R, etk T e T e
Diplomatic missions

Federal Trade Commission is ‘““hoping’’ to
improve its intergovernment relations in
new year, according to FTC official, and
that includes visits to White House and to
Capitol Hill for Chairman Michael
Pertschuk. 1t’s understood chairman will -
meet with President Carter soon to outline
what agency is doing to foster competition
in industries it oversees. President is said
to be interested in FTC activities as part of
his announced anti-inflation offensive.

On Hill, Mr. Pertschuk is making
“‘courtesy visits”* (**Closed Circuit,” Dec.
4, 1978), in part to demonstrate
commission’s awareness of criticism
leveled at it last year.

il S e . S v
Writing off history

Hope is fading that way may be found to
make Television Bureau of Advertising’s
future estimates of spot TV billings,
compiled for TVB by Broadcast
Advertisers Reports, comparable with
those that have gone before. Trouble
turned up in 1978 third-quarter estimates,

Closed=Circuit®

Insider report: behind the scene, before the fact

which showed 7% growth while other
indicators put growth in 26%-28% range.
Problem was tracked to BBDO, which
supplies BAR's rate estimates and which
said that in third quarter it had hired new
buyers who were getting significantly
lower rates than in past (BROADCASTING,
Dec. 18, 1978). TVB and BAR are still
trying to find way out of dilemma.

They’re not saying that BBDO’s new
rates are not right—or nearer right than
earlier ones— but that unless they can find
solution, quarterly comparisons with
periods prior to July 1978 will be
meaningless.

]
Horse race

It’s neck and neck, with perhaps four
necks involved, for selection of this year’s
Distinguished Service Award winner by
National Association of Broadcasters
convention committee at meeting this
week in Maui, Hawaii. Originally billed as
two-man contest between Jack Harris,
KPRC Inc., Houston, and Stanley E.
Hubbard, Hubbard Stations, St. Paul-
Minneapolis, competition now includes
among front runners Richard Salant,
president, CBS News, and Donald A.
Thurston, Berkshire Broadcasting, North
Adams, Mass., NAB joint board
chairman.

Several convention commitiee
members last week expressed concern
about award becoming popularity contest
rather than recognition of distinguished
service. There was criticism of
‘*professional campaigning'® and also of
purported lack of ‘‘pure radio’’ candidates
among top runners, with result that batch
of iate nominations include radio-only
names—among them Joint Board
Chairman Thurston.

o Y W ey, T,

Social graces

Qutgoing FCC Commissioner Margita
White lunched one day last week with
fellow Republican Anne P Jones (at
former’s invitation). Miss Jones's
renomination to succeed Mrs. White is to
go to Senate today (Jan. 15). Mrs. White,
who has continued to serve since
expiration of her term last June 30, has
not disclosed her plans.

R e R T
EEO pay scales

Although thunder of broadcaster
opposition persuaded FCC to back off
from its intention 1o require broadcasters
in filing annual employment reports to
rank employes from highest to lowest paid
(BROADCASTING, Jan. 1), some licensees
are being required to file exactly that
information. For past four years,

Broadcasting Jan 15 1879
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broadcasters whose licences have been
renewed on condition they file periodic
equal employment opportunity reports,
have been asked, among other things, to
provide employe ranking by pay.

Latest requests for that information
went to 19 stations cited late last month for
failure to meet equal employment
opportunity processing standards (see
page 43).

e e A ]
New and used

Experiment is being tried at Radio
Advertising Bureau’s 18 sales clinics this
year: Each will have two concurrent
sessions based on experience levels, one
offering basic training (for salesmen with
less than two years experience) and other
advanced (two years and up). Despite
fears that enroilments might be lopsided,
registrations for first two —next week in
Orlando, Fla., and Atlanta—have divided
almost exactly 50-50, and same is true of
registrations thus far for subsequent three.

DS ok i o il e |
Famillar cast

It appears House Communications
Subcommittee will retain most members
active in communications debates past two
years—Martin Russo (D-1I1.), Timothy
Wirth (D-Colo), Marc Marks (R-Pa.),
Albert Gore (D-Tenn.) and Edward
Markey {D-Mass.). Henry Waxman (D-
Calif.), who claims to have most of votes
he needs to get elected chairman of Health
Subcommittee, is predicted to lose that
race, however, and return to
Communications. Barbara Mikulski (D-
Md.), one of Chairman Lionel Van
Deerlin’s (D-Calif.} favorites, is leaving,
as is W. Henson Moore (R-La.), it's
reported.

Eyes are on newly elected
Representative Mickey Leland (D-Tex.) to
become biack congressman that
Congressional Black Caucus sought to
place on subcommittee. Mr. Leland has
made Commerce his first committee
choice, Health his first subcommittee
choice, but he has reportedly told Black
Caucus leaders he is willing to serve on
Communications.

A S oty o G 1. i
For and against

National Association of Broadcasters and
National Radio Broadcasters Association
are headed in opposite directions on
proposal to reduce AM channel separation
to 9 khz (see page 29). NAB joint board is
scheduled to review its position at meeting
in Maui, Hawaii, this week, but is
expected to stick 1o its 1977 vote against 9
khz. NRBA board, meeting Jan. 26 in San
Diego, seems inclined to vote support of 9
khz.




Daring,Defiant, Brilliant,
Stubborn, Gallant,Glory-Hungry,
Cold,Compassionate,idolized,
Despised War-Lover, Wur-Hcter

Supreme Commander,

. bupreme Egotisf,
Husband, Father. MacArthur
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A collislon at sea.
41 men trapped in a
Nuciear Submarine
on an ocean jedge
1,450 fect benoath
the sea. Tho most
cxclting rescue
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...all it takes is a little Conlidence.
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“ROLLERCOASTER' is a suspense
| melodrama of the sort that
Allred Hitchcock does hest.”

~Vincont Canby, NEW YORK TIMES

Tl i e 1 ..u'-'vm-'w-m oun

Starring GEUHGE SEGAL
RIGHARD WIDMARK
TIMOTHY BOTTOMS
HARRY GUARDINO
SUSAN STRASBERG
and HENRY FONDA .
: HULLEHCUASTEH"
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Screengiay by RCHARD LEVINSON & WILLIAM L9X

Story oy SANFORD SHELDRé and RICHARD LEVRSOR & YALLIAK LK
Musie try LALD SCHFRS « Drected ty JAMES GOLDSTOME

Progtced by JENVINGS LAYG ¢ A LNVERSAL PICTURE

A TRUE
LOVE STORY...

For everyone who believes in happy endings
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with enough courage for ten lifetimes...and a man Wt o ] by

with enough love to carry them both. l o ProacET -3z K

The continuing true story of Jill Kinmont, a woman |

‘THE
OTHER SIDE
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MOUNTAIN'
PART

MARILYN HASSETT - TIMOTHY BOTTOMS
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BusinesszBriefly

Radio only

Burlington Northern O Twelve-week
radio campaign for transportation group
starts in late January in 16 markets
including Chicago, Denver and Seattle.
Agency: BBDO, Minneapolis. Target:
adults, 35-64,

John Paton O Three-month radio
campaign for Golden Blossom honey
begins this week in Boston and
Providence, R.l. Agency: Dilorio Wergeles,
New York. Target: women, 18-49.

Texas Commerce Bank O Twelve-week
radio campaign starts in February,
Agency: Ketchum, MacLeod & Grove,
Houston. Target: adults, 25-54,

Mrs. Paul’s O Ten-week radio campaign
for its various food products begins this
week in 30 markets including Atlanta,
Chicago, Houston and San Francisco.
Buyer is SFM Media, New York. Target:

women, 18-49.

Bekins Moving O Eight-week radio
campaign starts in late January in Six
markets including Atlanta, Miami and
Washington. Agency: Della Femina,

Travisano & Partners, Los Angeles. Target:

adults, 25-54.

Purolator O Eight-week radio campaign
for oil filters begins in February in 13
markets including Phoenix and San
Diego. Agency: Bozell & Jacobs, New
York. Target: men, 18-49.

Black Angus O Six-week radio
campaign begins in late January in 30
markets including Denver; Des Moines,
lowa; Phoenix and San Diego. Agency:
Skoglund Advertising, Seattle. Target:
men, 25-49,

W.R. Grace O Six-week radio campaign
for agricultural chemicals starts in late
January in 200 markets including Des

Moines, lowa; Indianapolis and Memphis.

Agency: Howard, Merrill & Boykin,

DELTA DASH GETS YOUR
SMALL PACKAGE THERE
IN A BIGHURRY.

Delta handles more over-the-
counter shipments of 50 Ibs. or
less than any other certificated
airline. And DASH (Delta Airlines
Special Handling) serves 86 U.S.
cities plus San Juan. Any package
up to 90 inches, width+length+
height, and up to 50 pounds is
acceptable. DASH packages accepted
at airport ticket counters up to 30
minutes before flight time, up to 60
minutes at cargo terminals.

Rate between any two of Delta’s
domestic cities is $30. {$25 between

Dallas/Ft Worth and Los Angeles
or San Diego or San Francisco).
Pick-up and delivery available at
extra charge. Call 800-638-7333, toll
free. (In Baltimore, call 269-6393).

You can also ship via DASH
between Delta cities in the U.S. and
Montreal, Nassau, Bermuda, Freeport
and London, England. For details,
call Delta’s cargo office. AIDELTA

The serkne run by prolessionals

DELTA IS READY WHEN YOU ARE *

s
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Rep appointments

O Wsesy-fM Columbus, Ohio;
Kuxt(am) Minneapolis and
WKND(aAM) Windsor (Hartford),
Conn.: R.A. Lazar & Co., Chicago.

O WomJiam) Marquette, Mich.: The
Robert's Associates, Chicago.

0O KeuG(am Springfield, Mo.; KDEX-
Aam-Fm Dexter, Mo, and WCLD-AM-
rM Cleveland, Miss.: Gert
Bunchez & Associates, St. Louis.

O Wvoram)-wTCQ{Fm) Vidalia, Ga.:
Jack Bolton Associates, Atlanta.

Raleigh, N.C. Target: men, 18-49.

Bryan Foods O Four-to-five-week radio
campaign begins this week for canned
meats manufacturer in 15 markets
including Memphis and New Orleans.
Agency: Cargill, Wilson & Acree, Atlanta.
Target: women, 25-49,

Funk Seeds O Four-week radio
campaign starts in late January in 40-50
markets. Agency: Bader, Rutter &
Associates, Milwaukee. Target: farmers.

High Tide O Three-week radio campaign
for swimwear begins in iate March in at
least three markets including New York.
Agency: Keye Donna Perlstein, Los
Angeles. Target: women, 18-24.

Alaska Crab Institute O Two-week
radio campaign starts in early February in
Miami, Jacksonvitle and Tampa, Fla.
Agency: Evans/Pacific, Seattle. Target:
adults, 25-54.

TV only

Fasweet (O Eight-month TV campaign for
sugar substitute starts this week in 14
markets during day and fringe time.
Agency: Eric Ericson, Nashville, Target:
women, 18 and over.

Security Pacitic O Twenty-six week TV
campaign for bank starts in early March in
at least seven markets during fringe and
prime time. Agency: Young & Rubicam,
Los Angeles. Target: total adults.

Saks Fifth Avevue 3 Four-month TV
campaign starts in late February in eight
markets in news, prime and prime access




PROFESSIONAL
SALESMANSHIP

MAKES THE
DIFFERENCE

KVi/FM
Seattle

NOW
REPRESENTED
NATIONALLY

by
N

Buckley Radio Sales, Inc.




BOX POPULI

In 1978, 3230 local people aired their opinions on our
television stations in Jacksonville, Miami, and Hartford. And in
the past seven months, 986 citizens from the Detroit area had their
say on WDIV, the newest Post-Newsweek Station.

We presented the views of community and neighborhood
leaders, local newsmakers, students in elementary school and
college, political advocates, consumer representatives, special
interest groups and just plain folks.

In addition to public affairs programs and religious shows,
people in our towns speak freely on regularly televised town meet- 8,
ings, one-minute public access spots, ascertainment specials like s 40 §
“Nobody Ever Asked Me” and in reply to station editorials. \

Each Post-Newsweek Station provides an open forum for the
community it serves.

The voice of the people could just be the most important
sound we broadcast.

WFSB-TV Hartford WDIV Detroit ‘WIXT Jacksonville WPLG Miami
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“Thereal disaster

iIs when your ENG camera
doesn't work.’

Talk with a broadecast TV
news cameraman and
that’s what he’ll tell
you. And that’s why

more TV news

teams use Tkegami
: ENG cameras than
t all others combined.
When you get only one
chance to cover a
news event, a de-
pendable Ikegami
is the one ENG camera
to use.

The reason: The prime
features built into Ikegami
ENG cameras are dependability and colorimetry.
Everything else is icing on the cake. And the Tke-
gami combination of dependability with rugged-
ness, light weight, image stability, and simplified
controls, is why all three networks used the Ikegami
HL-33 and HL-35 ENG cameras at the 1976 Demo-
cratic and Republican Conventions. And why they
were used at the 1976 Summer Olympics.

Now we have two cameras that are even better:
the Tkegami HL-77 and HL-37. In the HL-77 we've
done away with the 26%%-lb backpack and tucked its
functions inside the camera body —and still reduced
the HL-77’s weight (less lens, but with viewfinder)
toa poundlessthan the HL.-35 head alone, The HL-77
weighs in at 13% 1b. In the HL-37
we've split the package so the
head weight (without lens) is
even less, and the shoulder-
sling process pack comes to
6% 1b.

Both cameras use three 3%-
inch Plumbicon* pickup tubes,
and f/1.4 prismoptics. The view-
finder is 1'% inches. And every-
thing else that made the HL-33
and HL-35 the real winners at
the conventions is still there —
just smaller and lighter. e

Both the new HL-77 (the /ke) &

produce broadcast-quality cover-
age with good color, brightness,
stability, high sensitivity even in

low light, and reduced lag due

< ~to bias light. Both can

\ 3 feed video and audio
{ . to a local or remote
f T video tape recorder, orvia

L microwave transmitter re-
e ri. ey ceiver for remote pickup.
1 For microwave transmission from
our HL-33 and HL-35 ENG cam-
: " eras to a remote pickup point, we
| 03 . # offer the Tkegami PF71 portable
i | microwave relay system. This
m backpack unit transmits the video
j—= signal on the 13-GHz microwave
band ; audio and command signals on the 950-MHz
uhf band. Maximum range is about 1800 feet with
omni antenna, 3700 feet with 60-degree horn, two
miles with a 20-degree horn. '

For the sound portion of the program, the Ike-
gami PFM-091 wireless microphone system is used
to transmit program audio and receive inter-
com audio. It includes a compact transmitter
and receiver worn on the belt, a miniature il
condenser microphone, and a small head- //
set/whip antenna. ;

We've got the specs on all this de-
pendable portable equipment.
Just write for them, or ask for
a demonstration. And because
we have distributors in every
major area across the country,
you can get fast delivery and
service. If you want depend-
ability, you get it from
Ikegami. More people do.

lkegami
Ikegami Electronics (USA) Inec., 37 Brook Ave.,
Maywood, N.J. 07607 « (201) 368-9171

. and the HL-37 (the Mini-mate)
o
T




time. Agency: Western International
Media, New York. Target: men and
women, 18-48.

Gino’s O Four-month TV campaign
begins in late February in five markets
during prime, news and late fringe time.
Agency; Lewis & Gilman, Philadelphia.
Target: adults, 18-34.

Golden GrainO Twelve-week TV
campaign for Rice-A-Roni starts inearly
February in 55 markets during access
time. Agency: Vantage Advertising, San
Leandro, Calif. Target: total women.

Cosmetic Labs O Eleven-week TV
campaign starts this week in 20 markets
during daytime. Buyer: RNF Media, Los
Angeles. Target: total women.

Porsche-AudiD Six-to-ten-week TV
campaign starts in late January in 18
markets during fringe and sports time.
Agency: Doyle Dane Bernbach, New York.
Target: men, 25-49.

Wendy’s O Six-to-nine-week TV
campaign begins in late January for
restaurant chain in three Midwest markets
during prime and early fringe time.
Agency: Clinten E. Frank, Chicago.
Target: adults, 18-49.

PabstO Two-month TV campaign for
Pabst Extra Light beer starts this monthin
100 markets during fringe and prime
time. Agency: Kenyon & Eckhardt, New
York. Target: men, 25-54.

Delta Airlines O Eight-week TV
campaign begins this week in six markets
during fringe and prime time. Agency:
Burke, Dowling, Adams, Atlanta. Target:
adults, 35 and over.

Dad’s O Eight-week campaign for dog
food begins in late January in 12 markets
during all dayparts. Agency: Mendelson
Advertising, Buffalo, N.Y. Target: total
women.

Domsea Farms O Eight-week TV
campaign begins in late January for
frozen seafood in four markets durihg day
and news time. Agency: Modular
Communications, New York. Target: total
women,

If you can’t join ‘em, beat ‘em. Smokenders Inc., Phillipsburg, N.J, which has been offer-
ing a system (for pay) to break the cigarette smoking habit, has tumed to television and
radio to attract smokers to its seminars.

Ironically, it was a coalition of anticigarette groups that labored for years and finally per-
suaded Congress to ban cigarette advertising from television and radio, as of 197 1. For the
past five months Smokenders has been testing television and radio in combination with
newspapers to push its stop-smoking seminars in about 50 markets.

Rosenfeld, Sirowitz & Lawson, New York, which conceived the campaigns, is Now
evaluating results. Richard Dindorff, sernior vice president and management supervisor at
the agency, said last week that television appears to be a powerful medium, but one ques-
tion remains: Is TV cost:efficient? He said RS&L is appraising the campaign and expects
to have an answer by early or mid-February.

Columbia O Seven-week TV test for
shower enclosures begins in mid-
February in Northwest during day and
weekend time. Agency: Barritt, Larson,
Pack & Farnell, Encino, Calif. Target:
women, 25 and over.

E.l. duPont O Six-week TV campaign for
agricultural chemicals begins in mid-
February in 40 markets during news and
farm time. Agency: Rumrill-Hoyt,
Rochester, N.Y. Target: total men.

Paine Webber O Six-week TV campaign
begins this week for brokerage house in
20 markets during news and sports time.
Agency: Marschalk, New York. Target:
men, 35 and over.

Southern BellO Five-week TV
campaign begins tHis week in Florida,
Georgia, North and South Carolina during
day, fringe and prime time. Agency:
Tucker Wayne & Co,, Atlanta. Target:
adults, 18 and over.

Finance America0 One-month TV
campaign begins in late January in 20
markets during fringe and prime time.
Agency: Marschalk, New York. Target:
men, 25-49.

New York State O Four-week TV
campaign starts this week for state
department of commerce in nine markets
during prime, early and late fringe time.
Agency: Wells, Rich, Greene, New York.
Target: men and women, 25-54.

Jimmy Dean O Two- and three-week TV
campaigns start in February and March
for Jimmy Dean sausage in 30 markets

mon than a decade 0/ Conalruch'w Scruica
lo groatlcudlerd and l‘e /.?roaclcading jncludlry

HOWARD E. STARK

Media Brokers—Consultants

445 PARK AVENUE

- NEW YORK, N. Y. 10022

(212) 355-0405
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during day and fringe time. Agency:
Sumner & Berry, Dallas. Target: women,
25-34.

Rush-HamptonO Three-week TV
campaign for CA/S0 portable air purifier
begins in mid-March in 25 markets during
daytime. Agency: Singer & Webb, Buffalo,
N.Y. Target: women, 25-49.

Stanley Works O Two-week TV
campaign for Vemco division's garage-
door opener begins in early February in
18 markets during fringe and prime time.
Agency: Humphrey, Browning &
MacDougall, Boston. Target: men, 25-54.

Funk & Wagnalls O Two-week TV
campaign for encyclopedia begiris in
mid-January in five markets during day
and fringe time. Agency: Scali, McCabe,
Sloves, New York. Target: women, 18-49.

First Texas Pharmaceutical O Two-
week TV campaign starts this week. in 15
markets during day, early and nighttime
news. Agency: Admark Associates,
Dallas. Target: total adults.

Ship N’ Shore O Two-week TV campaign
for women's blouses and shirts begins in
mid-February in at least nine markets
during day and fringe time. Agency:.
AC&R, New York. Target: total women.

Atlantic Records O Two-week TV
campaign starts for record company in
late January in seven markets during
early and iate fringe time. Agency:
Corinthian Advertising, New York. Target:
total women.

General Foods O National TV roll-out
campaign for Oven Fry coating starts in
early March in prime time and daytime.
Agency: Grey Advertising, New York.
Target: women, 18 and over,

Radio-TV

Standard Brands Paint O Eight-week
radio and TV campaign starts in March in
eight TV markets and seven radio markets
including Dallas, Phoenix and Seattle.
Agency: Standard Brands Paint
Advertising. Target: adults, 18-49.

Midas O Roll-out TV and radio campaign
begins this week for Midas Muffler in
about 180 markets including Milwaukee
and New Orleans. Agency: Wells, Rich,
Greene, New York. Target: adults, 25-54.
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Mond

dayzMemo”’

A broadcast advertising commentary by William O'Shaughnessy, president, Hudson-Westchester Radio Inc.
With a rejoinder by Erwin Krasnow, senior vice president and general counsel, National Association of Broadcasters.

BROADCASTING departs frorh its customary “Monday Memo" policy and format this
week to present a mini-debaté on the question of whether broadcasters ought to accept
issue advertising. William O'Shaughnessy, president of Hudson-Westchester Radio Inc.
(WVOXIAMI-WRTNIFM} New Rochelle, N.Y.) and a member of the radio board of the
National Association of Broadcasters, argues the affirmative (beginning on this page).
Erwin Krasnow, senior vice president and general counsel of the National Association
of Broadcasters, argues the negative (on page 22). The positions taken here will be
discussed at even greater length in Hawaii this week at the annual winter meeting of the
NAB’s joint board, which will have the matter of issue advertising on its agenda.

An open-arms policy on issue advertising

Issue advertising—the proposition that
corporations or individuals should have
the opportunity to purchase air time to
espouse thoughts or views favorable to
their best interests—deserves some ad-
vocacy from the broadcasting industry. I'm
here to give it.

For too long now my fellow broadcasters
have been working both sides of the street
on free speech matters. Broadcasters wax
eloquent about the glories of the First
Amendment. And most of us are instantly
capable of a brilliant defense of the genius
of the free enterprise system. But some
among us hesitate to exténd those benefits
and protections to corporations {or in-
dividuals) trying to express and expose
ideas.

This is a complex matter and there is a
great deal of confusion about it. And I am
not & legal expert or a constitutional scho-
lar or a communications lawyer; I'm only a
community broadcaster. Many are sure |
am over my head in these murky waters.
Erwin Krasnow, the National Association
of Broadcasters’ highly regarded senior
vice president and general counsel, is a
good friend. But when he heard about my
misgivings and uneasiness concerning the
current policy of some broadcasters to
refuse issue-oriented ads, he observed that
“‘the BEM case [in which the Supremé
Court affirmed the broadcasters’ constitu-
tional right of refusal] was the one victory
we've won lately, and O’Shaughnessy
would have us overturn it!” (There was
another legal skirmish: the Red Lion deci-
sion, which said the First Amendment not
only guarantees freedom of sppech to
broadcasters, but also guarantees the right
of the public to hear diverse and con-
troversial issues.)

We all know Mobil's colorful and
brilliant public affairs chief, Herb
Schmertz. And we’re familiar with the ex-
quisite lengths to which Mobil and many
other utility and energy companies have to
g0 to present their views to the American
people. As a broadcaster and as a citizen,
I'm disturbed by this.

I’m also conceried when Bowery Sav-
ings Bank of New York, a selfless and in-
spired corporate citizen, put aside its com-

petitive instincts and tried to encGurage
and enhance a favorable outlook for its
beleaguered and much-maligned city [with
a spot cdmpaign selling the city, not its own
services] —only to have CBS find the com-
mercial ‘‘unacceptable’ because it’s ‘‘too
much editorializing.” When asked about
their refusal of the Bowery spot, a CBS at-
torney said simply ‘‘we consider this
basically a pocketbook issue ... in other
words we don't like to give free commer-
cials [for counteradvertising] to anybody.
We’re in the business of selling commer-
cials.”’

(CBS is not alone in its reluctarice to ac-
tivate countercommercials. To my knowl-
edge NBC was probably first in the field
with a firm policy against advocacy or issue
advertising. But somehow we expected
more from CBS, which has always been so
sensitive and usually leads the way to
enlightened, pro bono positions on most
of the great social as well as industry
issues.)

My radio colleagues are capable of the
same discrimination. In New York only
WMCA(AM), the last independehtly held
major station, and WQXR-AM-FM welcome
idea advertising. I admire and congratulate
Ellen Sulzberger Straus for wMCA's
enlightened policy, and the New York
Times-owned wQXR stations for theirs.
And on a much smaller scale, our own
WVOX(AM) in Westchester encourages and

O'Shaughnessy
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accepts issue-oriented ads.

A way has to be found to encourage
broadcasters to extend to other business-
men the same privileges they want for
themselves. If nothing else, we should be
consistent. On one hand NAB is writing
dazzling amicus briefs upholding the right
of utility companies to advertise. At the
same time many of the most powerful
broadcasters in the land deny access to cor-
porations for idea or issue-oriented ads.

It is a pocketbook issue. U.S. corpora-
tions are now spending between $200 mil-
lion and $500 miilion annually for corpor-
ate advertising. Many prestigjous national
accounts do not at present consider radio
and television in their media planning be-
cause of the refusal of many of the major
stations—and most of the network
0&0’s—to accept their corporate ads. If a
way can be found to save broadcasters
from having to provide countercommer-
cials, the industry will be eligible for mil-
lions in corporate advertising now directed
to magazines and newspapers.

It has been suggested that only those
with money. could set the agenda for
public debate and that the decibels of the
corporate voice could be raised loud
enough to out-shout political parties,
other institutions, and perhaps even the
press. So then who could afford this adver-
tising? Not only business, but also labor.
And indeed today many of the public in-
terest and consumer lobbies have very
substantial war chests. But in any case, the
American tradition has never been very
tolerant of those who use economic
bulldozers to get their way.

I don’t believe big is necessarily bad. To
those who worry that the size of Mobil’s
purse will overwhelm or subvert the in-
telligence of the American people, [ say we
should have faith in their ability to weigh
and evaluate and judge any advertiser’s
message. ,

In the long run, truth is best obtained
through uninhibited and unshackled
debate. It has long been an essential cor-
nerstone of our jurisprudence that, as
Justice Holmes put it: ** ... The ultimate
good desired is better reached by free trade
in ideas—that the best test of truth is,the
power of the thought to get itself accepted
in the competition of the market ... That
at any rate is the theory of our Constitu-
tion.”’

And it has always been a cardinal princi-
ple that this marketplace of ideas will func-
tion best if it is left unencumbered with
restraints bn expression.

In the Red Lion case, the United States
Supreme Court reiterated that: “It is the
purpose of the First Amendimerit to
preserve an uninhibited marketplace of
ideas in which truth can ultimately pre-
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vail”’ And again last April the Supreme
Court, in First National Bank of Boston v.
Bellotti, ruled that ‘‘free discussion of gov-
ernmental affairs is the type of speech in-
dispensable to decision making in a de-
mocracy’’ and, wrote one justice, ‘‘this is
no less true because the speech comes
from a corporation rather than an in-
dividual.”

And why not? Are not corporations ag-
gregates of individuals, just like Common
Cause or the AFL-CIO or the Teamsters,

whose First Amendment rights are quite
generally acknowledged?

[ certainly don’t want to lessen the
responsibility which each broadcaster has
to his community. [ don’t want anyone in-
terfering with the fiduciary relationship a
broadcaster has to the airwaves and to the
franchise he has been granted to use in the
public interest.

On this matter of issue advertising, [ am
not sure if we need a test case or just a lit-
tle courage. [ ]

The case for leaving discretion with the licensee

Issue advertising is not the issue —bread-
casters do carry advocacy ads. The issue is
whether licensees should be under a legal
compulsion to carry such ads. Despite Bill
O’Shaughnessy’s invocation of the First
Amendment, neither the First Amend-
ment nor any provision of the Com-
munications Act requires broadcasters to
carry paid advocacy ads.

Any FCC rule requiring licensees to ac-
cept paid ads would have a number of un-
desirable effects. Some examples:

O A government-mandated right of ac-
cess for corporations. would favor the
wealthy or those with access to wealth.

O Since the FCC would apply the fair-
ness doctrine {together with the require-
ment of free time under settled FCC
policy), broadcasters would be placed
under financial hardship. .

O The granting of a right of access to
corporations would disperse journalistic
responsibility among many advertisers
rather than leaving it with the licensee.

There is no blinking the fact that such a
rule would involve the government in ex-
ercising far greater control over broad-
casters.

Those are the very reasons cited by

Chief Justice Burger in the landmark
Supreme Court decision in Columbia
Broadcasting System Inc. v. Democratic
National Committee and Business Execu-
tives Move for Vietnam Peace v. FCC. The
court upheld FCC decisions that broad-
casters were not required to accept ads sub-
mitted by the DNC soliciting funds and
commenting on public issues or BEM ads
calling for an immediate end to the Viet-

Krasnow

nam war. ““For better or worse,” wrote
Justice Burger, ‘‘editing is what editors are
for and editing is selection and choice of
material. That editors—newspapers or
broadcast—can and do abuse this power is
beyond doubt, but that is no reason to
deny the discretion Congress provided.”’

The principle of deference to licensee
discretion in the handling of controversial
issues is an important one. There is now
pending before the FCC a proposal to es-
tablish a system of access as a substitute
for the fairness doctrine. NAB told the
FCC that access promises only illusory
benefits at unacceptable costs—it tramples
broadcasters’ First Amendment rights,
sacrifices the pubilic’s right to be informed
to a nonexistent right to be heard, ignores
the clear mandate of the Communications
Act and turns the fairness doctrine on its
head. We likened access programing to the
Gong Show without a gong.

Fred Friendly wrote a book with the pro-
vocative title, *“The Good Guys, the Bad
Guys and the First Amendment: Free
Speech vs. Fairness in Broadcasting.” As
to issue advertising, the ‘“‘bad guys’’ are
certainly not the broadcasters. By carrying
paid advocacy messages, the broadcaster
sets in motion the second-guessing of the
FCC as to his compliance with the fairness
doctrine. g

The real culprit, I submit, is the govern-
ment’s treatment of broadcasters as.sec-
ond-class citizens under the First Amend-
ment. Justice Douglas said it more

‘elegantly in his concurring statement in

the CBS case: ‘‘The fairness doctrine has
no place in our First Amendment regime.
It puts the head of the camel inside the
tent and enables administration after ad-
ministration to toy with TV or radio in
order to serve its sordid or its benevolent
ends.” ]

® indicales new or revised listing

]
This week

Jan. 14-19— National Association of Broadcasters
joint board meeting. Wailea Beach hotel, Maui, Hawaii.

Jan. 15—New deadline for comments on FCC inquiry
into children's television programing and advertising
practices to revisit voluntary compliance by television
broadcasters with guidelines in its Children's Televi-
sion Report and Policy Statement, adopted 1974.
(Docket 19142). Replies are due March 1.

Jan. 15— National Association of Broadcasters“legal
answers workshop,” with sessions on FCC rules affect-
ing commercial time Sales, logging, sponsor 1D, hypo-
ing, fraudulent billing and EEQ. The llikai hotel.
Honoluly.

Jan. 15— Joint seminar on women's TV-radio owner-
ship, sponscred by National Association of Broad-
casgters and American Women in Radio and Televi-
sion. NAB headquarters, Washington.

Jan. 15-28—Revised date for Federal Trade Com-

mission hearing on children's advertising. Former date

Datebookz®

was Nov. 6. San Francisco.

Jan. 18 —Regional meeting of ABC-TV affiliates. In-
ternational hotel, New Orleans.

Jan. 168-18—Cable Trlevision Administration and
Marketing Society annual operations seminag, "Manag-
ing the Modern Cable Business Office." with sessions
on advanced data handling systems, reCruiting, train-
ing and motivation. St. Francis hotel, San Francisce.
Questions on program content of conference, limited
to 200 registrants, may be addressed to Sheldon Satin.
Sheldon Satin Assaciates, 342 Madison Avenue, New
York, N.Y. 10017, telephone (212) 986-1300, or Trygve
Myhren, American Television & Communications
Corp, 20 Inverness Place East, Englewood, Colo.
80112, telephone (303) 773-3411.

Jan. 17— International Radio and Television Society
newsmaker luncheon. Speaker will be Henry Geller,
National Telecommunications and Information Admin-
istration. Waldorf Astoria, New York.

Jan. 17-19—First US/Alrican Telecommunications
Conference, sponsored by the Electronics Industries
Association's communications division. FCC Chief
Engineer Raymond E. Spence will be keynote speaker.
Nairobi, Kenya.
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Jan, 1B—Regional meeting of ABC-TV affiliates.
Plaza hotel, New York.

Jan. 18-19— Florida Cable Television Association
midwinter conference. Plantation Inn at Crystal River,
Florida Gulf Coast.

Jan. 18-20—Alabama Broadcasters Association
winter conference. Downtowner Motor Inn, Montgom-
ery, Ala.

Jan. 19—0Open board meeting of National Public
Radio board of directors. Mayo hotel, Tulsa, Okla.

8 Jan. 19—Luncheon of Pacific Pioneer Broad-
casters o present Carbon Mike Award to playwright
Arch Oboler. Sportsmen's Lodge, Studio City, Calit.

Jan. 21-23—Convention of NBC Radio affiliates.
Royal Orleans hotel, New Orleans.

Jan. 21-24 — National Religious Broadcasters 36th
annuai convention. Washington Hilton.

LhiE i3 & =]
Also in January

Jan. 22— Deadline for comments in FCC inquiry into
the encouragement of parttime operation of broadcast
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facilities by minority entrepreneurs under time broker-
ing arrangements {Dockel 78-355). Replies are due
Feb. 23.

Jan. 22-24 — Arbitron television advisory council
meeting. Camelback nn, Scotisdale, Ariz.

Jan. 23— Radio Advertising Bureau/Sterling In-
stitute radio sales clinic. Marriott Inn. Qrlando, Fia.

Jan. 23-25—South Carolina Broadcasters Associ-
ation winter convention. Carolina Inn, Columbia, S.C.

Jan. 24— Ohio A tation of Broad s license
renewal workshop. Fawcett Center, Columbus, Ohio.

Jan. 24—South Dakota Broadcasters Association
legislative luncheon. Elks Club, Pierre, S.D.

Jan, 28 — New Jersey Broadcasters Association mid-
winter managers conference. Woodlawn, Eagleton In-
stitute of Politics, Rutgers, The State University of New
Jersey, Brunswick.

Jan. 25—Deadline for nominations for Sigma Delta
Chi Distinguished Service Awards. Of the 16 catego-
ries, there will be three in radio and three in television:
reporting, public service in jourhalism and editorializ-
ing. Sigma Delta Chi Awards in Journalism, 35 West
Wacker Orive, suite 3108, Chicago 60601.

Jan. 25— Radio Advertising Bureau/Sterling In-
stitute radio sales clinic. Marriotl, Atlanta.

Jan. 28-27 — Radio Television News Directors Asso-
ciation board meeting. Caesar's Palace, Las Vegas.

Jan. 26-27 —Advertising law conference, sponsored
by University of Alabama, District 7 of American Ad-
vertising Federation and Atlanta Advertising Club.
Peachtree Plaza, Atlanta.

Jan. 27 —Deadline for entries in 11th annual Rabert
E Kennedy Journalism Awards for outstanding
coverage of the problems of the disadvantaged. Pro-
fessional categories will be radio, television, print and
photcjournalism. Cash prizes of $1,000 will be
awarded the best in each category. with an additional
$2.000 grand prize for the most outstanding of the
category winners. Entries from student print, broad-

.. . most experienced broadcasting

consultant Company in the U.S.

Staffed with professionals, who have
had years of front-line, working experi-
ence in all areas of broadcasting, televi-
sion, news, programming, prontotion
and research.

We have clients in all the top 10 mar-
kets, as well as clients in the bottom 50,

Perhaps we can help you. Give us a call.

M&ETFP

MCHUGH AND HOFFMAN, INC.
Communications Consultants
3970 Chain Bridge Road
Fairfax, Virginia 22030

(703) 691-0700

cast and photoioumalists will be judged separately
with a three-month journalism internship in Washing-
ton to be awarded. Information: Ruth Dramstadter ex-
ecutive director. 1035 30th Streef, N.W. Washington
20007; (202) 338-7444.

Jan. 27 —Fifth annual media-law conference. spon-
sored by WTVJ{TV) Miami, Miami Herald and Florida
Bar. Omni international hotel, Miami.

Jan. 27 — FCCs new deadline for comments in inqu-
iry to consider broadening program definitions to in-
clude "communily service” program category {Docket
BC 78-355}. Replies are now due Feb, 28,

Jan. 30— Radio Advertising Bureau/Sterling In-
stitute radio sales clinic. Hyatt House, Seattle.

® Jan. 30—TV meeting of Texas Association of
Broadcasters. Fairmont hotel, Dallas.

Jan, 30-Feb, 1—Radio-Television Institute of
Georgia Association of Broadcasters and University of
Georgia. Speakers will include outgoing FCC Com-
missioner Margita White, NBC commentator David
Brinkley and Jane Pauley. Today hostess. Georgia
Center for Continuing Education, Athens.

Jan, 31 —New deadline for reply comments in FCC
rulemaking concerning network representation of
television stations in national spot sales. Previous
deadline was Dec. 22.

Jan. 31 —Deadline for entries in National Press Pho-
tographers Association’ competition for TV news pho-
tographer of year and for TV news photography station
of year. Information: Sheila Keyes, NPPA, 23918 Via
Copeta, Valencia, Calif. 91355; (805) 259-1136.

Jan. 31— Radio Advertising Bureau/Sterling In-
stitute radio sales clinic. Airport Hilton, San Francisco.

]
February

Feb, 1 —Deadiine for comments in FCC inquiry to in-
vestigate ways to help consumers choose, install and
operate their lelevision sets 1o get best reception
{Docket 78-307). Replies are due March 1.

8 Feb. T —New deadline for comments in FCCinqu-
iry into future fee program (parts C and D). Previous
deadline was Jan. 8. (Docket 78-316).

Feb. 1 — Radio Advertising Bureau/Sterling Institute
radio sales clinic. Holiday Inn, Los Angeles.

Feb. 2—Deadline for entries in Charles Stewart Mott
Awards competition for best education reporting in
broadcast and print media. Information: Education
Writers Association, PO. Box 2B1, Woodstown, N.J.
08098,

Feb, 2-3— University of California at Los Angeles
communications law symposium on “The Foreseeable
Future of Television Networks!” Speakers will include
FCC Chairman Charles D. Ferris; Henry Geller, assis-
tant secretary of Commerce for Communications and
Information; Donald McGannon, president of
Westinghouse Broadcasting Co.; Ed Bleier. vice presi-
dent, Warner Communications; Erwin Krasnow, senior
vice president and general counsel. National Associ-
ation of Broadcasters; Bruce Owen, economist, Duke
University; Richard Block. broadcast consultant;
Robert Hadl. MCA Inc; Judge David Bazelon. U.S.
Court of Appeals, and Nina Cornell. chief. FCC Office
of Plans and Policy. Los Angeles.

Feb. 2-3 —Society of Motion Picture and Television
Engineers 13th annual television conference. St. Fran-
¢is hotel, San Francisco.

Feb. 2-3—Annuai seminar of Northwest Broadcast
News Association. Charles Osgood, CBS. will be
keynote speaker at banquet. Sheraton-Ritz hotel, Min-
neapolis.

Feb. 2-4 — Florida Association of Broadcasters mid-
winter conference. Holiday Inn hotel and convention
center, Tampa airport.

Faeb. 2-4 — Retail Advertising Conference. Among
participants will be Roger Rice, Television Bureau of
Advertising; Don G'Brien, Jordan Marsh New England:
Bob Gordon. Louisville Productions; Miles David,
Radio Advertising Buredu, and Jack Trout, Ries Cap-
piello Colwell. Drake hotel, Chicago. Information: RAC,
130 East Randolph, Chicago 60601,

Jan. 14-19— National Association of Broad-
casters joint board meeting. Wailea Beach hotel,
Maui, Hawaii.

Jan 21-24 —National Religious Broadcasters
36th annual convention. Washington Hilton.

Feb. 4-T — Association of Independent Television
Stations annual convention. Shoreham hotel,
Washington.

March 9-14 — National Association of Television
Program Executives conference. MGM Grand
hotel, Las Vegds Future conferences:.Feb. 15-20.
1980, Hilton, San Francisco; Feb. 13-18, 1981,
New Orleans.

March 25-28— Natioral Association of Broad-
casters annual convention. Dallas. Future conven-
tions: New Orleans, March 30-April 2, 1980: Las
Vegas, April 12-15, 1981.

April 20-286— MIP-TV’s 15th annual interna-
tional marketplace for producers and distributors
of TV programing. Cannes, France.

May 16-19—American Association of Advertis-
ing Agencies annual meeting. Greenbrier. White
Sulphur Springs, W. Va.

May 20-23— National Cable Television Associ-
ation annual convenlion. Las Vegas. Future con-
ventions: Dallas, April 13-16, 1980; 1981 site to
be selected: Washington, May 25-28, 1982.

May 27 -June 1 — Montreux International Televi-
sion Symposium and Technical Exhibit. Montreux,
Switzerland.

June 5-8—American Womer in Radic and
Television 28th annual convention, Atlanta Hilton.

June 6-8— Broadcast Promotion Association
24th annual seminar. Nashville. Future seminars:
June 1980, Montreal; June 1981, New York; June

Wigjloruiiestings

1982, San Francisco; June 1983, New Orleans.

Juné 7-9— Associated Press Broadcasters con-
vention. New Orleans Hilton. New Orleans.

June 9-13—American Advertising Federation
annual convention. Hyatt Regency hotel, Washing-
ton.

Sept. 6-8— Radio Television News Directors As-
sociation international conference. Caesar’s
Palace, Las Vegas. 1980 conference will be Dec.
3-5 at Diplomat hotel, Hollywood-by-the-Sea. Fla.:
1981 conference will be Sept 10-12 at Marriott,
New QOrleans.

Sept. 9-12— National Assaciation of Broad-
casters radic programing conference. Stouffer's
Riverfront Tower, St. Louis.

Sept. 16-19— Broadcasting Financial Manage-
ment Association 19th annual conference.’
Waldorf-Astoria, New York. 1980 convention will
be Sept. 14-17 al Town and Country hotel, San
Diego.

Sept. 24 —Start of World Administrative Radio
Conference for U.S. and 152 other member nations
of International Telecommunications Unrion.
Geneva.

Oct. 7-10— National Radio Broadcasters Associ-
atior annual convention. Washington Hiiton hotel,
Washington. Future conventions: Oct. 5-8, 1980,
Bonaventure hotel. Los Angeles; Sept. 20-23.
1981, Marriott hotel, Chicago.

Nov. t1.15— National Association of Education-
al Broadeasters 55th annual convention. Conrad
Hilton, Chicago.

Nov. 12-14— Television Bureau of Advertising
annual meeting. Omni hotel, Atlanta, Future meet-
Ings: Nov. 10-12, 1980, Hilton hotel, Las Vegas;
Nov. 16-18, 1981, Hyatt Regency, New Orleans.
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" ON SUPER BOWL SUNDAY, BUDWEISER, BUICK,,
GOODYEAR TIRE, STP AND FORD CREDIT WILL BE
A BIG PART OF THE FOOTBALL PICTURE.

THE CBS RADIO FOOTBALL PICTURE!

For advertisers, a football buy on the CBS Radio  Detectors. Pepto-Bismol. |.C. Penney. Qantel

Network is a savvy investment. It generates Computers.

high interest at low cost. Now think about the 1979-80 season. When
Audiences are excited about the quality of we'll again broadcast 26 regular season NFL

our coverage. Sponsors are frank to say itis games (including 16 on Monday nights) and all

simply “unbecatable.” 10 post-season contests including Super Bowl XIV.

No wonder our advertiser roster for football It could be your smartest end-of-season play
this year has included such other leading com-  to get into our Fall football picture right away.
panies as these: Arrow Shirts, Bayer Aspirin, Please call Jim Joyella, Vice President, General
Chantilly, Contac, Gulf Oil. IBM. K Mart Smoke  Sales Manager (212) 975-3571.

CBS RADIO NETWORK)ii(
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Clearing the air

EDITOR: Your report on the FCC’s pro-
posed limit for U.S. clear-channel broad-
casting touched a sensitive personal nerve.
Thanks to that incredible ‘“‘somewhere-
over-the-road-truckers-are-listening”’
theory, you noted how 830 khz wnyc—
perhaps the best all-around radio station in
the New York market—has been forced to
‘‘operate at night on a temporary basis
since 1943.”

Thirty-six years of second-rate broad-
casting citizenship have been pressed
down on this prestigious radio station,
thanks to a long succession of FCC com-
missioners completely cowed by the CBS
affiliate in Minneapolis, 830 khz wcco—
the trucker-lover.

The only thing that kept the governrhent
from complétely shutting down wNYC at
night was three-and-a-half decades of
valid outcty from classical music lovers in
the biggest radio market in the United
States, )

What a shabby way our broadcdsting
system tredted WNYC, a dedicated licehsee,
a station that can boast more radio and
television talent, production, techinical
and executive ‘“‘alumni” (myself in-
cluded) than any other in the Unlted
States.

Thank God WNYC’s 36-year “ordeal at
sunset” will soon be over.— Lincolh Dia-
mant, President, Spots Alive Inc,, New
York.

Thinking small

EDITOR: 1t’s often said that large radio and
TV stations are making lots of money and
thus can easily comply with a new rule or
regulation proposed by the FCC.

This may be so, but what about the little
guy, the station owner with four or five
full-time employes, trying to serve his
community with available resources.
When I owned KTCH-AM-FM Wayne, Neb.,
I managed the station, doing all the FCC
reports, the payroll, the constant govern-
ment forms, plus a majority of the selling,
the news gathering, the public affairs pro-
grams and some engineering. And it
wasn:t just me that worked hard; the bill-
ing clerk did the logs, plus a variety of
other jobs; the salesman doubled as sports
announcer. The three announcers did
their best to help gather news in my ab-
sence, plus all joined in during emergen-
cies.

I short, we all worked hard to insure a
good product, with any profits going to up-
date the equipment, add a second net-
wofk, a weather wire, another wire service.

We little guys just ask that we be
remembered when a new rule or regula-

tion is proposed or enacted. We don’t have
a bank of attorneys, secretaries, etc., to do
the work. Think of us, for there are more
little guys than big guys serving the
listeners of this country.— Theodore S.
Storck, Morris, Minn.

Incomplete picture

EDITOR: It’s time for the FCC to bring its
radio revenue -figures (BROADCASTING,
Dec. 11, 1978) up to date.

The independent FM data, which once
had. negligible importance, is now critical
in many markets. But unless there are
three FM’s in a market, they aren’t listed.

Example: Many tharkets with three or
more AM or AM-FM stations have one or
two independent FM’s. Only the first
group will be reported, even though the
FM’s may be very strong, with significant
billings and growth. But the FM informa-
tion is buried, because to release it would
give a clue to exact billings.

1 believe all radid billings in each market
should be reported AM and FM, begin-
ning with those for 1978. Today, it is im-
possible to get complete information on
any market from published FCC data. The
FCC currently gives no breakdown of in-
dependent FM rkvenues by local, na-
tional, network and barter. If all radio bill-
ings were combined, these problems
would be solved.

Certainly the FCC’s radio computer pro-
gram can be revised in time to handle the
1978 radio data properly.— Maurie
Webster, president The Webster Group,
New York.

Eliratal?

List of clear channel stations in Jan. 1
issue (page 34) included WGN(AM)
Chicago twice—on 720 khz and 770
khz. Former is correct. WABC(AaM) New
York is dominant station on 770 khz, on
which Kos(am) Albuquerque is Class II-A

station.
u]

in year-end retrospective’s section on
cable (Jan. 1, page 81), weN.Tv Chicago
was said to be offered to cable systems
via satellite by Southern Satellite
Systems. Since Nov. 9, 1978, waN-Tv has
been offered by United Video Inc.

o
Macomb Broadcasters Ce. applied
for new FM on 103.1 mhz for Macomb,
Ill., not Guifport, Miss., as reported in “For
the Record” (Jan. 1, page 76).

=]
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A new wave
is coming.

From - GOLD KEY ENTERTAINMENT.

S 7iae NEW 'YORK HOLLYWOOD TORONTO TOKYO

See us at INTV, NATPE and MIP-TV



The St. Louis Symphony Orchestra played its first inter-
national concert September 6, 1978 in Athens, Greece
and KTVI covered this historic event. A special prime-
time program was presented by KTVI so all of

St. Louis could share in this musical journey.

KTVlo

Another service to the community ST.LOUIS, MO.
NEWHOUSE BROADCASTING CORP.
KTVI WAPI-AM-FM-TV WSYE-TV WSYR-AM-FM-TV WTPA-TV-FM

5t. Louis Birmingham Elmira Syracuse Harrisburg
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NTIA weight
thrown behind
9 khz spacing

Geller outfit goes to FCC with
petition to reduce separation

of AM channels, but if it ever
happens, it will be after a long,
complicated and costly process

A reduction in AM channel spacings from
10 khz to 9 khz, a bright hope of the na-
tion’s daytimers hungering for the full-
time outlets that would be made possible
by that change, no longer seems fanciful.
The National Telecommunications and In-
formation Administration, the executive-
branch spokesman on such matters, last
week petitioned the FCC to initiate a pro-
posed rulemaking aimed at achieving the 1
khz reduction.

The goal remains at the end of a long
road on which obstacles can be seen. One
is the necessity of persuading other na-
tions in the Western Hemisphere to adopt
the same standard. Another is overcoming
the existing U.S. position that it would be
more advantageous to the countries of this
hemisphere to retain the 10 khz spacing.
But NTIA’s petition provides the kind of
thrust bound to benefit the campaign of
the Daytime Broadcasters Association,
which filed its own request for a reduction
to 9 khz spacing last month (BROADCAST-
ING, Dec. 18, 1978).

It invokes not only the ambitions of
many of the more than 2,000 daytimers
for full-time outlets and the nighttime
service needs that would be met. But in
talking of the ‘‘several hundred”® new sta-
tions that could be accommodated on 12 to
14 new channels it says the reduction
would create, NTIA cites the programing
diversity that would become aviilable—
“‘including that provided by minority
ownership.”’

Whalt's more, the petition says that the 9
khz spacing in Region I1—the Western
Hemisphere—would make AM broadcast-
ing compatible with that of Regions I
{Western Europe and Africa) and III (the
Pacific), which switched from 10 to 9 khz
spacing two months ago. The practical
effect, NTIA said, would be that the
possibility of heterodyne interference
(whistles¥ resulting from incompatible
spacings would be avoided.

There are other plusses, as seen by
NTIA. The plethora of new stations, with
the presumed increase in diversity of ser-
vice, ‘“‘could be accompanied by a
‘deregulation’ of AM radio> in the sense
that the ‘“ ‘public trustee’ concept could be
either eliminated by the Congress or its
burdens alleviated by the commission.”

NTIA is not specific on the number of
new stations its plan would make possible;
it refers only to “several hundred,” and
does not say all would be full-time. The
DBA, in its similar proposal, predicted
2,325 new full-time stations could be es-
tablished, but its plan is based on the ex-
pectation_that all but about 100 would go
to daytimers already on the air.

The plan is highly controversial. It
would require a retuning of all AM direc-
tional antennas, and that could be a costly
process. And some FCC engineers point

Breoadcasting-Nanis

out that, while more stations would be cre-
ated, the coverage areas of many stations
wouid be reduced somewhat—a fact that
could lead to the loss of service in what are
now fringe areas. “‘It would be a trade-off
of more service for urban areas for loss of
service in some rural areas,” one engineer
said. What's more, the National Associ-
ation of Broadcasters two years ago went
on record as opposed to 9 khz spacing. The
NAB board will consider the matter anew
at its meeting in Maui, Hawaii, this week.

In any case, the question of whether to
reduce the spicing is not for the U.S.
alone, because of interference problems
that could be created. And that concur-
rence might not be easy to get. The U.S.,
last fall, at the Special Preparatory Meeting
for the World Administrative Radio Con-
ference to be held next fall, submitted a
paper favoring retention of the 10 khz
channeling in the Western Hemisphere,
and it was incorporated in the SPM report
with the strong backing of Canada and
Brazil.

The Canadians last week did not seem
ready to change their mind about the value
of 10 khz spacing. Edward Prevost, chair-
man of the Canadian Association of
Broadcasters, said there was no chance
““whatsoever’’ Canadian broadcasters
would support 9 khz. The CAB’s chief
consultant, Sandy Day, noted that most
Canadian AM stations “‘are highly direc-
tionalized,” and making the modifications
that a reduction in channeling would re-
quire, he added, could be *‘costly.”’

NTIA officials are not discouraged.
They say ‘‘some countries” in South
America are pressing for the change, and
they believe the whistling interference
caused by an incompatibility of the AM
spacings in countries of the Western

Amplifying DBA's AM ambition. The Daytime Broadcasters Asso-
ciation has been among the early advocates of altering the AM band
in this country to acCommodate 9 khz $pacing. The daytimers' plan,
which was informally submitted to the FCC in December, would
create full-time allocations for the approximately 2,250 daytime-only

stations plus about 100 new stations (BRCADCASTING, Dec. 18, 1978).

The DBA proposal would create 14 new full-time class 1V channe's
in a slightly expanded AM band—530 khz to 1610 khz. (AM is cur-
rently between 535 khz and 1605 khz)) Ray Livesay (wLBH[AM) Mat-
toon, liL}, chaiiman of the DBA, estimates that 2,352 new full-lime fa-
cilities could be created under his plan. Since almost 2,250 of those
would be expected to go to daytimers already on the air, the net in-
crease in new stalions would be considerably less than the 700 the
FCC figures could be accommodated under the plan it proposes to
introduce at this year's World Administrative Radio Conference in
Geneva. (BroaocasTing, Dec. 11, 1978). (That plan envisions 14 new
channels but in two new bands—1615-1800 khz, which would be
shared belween broadcasting and other services, and another at
1800-1860 khz solely for broadcast.)

The accompanying chart, prepared by DBA, points out that no sta-
tion would be required to move more than 4 khz along the band. More
than half of all the present full-time AM stations would be required to
move 2 or 3 khz. About one-fifth would move 1 khz, and just under
13% would not move at all. (For example 454 stations—20.75% of all
the full-time stations on the air—on 24 channels would be réquired
to move 1 khz) According to DBA, the total given in the chart in-
cludes stations in Alaska, Hawaii and Puerto Rico as well as those in
the continental U.S.

Fulltime AM stations (% of total) Distance moved AM channels in-

voived
289 {12.89%) no change 11
454 (20.75%) 1 khz 24
588 (27.33%) 2 khz 24
579 (26.46%) 3 khz 24
275 {12.57%) 4 khz 24
Total 2,188 107
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Van Deerlin sides with the daytimers

Hemisphere and the rest of the world
might help persuade Region II to adopt the
9 khz standard.

NTIA’s petition is another manifesta-
tion of a determination on the part of the
nation’s telecommunications policy
makers to increase the number of radio
services. There are already 4,500 AM and
4,200 FM outlets on the air. But with AM
spectrum space in short supply, particu-
larly in urban areas, the demand for sta-
tions remains high.

The FCC has initiated a rulemaking
aimed at adding more than 100 stations on
clear and adjacent channels. And the U.S.
intends to propose at the World Adminis-
trative Radio Conference beginning in
Geneva in September that the AM band
be expanded above 1615 khz to accommo-
date as many as 700 new stations (BROAD-
CASTING, Dec. 11, 1978).

The issue could be resolved within the
next couple of years. The Inter American
Telecommunication Conference (CITEL)
of the Organizationn of American States is
looking ahead to a series of {wo regional

International Telecommunication Unijon .

conferences over the next two years Lo
consider engineerihg and other criteria to
provide ‘‘the most effective use of the
spectrum by the freatest number of sta-
tions within each country”’ And a proposal
to narrow the AM spacing to 9 khz could
be acted on at those meelings, according to
an FCC engineer familiar with CITEL.

NTIA, in its petition, said an early start
on the 9 khz rulemaking *‘would build a
public record that might be useful as a
basis for a United States proposal in a
regional conference or for a United States
position in response to a 9 khz proposal
advanced by another country’”

Communications Subcommittee chief
calls FCC proposal for more AM’s
disappointing, supports Findley's
advocacy of cutting down clears,
decreasing AM separation by 1 khz

House Communications Subcommittee
Chairman Lionel Van Deerlin (D-Calif.)
says he is ‘‘deeply disappointed™ with the
FCC’s proposals for increasing the num-
ber of full-time radio stations and plans to
do something to answer the daytimers’
pieas in the next draft of the Communica-
tions Act rewrite.

In a letter to Representative Paul
Findley (R-IIl.)}, a leading advocate in
Congress for the Daytime Broadcasters
Association stance, Mr. Van Deerlin at-
tacked the FCC proposals as lacking com-
mitment to expanding full-time radio ser-
vice. He indicated he leans toward pro-
posals endorsed by Mr. Findley for creat-
ing more space for full-time radio stations
(1) by consolidating current clear channel
stations on fewer channels and (2) by
decreasing the space between AM chan-
nels from 10 khz to 9 khz.

The first draft of the Communications
Act rewrite addressed the daytimer issue
only so far as to require that the commis-
sion allocate frequency space in a way that
would insure that every community in the
country receives “‘maximum full-time”
radio and TV service. In a separate inter-
view last week, the subcommittee chair-
man said he intends to be more specific in
the second drafit. He would not elaborate,
however. .

Mr. Van Deerlin wrote Mr. Findley that

the commission’s AM clear channel pro-
ceeding, which would create 125 additional
full-time radio stations, **does not begin to
meet the pressing need’’ for more outlsts
for minority broadcasters and to find fu.ll‘
time space for daytimers. ““The commis-
sion’s proposal,” he said, ‘‘seems to
reflect a lack of commitment to these
goals”’ He continued, ‘‘Practicaily speak-
ing, the commission has simply decided to
maintain the status quo while giving the
appearance of taking bold action.”’

He noted the commission’s proposal for
the World Administrative Radio Con-
ference, aii expansion of the AM band
that it says would make room for about
700 new AM stations, but called it inade-
guate to answer the needs of the more
than 2,000 current daytimers.

Mr. Van Deerlin told Mr. Findley “‘in
my view, your third proposal would serve
our nation’s needs of clear channel and
local service.”” That proposal, whicH has
been urged by the Daytime Broadcasters
Association, is to consolidate the stations
now occupying the 25 clear channels on 12
channels, and reailocate the resulting 13 as
Class IV full-time channels. The new
space would be more than enough to hoid
all the stations currently operaling as
daytimers, Mr. Findley said.

Mr. Van Deeriin concluded that ““I . .
will not be satisfied until the commission
finda a way to allow all, or the vast ma-
jority, of these [daytime] stations o pro-
vide fulllime service to the millibns of
Americans who depend upon them daily
for local news, weather, emergency reports
and entertainment.”’

InZBrief

U.S. Court of Appeals in Washington has denied FCC’s petition for
rehearing by full nine-judge court in WESH case. But in unusual ac-
tion, three-judge panel that heard case issued order amending original
opinion and supplemental opinion that may ease concerns prompling
petition for rehearing. Three-judge panel, which had reversed commis-
sion decision renewing license of wesk-Tv Daytona Beach, Fla. and
denying competing application of Central Florida Enterprises, said in
two filings that commission is free to accord weight to incumbent
for “meritorious” record but that commission, in its original decision,
did not make clear that was its rationale. Place for new rationale in this
case is on remand, panel said. Court also said that commission, through
rulemaking or adjudication, could accord weight to noncomparative
values, such as “industry stability.” Panel's actions have given com-
mission some "flexibility” commission lawyer said.
=]

General Electric Co. and Cox Broadcasting Corp. have put minimum
$76.5-million price tag on eight broadcast properties they intend
to spin off as part of their $488-million merger agreement (BROADCASTING,
Jan. 8). Stations to be put on block include: GE's wraattv) Schnectady,
N.Y. ($22.5 million), xFoc-F San Francisco ($S3 million), wWSix-AM.FM
Nashville (83.5 million} and Cox’s wwi0-Tv Daylon, Ohio (340 million),
wsoC-am-FM Charlotte, N.C. ($2.5 million) and wse-Fu Atlanta (S5 million).
According to Norman P Blake, GE's manager of business development,
quoted prices represented “minimum price considerations,” and he "an-
ticipated the prices would be higher” (FCC multiple-ownership rules
also would require’ sale of either Atlanta's wsslam) or co-owned wSB-Tv)
Mr. Blake said that wnGe(Tv) Nashville (GE) and wsstam) (Cox) have "not
been offeréd for sale yet" but are being considered.

American Express Co. offered about $830 million for s'lock of
McGraw-Hill Inc, last week. Bid, $34 per share, was said 18 be op-
posed by publishing company, however. Before announcement McGraw-
Hili's stock was trading at $24; after at $33. Amexco owns no stations.
MCGraw-Hill group includes kmGH-Tv Denver, wrTv(Tv) Indianapolis,
«kGTV(TV) San Diego and kero-Tv Bakersfield, Calit.

0
National Radio Broadcasters Association President James Gabbert
says "word of caution’ is necessary to broadcasters led by National
Association of Broadcasters, who are trying to win elimination of such
radio regulations as formal ascertainment at FCC. In speech to Utah
Broadcasters Association Friday, Mr, Gabbert said only real answer lo
radio's prayers is total deregulation of radio, including granting of
license in perpetuity. And only Congress can do that, he said.

o .
FCC will have new office— Office of Science and Technology —and
new person to fill it, effective May 1. New chief scientist is Stephen J.
Lukasik, 47, now chief scientist for Rand Corp. and former director of
Defense Department's Advanced Research Projects Agency. New office
will replace Office of Chief Engineer, whose incumbent, Raymond
Spence, will retire May 1,

o .
Broadcasting establishment appears to be lining up in support of pro-
posal for proceeding looking to establishment of percentage
guidelines for local and informational programing that would justify
renewal of license, provided broadcaster’s re¢ord contains no serious
derelictions. Newspaper-Broadcaster Committee, which includes 19
licensees, and Storer Broadcasting Co. were among those filing com-
ments last week supporling proposal for rulemaking offered by National
Telecommunications and Information Administration. National Associ-
ation of Broadcasters is understood to feel proposal has merit, but will
not file comments because of impact on wesk case.
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Translators and
low-power TV’s:
how can they be
put to better use?

NTIA, for one, thinks they're
just right for serving both
urban and rural areas;
broadcasters generally think
they’re fine for the country
but don't belong in the city

The National Telecommunications and In-
formation Adminisiration has endorsed
the concept of using low-power television
stations and translators as means of *‘pro-
viding services 10 segments of the popula-
tion not yet served by broadcasting.”’ Such
stations, NT1A added, *‘can provide new,
specialized services ideally suited to
minorilies and other smaller markets.”
The NTIA position paper, wrillen by
Henry Geller, the assistant secretary for
communications and information in the
Department of Commerce, was submitled
to the FCC last week as a comment in the
commission’s inquiry into the role of the
low-power TV services in the nation’s
telecommunications system. Other com-
ments filed last week came from diverse
sources, including the networks, public
broadcaslers, cabie television interests and
local educational institutions. (Also
among those filing was Blonder-Tongue
Laboratories, a manufacturer of signal en-
coder-decoders, which proposed that
“*scrambled"’ translator signals, for a fee,
should be made available in rural and

other areas with low populalion densities
(see story, page 75.)

In a cover letler accompanying the
NTIA comments, Mr. Geller told FCC
Chairman Charles Ferris thal low-power
stations could be used principaily to serve
the nation’s rural population and
minorities living in either urban or rural
areas.

Whereas broadcasters generally sup-
poried translators for rural areas, ihey
were much less enthusiastic—citing poten-
lial interference problems—with the idea
of low-power stations for urban popula-
tions.

NTIA proposed thal low-power urban
slations could “‘offer a specialized service
that is not afforded by regular siations in
the community”” NTIA also differed from
broadcasters in its endorsement of pro-
gram origination for both urban and rural
stations.

And NTIA requesied that the FCC *‘ex-
ploit the potential of satellite technology as
an effective means of delivering
specialized programs lo urban low-power
stations and ... network and inde-
pendent services to rural low-power sta-
tions where not locally available thyough
regular broadcast slations’”” The agency
suggesied that urban stations be assigned
channels not assigned lo communilies
under the commission’s present table of
allocations. Rural stations, NTIA said,
**should be permitled lo operate on
assigned channels (or unassigned chan-
nels if desired) to enable upgrading to
regular stations.”

Spanish International Network, a broad-
caster that had already expressed ils in-
terest in salellite-fed (ranslators in urban
areas, said the low-power service should

be ‘‘permitted to originate limited
amounts of news and public affairs pro-
graming and o carry sufficient local adver-
lising 1o help defray cosis of such origina-
tions. Both the conventional and the ex-
panded translator service would be oper-
aled in an environment of maximum
feasible deregulation, much like cable
television.

*‘We are confident that implementation
of these proposals will facilitate the avail-
ability of basic television services 10 un-
served or underserved seclors of the pop-
ulation, principally the substantial
minority groups which do not presently re-
ceive adequate lelevision service in many
communities,” SIN said.

But “‘pertinently,” said the Association
of Maximum Service Telecasters, ‘‘the
minimum power requirement for regular
television stations is 100 walts, so that the
opportunity for low-power stations has ex-
isted since 1952, when the table of assign-
ments was adopted. That there are vir-
tually no low-power stations 26 years later
is strong evidence of their impracticality”’

Those sentiments were echoed by the
National Translalor Association as well as
the National Association of Broadcasters.
N AB called translators ““the most efficient
and effective means of providing a true
diversity of quality programing lo all
viewers. In contrast, low-power stations
appear Lo offer little hope of providing any
sort of atlractive program service and
could be expected 10 do so only al public
interest costs far in excess of the over-all
public benefit of such service.”

The translator group stressed that the
commission should be *‘creative and flexi-
ble” in the formulation of new translator
rules and should “*avoid the adoption and

Sixteen present and past members of the Nalional Associalion of Broad-
casters joint board are standing for election—to 13 radio board posi-
tions, six TV board seats. Following is list (* denotes incumbents, “* indi-
cates past board members seeking return): (RaDi0] District 1: Enzo
DeDominicis, wrca(am-wrcH(FM) New Britain, Conn.; *Arnold Lemer,
wLLH(AM)-wsSHIFM) Lowell, Mass. District 3: Rhody Bosley, wiITH-AM-FM
Baltimore; *Jerry Lee, wovriFM) Philadelphia. District 5: **Clyde Price,
wACT-aM-FM Tuscaloosa, Ala.; William Stakelin, wHoo-am-Fv Qrlando, Fla.
District 7: Charles Murdock, wiwiam Cincinnati: Robert Pricer, wCLT-AM-
rm Newark, Ohio. District 9: Edward Jacker, wcrwiam) Chicago; *Charles
Wright, weys-am-Fm Canton, . District 11: Perry Galvin, knuj-am-£m New
Ulm, Minn.; Lois Jean Lange, kbLa(am)-KDvLIFM) DeviF's Lake, N.D.: *John
Lemme, KLTF{am) Little Falls, Minn. District 13: *Stanley McKenzie, xweo-
AM-FM Seguin, Tex.; Dick Oppenheimer, kixiam Austin, Tex. District 15:
Harry Barker, komsam) Redding, Calif; Oliver Hayden, xTiM-am-FM San
Rafael.- Calif.; District 17: Don Bennett, kREw-am-FM Sunnyside, Calif;
*Ted Smith, kuma-am-FM Pendleton, Ore. Class A market: George Duncan,
wNEW-aM-FM New York; **Len Hensel, wsM-am-Fm Nashville. Class B mar-
ket: Bruce Johnson, kxLr(am) Little Rock, Ark.; *Daniel Kops, wavz(am)-
wrclFM) New Haven, Conn. Class C market: **Dick Painter, KYSM-AM-FM
Mankato, Minn.; “*Philip Spencer, wcss-am-Fm Amsterdam, N.Y. Class D
market: **Edward Allen Jr, wooriam) Sturgeon Bay, Wis.; "Edward Fritts,
wNLA-AM-FM Indianola, Miss. (TELEVISIoN] *Leslie Arries Jr, wive-Tv Buffalo;
Eugene Bonhi, waHe-Tv High Point, N.C.; William Brazzil, Woemetco En-
terprises, Miami; **Kathryn Broman, Springfield Television, Springfield,
Mass.; Reid Chapman, Corinthian Broadcasting, Ft. Wayne, Ind.; Don
Curran, Field Communications, San Francisco; Jerry Holley, Stauffer
Communications, Topeka, Kan.. Michael McCormick, wTms-Tv Mil-
waukee; Michael McKinnon, Texas Telecasting, Corpus Christi, Tex.;
**Daniel Pecaro, Wan Continental Broadcasting, Chicago: Gert Schmidt,
Harte-Hanks TV Group, Jacksonville, Fla.; Paul Wischmeyer, Chronicle
Broadcasting, $an Francisco.

Annual spring rites: TV networks’ affiliates conventions will be heid,
as almost always in recent years, at Century-Plaza hotel in Los Angeles
in May, starting with ABC May 7-11, followed by NBC May 13-15 and
CB8S May 20-23.

a

FCC’s Office of Executive Director estimates that 1,000th TV station
will go on air in February 1980, according to "mathematical analy-
sis" of station starts and application disposals from June 1974 through
December 1978. As of Jan. 1, FCC says, 988 stations were on air; 68
others have been granted construction permits but are not yet broad-
casting.

0
Long anticipated autobiography by William S. Paley, board chair-
man of CBS Inc, is finished and due for publication—by Doubleday,
competitor of CBS's Holl, Rinehart and Winston—in next few months. Ti-
tle is "As It Happened.”

0
John Evan Bremner, 32, former political consultant to multinational
corporalions, more recently director of political research for Govern-
ment Research Corp., Washington, named NBC vice president and
assistant to Chairman Jane C. Pfeiffer. Mrs. Pfeiffer said he will
serve as her “general adviser on NBC's relationship to the rapidly
changing external environment in all its aspecls” and as her representa-
tive in project manager capacity in variety of areas including Washing-
ton matters, general administration and business planning.

0
FCC Chairman Charles D. Ferris will address National Association of
Black Lawyers at George Washington Universily, Washington, tomorrow

(Jan. 16).
0

Word reached BROAGCASTING last week of death Nov. 10, 1978, of
Sheldon B. Hickox Jr., 61, retired NBC direclor of stalion relations.
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implementation of rigid regulations which
prevent innovative application.”

ABC Inc. said that it “*believes that the
time has come for the commission 1o
adopt new translator licensing policies
which afford translators the opportunity to
offer for free the same distant signals that
cable systems furnish for a subscriber
fee.!’ Bul, the network said, ‘‘translators
should remain primarily a rebroadcast ser-
vice and not become a new class of sta-
tions.”

NBC and CBS said they could not sup-
port low-power stations. ‘*It is a technical

certainty,”’ said NBC, “‘that low-power sta-
tions dropped inlo urban areas would
cause substantial interference.”

The Corporation for Public Broadcast-
ing, however, supported the notion of low-
power stations. It suggested *‘that the best
method of providing local program ser-
vices lo previously unserved areas is
through the use of low-cost mini-televi-
sion services and micro-lelevision ...”" In
addition, *‘low-power television stations in
urban areas could play an important role in
increasing the diversity of ownership of
broadcast facilities.”

TVB’S MULTI-MARKET WONDER S
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TV is coast-to-coast host to retailers

Stations, along with Television
Bureau of Advertising, make
concerted pitch for new business
in 140 markets, more to come

In an organizational wonder, 275 TV sta-
tions put aside their local rivalries and got
together to show the Television Bureau of
Advertising’s new sales presentation 1o
local retailers in some 125 markets last
Wednesday — virlually simultaneously.
**More broadcasiers are meeting with
more retailers'today than at any other time

New York

in history,”” TVB President Roger D. Rice
told the breakfast gathering of approxi-
mately 160 retail representatives in New
York. Although final counts were yet 10
come, TVB estimated that, altogether,
some 28,000 retailers saw the presenta-
tions Wednesday. Similar showings are
scheduled by some 60 stations in 25 or so
other markets in the next few weeks.
The showings were essentially local
affairs, although orchestrated by TVB.
The centerpiece in each case was **Televi-
sion: Your Compeltitive Medium,” a pre-

sentation designed to play up the advan-
tages of lelevision over newspapers for
basically newspaper-oriented retailers.

TVB, which produced the presentation
and previewed il for its members al Lheir
annual meeting last fall (BROADCASTING.
Nov. 20, 1978), furnished a tape of il lo
each local group of member stations and
also supplied advice and assistance where
needed in planning the meetings.

Upon request, TVB also supplied people
to serve as hosts at the local sessions—un-
til the supply ran out. Aside from Presi-
dent Rice in New York, 15 TVB execu-
lives presided over as many sessions from
Boston to San Francisco, from Albany,
N.Y., to Birmingham, Ala.

TVB Vice Chairman Norman E. Cash
was in Washington (where on-air promos
on all five TVB member stalions brought
in a capacity attendance of 300 people
and lefl the event oversubscribed by 600).
George Huntinglon, executive vice presi-
dent for operations, was in Boston, and
Robert Lefko, executive vice president for
sales, was in Houston (where he helped
drum up interest as a guest on talk shows
on KTRK-Tv and KRIvITvl). Senior Vice
President Harvey Spiegel was in Bir-
mingham, Ala. Other far-flung hosts in-
clude Vice Presidents*® Dick Severance,
Robert Fairbanks, Arthur Trudeau Jr,
Richard O’Donnell, Will Dougherty,
Thomas McGoldrick, Chuck Hanson and
Dave Michels.

Mr. Rice in New York and many other
hosts localized their presentalions by
dropping in statistics comparing the reach
and growth of local TV with those of local
newspapers. Some groups Ltook other ap-
proaches. In Beaumont-Port Arthur, Tex.,
the stations inseried some 15 testimonials
from their clients for the benefit of the ap-
proximately 40 retail guests on hand.

The presentations themselves received a
testimonial of another sort. Ed Libov As-
sociales, which bills itself as *‘America’s
foremost retail and co-op broadcast adver-
tising agency,’ took a full-page ad in
Women’s Wear Daily 10 congratulate TVB
and President Roger Rice ‘‘on the occa-
sion of [this] historic event.”

The presentation, 24 minutes in length,
features Bess Myerson and Leslie Nielsen
and stresses TV's advantages over news-
papers in effectiveness, reach, impact and
cost. It was writlen and produced by TVB
Executive Vice President Huntinglon,
with Sherman Wildman of CBS and Paul

Detroit




Bures of KTRK-Tv Houston as script ad-
visers. Production was at Jefferson Pro-
ductions, Charlotte, N.C. Walter Vetter of
TVB was director and Mike Mastrangelo
of Mastrangelo Inc., New York, was in
charge of music and sound mix.

And what did it all cost? Best estimates
are that the cosis thus far are approaching
$250,000. Cost 1o the stations lor all those
sessions last Wednesday is believed lo be
about $180,000. TVB’s cost of producing
the presentation was probably about
$55,000, and travel expenses for TVB ex-
ecutives on the road to serve as local hosts
or otherwise assist the local groups came
to an estimated $12,000.

Among the faces at TVB’s coast-to-coast
extravaganza {(clockwise from picture at top
right; all | to r) ® Atlanta—TVB's Willard
Dougherty; Howard Kaufman, wxa-tv; Don
Heald, wse-1v; Don Lachowski; wicGtv); Paul
Raymon, waGa-Tv, and Herman Ramsey, wanX-Tv
B Dalias—Ron Bergamo, wraa.Tv; Mike Win-
terhalter, Dallas Federal Savings & Loan Asso-
ciation; Brenda Roberts, Bloom advertising
agency; TVB's Chuck Hanson ® Phoenix—Don
Pauly, keHo-Tv; John Funck, Diamond's depart-
ment store; Chris Corr, kTar-Tv, and TVB’'s Bob
Fairbanks @ New Orleans—Susan Kirby, Verne
Kirby advertising agency; Joanne Hilton, wvue-
Tv, and Kathleen Edwards of Verne Kirby ® San
Francisco—Alice Cason, Emporium depart-
ment store; Don Olvarado, kpixity); Jerry Ec-
cher and Pat Wright, Emporium; Marcia
Kornblith, Fay Landau and Richard Boje of
Capwell's department store; Nancy Loewen-
berg, ktvu(tv); Ron Jesus, kpix, and Fran Link of
KBHK-Tv B Detroit—Sue Sprunk, Hudson's
department store; TVB's Dick O'Dennell; Judy
Schaffer, Jacobson's specialty department
store, and Stanley Siwula, Crowley's depart-
ment store ® New York—TVB's Roger Rice
and Ed Libov of Ed Libov Associates Inc.

San Francisco

TOP OF THE WEEK
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New Congress
convenes with
more-than-usual
number of matters
for broadcasting

industry will be carefully
following action in many

areas including second

version of rewrite, performer
royalty and consumer protection
bills and investigation into
chlldren’s television

The 96th Congress convenes today (Mon-
day) for what broadcast representlatives in
Washington are predicting will be the
busiest two years in memory. That much is
pretty well assured by the omnibus com-
munications bills under way in both
houses—House Communications Sub-
committee Chairman Lionel Van
Deerlin’s (D-Calif.) Communications Act
rewrite, Senate Communications Subcom-
mittee Chariman Ernest Hollings’s (D-
$.C.) Communications Act renovation,
and Senate subcommittee member Har-
rison Schmitt’s (R-N.M.) rewrite of the
act.

But the broadcasters also expect to see
the return of several perennial measures,
such as the performer royally bill that
would require broadcasters and other users
of recorded music to pay additional
copyright royalties to record performers
and manufacturers. The National Associ-
ation of Broadcasters government relations
department, reporting to the NAB joint
board at its meeting in Maui, Hawaii, this
week, says Lo expecl action in both Houses
on performer royalties.

Other measures expected are designed
to: establish a consumer protection agency
Lo represent consumer interests in agency
proceedings such as those at the FCC; au-
thorize reimbursement of attorney fees to
citizen groups participating in agency pro-
ceedings; make it easier for labor unions
to organize employes, including those at
broadcasting stations. And Senator Holl-
ings has announced a wide-ranging in-
vestigation into children’s television pro-
graming and advertising.

How far these bills travel, the major
ones included, in the 96th Congress may
depend on factors having little to do
directly with broadcasting. One Washing-
ton lobbyist said the shape of the nation’s
economy will be the main factor; il it’s
bad, Congress’s attention to broadcasting
issues will be diverted, which could cripple
a major measure such as the Communica-
tions Act rewrite. Another broadcast rep-
resentative observed that Congress tradi-
tionally has held off enacting communica-
tions measures until ‘“‘push came to
shove.” But, he added, the rewrite and
renovation projects may generate enough
pushing and shoving to get action.

It will be weeks yet before the Com-

munications Act measures are introduced.
The first order of business is getting orga-
nized, having the subcommitiee chairmen
reaffirmed and subcommittee member-
ships settled. That process could consume
the next two weeks or more. Representa-
tive Van Deerlin now says it will be mid-
February or later before his bill is ready. A
Hollings spokesman said the subcommit-
tee staff is testing ideas on paper, but is not
to the stage yet of having a clean draft.
Past pronouncements of the senator indi-
cate that the bill will: contain a license fee
for broadcasters, with fees lower than
those in the schedule proposed by the staff
of the House subcommittee last year; pro-
vide for a broadcast license term longer
than the current three years; retain the
fairness doctrine and equal time provi-
sions; provide for federal regulation of ca-
ble but with relaxed signal carriage rules.

In the meantime, however, broadcasters
are keeping an eye on all the issues, which
as one observer pointed out, touch on vir-
tually every controversy that’s been raised
in recent years. The NAB staff feels that
there has been an ‘‘escalation’’ in attempts
by all three branches of government to
control broadcasting programing, advertis-
ing and employment policies. *‘It may be
dangerous,” said Senior Vice Presidents
Donald Zeifang and Erwin Krasnow, *‘to
downplay any one of the 100-odd topics
[in their report to the joint board] since a
loss in one area potentially has a domino-
like effect.”

Another Washington representative,
concentrating on Congress alone, said,
“It’s all there ... Everything is subsumed
under the rewrile and renovation ... In
the past it would have been enough o
keep lobbyists busy for 10 years.”

The policy makers
agree: 1979 will

be a big one in
telecommunications

Shooshan, Geller, Cornell,
Robinson concur on that thesis,
if not on particulars of how

the year ought to turn out

For several hundred members of the
Armed Forces Communications and
Electronics Association attending a “*vital
issues’™ symposium al the State Depart-
ment in Washington last week, 1979 was
pictured as a year in which fundamental
changes in lelecommunications policy will
be debaled, and possibly made.

Harry M. (Chip) Shooshan, chief
counsel of the House Communications
Subcommittee, and Henry Geller, head of
the Commerce Department’s Nalional
Telecommunications and Information Ad-
ministration, spoke of the need for an
overhaul of the speclrum management
system.

And Nina Cornell, chief of the FCC’s
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Office of Telecommunications Policy (also
see page 40), expressed her view of the
advanlages of competition over govern-
ment regulation as a means of promoting
the public inlerest in telecommunications
mallers.

The symposium also heard from Glen
0. Robinson, head of the U.S. delegation
1o the World Administrative Radioc Con-
ference, in Geneva next fall, that will set a
pattern for telecommunicalions develop-
menl that is expected to remain in force
for 20 years. Unlike the other speakers, his
hopes are for incremental rather than radi-
-cal change.

Bolth Messrs. Shooshan and Geller
spoke of the proposed Communications
Act rewrile as an engine of necessary
change in spectrum management mallers.
Mr. Shooshan cited UHF as an example of
bad spectrum planning.

““We've allocaled a large chunk of
spectrum to UHE but in many areas, UHF
television is not viable,” he said. And
there is competition for UHF space—from
land mobile, he noted.

*‘We have no rational basis for making
decisions on the basis of needs,” he said.
“Problems come when we deal with
spectrum allocations in a political sense.
Whoever gets to the FCC or Capitol Hill
with clout and the votes gels what he
wanls,” he added.

For Mr. Geller, that means the proposal
1o incorporate authority over management
of both the government and nongovern-
ment sides of the spectrum in the hands of
a new execulive depariment agency, one
that would supplant the still brand-new
NTIA. The present system, under which
NTIA and predecessor agencies have ad-
ministered the government side of the
spectrum, while the FCC has administered
the nongovernment side, has worked, but
al a cosl in efficiency, he said.

**There should be common data avail-
able to the government ... with one per-
son allocaling the speclrum 1o everyone,”

he said. . .
Dr. Cornell, who said she was speaking

for herself, not the commission, noted
that the agency is passing through a period
of self-examination regarding compeltition
and regulation and that one goal is to let
the marketplace, where possible, deter-
mine cosl, price, quantily, quality and
diversity of lelecommunications services.

The commission, she said, is reviewing
rules to see which might be eliminated. *'
hope the commission regulates only where,
compelilion is not possible.”

Mr. Robinson said a guiding principle of
U.S. policy at WARC will be in maintain-
ing “‘the essential structure of the Interna-
tional Telecommunication Union and its
regulations.”” The U.S. does seek ‘‘incre-
mental changes lailored Lo evolving lech-
nology.’ he said. But it is skeptical of
claims being made by some, principally in
the Third World, that “IT{ must be
revoiulionized and its regulations
drastically overhauled in the name of
some abstract, undefined ‘New World In-
formation Order’** (BROADCASTING, Jan.

1)




Alex Haley's

THE NEXT GENERATIONS

A David L. Wolper Production

THE 14-HOUR CONTINUATION OF THE BIGGEST EVENT
IN TELEVISION HISTORY HAS BEEN PRE-SOLD TO...

WABC-TV New York WFSB-TV Hartford
KABC-TV Los Angeles KMBC-TV Kansas City
WLS-TV  Chicago WUTV Buffalo
WPHL-TV Philadelphia KSL-TV Salt Lake City
KGO-TV  San Francisco WYAH-TV Norfolk
WXYZ-TV Detroit WJXT Jacksonville
WDVM-TV Washington WROC-TV Rochester (N.Y.)
WJKW-TV Cleveland WLUK-TV Green Bay
KPLR-TV St. Louis WKYT-TV Lexington

WPLG Miami WPTA Fort Wayne
WXIA-TV Atlanta WSMW-TV Worcester
KIRO-TV Seattle-Tacoma KRDO-TV Colorado Springs-
WBAL-TV Baltimore Pueblo

KBTV Denver KOLO-TV Reno

Plus the one-hour special THE PHENOMENON OF ROOTS

Warner Bros. Television Distribution A Warner Communications Company



License extension
urged by BMI

While music clearance firm
offers TV stations another

year on contracts during pending
antitrust suit, all-Industry

group tells broadcasters they
don’t necessarily have to

Broadcast Music Inc. has offered televi-
sion stations a one-year extension of their
BMI1 licenses in view of the pending anti-
trust suit brought by broadcasters against
BMI and the American Society of Com-
posers, Authors and Publishers (BROAD-
CASTING, Dec. 4, 1978). The All-Industry
Television Station Music License Commit-
tee, whose leaders brought the antitrust
suit, has responded by telling the stations
they don’t need to take the BMI exten-
sions—at least not yet.

BMI said it thought the committee had
acted precipitately in filing the suit. Many
of the suit’s claims, BMI said, seem to be
the same as claims involved in the CBS
suit for per-use music licenses, won by
CBS but currently up for review by the
U.S. Supreme Court. Arguments before
the Supreme Court are scheduled today
(Jan. 15). ““We are confident,”” BMI Presi-
dent Edward M. Cramer said in his letter
to the stations, “‘that [the decision favor-
ing CBS] will be reversed and BMI’s posi-
tion upheld.”

“Frankly,” Mr. Cramer wrote, ““we do
not wish to terminate your present license
agreement while the Supreme Court
deliberates, and we are, therefore, pre-
pared to formally extend it for one year
[from Dec. 31, 1978, when the last exten-
sion expired], if you wish. Incidentally,
while we have agreed with counsel for the
plaintiffs not to cancel any nonextended
licenses at this time, that agreement can be
terminated if they fail to get a preliminary
injunction and may, under any circums-
tance, be terminated by us on 30 days’
notice after May 31, 1979.. >

A one-year extension, Mr. Cramer said,
would be better for the stations than
‘“‘temporary extensions of uncertain dura-
tion,”’ because it would *‘provide a much
greater measure of certainty regarding
your license’’ and also “*allow you to avoid
any increase in license fee rates in 1979.°

Moreover, he said, if any TV station gets
better license terms than those being ex-
tended, *‘then you, too, would be given
the benefit of those terms.”

Leslie G. Arries Ir. of wiva-Tv Buffalo,
N.Y.,, chairman of the all-industry com-
mittee, meanwhile told stations that
“before acting on [BMUI’s] offer, you
should consider an alternative temporary
mechanism available to you arising out of
the [antitrust] litigation.”” Under that alter-
native, he said, stations may automatically
obtain extensions simply by continuing to
pay royalties at the existing license rates.
‘““Moreover,” he said, ‘*by so acting, each

station will have 20% of its royalty pay-
ments held in escrow, with the possibility
(although with no assurance) that some or
all of those royalties might be returned to
the station at some future date.”

Currently pending in the lawsuit is the
stations’ bid for a preliminary injunction:
BMI and ASCAP are scheduled to file
their answers by Jan. 22 and the station
plaintiffs are to reply by Feb. 5, after which
the court—the U.S. Southern District
Court in New York--will hear arguments
and rule on the preliminary injunction.

““The automatic license extension and
escrow provisions,” Mr. Arries wrote,
‘‘may not be abrogated prior to May 31,
1979, except by order of the court; after
that date they may be canceled on 30 days’
notice. All stations are automatically
covered by this interim arrangement ex-
cept those which have chosen or choose to
enter into individual extensions of their
licenses with ASCAP and/or BMI.”

Both Mr. Cramer and Mr. Arries noted
that the Justice Department had filed a
brief urging the Supreme Court to reverse
the lower court’s decision upholding
CBS’s bid for per-use licenses.

Mr. Cramer said: ‘“‘You should also
know that the Department of Justice re-
cently filed a brief which, in effect, em-
phasized the benefits of blanket licensing
to both the composer and the music user
and asked that the lower court decision be
reversed.”

Mr. Arries noted that the all-industry
committee had filed a brief urging the
Supreme Court to uphold the lower
court’s decision. He added: ““The Depart-

ment of Justice has filed a brief urging
reversal, suggesting that the legality of
blanket licenses be tested under a ‘rule of
reason’ rather than a per se approach.
While the Department of Justice has not
expressed an opinion .as to what the out-
come of such an analysis would be, it has
stated that ‘blanket licensing may raise
serious antitrust problems.’ In any event,
the issue of licensing at the source for pre-
recorded programs [which is sought in the
stations’ antitrust suit] is not directly
before the Supreme Court.”

Wasilewski prods

In speech to California
broadcasters, NAB president
wants to know why, since members
of Congress and FCC think radio
should be deregulated, there

isn't more action to that end

National Association of Broadcasters
President Vincent T. Wasilewski last week
tried to turn up the heat under the FCC’s
radic deregulation activities, renewing his
plea for action “‘right now.”

In a speech to the California Broad-
casters Association in Palm Springs Tues-
day, the NAB president reviewed pro-
deregulation remarks by House and
Senate Communications Subcommittee
Chairmen Lionel Van Deerlin (D-Calif.)
and Ernest Hollings (D-S.C.) and by FCC
Commissioner Abbott Washburn, and
asked, “‘If they expect us to believe what
they say, why hasn’t the radio industry

The day draws nigh. The steering committee for a broadcasters

rally” against over-

regulation met in Washington last Monday, laying plans for the Feb. 28 gathering they hope
will draw as many as 500 broadcasters. The schedule so far calls for a 7:30 a.m. breakfast
to kick off the rally, morning broadcaster meetings with their representatives in Congress
and a closing luncheon with FCC members and staff present to listen to selected broad-
casters’ stories of regulatory irritation. The message, said Bill Carlisle, NAB vice president
for government relations and co-chairman of the steering committee, is not only to relax
the rules on broadcasting—"probably the most overregulated industry in the country”—
but that broadcasters can attest from their ascertainment surveys that the rest of the coun-
try wants less government intrusion in people’s lives. The other steering committee co-
chairman is Abe Voron, executive vice president of the National Radio Broadcasters Asso-
ciation, the group that initiated the call for the rally in December. Participants at last
week's meeting, shown above, were: (I to r) Donald Zeifang, NAB senior vice president for
government relations; James Hulbert, NAB senior vice president for station services; Len
Allen, executive director of the Radio Television News Directors Association; Messrs. Carli-
sle and Voron, and Ray Livesay, chairman of the Daytime Broadcasters Association.
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A GRAND OPENING...

They called it “The Country House”. A striking
resemblance to alarge and comfortable contemporary-
style suburban home. Behind the handsome exterior
were the most up-to-date broadcasting facilities of the
day. WJIM-Television and Radio moved into a new
home in Lansing, Michigan on Sunday, October 31,

1954.

That evening a full-hour, star-studded live show
was telecast, highlighting the formal dedication of the
new WJIM-TV studios. The program featured Eddie
Fisher, George Gobel, Janis Page, the McGuire
Sisters, The Bud and Cece Robinson dance team, and
music by Tommy and Jimmy Deorsey and their Or-
chestra.

Nearly 25 years later, the WJIM-TV Country house
stands as a gracicus and magnificent host to visitors
from around the world. But, most important, it stands
as an important communications center to the
residents of Mid-Michigan. Once a dream of its
founder, Harold F. Gross, WJIM-TV today is a very real
source of entertainment, information, and news in
America’s thriving 96th market.

it was a grand opening in 1954. Today, the WJIM-
TV Country House is a grand symbol of American
enterprise and service.

IMPORTANT IN MID-MICHIGAN

Gross Telecasting, Inc. — Lansing, Michigan



been deregulated? Why do we still have
some 1,000 pages of broadcast regulations
in the code of federal regulations? Why
did a recent study by the General Ac-
counting Office, rating the various federal
agencies by the paperwork they impose,
place the FCC in the winner’s circle with
an annua! requirement of 30 million
manhours of paperwork?”

Mr. Wasilewski urged adoption of
NARB’s proposal to eliminate all FCC-im-
posed program percentages for radio, com-
mercial time standards and formal ascer-
tainment.

He praised FCC Commissioner Tyrone
Brown for his endorsement of radio
deregulation last month, and concluded
that all the talk on radio’s behalf appears
now to be taking root. ‘*Radio appears on
the brink of being allowed to prove that the
public can best be served in the at-
mosphere of the free and open mar-
ketplace,”’ he said. He added that *‘in a re-
latively short time’’ the FCC will realize
that ‘‘the marketplace is the ultimate
regulator” and will consider deregulation
for television as well.

NTIA wants some ideas

It asks for comments on how_
best to handle $40 million
it's authorized to distribute
for construction and planning
grants in public broadcasting

The National Telecommunications and In-
formation Administration is seeking
public comments on how it should dis-
charge the new responsibility it has been
given to make construction and planning
grants under the public broadcasting fi-
nancing act passed by Congress last year.

NTIA in an ‘‘advance notice of pro-
posed rulemaking,” asked for comments
on four issues:

B Eligibility of applicants. Would
churches, for instance, be eligible for facil-
ity grants for origination of sectarian pro-
graming?

B Priority of applicants. Since one ob-
jective of the act is to increase women and
minority ownership of noncommercial sta-
tions, one question to be answered is:
What groups are to be considered
minority?

B Processing and evaluation of appli-
cants. For instance, should a limit be
placed on the total amount of planning
grants?

B Administration and recovery of grant
funds. Should the government be required
to execute an instrument that gives it a
priority lien against federally financed
equipment in the event of a bankruptcy?

Responses to the advance notice will be
used by NTIA to fashion proposed rules
on which it will seek additional comments.
Responses to the advance notice are due
by Jan. 22.

The pubiic broadcasting financing act,
besides transferring responsibility for the
construction and planning grants program
to NTIA, authorized $40 million for each
of fiscal years 1979, 1980 and 1981 for the
program.

Money matters at Maui meeting

Near the top of the NAB

joint board’s list of priorities

at its Hawaii meeting this week

is approval of fiscal ‘79 budget
which puts income at $6.19 million,
expenses at $6.13 million

Aside from the weightier government and
legal matters facing the National Associ-
ation of Broadcasters joint board at its
meeting in Maui, Hawaii, this week, there
are several housekeeping matters to clear
up. The largest is approval of the budget
for fiscal 1979, which projects a total in-
come of $6.19 million and expenses of
$6.13 million, resulting in a net income of
$57,687. The net income projected for the
current fiscal year, ending March 31, is
$211,366, well above the budgeted net of
$137,175. The NAB staff, in its report to
the board, attributes the increase to high-
er-than-anticipated income from: the 1978
convention, $244,000 higher than in
1977, radio dues, $82,000 above 1977
television dues, $96,000 above 1977 and
associate member dues, $180,000 over
1977. Operating expenses increased
$56,900 above 1977, considered a low in-
crease.

Estimated
total
for 1978
Income:

Dues (radio) $2,140,750
Dues (television) 2,260,000
Dues (associate mem-

bers) 255,000
Net income (conven-

tion} 788,940
Net income (engineer-

ing handbook) 10,000
Net income (legal

guide) 10,000
Rental income* 194,000
Interest income 78,000
Special contributions

(community affairs) 7,000
Miscellaneous 45,000
TOTAL INCOME $5,788,690

Expense by division:
Government relations $ 535,160

Legal 323,543
Public affairs 340,706
Station services 1,215,694
Engineering 152,047
Research 283,280
Radio code 202,602
Television code 727,657
General administrative 1,796,635
TOTAL EXPENSES $5,577,324
NET INCOME $ 211,366

In another budget-related matter, the
board will consider the executive commit-
tee’s recommendation to increase board
members’ per diem travel expenses from
$44 to $60. The total impact of that in-
crease would be $11,000 annuaily, the staff
estimates.

The board is expected to approve pro-
posed improvements in NAB employe
medical, retirement, death and disability
benefits will cost the association an addi-
tional $49,620.

The NAB station service department is
reporting a net increase in 1978 of 175
radio members to the association, 11 TV
and 101 associate members. The budget
reflects the board’s decision in June, how-
ever, to build up the NAB membership
staff from seven to 10 regional managers.
The board considered the yearly number
of resignations and station drops too high,
despite the net increases. In 1978, 373
radio stations and six television stations
resigned or were dropped from the associ-
ation.

Following is a summary of the associ-
ation’s accounts, comparing this year’s
estimated income and expenses with next
year’s budget.

Budget

for Increase/ %
1879 decreass change
$2,297,750 $+157,000 + 7.3
2,398,000 +138,000 + 6.1
258,000 + 3,000 + 1.2
917,000 +128,060 + 16.2
6,000 — 4,000 - 40.0
5,000 - 5,000 - 50.0
170,000* — 24,000 - 124
100,000 + 22,000 + 28.2

0 - 7,000 -=100.0

42,000 - 3,000 - 67
$6,193,750 $+405060 + 7.0
$561,2900  $+ 26,130 + 4.9
407,813 + 84,270 + 261
397,112 + 56,406 + 166
1,348,058 +132,364 + 10.9
175,363 + 23316 + 153
283,107 - 173 - A
197,823 - 4779 - 24
738,712 + 11055 + 15
2,026,785 +230,150 + 128
56,136,063 $+558,739 + 10.0
S 57687 $—153679 - 727

*Rental income excludes $14,520 in NAB employe parking fees.

NAB's fiscal year runs from April 1 to March 31.
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FCC’s Cornell: Nobody loves a critic

But, after nine months as head
of the Office of Plans and Policy,
they're beginning to remember
the name; she's in charge of
bringing the future to heel

Being a professional fault finder may seem
a hazardous occupation, particularly when
it means taking on individuals of no little
professional ability. Nevertheless, after
some nine months in that kind of a job,
Nina Cornell, chief of the FCC’s Office of
Plans and Policy, appears to be happy in
her work.

“It’s going very nicely,” she said last
week. “We have a voice; we’re having an
impact. People are beginning to notice.’

Describing the job as one of fault find-
ing may be unfair. But as Dr. Cornell sees
her work, and as FCC Chairman Charles
Ferris laid it out for her, a major part in-
volves scrutinizing the product of commis-
sion bureaus with a view to determining,
as she says, whether ““‘what we’re doing
makes sense.”’ If she thinks it does, she
says so; but if she thinks it does not, she
says that.

At one time, at least in its formative
years under former Chairman Dean
Burch, OPP was billed as a unit that would
take the long view and help the commis-
sion develop policies and plans that would
anticipate and head off problems. To the
extent that function is performed at the
commission, OPP performs it. And in that
connection, OPP manages the commis-
sion’s research program.

OPP attempts to guard against a case of
future shock mainly through its day-to-day
operations—and, under Dr. Cornell, an
economist, from the point of view of eco-
nomics. “Our job is to be [the agency’s]
chief economist, to look at proposals and
policies from an economic perspective, in
terms of economic consistency and suffi-
ciency,’ she said. ““That is a necessary first
step.”

Chairman Ferris has made it clear he
wants more economic talent brought to
bear on matters pending before the com-
mission. And his determination to funnel
that talent through OPP is manifest in the
resources the commission is giving it;
since Dr. Cornell became its head, OPP
has hired five professionals (it now has
14), all economists. (Besides what she
calls the core staff, OPP is home to two
task forces—one on children’s television
and the other on UHF comparability.)
And Dr. Cornell, in remarks to the Federal
Communications Bar Association last
month, said the stress on economics *‘por-
tends the end of the lawyer monopoly in
policy making at the commission (BROAD-
CASTING, Jan. 1).

But the job has built-in problems. As
Commissioner Tyrone Brown notes, ““No
matter how diplomatic she is, her office
functions outside the bureau hierarchy,
and it always provides a perceived degree
of competition.” Dr. Cornell puts the
problem another way: *‘There’s always a

tension between people when one who is
not the supervisor scrutinizes the work of
another.”’

What they are saying is that the criticism
is not always easily accepted. Dr. Cornell
does not shrink from controversy. Indeed,
Commissioner Brown describes her as
“tough as nails.” Others describe her as
‘*‘combative.”’

But she is dealing with senior staff
members who have developed considera-
ble expertise over the years—the Broad-
cast Bureau’s chief and deputy chief,
Wallace Johnson and Martin Levy, for in-
stance. And the verbal duels between Dr.
Cornell and members of her staff at one
end of the table at which staff members sit
at commission meetings and bureau staff
members at the other have occasionally
been sharp. The meeting in December on
the four proposed VHF drop-ins provided
evidence of that.

The commission wound up criticizing
and rejecting the Broadcast Bureau, which
had recommended denying the four drop-
ins, and asking for additional studies
(BROADCASTING, Jan. 1). Last week, Dr.
Cornell, who had found fault with the
document, said her problem was not nec-
essarily with the conclusion but with the
analysis—"" how it got from here to there,”’
a complaint some commissioners ex-
pressed.

FCC staff members generally agree that
Dr. Cornell is “*bright,” but some feel she
lacks the understanding —of broadcasting,

Cormell

at least—that is acquired by working on
rulemakings and processing applications.
And when she speaks of what prudent
businessmen would be expected to do in
certain situations, staffers say their experi-
ence indicates broadcasters can be ex-
pected to behave differently.

Dr. Cornell, who is 36, is married to a
lawyer, Robert Morris; is the mother of
10- and 8-year old girls by a previous mar-
riage, and received her PhD from the Uni-
versity of Illinois. She joined the commis-
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sion in April 1978 after serving for 14
months as a senior staff economist on the
President’s Council of Economic Ad-
visers, specializing in regulatory pro-
cedures. Previously, she had been a senior
economist at the Council on Wage and
Price Stability. She has also served on the
staff of the Brookings Institution, as a re-
search associate. Now, as a GS 16 earning
$44,756 a year, she is one of the three
highest-ranking women staff members at
the commission. (Sylvia Kessler, a mem-
ber of the review board and a GS 17, and
Lenore Ehrig, an administrative law judge
and a GS 16, are the other two.)

Dr. Cornell admits to what she herself
calls “*biases”’ in her approach to commis-
sion business. ‘] am pro-competitive,”’
she says. “‘I'm in favor of diversity, and 1
would put the burden of proof on the per-
son who would block technological
change. I'm a believer in markets, when
they are competitive, as a regulatory force;
they do better than regulatory agencies.
And | am not a heavy paternalist; I don’t
believe government knows better than you
what is good for you.”

Dr. Cornell’s views would seem to be in
line with those of most members of the
present commission. But, somewhat
surprisingly, not all commissioners are
ready to endorse her performance. Com-
missioner Brown last week said she is
“‘having an impact.”” He noted that Chair-
man Ferris trusts her and relies on her,
and said he himself frequently calls on her
for briefings on matters. But others are not
yet sure. Commissioner James H. Quello,
for instance, while praising her perfor-

mance in fielding complex and sometimes
hostile questions at the FCBA luncheon—
“she handled herself weil”’ —will only say
of her performance in general, “I’'m not
yet ready to make a judgment.”” In debates
between Dr. Cornell and the Broadcast
Bureau’s Mr. Levy, he usually sides with
Mr. Levy (a “‘combative™ type himself).

But of one thing there seems to be no
argument. After nine months on the job,
she is being noticed. More than that, she is
being recognized as a force.




CUSTOMER INFORMATION FROM GENERAL MOTORS

WHAT “STICKER PRICES”

REALLY MEAN

HOW TO GET THE BEST BUY ON THE CAR THAT'S BEST FOR YOU.

Every GM dealer is an

independent businessman.

No one can tell him what to

charge. Not the government,

and not the manufacturer.
But the government can

and does require that manu-

facturers post a suggested
retail price, or “sticker price,”
on every new car we build. It's
a good idea, because it makes
it easier for you to compare
one car against another.
Remember, the “sticker
price” is only the suggested
price. The actual selling price

may be different. That's be-

cause the law of supply and
demand affects the prices of
cars, just as it affects most

other prices. And market con-

ditions change all the time.

For example: a very pop-

ular model may sell at the

suggested price, but frequent-
ly cars will sell for less, be-

cause the automobile business
is highly competitive.

The difference between
the “sticker price’ and the
wholesale price—that’'s what
the dealer pays us—is called the

markup, or dealer's discount.

This. changes from time to

time, but as a general rule the
markup on small cars 1s lower
than on full-size cars.

The dealer's markup helps
to pay his rent, taxes, salaries,
utility bills—all that it costs to
run a business. And he also
has to make a profit, or he
can't stay in business. Last
year, GM dealers reported
about two cents profit on each
dollar of sales. As you can see,
competition doesn't leave the
average dealer a very big
margin of profit.

You can affect the price
you pay. It depends on the mar-
ketplace, for one thing. You
may get a bigger break if you
choose a slower-sselling model
or a car the dealer already has
in stock. The latest sales fig-
ures published in many news-
papers will give you some idea
of how cars are selling, al-
though the demand for a par-
ticular model may be greater
or less in your area.

How much optional equip-
ment you order on your car
also makes a big difference in
its price. Go over the list care-
fully, and equip the car just
the way you want it. Then it
will have most value for you,
and you'll enjoy it more. You
shouldn’t buy what you won't
use, although much of the
equipment you add to your

new car will make it worth
more when you decide it’s
time to trade it in.

Most buyers trade in a
used car when they buy a
new one. And the value of
used cars varies according to
demand as well as to their
condition. Performance and
appearance count, so it’'s a
good idea to maintain your
car and keep it clean. The
more you can get for your old
car, the less will be your out-
of-pocket cost to replace it
with a new one.

But whichever car you
choose, the price should never
be your only consideration.
The dealer’s reputation and
his service capability are also
important.

Our interest is in helping
both you and the dealer to
get a fair deal. We want you
to be satisfied with your car.
That's good for you, good for
the dealer, and good for us.

This advertisement is part of
our continuing effort to give
customers useful information
about their cars and trucks
and the company that builds
them.

General Motors

People building transportation
to serve people




ChangingzHands

The beginning and the end of station transfers:
from proposal by principals to approval by FCC

Proposed

@ KBPI(FM) Denver: Sold by Progressive
Broadcasters Inc. to Sandusky Newspapers
Inc. for $6.7 million (*‘In Brief,” Jan. 8).
Seller is wholly owned by Myriad Indus-
tries Inc., owned by Marvin Spector and
William FE Stevens (49% each) and James
B. Day (2%). None has other broadcast in-
terests. Buyer is owned by Dudley A
White and his family, publishers of San-
dusky (Ohio) Register, Norfolk (Ohio)
Reflector, Kingsport (Tenn.) Times and
News and Grand Haven (Mich.) Tribune.
Group bought three other stations in 1978:
KDKB-AM-FM Mesa-Phoenix, Ariz. ($4
million), and KzaM(aM) Bellevue, Wash.
($1.6 million). KBt is on 105.9 mhz with
100 kw and antenna 57 feet above average
terrain. Broker: Chapman Associates.

® WWOK{AM)-WJCK(FM) Miami: Sold sep-
arately by Mission East Co., WWOK to
Metroplex Communications of Florida for
$1,340,000 plus $200,000 for agreement
not to compete, wJOK to Susquehanna
Broadcasting Co. for $2 million. Seller is
wholly owned by Mission Broadcasting

SOUTHEAST
$350,000

Daytimer with good dial position and ex-
cellent signal in good Metro Market. Choice
of formats. Real estate included. Terms
available for a qualified buyer.

BMCKBURN& COMPANY,INC.

RADIO « TV « CATV « NEWSPAPER BROKERS / NEGOTIATIONS « FINANCING ¢ APPRAISALS

Co., owned by Jack Roth who also owns
KONO(AM)-KITY(FM) San Antonio, Tex.;
waME{(aM) Charlotte, N.C., and KERE(AM)
Denver. Metroplex is owned by Norman
Wain and Robert C. Weiss, who also own
KOAX(FM) Dallas, KEZK{FM) St. Louis and
wHYi(FM) Fort Lauderdale, Fla. Mr. Wain
also is 50% owner of Cleveland MDS
system and Mr. Weiss owns construction
company in Tarmac, Fla. Susquehanna,
principally owned by Louis J. Appell Jr
and his family, owns wSBA-AM-FM-Tv York,
Pa.; wQBA(AM) Miami; wKiS(aM) Orlando,
Fla., and WLTA-FM Atlanta. It also owns
90% of wARM(AM) Scranton, Pa.;
WHLO(aAM) Akron, Ohio; WLQR(FM)
Toledo, Ohio; wGBB(aAM) Freeport, N.Y.;
wFMS(FM) Indianapolis; wLQA(FM) Cincin-
nati, and KPLX(FM) Fort Worth. WJOK
would be company’s seventh FM, max-
imum allowed by FCC. WwoK is on 1260
khz with 5 kw. WJOK is on 107.5 mhz with
100 kw and antenna 460 feet above
average terrain.

® WQsSRr(FM) Sarasota, Fla.: Sold by
Sarasota Radio Inc. to Cosmos Broadcast-
ing Corp. for $1.9 million (**In Brief,’ Jan.
8). Seller is principally owned by Carroll

FEATURED BY

AMERICA’S OUTSTANDING
MEDIA BROKER

WASHINGTON, D.C. CHICAGO 80801
006 333 N. Michigan Ave.
1725 K Strest, N.W, (312) 3468-8480

(202) 331-8270

ATLANTA 30381
400 Colony Square 9465 Wilshire Bivd.

(404) 892.4055

BEVERLY HILLS 85212
(213) 274-8151
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Newton and Ted Rogers, who also own
wQSA(AM) Sarasota. Cosmos is wholily
owned subsidiary of Liberty Corp. (in-
surance); Francis Hipp is chairman and W.
Hayne Hipp vice chairman of parent com-
pany. Charles A. Batson is chairman and
president of Cosmos, which owns WIS-AM-
Tv Columbia, S.C.; WSFA-Tv Montgomery,
Ala.; wtoL-Tv Toledo, Ohio, and wDSU-Tv
New Orleans. WQSR is on 102.5 mhz with
100 kw and antenna 570 feet above
average terrain. Broker: Reggie Martin.

® KsnM(FM) Santa Fe, N.M.: Sold by Ivan
R. Head to Cammar Broadcasting Inc. for
$332,500. Mr. Head, who has no other
broadcast properties, will retain 5%. Buyer
is owned by Martin Percival, former vice
president of radio spot sales for ABC
Radio, New York; he has no other broad-
cast interests. KSNM is on 95.5 mhz with
29.5 kw and antenna 130 feet above
average terrain.

® Other stations sales proposed last week
included: wwiw(aM) New Orleans;
wKDL(AM) Clarksdale, Miss., and
wIBE(aM) Knoxvilie, Tenn. (see *For the
Record,” page 81). ‘
T —— —— e
Noises over sale of
school system’s

commercial TV channel

Local group threatens petition
against $6.25-million deal
for KCPQ-TV Tacoma, which Is
run as educational station

A Tacoma, Wash., school district’s pro-
posal to sell kcpQ-Tv (ch. 13), which has
been operated as a noncommercial outlet
on a channel not reserved for an educa-
tional station, appears headed for a peti-
tion to deny. A citizen advisory and
booster club is said to feel the sale—for
$6.25 million to Kelly Broadcasting—
would ‘‘violate a public trust,’”” and it has
asked the Citizens Communications
Center to represent it in opposing the
assignment application when it is filed.

The Clover Park School Board, which
acquired the station in a bankruptcy sale in
1975 for $378,000, plans to use-the pro-
ceeds from the sale to build a new high
school. However, the impetus for the sale,
according to a spokeswoman for the school
district, is a change in the uses to which
state educationai funding may be put
that eliminates any funds for classroom in-
struction during the day. The district this
year is spending $600,000 for that pur-
pose.

Betty Jo Neils, a member of TV 13, a
nonprofit corporation whose purpose is to
support public broadcasting and to serve as
an advisory group for the station, was in-
censed at the board’s action.

“It was done without any public notice.
The board vidlated a public trust. It should
have explored alternative methods for pro-
viding public broadcasting,”’ she said.

Mrs. Neiis indicated the community felt
a particular relationship with the station.
She said all but $51,000 of the purchase



price had been returned to the school dis-
trict in the form of public donations. The
remainder is to be refunded in the next
two years, she said. ,

Furthermore, she said, while the new
school would serve the local school dis-
trict, the station, which is affiliated with
PBS, serves areas beyond the district, in
southwest Washingtoh and north of
Tacoma.

e —
Manchester bargain hunter

Acton Communications Corp., which has
applied to the FCC for purchase of United
Television Co.s WMUR-TV Manchester,
N.H., has petitioned the commission to
terminate the license renewal proceeding
in which the station is involved and permit
Acton to acquire the facility at a “*distress”’
price.

Acton is 25% owned by blacks, but,
since an initial decision has been issued,
the case does not fit literally within the
FCC’s policy of pernditting distress-price
sales of stations facing loss of license to
groups significantly owned by minorities.
However, the administrative law judge rec-
ommended renewal of WMUR-TV’s license,
provided United sold the station within 60
days.

The proposed purchase price of the
channel 9 station is $2,500,000. The ap-
praised price, Acton says, is $6,250,000.
Acton has also applied for purchase of
United’s kecc-Tv El Centro, Calif., for
$1,000,000. That station’s license to cover
a construction permit was also granted
subject to the station’s sale. United’s prob-
lems with the FCC originated when it was
found to have made an improper payment
to an ABC official in an effort to secure fa-
vorable terms in an affiliation agreement
(BROADCASTING, Sept. 16, 1974).

New San Diego settlement

And now there are 11 licensee defendants
in the antitrust suit that the sales repre-
sentative of two Mexican stations—
XETRA-AM-FM both Tijuana—had filed
against 14 licensees of 18 San Diego sta-
tions. The. latest to reach an out-of-court
settlement with Noble Multimedia Com-
munications Inc. is Lotus Communica-
tions Corp., licensee of KFSD(FM).

" Earlier settlements were reached with
Midwest Television Inc. (KFMB-AM-FM-Tv)
and Storer Broadcasting {KCST-TV).

In the case of Lotus, as in the other two,
a brief announcement was issued stating
that the defendants and the Mexican sta-
tions acknowledged the right of each other
““freely and lawfully to compete in the San
Diego market.”

The suit, filed last August, alleges that
the defendants engaged in ‘‘anticompeti-
tive activity in the market by forming or
utilizing a group known as Committee for
Equality in Radio Frequencies (CERF).’
The suit says CERT has attempted to pre-
vent Noble from doing business in San
Diego.

Media Briefs

Ripe for action. Rather than conduct po-
tentially sluggish ‘“‘inquiry’’ into further
deregulation, FCC should forthwith elimi-
nate licensing process for satellite receiv-
ing stations, House Communications Sub-
committee Chairman Lionel Van Deerlin
(D-Calif.) has told FCC Chairman Charles
Ferris. In letter to Mr. Ferris, Mr. Van
Deerlin said total deregulation would be
‘‘good opportunity to test whether the
marketplace is preferable to continued
regulation.””

Into data processing. Metromedia Inc. has
acquired Marketing Electronics Corp.,
Lombard, Ill., for approximately $4 mil-
lion in .cash. Marketing El