FCC: Thinking bigger on radio deregulation
NBC follows ABC’s act in Los Angeles
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The best “eyes”in Ohio

Newscenter 7 viewers de-
pend onourteam of talented
photographerstoletthem see
local news — and we have
the best eyes in Ohio. WHIO-TV
photographers recently
earned more awards (13)
from the OChio News Photog-
raphers’ Association than any
other news photography unit
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in the state —including the
highest honor, Photographer
of the Year. These awards are
testimony to the skill. aristry,
dedication and high stan-
dards of the Newscenter 7
photography team. Thanks o
them, and all our news per-
sonnel, "We're Coming On!”
at WHIO-TV, the news Ieodeb
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MORE TV BUNDLE

Have you ever wondered about what really
goes on behind the glowing screen?

The intricate deals? The incredible politics?
The explosive new developments?

We believe there is a large group of people

whoare very interested in the whole phenomenon

of television, and theeffect it has on their lives.

Now they will have their own magazine.

“Panorama-Television Today and Tomorrow.”

A new monthly publication created by
Triangle, the people who brought you TV Guide.

It's dedicated to the new breed of televi-
sion watchers, the sophisticated, intelligent view-
er who demands a total perspective of the single
most powerful force in our society.

Panorama will feature well-illustrated
articles by the brightest and the best on the pro-
vocative issues and crises of modern television.

5 FROM BAITAIN
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AND YOU

It will report on the technological advances
that affect the home screen —focal point of the
communications revolution.

And explore the effect television and its
programs have on millions upon millions of
viewers.

It's aimed ata select audience. An audience
thatappreciates the best that television can afford.
And who can afford the best products that you
can advertise.

If you think your products will appeal to
this select audience, then “Panorama-Television
Today and Tomorrow” is your new television
medium.

PANGRAMA

Television today and tomorrow

©Trangie Communscations Inc. 1979




All of these faces
have one thing incommon.

TOMOIrrow.

The International Year of the Child is
a celebration of children all over the
world. And a reminder of their need
for guidance, love and understanding
no matter where they are growing up.

As part of this year’s salute to the
coming generations, NBC is present-
ing a series of messages that under-

line the different life-styles of children
all over the world, and the universai
joy that being young can mean.

The National Broadcasting Company
invites you to watch for these mes-
sages and join in celebrating chiidren
around the world, in this the Interna-
tional Year of the Child.

‘((L/'
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NBC/Year of the Child
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TheWeek in Brief

BIGGER IDEAS O About to propose a limited experiment
in deregulation of radio, the FCC reviews data that
convinces it to try for wide-ranging revisions of the rules.
Citizen groups gear up for a fight. PAGE 23.

HAPPY DAYSINL.A. O The smiles of Ned Beatty and
Larol Burnett, stars of ABC-TV's Friendly Fire, are
indicative of the mood of the network and its affiliates at

P

their annual meeting last week. ABC |leaders, however,
remind them they will always have to fight to stay on top.
PAGE 26.

STIFF-UPPER-LIP-DAYS O This week, it's NBC's turn at the
Century Plaza, and there's little to cheer about. Affiliates
aren't in revolt but are anxious for reassurance. PAGE 30.

PINCHED FOR PAYOLA O Sonderling Broadcasting's
woL(aM) Washington is set for renewal hearing, but the

station may go to minorities in a distress sale. PAGE 30.

A LOOK AT THE FCC'S LATEST O Rarely has there been
such a stir over a commission appointment as that
concerning the naming of Cable Bureau Chief Philip
Verveer to head the Broadcast Bureau. A “Men in the
News" story looks at Verveer as well as his replacement
on the cable side, Randy Nichols. PAGE 32.

Business Briefly.......... B
Changing Hands......... 40
Closad Circuit. ...........
Datebook. .. ... ........
Editerials. ..........c...
Fates & Fortunes. ... .

Index to departments
Ad Vantage..............48
Bottom Line............. 36

Broadcast Advertising. .. 48
Broadcast Journallam... 52
Broadcast Technology... 53

5

READY FOR RETRANSMISSION O That subject is first on
the list of topics at the House Communications
Subcommittee's hearings this week on the rewrite, with
Geller testimony leading off. PAGE 36.

REGROUPING GROUP W O The company realigns its
headquarters staff structure, names George Moynihan VP
of programing for the television group and gets rid of its
central retail marketing unit. PAGE 44.

GATHERING AT GREENBRIER O Members of the AAAA
meet in West Virginia for their annual convention. On tap
are discussions ranging from trends in new electronic
media and emerging black markets to creativity in
commercials. PAGE 48.

RKO GETTING READY TO FLY O RKO Radio has set
September as the target for launching a radio networking
plan. It will start with taped features, but the long-range
plan is to deliver hourly news, features and music
programing via satellite by 1980. PAGE 50.

‘WHITE PAPER' RECYCLED [ After five years, NBC News
is bringing back its White Paper documentary series
starting in September. Principal reporter is to be Edwin
Newman; sole sponsor is Weyerhaeuser. PAGE 52,

NCTA’S VEGAS HAND O In a year which has seen cabie’s
fortunes helped along by a number of favorable court and
FCC decisions and improving economic indicators, NCTA
is set to open its annual gathering in Las Vegas next '
week. The day-by-day agenda begins on PAGE 58 and a
list of exhibitors with booth locators starts on PAGE 60.

HAPPY DAYS FOR NARDINO O The president of
Paramount Television has one of the biggest winning
streaks in TV going for him —half of the top-10 shows are
Paramount products. A big factor in that success is his
business ability and congenial personality that has
attracted, and kept, some of the best talent in the
business. PAGE 89,
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NOW, OUR FINEST HOUR

When “The Rockford -
Files”starts on local sta-
tions this Fall, many net-

= work affiliates will slot it as

~ an early fringe lead-in to

- the news. Others will run it
= at 10:30 p.m. or later. Inde-
. pendents have it slotted for

early fringe or prime time.

i That's “The Rockford

Files.” NBC stations know it’s

| consistently been one of

their very top rated shows.
It's #1 late night and #2*
inits TVQ category.
Rockford’s light touch makes
the difference.

When you've got James
Garner in “The Rockford
Files,” you've got 1137of

your finest hours.

“The Rockford Files.”
Don't start this Fall
without it.

MCATV

Source: NTI, NSI. Subject to survey limitations.
*Second only to Quincy.
“Plus 79-80 season.



ClosedzCircuit®

Insider report: behind the scene, before the fact

Pl o e il T
Who's on First

Growing alarm among journalistic media
over such First Amendment setbacks as
recent Supreme Court decision in
Herbert-CBS case (BROADCASTING, April
23) may lead to new coordination among

ajor elements in both broadcasting and
weint. Last Friday dozen lawyers
representing NAB, Radio Television News
Directors Association, American Society
of Newspaper Editors, American
Newspaper Publishers Association,
broadcast networks and others met
privately and agreed on need for
multimedia committee to share
information and, as necessary, join forces
when freedom of print or broadcast press
is under attack.

Meeting was held at NAB Washington
headquarters at invitation of Erwin
Krasnow, senior vice president and
general counsel. Also present was Floyd
Abrams of New York, among foremost
practitioners of First Amendment law.
There’ll be another meeting of same
group, at date to be set later, to discuss
organizationai details.

R TR TR, T  re|
Half-million a minute

Another TV network has sports bonanza
on horizon. CBS, whose turn it will be to
carry football Super Bowl 1980, is now
understood to be selling 30-second spots
in that event at $250,000 each.
Anticipating some 40-45 positions within
game itself, and excluding pre- and post-
game shows, network gross could go over
$10 million. Street-wise sales executives
say that while most of spots will go for top
dollar, not all will. Even for Super Bowl,
there are usually some last-minute
*“‘distress’’ openings close to the wire.

L]
Bright side
Despite all bad press NBC has been getting
(story page 30), 1979 will be *“by far’” best
sales year television network ever had,
and 1980 is already virtually assured of
being far better than 1979. That’s word
from NBC sales sources, who say current
season was sold out long ago, except for
t.st-minute bits and pieces that are
inevitable in any network inventory.
Olympics and elections promise big boost
for 1980, Olympics are *‘staggering’’ sales
success, officials says, with more than 90%
of availabilities already gone—at prices
averaging $85,000 to 390,000 per 30-
second spot, taking into account that
Olympics spots will appear in all day parts.
NBC is not saying exactly how many spots
there will be, but Olympics coverage runs
from July 18 to Aug. 5.

NBC sales people are still working on

pricing for 1979-80 prime-time schedule
but predict cost-per-thousand price
increases will match those of ABC-TV.
ABC executives say it’s too early to tell
what those will work out to, butit’s
estimated they’ll average out to
12%-13%—if not higher. That’s range
NBC—and presumably CBS—have in
mind.

e T ]
Noblesse oblige

FCC vote on Broadcast Bureau chief’s job
turns out to have been even closer than
4.3 vote for Philip Verveer indicates
(BROADCASTING, May 7). Commissioner
Tyrone Brown, who was in majority, told
colleagues at meeting that, ““If I were
chairman, I might well have made a
different choice.” Implication was that
‘‘other choice’’ was Martin Levy, deputy
chief, who was candidate of three
dissenters, Commissioner Brown felt that
Chairman Charles D. Ferris should have
discretion of choice among “*well qualified
candidates.”” And he regarded both
Verveer and Levy as *‘well within realm of
reason.” He said later he thought choice
much closer than chairman did.

In any case, Brown believes Verveer and
Levy bring different but complementary
qualities to their jobs, hopes they will work
together ““for long time.”

RSP e
Fourth network

Program Managers Advisory Committee
of Public Broadcasting Service goes to
Washington tomorrow (May 15) to
discuss, among other things, common
carriage schedule, which PBS hopes to
start some time in fall. Idea is to have
statjons in system run prime-time
programs in same order three or four
consecutive evenings—though not
necessarily in same time slots. PBS is
looking for at least 120 stations for five-
month trial period; reaction so far has
been favorable, but final decision on
concept (and programs) will be made in
June.

T oy T il B W il TR,
By any other name

Although he does not concede there is
morale problem at FCC —in fact, he denies
it—Chairman Charles D. Ferris is said to
have contracted for three-day
management seminar next month for key
staff members, at least in part because of
morale problem. Seminar, from June 7 to
10, will be conducted by management
experts assembled by Jack Rosenbloom,
of River at Sunrise Institute for Human
and Organization Development, who did
quick management survey of commission
last month (*‘Closed Circuit,”” April 30).
Ferris last week said experts would

Broadcasting May 14 1879
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discuss with bureau, office and division
chiefs and deputies how best to use
resources of commission. In response to
question, he said seminar had *‘nothing to
do with morale.” But other sources at
commission say concern over morale was
factor in contacting River at Sunrise
(which had been recommended by Federal
Trade Commission Chairman Michael
Pertschuk, for whom it had done work).
And “‘interpersonal relationships’’ are
said to be one of matters scheduled for
discussion.

—
Ear

FCC insiders are buzzing about intense
rivalry for Chairman Charles D. Ferris’s
ear between General Counsel Robert
Bruce and Plans and Policy chief, Nina W.
Cornell, with latter, whose economic
views are embraced by chairman, ahead.
Chairman’s administrative assistant,
Frank W, Lloyd, erstwhile public interest
lawyer, spends more time on sidelines,
while General Counsel Bruce spends more
time in chairman’s office (where he
prepares most of Ferris’s copious Hill
testimony),

L ]
Nonnews?

News stories about President Carter’s
nomination of Lynda Bird Johnson Robb
to succeed controversial Bella S, Abzugon
National Advisory Committee for Women
omitted mention that she’s in station and
cable ownership in Southwest along with
her mother and sister. Daughter of late
President Lyndon B. Johnson, she is wife
of Lieutenant Governor Charles Robb of
Virginia.

Robb owns 21.1% of LBJ Co. in Austin,
Tex., as does her sister, Luci Baines
Nugent, Their mother Claudia B.
Johnson, owns 49.3%. LBJ Co. interests
include KLBJ-AM-FM Austin; WEEL(AM)
Fairfax, Va.; 29% of KWTX-AM-FM-TV
Waco, which owns 50% of KBTX-Tv Bryan
and 75% of KNAL(AM) Victoria, all Texas;
23% of KX1I-Tv Ardmore, Okla., and of
KLFY.TV Lafayette, La., and 50% of Capital
Cable Co. in Austin (Travis county).

re ) ]

Found homes

With Bolton Broadcasting deciding to get
out of representation of U.S. TV stations

( BROADCASTING, April 23), new
representatives reportedly have been lined
up by all outlets hit by Bolton move:
wzTv(Tv) Nashville and WGNO-Tv New
Orleans to H R Television; wuTv(Tv}
Buffalo, N.Y., to WGN Continental Sales;
wTAF-TV Philadelphia to Telerep; wSNS(Tv}
Chicago to Adam Young Television and
wCCB(TV) Charlotte, N.C., to Katz
Television.



Business:Briefly

TV only

SCM Corp. O Alternate week flights of
varying lengths will be launched for Maco
paint in late July and continue through
Octoberin 14 to 16 markets in fringe and
prime periods. Agency: Meldrum &

Fewsmith, Cleveland. Target: men, 18-49.

Red Lobster O Seventeen-week
campaign for restaurant chain begins in
early June in 98 markets in fringe and
prime-time. Possibility is radio will be
added this summer. Agency: D'Arcy-
MacManus & Masisus, St. Louis. Target:
men and women, 25-54.

Pilisbury O Eight-week and six-week
campaigns for Jel Ease gelatin and
American Beauty macaroni start in early
June during day, early fringe and late
fringe time in 125 markets. Agency: W.B.
Doner, Southfield, Mich. Target: women,
25-54,

TRY IT BEFORE
YOU BUY IT!

DONT TIE YOURSELF LIP
with & long Eerm Leass

o Purchase Agreement on
a Computer and Frograms
until you learn about

OUR PLAN —

HERE'S OLIR OFFERM
Rent a Computer from [BM |
on & short term basis. Pay

only the BES inatalation

charpges.

If mot - Cancel - And you
don't owe us anything morel |
Try Us 1M - [
Complete AM-FM Business |
Automation Systems for
medum to large Radio
Statons using IBM System
32 or 34 Computer.

Few inberrmeadion coll of wiilee

BROADCAST
CGMPUTER
aYSTENS

BO. B B2 T,
CHARLESTOMN, 5.2 23407
TELEPHIONE: BOR/ 5554165

Reveo O Thirteen-week campaign for
discount drug store chain begins in mid-
June in all dayparts in about 60 markets.
Agency: Nelson Stren Advertising,

Beachwood, Ohio. Target: women, 25-49.

Ponderosa O Thirteen-week campaign
for steak house chain starts early June in
about 60 markets in Midwest and East
during fringe and prime time. Agency:
Doyle Dane Bernbach, New York. Target:
adults, 18-49.

Nationwide O Three-month campaign
for financial services begins in late June

in 23 markets. Agency: SSC&B, New York.

Target: adults, 25-49.

Owens-lllinois O Twelve-week
campaign begins in late May in six major
markets to promote use of glass
containers for food and beverage
products. Agency: Howard Swink
Advertising, Marion, Ohio. Target: men,
18-49.

Jean Pierre O Ten- or 14-week
campaign for Love Affair douche begins
in early June in approximately 35 markets
in day, tate fringe and weekend time.
Agency: Barriett, Larson, Peck & Farnell,
Los Angeles. Target: women, 18-49.

MJB Coffee O Ten-week campaign
starts in early July in 13 western markets
in day time. Agency: Carlson, Liebowitz,
Los Angeles. Target: women, 25-54.

Barclays O Two-month campaign for
travelers checks begins in early June,

during early evening, late fringe and
weekend spots in 11 markets including
New York, Los Angeles, San Francisco,
San Diego, Dallas-Ft. Worth and Boston.
Agency: Cunningham & Walsh, San
Francisco. Target: adults, 25-54.

Kinney O Five-week campaign for Q
Kinney shoes starts in June, during fringe
time in about 40 markets. Agency: '
Sawdon & Bess, New York. Target: teen-
agers and adults 18-34.

Scholi O One-month campaign for Dr.
Scholl's Exercise Sandals starts in mid-
May during fringe and weekend time in 38
markets. Agency: N.W. Ayer, Chicago.
Target: women, 18-34.

Gillette O Four-week campaign for Trac Il
saving cream begins in early June in
about eight markets in fringe periods.
Agencies: Grey-North Advertising,
Chicago, and Benton & Bowles, New York.
Target: men, 18-49,

Carnation O Four-week campaign for
Chefs Blend cat food begins in late May
during day and fringe time in 40 markets.
Agency: Erwin Wasey; Los Angeles.
Target: women, 25-54.

Dutch Boy O Four-week campaign starts
in‘mid-June for exterior paints in 28
markets during early and late news, prime
and fringe time, Agency: W.B. Doner,
Baltimore. Target: men, 25-54.

Cheesebrough-Pond’s O Four-week
campaign for Ragu spaghetti sauce in 34
markets starts in early June during fringe

= P e R e T e e S S T II AL ICRSTTE
BAR reports television-network sales as of April 22
ABC $494,032,600 {36.2%) D CBS $446,048,5600 (32.6%) O NBC $426,429,200 {31.2%)

Total Total
minutes doltars %
weak week 1979 totar 1978 totaf change
anded ended 1979 total dolfars doliars from

Day parts Aprit 22 April 22 minutes year to gate year lo dlate 1978
Monday-Friday
Sign-on-10 am. 167 $1.421800 2526 $18,622,600 $16.248800 +148
Monday-Friday
10 am.-6 p.m. 1030 18,546.500 15957 282,604,700 262,082,700 +7.8
Saturday-Sunday @
Sign-on-6 p.m. 359 10268800 5594 163,850,400 144,383,600 +135
Monday-Saturday
6 p.m.-7:30 p.m. 98 5.040.400 1574 78.973,000 69.210800 +14.
Sunday
6 p.m.-7:30 p.m. 27 1,433,800 384 26,502,000 22207800 +183
Monday-Sunday
7:30 pm.-11 pm. 394 46022500 6581 708,230,600 617.806.400 —146
Monday-Sunday
11 pn.-Sign-off 238 5953900 3724 87,727,100 71524200 +227

Total 2313 $88,688900 36,340 $1.366.510,400 $1.203.464500 +135

Source: Broadcast Advertisers Reporls
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time. Agency: Waring & LaRosa, New
York.

Ralston Purina O Four-week campaign
starts in late May for Hi-Protein Dog Meal
with day and prime-time spots in 210
markets. Agency: Della Femina, Travisano
& Partners, New York. Target: women,
18-49.

American Hardware O Four-week
campaign for various hardware products
starts in early June in 33 Eastern markets.
Agency: Ketchum, MacLeod & Grove,
Pittsburgh. Target: men, 25-54.

Mazda 0 Three-week campaign for
various car models starts in late May
during fringe and prime time in 60
markets. Agency: Foote, Cone & Belding/
Honig, Los Angeles. Target: men, 18-49.

Pizza Hut O Three-week campaignfor
restaurant chain begins in eatly June
during fringe and prime time in 50
markets. Agency: Foote, Cone & Belding,
Chicago. Target: adults, 18-34.

Sunbeam O Two-week campaign for
men's shavers begins in early June during
fringe time in 25 markets. Agency: N.W.
Ayer, Chicago. Target: men, 18-48.

Princess Cruises O Two-week
campaign begins in late May during
fringe time in San Francisco, Los Angeles
and San Diego. Agency: Gray Advertising,
Los Angeles. Target: adults over 50.

U~

N.C.: Katz American Television.

O IO REINIMMERNES

KFvs.Tv Cape Girardeau, Mo.: Katz Television Continental and wcceirv) Charlotte,

Kwwatam)-wprM(FM) Panama City, Fla., and wrry-FM Reading, Pa.: H-R/Stone Inc.

Polaroid O Two-week campaign for One-
Step camera begins in early June in
approximately 61 markets during late
fringe and prime time. Agency: Bozell &
Jacobs, New York. Target: adults.

Nestle O Campaign for Down Home
lemonade begins in June in Cleveland,
Columbus, Des Moines and St. Louis,
Agency: Case & MacGrath, New York.
Target: women, 18-49.

Radio-TV

Seits Meats O Six-week campaign for
various meat products begins in mid-May
in 14 Midwestern markets during day,
fringe and prime-time. Agency:
Fremerman, Malcy & Associates, Kansas
City, Mo. Target: adults.

Silver Dollar City O Five-week
campaign begins in late June for

MASLA
MEANS BUSINESS

Ask Alan Temple
WBOS, Boston

JACK MASLA & COMPANY, INC.

MAJOR STATIONS IN KEY NATIONAL AND REGIONAL MARKETS

New York, Chicago, Detroit, St. Louis, Atlanta, Dallas, Los Angeles, San:Francisco

amusement park in Branson, Mo. in 15
Midwestern markets during daytime.
Agency: Cranford/Johnson/Hunt &
Associates, Little Rock, Ark. Target:
adults, 25-54.

Becks Beer 1 One-month campaign will
begin in late May with TV spots in fringe
and prime time in Los Angeles and San
Francisco and radio spots in seven
Western markets. Agency: Della Femina,
Travisano & Partners, Los Angeles. Target:
men, 18-49.

Plumrose O One-month campaign for
hams begins in late June in nine radio and
12 TV markets during day and fringe time.
Agency: Scali, McCabe, Sloves, New York.
Target: women, 18-49.

California Tree FruitO One-month
campaign for assorted fruit products
begins in early Julyin 52 radio and 16 TV
markets, with TV placements in fringe and
daytime. Agency: Steedman, Cooper &
Busse, San Francisco. Target: women,
25-49.

Mid-America Farms O Three-week
campaigns begins May 28 in about 11
markets in fringe time for Sport Shake
Drink, FroYo (frozen yogurt) and Fruit T
Boot yogurt products. Agency: Paragon
Advertising, Minneapolis. Target, men and
women, 18-54.

Gordon's Jewelry O One-week
campaign for jewelry company's line of
traditional gifts starts in late May with
spots in 58 radio and 20 TV markets. TV
spots will be during fringe and prime
time. Agency: Ketchum, MacLeod &
Grover, Houston. Target: adults, 18-34.

Radio only

Apollinaris O Two-month campaign
begins in mid-June for mineral water in
New York, San Francisco, Seattle and
Washington. Agency: Leber Katz
Partners, New York. Target: adults, 25-34

Southland O Four-week campaign for
7-11 food stores hegins in early June in
approximately 75 markets. Agency:
Stanford Agency, Dallas. Target: aduits,
18-34.

Farmland Foods O Two-week campaign
for pork products begins in early June in
eight Midwestern markets including
Kansas City, Mo.; Omaha, Denver and
Dallas. Agency: Barickman Advertising,
Kansas City, Mo. Target: women, 25-49.




S e —

g
i
i
§
f

i
"
i

Revenue. Ratings. Audience.
Programming.

In FM, they all come together
more successfully when you're
delivering the right sound to the
right audience.

RCA can help you do just that,
with The New Bright Sound line of
FM equipment: transmitters at 3, 5,
10, 20, and 40 kw power levels,
with the new RCA BTE:115 exciter

system. Low, medium, and high
gain circularly polarized antennas.
Audio consoles. Recorders and
audio processors.

You can specify a total RCA
system, or get just what you need
now—and add-on later.

Contact your RCA representa-
tive or call RCA Radio Broadcast
Systemns, Building 2-2, Camden,

N.J.08102. Phone:(609)338-2948.

Radio Broadca
Systems
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First First ~ First First
withyoung withyoung withyoung  with young
women. women. women. women.

In 5-station In 5-station In 8-station [n 4-station
Cleveland Atlanta Chicago Denver
at 6:30 weekdays, at 6:00 weekdays, at 5:00 weekdays, at 5:30 weekdays,
Andy defeats “Dinah” Andy defeats 3 Andy defeats “The Andy defeats one
and 3 network news local news shows Rookies,” “The Brady network and 2 local
shows to win the and “The Brady Bunch,” 3 local news shows to win
most women 18-49 Bunch” to win the news shows and other the most women 18-
(42 share) and women ~ most women 18-49 competition to win (36 share) and wor,
18-34 (53 share) (25 share) and women  the most women 18-49  18-34 (47 share)
for independent uhf 18-34 (34 share) for (33 share) and women  for independent
WUABTV. independent uhf 18-34 (39 share) KWGN.

WTCG. for independent

WGN-TV,

In any size market, on an affiliate or independent,

in a variety of time periods and against all competition...
Andy Griffith wins your key audiences of young women.
Time and time again.



PEATING!

In 6-station

New York

at 9:00am weekdays,

Andy defeats “Every

Day," “Phil Donahue,”
“AM. New York,” “Joe

Franklin” and “The

Munsters” to win

the most women 18-49

(31 share) and women

18-34 (34 share)

for independent

WNEW-TV.

First
with young
women.

In 3-station
Raleigh-Durham

at 5:30 weekdays,
Andy defeats “Merv
Griffin” and the

“Early Show” to win

the most women 18-49
(67 share) and women
18-34 (70 share)

for affiliate

WRAL-TV.

‘The Andy
Griffith Show”

Source: Arbitron, 2/79. Audience estimates are subject to

qualifications available on request.

First
with young

women.

In 6-station
Washington, D.C.

at 6:00 weekdays,
Andy defeats “Bionic
Woman” and 4 local
news shows to win

the most women 18-49
(29 share) and women

18-34 (39 share)

for independent

WTTG.

First
with young
women.

In 3-station
Columbus, Ohio,

at 10:30 am weekdays,
Andy defeats“The
Price Is Right”

and “All-Star Secrets’
to win the most
women 18-49 (53 share)
and women 18-34
(56 share) for

affiliate

WTVNTV.




This proud goldenlady represents the
National Association Of Television Pro-
gram Executives choice for the best
1978 sports program produced n a
television market smaller than the 25th.
To win her, we competed with stations
in markets four times our size. But, we
wouldn’t have entered the competition
if we hadn’t thought we might win. Ehe
program that won is typical of the excel-
lent work we do year round

It’s great to be recognized by yotr
peers. It’s even better to be made f{the
unquestioned leader in your market by
your viewers, That’s what they’ve done
for us, and by as much as a ffour to one
margin.* )

OUR VIEWERS SAY WE’RE BEST, TDO.

| |
| l

TV-Radio-FM

lopeka, Kansas
(012N 575 AN
(913) 272-3456

| -

Represanted Nationally by [

¥4
)

‘OF STAUFFER COMMUNICATIONS, INC.
- iy *Holley. Vice President - Broadcasting
7‘.",.'94‘? TV-AM- d h R KGBX RADIO KARZ RADIO KSOK RADIO KGFEF RADIC
‘ ‘QBS'-.T,c‘._p':"lg; : 1  CBS-Des Moi -t CBS-Springfield: Mo, CBS-Phoenix Arkansas City. Ks ABC-Shawnce. OX
ALEAMERICANTEL ‘TOTALTELEVISION—CATV-Amarillo KANSAS CITY ROYALS BASEBALL NETWORK
- : ; . G;Q(T_PM, Mon-Fui; Ratings subjgétio the limitalions thecein,

~




MondayzMemo*

A broadcast advertising commentary from Earl Reilly, sales manager, The Katz Agency, Seattle

The other half of
the equation in
a spot-TV effort

™yere are many parts that make up the
whole of a manufacturer’s spot TV cam-
paign, and each is critical.

Over the last 10 years, I’ve worked on a
number of these promotions. I’ve seen
some great successes and a few failures.

Recently, one manufacturer’s national
spot television campaign was very suc-
cessful in most markets, but only
moderately successful in others. All of the
successful sales ingredients were there: a
unique and desirable product, a highly
creative and provocative television com-
mercial, beautiful four-color point-of-sale
material, shelf talkers and price cards, at-
tractive sales kits for both dealers and dis-
tributors, and adequate distribution of
product.

The first step in designing this campaign
was to create a media plan for the markets
in which the product was distributed. Si-
multaneously, sales kits for distributors
and dealers were created after the media
plan and sales materials were developed,
spark-plug meetings were held with
manufacturer salesmen to exhibit the
commercials and point-of sale material
and to generate enthusiasm for the pro-
motion.

The next step was for the manufac-
turer’s sales people to sell the campaign to
the company’s distributors. Usually dis-
tributor participation includes certain
product purchase requirements. This was
the case here.

Following distributor commitment, the
TV spots were purchased. Each distributor
received an allotment of television spots to
be used in his marketing area. In turn, dis-
tributors organized the delaers. Dealers
were supplied with adequate stock, price
cards and point-of-purchase material.

The distributors and dealers are key
links in the chain. Distributor salesmen
must be sure that dealers build adequate
displays with proper price information.
Store management and sales clerks must
A 7made aware of the timing and impact of
the advertising campaign. When a
customer asks for the TV advertised
special the clerk must know what it’s all
about.

It is distributor-dealer cooperauon that
can make or break the success of a retail-
oriented radio or television campaign, as
was dramatically demonstrated in this
case.

In one major market the dealers sotd
out in the first day. They had to reorder
twice during the term of the campaign,

Earl Reilly is sales manager of The Katz
Agency’s Seattle office. He was executive vice
president of Simpson Reilly & Associates for

10 years before joining Katz. Reilly has also
held managerial positions with Seattle stations
KING-TV and KING(aMm).

T T—— T e e e R LY T
and on the last reorder customers were
buying right out of the trucks. In a similar-
size market, the campaign was only
moderately successful.

In analyzing the difference between the
two, and all the other markets, it was dis-
covered that in markets where there was
complete follow-through, the campaign
was a smashing success; where there was
only casual cooperation, success was
marginal.

In one of the lukewarm markets, I
found that half of the stores did not build
displays. Pricing was not the advertised
price, but much higher. Clerks and store

managers had not been briefed about the . - *

promotion by upper management. When
customers approached a clerk about the
TV special, the ¢clerk knew nothing about
it.

This happens all too often. The purchas-
ing department of a retailer contracts fora

manufacturer promotion, but: neglects to -of merchandise durmg the sale?. Is.’
"merchandlse readily, avaﬂable ifr dealers

tell the people on the firing line about ity
The manufacturer had spent b:g;-ﬂéllafés
saturate the television rha rkeﬁ‘“*}rﬁ,ﬁ
mediocre follow-through dlrect!y, and
negauvely affected the success oi th,e cam-
paign. E

¥
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v;and delegatlon o

Spot television’s ability to move product
in event promotions is unequaled, but
only if the other half of the equation—the
coordination of distributor/dealer partici-
pation —is properly planned. To insure suc-
cess and prevent loss of control, manufac-
turers might devise a check list of distribu-
tor-dealer activities.

The list would include these questions:

m Is the timing of the campaign proper?
Is the consumer receptive to your product
at this time? Have factors such as seasons
and holidays been considered? What
about the competition? Are they planning
sales at this time?

m Is the advertised item properly and

competitively priced? Is it really a sale and -

attractive to the consumer as such?

® Have distributors been briefed about
the time frame of the campaign? Have
they been given sales kits, display and pro-
motional point-of-sale materials? Has
material been given to distributors with
ample time for delivery to dealers? Has a
check system been devised to make sure
such materials are in the dealers’ posses-
sion?

B Have dealer personnel been advised
of the campaign? Does the department or
store manager have full knowledge of the
campaign, sale item, dates? Have dealers
been checked as to their commitments
regarding sales of other products stocked?
Will they have shelf-space available? Can
they accommodate point-of-purchase
material ?

B Have dealer managers advised point-
of-sale personnel of all information perti-
nent to the sale? Have sales personnel
been adequately prepared to answer con-
sumer questions about the producét?

B Have in-store displays been dis-
tributed and assembled? Is someone
directly responsible for seeing that displays
are assembled and properly placed?

B Have dealers been provided the ad-
vertising schedule? Do they know the sta-
tions, days of the week, dayparts, pro-
grams and exact times spots will run?
Have .they been shown the commercnals
before lhey azr"

“® Have' proper-dealer tags been pro-
vided-to stations airing spots? [s:someone
responsible for making sure: that dealer

v

. names, logos, store hours;] locauohs; Spell-- -

-ings, etc. are correct? . i ik
. W Are all dealers adequateiy-stocked for
the Iength of the sale or wnl] ‘they.rin short

%o, sell over the prOJecteEt;sthk" 7
Yes answers, te all! of these questlons

. before the: spot- TV campa:gn 'Gegms w}hﬂ

insure success. . : re

vspecnﬁc responslbthi(‘.s )

’

>

e



The Professional

The Two Faces
of Patti Berman

Patti Berman is 26 years old.
But don't let her young face
fool you. Patti’s other face has
the assurance that comes with
yearsof experience. AP Radio’s
editor and weekend mid-day
anchor began her career at 17,
Since then, she has been news
director of American Univer-
sity’s AM station, anchored
radio newscasts for WNAV
and WRYE, Annapolis, and
reported on-camera for Metro-
media TV.

Faced with the choice: radio
or TV, Patti came to AP. We
like that. We're like Patti
Berman.

Professional.

Radio

Associated Press
Radio Network

Datebookz®

B indicales new or revised listing

! ]
This week

May 13-15— NBC-TV affiliates annual meeting. Cen-
tury Plaza hotel, Los Angeles. :

May 13-18— Public Broadcasters’ Organization of
Michigan annual meeting. Boyne Highlands Resort,
Harbor Springs, Mich. Contact: George E. Lott, North-
3rn Michigan University, Marquette 49855.

May 14 —Hearings throughout week on broadcast
and cable sections of Communications Act rewrite,
before House Communications Subcommittee.
Rayburn House Office building, Washington.

May 14-17—Conference for journalists on "The Role
of Television and Newspapers in American Life,” spon-
sored by The Washington Journalism Center.
Speakers and discussion leaders will include Repre-
sentative Lionel Van Deerlin (D-Calif); Henry Geller,
assistant secretary of commerce for communications;
Peter Hoffman, McHugh & Hoftman, and author Ben
Stein. Watergate hotel, Washington. Registration and
information: (202) 331-7977. Conference will be
limited to 15 to 20 working journalists.

May 15— New deadline for comments to FCC on AM
stereophonic broadcasting (Docket 21313). Previous
deadline was March 30. Replies are now due June 15.

May 15 —Deadline for entries in Nationa! Press Club
consumer journalism awards competition. Submis-
sions should be for material broadcast in 1978. NPC,
National Press building, Washington 20045.

May 15-18— Audio Engineering Society convention.
Hilton hotel, Los Angeles.

B May 18— Federal Communications Bar Associ-
ation luncheon. Speaker will be Sheila Mahoney, ex-
ecutive director, Carnegie Commission on the Future
of Public Broadcasting. Capital Hilton, Washington.

May 18— National Radic Broadcasters Association
radio sales day Americana, New York.

May 18— Federal Communications Bar Association
luncheon. Sheila Mahony, executive director, Carnegie
Commission on the Future of Public Broadcasting, will
speak. Capitol Hilton hotel, Washington.

May 18-18—American Association of Advertising
Agencies annual meeting. Greenbrier, White Sulphur
Springs, W. va.

May 17 — Television Bureau of Advertising regional ’

sales meeting. Marriott, Kansas City.

May 17-18—Consumer conference of University of
Wisconsin’s Center for Consumer Affairs, with assis-
tance from Milwaukee Journal, WTMJ-TV Milwaukee,
WMAQ-TV Chicago and University of Wisconsin
Department of Agricultural Journalism. Theme will
be the problems, strategies and rewards 6l consumer
journalism. Marc Plaza hotel, Milwaukee. Information:
(414) 224-4177.

May 17-19— New Mexico Broadcasters Association
annual convention. Holiday Inn. Farmington, N.M.

May 18— Radic-Television News Directors Associ-
ation Prairie regional conference. Sheraton Centre,
Regina, Sask.

May 18— Pacific Pioneer Broadcasters luncheon
meeting and salute to TV personality Soupy Sales.
Sportsmen's Lodge. Studio City, Calif.

May 18-19—Meeting of Radio Television News
Directors Association Region 12 in conjunction with
Pennsylvania AP Broadcasters. Treadway Resort Inn.
Lancaster, Pa.

May 18-189— National Broadcast Association for
Community Affairs Mid-Atlantic states regional con-
ference. Marriott hotel, Philadelphia.

May 20-23 — National Cable Teievision Association
annual convention. Las Vegas Convention Center, Las
vegas.
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May 20-23—CBS.TV gffiliates annual meeting. Cen-
tury Plaza hotel, Los Angeles.

May 21—Hearings throughout week on broadcast
and cable sections of Communications Act rewrite,
before House Communications Subcommittee.
Rayburn House Office building, Washington.

May 21-24 — National Public Radio annual con-
ference. Hyatt Regency, Washinglon. "

B May 22-23 — Telecommunications technol
symposium co-sponsored by National Telecom-
munications and Information Administration and Na-
tional Academy of Sciences. Dealing with telecom-
munications technology and how it is evolving to meet
current and future needs. National Academy of Sci-
ences auditorium, Washington. Information: S. F
Propheler, {201) 234-4971.

May 22-24 — Electronic Industrial Association an-
nual seminar, “Telecommunications: Trends and Direc-
tions," designed to brief members of the financial
community on the status of the telecommunications
industry. Dunfey's Hyannis Resort, Hyannis, Mass. In-
formation: Peter Bennett or Karen Settevig, {202)
457-4937.

B May 23 —Second annual creative awards luncheon
of Northern California Broadcasters Association.
Honors are presented to writers and producers of
commercials. St. Francis hotel, San Francisco.

May 23 —Revised date for National Radio Broad-
casting Association radio Sales day. Sheraton Airport
Inn, Atlanta. -

May 24— National Radio Broadcasters Association
radio sales day. Hyatt Regency O'Hare, Chicago.

May 24 — New York Market Radio Broadcasters As-
sociation's third annuat Radio Day Festival,, Sheraton
Centre hotel, New York.

May 25-27 — Southeast regional meeting of National
A iation of Farm Broad. 8. Myrtle Beach, S.C.

May 27-June 1—1979 Montreux International
Television Symposium and Technical Exhibit.
Montreux, Switzeriand. Information: PO. -Box 970—
CH-1820, Montreux.

May 30 —International Radio and Television Society
annual meeting. Broadcaster of Year Award will be
presented to Bob Keeshan of CBS-TV's Captain
Kangaroo, Waldorf-Astoria, New York.

May 30-31—American Research Foundation fifth
aDnnuaI midyear conference. Detroit Plaza hotel,
etroit.

May 30-June 2—Jowa Broadcasters Association

Erratals

Production company for ABC's Work-
ing Stitfs (program chart, page 32, May
7 issue) is Paramount, not Universal.
D
Buyer of wayz-am-FM Jupiter, Fla.
("Changing Hands." April 16) is half—!)
owned by Thomas M. Rubenstein in-
dividually, not as principal of Palm-
Martin Development Corp. as reported.
[}
“Fates & Fortunes” caption (May 7, page
87) omitted identifications of National
Association of Broadcasters’s Darlene
Paimer, chairman of Exhibit '79, pic-
tures on far left, and Belva Brissett of
NAB, second from left. Also Mitchell
Gyson was misidentified as Michele.







convention. Julien Motor Inn, Dubugue, lowa.

May 31-June 2—Symposium on “Childhood and
Creativity" and 25th anniversary tribute to Fred
Rogers, Mister Rogers Ne;ghborhood Keynote
speaker will be Pulitzer prize-winning author Erik Erik-
son. Others will Include Las Brown, New York Times
radio-TV correspondent, and Dr. Harvey G. Cox, St. Vin-
cent College, Latrobe, Pa. Information: David Newell,
Family Communications Inc., Pittsburgh 15213;
(412) 687-2990.

——

June

8 June 1—Nalional Association of Broadcasters
license renewal workshop. Julien Motor Inn, Dubuque,
lowa.

June 1—Deadline for entries National Commission
on Working Women broadcast awards program. Sub-
missions for programing about working women must
have aired between May 1, 1978, and April 30, 1979.
NCWW, 1211 Connecticut Avenue, N.W., suite 400,
Washington 20036.

June 1-2— Radio Television News Directors Associ-
ation of Canada national conference. Chateau Halifax,
Halifax, N.S.

June 3-8 — Association of Media Producers third an-
nual executive forum. Representative William Ford (D-
Mich) will be keynote speaker LaCosta Resort,
Carlsbad, Calif. Information: AMP 1707 L Street, N.W,
suite 515, Washington 20036.

8 June 4-5—20th annual spring conference on con-
sumer electronics, sponsored by Institute of Electrical
and Electronics Engineers, with special session on
consumer text display systems. Arlington Park Hilton,
Arlington Heights, IIl.

8 June 4-8— National Religious Broadcaslers
“Practicum in Religious Broadcasting” Former FCC
Chairman Richard Wiley and polister George Gallup
will speak. Nyack College, Nyack, N.Y.

June 5-8— American Association of Advertising
Agencies media Seminar. Fairmont hotel, San Fran-
cisco.

8 June 5-7—Canadian satellite earth station sym-
posium sponsored by Scientific-Atlanta and LeBiane
& Royle. Toronto Airport Holiday Inn. Information: Dan-
ny Comett (416} 677-6555 or Jim Wilson (416)
844-1242.

June 5-7 —Ohio Association of Broadcasters Spring
convention, Stouffer's, Dayton, Ohio.

June 5-9—American Women in Radio and Televi-
gion 2Bth annual convention. Atlanta Hilton,

June B-9— Broadcast Promotion Association 24th
annual seminar. Opryland, Nashville.

June 8-9— Broadcasters Designers Association Sec-
ond annual seminar, in conjunction with Broadcast
Promotion Association. Nashville. Reservations: Bob
Regler, KOLN-TV. Box 30350, Lincoln, Neb. 68503.

N June 7-—Second annual Frank E. Gannett
memorial lecture, under auspices of Waskington Jour-
nalism Center. Julian Goodman, who retires from NBC
May 31, will speak on "The First Amendment as an Ab-
solute’” State room, Mayflower hotel, Washington.

June 7— Television Bureau of Advertising regional
sales meeting. Hyatt O'Hare, Chicago.

8 June 7-8— National Association of Broadcasters
license renewal workshop. Rock Land Lodge, Table
Rock, Mo.

June 7-8—Fifth annual Northeast CATV technical
seminar, sponsored by New York State Commission on
Cable Teievision, Society of Cable Television
Engineers, State University of New York and New
York State CATV Association. Empire State Plaza
Convention Center, Albany, N.Y.

8 June 7-8—Upper Midwest Communications Con-
clave, sponsored by the Brown institute. Radisson Inn
Plymouth, Minneapolis. Information: Dick Hansen,
(612) 720-2481,

June 7-9— Alabama Broadcasters Association
spring convention. NAB President Vincent Wasilewski
will be keynote speaker. Holiday Inn, Pensacola Beach,
Fla.

June 7-9 — Kansas Association of Broadcasters con-
vention. Hilton Inn, Wichita, Kan. Convention chair-
man: Frank Gunn, KAKE(AM) Wichita.

June 7-9— Associated Press Broadcasters conven-

tion. New Orleans Hilton. New Orleans.

June 7-9 — Arizona Broadcasters Association Spring
convention. Westward Look, Tucson, Ariz.

June 7-10-— 1979 national conference of Investiga-
tive Reporters & Editors. Mike Wallace of CBS will be

keynote speaker. Also on agenda is address by Feder- -

al Trade Commission Chairman Michael Pertschuk.
Boston Plaza hotel. Contact: Norita Lee, (617)
523-6611.

June 7-10— Missouri Broadcasters Association
spring meeting. Rock Lane Lodge, Branson, Mo.

June 9-13—American Advertising Federation an-
nual convention: Hyatt Regency hotel, Washington.

June 10-11—Montana Broadcasters Association
annual convention. Falrmont Hot Springs, Anaconda,
Mont.

June 10-12— National Association of Broadcasters
public affairs programing conference. Mayflower hotel,
Washington.

June 10-13— Western States Adverlising Agencies
Association 29th annual conference. Doubletree Inn in
Fisherman's Wharf, Monterey, Calif.

June 11— National A intion of Broadcast
workshop. Airport Hilton, Indianapolis.

June 14-15—Oregon Association of Broadcasters
spring meeting. Bowman’s Resort, Wemme, Ore,

June 14.15— Broadcast Financial Management As-
sociation/BCA board of directors meeting. Sir Francis
Drake hotel, San Francisco.

3 legal

® June 14-18—Annual convention, Interrational
Broadcasters Idea Bank. Airport Hilton Inn, Memphis.

June 14-18 —South Dckota Association of Broad.
casters annual meeting. Sylvan Lake in Black Hills,
S.D.

June 14-17— Mississippi Broad 8 Association
annual convention. Sheraton- Blloxl Motor Inn, Biloxi,
Miss.

June 15-18— North Dakota Broadcasters Associ-
ation spring convention. Lake Metigoshe, Turtle Moun-
tain Lodge, Bottineau, N.D.

June 15-18 — Radio Television News Directors Asso-
ciation board meeting. New York.

June 185-17—Meeting of Radio Television News
Directors Association of the Carolinags. Max Robinson,
ABC News, will speak. Santee, S.C.

Jun® 17 — Television Critics Association semln
Century Plaza hotel, Los Angeles. ‘

June 17-19— New Jersey Brdadcasters Association
33d annual convention. Playboy Resort and Country
Club, Great Gorge, N.J.

June 17-23—Eighth sales manager seminar of Na-
tional A iation of Broad 5. Harvard Business
School, Boston.

June 18-19—Society of Cable Television Engineers
regional technical meeting. Radisson South, Min-
neapolis.

June 19-20—American Association of Advertising
Agencies media seminar. Biltmore hotel, New York.

May 7-11—ABC-TV affiliates annual meeting.
Century Plaza hotel, Los Angeles.

May 13-15— NBC-TV affiliates annual meeting.
Century Plaza hotel, Los Angeles.

May 18-19—American Association of Advertis-
ing Agencies annual meeting. Greenbrsier, White
Sulphur Springs, W. Va.

May 20-23— CBS-TV affiliates annual meeting.
Century Plaza hotel, Los Angeles.

May 20-23 — Nationai Cable Television Associ-
ation annual convention. Las Vagas Convention
Center, Las Vegas. Future conventions: Dallas,
April 13-18, 1980; 1981 site to be selected:
Washington, May 25-28, 1982.

May 21-24 —National Public Radio annual con-
ference. Hyatt Regency, Washington. 1980 con-
farence will be March 16-20, Crown Center hotel,
Kansas City, Mo.

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

June 5-8—American Women in Radio and
Television 28th annual convention. Atlanta Hilton.

June 8-9—Broadcast Promotion Association
24th annual seminar. Nashville. Future seminars:
June 1980, Montreal; June 1981, New York; June
1982, San Francisco; June 1983, New Orleans.

June 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.

June 24-27 — Public Broadcasting Service’s an-
nual membership meetings. Century Plaza hotel,
Los Angeles.

casters joint board meeting. NAB headquarters,
Washington.

Sept. 8-8 — Radio Television News Directors As-
gociation 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 Marriolt,
New Orleans.

Sept. 9-12— National Association of Broad:

Majoi:[eeings

. annual convention. Washington Hilton.

June 25-29— National Association of Broad-

casters radio programing conference. Stouffers
Riverfront Tower, St. Louis.

Sept. 18-19— Broadcasting Financial Manage-
ment Association 19th annual conference.
Waldorf-Astoria, New York. 1980 convention will
be Sept. 14-17 at Town and Country hotel, San
Diego.

Sept. 24 -Nov. 30— Start of World Administrative
Radio Conference for U.S. and 153 other member
nations of International Telecommunication
Union. Geneva Internationa! Conference -Centre
and |ITU headquarters, Geneva.

8 Oct. 5-7 — Mutual Broadcasting aoffiliates first

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

Oct, 21-28—Society of Motion Pictures and
Television Engineers 121sl technical conference
and equipment exhibit, Century Plaza hotel, Los
Angeles.

Nov, 11-18— National Association of Education-
al Broadcasters 55th annual convention. Conrad
Hilton, Chicago.

MNov. 12-14 — Television Bureau of Advertising
annual meeting. Omni hotel. Atlanta. Future meet-
ings: Nov. 10-12, 1880, Hilton hotel, Las Vegas;
Nov. 16-18, 1981, Hyatt Regency, New Orleans.

Nov. 14-17 —Society of Professiornal Journaliste,
Sigma Delta Chi national convention. Waldorf-
Astoria, New York.

m Feb. 16.21, 1980— National Association of
Television Program Executives conference. San
Francisco Hilton. Future conference: March 13-18,
1981, New York Hilton (Previously set for Feb.
13-18, New Orleans).

April 13-18, 1980— National Association of
Broadcasters annual convention. Las Vegas.
Future conventions: Las Vegas, April 12-15,1981;
Dallas, April 4-7, 1982; Las Vegas. April 10-13,
1983; Atlanta, March 18-21, 1984; -Las Vegas,
April 7-10, 1985; Kansas City, Mo., April 13-16,
1986; Atlanta, April 5-8, 1987; Las Vegas, April
10-13, 1988.

Broadcasting May 14 1979
18






OpenzMike®

Herbert vs. CBS

Epitor: The editorial, ‘‘Last Resort™
(April 23) ignores the fact that the recent
Supreme Court ruling in the Herbert-CBS
case only applies when a story is not true.
The decision does not limit traditional libel
defenses such as the truthfulness of the
story.

The ruling CBS sought would have been
undesirable because of its impact on the
credibility of the press. Journalists who
maliciously publish false stories about
public figures deserve to be sued. In some
cases, the only way to establish malice is to
ask questions about editorial and thought
processes.

Instead of making themselves immune
from libel suits, senousmurnahsls need to
concentrate on countersuing Lﬂqse who
sue for libel without adequate grounds.—
Kenneth B. Lucas, consultant Hutchin-
son, Kan.

EDITOR: In your April 23 editorial on the
Supreme Court’s latest attack on the First
Amendment, you close with: “Maybe its
time to turn the talk into action.”

Yes! And if we have learned anything
from those we report upon, we should take
a hint from a prominent farm union leader.
He triggers nauonwuﬁ boycotls "agajnst
lettuce and bananas to make his point. Qur
newscasters should:

(1) Publicly and daily object to the Hey-
bert decision; (2) refuse to use the name
of any member of the House or Senate on
the air or in print, until this encroachment
on our freedom is lifted, and (3) place
black masks over the faces of all legislators
shown on TV, except for those who
publicly favor press freedom.— Dick Palm-
quist, president, 7hpe Networks Inc., De-
land, Calif

But not that big

EpiToR: Your article ““Timebuyers Begin
To Think a Bit Older” appearing in the
April 30 issue was certainly well read, as
indicated by the number of calls and re-
quests for additional information we re-
ceived,

Therefore, [ thought it was best to drop
you a note about a typo that may cause
some confusion. The quotation from your
story:

“Katz statistics show that in the first
quarter of 1979, 29% of spot radio presen-
tations . .. made by its salesmen included
demographlc data on adults 25-54.°

The correct statistic is 20%. Although
25-54 is indeed a fast-growing demo re-
quest it has not yet attained that large
figure.— Carol Gilbert Mayberry, director
of radio research, The Katz Agency, New
York.

Stll! in Carson’s corner

EDITOR: Johnny Carson’s problems with
Fred Silverman are pretty amusing to
me—Johnny once worked for me faor free.
I was managing wow.-Tv Omaha and be-
tween us we developed a program‘'called
QCarson’s Corner to give TV dealers a pro-
gram for demo purposes.

" There' was no money, so Johnny pro-
duced, presented and emceed the program
at no charge. Johnny took smart pills,
went to Hollywood and ended up with
Fred Silverman. Johnny’s a great guy and
all of us of the original wow-Tv staff are his
greatest fans. — Joe Herold, owner, Herold
Broadcasting Co., Sonora, Calif.

Thurrn’s turn

EDITOR: This is a testimonial, Following
the publication of your reporter’s inter-
view with me (April 30), I received com-
ments’from all over the country from peo-
ple I hadn't heard from in a long time.

I have been a reader of your publication
for many years, but did not realize the ex-
tent of both your circulation and reader-
ship. Con ratulations and keep it up.—
Samuel Thurm, senior VB Association of
National Advertisers, Washington.

Men of many hats

EDITOR: It’s remarkable how simple thmgs
bring back memories. Your cartoon in the
April 30 edition was just such an jtem.
We were pnv:leged to learn the televi:
sion business in a manner few have expe-
rienced. When I was general manager of
KXGN-Tv Glendive, Mont., for fearly
eight years, we learned how to operate
with remote control cameras long before
the equipment was available on the mar-

“Remember now. First you do the news, then come over
here and do the sporis, then over here for the weather"

ket. We at one time operated with ‘‘one
man''—one man doing a newscast from
the studio, controlling pan-tilt and focus
as well as slides, balops and audio with a
remote-control console on the news desk.
The business of moving over a couple
feet and ‘‘changing'’ from news to weather
to sports is not new at all. It was necessary
in one, if not all the smallest markets. —
Gerry Robbins, president and general
manager, WCMP-AM-FM Pine City, Minn.
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We helped this man
realize his ambition.

KTVI ACTION 2 CASE HISTORY

Over 7 years ago, Joe Redondo fell through a ceiling and suffered severe spinal injuries. Twenty-six
operations later and Joe still wears an electronic nerve stimulator. He wanted to go to Nursing
School to be able to help others as he was helped.

Jae Redondo enrolled in Nursing School and applied for Federal Government money he was entitled to
for his education. But the Federal Government refused to provide aid, claiming he was “totally dis-
abled” and unable to pursue a nursing career. Yet, Joe was already getting good grades and proving he
could provide full nursing services to patients. He wanted that Nursing Diploma but without the Federal
money he was unable to continue his education. ’

Joe came to KTVI ACTION 2. After hearing his story, KTVI ACTION 2 set out
to prove he could and would be a good, efficient, fully qualified nurse.

ON APRIL 12, 1879, JOE REDONDOC WAS TOLD HE COULD CONTINUE HIS
NURSING EDUCATION BECAUSE HE WAS TO RECEIVE THE FEDERAL
MONEY HE WAS ENTITLED TO.

KTVI ACTION 2-there to help those who need it! KTVI o

ST.LOUIS, MO.
NEWHOUSE BROADCASTING CORP.

KTVI WAPI-AM-FM-TV WSYE-TV WSYR-AM-FM-TV WTPA-TV-EM

St. Louis Birmingham Elmira Syracuse Harrisburg
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Top of the Week

Radio’s next
in line for
the dash to
deregulation

FCC has bigger ideas than
proposal for limited experiment;
wide-ranging rulemaking readied

The FCC last week took off at high speed
down the road to deregulation of radio, the
drive fueled by economic data indicating
that some of its regulation is superfluous.
The major questions left unanswered after
the commissioners’ three-hour meeting
on the subject on Tuesday were the num-
ber of markets that would be affected, the
manner in which deregulation would be
crafted—and whether citizen groups
would attempt to run the deregulatory
drive into a ditch.

The commission’s lawyers were clearly
worried about the last guestion, as they
cautioned the commissioners on the legal
limits of the agency’s authority to deregul-
ate. The lawyers do not expect citizen
groups to sit idly by while the regulatory
levers used over the past dozen years to
influence broadcasters’ programing and
employment practices are removed.

And Dr. Everett Parker of the Office of
Communication of the United Church of
Christ last week made it clear a court suit
is a possnblllty ‘““We don’t know what the
commission'is going to do,” he said. “‘But
we'd be concerned about the elimination
of EEO rules and rules mandating that sta-
tions represent their local communities
and afford an opportunity for all elements
to be heard’’

Whether the issue becomes a court
case, citizen groups are said to be frus-
trated and angry at not having had an op-
portunity thus far to present their views.
An opportunity to comment formally will
comc when the commission issues a
notice of rulemaking. But Citizens Com-
munications Center has written the com-
mission, asking that it hold hearings in
cities around the country on the issue. It
has not yet received an answer.

““The staff’s presentation has been one-
sided,” said Citizens’ Edward Kuhlman.
“And the commissioners’ minds seem to
be made up’

He feels the commission has its

Broadcasting - Maysd

Cast of characters. These were some of the partlclpanls last week as the FCC moved ahead on
its Dperation Deregulation: Radio. In the top photograph, Chairman Charles D. Ferris, who set a
tone of enthusiasm for sweeping deregulation, is flanked on his right by Commissioner Robert E.
Lee and on the left by Commissioner James H. Quello. Commissioner Tyrone Brown, above, left,
with Commissioner Abbott Washburn, made clear he feels that, even with deregulation, radio
licensees should be held responsible for some local public affairs programing. Commissioner

priorities backward. [f the commission is
concerned about competition, he said, it
should complete some other pending mat-
ters before dealing with deregulation—
breakdown of the clear channels, opening
the door to-low-power television service in
urban and rural areas, strengthening UHE

Nor is Kuhlman impressed with the evi-
dence on which the FCC is proceeding.
Before it accepts the validity of broad-
casters’ logs, he said, it should monitor
the stations' performance. (Ironically,
FCC Chairman Charles D. Ferris’s admin-
istrative assistant, Frank Lloyd, and the
General Counsel's Office lawyer working
most closely o