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The Christal Company
wants to thank our clients,
who have made us

one of America’s strongest
and most successful
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lﬁs notonly
what you say.
It's who you
say it with.

CBS Radio Spot Sales
represents Americas most
influential radio stations

WEEI BOSTON
WCBS NEW YORK
WCAU PHILADELPHIA
WTOP WASHINGTON, D.C.
WGBS MIAMI
WLYT- MIAMI
WWJ AM DETROIT
WWJ FM DETROIT
WSPD TOLEDO
WILW CINCINNATI
WBBM CHICAGO
KMOX ST LOUIS
WCCO MINNEAPOLISST PAUL
KPRC HOUSTON
KCBS SAN FRANCISCO
KNX LOS ANGELES
KSDO SAN DIEGO
KEZL SAN DIEGO

CBS RADIO SPOT SALES
NEW YORK - PHILADELPHIA - ATLANTA
DETROIT+ CHICAGO - ST LOUIS
SAN FRANCISCO + LOS ANGELES
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STEINMAN TELEVISION STATIONS

DMA-use WTEV

An impressive addition to your WTEV
summer audience - more than half a
million persons missed by all ratings.
Money-spending seasonal residents and
vacationists visit daily on Cape Cod, in
Newport, Nantucket, Mystic Seaport and
other resorts along the 547 miles of
Southern New England shoreline. When
you buy WTEV vyou get a growing Provi-
dence DMA plus this prosperous summer
influx. Don’t miss these prospects.

WIEVG

STEINMAN TV STATION

PROVIDENCE, R.I.
NEW BEOFORO-FALL RIVER, MASS.
NEW LONDON, CONN.

ACBS AFRUATE Vance L. Eckersley. Manager

WTEV Providence, R. |./New Bedford-Fall River, Mass. ‘
WGAL-TV Lancaster-Harrisburg-York-Lebanon, Pa.

)







The Tallahassee market is hot and
growing. The Tallahassee-Thomasville
area grew by more than 20% last year.
Forward Communications gives
you two shots at this affluent market:
WONS-AM captures the 30+ segment
of the market with its adult MOR/ news
and information format.
WBGM-FM-99 blankets the market
with 100,000 Watts of adult
contemporary music in stereo.
Both stations have an audience that’s
growing along with Tallahassee.

lililu’re ahelz)ld
when you
Forward 3

WONS-
WBGM-FM

TALLAHASSEE, FLORIDA

MEMBER...FORWARD GROUP
WTRF-FM Wheeling
WKAU-AM-FM Kaukauna
KVGB-AM-FM Great Bend
WONS-AM Tallahassee
WBGM-FM Tallahassee
WSAU-AM Wausau
WIFC+M Wausau

Buying, New York. Target: total women.

Agway O Four-week campaign for paints
and sealer starts July 11 in 16 Northeast
markets. Agency: Northrup & Teel, -
Pittsford, N.Y. Target: men, 25-54,

Sedgfield O Four-week campaign for
Sedgfield jeans begins in early August in
eight markets. Agency: Mathieu, Gerfen &
Bresner, New York.

Genesee 0 Three-week campaign for
Cream Ale begins July 16 in 21 markets.
Agency: William Esty, New York. Target:
men, 18-49.

Carnation O Three-week campaign for
Slender Bars food begins July 17 in 40
markets. Agency: Erwin Wasey, Los
Angeles. Target: women, 18-49.

Tandy Corp.0 Three-week campaign
begins July 9 for color tile kits in 20
markets. Agency: Mart Advertising, Fort
Worth. Target: adults, 25-49.

Firestone O Two-week campaign for
tires begins Aug. 12in 91 markets.
Agency: Sweeny & James, Cleveland.
Target: men, 25-54.

Nisson Motor Corp. 0 One-week
campaign for Datsun cars and trucks
begins Aug. 6 in 24 markets. Agency:
William Esty, New York. Target: men,
18-49,

T — [ L e ——

American Dairy AssociationO Six-
week campaign starts this week for milk
in 30 Southeastern markets. Agency:
D'arcy MacManus & Masius, Atlanta.
Target: teens.

International Harvester O Six-week
campaign for Scout vehicles will start this
week in six Southwest markets, including
Dallas, Houston and Tulsa, Okla. Agency:
The Bloom Agency, Dallas. Target: men,
18-49.

C & C Cola O Six-week campaign
begins July 16 for soft drink in San Diego
and Los Angeles. Agency: Catalano &
Gornick, Los Angeles. Target: women,
18-49.

Bell of Pennsyltvania O Four-week
campaigns for Yellow Pages ad sales
begins Sept. 10 and Sept. 17 in Scranton,
Pa.. and Pittsburgh, respectively. Agency:
Lewis & Gilman, Philadelphia. Target:
men, 25-64.

Alcoa O Four-week campaign for various
products begins this week in 31 markets.
Agency: Creamer Inc., Pittsburgh. Target:
men, 25-64.

Wrangler O Four-week campaign starts
Aug. 8 for jeans in about 250 markets.
Agency: Doyle Dane Bernbach, New York.
Target: teens.

Magic Pan DO Three-week campaign
starts July 9 for restaurant chain in nine
markets including New York. Agency:
Allen & Dorward Inc., San Francisco.
Target: adults, 25-49.

Boeing O One-week campaign
recruiting employes in New York begins
July 27. Agency: Cole & Weber, Seattle.
Target: men and women, 25-49,

Texas Instruments 00 One-week
campaign recruiting employes begins
July 8 in Los Angeles. Agency: Popajoy &
Fischel, Dallas. Target: men, 25-49.
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BAR reports television network sales as of June 3

ABC $689.672.200 (36.3%) O CBS 5624,332,200 (32.8%) G NBC $588.001.900 (30.9%)

Total Total
minutas dotlars %
woek waak 1979 total 1978 total change
ended ended 1979 total doiiars doilars rom

Day parts June 3 June 3 minules year (o date year (o, date 1978
Monday-Friday
Sign-on-10 a.m. 156 § 1.411.900 3470 S 27.080.500 $ 23815800 4137
Monday-Friday
10 am.-6 p.m. 985 17,707,900 22,039 392,606,900 363.869.100 +7.9
Saturday-Sunday
Sign-on-6 p.m. 264 6.149.900 7.498 215,150,800 192472900 +118
Monday-Saturday
6 p.m.-7:30 p.m. 97 4,911,900 2.161 108.904.000 95.250.600 +143
Sunday
6 p.m.-7:30 p.m. 26 1.267.300 534 34,565,400 28813200 +200
Monday-Sunday
7:30 pm.-11 pm. 418 45,654,000 9,093 996,953,600 872938400 +14.2
Monday-Sunday
11 p.m.-Sign-off 240 6,770,400 5,160 126,765,300 103,379,000 +226

Total 2186 §83.873.300 49955 $1,902,006,300 $1,680,539,000 +13.2

Source: Broadcast Advertisers Reporls
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The 21st annual Chicago Emmy
Awards honored WBBM-I'V
with 34 Emmys for televi-
sion news, programming
and individual achieve-
ment, the largest number
awarded to any Chicagn

station.

NEWS SPECIALS: AN
INVESTIGATIVE REPORT
Agent Orange: The Human Harvest
Bili Kurtis, reporter; Rose Economou, Brian Boyer,
co-producers

INFORMATIONAL PROGRAMMING:
SINGLE PUBLIC AFFAIRS PROGRAM
Blizzard '79: Public Questions, City Answers

Bill Kurtis, Walter Jacobson, co-anchors; Tom Kuelbs,
Scott Gurvey, David Caravello, Dick Goldberg,
co-producers

COMMENTARY ACHIEVEMENT
Perspectives, Walter Jacobson

MAGAZINE PROGRAM SERIES

Two on Two, Bob Wallace, Harry Porterfield,

Susan Anderson, co-hasts; Jim Hatfield, George Baum,
Patrice Fletcher, David Barnes, co-producers

CONVERSATION PROGRAM SERIES
Common Ground, Warner Saunders, host;

Frank Jackson, Kenn Calhoun, Gail Sikevitz,

Don Johnson, co-producers

EMMY-WINNING
TRADITION,
WE WIN AGAIN!

PUBLIC AFFAIRS SERIES
Channel 2: The People, Harry Porterfield, host;
Gail Sikevitz, Bob Smith, Kenn Calhoun, coproducers

CHILDREN'S PROGRAMMING:
FOR A SINGLE PROGRAM

The Good Gang Express, Warner Saunders, host;
Gail Sikevitz, producer

INDIVIDUAL EXCELLENCE

Bill Kurtis, reporter/writer, “The Holy Land”

Warner Saunders, narrator, "The End of the Line”

Chris Chandler, writer/researcher, “Focus: 1968

Mary S. Nissenson, researcher, “Factfinder:

Public Guardian”

Bud Marcus, video tape editor, “The Good Gang Express™
Phil Ruskin, directer, “The Good Gang Express”

WBBM-TV®2 GHIGAGO

Nobody Does It Better! _



BLAIR RADIO

RESOURCES

How radio’s most crextive
salespeople combine systems
and salesmanship to get top
results for cur stations.

In radio, sales support is important. Com-
puter-generated research is important. And Blair
has the best of both. But when you get right down
to i, it's what the salesperson does with the
material that makes the difference.

And nobody's more resourceful at that than
the Blair salesperson.

Like the time one of them drove a herd of
turtles through a maze on a buyer's desk. To drive
home specific points about a Blair station.

And another showed up in a bearskin cos-
tume to dramatize a Biair station benefit. (They
said only his bare skin could have grabbed more
attention.)

Still another sent big, juicy half apples to
buyers. To demonstrate that without the Blair sta-



BLAIR RADIO

tion, they were buying only half of the Big Apple. Blair salespeople take the BRAIN's gray mat-

Blair Radio's ability to deliver sales results is ter and give it color, life and a healthy dash of show
extraordinary, because we make an extraordinary biz. Bottom line, the Blair-represented radio station
effort to attract and hold the best people in the gets its national sales-edge from resourceful
business. people working with the best resources in radio.

The most talented, most spirited, most moti-

| ]
vated salespeople in radio. k- Blalr Radlo
And the tools we give them to work with are @B | A division of John Biair & Company
also unmatched. Such as Blair's powerful new Reliable people, reliable data

BRAIN computer system. Which makes all radio
easier than ever to plan and buy.



(INFACT THE REST)

WCAU-TV Philadelphia

- 1st Place —The Best Regularly Scheduled
Newscast

- 1st Place—The Best Spot News Reporting
- 2nd Piace —Enterprise Reporting

- 3rd Place —Enterprise Reporiing

1978 TELEVISION CONTEST
AWARDS by THE PENNSYLVANIA
ASSOCIATED PRESS
BROADCASTERS ASSOCIATION.

Almost every television station in
Pennsylvania entered this competition.

They did what we did, their best.

WCAU-TV is proud to have been judged
the best of the best. The Best Regularly
Scheduled Newscast in the State.

Any night, in the Pennsylvania, South
Jersey, Delaware areaq, at 5:30,
6 and 11, you can judge for yourself.

Who makes the news more awarding?

ISTVE0 AGAIN!

Represented by CBS Television Stations National Sales




B indicates new or revised listing

_
This week
July 8-10— Television Programers Conference. Hyall

Regency, Lexington, Ky Information: Bill Logan, Cos-
mos Broadcasting. Columbia, S.C. {803) 799-84486.

—
Also in July

July B-11—Summer convention of National Associ-
ation ef Farm Broadcasters. Billings, Mont.

July B8-11— New England Cable Television Associ-
ation annual convention. Wenlworth by the Sea,
Portsmouth, N.H. Contact: Bill Kenny. NECTA (863)
286-4473.

8 July 10— Information Industry Association braak-
fast meeting, with Glen Robinson, chairman of U.S.
delegation to World Administrative Radio Conference.
as speaker. Room B 338, Rayburn House Office Build-
ing, Washington. Information: Bob Willard,
(202)-544-1968.

July 10— Radio Advertising Bureau Idearama-Plus
for local sales. Holiday Inn-Airport, Atlanta.

July 10— Radio Advertising Bureau 1dearama-Plus
for local sales. Hilton Inn-Airport, Denver.

July 10— Radio Advertising Burecu Idearama-Plus
for local sales. Howard Johnson's Downtown, In-
dianapolis.

July 10— Radio Advertising Bureau 1dearama-Plus
for local sales. New Orleans Marriott,

July 10— Radio Advertising Bureau Idearama-Plus
for local sales. Holiday inn-Downtown, Portland, Me.

July 10—New deadiine for filing comments to FOC
on AM clear channel rulemaking.

July 11-14— Virginia Association of Broadcasters
meeting. Cavalier Inn, Virginia Beach.

July 11-14—Colorado Association of Broadcasters
summer convention. Tamarron, Durango, Colo.

July 12— Radio Advertising Bureau \dearama-Plus
for local sales. Carolina Inn, Columbia, S.C.

July 12— Radio Advertising Bureau ldearama-Plus
for local sales. Arlington hotel, Hot Springs, Ark.

July 12— Radio Advertising Bureau Idearama-Plus
for local sales. Cranston Hilton Inn, Cranston, R.1.

July 12— Radio Advertising Bureau ldearama-Plus
for local sales. Ramada Inn, Billings, Mont.

July 12— Radio Advertising Bureau \dearama-Plus
for local sales. Hitton Inn, St. Louis.

July 12— National Association of Broadcasters
license renewal workshop. Tamarron, Durango. Colo.

July 13—Day-long briefing covering topics of major
national concern by White House Office of Media
Liaison for Radio-Television News Directors Associ-
ation members. Président Carter is scheduled to ap-
pear. Old Executive Office B_uilding'. Washington.

July 14-15— UPI Broadcasters of Louisiana annual
meeting. Maison Dupuy hotel. New Orleans.

June 14-18— National Gospel Radio Seminar. Holi-
day Inn-Clayton Plaza, St. Louis. Conlact: Dave Wort-
man, PO. Box 22912, Nashville 37202; (615)
256-2241. o

July 18- 18— Community Antenna Television Associ-
ation annual convention. The Abbey on Lake Geneva.
Fontana, wWis.

July 15-18 — New York State Broadcasters Associ-
ation 1Bth execulive confefence The+Ofesaga hotel,
Cooperstown. N.Y

July 18-19—CATA Cable Operalors Seminar ‘79,
sponsored by Community Antenna Television Associ-
ation. The Abbey on Lake Geneva, Wis. Registtation:

Datebook®:

CCOS '79. 429 N.wW 23d. Suite 106, Oklahoma City
73107,

July 18-18— Arbitron Television Advisory Council
meeting. Radisson South, Minneapolis.

July 17 —Deadline date lor FCC commenls on pro-
posal to eliminate cable sules dealing with syndicated
program exclusivity and importation of distant signals
(Dockets 20988, 21284). Replies are due August 16,

Jll_ly 17 — Radio Advertising Bureau Idearama-Plus
for local sales. Hilton Inn, Des Moines, lowa.

July 17— Radio Advertising Bureau |dearama-Plus
for local sales. Alameda Plaza, Kansas Cily, Mo.

July 17— Radio Advertising Bureau |dearama-Plus
for local sales. Sheraton Inn, S¢ranton, Pa.

July 17 — Radiec Aduvertising Bureau |dearama-Plus
for local sales. Red Lion Motor Inn, Spokane, Wash.

July 19— Radic Advertising Bureau Idearama-Plus
for local sales. Liltle America. Salt Lake City.

July 19— Radioc Advertising Bureau \dearama-Plus
for local sales. Commodore Perry Motor Inn, Toledo.
Ohio.

July 19— Radio Advertising Bureau Idearama-Plus
for local sales. Hilton Inn West, Oklahoma City.

July 19— Radic Advertising Bureau Idearama-Plus
for local sales. Holiday Inn, Fargo. N.D.

July 19— Radio Advertising Bureau Idearama-Plus
for local sales. Hifton hotel, Philadelphia.

a July 19-20—Workshop on libel litigation, spon-
sored by Practising Law Institute. Sheraton Centre
holgl. New York.

July 22-24 —California Broadcasters Association
annual meeting. NBC President Fred Silverman will
speak July 24. Bel Monte Hyatt House, Monterey, Calif.

July 23 —Deadline for reply comments on FCCinqu-
uy into future role of low-power television broadcast-
ing and television translators {Dockel 78-253).

July 25— Radio Advertising Bureau Idearama Plus
for local sales. Captain Cook hotel, Anchorage.

July 28-28— Wisconsin Broadcasters Associalion
annual sumimer meefing. Pioneer Inn, Oshkosh.

July 25-29— Rocky Moyniain Broadcasters Assaci-
ation convenlign. Hyatt Lake Tahoe hotel, Incline Vil-
lage. Nev.

EEE—
August

® Aug. 2-3—Workshop on libel litigation, spansored
by Practising Law Institute. Beverly Hilton hotel, Los
Angeles.

® Aug. 3-7 —“Politics, Culture and Radio: a Perspec-
tive for the 1980's” radio production seminar spon-

sored by WYSO(FM) Yellow Springs, Ohio, and held
there. Information: Sherry Novick. {p13) 767-1722.

Aug. 9-10— Arkansas Broadcasters Association
summer convention, sales seminar. Camelot Inn, Little
Rock.

Aug. 10— Kansas Association of Broadcasters sports
seminar. Royals and Arrowhead stadiums, Kansas City,
Mo.

Aug. 15-19—Fifth annual conference. National Fed-
eration of Community Broadcasters. Evergreen State

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-
sociation international conference.

Sept. 9-12— National Association of Broad-
casters radio programing conference. Stouffer's
Riverfront Tower. St. Louis. -

Sept. 18-19— Broedcasting Financial Manage-
men! Association 19th annual conference.
Waldorf-Astoria, New York. Future conferences:

Diego: Sept. 20-23. Sheraton-Washington,

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

Oct. 5.7 — Mutua! Broadcasting System affiliates
convention. Washington Hilton, Washington.

Oct. 7-10— National Radio Broadcasters Associ-
ation annual convention. Washington Hilton hotel,
Washington.

Oct. 21-28-— Society of Motion Pictures and
Television Engineers 1215t technical conference
and equipment exhibit. Century Plaza hotel. Los
Angeles.

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

Nov. 12-14— Television Bureau of Advertising

annual meeting. Omni hotel, Atlanta, Future meet-
ings: Nov. 10-12, 1980, Hilton hotel, Las Vegas:

) 6rm D.u““"“”ﬂ‘h 9S

June 28-29— National Association of Broad-

Sept. 14-17, 1980, Town and Country hotel, San |

Nov. 16- 18 1981, Hyatt Regency. New Orleans.

Nov. 14-17— Socle.'y of Professional Journalists,
Sigma Delta Chi national convention. Waldorf-
Astoria. New York.

B Jan. 13-18, 1980— Association of Indepen-
dent Ti;—levmon Stations (INTV) convention.
Galleria Plaza Houston. Future convention: Jan.
18-21, 1981.'Century Plaza, Los Angeles.

Jan. 20-23, 1980— National Religious Broad-
casters convention. Washington Hilton.

Fab. 18-21, 1980— National Association of
Teievision Program Executives confarence.

April 13-18, 1980— Nationa! Associction of
Broadcasters annual convention. Las Vegas.
Future convenlions: 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 14-17, 1985; Kansas City, Mo., April 13-16.
1986: Allanla, April 5-8. 1887: Las Vegas. April
10-13, 1988.

& April 18-24, 1980—-MIP TV mternallonal
program market. Cannes, France. 2

May 18-21, 1980— Natignal Cable Television
Association annual convention. Dallas.

June 3-7, 1980-—29th apnual convention,
American Women in Radio and Television. Hilton
Palacio del Rio and San Antonio Marriott, San An-
tonio, Tex. Future convention: May 6-10, 1981,
Sheraton Washington hotel, Washington.

8 June 11-18, 1980 — Broadcaster Promotion
Association 24th annual seminar and Broadcas?
Designers Association second annual seminar.
Queen Elizabeth hotel, Montreal.

Sept. 20-24, 1980 —Eighth Inrernational
Broadcasting Convention. Metropole Conference
and Exnibition Centre, Brighton, England.
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The Professional

Jack Briggs’
Dreams
Come True

Jack Briggs' childhood dream
was to make it to the pitcher's
mound of a pro baseball team,
At 18 that dream came true.
While on the ground crew of
the Cleveland Indians, his job
was covering the mound with
tarpaulin when it rained.

Jack has covered many facets
of the sports field. He did
play-by-play coverage of the
Utah Stars and was Sports
Director of WERE and WIW
in Cleveland. Now, as an APR
Sportscaster, he feeds the
dreams of another generation.
We like that. We're like

Jack Briggs.

Professional.

Radio

Associated Press
Radio Network (212) 262-4011

College. Olympia. Wash. Informalion: Nan Rubin (202)
289-1200.

Aug. 18— National Association of Broadcasters legal
workshop. Sheraton Airport hotel, Atlanta.

Aug. 18-18 —Idaho Srate Broadcasters Association
convention. Shore Lodge, McCall, Idaho.

B Aug. 20— Week of one-day Missouri Broadcasters
Association sales clinics, beginning Monday at
Ramada Inn, Sikeston. Tuesday's will be at the Hilton
Inn, Springfield; Wednesday's at Holiday Inn, Jefferson
City; Thursday's at Holiday Inn, Hanibal, and Friday's at
Ramada Inn. St. Joseph.

Aug. 20-21 — Society of Cable Television Engineers
regional technical meeting. Logan Airport Hilton,
Boston.

Aug. 22-25— Michigan Association of Broadcasters
annual convention. Hidden Valley Resort, Gaylord,
Mich.

Aug. 23-28— Wesr Virginia Broadcasters Associ-
ation meeting. Greenbrier, White Sulphur Springs, W.
va. :

Aug. 24-Sept. 2 —International Radic and TV Exhibi-
tion 1979 Berlin, promoted by the Society for the Pro-
motion of Entertainment Electronics of Frankfurt-on-
Main with executive handling by the AMK Company
for Exhibitions, Fairs and Congresses Ltd. Berlin Ex-
hibition grounds. .

Aug. 28-28— iilinoia Broadcasters Association an-
nual conventicn. Ramadd.Inn. Champaign. Il

Aug. 286-Sepl. 2— National Association of Broad-
casters sales management seminar. Harvard Universi-
ty, Boston.

Aug. 29-31— Arbitron Radio Advisery Council
meeting. Castle Harbour hotel, Bermuda.

|
September

Sept. 5-7—Second Intemational Fiber Optics and
Communications Exposition. Hyatt Regency O'Hare,
Chicago. Information: {617} 739-2022.

Sept. 8-8— Radio Television News Directors Associ-
ation international conference. RTNDA board will meet
Sept. 5 and 9. Caesar's Palace. Las Vegas.

Sept. 8-11—Southern Show of Southern Cable
Television Association. Atlanta Hilton, Atlarta.

Sept. 9—ABC-TV telecast of Academy of Television
Arts and Sciences'Emmy Awards presentations.

Sept. 9-12— National Association of Broadcasters
radio programing conference. Stouffer's Riverfront
Tower, St. Louis.

Sept. 12— 0hio Association of Broadcasters state
legislative salute. Sheraton-Columbus, Columbus,
Ohio.

» sopt. 13— International Radic and Television
Society newsmaker funcheon. Waldorf-Astoria hotel
New York, )

Sept. 13-14.—Pirrabur'gh Chapter of Society of
Broadcast Engineers regional convention and equip-
ment exhibit. Howard Johnson's Motor Lodge
Monroeville, Pa. '

Sept. 15—Deadline for entries in 14th annual Gabriel
Awards of UNDA-USA for radio and TV programs that
creatively treat issues concering human values. Infor-
mation: Charles J. Schisla, (317} 635-3586.

Sept. 18-18 — Nebraska Broadcasters Association
convention. Qid Mill Holiday Inn, Omaha.

Sept. 18-19— Broadcas! Financial Management Asg-
sociation’s 19th annual conference. Waldorf-Astoria,
New' York.

Sept. 17-18— Society of Cable Television Engineers
regional technical meeling. Marriott Twin Bridges-Na-
tional Airport, Arlington, Va.

Sept. 19-20—Regional meeting. Mutual Black Net-
work alfiliates. Peachtree Plaza hotel, Atlanta.

" Sept. 19-21—Annual broadcast symposium of

IEEE Broadcast, Cable and Consumer Elecironics
Society. Washington hotel, Washinglen. Contact:
George Jacobs. {202) 254-8040.

Sept. 19-21 —Forum ‘79, sponsored by Inferna-
tional Telecommunication Union for télecommunica-
tions executives and investment bankers. Geneva.

Sept. 20-22—Weslern area conference of American
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Women in Radio and Television. Washington Plaza
hotel, Seattle.

Sept. 21-22— Maine Association of Broadcasters
meeting. Sebasco Estates. Bath.

Sept. 21-23—West Cential area conference of
American Women in Radio and Television. Clayton
House, Lincoln. Neb.

Sept. 20-26— Telcom 79. world telecommunications
exhibition, sponsored by the International Telecom-
munication Union. Palais des Expositions. Geneva.
U.S. pavilion will be hosted by Electionic Industries
Association Communications Division. Information:
Mark Rosenker, EIA, {202) 457 —4990.

Sept. 24-Nov. 30 —World Administrative Radio Con-
ference for U.S. and 153 other member countries of In-
ternational Telecommunication Union. Geneva Inter-
national Conference Centre and ITU headquarters.
Geneva.

Sept. 28-28—Public Service Advertising Con-
ference, sponsored by International Advertising Asso-
ciation and The Advertising Council. Brussels,
Belgium. Information: 1AA Werld Headquarters. 475
Fifth Avenue, New York 10017; {212) §84-1583.

Sept. 28-29— Tennessee Association of Broad-
casters annual convention. Opryland hotel. Nashville.

Sept. 27—Nali¢;nal Association of Broadcasters
license renewal workshop. Holiday Inn, Fairmont, Minn.

Sept. 27-29 —Northeast area conference of Ameri:
can Women in Radio and Television. St. Moritz hotel,
New York.

Sept. 27-30—Naticnal meeting of Women in Com-
munications Inc., Sheraton-Dallas hotel, Dallas.

Sept. 28— Society of Broadcast Engineers regional
convention and equipment show. Syracuse Hilton Inn.
Syracuse, N.Y, Information: Gary Hartman, WSYR-TV
Syracuse:; (315) 474-3911.

P
October

Oct. 2-4—International Electrical. Electronics Con-
ference and Exposition, sponsored by the Canadian
region of Institute of Electrical and Electronics
Engineers. Exhibition Place, Toronto.

Oct. 4-8 —East-Central area conference of American
Women in Radioc and Television. Hilton hotel, Colum-
bus, Ohio. .

Oct. 4-7— National Black Media Coalition annual
meeting. Mayflower hotel, Washington.

Oct. 5-7—Southein area conference ol American
Women in Radio and Television. Opryland hotel,
Nashville.

Oct. 5-7 —Annual convention of Mutual Broadcast-
ing affiliates. Washington Hilton.

Oct. 7-10— National Radio Broadcasters Associ-
ation national convention. Washington Hilton.

Oct. 9-13—Inter-American Association of Broed-
casfers meeting. Mayflower hotel, Washingten.

Oct. 10-11—Regional meeting, Mutual Black Net-
work affiliates. Holiday Inn Downtown, Jackson. Miss.

Oct. 10-12—Fourth annual Conference on Satellite
Communications for Public Service. sponsored by
Public Service Satellite Consortium. Washington
Hilton. Washington. Information: Polly Rash, SSC,
4040 Sorrento Valley Boulevard, San Diego 92121;
(714) 452-1140.

Oct. 13— Banquet, San Francisco chapter of Society
of Broadcast Engineers. Sheraton Inn, Concord, Calif.

Oct. 14-15— North Dakota Broadcasters Associ-
ation fall convention. Ramada Inn, Minot, N.D.

Oct. 15—New deadline for ACC comments on pro-
posal establishing table of assignments for FM-ED
stations and new classes of stations (Decket 207 35},
Previous deadline was May 2. Replies due Nov. 30.

Oct. 15— National Association of Broadcasters |legal
workshop. Austin Marriott hotel, Austin, Tex.
educational FM proceeding {Doc. 207 35).

Oct. 15-17 — Texas Association of Broadcasters fall
convention. Marriott hotel, Austin, Tex. :

® Oct. 17 —International Radic and Television
Society newsmaker luncheon, featuring Paul Harvey
Waldorf-Astoria hotel, New York.

Oct. 18-19— National Association of Broadcasters
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television conference. Omni hotel, Atlanta.

@ Oct. 18-21— Missouri Broadcasters Association
fall meeting. Sheraton West Port Inn, St. Louis.

Oct. 21-23— Advertising Research Foundation an-
nual conference. Waldoff-Astoria, New York,

Oct. 21-28— Society of Motion Pictures and Televi-
sion Engineers 12 1st technical conference and equip-
ment exhibit. Century Plaza hotel, Los Angeles. Infor-
mation: SMPTE, 862 Scarsdale Avenue, Scarsdale,
N.Y. 10583,

Oct. 24-28— Kenrucky Broadcasters Association fall
convention. Hyatt Regency, Lexington. Speaker: Vin-
cent T Wasilewski, president, National Association of
Broadcasters. Contact: Rabert K. MaclLauchlin,
Department of Speech and Theater Arts, Colorado
State University, Fort Cotlins 80523.

Oct. 28-28 —Southwest area conference of Ameri-

can Women in Radio and Television. Stouffers hotel,
Houston.

Oct. 286-28 —Mideast area conference of American

Women in Radio and Television. Fairmont hotel, Phila-
delphia.

Oct. 29-31—Srientific-Atlanta fifth annual satellite
earth station symposium, exploring technical and bus-
iness aspecls of satellite communications. Marriott

Oct. 31-Nov. 2— New Hampshire Association of
Broadcasters annual convention. Sheraton Wayfarer
Convention Center. Bediord, N.H.

|
November

Nov. 1-2— Nationa! Association of Broadcasters
television conference. Fairmont hotet. Denver.

Nov. 1-4 — Federa! Communications Bar Association
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S0

Proven.
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use—15,000 decks—
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Economical.
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| Threedeck conveniencein
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Recorder.
Add a WRA Recording
Amplifier and the bottom
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To place a no-risk order (30 day guarantee of satisfaction)

Call Toll-Free: 800-447-0414.

In Alaska, Hawaii or Illinois Call Collect: 309-828-1381

INTERNATIONAL TAPETRONICS CORPORATION
2425 South Main Street, Bloomington, lllinois 61701
Marketed exclusively in Canada by McCurdy Radio Industries, Ltd. Toronto
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fall seminar. Cerromar Beach hotel, San Juan, PR.

MNov. 7 — National Association of Broadcasters legal
workshop. valley River Inn, Eugene, Ore.

Nov. 7-8— Oregon Association of Broadcasters con-
ference. Valley River Inn, Eugene, Ore.

Nov. 7-8— Regional meeting. Mutua! Black Network
affiliates. Key Bridge Marriott, Arlington, Va.

Nov. 11— American Council for Better Broadcasts
annual conference. Speakers: FCC Commissioner Ab-
bott Washburn and NBC-TV President Robert Mulhol-
land. Conrad Hilton, Chicago.

Nov. 11-15— National Association of Educational!
Broadcasters 55th annual convention. Conrad Hilton,
Chicago.

Nov. 12-14 — Television Bureau of Advertising an-
nual meeting. Omni hotel, Attanta.

Nov. 18:20— National Association of Broadcasters
television conference. Hyatt Regency hotel, Houston.

@ Nov. 20— Internationa! Radio and Television
Society newsmaker luncheon. Waldorf-Astoria hotel,
New York.

Nov. 28-27 - Society of Cable Television Engineers
regional technical meeting. Hartford Hilton, Hartford.
Conn.

Nov. 28-28 — Advertising Research Foundation Bus-
iness Adveitising Research Conference. Stouffer's Inn
on the Square, Cleveland.

]

December

Dec. 2-5— Association of National Advertisers an-
nual meeting. Palm Beach, Fla.

Dec. 3-8 — National Association of Regulatory Utility
Commissioners. 915t annual convention. Peachtiee
Plaza, Atlanta.

Dec. 8-7 — Broadcast Financial Management Associ-
ation/Broadcast Credit A boaids of directors meet-
ings. Town and Country hotel, San Diego.

8 Dec. 18— International Radio and Television
Society Christmas benefit luncheon. Waldorf-Astoria
hotel, New York,

Dec. 19—Deadline for comments in FCC notice of
inquiry into TV waveform standards for horizontalfver-
tical bianking intervals {Docket 79-368).

Eriratal’

Two important entries were omitted from
BROADCASTING'S annual report on awards
(June 25) —daytime Emmys presented
by National Academy of Television Arts
and Sciences and several awards
presented by Society of Motion Pic-
ture and Television Engineers.
Daytime Emmys appeared in BROADCAST-
ING'S May 28 issue (page 63) and in-
cluded awards for "outstanding
achievement” in television engineering
to CBS Inc, PBS Engineering and Thom-
son/CSF Laboratories. SMPTE omis-
sions: David Sarnoff Gold Medal to
Masahiko Morizono, general manager of
Sony Video Products Division, for ENG
development; special commendations
to Julius Barnathan, president, ABC
Broadcast Operations and Engineering;
George Broussard, director of research,
Thomson-CSE and Linwood G. Dunn,
president, Film Effects of Hollywood.
Also honored were Frederick M. Remley
Jr, University of Michigan, and Paul F
Wittlig, consultant to CBS-Tv, for out-
standing service to SMPTE, and Eugene
Leonard, Da Vinci Systems Group, for
his paper, "Implications of Digital Video
Graphics."
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BEGINS AT HOME

Gannett is a nationwide communications
company with a world of different voices: 80 daily
newspapers, 7 television and 12 radio stations in
33 states and two U.S. territories.

Yet the Gannett name is not widely known
because of a deliberate policy. A policy based on
a single word: freedom.

There is no single Gannett editorial voice.
Every Gannett newspaper, every television and
radio station is free to express its own opinions,
free to serve the best interests of its own com-
munity in its own way.

The voice of the whole community.

At Gannett, responsible and responsive
coverage of the whole community is not just our
job. It’s our responsibility.

Serving the best interests of a community
means being its mirror. It means reflecting the
varied tastes and interests and news needs of
the old as well as the young. The rich as well as
the poor. The powerful and the powerless.

And that means total community coverage.
In the news. In features. In sports. And in the
editorials—which must be the conscience of the
whole community—constantly pressing for solu-
tions to problems.

Newspapers and radio and television sta-
tions are forums for democracy. Places where
people go to express and find diverse opinions.
Without fear or favor or any question of fairness
to all sides.

Places for the government to get consumer
feedback, the public pulse, vital food for thought
on important issues. The right places, too, for
nourishing the economic well-being of the com-
munity and keeping its marketplace in good
health through advertising services.

We care because we live there.

Every Gannett newspaper, every radio and
television station strives in its own way each day
to touch the lives of its readers, viewers and listen-
ers. Each as distinct as the community it serves.

This is community journalism. And at its
heart is local news. The news that touches the
lives of everyone it serves.

It means being an investigator and exposing
wrongdoing. It's being a guardian and watching
over the community’s well-being. It means being
a recorder and noting the passage of daily life
with its joys and sorrows, its trials and triumphs.

Our commitment to freedom.

At Gannett we have a commitment to
freedom. Freedom for the men and women of
Gannett to become more professional every
day. Freedom to grow with a growing America.
Freedom to share in the blessings of our free
society and its free enterprise system. Freedom
to fulfill our First Amendment obligations and
to flourish with the opportunities of freedom.

We take our First Amendment responsibility
seriously at Gannett. Not just because it protects
the journalists’ right to print or broadcast the
news. But because it is the cornerstone of our
democracy, the people’s guarantee of freedom.

With our recently concluded merger with
Combined Communications Corporation, we're
moving toward a new and expanded world of total
information services. But as we grow bigger, the
same principles of editorial freedom, excellence
and community service will still apply.

And so from Guam to the Virgin Islands,
from Reno to Rochester, from Pensacola to
Phoenix, from Atlanta to Hawaii, every Gannett
newspaper, every television and radio station is
free to set its own course, to meet its local news
obligations, to express its own opinions. Free to
serve the best interests of its own community
in its own way.

Gannett

A world of different voices
where freedom speaks.



Where Things Standz

An every-first-Monday status report on the unfinished business of electronic communications

Copyright 1979 Broadcasting Publications Inc. May be quoled
with credit.

a

AM allocations. FCC has initiated rulemaking
that could result in addition of 125 or even
more AM stations in clear and adjacent chan-
nels. Commission decided against higher
power for clear channel |-A stations as means
of providing service to areas without nighttime
radio service (BRoApCASTING, Jan. 1). That ac-
tion is coupled with increased discussion
about converting daytime radio operations into
full-time operations, with several actions pend-
ing. Among them: House Communications
Subcommittee Chairman Lione! Van Deerlin
(D-Calit) has sided with Daytime Broadcasters
Association and its chief spokesman in Con-
gress. Representative Paul Findley (R-IIl), in
advocating conversion of daytimers. Com-
munications Act rewrite would require FCC to
do something about it. National Teiecom-
munications and Information Administration
has proposed reducing AM spacing to 9 khz to
create more radio channels, and FCC has
adopted notice of inquiry on subject (Broap-
CASTING. June 25). Joint board of National Asso-
ciation of Broadcasters has proposed that FCC
form industry-government advisory committee
to study all proposals leading to universal full-

time radio service for all, but without diminish-
ing operation of existing full-time stations.
Board of National Radio Broadcasters Associ-
ation has called for industry-government com-
mittee to study 9 khz proposal.

uj

AM stereo. FCC last year instituted formal in-
quiry looking to development of standards for
AM stereo broadcasting (BROADCASTING. Sept.
18, 1978). Included in proceeding are five pro-
posed systems — Belar, Harris, Kahn, Magnavox
and Motorola. Final comments in proceeding
have been filed (BroADCASTING. May 28).

u}

Antitrust/networks. Justice Department,
which originally filed suit against ABC, CBS
and NBC in 1972 for alleged monopoly prac-
tices, has reached out-of-court settlement with
NBC, and that agreement has been approved
by presiding judge in case (BROACCASTING, Dec.
5, 1977). Agreement imposes number of
restrictions on NBC in programing area, but
some of those restrictions are not effective
uniess other two networks also agree to them.
ABC and CBS, however, have asked court to
dismiss suits, and last fall, judge in case
refused (BroaocasTING. Nov. 6, 1978). Federal
Trade Commission also has begun preliminary

inquiry into broadcast antitrust questions
{BroADCASTING, July 31, 1978) and late last year
held seminar on media concentration (BRoap-
CAsTING, Dec. 18, 1978).

]

Antitrust/TV code. Department of Justice
has filed suit against National Association of
Broadcasters' television code, charging that it
unfairly manipulates marketplace by restrict-
ing number of advertising availabilities (Broao-
CASTING, July 18).

O

AT&T rates. FCC has rejected increased
AT&T charges for occasional networks, con-
tending that Bell did not sufficiently justity in-
creases and did not follow procedures laid
down by commission in earlier proceeding for
aliocating costs among AT&T services. Com-
mission indicated it would designate existing
tariff for hearing, after which commission ¢could
prescribe rates. FCC's rejection of occasional
use tariff, however, is seen by some as legally
risky and commission's order rejecting rates,
which was issued last spring, reflects that view
as it attempts to plug every loophole in deci-
sion (BrRoaocasTing, April 10, 1978), Commis-
sion has rejected AT&T petition for recon-
sideration.

What you don’t know about your film library

may be killing you.
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Automatic transmission systems, FCC has
allowed automatic transmission service for
nondirectional AM and FM stations (Broapcast-
ING, Jan. 3, 1977). Commission expects also to
permit ATS at AM directional and TV stationg
soon.

0

Blanking intervals. FCC in June 1978 issued
public notice on problem of growing number of
tapes produced by ENG equipment that ex-
ceed commission standards for horizontal and
vertical blanking intervals. It said that for
period of one year it would allow two-line
tolerance (from 21 to 23) for vertical and .56
mictosecond tolerance (from 11.44 to 12
microseconds) for horizontal to give industry
time to correct problem. Then in January,com-
mission issued public notice saying that until
July 1, it will issue no advisory notices or
notices of apparent violation for blanking in ex-
cess of standards. The Broadcasters Ad Hoc
Committee on Television Blanking Widths was
formed last August and is working to “identity
problem areas and recommend corrective ac-
tion” to FCC. Group is made up of representa-
tives of three commercial networks, Public
Broadcasting Service, National Association of
Broadcasters and several station groups (see
"In Sync.” Oct. 23, 1978).

a

Broadcasting in Congress. House of Repre-
sentatives has been on live television feed
since March (Broapcasting, March 26), ending
its traditional ban on electronic news coverage
of its floor proceedings. Only grganization
making regular use of teed is Cable Satellite
Public Affairs Network (C-SPAN), beaming pro-
ceedings in full to cable subscribers across
country. Network news departments; having
lost their battle to control feed, grudgingly say
they will use pieces of it, but anly during big
events and with "super” that identifies matenal
as being House-produced. In Senate, resolu-
tions have been introduced to suspend ban on
TV coverage during debate on Strategic Arms
Limitation Treaty, expected in fall, but it has re-
ceived no action yet

a

Cable deregulation. FCC is embarked on
course that will take it to eliminating last re-
maining rules cable industry considers restric-
tive —distant-signal and syndicated exclusivity
regulation—but has opened possibility of es-
tablishing some kind of marketplace regulation
of industry (BROADCASTING. May 7).

a

Carter use of broadcasting. President has
held 50 televised press conlerences since
assuming office. He has also made unprece-
dented radio-TV appearances in formats rang-
ing from CBS Radio call:in show to “fireside
chat” on energy lo his appearance in March at
National Association of Broadcasters conven-
tion (BROADCASTING, April 2).

Children’s advertising. Federal Trade Com-
mission concluded legislative phase of inquiry
examining proposals to limit or ban advertising
aimed at children. First two weeks of hearings
were held in San Francisco in January; four ad-
ditional weeks came in Washington in March.
Next phase, it recomyriended by hearing judge
Morton Needelman, is disputed-issues hear-
ings. Schedule is tentative, pending comple-
tion of Needelman's report, and pepding
achievement of commission quorum. FCC,

meanwhile, has received reply comments in its
inquiry into children's programing and adver-
tising (Broapcasting. Jan. 22). And Senate
Communications Subcommittee Chairman Er-
nest Hollings (D-S.C.) has announced that his
unit will be looking into matter.

Closed captioning. FCC has adopted order
opening door to sysiem of closed captioning of
television programs for benefit of hearing Im-
paired. (Closed captioning involves transmis-
sion of TV signal on line 21, field 1, and avajl-
able half of line 21, field 2, of television blank-
ing interval for captions that are visible only to
those with decoding eguipment) At end of
March, Joseph Califano Jr, secretary of health,
education and welfare, announced initiation of
program by ABC, NBC and Public Broadcast-
ing Service to operate captioning project
which will get under way early next year
(BrROADCASTING. March 26). ABC and NBC will
eventually caption about five hours a week
(mostly prime time) and PBS more than 10
hours. Sears, Roebuck & Co. will manufacture
and distribute decoding equipment for home
sets. Adapter for set will cost about $250, while
19-inch color set with one built in will sell for
about $500. CBS declined to participate, say-
ing it is more interested in proceeding with its
work with teletext process to provide not only
captioning, but other information services as
well (BRoaDCASTING. March 12).

a

Communications Act. Two and half years
under way, House Communications Act rewrite
is finally ready for subcommittee mark-up,
scheduled to begin next week. H.R. 3333 by
Representatives Lionel Van Deerlin (D-Calif),
James Collins (R-Tex.) and James Broyhill (R-
N.C) takes broadcast deregulation greal deal
further than leading Senate measure, S. 611 by
Senators Ernest Hollings (D-S.C) and Howard
Cannon (D-Nev). H.R. 3333 calls for complete
deregulation of radio immediately, for TV after
10 years. It also has retransmission consent
plan that cable industry opposes. Both bills
contain spectrum fee that broadcasters op-
pose. Other bill under consideration in Senate
is S. 622 by Senators Barry Goldwater (R-Ariz)
and Harrison Schmitt (R-M.N). {For com-
parisons of bills, see BROADCASTING, April 8.)
Hearings on measures have been going on in
both subcommittees since spring.

a

Crossownership (newspaper-broadcast).
Supreme Court has upheld FCC policy grand-
fathering most such existing crossownerships,
disallowing future crossownerships and requir-
ing break-up of "egregjous” crossownership
cases (BRoaDCASTING, June 19, 1978).

a

Crossownership (television broadcast-
ing-cable tefevision). FCC amended its
rules to require divestiture of CATV system co-
owned with TV station that is only commercial
station to place city-grade contour over cable
community (BRoapcastTiNg, March 8, 1976). Na-
tional Citizens Committee for Broadc¢asting ap-
pealed, arguing fule should be broader Two
system owners involved also appealed on ap-
propriate grounds (BRoaDCASTING, April 26,
1976). In December 1978, court sent case
back to commission at FCC's request.

a

EEQ. Supreme Court, in decision involving
Federal Power Commission and its role—or
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lack of one—in EEO matters, appears to have
cast doubt on FCC authority to impose EEO
rules on cable systems, but commission has
adopted report and order resolving in its favor
question of whether it has necessary authority
and laying out program for monitoring cable
systems' EEQ performance and for dealing
with violators (Baoapcasting, Oct. 2, 1978). In
broadcast EEO area, commission has ten-
tatively voted to amend Form 395, commis-
sion’s annual employment reporting form, to re-
quire licensees to rank employes according to
salary and to identify minocrities and women
{BroapcasTING, Nov. 6, 1978). However, after
that action generated considerable criticism,
commission decided to issue further notice of
rulemaking to obtain comments on various op-
tions (BroapcasTiNG. Jan. 1). Final order was
adopted in May {BROADCASTING, May 28).

O

Family viewing. Judge Warren Ferguson of
U.S. District Court in Los Angeles has ruled that
family-viewing seif-regulatory concept is un-
constitutional (BroancasTing, Nov. 8, 1976) and
National Association of Broadcasters could not
enforce concept, which'was embodied in its
television code. ABC. CBS and FCC are ap-
pealing basic decision; NBC is fighting only
liability for damages to Tandem Productions,
one of plaintiffs in suit against family viewing.
Arguments on appeals were held last month
(BrOADCASTING, June 18) in US. Court of Ap-
peals for Ninth Circuit. In light of court deci-
sion, NAB dropped its policy of mandatory sub-
scription to TV code, and rewrote code to
prohibit broadcast of material that subscribers

Making
it a new
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"determine to be obscene, profane or inde-
cent” (BROADCASTING, Sept. 19, 1977).

a

FCC fees. Commission has adopted report
and order providing for refund of fees in excess
of §129 for radio stations and $121 for televi-
sion facilities. Refund program began last
month (BROADCASTING, June 25).

a

FM quadraphonic. National Quadraphonic
Radio Committee (NQRC) was formed in 1972
by industry groups. It submitted its conclusions
to FCC in 1975 and commission has con-
ducted tests at its laboratory division since
then. FCC issued notice of inquiry in June
1977 to study merits of various quadraphonic
techniques. Comments were filed over year
ago (Broapcasting, Dec. 19, 1977); second
notice of inquiry was issued early this year, and
final comments have now been received
{BROADCASTING. Jan. 15).

O

Format changes. FCC more than two years
ago ended inquiry to determine whether it can
or shouid be invoived in regulating program
formats with order concluding that it can't and
shouldn't (BROADCASTING, Aug. 2, 1976). Com-
mission said determination should be left to
discretion of licensee and to regulation of mar-
ketplace. But this was contrary to several pre-
vious appeals-Court decisions and expectation
is that Supreme Court will ultimately decide
issue. Several citizen groups are appealing
commission’s position (BROADCASTING, Sept. 13,
1976): oral argument has been held.

u}

License renewal iegislation. Broadcasters'
effort to win license renewal legislation with
longer licenses and insulation from challenge
for .such reasons as ownership structure
became more urgent after Washington ap-
peals court’'s wesH decision in October,
although that decision was later amended
(BROADCASTING. Jan. 2). Issue is treated in Com-
munications Act revisions bills introduced in
House and Senate (BRoADCASTING, April 2), and
it appears any action on renewal issues will
take place within context of those bilis. In-
troduction of renewal measures, reaching flood
stage in previous years, is iimited to just iwo
bills this year: both are reruns from last Con-
gress.

0

Minority ownership. Carter administration
has announced wide-ranging push to increase
participation of minorities in radio and TV sta-
tion ownership (BROADCASTING, April 24, 1978).
FCC also has adopted policies aimed at assur-
ing minorities path to ownership (BROADCASTING,
May 22, 1978). Small Business Administration
changed its policy against making loans to
broadcasters, ostensibly to help minority
owners, but only seven of first 32 broadcast
loans tast year went to nonwhite-owned en-
terprises (Broapcasting. Nov. 13, 1978). in pri-
vate sphere, National Association of Broad-
casters has raised about $9 miilion from net-
works and other broadcast organizations, its
nonprofit Minority Broadcast Investment Fund,
through which it hopes to raise $45 million for
direct loans and loan guarantees to minority
broadcast owners (BRoaocasTiNg. Jan. 1). Na-
tional Radio Broadcasters Association has cre-
ated program where its members help
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minorities learn station operations.

a

Music licenses. All-Industry Radio Music
License Committee and American Society of
Composers, Authors and Publishers have
agreed, subject to court approval, on new
licenses for radio stations’ use of ASCAP
music, retroactive to March 1, 1977, and ex-
tending through Dec. 31, 1982, and expected
to save broadcasters $6.5 million to $8 million
over full term (Broapcasting, Aug. 21, 1978).
Committee also has negotiated new agree-
ment for Broadcast Music Inc. licenses
retroactive to Jan. 1, 1979, and extending
through Dec. 31, 1983 (BroapcasTing, March
12). In TV. simifar all-industry committee has
quit negotiating for new TV-station licenses
with ASCAPR and BMI, and has filed a class-ac-
tion suit in U.S. Southern District Court in New
York against the two music-licensing firms,
¢harging that blanket licenses are
monopolistic and anticompetitive (BROADCAST-
NG, Dec. 4, 1978). In network TV, Supreme
Court has overturned appeals-court decision
siding with CBS in its demand for "per use”
licenses as alternative to current blanket
licenses and ordered lower court to review
case from different legal perspective {Broan-
CASTING, April 23).

a

Network inquiry. FCC's network inguiry has
resumed, with commission issuing further
notice of inquiry {BRoADCASTING, Oct. 16, 1978).
Proceeding is in response to petition by
Westinghouse Broadcasting seeking examina-
tion of network-affiliate relationships.

[m]

Network standings. Prime-time TV ratings
averages, Sept. 18, 1978-June 24: ABC 19.9,
CBS 180, NBC 16.3.

O

Noncommercial broadcasting rules. FCC
has instituted rulemaking and inquiry designed
to bring regulatory policies for public broad-
casting up to date (BROADCASTING, June 12,
1978). Inquiry is aimed at helping commission
determine standards for who can be noncom-
mercial licensee. Rulemaking proposals con-
cern underwriting announcements and
solicitation of funds. changes in FM table of
allocations for educational assignments and

‘extension to noncommercial licensees of

limits on ownership applicable now only to
commercial licensees.

O

Operator licensing. FCC has dropped re-
quirement for special tests for what are now
third-class radio operator licenses: holders of
such permits can now perform routine techni-
cal chores at radio stations {BROADCASTING, Jan.
1). Commission has not yet acted, however, on
proposal cailing for dual license structure—
one series for routine operation and one for
maintenance of various classes of radio sta-
tions—for retitling of licenses and for new
class of license for operation of television
transmitters.

m|

Pay cable, pay TV. US. Court of Appeals in
Washington has overtumned FCC rules de-
signed to protect broadcasters against siphon-
ing of sports and movie programing (Broan-
CASTING, March 28, 1977) and Supreme Court
has refused FCC request for review. FCC's au-



thority to pre-empt pay-cable rate regulation
has been upheld by US. Court of Appeals in
New York (BroapcasTiNg, April 10). As industry,
pay cable reaches 4.5 million subscribers
(BroADCASTING, May 28). There are four over-air
pay TV stations currently telecasting: wivG(tv)
Newark. N.J.. wasc-Tv Corona, Calif, watv(ty)
Boston and kwHy-Tv Los Angeles.
[m]

Performer royalties. Legislation to require
broadcasters and other users of recorded
music to pay royallies to record performers and
manufacturers has been reintroduced as HR.
237 by Representative George Danielson (D-
Calif). Although bill made little progress in last
Congress, broadcast representatives in Wash-
ington are bracing themselves for more activity
this Congress. Bill is before Representative
Robert Kastenmeiers (D-Wis) Subcommittee
on Courts, Civil Liberties and Administration of
Justice, which has not scheduled hearings yet.
It'y entirely possible that Senate Judiciary
Committee under new chairman, Edward Ken-
nedy (D-Mass), who voted for measure in
1974, will get involved again after inactivity in
copyright area for last two years.

]

Public broadcasting. Congress passed new
legislation last year authorizing increased fed-
eral funds for Corporation for Public Broad-
casting through 1983 and making them easier
to win through matching grant system {Broabp-
casTING. Oct. 9, 1978). Bill also contains incent-
ives for more money to go to program produc-
tion, especially by independent producers, and
to public radio. Public broadcasting is also
treated in Communications Act rewrite, which
proposes elimination of CPB, creation of Public
Telecommunications Programing Endowment
to support public radio and TV programing.
Proposed National Telecommunications Agen-
cy would be empowered to fund public
telecommunications and interconnection facil-
ities. Second Carnegie Commission (first led to
initial public broadcasting legislation) released
its report on the medium, recommending
sweeping changes in structure and funding
(BROADCASTING, Feb. 5).

0

Retransmission consent. Henry Geller, head
of National Telecommunications and Informa-
tion Administration, has proposed this idea to
FCC as means of introducing marketplace fac-
tor into distant-signal importation equation.
Cable systems would have o obtain permis-
sion of either station or copyright owners for
signals that are brought in. Proposal is also
embodied in Representative Lionel Van
Deerlin's (D-Mass.) Communications Acl
rewrite legislation.

Shield legislation. Supreme Court's ruling in
Stanford Daily case {which holds that police
need only search warrant to search
newsrooms and private homes and offices,
even if occupants are not suspected of crimes)
and jailing of New York Times reporter M. A.
Farber (for refusal to turn over notes to New
Jersey court), have spurred new wave of bills in
Congress to protect press (BROADCASTING, Jan.
29). After Stanford Daily decision, House Gov-
ernment Operations Committee endorsed leg-
islation to restrict police to subpoenas for ob-
taining information from third parties; sub-
poenas, unlike search warrants, can be con-

tested in court. Senate Subcommittee on the
Constitution will hold more hearings on similar
legislation. Representative Philip Crane (R-lIl)
has introduced bill to prohibit use of search
warrants or subpoénas against news media,
including broadcasters (BROADCASTING. Aug. 28,
1978). And Carter administration has in-
troduced legislation to overcome effects of
Stanford Daily (BROADCASTING, Aptil 9). It under-
went recent hearings in House (BROADCASTING,
May 28). Still, Supreme Court has refused to
review case of San Francisco TV reporter or-
dered to jail for refusal to divulge sources in
connection with story he did while with kakg-Tv
Wichita, Kan. (Broaocasting, Feb. 26). And
Court's Herbert us. CBS decision opens jour-
nalist's though! processes to scrutiny in libel
cases {BROADCASTING, April 23).

]

UHF. FCC's May 1975 notice of inquiry on UHF
taboos to determine whether proximity of sta-
lions could be reduced is still outstanding
{BRoaDcASTING, June 2, 1975). Texas Instru-
ments has delivered prototype receiver, built
under FCC contract, which is aimed at over-
coming UHF taboos (Broapcasting, Feb. 20,
1978). Commission also has adopted new,
lighter noise figure standards aimed at improv-
ing reception of UHF pictures {BROADCASTING,
May 22, 1978). Earlier this year, it set up new
lask force to work toward UHF comparability,
and made plans for spending up to $610.,000
on project (BROADCASTING, Jan: B).

]

VHF drop-ins. This FCC proceeding, of
several years’ standing, looks to short-spaced
TV assignments in four markets and antici-
pates possibilities ot further rulemakings for
drop-ins in other markets (Broabcasting, March
14, 1977). Comments, most of them negative
from broadcasters, were filed with commission
(BroapcasTing, Dec. 19, 1977). Commission
had matter on agenda in one of last meetings
of last year, but postponed action (BrRoaDCAST-
ING, Jan. 1).

O

WARC. US. and 153 other member nations of
International Telecommunications Union are in
home stretch in developing national positions
to present to World Administrative Radio Con-
ference in 1979 (Broancasting, Dec. 11, 1978)
WARC ‘79 international spectrum allocations
are expected to remain in place for 20 years.
Conference, which is scheduled to run for 10
weeks, does not start until Sept. 24, 1979, but
each nation's proposals were due to be sub-
Titted) to ITU in January (BROADCASTING,
an. 1).

0

WESH. FCC renewal of license for Cowles
Communications's wesH-Tv Daylona Beach,
Fla. and denial of competing challenge by
Central Florida Enterprises has been re-
manded by U.S. Court of Appeals in Washing-
ton (Broaocasting, Ocl. 2, 1978). Court deci-
sion then threw into disarray commission’s
policy on comparative renewals, but in
clarification of its order. court, in view of com-
mission and private attorneys, restored flex-
ibility to commission's method of handling
comparative renewal matters (BROADCASTING,
Jan. 22). Cowles and competitor afrived at out-
of-court settlement (BRoapcasTing, May 21), but
agreement was rejected by court (BROADCAST-
ING, July 25).
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THERE'S A NEW LEADER EMERGING FROM THAT
OLD MYTH.

_._\__
—7—

ANNCNERNEN

P R i 7 —
—— - =3 e
Pl - i

It’s the myth about which Chicago TV station is the leading independent.
Take a look at the facts.

e WFLD leads all Chicago TV stations with a 4 rating & 28 share, 7-9AM, M-F*
* WFLD leads all Chicago TV stations with an 8 rating & 23 share, 3:30-6:30
PM, M-F*

* WFLD is the highest rated Indy at 10PM, M-F with ai’/ rating & 11 share: AND
delivers more than twice the women, 18-49 as that old myth

Chicago television viewers aren’t caught up in that old myth. Theyre switching ' '
to WFLD. So are the buyers and advertisers who can spot a trend like this one. WFLD

*May '79 ARB averages subject to.qualifications of report.

A FIELD COMMUNICATIONS STATION REPRESENTED BY FIELD. SPOT SALES THE NEW CHICAGO
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Consumer overload?

EpIiTOR: We read with interest the exten-
sive write-up that BROADCASTING [June
18] gave to Swu Upson’s talk 1o our so-
called Media Day in New York, and com-
ments of Len Matthews in respect to
broadcasting as well.

We were also interested in the editorial
dealing with the 4-A’s and the advertising
business, in the general notion that in a
highly regulated business broadcasting has
fended for itself in a regulated atmosphere
for a long time, and we’ve just begun.

1I’m not really arguing with that position
because 1 think it is essentially true.

On the other hand, ! think it’s fair {o say
that the 4-A's has been in Washington
since 1967 and has been attempting, as
best it can, with limited personnel, to be
an information source and give some kind
of leadership to the agency business since
that time.

The part of the Stu Upson talk that did
not emerge, but I think is important, is
that there is hardly a station or network
that does not have a consumer advocate
highly placed in the editorial staff. [ know
of no comparable individual who covers
and supports the business system.

It is'my guess that if one were to moni-
tor the leading stations, and for that matter
the networks, we would find a very large
predominance of material pro-consumer
and antibusiness. — William R. Hesse, ex-
ecutive vice president, American Associ-
ation of Advertising Agencies, Washing-
ton.

EpiTor: If Mr. Upson wants to spend
those budgets ABC-TV won’t clear, ask
him to give me a call.—Donald H.
Friedrich, general sales manager, WOAI-
FM San Antonio, Tex.

(Upson, chairman of the AAA A, criticized ABC-TV for reduc-
ing commercial time in children’s programing. among other
points he made in his speech 1o the Media Day assembly.)

The real costs

EpiToRr: The June 4 issue of BROADCAST-
ING (“‘In Brief'') stated that *“‘Federal
Trade Commission-sponsored study says
ban on certain TV ads aimed at children
would have small impact on network
revenues.” Not so.

The correct figures for the three-month
study period in 1977 should have been
$21.8 million and $32.9 million versus
$2.1 million and $3.5 million as reported.

According to Broadcast Advertisers Re-
ports in 1977, the 1otal network television
advertising for all child-oriented products
was $142.8 million.— Clark Holt Associ-
ation of National Advertisers, New York.

{The incorrect figures were conained in a repont issued by
Michigan Siate University aboul the study. which was done by
an associale prolessor. John D. Abel)
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MondayzMemo-

A broadcas! advertising commentary from Frank E. Derry Ji, vice president, Ohio Edison Co., Akron

It costs too much for
a utility to stay quiet

A public utility, probably more than any
other business, operates in a constantly
changing and volalile atmosphere, one de-
manding the most effective communica-
tions possible.

There are many excellent vehicles
through which we can communicate: in-
formed employes, speaker programs, com-
pany newspapers and magazines, sales and
marketing representatives, customer ser-
vice departments, pamphlets and mailers.
Every far-sighted and responsible compa-
ny develops and refines these ‘‘personal’”
communications methods.

There is, however, another method of
communicating which, even though
historically important, has become more
vital—advertising. While other programs
are geared 1o a limited group contact, ad-
vertising puts forth useful information to
large numbers of customers.

" Public utility communications in gener-
al, and advertising in particular, have be-
come the subjects of controversy lately.
This controversy has been spawned and
nurtured by a vocal minority, mainly from
the political and so-called consumer-in-
terest sectors. It is interesting to note that
many of the same critics also propound
the antigrowth and antienergy arguments
so often heard from these sectors. This
fact might help explain their true motiva-
tion, since a well-conceived advertising
program not only contributes to improved
knowledge and mutual understanding, but
usually helps control operating costs, ulti-
mately meaning savings to the customer.

Early in 1975, a survey conducted for
Ohio Edison showed that 76% of our
customers sampled were interested in
knowing the operating costs of various
home appliances, obviously because bills
were rising and customers wanted to feel
they could control how much they had to
pay for electricity. Yet, the same survey re-
ported 77% of the customers had a favor-
able reaction to the value of electricity
compared to other products and services.
Based on their interest in operating costs,
the Ohio Edison ‘'‘Electric Decision
Maker’’ campaign was born.

**Electric Decision Maker” booklets
were developed with specific cost informa-
tion for every conceivable type of ap-
pliance. tool, equipment and light by typi-
cal watilage, one-time-use cost and
monthly cost. Subsequent editions of the
booklet added helpful information on in-
sulation, heating. air conditioning and
other subjects.

Television. radioc and newspapers dis-
cussed the contents of the booklet and
offered free copies. Thousands of booklets

Frank E. Derry Ju. is in charge of the Chio
Edison’s adverlising and public and employe
information services. A native of Cleveland,
Detry held managerial positions with Scripps-
Howard Broadcasting and NBC in that city
prior to his present career of nearly 25 years
service in the ulility industry. In 1955 he joined
the Cieveland Electric lluminating Co., where
he attained the position of general supervisor
of advertising. He joined Ohio Edison in 1972
as manager of communications services and
was elected a vice president in June 1978,

were requested.

But more significant was a survey of
customers conducted six months after the
campaign began which showed that 91%
now had a favorable reaction to the value
of electricity, 14% more than before. Since
the start of the program, more than
500.000 copies of the booklet have been
distributed. The campaign has not only
continued in the Ohio Edison area, but
also has been adopted by scores of other
utilities around the country.

But the thrust of the Ohio Edison com-
munications is primarily on television.
When we are communicating with our
customers, we are talking about issues that
are emotional and only on television can
we achieve this feeling. You also can dra-
matize how the customer feels and re-
sponds, and acknowledge how he feels.

Radio and newspaper adverlising
themes parallel ttvose on TV while news-
paper advertisements for Ohio Edison are
used additionally 10 convey information
that can’t be adequately told in 60 seconds
of air time.

Television commercials for Ohio Edison
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cover its marketing area through stations
in Youngstown and Akron, solely under
Ohio Edison sponsorship, whereas in
Cleveland, they are jointly sponsored by
Ohio Edison and Cleveland Electric 1l-
luminating Co. In 1978, Ohio Edison was
the leading spot television advertiser
among electric utilities with expenditures
of $1.3 million, according to the Television
Bureau of Advertising.

Mass-media advertising has been
proved to be the most cost-efficient
method of communicating with
customers. At Ohio Edison, we can reach
customers at a cost-per-thousand of about
$! to $2 on radio, $2 to $3 on television,
and $3 to $4 in newspapers. Compared to
other methods of presenting information
to the customer, the savings are great. It is
estimated that the cost of handling a five-
minute call to customer service is aboul
$1.40, or a cost-per-thousand of $1,400,
and the cost of answering a letter about
$6. or a cost-per-thousand of $6,000.

Those utilities that stop advertising
might initially save on communications
expenses, but that saving would most
likely be short term. It would soon be sur-
passed by the cost of answering additional
phone calls and responding to more let-
ters. The cost of customer-initiated com-
munications greatly exceeds the cost of
efficient, voluntary advertising com-
munications with customers.

At Ohio Edison, we reach our nearly
one million customers with a mass-media
advertising budget which is about 0.1% of
the company'’s total revenues of nearly $1
billion.

To put these numbers into perspective,
the budgets of the 100 leading national ad-
vertisers in 1977 ranged from $22 million
to $460 million, with companies on either
end allocating slightly more than 5% of
total revenues to advertising. Quite
naturally, their customers pay for that ad-
vertising as a part of the product or ser-
vice. but few questions or voices of dissent
are heard.

Somehow, the electric industry finds it-
self in the position of being criticized for
its efforis to put worthwhile information
before the customers. At the same time,
surveys show it is not the majority who
would stop that flow of information, but
instead a vocal minority who often seem
1o have hostile feelings toward utilities for
reasons beyond their opposition to adver-
lising. :

Most utilities undersiand the impor-
tance of more intense, well-directed com-
munications. But fear of criticism is caus-
ing 100 many to back away from fulfilling
their obligation to the customer and the
industry. My own fear is that those compa-
nies are likely 1o pay an even greater price
for their silence.
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Insider report: behind the scene, before the fact
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Ferris wheels

In unannounced meeting of FCC
members last Friday, FCC Chairman
Charles D. Ferris presented two more
controversial staff promotions, both from
his own office: Tom Casey, lawyer, and
William Ginsberg, economist, to be
deputy chiefs of Common Carrier Bureau.
Some commissioners objected to elevation
to high posts of two relatively junior
staffers. Ferris said both had been
requested by Philip Verveer, new
Common Carrier Bureau chief. To placate
objecting colleagues, Ferris agreéd to name
third deputy in Common Carrier Bureau
with more experience.

At same meeting, informal word got
around that Richard Shiben, new chief of
Broadcast Bureau, would ask approvat of
appointment of Frank Washington,
another Ferris-office staffer who two
months ago was named chief of Broadcast
Bureau’s Policy and Rules Division, as
deputy bureau chief, to succeed Martin
Levy, who quit last week (see **In Brief™’).
If report turns out, it will mean that Ferris
has replaced all number-one and number-
two staff jobs with his own people.

I
Old refrain
General Accounting Office, Congress’s
watchdog agency, is completing another
study of FCC, this one dealing with
management matters, and one
recommendation is guaranteed to raise
hackles on commissioners. It says
chairman should be given statutory
authority to head agency, with
responsibility for personnel and budget
matters, among others. Chairman has
substantial authority over personnel now,
but entirely due to tradition.
Recommendation that chairman be
given statutory authority 1o run agency has
been made often in past, always generates
opposition from commissioners jealous of
their relatively coequal status. Congress
has not been keen on idea, either;
reorganization plan providing for strong
chairman that President Kennedy
proposed was vetoed in House
(BROADCASTING. June 19, 1961).
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Gone with the gas

Gasoline shortage has resulted in slight
slippage in national spot and local
advertising by gasoline companies,
according to reps and station group
operators, but it could get worse. Stations
fear that if crisis continues, retail, travel
and amusement advertising could be
affected. News coverage has been
crimped, but stations are increasingly
careful to schedule crews so several

assignments can be handled by one van,
and some have resorted to sending vans
home with personnel so staffers can line
up for gasoline early in morning. One
executive, Dan Gold, vice president and
general manager of CBS-owned wCAU-TV
Philadelphia, is riding bicycle to work.

O S T e |

Picture business

General Foods isn't interested in turning
clock back and regaining status as major
program supplier. But after years of
absence, company will be back in TV
network prime time with totally
sponsored and developed made-for-TV
movies. First deal is with CBS-TV for
project based on Ernest Hemingway’s
“My Old Man."” GF wants todo one or
two a year, is in preliminary discussion
with networks on two others. Agency is
Benton & Bowles. GF already is invoived
with Guinness Gamein access, and Hot
Fudge children’s programs.

[ES S =T S

Heat on Hill

Board members of NAB, in Washingion
last week for midyear meetings, got
common reaction from senators and
congressman in talks about Department of
Justice’s antitrust suit aimed at television
code. Legislators were flabbergasted at
scope of suit and injury that could result,
including triple-damage suits against code
subscribers. Predominant view was that
TV, already under attack by other
government agencies {(FCC and FTC were
cited) is being subjected to inordinate
pressures by administration.

T T S|

Branching out

Formation of broadcasting arm of Gannett
News Service is one of the first projects on
drawing board as result of $370-million
merger of Combined Communications
Corp. into Gannett Co. GNS has more
than 40 news people in Washington,
serving Gannett’s 80 newspapers. Allen
H. Neuharth, president of Gannett, and
Karl Eller, head of Combined (see page
77), plan to use and probably expand that
staff to provide local and area coverage for
seven TV and 12 radio stations in
Gannett’s Combined Communications
subsidiary. They hope to devise broadcast
version of GNS’s newspaper newswire
**rather quickly’’ and add audio and video
news services later.

GNS broadcast service may be offered
to stations outside Gannett-Combined
group. Question has been considered but
not decided. GNS newswire does not take
outside newspaper clients, but fewer
markets involved in Gannett broadcast
ownership suggest higher potential for
non-Gannett stations.
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All aboard

One of more heartening reporis to NAB
radio board last week was dramatic
increase in subscriptions to NAB radio
code. Three years ago, only about 40% of
NAB radio members belonged to code,
figure that has risen now to close to 70%.
N AB officials attribute gain to board’s
decision to consolidate NAB and code
dues for radio members. Stations, when
filling out annual form, check off whether
they want to also belong to code. Their
money goes for support of code whether
they check off or not.

Gain was noted during board assembly
last week when question was put to board
members themselves: Who doesn’t
belong to code? Three years ago, nearly
half would have responded, but last week
only two members raised hands. One was
Bill O’Shaughnessy of WVOX(AM)-
wRTN(FM) New Rochelle, N.Y., whose
station has accepted contraceptive ads,
forbidden by code. Other was new radio
board chairman, Arnold Lerner,
WLLH(AM)-WSSH(FM) Lowell, Mass., who
promptly joined up last week.

e T O

Reporters’ robot

Computer system providing *‘electronic
newsroom’’ for TV stations is said to be
ready for marketing by Station Business
Systems. It’s called Newscom and is said
to perform virtually all newsroom
functions electronically. Basic package for
relatively small stations, capable of
handling assignments, on-screen writing
and editing, arranging broadcast elements
and printirig scripts, is priced in $30,000
range, with add-ons available for larger,
more sophisticated operations.

Vic Burton, former KRON-TV San
Francisco and KTTv(Tv) Los Angeles news
executive, since 1974 Western manager of
News Election Service, worked on
Newscom's development as consultant to
Station Business Systems, division of
Control Data Corp. SBS plans to introduce
it at Radio-Television News Directors
Association’s international conference
Sept. 6-8 at Las Vegas, hopes to have it
installed in at least one station by then.

EEsacTrrT

Week starters

Stung by charges of loose administration
and lack of staff coordination, FCC
Chairman Charles D. Ferris has initiated
Monday-morning meetings attended by
five bureau chiefs, four heads of major
offices, plus executive staff. Sessions were
held beginning at 9:30 a.m. on June 18 and
25, but today’s session (July 2) was
postponed because of some absences over
July 4 holiday week.



Business: Briefly

IRVl TV ONLY i

Quaker Qats O Seventeen-week
campaign for Captain Crunch cereal
begins this week in 34 markets. Agency:
Adcom, Chicago. Target: children.

Gino's O Thirteen-week campaign for
restaurant chain begins this week in five
markets, including specialized program
in northern New Jersey. Agency: Lewis &
Gilman, Philadelphia.

Aurora O Thirteen-week campaign for
racing-car sets starts Sept. 9 intop 10
markets. Agency: Scott, Lancaster, Mills,
Atha, Los Angeles. Target: children, 6-11
and adults, 25-54.

Hunt Wesson O Twelve-week campaign
for Pteifter salad dressing starts this week
in 24 markets. Agency. SFM, New York.
Target: women, 25-54.

Tobin Packing O Nine-week campaign
for First Prize Franks begins this week in
10 markets. Agency: Weightman Inc.,
Philadelphia. Target: women, 21-54,

Lee Nails D Eight-week campaign for

Radio only

Lee Nails fingernail product begins this
month in seven Eastern markets including
New York, Chicago and Washington.
Agency: Western International Media, Los
Angeles. Target: women, 18-34.

Pabst O Eight-week campaign for Extra
Light beer begins July 9 in 80 markets.
Agency: Kenyon & Eckhardt, Chicago.
Target: men, 18-49, and women, 18-49,

Pizza Hut O Seven-week campaign for
restaurant chain begins in mid-July in 47
markets. Agency: Foote, Cone & Belding,
Chicago.

Noxelt O Six-week campaign starts July
8 for Lestoil cleaner in 52 Eastern
markets. Agency: Foote, Cone & Belding,
New York. Target: women, 18-49.

Royal Optical O Five-week campaign
for eye glasses begins July 16 in 30
markets. Agency: Rosenburg & Co.
Target: adults, 18-49.

Flushco (0 Four-week campaign for
bathroom deodorizer begins this week in
six Southern markets. Agency: Time

Ask George Wilson
KTLK.Denver

JACK MASLA & COMPANY, INC.

MAJOR STATIONS IN KEY NATIONAL AND REGIONAL MARKETS

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

AcuVentage

Retail advertising on radio has made
substantial gains during past few
years. according to station managers
canvassed by Gaynor Media Corp., New
York media buying service. Station re-
spondents cited shifts in retail ad bud-
gets from newspapers to radio, ranging
from 10% to 25%. According to B5% of
stations reporting, retail advertising in
past six months has been running
20%-30% over last year. Advances in
local advertising are largely at local
level with few retailers buying radio on
regional or National basis, study showed.

Panel of National Advertising Review
Board found that Coca-Cola's TV com-
mercial claim that "Coke is lighter than
the challenger” is not considered by sig-
nificant percentage of public as making
dietary claim. Panel's decision was in
response to appeal by Pepsi-Cola Co. of
earlier finding of National Advertising
Oivision of Council of Better Business
Bureaus.

RepuaReport

WhasL-Tv Columbus, Ga.: To Blair Televi-
sion from Katz Continental.

]
WHTv(TY) Meridian, Miss.: To Spot Time
Ltd. (unrepresented).

WXRT(AM) Chicago:- To Roslin Radio
Sales trom P/W Radio.

a
WwneTrm Chicago: To Jack Masla & Co.
from Metro Radio Sales.

a
Knustemy Dallas: To Jack Masla & Co.
from Majar Market Radio.

]
WKPA(AM)-WYDD(FM) Pittsburgh: To
Selcom Inc. from McGavren Guild.

a
KkLriaM) Oklahoma City: To Bernard
Howard from Paul Miller & Co.

m]

KezriFm) San Jose, Calif: To Selcom Inc.
from Bernard Howard.

O

PRO Radio has formed new Dixie divi-
sion incorporating offices in Dallas,
Memphis, Allanta and Raleigh, N.C.
Heading division is Jim Cathey, Dallas
manager, who will continue to be based
there.




“Imagine increasing
your station’s income without

increasing either your ratings
or your rates.”

Jim Long, President,
TM Productions

All you may have to do is in-
crease the effectiveness of your
sales approach. TM’s sales con-
sultant systems could help you do |,
just that. To find out how you can
cashin, read on.

The TM sales consultant sys-
tems are complete. They are de-
signed to help you get more new
clients, as well as bigger budgets and
longer contracts from your existing clients.

Give them advertising tosell them time

The TM sales consultant systems equip
your sales force to be advertising consul-
tants instead of just time salesmen. What’s
the difference? The approach they use and
the results they get.

A time salesman goes to a client and
tells him the station has a few availabilities
next week at a special rate and would he
care to buy them. The client says yes, and
buys a few spots.

An advertising consultant goes into the
same store and talks to the owner about his
business, his problems, his total advertis-
ing plans. Then he offers the prospect a
complete radio campaign. He offers him
national-quality commercials written by
big-league pros. He offers him custom
music, music that can’t be used by any
other business in the market. Then he sug-
gests a long-term contract to give him
more exposure for his money.

Can pay for themselves in a few months

The results? For many stations, TM’s
systems have resulted in higher closing

rates, more new accounts, longer
initial contracts, better repeat
sales and a solid bottom-line
profit. Some station managers
report liquidating the entire cost
in just a few months. From then
on, it’s pure profit.

There can be other, more in-
tangible benefits, too. The pro-
fessionally produced commercials help im-
prove the overall sound of the station. The
success of the program, and the quality of
the product, can give your sales staff a
greater sense of pride and professionalism.
These are things that can pay dividends far
into the future.

Your TM representative can
tell you all about it

The TM sales consultant systems can
give you a new outlook on your station’s
profit potential, regardless of the size of
your market, Ask your TM representative
about the sales consultant systems. He'll
find one that fits your budget and your
profit goals.

If you can’t wait,

call (214) 634-8511, collect,
and ask for Fran Sax,
Sales Coordinator.

TM Productions
1349 Regal Row
Dallas, Texas 75247
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Ready to
rewrite
the rewrite

Van Deerlin may not have all

his troops in line for the markup;
subcommittee members may try to
reinsert public trustee concept
and ownership restrictions

The House Communications Subcommit-
tee is heading toward markup sessions on
the Communications Act rewrite (H.R.
3333) next week amid indications that the
broadcasting section—the first order of
business —may be sharply, perhaps funda-
mentally, revised. The results, according
to some predictions last week, could be a
blow not only to the hopes of the subcom-
mittee chairman and the bill’s principal
author, Lionel Van Deerlin (D-Calif ), but
to broadcasters’ as well.

The situation, in the view of observers
close to it, is still fluid. But there was talk
that proposals for the complete deregula-
tion of television after 10 years would go
by the boards and would be replaced by a
plan to *‘quantify’” the public interest
standard in a way that would permit some
deregulation. There was talk, too, of
efforts on the part of subcommittee Dem-
ocrats at least, to retain the public trustee
concept for radio. If successful, that could
mean abandoning the bill’s present
scheme to free radio licensees of the
periodic burden of license renewal.

Nor is that all. Subcommittee Demo-
crats reportedly are not prepared Lo remove
limits on radio station ownership, as would
H.R. 3333. Ownership restrictions—possi-
bly tracking those contained in the FCC’s
rules—may be written into the bill.

But not all advance indications neces-
sarily run counter to broadcasters’ hopes.
The fate of the proposal to impose a sub-
stantial spectrum fee on broadcast licen-
sees is said to be very much in doubt. One
head-counter on the subcommittee knows
of only four members who have indicated
support for the bill’s fee proposal, while
there are five who have expressed opposi-
tion to it. But that leaves six who have not
made their views known.

Van Deerlin declined to discuss the
progress of the discussions in any detail.
But he indicated he is nol concerned.
*Things are going pretty satisfactorily,’ he
said. “We’'re in good shape.”” And he ob-

Breoadcastin

served that members’ true feelings proba-
bly will not be disclosed until the start of
the markup. But he also left a questioner
who was pressing him on the likely fate of
the rewrite pondering a cryplic remark:
**Anyone opposed to H.R. 3333 as it was
introduced will have reason to be, pleased.”

Indications that change is likely
emerged at a series of four Democratic
caucuses Van Deerlin called in an effort to
develop a consensus in advance of the
markup. Some observers had noted what
they called ‘‘total confusion’’ on the part
of subcommitlee members. And some
members have said they would prefer to
see the markup date postponed to allow
additional time to study the issues. But at
least some Democratic members appear to
have shaped strong views.

One source said flatly that ‘‘the total
deregulation of television after 10 years is
gone.” The participants in the caucuses are
said to be leaning toward a proposal ad-

Van Deerlin. Casting about
for consensus.

vanced by Allan Swift (D-Wash.), a
former broadcast news and public affairs
director, as a means of ‘‘quantifying’” the
public-trustee responsibility of television
licensees, and then freeing television
broadcasters of such regulations as ascer-
tainment of community needs, logging
and record keeping. Equal employment
opportunity regulations would be retained.
So would fairness doctrine and equal-time
obligations, but the proposal being dis-
cussed would ease the burden they impose
by making the less restrictive fairness
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doctrine applicable to election coverage.
The equal-time law would still apply to
paid political advertising.

Under the Swift proposal, the public
trustee résponsibility would be expressed
in terms of a percentage of a station’s total
operating budget spent on local program-
ing (BROADCASTING. June 25). He has said
the percentage—which would be deter-
mined by the FCC after an industrywide
study of stations’ local-programing perfor-
mance—should be pegged to the percent-
ages of stations found to rank in the top
5%-10% of the industry. However, he has
also said the bill should provide for
different percentages for different-sized
markets.

While Swift would apply the plan to
radio as well as television, his colleagues
apparently would not. They are said to feel
the large number of radio stations—about
8,600 —warrant substantial deregulation
of the medium, though not necessarily to
the degree Van Deerlin has proposed and,
reportedly, is still insisting on in the
caucuses.

The difficulty is in the unwillingness of
some, perhaps a majority, of the subcom-
mittee Democrats to eliminate the public
trustee concept, and with it the obligation
imposed on broadcasters to operate in the
public interest. Once gone, those Demo-
cratic members feel, the concept could not
be recovered if competition proved a poor
guarantor of the public interest. (FCC
Chairman Charles D. Ferris has expressed
the same concern in urging retention of
the public interest standard; he refers to it
as a ‘“‘safety net.")

Subcommitiee members are sym-
pathetic to Van Deerlin’s proposal that
would in effect assign radio broadcasters
permanent licenses. But how, some
wonder, could a permanent license be re-
conciled with retention of the public
trustee concept? That concept, they feel,
probably requires some kind of review of
performance. ‘

There is said to be support for retaining
a handful of key regulations—equal em-
ployment opportunity rules and the fair-
ness doctrine and equal time rule—though
probably nothing else. And if periodic
license renewal is to remain part of broad-
cast regulation, there is said to be senti-
ment for extending the present three-year
period considerably—to seven years for
radio broadcasters, and five for television.

Indications of concern on the part of
subcommittee members regarding multi-
ple-ownership limits came as a surprise,
since that issue had not generated much
controversy during the hearings on the
bill. But Van Deerlin, in a letter to FCC
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Across the way, Meanwhile, over in the Senate, there are indications that there’s willing-
ness to compromise on two disparate bills to revise the Communications Act. Barry Gold-
water {R-Ariz.), ranking Republican on the Communications Subcommittee called last
week for the drafting of a new, "clean” bill. Goldwater, sponsor of S. 622, the bill most favor-
able to broadcasters because it would deregulate radio, and to some extent television,
while limiting the license fee to costs of regulation, said he thinks the Senate subcommit-
tee's hearings during the last two months have pointed out a “solid basis for getting
together" with Subcommittee Chairman Ernest Hollings (D-S.C.), author of . 611. The Holl-
ings bill, with only limited broadcast deregulation and a large spectrum-based fee. is cur-
rently the leading measure before the subcommittee.

"I have the feeling that our work is just beginning,’ Goldwater said at the subcommittee’s
last hearing Monday, during which FCC Chairman Charles Ferris testified on common-car-
rier matters. But “I do not think we should be wedded to the language of one bill or the
other" The aim should be to clear up most controversies before taking any measure to the
Senate floor. he said. Staffers for the majority and minority met after Goldwater's remarks
last week to “discuss issues" as one put it, but no plans for a new bill have been an-
nounced. Nor has Senator Hollings announced daies for a mark-up.

Commissioner Abbot Washburn, has con-
ceded that *‘tight limitations™ on multiple
ownership will probably be written into the
bill. The congressman was responding to
the commissioner’s dissent in the Gannett
Co.-Combined Communications Corp.
merger case, which Washburn had sent
him.

Details apparently have not been
worked out. But one source said the sub-
committee would probably follow the com-
mission on the subject and limit owner-
ship to seven AM, seven FM and seven
TV stations, no more than five of them
VHE, and impose bans on at least future
acquisitions of stations that would result in
media crossownership in a market.

The spectrum fee proposal was de-
scribed as ‘“‘up in the air’’ Strong argu-
ments on either side of the issue have
been heard in caucuses, but there were no
firm views last week on what the pro-

posal’s fate would be, Those backing a fee
limited 10 generating funds needed to
cover the cost of regulation received sup-
port last week from FCC Commissioner
James H. Quello, in written comments
filed with the Senate Communications
Subcommittee, which is considering
amendments to the Communications Act.
Quello’s statement represents a reversai of
his original position favoring a proposal to
dun broadcasters a percentage of their an-
nual gross revenues—5% in the case of
television, 2% in the case of radio.

The discussions at which the subcom-
mittee Democrats have expressed them-
selves on the rewrite have been ‘‘very in-
formal,” according to one who has partici-
pated. And he noted that Republican
members of the subcommittee could
affect the outcome on issues on which the
Democrats are split. But, he added, “‘we
have a direction going.”

Washburn wants
some action on
crossownerships

Commissioner sends copies of
his dissent in Gannett-CCC
merger to Congress, saying
growth of large media companies
is ‘an unhealthy thing’

FCC Commissioner Abbott Washburn is
not exactly leading a crusade. But anyone
who wanls 10 enlist in a fight against big-
ness in media on a national scale would
probably be welcomed by the commis-
sioner. He was talking last week about
possibly trying to generate some interest at
the commission in reviewing the multiple
ownership issue.

Washburn. who has not been known for
particularly strong feelings on the subject
one way or the other, caused a number of
people around the country to take notice
when he issued his dissenting opinion in
the Ganneut Co.-Combined Communica-
tions Corp. merger (BROADCASTING. June
11).

With the merger resulting in a company
owning 80 daily newspapers, seven lelevi-
sion stations and 12 radio stations,
Washburn warned that commission ap-
proval would serve as a ‘‘spur toward the
placing of the organs of information and
news and opinion in this country in fewer
and fewer hands.” Such a development, he
said. is ‘*an unhealthy thing for a democ-
racy.”

The publicity given the dissent pro-

InZBhieth

FCC decision dismissing fairness doctrine complaint that CBS's
coverage of national securily issues was biased hag been affirmed by
full nine-judge circuit of U.S. Court of Appeals in Washington. Court,
which had heard appeal from three-judge panel that had ruled against
commission last year (BRoapcasming. Sepl. 18), issued opinion Friday
upholding commission’s decision that American Security Council
Education Foundation had failed to present prima facie evidence of fair-
ness doctrine violation. Three judges dissented—Malcolm Wilkey, whoe
had written opinion for panel, George E. MacKinnon and Roger Robb.
Judge Edward Allen Tamm, who had dissented frem panel’s opinion,
wrote opinion fer full court. Judge David Bazelon and Chief Judge J.
Skelly Wright issued separate concurring opinions. ’
m]

Department of Energy is planning $50 million advertising campaign
to encourage reduction in use of energy. Jackson Gouraud, deputy
undersecretary of energy for commercialization, said campaign would
employ radio, television, newspapers and magazines, and would be
based on similar ¢ampaign that has been under way in Canada since
1975. That effort, Gouraud said, has helped reduce increase in use of
energy from 6.1% to 2.1%. DOE is seeking funds from Congress for
smaller test effort as well as for $50 million that, Gouraud told House En-
ergy and Power Subcommittee on Thursday, “will handle a guite respec-
table campaign.”

0

FCC Commissioner Tyrone Brown on Thursday sailed through Senate
Communications Subcommittee hearing on his nomination to full
seven-year term on commission. Senator Ernest F Hollings (D-5.C.),
subcommittee chairman, said Brown has made record as an “out-

standing commissioner.”” And FCC Chairman Charles D. Ferris, who
accompanied him to hearing, said he recommended Brown for reap-
pointment *with great enthusiasm.” In response to questions about
pending proposals to amend Communications Act, Brown noted he is
looking for “significant deregulation of radio within confines” of existing
statute, but said commission needs help from Congress in some areas.
He mentioned specifically commission procedure of conducting com-
parative hearing to choose among two or more applicants for broadcast
license. Hearing, Brown said, often “consumes enormous resources”
and still leaves commission facing several qualified applicants.

O
First of April-May Arbitron Radio books, for New York marketl, was
mailed to subscribers last Friday, showing disco wKTU{Fm) down con-
siderably but still in lead for third consecutive period with 7.6 share
(full week metro 12+). Wonlam) showed up second with 7.0, wBLS(FM)
third with 6.4. WaBciam), longtime leader before wiktu surge, dropped
from second to fourth, with 5.9.

o
Broadcasters had better stop fighting cable and align themselves
and their expertise with their local cable systems, Irving B. Kahn,
chairman and president of Broadband Communications Inc., told Fiorida
Association of Broadcasters convention Thursday. Networks “are in trou-
ble;" he said, and "if you're smart, you will prepare now to benefit from
their eventual demise” Calling for “natural alliance,” Kahn said:
“Whether this alliance takes the torm of a joint venture with the local
system operator, or positions you as a supplier of services to the cable
system, or even, should the rules change, allows you lo lease your own
special channel on the system —whatever its uitimate form, you had bet-
ter prepare for this forthcoming union.”

O
After season noted for scheduling changes, NBC-TV last week closed-
circuited its affiliates hour-by-hour, day-by-day breakdown of what's
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duced some mail. One of the corre-
spondents was Allen H. Neuharth, chair-
man and president of Gannett, who,
Washburn said. promised that Gannett
would be *‘a good giant’* The letter stated
Gannett’s position in terms similar to
those Gannett is using in full-page adver-
tisements in major newspapers. The
theme. as stated in heavy lype, is “‘Gan-
nett: a world of different voices where
freedom speaks.”

For the most part. the letters were from
members of the public who voiced agree-
ment with Washburn's views. There were
also leuters of approval from several
former commissioners—Benjamin L.
Hooks. who had served, with Washburn
before resigning 1o become executive
director of the National Association for
the Advancement of Colored People, one-
time Chairman Newton N. Minow and
Kenneth A. Cox. Representative Morris
Udall (D-Ariz.). who is sponsoring legis-
lation designed 1o encourage owners of
small newspapers to hold on (o them
rather than sell oul to newspaper chains.
also wrole.

Then. 100. there was a letter from Fre-
derick W. Ford. a former chairman of the
FCC as well as a former president of the
National Cable Television Association. He
expressed concern about the trend in the
cable television industry he sees leading 1o
a few companies owning most of the coun-
try's systems.

To Washburn. the Ford letter pointed up
another inconsistency in the commission’s
multiple-ownership rules that is reason for
a general review. Besides rules that permit
Gannett 1o own 80 newspapers and 19

radio and (elevision stations (actually, the
limit is 21), he noted that while a person is
limited to seven television stations, there
is no limit 10 the number of cable systems
he could own.

**I1s clear to me the commission has to
look at this)' he said. *‘Things have
changed a lot in this decade.”

He is not interested in breaking up
newspaper-broadcast holdings in the same
market. He thinks the commission’s deci-
sion, in the media-crossownership rule, 1o

grandfather existing crossownerships was
*‘correct.”” But. he said. *“We should have
looked at it in 1erms of the national pic-
ture. And then.” he added, ‘‘there’s the
cable business.”

Is he going to ‘‘push’ the issue?

He was not explicit. **I'm going to do a
little stirring around here”’

And he thought he might get some help
from some of his colleagues—Commis-
sioner Tyrone Brown. he suggésted. would
be a likely candidate.

Finishing up the House hearings

Public broadcasting is subject
of final days of H.R. 3333;
most who testify are upset over
lack of funds for construction
and improvement of facilities;
plan to allow ads criticized

The House Communications Subcommit-
tee last week wrapped up its hearings on
the Communications Acl rewrite with a
three-day look at public broadcasting. A
holiday recess follows this week, with a
mark-up of the bill scheduled to begin
July 11.

B Tuesday was devoted exclusively to
public radip. and the impact H.R. 3333
would have on the medium’s ability to
offer distinctive programing. And while
there was some praise for certain portions
of the bill. the consensus among witnesses
was that a number of provisions —particu-
larly the lack of support for public
telecommunications facilities construction
and improvement—needed reworking.

Others. however. simply suggested that
the bill exclude public broadcasting com-
pletely. National Public Radio President
Frank Mankiewicz. for example, said the
preference of member NPR siations is to
posipone consideration of public broad-
casting legislation for a couple of years to
allow the provisions in the Public
Telecommunications Financing Act of
1978 to 1ake hold.

The act. Mankiewicz said, changed the
way public breadcasting did business, and
time was needed lo let the legislation
effect the inlended changes.

If public broadcasting were included in
the bitl. however. Mankiewicz suggested
some changes be made. For one, he said
the formulas used tlo distribute money
raise problems of equily among public
broadcasting stations. and would constitu-
le only a small increase in funds which
would be inadequate to cover the sysiem’s
needs bevond 1983.

" In addition, Mankiewicz said it was 100

upcoming in prime time from Sept. 16 10 Dec. 31, also highlighting
movies and specials for January through May. NBC Entertainment Presi-
dent Mike Weinblatt, who has called early advance release unprece-
dented (BROADCASTING, June 25}, told affiliates "We really think it's more
important that you know what our shows are; the audience can find the
shows; that the press gets the listings right; the advertisers know what
they're buying on what date!’ Announcements ranged from Bob Hope
special from China (Sept. 16. 8-11} to Kissinger special {Ocl. 11,
10-11) to 25 Years of TV Guide (Oct. 21, 8-10) to Lucille Ball and Dolly
Parton specials on Jan. 31. Weinblatt said competitive pressures
might force some changes but that such decisions would not be
made "lightly’”

a
Bill Stewart, ABC News correspondent murdered by Nicaraguan Na-
tional Guardsman June 20, was described as “one of the soldiers of
freedom” by UN Ambassador Andrew Young during memorial service
in New York last Friday. "Our journalists are our front line of defense.’
Young said, "We have learned to mobilize the power of truth through
mass media” Others offering tributes to Stewart were ABC News's Frank
Reynolds; CBS News's Walter Cronkite; St Louis Post-Dispatch's
Richard Dudman and Marshall University's Bos Johnson, who once had
been Stewart's news director.

[m]

Perry Lafferty, producer and former CBS-TV official, has been named
senior vice president, programs and talent, for NBC Entertainment, Los
Angeles, replacing John J. McMahon, who announced no future plans.
Lafferty, 1aking over position today, comes most recently from role as
producer of Mary Tyler Moore's comedy-variety show on CBS last
season. During NBC President Fred Silverman’s tenure as head of pro-
graming for CBS. Lafferty was vice president for programs, Hollywood,
position he held from 1965 to 1976. Announcement of Lafferty’s hiring

Lafterly McMahon

was made last Wednesday by NBC Entertainment President Mike
Weinbiatt.

3
Martin Levy, deputy chief of FCC's Broadcast Bureau, who was
twice passed over for appointment to chief, has retired from government.
He left commission Friday, and will take position with Cohn & Marks,
Washington communications law firm. Levy, who had been with com-
mission 31 years and was known for his candor, did not go quietly
Although he felt he had sufficient support among commissioners to re-
main in deputy's job, he decided to leave after talk with new chief,
Richard Shiben, who had leapfrogged him from post as chief of Renewal
and Transfer Division (BROADCASTING, June 18). "There was clear indica-
tion he would like to have his own deputy chief’ Levy said. He was also
led to believe there might be “pressure from the eighth floor” —euphem-
ism for Chairman Charies D. Ferris—"to move out" Later, he said,
"Charlie doesn't like people who disagree with him!"

m]
Barton A. Cummings, chairman of executive committee of Compton
Advertising, New York, elected chairman of Advertising Council.
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early 1o predict how effeclive the Public
Telecommunications Facilities Program
will be by 1983 in expanding the sysiem,
but it was likely there will be a need for fa-
cilities funding bevond that date.

The one problem he cited in the general
broadcasting provisions of the bilt was the
one that would limit licensees to no more
than one AM or FM license in the same
market. The problems created by such a
situation. he said. do not apply 10 public
broadcasting. and he noted that public
radio’s future may depend on single com-
munily groups obtaining two or more out-
lets for public radio—particularly in the
FM band.

Peter Franck. vice president of the
Pacifica Foundation. agreed that recent
legislative initiatives ought to be given
time. bul cited other reservations as well.
The bill. he said. ‘‘would tend to merge
listener-sponsored radio with public radio,
it would be a setback for affirmative action,
it would remove (he public interest from
commercial broadcasting’ and does not
deal with a number of other problems,
such as putling the satellite interconnec-
tion system in the hands of NPR, which
Pacifica considers a competitor.

Pluria Marshall. chairman of the Na-
tional Black Media Coalition, complained
that there are no black-controlled public
television stations in the country; minority
programing is virtually nonexistent; public
broadcasting is guilty of discriminatory
emplovment practices, and the plight of
the independent producer has grown
worse in his dealing with the Public Broad-
casting Service.

Marshall asked that a small portion of
PBS funds be earmarked for operating an
office that would assist in increasing
minority ownership.

The biggest eve-opener of the day came
from NPR Chairman Edward Elson, who
offered his personal opinion 10 Represent-
alive Lionel Van Deerlin (D-Calif )}, say-
ing that it was time (0 break up ‘‘the
shotgun marriage’ between public radio
and television. and consider their situa-
tions separately. **Public radio has shown
its appeal and importance,” Elson said,
and it’s time Congress recognized it.

To effectuate the split. Elson called for a
one-time endowment from Congress of
$600 million. The grant. he said. would be
repaid by spectrum fees. and would end
*“the rattling of the cup™ by public radio.
*You wouldn't see us again.” he added,
‘*but yvou sure would hear us.”’

B Wednesday's session dealt with edu-
cational telecommunications and how well
the bill reflects the need of the educational
community.

A panel of educational broadcasters
reiterated the position previousiy detailed
that the bill would cut off facilities funding
by 1983. which would spell disaster for the
educational community. In addition. they
expressed concern that the bill uses the
word ‘‘educational’ but does not define it
adequately. For example, instructional TV
is different from educational TV, and if
money is specifically allotted for the
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former category. there should be a provi-
sion in the bill that insures the funds are
used for that purpose by qualified in-
dividuals.

Another criticism was (hat CPB was
unresponsive to educators. Harold Morse,
director of the Appalachian Education
Satellite Program. said his group was get-
ting no support from CPB. and the cor-
poration. along with PBS. haven’t been
responsive to educational needs.

William Lucas. associale administrator
for telecommunications applications at
the National Telecommunications and In-
formation Administration, said the agency
believed legislation concerning public
broadcasting is not necessary so soon after
enactment of the 1978 act. Instead, Lucas
said there might be a few amendments ad-
ded that would clear the way for changes
now going on in the industry.

Rather than abolish CPB and creale a
new Endowment for Program Develop-
ment. as suggesied in the bill. Lucas rec-
ommended giving added support to CPB,
and perhaps reorganizing it into a pro-
graming endowment, which would be less
disruptive than abolishing it and creating a
new organization in its place.

Lucas also voiced disagreement with the
proposal 10 allow advertising on public sta-
tions.

**Public broadcasting enjoys the
freedom that it does in part because it is
free from 1he scramble for high ratings. . . .
This freedom would be fost. or at the very
least diminished, if public broadcasters
were encouraged to sell products on the
air,”” he said.

William McGill. chairman of the Car-
negie Commission on the Future of Public
Broadcasting. agreed that ads should not
be permitied on public stations. and sug-
gested there are better ways lo raise
money for the system. When asked if he
thought the American people would be
willing 1o pay for public broadcasting, he
said he thought they wouldn’t wani to put
up their own resources. except on a volun-
tary basis.

B A major portion of Thursday’s hear-
ings was devoted to how well public broad-
casting is serving the needs of indepen-
dent producers. According to the panel,
there is much room for improvement; the
consensus was that CPB and PBS have not
been responsive to the plight of indepen-
dents, with inadequate funding procedures
and a lack of access to the system.

John Reilly, executive director of Global
Village, a nonprofit video production
group, said independent producers want to
play a greater role in the selection, promo-
tion and packaging of independent pro-
grams and series, and want greater control
of funds available for production. Reilly
said the proposed bill would be a step in
the wrong direction, negating the positive
aspects of the Public Telecommunications
Financing Act of 1978.

Another complaint was that the bi|l’s
proposed Endowment for Program Devel-
opment would not put funds directly in the
hands of independent producers, leaving
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their funding at the mercy of others. An
alternative to this procedure was offered
by Julie Motz, of the Hudson River Film .
Co., who proposed that grants from a pro-
graming fund be made available only to in-
dependent producers. Under the system,
grants would be available on a one-to-one -
matching basis, and in order to qualify for
the match, the project and its budget
would have (o be approved by at least one
public television station.

Representing PBS was its chairman,
Newton Minow, who had just returned
from the PBS annual meeting in Los
Angeles (see page 66) and who expressed
a good deal of enthusiasm about the new
direction in which the organization is
headed. Unlike others, Minow said PBS
had ‘‘built new bridges'” with CPB and
they were getting along “‘just fine.” When
asked if he thought changes were neces-
sary for CPB, Minow said some would be
in order, but he didn’t think that, given the
anticipated restructuring, it ought to be
replaced by a new body.

Minow said he liked most provisions of
the bill, and believed public broadcasting
should be included in the legislation, but
he suggested some alterations. He was
concerned, he said, with the formulas by
which federal funds will be authorized, the
absence of a facilities program, and the
possibility of advertising on public sta-
tions.

Of the proposed spectrum fee, Minow
said it was *‘unfair’ 10 target the money
for public broadcasting, and it should go
directly to the Treasury instead. As for ad-
vertising, he said he was opposed 1o it, as
were nearly all member stations of the
public system.

Hollings rebuffs
effort to police
administration’s
contacts with CPB

‘Outrageous nonsense’ is his
evaluation of Schmitt plan

to have new board nominees
report back to subcommittee

The Corporation for Public Broadcasting’s
decision to restructure itself —intended,
among other things, to insulate the organi-
zation from political influence on pro-
graming matters—drew a critical review
from at least some of the six CPB board
nominees at their Senate Communications
Subcommittee hearing’last week. Some, in
fact, seemed to reflect the attitude of Sena-
tor Harrison Schmitt (R-N.M.), a con-
tinuing critic of public broadcasting, on
the subject.

But if Schmitt found support on that
score, he was isolated when he suggested
that the nominees, after they join the
board, inform the subcommittee of every
contact they have with White House
staffers or other members of the adminis-
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tration. Subcommittee Chairman Ernest E
Hollings (D-S.C.), dropping his normally
courtly manner, called the suggestion
‘‘outrageous nonsense.”

Confirmation of the nominees—which
seems assured; Hollings referred to them
as ‘“‘an unusually outstanding group’ —
will mark the end of the White House’s
extended effort to stock the 15-member
board with some new faces. They all
replace lame ducks, whose terms have
long since expired (one as far back as
1976).

The nominees are Howard White of ITT
World Communications Inc.; Michael R,
Kelley, a professor at George Mason Uni-
versity; Paul S. Friedlander, a Seattle busi-
nessman; Jose A. Rivera, a Brooklyn at-
torney specializing in equal employment
opportunity matters; Geoffrey A. Cowan,
an attorney with the Center for Law in the
Public Interest and a lecturer at the UCLA
Communications Department, and
Kathleen Nolan, president of the Screen
Actors Guild. Michael Gammino Jr.,
president of the Columbus National Bank
of Rhode Island and chairman-president
of National Columbus Bancorp Inc., is up
for reappointment.

Senator Schmitt’s concern—as that of
ranking minority member Barry Gold-
water (R-Ariz.)—is a reaction to the furor
stirred by revelation of efforts by the Nix-
on ‘White House to manipulate public
broadcasting for political ends {(BROAD-
CASTING, Feb. 26). Schmitt said such
efforts might be inevitable—‘*maybe it’s
the nature of the beast’’ —and that if they
are to be resisted, ‘‘insulation’’ is needed.
*But you're going to have to work with
us,” he told the nominees. Thus his re-
quest for reports on administration con-
tacts.

Chairman Hollings, in dismissing the
idea, said there is no evidence the Carter
White House has engaged in efforts at
manipulation. He said that suspicions that
Barry Jagoda, former media adviser to the
President, had engaged in such efforts
were generated by Jagoda’'s boastful talk —
**he was simply puffing himself up ... He
was running around like an unguided
missile.”” But he had no real authority to
affect policy, Hollings said. **That’s been
cleared.”

To the board nominees, he said: *‘l
don’t want you to report to this committee
... unless you feel pressure ... I’'m here o
legislate, not to police.”” He expressed con-
fidence that the ‘‘free press’ and the
board members themselves would call at-
tention to any improper efforts at influenc-
ing board actions.

In a final matter, the subcommittee
cleared up for the record the political
affiliation (he is an independent) of
Lucius P Gregg Jr., CPB vice chairman.
The question was raised by newspaper re-
ports that he was planning to become a
Democrat—a move that would have left
the board with more Democrats than the
law permits a political party. All of the new
nominees are Democrats except Kelley, an
independent.

NAB boards
decide not
to decide

Meeting is held in Washington,
and despite its troubles there,
association leaders hold off

on taking firm rewrite stance;
Lerner upset winner in radio race

It was mostly a nuts and bolts meeting,
said officials of the National Association of
Broadcasters at the conclusion of last
week's joint board meeting in Washington.

Spokesmen reported a large portion of
discussion in four days of meetings—one
radio board, one TV board and two joint
board meetings—was devoted to the Com-
munications Act rewrite. But it was all talk
and no formal action. And there was little
discussion of the Justice Department’s an-
titrust suit against the NAB TV code, the
general feeling being that it must be
fought. About the only action in the politi-
cal arena was passage of a resolution
reaffirming NAB’s stance against relaxa-
tion of cable television regulations.

The cable resolution, an outgrowth of
the TV board session Thursday, decries
any attempt to do away with requirements
that cable systems carry local TV signals
(the rewrite, in deregulating cable, would
do that), and questions the reliability of
the FCC’s cable economic inquiry, which
concluded that cable poses no threat lo
broadcasting. The board *‘reaffirms its sup-
port of the present national communica-
tions policy of promoting free over-the-air
broadcast service 1o the public,”’ urging
that as new communications technology
becomes integrated with existing services.
a locally oriented broadcast system must
be protected. Specifically, it calls for con-
tinued protection of network and syndi-
cated program exclusivity and enforce-
ment of the requirements for cable
systems to carry local signals.

New NAB officers were elected, the
joint board chairmanship going to Thomas
Bolger of wMTv(Tv) Madison Wis., as ex-
pected. He ran unopposed for the seat va-
cated by now-immediate past Chairman
Donald Thurston, wMNB-AM-FM North
Adams, Mass. (for thoughts of both chair-
men, see page 64). For the radio board
chairmanship, there was an upset. Former
Vice Chairman Carl Venters of WPTF(AM)-
wQDR(FM) Raleigh, N.C., was beaten by
Arnold Lerner, WLLH(AM)-WSSH(FM)
Lowell, Mass. The vote for Lerner, who
succeeds Walter May of WPKE{(AM)-
wDHR(FM) Pikeville, Ky., was 20-10. The
radio vice chairmanship went to Edward
0. Fritts of Fritts Broadcasting, Indianola,
Miss., who defeated Cullie Tarleton,
WBT(AM)-WBCY(FM) Charlotte, N.C., by a
vote of 17-13.

Robert King of Capital Cities Com-
munications, Philadelphia, former TV vice
chairman, was elected TV board chair-
man, running unopposed. He succeeds
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Bolger in that post. The new TV vice
chairman is Mark Smith of KLAS-Tv Las
Vegas, who beat Walter Windsor of
wFTv(Tv) Orlando, Fla., by the close vote
of 8-6.

It may be that the most important devel-
opment of the meetling was what didn’t
develop. Despite all the talk, the boards
reportedly decided now is not the time to
draw the line on the various Communica-
tions Act revision bills. Donald Zeifang,
NAB senior vice president, said after the
joint board’s adjournment Friday that the
board had given his department no further
directions than at its special meeting last
April, ““which is to do the best we can.”

Several comments were accepted with-
out challenge. Eugene Bohi of wWGHP-Tv
High Point, N.C., said, for example, that
any bill requiring broadcasters to disclose
finances should be opposed. Walter
Windsor urged the members to hold firm
against proposed broadcast fees. And
Leonard Swanson, of wiiC-Tv Pitisburgh,
said he doesn’t think now is the time for
talk about trade-offs on legislation.

The board devoted little time to the
Justice Department suit against the code,
after being informed of NAB's decision to
retain the Washington law firm of Howrey
& Simon to defend the association. Earlier
in the week, FCC Common Carrier
Bureau Chief Philip Verveer, a one-time
member of the Justice Department anti-
trust division, said he thought the govern-
ment had a good case against the code and
that the industry should settle on a con-
sent agreement. If the industry fought and
lost, he said in an appearance at the Mon-
day ‘“‘mindstretcher’’ session on future
technology, NAB code members could be
sued for treble damages by anyone who
thought he had been hurt by the NAB
commercial time standards.

The board seemed little fazed by that
opinion, however. New TV board chair-
man Robert King said he thinks the indus-
try would be seen as ‘‘doing a hell of a dis-
service 1o the viewing public’” if it didn't
fight the suit.

The board’s immediate concern was for
the mounting expense of the Justice pro-
ceeding, which could drag on for years.
The board urged that the executive com-
mittee keep a close watch on the legal bills.

The joint board voted to create a new
NAB department of minority and special
services within the Stations Services
Department, Lo give minority broadcasters
professional help on management,
engineering and research. It replaces the
existing Community Affairs Department,
which is primarily a job clearinghouse for
minorities. :

The board approved a by-laws change
prohibiting board members who have
served out two consecutive terms from
being re-elected until another two years is
up.

In response to mounting gasoline prices
and scarcity, the board passed a resolution
urging NAB stations to develop public ser-
vice campaigns to promote energy conser-
vation in their communities. The NAB
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Shoulder to shoulder. This is NAB's new executive commillee, assem-
bled at headquarters last Thursday during the final hours of the joint
board's annual summer meeling. L o r: Vincent T. Wasilewski, presi-
dent; Mark Smith of kLas-Tv Las Vegas, vice chairman of Ihe TV board;
Robert K. King of Capital Cities Communications, chairman of the TV
board; the former joint board chairman, Donald A. Thurston of wumneg-
am-FM North Adams, Mass.; the new joint board chairman, Thomas E.
Bolger of Forward Communications, Madison, Wis.; Arnold S. Lerner

staff is to act as a clearinghouse of infor-
mation for the project.

On another money matter, the board
voted to limit the cost of renovating the
fourth floor of the Washington headquar-
ters to $190,000. It rejected an earlier pro-
jection of $250,000 for construction of an
engineering laboratory, new offices, a
meeting room and an employe lounge.

In another, it approved a $50,000 reim-
bursement to the Association of Indepen-
dent Television Stations for i1s costs in par-
ticipating in the Federal Trade Commis-
sion’s children’s advertising proceeding.

In an introspective move, the board ap-
proved the creation of an ad hoc commit-
tee that will study how the association is
perceived by the indusiry. At the same
time, the board’s futures task force,
which is reviewing the board's goals and
reorganization moves of two years ago, is
preparing a report (o the executive com-
mittee 10 be delivered in November, which
will result in a report to the full board in
January.

The board also authorized seed money,
the amount 1o be decided by the executive
committee, for two First Amendment con-
gresses next year. The meetings, sched-
uled for Jan. 17 in Philadelphia and March
16-18 in Williamsburg, Va., are being
jointly held by NAB, Sigma Delta Chi. and
other newspaper and press associations.

There was discussion, but no action, on
holding a third board meeting in 1980. The
decision will be left to the executive com-
mitiee. Robert King. in comments after

Communications.

the meetings. said he favors still another, a
fourth, for the television board.

In other actions, the radio board:

® Turned down a request from the
Radio Advertising Bureau for $50,000 for
RAB’s new campaign to sell radio as a
commercial vehicle (**Closed Circuit,”
June 25}. The board passed a resolution
endorsing the campaign ‘‘enthu-
siastically,” and ordering, in lieu of a con-
tribution, that the NAB staff coordinate
the RAB campaign with its own annual
NAB radio month campaign.

B Also ‘‘enthusiastically’’ reaffirmed
last January's resolution for an all-out
effort to bring about full-time status for
daytime broadcasters. Board officials said
they were encouraged by a letter received
last week from Senator Ernest Hollings
{D-5.C.), the Communications Subcom-
mittee chairman who also heads the Ap-
propriations Subcommittee with jurisdic-
tion over the FCC’s budget. Senator Holl-
ings said that despite his intention to
*‘hold the line'’ on this year’s over-all bud-
get, he will “*see what we can do’’ to come
up with $440,000 for the creation of an in-
dustry-government group proposed by
NAB to study ways to expand daytimer
hours.

8 Decided to mail out aletter by outgo-
ing radio board chairman Walter May
answering the question, **What Has the
NAB Done for Radio Lately?’’ The seven-
page summary of NAB activities on
radio’s behalf, to go out to all NAB radio
members, is preceded by a comment by
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of wLLH(aM)}-wsSH(EM) Lowell, Mass., chairman of the radio board; Edward
0. Fritts of the Frilts Broadcasting Group, Indianola, Miss., vice chair-
man of the radio board, and William Smal! of CBS Washington, this
year's nelwork representalive on the executive committee. On the wall
behind them is a wood sculpture depicting development of the radio
and TV industries, along with the NAB's own history The work of Richard
Pinney of Cedar Rapids, lowa, it was a gift to the NAB from Forward

May that *‘in my view, the NAB gets high
marks for the work it does for its radio
members, but low marks on its success in
communicating the scope and the depth of
its activities to those members.”” May told
reporters last week that before his election
to the NAB board he was ‘‘negative”
about the association's efforts for radio.
But he has changed his mind after seeing
the operation at first hand.

@ Passed a resolution opposing the
FCC’s June 8 public notice saying new sta-
tion grants resulting in AM-FM combina-
tions are subject to future divestiture.

The television board:

8 Decided to go after new UHF mem-
bers for NAB. It will try to entice the 130
nonmembers into the fold with free mem-
berships for the first six months. After six
months, they would pay 50% of normal
dues, and jump to 100% after a year. The
plan will get a one-year try and will be
used only for UHF stations.

Also on UHE Don Curran of Field
Communications, chairman of the NAB
UHF committee, proposed asking the
FCC for an en banc meeting to oppose ca-
ble deregulation. Representatives of all the
UHF stations in the country would be
urged to attend, along with viewer groups
such as disadvantaged citizens, to fight for
preservation of over-the-air TV. UHF sta-
tions have long argued that cable deregula-
tion could put them out of business.

@ By an 8-10-5 vote, voted against a dis-
tricting plan for the TV board. At present,
all TV board members are elecied at large.
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SEecial' Report

THE RADIO REPS

D

wn in number but

up in ambition

National radio station representatives are an intensely competi-
tive, aggressive—and dwindling—breed in an often tumultuous
field.

The majors handle something over $400 million a year in bill-
ing. That’s double the figure of four years ago, but the reps com-
plain their growth is being retarded—by agencies buying
regionally and buying direct. by advertisers who get their starts
and make their names with radio and then move on to the
glamour of television. and also, especially this year, by a fitful and
often lethargic spot radio market.

National spot business in 1978 was estimated at about $600
million. Thus the leading nationals account for about (wo-thirds.
Some of the rest was placed through a few other national reps and
through regional reps. but the bulk of it apparently went directly
to the stations. bypassing the reps.

The competition for what is available can be fierce. And adding
10 the rep’s problems, as he sees them, are a further shortening
of already-100-short lead times before the start of campaigns, and
in many cases a shortening of the campaigns themselves. Not to
mention steadily rising costs, which have many reps wondering—
again —whether the commissions charged o stations may have to
rise.

Adding to the current tumult is Metromedia’s decision to close
down its Metro Radio Sales and assign its six AM and seven FM

stations to independent national representatives (BROADCASTING.
April 16, et seq.). The ensuing domino affect—as the winning
reps resign exisling markets to make room for Metromedia sta-
tions. and as the stations thus cut loose find other reps, forcing
other resignations. on and on—will not reach an end for months,
if not years. Estimates of the number of stations that may even-
lually change representatives as a result of the Metromedia deci-
sion range from 30 to 80 or more.

Metro Radio Sales is the 30th firm to leave the national radio
rep field in the past dozen years, according to a veteran rep and
score-keeper (story page 52). Some of those were once among
the biggest names in the radio representation business. As a con-
sequence of the dropouts, reps point out, there are many markets
that have more siations than there are national firms to represent
them—another argument that reps raise in support of higher
commission rates.

The shortage has reached the point where it’s no longer a rarity
to find a representative handling two individually owned stations
in the same market. That isn’t commonplace, but some reps
think it may become a trend.

There’s also the ongoing controversy over unwired networks
operated by representatives, a still-growing phenomenon that
many stations feel cuts into spot radio dollars. Some reps deny
their networks are offered at discount prices; others defend them

The Sixteen at the Top

Estimated billings

Number of st
Rep firm 1978 1979
Katz Radio 86 97
Blair Radio 70 73
Eastman Radio 103 as
McGavren Guild 104 104
Torbet Radio 106 96
The Christal Co. 21 38
CBS Radio Spot 25 18
Selcom Inc. 59 66
Buckley Radio 60 58
RKOQO Radio 10 20
Jack Masla 31 66
Major Market Radio 20 20
Bernard Howard 42 54
RAR 12 11
HR/Stone 54 65
PRO Radio 82 70
- M gt o gl e Tl I ™ n <.

% %
changs 1978 1970 change
+128 $31,000000 $66,500,000 +114.5
+4.3 34,000,000 63,200,000 +85.9
—-14.6 21,000,000 48,800,000 +1324
- 19,000,000 45,500,000 +1395
-94 12,500,000 40,100,000 +220.8
+81.0 14,800,000 22,400,000 +51.4
—-28.0 11,100,000 17,500,000 +57.7
+11.9 3,000,000 15,000,000 +400.0
-33 11,200,000 14,300,000 +27.7
+100.0 9,600,000 13,700,000 +42.7
+1129 4,000,000 11,200,000 +180.0
— 4,200,000 10,500,000 +150.0
+28.6 3,800,000 9,800,000 +1579
-8.3 5,200,000 9,300,000 +788
+20.4 9,000,000 7,500,000 —-16.6
-14.7 3,000,000 5,600,000 +86.6

" TR

These eslimates of the stations represented and the annual billings of 16 national radio repre-
sentatives were prepared for BROADCASTING by researchers of a respected firm. They may be sub-
ject to error; Neither the estimated number of markets represented nor the estimated billing pur-
ports to be precise. However, they are offered as fair and reasonably accurate indicators of the re-
lative positions of the 16 representatives. Further footnotes are on page 42.
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as producing business that otherwise would be missed aliogether,
and on other grounds. The controversy was revived again lasi
week when the Insilco Broadcast Group proposed a meeting with
representatives, suggesting it would be willing 10 increase the
commission rate if the reps would drop their unwired networks
and concentrate on selling spot (see page 56).

Along with the other tensions, national radio representatives
are finding business less than solid this year. Most say sales are up
from a vear ago but below their original projections, and several
sayv the rate of gain has not been enough to offset inflation.

Some suggest thal the spotly conditions augur a general eco-

nomic recession. as has happened in the past, and they hope thal,
as has also happened. radio will emerge from it early. In any
evenl. estimates of this vear's billing gain range in most cases
from 5% 10 8% or 10% over last year. There’s much more opti-
mism for 1980. when (he political campaigns and the Olympics
will be extira added attractions.

To examine conditions and changes in the national radio repre-
sentation field. and 1o get some idea of where the praclitioners
think they're likely 10 lead, BROADCASTING editors have been in-
lerviewing national representatives over the pasl several weeks.
Their findings follow.

CBS Radio's Widmann

In the face of soaring costs, there is little
doubt that, with few exceptions, the short-
list radio rep faces awesome problems.

Nancy Widmann, vice president and
general manager of CBS Radio Spot Sales,
heads a unit that fits the ‘‘short-ist”
description (18 stations in 14 markets).
But with a difference. They are all highly
rated stations. seven of them CBS-owned
stations.

*“I'm sure that more and more radio reps
are going lo disappear, and the short-list
firm is most vulnerable,” Widmann says.
“‘But our strong station line-up is tremen-
dous advantage for us. We can give sla-
tions excellent service. With our short list
we have 26 sales people located in eight of-
fices. The key is that our employes are
specialists, particularly skilled at selling
the adult audience our stations reach.”

Joseph Savalli, president of Savalli/
Gates, finds himself in a somewhat
anomalous position: His firm represents
130 stations but still must meet the same
challenge as many short-list reps in that

Savalli-Gates's Savalli

his stations are in small markets. And
there's another problem.

*“It"s also a tough selling job to convince
an advertiser to buy the 12th or 13th sta-
tton in a fairly large market.”” he adds.
‘“We can’t set up an unwired network be-
cause my markets invariably aren’t the
ones the advertisers want,” although the
firm has had some success with state net-
works, offering a line-up of perhaps 15 sta-
tions.

Richard P. Kale, vice president for radio
of Golden West Broadcasters and interim
president of its rep firm, Major Market
Radio, New York, can speak with painful
experience of the limitations of the short
list (27 stations in 20 markets). In the
almost six years MMR has been operat-
ing, it has never shown a profit, according
to Kale.

“You might say we have just now
decided to go into the rep business,” Kale
says. ‘**We found that with rising costs for
personnel and other resources, we just
could not compete effectively. We posi-

1. The researchers could focate no source, acceptable to them, that consistently reflected numbers ot stations
represented. However, Radio Programing Profiles {Spring 1979 and Winter 1975) was deemed to offer a reason-
ably accurate presentation of numbers of markets represented. A review of these sources suggested that
although they were subject to error, they seemed to be more consistent than any other single source. and cer-
tainly more consistent than dissimilar sources. Researchers concluded that where Radio Programing Profiles
was inaccurate or inconsistent, the degree of error on either plus or minus side seemed to balance cut among all

representatives.

2. Relationship belween audience size and sales was a primary consideration in estimating billing. Average
quarter-hour listenership among total persons in the Total Survey Area, 6 am. to midnight. Manday through Sun-
day, was used as the audience base. Researchers devised a consistent and standard formula and applied it to all
representatives equally Working from certain knowns regarding national spot radio billing, the formula devel
oped estimated billings for Individual representatives on a cumulative average basis. Estimate results were com-
pared lo public information available and adjustments made as necessary.
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MMR's Kale

tioned ourselves as a company that would
represent stations with a music-personality
format and a strong sports orientation. We
found that too limiting. Just a month ago
we decided to take off the shackles and go
out for stations with other formais.”

Another short-list rep is RKO Radio
Sales, whose roster embraces 31 outlets,
of which 12 are owned by RKO General.
Bill Hogan, recently named vice president
and general manager of RKO Radio Sales,
believes a limited-list rep can survive and
flourish—although he agrees that the task
is formidable.

Hogan believes RKQO already has a
strong station line-up whose forte is the
18-10-34 market. He envisions the compa-
ny’s strategy in the future to be two-fold:
1o step up its sales-development thrust to
advertisers for new dollars and to attract
stations in markets where the firm is not
represented, including Philadelphia, St.
Louis, Phoenix and Seattle.

Robert Duffy, president of Christal, said
the spiraling costs and growth of FM com-
petition have hit the short-list rep particu-
larly hard. Christal terms itself “‘a select
list)" with 72 stations in 46 markets, but
Duffy intends to expand his representa-
tion to about 100 stations.

At one time, Ralph Guild, president of
McGavren Guild, felt the representation
of stations in about that many markets was
a reasonable goal but points out that today
MG’s list covers 125 markets, most of
which are AM-FM combinations. He
notes that MG has a staff of 80 which he
feels can satisfactorily serve the long list of
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Christal's Duffy

stations the firm represents.

**The numbers and rankings of stations
must be related to the commissions you
can earn on your investment of time and
effort.”” Guild says.

There are exceptions. Radio Advertising
Representatives is a short-list rep which is
owned by Group W and represents sta-
tions in only 11 markets (Group W in
seven markets, Doubleday Broadcasting in
three and Jefferson-Pilot in one). Michael
Faherty, president of RAR, says the unit is
showing a profit and intends to remain
small.

““We can grow through acquisition of
new stations by Group W, which would
like to get its full complement of FM and
move into such areas as the Southwest,
Northwest and the Southeast,”” Faherty re-
ports. “‘And if Doubleday or Jefferson-
Pilot adds new stations, we would like to
be considered for representation, but we
are not looking for new stations. Our basic
function is to serve as the national sales
arm for the radio groups we now repre-
sent.”’

Frank Boyle, chairman of Eastman
Radio, points out that in the past six years,
even major organizations such as his have
undergone changes. He notes that the lex-
icon of the business has changed: ‘‘You
can’t count stations—you have to count
markets. We used to have about 125 mar-
kets, bul today we have 89. We found that
one big station is worth five little stations.”

Part of what happened, according to Mr.
Boyle, was on the client side.

*“The reps are interfacing with the
groups now,” he explains. “‘It’s no longer
a rep dealing with one guy. It’s Capcities,
14 markets, Susquehanna, 14. As the
groups got bigger, we got bigger, because
the groups we started with bought bigger

properties in bigger markets and said,
*‘Hey, you did a pretty good job for us in
markets A, B and C. Do you think you
could do as good in market D?””

In addition to the 89 markets, Eastman
represents the Intermountain Network
(85 markets); the Oklahoma News and
Farm Network (regionally wired, up to 40
markets) and the Indiana News and Farm
Network (30 or so markets). Those net-
works are sold as networks and not as mar-
kets.

And despite the shrinkage in the num-
ber of national reps, new entrepreneurs

i A%
McGavren Guild's Guild
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continue 1o be attracted to the ranks. Two
recent examples are Schutz & Co. and
Roslin Radio Sales, perforce short-list
companies.

William Schutz, with experience al
McGavren Guild, Buckley and Bolton-
Burchill, struck off on his own almost two
years ago, and is president of his firm. He
now represents 28 radio stations in 22 mar-
kets, including outlets in Miami, Washing-
ton, Knoxville, Tenn_, and Augusita, Ga.

He concedes that his first year was ‘‘a
bomb.” but said business has been picking
up in the second. He stresses to prospec-
tive station clients that he can offer ““the
personal sell”” and manages wijth a small
New York staff and sub-offices in Chicago,
Atlanta, Los Angeles and San Francisco.

Marvin Roslin, president of Roslin
Radio Sales, says his firm shortly will mark
its fifth anniversary as a short-list rep and
is flourishing. He represents 28 stations,
mainly in medium-sized markets, and says
billings will approach $3 million this year.

Roslin says the secret of his survival and
growth has been the personalized, in-
depth service his firm can provide. He has
offices in New York, Boston, Chicago and
Los Angeles.

“‘With the large ratio of sales represent-
atives to stations, we can spend a lot of
time calling on the agencies,” he says.
“*We make it a practice to call on not only
the buyers but also the planners, the ac-
count executive and the client. It pays
off”

One of Roslin's strong points is the
Greater New York Suburban Radio Net-
work, consisting of 13 stations in areas of
New York, Connecticut and New Jersey.
Roslin says his firm has gained a repuia-
tion for selling suburban markets and
believes there is opportunity for growth:
He is now planning 1o expand the subur-
ban market concept to the Los Angeles
area.

In contrast to Schutz and Roslin, Katz is



National Reps:

What’s The
Difference?

Major Market Radio sells just like your station’s local sales staff
by pre-selling with a creative sales program utilizing radio’s most
comprehensive research tools. We offer the most man hours
of experience per station to concentrate on making the sale,
with an individual “‘full blown’’ presentation every time.

In Depth

We also do something else your local salespersons do -
we take your presentation to all the decision making levels
necessary to make the sale.

Restilts

Most importantly we understand an element that's
so often forgotten - the value of “results” .in addition to
numbers and schedules. We sell results because we know how
to get results for advertisers.

The real difference? We generate the most dollars
per listener at the highest unit rates - we can prove it,
just ask us!

Major Market Radio

New York, Chicago, Detroit, Phitadelphia, Boston, Atlanta, Dallas, Los Angeles, San Francisco




acknowledged to be among the biggest
reps. Is it 100 big and does il represent 100
many stations? Ken Swetz, president of
Katz Radio, does not think so. Its bigness,
he says, provides extensive compuler
capability. a large number of offices staffed
by well-paid professionals, a sporis divi-
sion and a radio network. **So the bigger
we are, the more volume, the more dollars
we can generate,” Swetlz contends.

Katz Radio is structured into three sta-
tion divisions 10 take care of the needs of
its clients. Swetz recalls that a potential
client once asked of a Kaiz delegation.
*God damn it, how many stations do you
represent?’’ A salesman stood. Swelz
says. and replied, '‘One at a time.””

John Boden, president of Blair Radio,
another major radio rep. with 120 siations
in 70 markets, also feels that the compa-
ny’s resources enable it to perform
satisfactorily for its clients with its network
of offices. substantial sales staff and strong
support services.

o

There’s a big debate as to whether the
expansion in unwired networks does a ser-
vice or disservice 1o spot radio. And there
seems 10 be no consensus as to whether
they are taking funds out of spot radio or
on-line networks.

Joseph L. Dorton, president of Torbei
Radio, echoes the view of many of his
confreres when he says that Torbet is in
unwired networking because station
clients are demanding it. The *“‘real key"
to off-line networks, he asserts. is new

RAR's Faherty

business. They enable a rep to piich a
client like General Foods, offering a large
line-up of stations with a minimum of
effort by agencies, he says.

He notes that Torbet’s network is partic-
ularly strong with women and adult au-
diences ranging from age 1810 49 and says
a buy can be usefu! to advertisers iesting
the medium: They can experiment with
radio in the markets that conform to their
geographical distribution.

Major Market Radio, a short-list rep,
looks toward an unwired network future,
but it may be several years off. With its
new philosophy of expanding its station

MGA/REN GULD RADIO

First to open Rep Office in
Houston

AMS

Shane Fox, Sales Manager.

-

1200 South Post Odk Road
Houston, Texas 77027

(713) 960-9790
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roster considerably over the next few
vears, Kale says, a line-up of 60 outlets
might make an unwired network feasible
for MMR. He notes that he had experi-
ence in this sector while he worked for a
number of years at Katz.

Robert Coppinger, president of Buckley
Radio Sales, says he has no objection to a
concept of a rep network except that what
invariably happens is that the advertisers
wind up with discounted rates. It’s Cop-
pinger’s contention that unwired networks
do not create business for markets that
would not ordinarly get the business any-
way. But like other fairly large reps,
Buckley, with 82 stations, feels it must
compete in the unwired sweepstakes.

Guild of MG says his firm was one of
the last of the larger rep organizations Lo
get aboard the unwired bandwagon. And
he points out that he was reacting defen-
sively.

“It was a fact of life; it was something
that had arrived and we accepted it Guild
says. “‘The unwired networks are an area
that's bound to grow. But frankly 1 don't
think it’s bringing in new money to radio,
as some people claim.”

Saul Frischling, president of HR/Sfone,
also says that *‘we are going into it defen-
sively and are actively seeking business as
an unwired network for our stations.”’
which number 122 in 85 markets. He says
he's imposing some limitations: *‘We look
for a minimum of six spots per station—or
more "’

Boden of Blair says the attitude of sta-
tions seems to be “‘mixed.”” Some stations
feel they are “‘getlling a great benefit™ from
the unwired networks, he continues, but
others think that ‘‘we're taking spot dol-
lars and converting them to network dol-
lars.”

One of Boden’s deepest concerns relates
to the rate schedules on the unwired:
**The rates are higher than on the wired
networks, but we keep getting pressure to
lower the rates because of the compeltition.
I think if radio is going to grow, we have lo
have higher and higher rates, and we don't
need anything that's going to detract from
gelting higher rates””

Blair has two limitations on network



The Wall Street Journal

Consumer Newsline is bei
snapped up by radio

eng

stations across the country,

Just six months old, our consumer-news report is so
timely and informative that over 150 leading stations
are already boosting audience and sales by broadcasting

it on an exclusive basis. For a free information kit, write
Donald Sutphen. Or call him collect at (609) 452-2000.

The Consumer Newsline consists of 60-
second consumer-interest reports prepared
especially for radio by The Wall Street
Journal editorial staff. You'll receive five
ready-to-read scripts every week, all at one
time. And you'll be the only station in your
market to broadcast them!

A public service feature

that builds audience and sales.
Consumer Newsline gives your listeners
timely and authoritative news about
products, services and developments that
could affect their health, their finances, their
life-style. Each report deals with a specific
subject. It might evaluate the safety and
effectiveness of a new consumer product.
Provide useful insights into banking, insur-
ance and personal finance in general. Warn
of poisonous substances in commonplace
household products, or of harmful additives
in food. Or report on government regulations
and legislation that could affect the

financial or material well-being of your
listeners.

Consumer Newsline will help listeners
identify your station as the station that looks
out for their interests. That builds listener
loyalty. And that in turn boosts market share
and increases sales.

It won’t cost you a cent in cash.

In exchange for exclusive rights to the
Consumer Newsline in your market, we're
looking for a credit line with each newscast,
and air time (to be negotiated) for commer-
cials promoting Dow Jones publications.
Remember, only one major quality station
in each market gets to broadcast the
Consumer Newsline. So don’t delay. Write
or call Donald Sutphen today for your

free information kit.

StreetJoumal
Consumer ))
Newsline “//, /4

P.0. Box 300, Princeton, NJ 08540



Other radio reps
used to laugh at the
idea of our 8:30 AM
sales meetings.

They aren’t laughing any more. Because thats
part of what has made Eastman Radio the hottest rep firm in
the business.
~ Forthe past nineteen years, those early morning

meetings have helped our sales people know more about
the stations we rep, their markets, and their competition
than anyone else. And be completely prepared when our
sales teams are out pitching for our stations.

lt keeps them aware of the buys being made and those
in the planning stages at advertising agencies and media buy-
ing services. And then we go out and get the orders.

And thats more important than an extra half hour
of sleep.

We do things differently.







Eastman's Boyle

buys, according to Boden. ‘‘For a Blair
Group Plan. we have a minimum of 10
markets,”” he reports. “*That means if an
account is going into 10 markets, they
have 1o buy the Blair station in each mar-
ket. For the network, it's 105 stations—a
basic list of 105. We say 105 because that
includes the top 100 markets and the five
Blair stations outside the top 100"

Charles Colombeo, executive vice presi-
dent of Eastman, says some stations com-
plain that the unwired networks are not
good for the industry, depress the rates.
*“‘But we did some checking and we can see
stations doing 40% to 50% better this year.
And the spot level remains the same, so
it's proof that the rates on network have
gone up.”

Colombo insists that Eastman initially
tries to sell spot radio but says once it’s es-
tablished that the agency is going to buy
unwired networks, Eastman will work for
that order. “*We could sit back and say,
‘But that’s spot money, and not go after it,
but it doesn’t matter any more. The ball
game's over and you're either going 10
pitch it and win or not pitch it and lose all
those orders.”’

Boyle of Eastman says agencies recog-
nize unwired networks as a buy that is
easier than spot to plan and execute and
perceive it as *‘a good buy.’* But he agrees
that ‘‘very few station people believe it is
good; they believe they are being ripped
off. That’s an inaccurate perception, but if
1 were in their chair, I'd find it difficuit 10
think any other way”

According to Boyle, 10% to 15% of a
rep’s business comes from unwired net-
works.

Swetz says the Katz Radio Network
(KRN) solicits dollars only from radio net-
work clients. He elaborates: “*We will not
sell the Katz Radio Network 1o a spot ad-
vertiser. The individual sell of the station
or stations does not exist in KRN. [t is
more conceptual and bottom line, selling

100 markets. It’s the
delivery of these 100
markets against certain
criteria that come up with
a certain efficiency”’

Swetz estimates that
over the past five years
the unwired network has
meant about $20 million
to $25 million in new bus-
iness to Katz client sta-
tions. He estimates that
10% of Katz Radio’s bill-
ings originate with KRN.

Swetz says there has
been some resistance to
the unwired networks
from stations but calls it
“minimal.’”’ He adds that
‘*over all, it’'s a healthy,
good relationship for our
stations.””

A recent entry into the
race to unwired is
Selcom. Lou Faust,
Selcom’s president, said
the firm opened its net-
work last Sept. 11 and is
in the process of building a list. As a rep,
Selcom handles national sales for 130 sta-
lions in 85 markets.

In order to accommodate advertisers,
Selcom. on oc¢casion, joins with other reps
on certain buys and in others, simply sells
its own stations.

““The main concern of stations seems (0
be, ‘Gee, am | going to give you a real low
rate?’ "’ Faust says. “‘But on the whole,
the neiwork has become of more interest
1o stations.”

He acknowledges that the network rates
tend to be lower than spot rates and says
Selcom has no ‘‘hard-and-fast rules”
about the size of network buys. “We do
require a fairly sizable group of siations,”
he says. ‘“We don’t sell three or four sta-

Blair's Boden

tions, or something on that order.””

Sam Brownstein, president of PRO
Radio, which represents stations in more
than 150 markets, says stalions no longer
complain about the unwired networks.
“‘Now they want to know if you have a net-
work.” he says. “‘If you don’t, lhat’s a
sirike against you”’

Brownstein says PRO Radio imposes no
limitations on the use of ils network, but
that **we don't sell our stations in a net-
work lower than they would be sold on an
individual basis.”

Duffy of Christal agrees that the un-
wired service iS a necessity to a rep organi-
zation since agencies are solidly behind
the concept. Without this facility, he ven-
tures, other long-list reps would ‘“go out
and pick off your stations.”

Christal didn’t go into the unwired busi-
ness until February 1978 and, according to
Dufly, “though we didn’t expect 1o do it,
we hit a million bucks for the first six
months.”” He adds that he expected to lose
money for the first year but instead wound
up ‘‘breaking even.”

**Now in 1979, we have a sizable budget
and are far ahead,” he says.

Duffy claims that stations do not com-
plain. ‘““We told them that it was a neces-
sary part of their revenue base and our
future 1ogether,” he explains. “*And we sell
ours quite differently. Christal has been
known historically for higher rates in the
spot business and we have that same cir-
cumstance in the [network] business’’

There is no discount factor in the
Christal network, according to Duffy.
*What we do is where we have grid cards,
the station allows the lower grid,”’ he said.
*“We do go to that, but we don’t have siza-
ble discounts or a different rate card.”

a

One fact of life that has hindered the
growth of spot radio has been the switch of




advertising dollars into other media, par-
ticularly television, once spot radio has
built up advertisers' visibility.

“‘l1 would say the attrition rate is 40% to
60%." Coppinger of Buckley complains.
*“It used to be only 30% a year. Spot radio
just doesn’t seem to be able to keep ac-
counts once we've launched them. Look at
what happened to Blue Nun wine. Radio
did a fabulous job. Now Blue Nun is heavy
into TV.

‘*We've stepped up our sales develop-
ment effort here at Buckley. And the com-
puter is a big help. We can now tell
prospects how to set up a media mix,
which will include spot radio. We have to
keep bringing in new accounts to take up
the slack.”

Peter A. Lund, vice president and gen-
eral manager of CBS Owned AM Staiions,
who has responsibility for CBS Radio Spot
Sales, agrees that advertiser defection has
been a recurrent problem, but says his unit
has been able to circumvent it. It generates
new business each year. Lund nofes that
the firm stresses sales development and
has four full-time people working solely in
this area—two in New York and one each
in Chicago and Los Angeles.

““They call on the advertiser as well as
the agency,” Lund says. “‘And through
May 15 of this year they have generaled
more than a million dollars in billings,
mainly from print accounts new to radio.
Altrition is something we live with—but it
can be met.”

Guild of McGavren Guild says the firm
moved into the sales development sector
on an organized basis only last January,
selling up a markeling/new-business
department headed by Bob Krieger, vice
president. Krieger poinis out that he and
his department have learned as much
about the prospects’ businesses as the po-
tential clients have learned about spoi
radio.

#

[
Katz's Swetz

‘““We've already landed some business
and have about 50 prospects in hand,”
Krieger says.

Hogan of RKQ Radio aiso is a booster
of sales development, and one of the first
projects he plans to tackle as the new gen-
eral manager of RKQ’s development unit
is 1o set up a marketing department. He is
convinced that a continous flow of new
dollars can be generated only through an
aggressive marketing group that makes
constant calls al the advertiser level.

The new-business responsibility at RAR
lies with Jim Aberle, vice president and
director of marketing services. Faherty
says Aberle has made 64 research presen-
tations to advertisers and agencies in the
past year, stressing that ‘‘radio is not too
tough to plan and suggesting various
media mix plans in which radio plays a
part.”

*The problem of attrition of radio ad-
vertisers is partly that we haven't sold
radio well as a national medium,” Faherty
says. “‘The Radio Advertising Bureau is
starting to do something in that area. But
another problem is that agencies are at-
tracted by the glamour of television; they
think of TV as the only national medium
of our times.”

Kale of MMR says that the rep firm in-
tends to step up dramatically its sales de-
velopment activities as it enlarges the
number and types of stations it represents.
It intends to intensify its trade advertising
and direct-mail presentations and acceler-
ate calls on clients.

Duffy notes that Christal has had and
will continue a sales development thrusi
among advertisers and agencies bul
prefers to rely on the ‘‘personal sales-
man.”’ He envisions the 1980’s as a period
of intense competition, engendered in part
by the emergence of new electronic
media, and he feels the radio industry
must place added emphasis on the high-
quality, skilled salesman.

Broadcasting Jul 2 1978
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Dorton of Torbet is insistent that one
factor that has hindered the growth of spot
radio generally has been the paucily of
promotional endeavors in New York. He
contends that New York still accounts for
more than 40% of spot business but that
the industry there has been lackadaisical.

*“The agency planners and buyers here
scarcely know that radio exists,”’ he
argues. ““Yet they are the people responsi-
ble for buying radio not only for New York
but for many more markets throughout
the country,”

Dorton says New York has been ‘‘the
cradle’’ of many innovative and creative
ideas over the years. But not in radio.

“*According to FCC figures, during 1977
Los Angeles became the largest local bill-
ing market in the country,”’ he maintains.
**National spot money originating from
the market also has risen significantly dur-
ing the last several years. Now il may be
purely accidental that all of these things
have happened in the same market during
the same period of time. .. but | seriously
doubt it

**Isn’t it possible that the powerful New
York advertising community has been
judging the entire country by the only
radio exposure that nost of them receive
day in and day out, or should I say lack of
exposure?” he asked. ‘‘How much in-
fluence has this one element had on the all
too slow growth of national spot radio
across the country?”

He says that happily there are some stir-
rings in New York. He points to the forma-
tion of the New York Market Radio Broad-
casters Association as a positive step, and
he voices the hope that the upgrading of
programing quality in New York will not
be far behind.

The need to replace defecting adver-
lisers by attracling new clients and per-
suading old-line clients to bolsier their
budgets is stressed by Boden of Blair. One
avenue that Blair has found successful is



what they call **high-intensity seminars.”
Blair has held more than 20 such sessions
over the past two and a half years.

**We’'ll'go into a market and have the
major buyers and advertising people in.”
says Boden. We do two a day, morning and
afternoon. We position radio among the
other media; we tell them how to program
a radio station; we go through basic re-
search terminology and we tell them how
to plan radio.

“I'd say we've played before over 3,000
people since we started these seminars.
And we'll probably do seven or eight cities
this year, at our expense.”’

Boyle of Eastman says that spot radio
has not grown as rapidly as network and
particularly not as speedily as television
and magazines. Part of the problem, he
believes, is that agencies are attracted to
the glamour of TV and magazines and are
inclined to be apathetic about radio.

Bill Burton, president of Eastman,
chimes in: *‘There’s a crying need in radio
for creativity in commercials. Get a good,
creative commercial and agencies will
buy—all we have to do is get out of the
way.

““We've got two dynamite things going
for us—frequency and mobility. The most
difficult people 10 reach are those on the
move—in those automobiles. Another
thing, I agree that New York is probably
the worst place to listen to radio. If radio
improved in New York, it would help busi-
ness throughout the country.”

D

With the number of national radio reps
dwindling, there is increasing speculation
that there will be more and more instances
of one rep handling sales for two—or
more —separately owned stations within
the same market. [t's been happening oc-
casionally, and in at least one instance
Katz Radio represented three stations
within a market, though Swetz says that
situation no longer exists.

Not all reps think this sort of arrange-
ment is a good thing. Jack Masla of Jack
Masla & Co., for one, doesn’t think it’s
the *‘compatible’ thing to do. Masla and
others who question the practice raise the
question of what the rep does if one of the

Attrition. The universe of radio representative firms is growing
smaller. Alan Torbet, a pioneer station and representative executive,
has prepared an analysis showing that in the past 12 years approxi-
mately 30 radio rep firms have gone out of business. He used 1967
as his benchmark because he formed his company, Alan Torbet As-
i sociates, New York, in July of that year. The firm is now known as Alan
B Torbet Radio and owned by Bonneville Broadcasting.

4 Torbet, now chairman of the firm, conceded he may have missed a
rep company or two, but says that these national firms have gone out
of business since 1967: Adverlising Time Sales-Branham, Avery-
Knodel Radio, The Bolling Co. Avco Radio-BCG, Burn-Smith Co.,
George Hollingbery Co., Meeker Radio, Metro Radio Sales, NBC Spot
Sales, PGW Radio, Quality Radio, Paul H. Raymer Co. ABC Spot

Sales Adam Young Radio, Bolton-Burchill, John C. Butler Co., Century National Sales,
Greener-Hiken & Sears, Lifestyle Radio, Radio 1, Spectrum Radio Sales, Time Sales, Grant
Webb & Co. Headley-Reed, Roger Coleman Inc,, Bob Dore Associates, Forjoe & Co., Broad-
cast Times Sales, Burn-Smith and Weed Radio.

Torbet believes there are two major reasons for the fall-off in the number of national radio
reps: Regionalization by advertising agencies has meant that a rep must maintain strong
sales offices in eight or nine markets outside New York, adding greatly to overhead, and the
need for expensive research material demanded by agencies has required added person-

nel and high-cost computer capabilities.

"The few of us who are still in business on a truly national basis have grown beyond any-
thing we thought possible back in 1967 Torbet said. “This is simply to say that a national
rep must be large, with huge operating costs, to meet all the complex demands in today’s
radio marketplace. The small, underfinanced rep simply can't make it on this kind of track”

Torbet added: "If | were thinking today of starting my own rep business, | just couldn’t do
it. A major rep today has at least $2.5 million a year in operating costs’

stations reaches primarily a young au-
dience and the other primarily an older au-
dience. “*“Who do you owe allegiance t0,”
Masla asks, on, say an 18-49 buy that
brackets both stations’ demographics?

QOthers say it depends on the siations.
Christal’'s Duffy, for example, notes that
in the San Diego market his firm repre-
sents both Force Communications’
KBZT(FM), an adult contemporary station,
and Heftel’s KJOY(FM)}, whose
format is beautiful music. “There’s no
conflict,” Duffy says. ‘*The ownerships are
separate, but the demographics are dis-
similar and therefore they seli together
well because you get the old and the
young.”

They are offered to advertisers as com-
binations, Duffy says, but if an advertiser
wants to buy only one, he can. ‘*By law, we
have to do that.” he explains. There is also
a limit on offering them as a combination,
he points out; **We cannot legally discount
them —their rates are just added together

Have Radio Rep Firms Changed
Much in the Last 25 Years?

Here's one with an
entirely DIFFERENT
APPROACH .....

We welcome the chance
to talk to you about it.

Covally/Gates

515 MADISON AVENUE
NEW YORK, NY 10022

(212) 688-2380

NEW YORK - CHICAGD - ATLANTA -DALLAS
LOS ANGELES =SAN FRANCISCO - DETROIT
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as anybody could do” If they were AM-
FM combinations under common owner-
ship—the overwhelmingly predominant
form of ‘‘combo’ representation—**then
you could discount one or the other,” but
not when they are separately owned.

Katz's Swetz says that stations want the
best representation they can get, even if it
means, in some cases, having the same
rep handle two unrelated stations from the
same market. He also foresees—admit-
tedly a long way down the road—the
possibility of an entirely different lype of
representation.

In eight radio markets Katz already has
arrangements under which it recewes say,
7.5% commission on the stations’ total
business rather than 15% on just the na-
tional. Going far beyond that, Swetz says
it’s conceivable that somewhere, some
time, ‘‘maybe a rep might represent a
whole market.”

*“That,” he says, ‘‘may be the answer to
the question about whether there are
enough good reps to go around. Who
knows, we might go in and end up repre-
senting the whole market of Cincinnati
[for] all media in the market: television,
newspapers, radio. everything.

‘‘Maybe that would be the rep business
of the year 2000, which is not inconceiv-
able because, hell, that would make it
easier on the agency. If he can call one per-
son for the entire Cincinnati market, he
doesn’t have to deal with anyone else.”

0

Few national radio reps concentrate
their representation on specific station for-
mats any more.

Bob Duffy took the Christal company,
which used to specialize in 50 kw ‘‘old
line” network affiliates. into wider waters
several years ago. Major Market Radio is
currently moving away from music-per-



Jorbet Radio

12 YEARS OLD
AND GROWING STRONG!

On July 1, 1967 Torbet Radio was formed as a
national radio representative, known then as
Alan Torbet Associates, Inc. In the 12 years

we've been in business, 35 national radio reps

have gone out of business.

Today, to properly meet the complex demands
- in the radio marketplace, you must have
the most experienced and creative salespecple
in the industry. You then support them with the
most effective, quality research and sales back-up
systems that modern technology can provide.

This is the nucleus that provides our clients with the
best national sales representation in the industry.

We're twelve and growing strong!

New York Philadelphia Chicago St. Louis Detroit Atlanta Memphis Dallas Denver LoéAngeIes San Francisco Portland Seattle



Katz marketing
executives hang aroun
until they catch on...
to your business.

What he learned turned these products categories.

him on to marketing and Eventually, Zellner
media opportunities for both helped these marketers, and
the manufacturers and re- their agencies, to promote
tailers of thousands of con- products with specially de-
sumer items that fall into signed Spot TV and Spot

Gordon Zellner spent a
whole year “hanging
around” the hardware and
housewares business.

“] kept asking questions?
says Zellner, a Katz market-
ing executive, “about
distribution patterns and
discounts, relationships be-
tween vendors and retailers,
co-op advertising practices,
you name it. It took time,
butonce |l caughtonto
these businesses | could
intelligently apply what |
know about media to their
problems.” His efforts
paid off.

“With computerized PROBE
data,” says Gordon Zellner,
““‘we can help advertisers
do abetter job of
selling their products and
services. Usually our ettorts
resultin new Spot doliars
flowing to broadcast stations.
*‘Of course, you have
to learn to speak the other
guy’s language hetore you
can contribute much in the
way of media strategy.
Robert Frost put it right
when he said education is
‘hanging around until you’ve
caught on.’ That's what it
takes to do the job.”

Gordon Zellner will
be happy to hang around your
shop to find ways to help
with your media planning.
Call him at (212) 512:55&6,

AR

THE KATZ AGENCY, INC BROADCAST SALES AND MARKETING NEW YORK ATLANTA BOSTON CHARLOTTE CHICAGO CLEVELAN



Radio co-op campaigns.

One hardware manufac-
turer alone will spend $4
million this year in Spot media
asa result of Zeliner's work.
Others will spend millions
more,

Bringing vendors and
retailers together in innova-
tive co-op programs is only
one aspect of Katz marketing
activity,

Introducing advertisers
and agencies to Katz PROBE
systemsis a primary element
of the program. With PROBE
a brand manager or media
planner gets the use of
sophisticated computer pro-
-grams to assist in finding
the right media mix; to aid in
setting goals and budgets;
and to establish criteria for
measuring media plans
against marketing objectives.

Keviri McDermott is one of
five Katz marketing execu-
tives, who, like Gordon
Zel!ner, “hang around” the
marketing and advertising
departments of companies
—and their agencies —

'PROBé_ CUSTOMIZES MEDIA
DECISIONS
DISTRIBUTION

N

PR

PRw= BE BUILDS
 EFFECENT

PRx== BE
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“What we've developed
here at Katz,"” explains
Zellner, *'is a two-tier opera-
tion. On one level we have
line sales teams vying for
larger shares of budgets

across the country. In recent

months they’ve been work- .
ing on media plans with a
speciatty retailer in the
Southwest, a bowling group
in the East, a theme park

in the South, a drug com-
pany in the Midwest, airlines,
a tire company, a fast-tood
chain and,;many others.

from ongoing Spot adver-
tisers. That's the traditional
rep business.

"The second tier effort
grows out of Katz investment
in developing computerized
systems to help advertisers
and agencies match media to
marketing goals. That's
PROBE. It's what the rep of
the future will be doing—only
Katz is doing it now.”

Sales and marketing.
You need both to be the best
inthe rep business.

Katz.The best.

LLAS DETROIT JACKSONVILLE KANSASCITY LOS ANGELES MEMPHIS MINNEAPOLIS PHILADELPHIA PORTLAND ST LOUIS SANFRANCISCO SEATTLE




Negative on unwired. Insilco Broadcast Group, operator of eight radio stations and two
specialized wired radio networks, for one, is opposed to unwired rep networks. In a letter to
the firm’'s national representatives —Blair Radio, Eastman Radio and Torbet Radio, Fred E.
Walker, president of Broad Street Communications, which owns Insilco, contended that the
unwired networks offer a package that meets the criteria of advertisers but said individual
stations are asked to discount their normal spot rates to help obtain this business. "Are we
really selling radio—or are we selling inexpensive buys to advertisers who have already
chosen the media?" Walker asked.

He pointed out that years ago radio stations received more money per unit sold from na-
tional business than iocal. The one-rate card ensued, Walker said, because national agen-
cies began to buy locally to save money. "Now we have the situation where local rates are
surpassing national rates—and this is particularly prevalent at radio stations utilizing the
grid card or pre-emptive selling," Walker noted. "The basic grid card is set up to allow com-
petitive pricing based on demand —hence, maximum revenue.'

He wrole the rep organizations that they were “pushing” unwired networks as a way to in-
crease billings and their own revenue and profit, and added: "The purpose we applaud ...
the method we question. We know rep organizations have increased sales staffs, research,
added computers etc ... "We would prefer to see a higher commission paid to you, the
reps. This higher commission would allow each of you to then mount aggressive hard-sell-
ing radio campaigns. At the same time, naticnal sales reps would drop unwired networks
and would concentrate on selling spot radio in their specific markets ...

"How about a meeting of key reps —and some key groups—to get a discussion going?”
Walker suggested. "Letl's talk about the.value of unwired networks and the current rep
commission policy, and other topics of common concern.”

David Pollei, vice president of the Torbet Network, said the rep firm is agreeable to dis-
cussing the issues raised by Walker's letter. But he insisted that the Torbet unwired net-
work discounts rates only very slightly. Bill Burton, president of Eastman, said he is willing
at all times to sit down with a client such as Insilco and discuss the issues. He stiil main-
tains that an unwired network today provides a benefit to radio stations as well as to the rep
firm, which would prefer to sell spot radio whenever it's possible. John Boden, president of
Blair Radio, was traveling and could not be reached for comment.

sonality-sports concentration.

Bernard Howard, president of Bernard
Howard & Co., started his firm as a
specialist in representing stalions that pro-
gram for black audiences but has moved
now into the general field: Of his current
list of about 110 stations in 80 markets, he
estimates over half are general audience
stations, reflecting all kinds of formats.

By and large, it seems agreed that one
format is about as easy to sell—or as
hard—as another. As Selcom’s Lou Faust
says: *‘It depends on the station’s niche in
the market, and of course the numbers
help. The only problem areas are where
somebody says, ‘We don’t want Lhat type.
But there’s less and less of that.

*“There’s not the stigma against top 40
that there once was. The stigma against
country is lessening. Disco is still sort of a

question mark in some people’s minds,
but 1 think that’s pretty generally accepted
too.”

O

There are painful differences —and pain-
ful similarities—between repping televi-
sion stations and repping radio stations.
Eastman Radio's Frank Boyle offers this
perspective:

*‘The big difference is that we’re dealing
in pennies and they're dealing in dollars. It
costs us just as much to hire a good sales
person, and they’re dealing in four or five
times more revenue than we are. They
have a higher communications cost, be-
cause they’re dealing with limited invento-
ry at all times . ..

**‘But our side of the coin is we're deal-
ing in a fragmented marketplace —like 33

lokidy & Lompany

RADIO STATION REPRESENTATIVES
200 PARK AVENUE - SUITE 303 EAST
NEW YORK, NEW YORK 10017
TELEPHONE (212} YU 6-2515

William B. Schutz, Jr. - President

NEW YORK-CHICAGO-ATLANTA-LOS ANGELES-SAN FRANCISCO
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radio stations as & universe, commercially,
in Phoenix, which happens to be more
radio stations than there are commercial
TV stations in the combined states of Ohio
and Pennsylvania. So we say to the TV
folk: ‘God love you, we're pleased for you,
but you don’t have the slightest goddamn
idea what real competition is.’

**So our costs are comparable to TV, on
a one-for-one basis. They have maybe four
times as many sales people as we do, as an
industry. They’re a vilal medium; we're
what [ would call the last judgment-buying
and selling frontier in media.”’

The services that radio representatives
provide to their stations are of the same
order as those that television reps provide,

Torbet's Dorton

with one exception: Generally, radio reps
do not provide a full-time program coun-
seling service, although they are con-
sulted—and apparently listened (0—on
format changes and related questions.

One radio rep that does have a full-time
program counselor is Blair Radio. He is
Dave Klemm, a veteran of almost 15 years
with the company. If a Blair station wants
his help, says President Boden, Klemm
will go into the market, listen for a couple
of days and then *‘give them a candid ap-
praisal—we call it a snapshot—of whal the
station sounds like and what it ought to do
to improve itself’” For this service, Blair
charges a fee, but Boden isn’t saying what
it is.

The most basic service, outside sales, is
research. With the help of computers, this
can become extensive, complex—and, ac-
cording to the practitioners, essential. Katz
Radio’s Ken Swetz says Katz stations can
get ““virtually anything they need to help
sell their product,” and he ticks off such
items as the Katz Radio Optimizer, Katz
Radio Analyzer programs, syndicated
scorecards. ‘‘The only thing we don’t pro-
vide our stations is an in-house program-
ing consultant,”” says Swetz. **For that we
direct them to some respected program
consultants.”

Other reps are equally proud of their






services. Blair’s Boden says that, among
other things, ‘““we do an awful lot of reach-
and-frequency work for our stations,
which we don’t charge for, and we do it on
an overnight basis.' Blair also is program-
ing a new calculator to show R&F of radio,
TV and newspapers, to compare the three
media *‘and show radio’s advantage.””

Along with other services, some em-
phasize their people—and their manage-
ments—as their finest assets.

“*Qur number-one priority is our sales
people.” says Eastman’s Boyle. ‘‘Number
iwo is management. One, we believe, has
10 go with the other.

‘““We believe in the management
philosophy of General Motors, the Catho-
lic Church and Procter & Gamble. That’s
called the backup sysiem; there’s always a
backstop. We have a deliberate process of
having people trained behind each posi-
tion—in the selfish interests of our clients
and our own growth.

*It has worked for us enormously well.
For people who have titles, the average
length of time they have been with us is
now |2 years. The average of our sales
people is six years.”'

What it boils down to, of course, is
sales. Christal’s Duffy says his firm pro-
vides “‘every standard service you could
expect from a major representative in
terms of research, computerization, client
backup, promotion advice, involvement in
advertising. But as the founding fathers of
the rep business learned years ago, we
don’t get hired or fired for our service, but
for our ability to deliver revenues and
sell”’

Salesmen cost money. Rep manage-
ments estimate that the *“‘average’ radio
rep salesman probably makes around
$30,000 a year, maybe as much as $35,000
1o $40.000, while top salesmen probably
draw close to $60,000 a year, with, as one
put it, “‘maybe a few out there making
$70,000 or $80.000’" Says Easiman’s
Boyle: *‘I think as an industry we’re higher
paid than TV salespeople are.”’

By and large, radio reps do not have for-
malized sales training programs, though
many do put new salespeople through
some form of on-the-job training course.
For mosl, il seems to be a case of, as
Christal’s Duffy puts it, *‘into the swim-

THE NEW 100-B PROGRAMMER

Howard's Howard

PRO Radio's Brownstein
ming pool—we’re going to swim (o the
other end, let's go”’ Or, as Eastman’s
Boyle says. ‘‘we work harder at training
people than on having a training pro-
gram.”’

One that did have a formal program, and
dropped i1, is Blair Radio. Boden explains:
““We started a training program about two
years ago and we had one person who went
through it. But we didn’t have any tur-
nover, and he sat there and sat there, and

All automation increases efficiency and saves $, but the full profit
doesn’t show on the bottom line until the equipment is paid for.
Only Microprobe Automation Systems will pay for themseives in
one year ... and that makes sense...

ELECTRONICS INC
“\Dave Collins (32) 440-3111

Dollars and Cents
B75 North Michigan Avenue
REMOTE

mE MICROPROBE
Chicago, lllinois 60611
CONTROL

100-B PROGRAMMER
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CBS Radio's Lund
we didn 't have anything to do with him, so
we just decided the program wasn’t worth
it to us.”’

Guild of McGavren says new personnel
aiming for a sales career are placed
through a strenuous program in radio re-
search. Experienced sales and manage-
ment people often altend management
lraining programs. And in May, a large
group of marketing and sales officials and
their assistants spent a weekend at the Tar-
rytown (N.Y.) Conference Center. largely
a brain-storming session on what the com-
pany’s goals should be over the next five
years.

O

As with many radio-rep issues, there are
a number of opinions about ihe trend to
regionalization of buying.

Coppinger of Buckley cited regionaliza-
lion by agencies as one factor that has
drained away dollars from reps. He notes
that regionalization also has sped up the
practice by some agencies of buying
directly.

“*Perhaps regionalized buying has
helped the radio stations but it can only
hurt the reps,” he says. ‘I think the
growth of buying services has been a factor
in the growth of regionalized buying.”

Dorton of Torbet is caustic, particularly






Selcom’s Faust

about the buying-direct ploy. He says he
knows of one radio station that bills about
$1.2 million, and 40% of that total is via
direct placement.

Duffy of Christal points to at least four
major markets—Los Angeles, Chicago,
San Francisco and Detroit—where he says
a sizable proportion of advertising expen-
ditures is being bought locally. Among the
advertisers heavily involved in the direct
route, Duffy said, are Trans World Air-
ways, Federal Express, Schlitz, Eastern
Airlines, Allegheny Airlines, Chevrolet,
Quaker State and Air France.

“There are stations who will take the

“The person
goudescribe

is the person
I'll deliver”

Joe Sullivan

“Finding a first-rate executive isn't
enough.

“You want the right one.

“Right for your company. Right for you

“l understand your needs. | relate
them to my own 18 years of executive
responsibilities in media and
communications. When you tell me
what you want, | search out and deliver the
right person

“I know where to look. How to
evaluate critically in terms of your specific
preferences. And how to create the right
climate for successful recruiting.

“You get an effective, knowledgeable,
professional search. And you get exactly the
person you're looking for.”

Joe Sullivan & Associates, Inc.

Executive Search and Recruitment

1270 Avenue of the Americas
New York, New York 10020
{212) 765-3330

local business,”* he comments, *‘but when
they are left out of a buy they come to us
and ask us to get to the agency planner or
buyer in New York or other cities and see
if they can be included in the buy™

On the other hand, Kale of Major Mar-
ket Radio views regionalization as a possi-
ble plus. He points out that when the
buyer (the agency) and the seller (the rep)
are located in the same market, there is an
improved opportunity for betlter com-
munications. Kale adds that the qualitative
advantages of a station can be explained
more easily to an agency buyer located in
the same city and one with whom the rep
has built up a personal relationship.

He is not overly concerned about the
direct-buying maneuver. Kale believes that
in the top markets, at least, buying direct
does not provide an advantage to the
buyer. *‘In most instances our stations, at
any rate, pay us our commission, direct
buying or not,” he says.

Guild of McGavren Guild says the
regionalization thrust was one that his firm
anticipated as far back as 1969, when MG

Eastman's Burton
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undertook an analysis of national spot
radio dispersal. Accordingly the company
rearranged its staff to follow the business.

*“To meet the regionalization move we
had to assign strong sales and support per-
sonnel in all our offices, and we now pro-
vide what we feel is highly skilled staff in
our 11 offices,” Guild says. ‘At one time a
rep could get away with a strong sales pres-
ence in New York, Detroit and Los
Angeles. But those days are gone forever.”’

Lund of CBS, who has responsibility
over CBS Spot Radio Sales, observes that
regionalization and direct buying have
posed no problems. Regionalization, he
continues, has had the effect of scattering
the spot radio business, but says “‘we are
well staffed in outside offices, which have
benefitied by this trend.” He feels, along
with some other colleagues, that buying
services accelerated the movement toward
buying direct. He says:

“Qur stations—those owned by CBS
and the others—pay us our commissions
whether or not a buy is direct. And we
have found that with the passage of time
the major media services thalt have
flourished have become highly profes-
sional, and we can deal with them in a bus-
inesslike manner.”’

Savalli deplores the direct-buying prac-
tice. He says at the outset agencies may
save a little by bypassing the reps but sub-
sequently agencies will insist on lower
rates from stations themselves.

Flaherty of RAR, on the other hand,
has found no problem with direct buying
but says RAR suffered because of
regionalized buying. He says there have
been instances of agencies with a number
of offices placing business directly and
bypassing the reps.

Hogan of RKO Radio senses that both
the buying-direct and regionalized-buying
approaches have ‘‘slowed down'” and con-
siders neither to be an overriding problem
at this time.

Regarding regionalization, Boden of
Katz comments, ‘‘It’s here, and it is a
problem and it isn't a problem.”

He says Katz has geared itself to meet
the regionalization thrust by setting up
new offices. Katz had 10 offices five years
ago. It now has 13 and is planning addi-
tional branches in the future, with Miami,
Cleveland and Houston as prospects.

“The problem is what rate the station
holds,”' Boden observes. “‘If an agency
calls a station and tries 1o get a rate, and
the station gives him a lower rate than
we’ve gone in with, then it's a problem.
The sum and substance of why an agency
goes direct is that it thinks it can get a bet-
ter rate. In some cases they do, unfor-
tunately, which undermines our whole
business.”

Frischling of HR/Stone says flatly that
“‘regionalization creates problems.”’ He re-
ports that when J. Walter Thompson land-
ed the accounts of Schlitz and National
Airlines, a substantial part of the dollars
that were handled through HR/Stone’s of-
fices disappeared, especially in the major
markets.

Can a rep do anything about it? ‘It de-






pends on what kind of contract you have
with the stations,”” Frischling says. ‘*Most
of the time you leave 1he station its local
area Lo sell, and you have the rest of the
country. If there’s a J. Walter Thompson
office there, and they buy all of their ac-
counts out of that market, the rep is out.”
Frischling does not believe that buying
locally and direct is an efficient way for an
agency 1o represent a client. When an
agency wants lo eliminate or change
schedules, he continues, it has “*to contact
a lot more people as well as the reps.”
Boyle of Eastman figures that ““the ero-
sion over the past five years, from a radio
rep’s standpoint, has (o be in the $50-mil-
lion range.”” He offers this example:
““Let’s say you're a sales guy and you
call on McCann-Erickson. Buick is an ac-
count, and when there’s a radio campaign

it’s customarily 120 or 150 markets. With
Eastman you have 100 markets you can
pitch. But now McCann has 11 offices
around the country, buying regionally.
You—same guy who had 100 markets (o
pitch, and on commission— you now have
four markets to pitch: Toledo, Flint, Lans-
ing and Grand Rapids. Nothing illegal hap-
pened, nothing immoral. But now the local
sales people in Chicago, Houston,
Dallas—places where these offices have
now been opened—they’re sitting there
with a bucket, and it's terrific for them.”

Eastman’s Burton also has this word
about direct buying: ‘“Buyers do better
dealing with reps than flying around the
country making direct deals. That's an ex-
pensive way for agencies to do business.
We've had numerous occasions when
there's been an accident: They bought
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direct at the station, and the agency placed
it at the same time through us. The station
then has two different orders. And almost
invariably the agency comes out much
belter dealing with the rep.”

O

All hands agree that rep cosis are rising.
Some reps say the escalation exceeds their
growth in billing, particularly this year,
when business has been spotty. This raises
again a question that has been asked inter-
mittently in recent years: Is the present
rate of commission enough?

The present rate, by most accounts, is
for the most part the traditional 15%. In
some cases, for smaller stations, it may go
up to 20% and, some say, 25%. In a few
cases, reps say, il may drop below 15%, to
12% or even 10%, perhaps when groups or
TV-radio combinations are involved.

One leading rep, noting the decline in
radio representatives over the years,
doubts the slide will be halted until the
commission rate is increased. *‘Unfor-
tunately,” he says, ‘“‘there’s a lack of repre-
sentatives. That’s a shame, and 1 think it’s
going to have to change, but 1 don’t know
how it will until the radio stations recog-
nize that they're just going to have to pay a
higher commission rate. We've operated
on a 15% commission for a long, long
time, and 1 suspect that’s not enough; 1
think they're going to have lo change their
sights.

‘*Somewhere along the line, radio sta-
tion operators are going to have to recog-
nize that perhaps that 15% figure ought to
be reviewed, that it's not adeguate to en-
courage enough people 10 go into this bus-
iness so every station that deserves a rep
can have one.”

Some reps see their declining number as
putling the remaining reps in the driver’s
seal to get a higher rate. Others see it as fo-
menting even more intense competition
among the surviving reps and thus keep-
ing the rale down.

*“1 think we’ve got to do something,”
says Blair’s Boden. “‘The expense of get-
ting and keeping good sales people is in-

FITEN TR s E— T R
Down and up. Figures released by the
Station Representatives Association
show that the percentage of national
spot radio billings over the past four
years has been declining in the North-
east and in Chicago and Detroit and
growing in most of the other principal
advertising centers. The table is based
on the dollar volume sold by offices of
national reps.

1978 1974
New York,

Philadelphia,

Boston 40.5% 42.6%
Chicago 15.6 17.3
Los Angeles 134 11.5
Detroit 10.8 116
San Francisco 78 6.3
Atlanta 53 5.1
Dailas 37 28
St. Louis 29 —



Masla's Masla

creasing. The expense of our compulers is
increasing. And expenses are increasing
faster than our billing is. So | think we're
going o have lo take a long look at our
commission structure, and see where we
gO.“

He wasn’t suggesting that this was im-
minent. And he says he hasn’t formed any
opinion about what a new rate might be,
whether 17.5% or something else.

Chrisial's Duffy, calling attention 1o the
smaller number of radio reps, says he
hopes the occasional dropping of rates
below 5% will stop. His own stations, he
says. are ‘‘one-hundred percent 15%.” and
adds: ““If you didn’t have 15% today. you
couldn’t make it ... With less and less of
us, why would anybody have to drop their
commission? Now there's some talk about
going to 17.5%. I think that for major sta-
tions that want 10 be with the top six reps.
ultimately they'll have 1o be willing to pay
a little bit more because of operating
costs.”’

Frischling of HR/Stone says that in-
creases in billing in the past few years
should have 1aken care of increased costs.
but that ‘‘this year the increase is so small,
and the increase in doing business is
gigantic. that [the billing increase] really is
not covering it. Considering the paper that
is being processed, il probably is less prof-
itable this year than it was a year ago.”’

Faust of Selcom puts it this way: *‘It’s
getting tighter—the expenses are going up
a hell of a lot more than billing. This year
is a particularly tough year. | think some-
thing’s got to give in some way. And that
could mean increased commissions.”

Boyle of Eastman says the commission
rate should go up, and that part of the
problem has been that ‘“‘the rep business
has been so damn defensive that we’ve

been afraid 1o stand up and say. ‘Hey, we
have a problem: Why are there fewer reps?
To begin with, the income has been
declining. We have not kept up. as an in-
dustry, with inflation . .’

“So 15% is not enough. Part of the
reason we don’t say it is that half the reps
are house reps and they’re willing to lake
10%. so how the hell do we compete?”

Sam Brownstein of PRO Radio agrees
that costs are up, and he would like to see
the rate go up too. But, he says, “‘the com-
petition has. become so iniense among
those of us that are left that I suspect an
increase isn’t going to happen in the
foreseeable fuiure

Jack Masla takes much the same 1ack:
“Realistically, 1 don’t think the rate will

increase, because of the competitive pres-
sure in the industry.”’

Down the road a way, Boyle sees a
prospect that is both grim and promising:
A further shrinking of the ranks of radio
reps. bul a better payoff for those that sur-
vive.

“*Here’s what 1 think is going 1o happen
five or 10 years down the road as it relates
to radio rep commissions,” he says. “‘It’s
going lo be a little like a grid card. The
fallout of radio reps will continue, not be-
cause it’s a bad business, but because the
business was run badly. The solution will
be that there will be bigger and better reps.
And because there’ll be fewer, stations will
be bidding for our services.”’

The stronger reps would drink Lo that.

A Division of PRO TIME SALES, Inc.
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The NAB’s Tom Bolger:
Consolidating in a time of change

New joint board chairman
will be as energetic as

his predecessor, if not

as evident an activist;
uniting splintered broadcast
elements—and even some
nonbroadcast ones —is

high among his priorities

The guard changed at the NAB last week,
bringing in a new joint board chairman
with a new watchword. *‘Consolidation®’ is
how Thomas Bolger, president of Forward
Communications’ wMTv(Tv) Madison,
Wis., expresses his ambitions for the next
two years.

The word has two uses, one connoting a
uniting of parts, another a strengthening
or firming up. Bolger would have it both
ways. The uniting is of the various broad-
cast associations—not in the specific sense
of a federation, but of a group of in-
dividuals retaining their identities while
increasing their cooperation with one
another. The firming up is really a con-
tinuation of what Bolger considers a string
of successes, begun around the time the
outgoing chairman, Donald Thurston,
took the reins in 1977.

In an interview with BROADCASTING,
Bolger stressed his concept of collabora-
tion with other associations. ‘*We’ve kind
of splintered out,”” he said, referring to
such groups as the Radio-Television News
Directors Association, the National Asso-
ciation of Television Programing Execu-
tives, the National Radio Broadcasters As-
sociation and others including promotion
executives, program directors and

editorialists—even the National Cable
Television Association. He said there has
been a maturing process that has reduced
the competitiveness, particularly with the
cable operators. The time has come, he
feels, to drop the fists and search for com-
mon ground. ‘‘We’re not trying to change
them,” Bolger said. “We're just trying to
be more cooperative.”’

He continued, *‘Sure, we’re not going to
go ahead and support them on all things.
But I think they’re of a size and we're of a
size that we can work together on some
items.”

His idea of consolidation doesn’t just
take in the other broadcast associations. It
is to go inside NAB as well. Bolger moves
to the top just as the negotiating begins on
the various bills to revise the Communica-
tions Act. The bills themselves, particu-
larly H.R. 3333, the basic rewrite, carry
the potential of splitting the industry into
factions. There is more in the rewrite for
radio than for television; daytime broad-
casters have an ax to grind, with clear
channe! stations doing their best to thwart
them. Minority broadcasters tend to see
the bill differently from those in the
mainstream, as there are differing points
of view between smali-market and large-
market broadcasters.

Bolger observes all this and counts it as
one of his and the NAB board’s
challenges—to keep the industry together
during the rewrite process.

He takes it as a special obligation, too, to
develop closer ties between NAB and state
broadcast associations. Actually the associ-
ation has begun to do that aiready, seeing
to it that an NAB staff member is at most
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state broadcast conventions. But Bolger
says that isn't enough. A participant in a
state association convention ‘‘can hear the
paid gun telt about what they’re doing in
Washington, and its completely different
when one of his fellow broadcasters and
eiected representatives tells him,”” he said.
To strengthen ties with the states, Bolger
plans to attend 10 state association meet-
ings a year. He will encourage other mem-
bers of the executive committee to attend
four each, so that among them they will
have covered the 50 states in two years.

He is braced for a heavy schedule of
travel on association business—he esti-
mates it will cause him to be on the road or
in the air every other week until August,
every week after that. It will tax Bolger’'s
considerable energy, but he apparently is
used to it. Aside from running a television
station, he is also a director and vice presi-
dent of Forward Communications Corp., a
director of the Television Information Of-
fice and director of a local savings and loan
institution and Junior Achievement of
Wisconsin. In the past he has been active
in the local advertising club and United
Way campaign.

At 45=young for a joint board chair-
man—he has energy to burn, he says, and
plans to burn it for the NAB. In that way,
he brings continuity to the chairmanship,
just vacated by one of the most vigorous
NAB chairmen in recent memory, Don
Thurston—who, among his other ac-
tivities, made sure that his heir apparent
would be up to speed when he took over
(*‘I’It hit the ground running,” says
Bolger). But it is also apparent the Bolger
style will differ in substantial ways from



Thurston’s. The outgoing chairman set
out to be an innovator (among his con-
spicuous successes: the establishment of a
trust fund to boost minority ownership in
broadcasting, which has so far attracted
about $9 million in contributions from
the industry, and which Bolger promises to
“strongly continue.”) But it isn’t like
Bolger to keep things as stirred up as
Thurston did.

Unlike his predecessor, Bolger comes to
the job with no special programs to push.
Consolidation will be his goal, he repeats,
to press for success in the legislative and
regulatory arenas and bolster NAB’s im-
age. “NAB has done a lot of things,” he
said. *‘But many of them are not highly
visible.”

A facet of the Bolger style is a strong or-
ganizational ability. A firm believer in
goalsetting and constant evaluation, he
comes to the job with a list of aims in his
pocket (one he won’t share, however, until
firmly established in the chair). He also
has a list of 25 key industry leaders with
whom he plans to meet in his first 100
days. Those plans, however, include no
structural reform of the sort that resulted
in major shifts of staff and job titles at the
association more than two years ago. On
the contrary, said Bolger, the current staff
makes up a *“*pretty well fine-tuned organi-
zation.”

But he does have in mind the NAB
board meeting more than just twice a year.
Rather than the traditiorial January and
June meeting times, he would have the
board get together three times, in January,
May and September.

Bolger cautioned against portraying the
changing of the guard as the start of a
Bolger era. NAB cannot be a one-man
show, he said, and he talked of the neces-
sity of concerted action by the NAB ex-
ecutive committee, joint board and staff.

In the context of the Communications
Act rewrite, which will continue to be one
of the biggest ongoing events during the
next two years, Bolger’s politics might be
considered moderate. He personally would
not be upset, for instance, if some regula-
tion were retained for television. He sup-
ports retention of the public interest stan-
dard, as well as the fairness doctrine and
equal time.

But ultimately he will support the posi-
tions that the joint board formulates. On
the NAB board, in Washington all of last
week, there remained a question whether
the crucial stage had yet arrived to take
hard stands. Bolger is one who felt it was
not time to get down to the ‘‘nitty gritty.”

There are, of course, many other issues
in which the association is involved, not
the least of which is the Justice Depart-
ment’s suit against the NAB television
code time standards. In fact a summary of
all the broadcast proceedings in the FCC
and Congress, a voluminous document
prepared by the NAB government re-
lations and legal departments, fills 134
pages. A major goal of the next two years
would be to bring many of those proceed-
ings to a close, Bolger said: ‘*‘My ambition
would be to reduce that book to 50 pages.”

Thurston invokes hindsight

Outgoing NAB board chairman
looks back over his two years
and is pleased with successes
including minority trust fund
and First Amendment legal
activity, but sorry that ratings
plan never got off the ground

For Donald Thurston, it may seem as if
school is out at last. Ending two years as
National Association of Broadcasters joint
board chairman last week, he has no more
meetings to preside over, no more

airplanes to catch, no more long hours on
the telephone talking over NAB business.
That flood of obligations turns to a trickle
as Thurston takes on the largely advisory
role of immediate past chairman.

The change will probably seem strange
after what has been one of the more
vigorous administrations in recent memo-
ry. If the watchword of the new administra-
tion under Tom Bolger is *‘consolidation,”
that of the two years past might have been
“innovation.” Thurston was a chairman
with ideas. Some worked and some didn’t,
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Thurston

and some things happened without his in-
volvement. During his chairmanship,
there was a major reorganization of associ-
ation staff, a flurry of new activity,
especially in the legal arena, and the start
of some new programs, the chief among
them a trust fund to help finance new
minority-run broadcast operations. The
last, although involving many people, was
painstakingly shepherded by Thurston and
may well stand as the monument of his
chairmanship.

But that' was only one of the associ-
ation's recent activilies. Thurston, in an
interview . last week, exhibited some
satisfaction with the over-all picture that
emerged in two years. It is a picture of an
association with a new style of working, he
thinks, a style that says “‘Let’s be out in
front.” instead of being reactive Lo events
caused by others. It is a picture of an asso-
ciation with membership at an all-time
high, and an in-the-black balance sheet.

Nearly all departments at the association
have advancements to report, he said.
With the NAB board’s approval, for in-
stance, the NAB legal department has
vastly increased the association’s visibility
in First Amendment disputes, filing
friend-of-court briefs in 2 number of ma-
jor press cases this year and last. The
public affairs department has worked to
carry NAB’s activities to the public eye—
‘with success, Thurston thinks. The
engineering staff has been increased and a
laboratory planned. The association’s
liaison with the ‘‘grass roots'’' has been
greatly strengthened and proved its effec-
tiveness in lobbying Congress. And with

the minority effort, said Thurston, ‘‘we're
leagues out front of everybody [in en-
couraging minority ownership, hiring and
raising money)]. No other industry is doing
anywhere near this.”

But the outgoing chairman, returning
his full attention to his small-market radio
operation in the Berkshire mountains of
Massachusetts, doesn’t go without regrets.
He thinks it a failure, not just of the last
two years, but of the past decade, that
N AB has not tried to understand the world
outside broadcasting, lo see the ad-
vances in compulers, satellites and cable
television that to Thurston spell both op-
portunity and threat for the future of
broadcasting. One of the big dangers of
the Communications Act rewrile,
especially since the cable and telephone
industries have buried the hatchel
{BROADCASTING, June 25), Thursion
thinks, is that broadcasiers could gel
squeezed off the very picture tube they put
in place. *‘I think the leadership of the
broadcasting industry would make better
decisions if it knew more aboul common
carriers, information services and com-
puters,” Thurston said.

Nor has the industry ever dealt directly
with its detractors about the quality of

broadcast programing, Thurston thinks.
He counts il an ‘*‘unfulfilled desire’ 1o
create some role for NAB in improving
programing on both radio and TV. This in-
volves working more closely with the edu-
calional establishment and with the devel-
opment of new writing talent and pro-
graming concepts. Thurston’s own idea of
a system of qualitative ratings for televi-
sion never got off the drawing board. And
that’'s a shame, he said. ‘‘Programing is
the common denominator of every pro-
blem the broadcasting industry has.”

Although he plans 10 remain active in
the formation of the minority trust fund,
Thurston's official role with the associ-
ation is now reduced 1o continued atten-
dance at NAB executive committee and
board meetings. That won’t fill the void
left by his relinquishing the active chair-
manship, however: He has already begun
looking for new properties to expand his
radio operation, which now includes two
AM’s, an FM and a background music ser-
vice.

For NAB. Thurston hopes 10 see “*‘more
success,” not just in government-related
activities, but in all the associalion’s
departments. “‘I'd like 1o see that winning
spirit continue,” he said.
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PBS will go separate ways

System’s membership approves
plan for three services: national
prime time, reglonal networks and
educational programs; size of
governing body also is reduced.

In a move widely viewed among public
broadcasters as a personal endorsement of
Public Broadcasting Service President
Lawrence K. Grossman, the membership
of the noncommercial television network
overwhelmingly approved a reorganization
plan designed, according to its principal
architect, to better equip the broadcast ser-
vice for the current communications
revolution and for the changes almost cer-
tain to come in the 1980s.

The membership, meeting last week at
Los Angeles’s Century Plaza hotel, voted
10 create multiple program services under
the auspices of one system president,
to separate Lthe lobbying and membership
functions of PBS from the programing arm
and to substantially reduce the size of the
52-member board of directors. In support-
ing the ideas of a strong programing ex-
ecutive and a smaller board, the member
stations rejected recommendations by
their board o establish managing directors
for each of the up to three separale net-
works and to maintain the large number of
persons on the network’s board of direc-
tors.

As a result of last week’s action PBS is
expected 10 create three networks—a na-
tional or primary service of prime-time
entertainment and cultural programs, a
regional and special-interest service
featuring the works of independent pro-
ducers or local stations and an instruc-
tional and informational service dedicated
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10 educational programs and in-school and
home-study offerings. Each of those net-
works will be operated independently
under the authority of one president
responsible solely for PBS programing.

The lobbying and membership func-
tions of the organization will be handled
by a new Center for Public Television, the
head of which will represent the sysiem of
stations in the way, for example, that the
president of the National Association of
Broadcasters represents the interests of
commercial radio and television stations.

Although the network’s membership
endorsed the general plan, actual imple-
mentation of the restructuring will be the
job of a new (ransition commiiiee to be
selected by PBS Chairman Newton
Minow. At a meeting of the PBS board last
Wednesday, Minow indicated that the
transition committee will be heavily
weighted with nonprofessional representa-
tives, as weil as members of the board’s
executive committee.

The transition committee, which was
not given a deadline to come up with its
recommendations, is expected to report to
the PBS board some time this fall with a
set of specific plans and proposals, includ-
ing the exact size and composition of the
new board. Furthermore, Minow will ap-
point a board of incorporation that will re-
port with the specific structure of the new
public television center. It, too, is ex-
pected to have a report ready in the fall.

Although no date for implementing the
reorganization was set, Jan. 1, 1980, was
mentioned several times during Monday’s
discussion of the plan as the most favor-
able date. In answer to one question from
the floor about implementing the plan,



PBS Senior Vice President and Corporate
Secretary Michael Hobbs said that by next
year’s annual meeting in Washington, the
new networks would be in operation or
“we’ll tell you why.”

The restructuring plan was largely the
work of PBS Vice Chairman Hartford N.
Gunn (see below), a career noncommer-
cial broadcaster who was the first PBS
president. Although Gunn viewed the
membership’s endorsement of the con-
cept of a strong programing president and
that of a smaller board as a partial rejection
of his plan, he considered the vote an
over-all victory for him in that the mem-
bers unanimously approved the multiple
program services, the foundation of the
proposal. ‘I thought [ had made a good
case for putting the strength and the power
at the individual network level rather than
with a super executive,”” Gunn said last
week while commenting on the members’
decision. He said the new programing ex-
ecutive should appoint “*very strong inde-
pendent managers’® to operate the net-
works. But, as a practical matter, he said,
how the networks will look will be *‘largely
dependent on the personality’’ of the pro-
graming chief.

Grossman declined to comment on the
issue of whether the vote was indeed an
endorsement of his personal leadership of
the system for the past three years, but he
was clearly pleased with the outcome.
Under the new arrangement, he said, PBS
will be ‘‘entering a whole new territory™’

Grossman described the reorganization
as PBS’s way of ‘‘dealing with the
satellite’” —a reference to the satellite in-
terconnection of the stations that began
last year. Under that new means of net-
working, PBS has three distribution chan-
nels, enabling it to offer that many na-
tional program feeds at one time. PBS also
has an option for a fourth satellite trans-
ponder that would make yet another pro-
graming service a possibility in the future.

The PBS president has long advocated
more central authority in programing, and
the vote for an authoritative executive in
that area suggested that the stations have
been persuaded to that view—at least as
far as the national service is concerned. In
another action last week, the members ap-
proved a plan for four nights of national
programs, a national schedule, that will be
shown on all PBS stations at the same time
(see page 73). The stations will be able to
maintain much of their autonomy, how-
ever, regarding the program offerings of
the other networks.

Perhaps the most far-reaching decision
made by the public television managers
last week, was to separate programing
from the other functions of PBS. Referred
1o as the Center for Public Television in
discussions last week, the new office will
become, in effect, the trade association for
public television stations —representing
them before Congress, the FCC, the ex-
ecutive branch or other government agen-
cies.

**You just had to pull them apart.”” said
Gunn, in order to clearly distinguish be-
tween station interest and network pro-

Grossman
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graming decisions. *‘It’s no different from
NBC and NAB.” he added.

Actually, Gunn’s vision is that by sepa-
rating the two areas, programing will be
much more insulated from outside in-
fluences—government as well as private.
Although he said there was no way to keep
the programing executive from being
called before Congress, for example,
Gunn said that under the new structure
such a call would *‘clearly show that Con-
gress or the government is looking at pro-
graming.”’

“That ought to put a flag in everyone’s
newsroom that the head of a program ser-
vice is being called on the carpet. If it’s
abusive, then that abuse would be clear,”
Gunn said.

Grossman, too, followed that logic.
“Vince Wasilewski [NAB president]
testifies before Congress, but so do the
heads of the networks, The essential thing
is 10 have someone representing the in-
terests of the stations.”

Who will do what under the new set-up
is still the big question yet to be answered.
There will be a need for a head of the
public television center as well as directors
of the networks. Also, there will be some
experienced talent—most notably Gunn,
who suggested the abolition of his own
job—that will be looking for jobs in the
not-too-distant future. Grossman, who
will be on the transition committee, was
uncertain whether he would be more in-
terested in the programing position or the
lobbying one—if either. Chloe Aaron,
PBS’s senior vice president for program-
ing, said it was far too early to be talking
about new positions. And Ron Devillier,
director of program administration who
was named vice president for programing
last week, half jokingly said that in six
months he may be looking for a new job
himself.

‘It would be inappropriate to start stak-
ing out claims on positions,” Grossman
said.

Gunn urges PBS membership
to stay apace with technology

*“It means a new way of thinking. Not
thinking just as broadcasters, but as com-
municators, as centers for information and
education in our communities and states,
centers which deliver programing and in-
formation by whatever is the best means.
It means seeing ourselves as community
institutions for education, information
and cuitural growth.”

That’s what Hartford N. Gunn Jr., vice
chairman of PBS and architect of the
system’s reorganization plan, told more
than 500 public broadcasters gathered for
the PBS membership meeting.

In his speech, Gunn outlined a broad vi-
sion for the public television system in the
1980’s that attempts to accommodate
many changes in the communications in-
dustry. What are those changes, Gunn
asked, and what are their consequences?

He recited a list:

*“Until recently, most Americans had a
maximum choice of up to five or seven TV



channels at any given time.

“Now over 14 million homes—nearly
20% of all TV households in the country—
are connected to cable television systems
and thanks to cable most of those homes
now have 12 or more programs to choose
from at any given time.

“With only a modest capital invest-
ment, 50% of America’'s homes could
have that same amount of choice tomor-
row. That’s the number of homes cable
systems pass with their present cables.

“The developing technology of lasers
and fiber optics could enable cable televi-
sion to offer literally hundreds of channels
more in future years.

**More than two dozen distinct network
program services now feed these cable
systems by satellite, providing much pro-
graming that once belonged exclusively to
public television: high-quality children’s
programing {now available 13 hours a
day); daily live coverage of the U.S. House
of Representatives; as well as programs
targeted to women and minorities, (o
name just a few.

**Several million people in this country
have purchased videocassetie recorders
and another half a million will do so this
year. Now videodisk technology will bring
you more programing—including public
television’s own Julia Child.

**Demographic and population trends in
the U.S. indicate rapid growth in groups
with very different interests over the next
decade: single young people in their 20's,
people over 65, Spanish-speaking Ameri-
cans”’

As a consequence, Gunn said, there in-
evitably will be more consumer choice of
programs, initial confusion among pro-
grams and channels and networks, possi-
ble fractionalization of audiences, raised
consumer expectations and greater com-
petition.

Under its old system, he said, ‘‘public
television in particular could well be sub-
merged in all this abundance.”’

Public broadcasters, he said, should
look upon the new technologies as oppor-
tunities to serve different audiences with
different programs at the same time, to
deliver more useful programs and to pro-
vide shows of broad appeal that build
strong constituencies and solid financial
support while, at the same time, serving
small-audience minority interests ‘“*which
have justifiable claims on us.”

Local stations should work with cable
systems and experiment with
videocassette production and marketing.
*‘It means working hard at finding ways to
make the new technologies work for you—
to help you improve your service, expand

it to reach more people and generate more

support so you can further improve your
service,” he said.

That set the stage for the group dis-
cussions and, finally, for the vote of the
membership last Monday to reorganize
the public system into multiple program
services and to spin off the programing
arm of the system from its lobbying and
membecrship organization. The result, he
said, was ‘‘not simply what PBS as a cor-

poraiion shouid be and how it should be
managed, but what public television itsell
will be and how it will be managed.”

Bigger can mean better, Brown
tells PBS; the FCC commissioner
urges public television to go
unashamedly after the audience

An FCC commissioner told public televi-
sion broadcasters last week that they could
learn much about the business of televi-
sion from their commercial counterparts.
Delivering the keynote address to the PBS
membership meeting, Commissioner
Tyrone Brown said that public television
““‘must seek to generate the largest possi-
ble loyal audience™ and that the stations

Brown

should ‘‘approach the business of au-
dience building in 2 much more busi-
nesslike way'* than they have in the past.

““‘Public television no longer should be
satisfied in the knowledge that it provides
excellent and innovative programing,” the
commissioner said. ‘‘Al this stage in your
development, you must do more.

*“You must make every effort now to
build a large and loyal following which will
stay with public television in the face of
emerging competitors spawned by the new
technologies. To assure a place for yourself
in the new telecommunications age is one
very good reason why public television
should be more concerned about its au-
dience than it has been in the past,” Brown
said.

Holding that public television had been
defined by the ““myth of alternative televi-
sion” (a phrase he insisted was not meant
critically) that has demanded it *‘be every-
thing that commercial telvision could not
or would not be,” Brown said the noncom-
mercial medium has spurned audience
analysis and deliberate audience building
**as being too closely associated with com-
mercial television.”

Actually, Brown stepped back a bit from
his position, which sounded as if he were
telling PBS to program the kinds of shows
the commercial networks do, but his
prescription for expanding the public
television audience was straight from mid-
town Manhattan. He suggested four
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“‘building biocks’* 10 expand the PBS au-
dience:

B More effective audience research,

m Establishing specific and concrete
program objectives based on the iden-
tification of potential targeted audiences
and their interests.

B Greater efforts on developing and ac-
quiring programing directed o the target
audiences identified.

B A much better job of program pro-
motion.

Brown’s statement was made, he said,
because public television's present au-
dience could well become as fractionalized
by the new technologies of cable televi-
sion, pay TV, videocassettes and disks as
has been claimed will happen to commer-
cial television’s. ‘*These new realities of
the marketplace—increased fractionaliza-
tion and increased diversity—suggest to
me that if public television stands still as
the new technologies are introduced, it
may have a very bleak future.” he said.

Beyond that, however, the commis-
sioner said that an effort to increase the
size of the PBS audience —which he esti-
mated at 2% of the U.S. television house-
holds—could have the very tangible result
of helping to solve two of the system’s
most prevalent woes—inadequate funding
and the threat of external interference
from its funding sources.

He suggested that public television's
legistated funding levels would increase
appreciably “‘only if Congress receives a
strong message from a broad constituency
of viewers that public television is their
television and they want it to prosper.”

With a substantially broader audience
base, Brown indicated, ‘‘direct viewer sup-
port can become a truly significant part of
your over-all funding. | believe that kind
of funding is your best insulation from
restraints imposed on your journalistic
and artistic creativity by either govern-
ment or private forces.’

PBS board and officers are
elected at annual meeting;
members get review of flnances

Although last week’s annual meeting of
the Public Broadcasting Service was given
over in large part to the business of
reorganizing the noncommercial network,
it was still the system's annual get
together for doing a number of regular
housekeeping chores.

In his annual report to the members,
PBS President Lawrence Grossman said
that PBS’s three fund-raising campaigns—
last August, December and March—
brought in a total of $32.6 million—more
than 87 million above the previous year.
(March’s Festival '79 marathon nétted
more than $15 million—a 27% increase
over 1978).

Support from private businesses, cor-
porations and foundations reached the
$30-million level, Grossman said. In all,
he added, 135 companies and foundations
made contributions; 37 of those firms had
never before contributed.

Support from the public sector reached
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Crosscountry. Congressman Lionel Van Deerlin {D-Calif), chairman of the House Com-
munications Subcommittee, had been the scheduled speaker at the PBS luncheon in Los
Angeles last Monday, but business in Washington—public broadcasting hearings and an
appropriations bill vote—kept the rewriter of the Communications Act on the other end of
the continent. He delivered a taped speech, however, advertising the rewrite as a "possible
antidote for the malaise of fiscal restraint and its challenge to public broadcasting”—a
reference to the growing tightfistedness of the 96th Congress and its possible impact on
noncommercial broadcasters. He said H.R. 3333 "proposes a substantial increase in feder-
al funding for public broadcasting ... despite the current infatuation back here with fru-
gality” The chairman said that now, rather than in 1881 when a reauthorization of public
broadcasting funds will be necessary, is the time to "nail down the financial and structural
reforms” for the system. “By 1981, you might need all your resources to cope with struc-
tural change. A fight for continuing authorizations could sap your strength—and jeopardize
your stability —just when you need them the most.’ the congressman told the broadcasters.

From the other side of the Hill, Ernest F Hollings (D-S.C.), chairman of the Senate’s Com-
munications Subcommittee, sent a letter to the PBS members saying the 1978 Public
Telecommunications Financing Act has helped "make the tools available for a tremendous
increase in the quantity and quality of programing” Congress at that time, the senator
wrote, was telling the public broadcasters to take the initiative in identifying “your role in
the rapidly changing communications world" That, Hollings continued. "is certainly what
we in Congress have long envisioned and do expect of a maturing, cooperative community.
It was for that reason that we agreed to a three-year authorization bill to give you a chance

to develop that role. Then in 1981 we will review your progress.”’

$33 million —with $12 million of that com-
ing from the Corporation for Public Broad-
casting and-another $21 million from other
departments and agencies within the fed-
eral government.

On other fronts, the board of directors
of the service added eight new members:
Edward E. Hales, attorney with the firm of
Hales & Harvey, representing WHA-TV
Madison, Wis.; Richard A. R. Pinkham,
consultant and the former vice chairman
of Ted Bates & Co., representing WNET(TV)
New York; Henry J. Cauthen, president
and general manager of the South
Carolina Educational Television Commis-
sion; Bruce L. Christensen, general man-
ager of KUED(TV) Salt Lake City; John R.
Morison, executive vice president and
general manager, wHRO-TY Hampton-Nor-
folk, Va.; E Lee Morris, executive direc-
tor, Mississippi Authority for Educational
Television; Donald E. Schein, president
and general manager, WMHT(TV) Schenec-
tady, N.Y., and Otto E Schlaak, manager,
WMVS(TV)-WMVT(TV) Milwaukee.

Re-elected to the board were: Dollie
Cole, Alfred C. Galloway, Phillip
Gonzales, Dallin H. Oaks, Ralph B.
Rogers, Barbara C. Roper, John W. Ryan,
Robert E Schenkkan, Juanita Storey and
Ann Stranahan.

The board of directors also re-elected the
corporation’s officers for another year.
Renamed were: Grossman; Hartford N.
Gunn Jr., vice chairman; Chloe Aaron,
sentior vice president for programing; Neil
B. Mabhrer, senior vice president for devel-
opment and public information; Daniel
Wells, senior vice president for engineer-
ing and operations; Michael Hobbs, senior
vice president/corporate secretary;
William T. Reed, senior vice president for
station relations; Haskell Arnold, treas-
urer, and John E. D. Ball, vice president
for engineering. The board also promoted
Ronald J. Devitlier, director of program
administration, to the new post of vice
president for programing, reporting to
Aaron.

Fellows gets Lowell award
as public broadcasters
hand out honors to stations

James A. Fellows, president of the Na-
tional Association of Educational Broad-
casters, received the Ralph Lowell Award,
public television's highest honor, at a ban-
quet sponsored by the Corporation for
Public Broadcasting last Monday (June
25) in Los Angeles.

Fellows, president of NAEB, Washing-
ton, since 1975, was honored for his con-
tributions to public television over the
years—specifically for his role in expand-
ing and enhancing the level of profes-
sionalism in the public broadcasting com-
munity. Fellows joined NAEB in 1962 and
rose through the association’s ranks to its
leadership, first as its associate director of
the office of research and development,
then assistant to the president, director of
research and development, director of pro-
fessional services and executive director.

Selected to receive the award by a panel
of public television program managers,
Fellows received his award last week from
Lillie Herndon, chairman of the CPB
board of directors.

Other CPB local program awards handed
out last week included:

WTTW(TV) Chicago O Frankie and Johnny (perfor-
mance).

WGBH(TV) Boston O Irish Treasures (cultural docu-
mentary).

Georgia ETV Network O Langston (drama).
WNET(TV) New York O Hip, Hip, Parade! {children's
generic).

WVIZ-TV Cleveland O Nellie Bly (instructional).
Mississippi ETV Network O Prenatal Care Vaccina-
tions (instructional).

KDIN-TV Des Moines, lowaD Farm Digest (larget au-
dience).

WHWC-TV Menomonie, Wis. O Logrolling linforma-
tional).

KQED(TV) San Francisco O Moscone/Milk Assas-
sinations (public affairs).

KCTS-TV Sealtle O Backstreets (news and public
aftairs documentary).
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Will variety be
the spice of added
channel capacities?

Aspen Institute will investigate
relationship of new technology to
programing and whether diversity
will be the natural result

A question whose answer has been largely
assumed in the rush to broadcast deregula-
tion will be the focus of a study being un-
dertaken by the Aspen Institute Program
on Communications and Society.

It involves the relationship between the
increasing number of channels of com-
munications being made available by tech-
nology and the resulting number of pro-
graming choices being made available for
the public.

Start-up funding of $20,000 will be pro-
vided from a $220,000 grant the John and
Mary Markle Foundation has made to the
Aspen program. The remainder of the
grant will be used to provide basic support
for the program for the next two years.

Michael Rice, director of the program,
said the grant ‘‘recognizes the program’s
contributions to the field and should help
significantly to attract support from other
sources.”” But he said further amounts
equaling in total the Markle grant will be
needed to keep the program effective.

Two other grants, each of $10,000, have
been announced. One, from United
Telecommunications Inc., will help fund a
study on content and policy issues raised
by the teletext and viewdata technology;
the other, from the Harris Foundation, will
help provide basic resources.

Rice said the study on future diversity in
television programing, which he will head,
was prompted by the view shared by many
communications policy makers that ‘‘the
forces of the marketplace, together with
new distribution modes, will ensure
viewers a greater variety of programs from
which to choose.”

Local official charges
Cox with trafficking
Atlanta cable franchise

If the merger is approved, the transfer of
properties from Cox Broadcasting to Gen-
eral Electric (BROADCASTING, Oct. 9,
1978) will probably mean more to Cox
than shares of stock: It may put an end to
months of criticism directed at the compa-
ny by an Atlanta city official.

Councilman James Bond, chairman of
the city’s development committee, has
charged that Cox failed to develop its local
cable system—which it is in the process of
selling—to protect its broadcast interests.

According to Bond, Cox received a
franchise six years ago for a $10,000
deposit and enlisted only 7,700 subscri-
bers. By not developing the system to its



capacity, he said, Cox cost the city millions
of dolars in lost revenues. In addition,
Bond is incensed that Cox, which is selling
the system, stands 10 make a large profit
on the sale. Cox has reached an agreement
in principle with Cable America Inc., a
subsidiary of Cablecasting Lid. of Canada
for purchase of the system for $5.5 million
(BROADCASTING, June 18),

Cox officials, however, call Bond's
charges unfounded. They say they would
have further developed the system had it
been feasible in the pre-satellite period.
“Atlanta will be one great cable market,”

one Cox official said. *‘If we could have de-
veloped it, we would have.”

With Cox negotiating to divest i1self of
the Atlanta cable system, the city council
adopied new provisions that would require
a franchise owner to be at least 20% locally
owned, and would prohibit a cable compa-
ny from owning a network TV station in
Altlanta.

Cox had proposed trading its franchise
for one in Port Huron, Mich., owned by
Harron Communications of Philadelphia,
but Harron ultimately reneged, saying it
couldn’t accept proposed amendments to

the franchise. Cox then made the deal with
Cable America.

The transfer to Cable America has to be
approved by the city council, and Bond
said last week that, although he was im-
pressed with the plans the new company
had for developing the system, he wasn’t
certain he would vote for approval of Lhe
deal.

Bond said he was worried that the high
cost of the franchise would be passed
along 1o the consumers. He introduced an
ordinance prohibiting rate increases based
on the purchase price.

[ 4

‘Primg Time’
premiere

NBC’s news magazine effort,
hosted by Tom Snyder, bows
with slick technical effects,
respectable ratings and reviews

With an on-air voice: **Up on one and an-
nounce. Cue tone,”” NBC News on June
24 launched Prime Time Sunday, the net-
work’s successor 10 Weekend and answer
to CBS News's 60 Minutes and ABC
News’s 20/20.

Although the broadcast’s ratings didn’t
equal first-placed Three's Company or
fifth-placed 60 Minutes, its score—placing
it 25th out of 65 prime-time programs—
was being considered a promising debut
for a news magazine show.

From 10to 11 p.m. Prime Time Sunday,
anchored by Tom Snyder, scored a 15.5
rating and a 29 share, against CBS-TV’s
rerun of Moses the Lawgiver (17.3/32)
and the second half of an ABC-TV movie,
Hollow Image (17.6/33). Earlier that eve-
ning, 60 Minutes had brought in a
21.9/48. The previous Thursday, 20/20
had a 21.7/24 for 41st place.

NBC said that the first Prime Time oul-
ing represented a 46% ralings improve-
ment over what Weekend had been receiv-
ing in the same time period. And a spokes-
man pointed out that when 60 Minutes
premiered on Sept. 24, 1968 (Tuesday,
10-11 p.m.) it only earned an 11.4/22,

With anchor Snyder (who's continuing
his late-night hosting job on NBC’s
Tomorrow) and correspondents Chris
Wallace and Jack Perkins, the network had
promised a less than conventional
newsmagazine —one that would stress live
television and also give the viewers a feel
for the technology it takes 10 put the show
together.

The first segment was live, with Snyder
interviewing airline entrepreneur Sir Fred-
die Laker in London: Langhorne Bond,
Federal Aviation Administration chief, in
Washington. and James Dunne. Airline

Journalismz

Passengers Association president, in the
Prime Time New York studio.

Following that were prepackaged seg-
ments thai allowed for live interplay with
Snyder at the end. Chris Wallace (son of
60 Minutes co-editor Mike Wallace) had a
piece on a legal car repossessing business
in Chicago and Jack Perkins was in Santa
Fe. N.M.. with controversial children’s
novelist Judy Blume. The program ended
with a shorter story on two Panda bears in
the Washingion Zoo who aren't mating.

On the set. an array of monilors were
behind Snyder: a conirol board and those
working it were in front of him. Viewers
saw and heard commercial countdowns.
Typical was *‘Insert . .. roll commercial . . .
five, four, three, two, one.”

In reviewing the program. John .
O’Connor of The New York Times found
that the countdowns ‘‘became quickly
tiresome™ and suggested that ‘‘the sec-
onds, always incredibly precious in TV
news. could be put 1o far more substantial
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use.”” The set. he found. ‘‘crisply attrac-
tive. its banks of monitors calculated to
suggest a modish futuristic mentality lurk-
ing in the background.” Bui as for the con-
cept of doing the show in the contro!
room. he said Edward R. Murrow did the
same in 1952: **So much for innovation
and suspiciously bright ideas.’

Tom Shales of the Washington Post
called it ‘*the second best newsmagazine
program in network television'' but admit-
ted that was ‘‘not precisely meileoric'’
since there are only three.

He said it *‘got off to a slick. swift and
efficient beginning. and after a summer’s
worth of shakedown. could well give some
measure of competition to Mr. Number |
on CBS. 60 Minutes."

Although lacking ‘‘the nearly Bar-
rymorian theatricality of 60 Minutes' 10
grab audiences. Shales said. ‘‘the seg-
ments were all well produced. And while
he said Prime Time Sunday did not war-
rant the ‘‘extermination’” of Weekend,



“*neither did it rub salt in a nasty wound. It
was not a cheap or gaudy production as
some may have feared.”” And, he said, it
was “‘hard to recall the maiden voyage of
any other program so technically compiex
that went off so smoothly.””

Howard Rosenberg of the Los Angeles
Times said that judging from the first
episode, the show ‘‘may never stop the
presses or add significantly 1o our under-
standing of 1he world. But it has that nice
middle-minded look.. and even if Snyder
ends up tap-dancing, it would be a most
welcome addition to prime time and more
appealing than Weekend. ...

0O’Connor. on the other hand. ques-
tioned the Blume piece saying that it **sug-
gested that Prime Time Sunday may be
less interesied in exploring and analyzing
contemporary vagaries that in exploiting
them. As the series goes through its in-
evilabie shakedown period the true direc-
tion will doubtiessly be unmistakabie.”

As for Snyder. he was commended for
his control. O'Connor said that he, *“*for
good or ill. is a true creature of the
medium. He is one of its natural ‘per-
sonalities.” " Shales described Snyder as
“‘mighty comforable.”” and *‘incompara-
bly commanding’ in situations such as the
airline piece.

Rosenberg said ‘‘there is more activily
between those gray Wolfmanish sideburns
than his severest critics have been willing
10 admit. However, botiom line. Snyder is
essentially a fast-on-his-feet showman.
with pizzazz in his veins. That. not his
journalism. is what's on display.”

Shaky future
for ‘Universe’

CBS science program, hosted
by Walter Cronkite, isn't found
strong enough by brass

to get weekly nod; network
hopes to have another pilot
ready to air by next year

Familiarity may not aiways breed con-
tempt. But in the case of Universe, a half-
hour science newsmagazine aired last
Wednesday at 8 p.m., CBS found the ap-
proach *‘too familiar’’ to accept the show
as a pilot for a regular weekly series.

“Although the show itself is fine,” ex-
plained Bob Chandler, vice president and
director of public affairs broadcasts, ‘‘you
don’t come out of it saying: ‘Gee whiz, |
didn’t know that. ™’

The broadcast, anchored by Walter
Cronkite, began with a brief sequence
telescoping 20 billion years of the
universe’s development. Cronkite then re-
ported on multiple sclerosis through a vic-
tim of the nervous system disease, cellist
Jacqueline duPre. Charles Osgood had a
piece regarding the far side of the moon
and Terry Drinkwater reported on the
possibility of an earthquake in Los
Angeles in the not too distant future.

According to Chandler, CBS News
hasn’t given up on a weekly prime-time
science show and will *‘try to put together
another pilot.”” However, he doesn’t expect

that any earlier than the first of the year.

As for Cronkite’s participation in
another science program attempt,
Chandler said ““I'm sure he would like to
... and we would want him to”’

Cronkite, a science buff, is said to have
volunteered Lo join in the Universe project
when he heard it was being developed.

However, he is reported to be in sharp
disagreement with the piloting of such a
project, believing that the show should be
given several outings to allow for a natural
shakedown.

Executive producer for Universe was
Ron Bonn. With the set completed and
animations and other staples already pre-
pared, he said it would ‘‘not be a particu-
larly costly thing'’ to go on with the show.
He hadn’t received any word, however,
making him ‘‘pessimistic, only because
nobody has given me any reason for opti-
mism.”

ﬂ

TV turns to Florida to cover murder trial

Networks, PBS and 20 stations
set up in Miami court under
state law allowing coverage

The first trial of national interest in a
Florida court since the state’s supreme
court decision allowing cameras in the
courtroom got under way last week in
Miami. And broadcasters, representing all
three networks, the Public Broadcasting
Service and 20 network affiliates, are
ready.

The trial is that of Theodore Bundy a
former Seattlie law student, accused of
murdering two women students at Florida
State University in Tallahassee in January
1978. National interest stems from the
lurid details of the crime and the fact that
Bundy is suspected of murdering 18 1o 38
other young women in Washington, Utah
and Colorado. The trial was moved to
Miami after a judge ruled Bundy could not
get a fair trial in Tallahassee.

Throughout the first week of jury selec-
tion, a single camera mounted on a sta-
tionary tripod and three microphones
recorded events in the courtroom for the
army of some 100 reporters, producers
and engineers stationed on the ninth floor
of the courthouse.

The ninth floor is the headquarters for
the ABC pool. created to coordinate access
to the video and audio from the courtroom

and provide the means for sending stories
back to network headquarters in New York
or to 11 Florida and nine Western sta-
tions that have reporters on the scene.
Stations in Salt Lake City, Seattle and
Denver are covering the trial because Bun-
dy is a suspect in murder cases there.

Steve Tello, who is in charge of the pool
for ABC, said stories are sent to the
Florida stations through a telephone line
and to the networks and the Western sta-
tions via microwave and telphone lines to
Atlanta and an uplink from there to a
Westar satellite.

Mike Sullivan, assistant news director at
WFTV(TV) Orlando, Fla., coordinated the
network of Florida stations set up Lo cover
the trial. He said to accommodate the
Florida stations, ABC routed its Miami to
Atlanta line through Tampa, Orlando,
Jacksonville and Tallahassee. His main job
on the first two days of the pool’s opera-
tion was *‘directing traffic’’—making sure
each member got a chance 1o feed his story
home in the 15 or 20 minutes allotted the
Florida stations. He said ‘‘the operation
looked like chaos but actually went fairly
smoothly.”

According to Tello, the three Miami net-
work affiliates will take turns providing
camera and sound crews and equipment
for the courtroom coverage, He also said
ABC has set up two monitoring sets so
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that the public and courthouse personnel,
who cannot get inside the courtroom, can
watch the proceedings.

The state supreme court permanently
opened the stale’s courtrooms to cameras
with a decision handed down April 12
(BROADCASTING. April 16). (The decision
did not become effective, however, until
the first of May.) Between June 1977 and
June 1978, the court had allowed cameras
in the courtroom on an experimental
basis. It was during that period that the
murder case of Ronny Zamora came to
trial. Those proceedings were televised
gavel 10 gavel by wpaT(Tv) Miami, a non-
commercial station which, incidentally,
has chosen not to take part in the coverage
of the Bundy trial.

Public television, however, will again be
providing the most extensive coverage.
WFsU(TV) Tallahassee will produce a 30-
minute report each day for distribution
over PBS, which promises to stay with the
story until the verdict comes down. Ed
Hula of wrsu will anchor the reports
which will not begin until jury selection is
over and the actual trial begins.

Despite the elaborate set-up provided by
ABC and the prospects of a sensational
trial, NBC and CBS both left Miami last
week because, as Medine Stewart, a re-
porter with the CBS affiliate in Jackson-
ville, wiXT(Tv) said: **Jury selection is ex-
cruciatingly boring. Nothing has hap-
pened.”’



Fred’s redhead

Silverman signs Lucille Ball
to develop talent and star in
specials while network helps her
start a comedy production house

Lucille Ball, for 28 years one of CBS-TV’s
brightest stars, has joined the competition.
In a surprise announcement last week in
Los Angeles, NBC President Fred Silver-
man said that the veteran film and televi-
sion actress would be joining the NBC-TV
stable as part of an arrangement whereby
the network will assist her in starting a
new comedy production company. She will
also star in specials and develop talent.

Silverman, who made the announce-
ment Sunday, June 24, at a press con-
ference with television editors and writers
at the Los Angeles Century Plaza hotel,
introduced the well known actress shortly
after he had fielded several questions
about his network's lack of comedies in
the upcoming season and afier having
weathered several comments suggesting,
as one reporter did, that NBC’s comedy
development for the new season had been
a failure. To that comment, Silverman had
said that NBC would have four half-hour
comedies in its schedule by the end of the
year and six in the fall of 1980.

But it was the red-headed star of I Love
Lucy and The Lucy Show who wound up
stealing the stage. **Mr. Silverman asked

i e ey 3% Gy e

Waiting in the wings. Silverman stands by as Lucille Ball steals the show.

Programing:

me to do something that’s a challenge,
and | like a challenge.” she said. *‘I'm
ready. Oh boy, am | ready.”

For his part, Silverman said, *‘The really
exciting part is that we can get Lucy back
into the creation of comedy because |
don’t think there’s anybody better””

Ball, who only two months ago had been
introduced to CBS affiliates in the same
hotel, made her debut on that network
with her then husband, Desi Arnaz, in [
Love Lucy in 1951. That series, which is
constantly rerun in this country and
abroad and is generally held Lo be a classic
of the situation comedy genre, had a net-
work run until 1957. She and Arnaz con-
tinued to make a limited series of one-
hour shows for CBS until 1959. She
returned to CBS with The Lucy Show in
1962.

In November of 1962, Arnaz retired as
president of Desilu, their co-owned and
successful production company, and sold
his interest to Ball, who then became the
first woman president of a major Holly-
wood film producing company. She sold
Desilu to Gulf & Western Industries in
1967 and then formed Lucille Ball Produc-
tions Inc. Under that title she continued to
produce Here’s Lucy for CBS until 1974.

CBS keeping up with ABC

ABC-TV and CBS-TV tied for first place in
the prime-time ratings for the week ended
June 24. Each averaged a 14.9, with CBS
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inching ahead in share: 29.6 1o ABC’s
28.4. NBC-TV trailed with a 12.9 rat-
ing/25.5 share.

Until the week ended May 27, ABC had
scored 19 consecutive wins. CBS’s tie now
comes after two CBS wins in the past five
weeks.

Tempering the CBS comeback, however,
are network schedules now dominated by
reruns. For the latest week of ratings,
ABC’s 15th-placed Julie Farr, M.D.
(18.6/35) was the only original offering to
break into the 1op 20.

The launch of NBC’s Prime Time Sun-
day newsmagazine hour, anchored by Tom
Snyder (see page 70), placed 25th
{15.5/29) against CBS's repeat of Moses
the Lawgiver (17.3/32) and an ABC origi-
nal movie, Hollow Image {second hour:
17.6/33). A repeat of CBS’s 60 Minutes
was fifth €21.9/48) and an ABC 20/20
original was 41st (12.7/24).

Leading the pack, in order, were ABC’s
Three'’s Company, CBS’s Jeffersons (in its
new time on Sunday and Alice, ABC’s
Taxi, CBS’s 60 Minutes, ABC’s Mork &
Mindy, CBS’s Barnaby Jones and All in
the Family ABC’s Happy Days and CBS’s
One Day at a Time. NBC didn’t show up
until 19th place with the movie, Alice
Doesn't Live Here Anymore.

Al the other end of the 65-program
prime-time list, from the basement up,
were NBC’s Response to SALT II news
special, ABC’s Hardy Boys and Operation
Petticoat and NBC’s Runaways and Com-
edy Theater: Me and Ducky.




Public TV
will get its
schedule together

For the first time, starting
this fall, PBS’s prime-time
shows on four nights will
be aired at the same time
throughout the country

This fall, most public television stalions
will carry four nights of Public Broadcast-
ing Service-fed prime-time programs al
the same time. For the first time,
PBS will be able to mount coordinated na-
tional promotion campaigns for its shows,
and the network will do that “‘withoul
eroding that critical local autonomy of sta-
tions,”” according to PBS’'s senior vice
president for programing, Chloe Aaron.

Aaron said last week that 126 of the 157
public television licensees had agreed 10
carry two hours of national programs on
Sunday, Monday, Tuesday and Wednesday
nights between 8 and 10 p.m., NYT.

The public broadcasters call the plan an
experiment in ‘‘common carriage.”” Aaron
told the PBS member stalions meeting in
Los Angeles that they should make use of
the opporlunily “‘to bring new viewers L0
public television. Through national pro-
motion and advertising, we can allract
more poeple 1o the kind of programs we
are proud of. And il is my betief that au-
diences will grow not only for national,
commonly carried programs but for local
programing as well.”

The local siations have asked the Cor-
poration for Public Broadcasting, the fund-
ing agency of the noncommercial system,
for $3 million for program promotion next
year, which they will maich with another
$3 million. About $2.5 million was spent
for promolion last year.

The PBS national schedule will be as
follows:

m Connections, a new series on tech-
nology. will lead the Sunday night feed at 8
and be followed by PBS’s staiwarl. Master-
piece Theater at 9.

m Monday night’s schedule will be
given over Lo specials, including Musical
Comedy Tonight, a series recrealing ex-
cerpts from Broadway musicals, and Pauwl
Robeson, the play starring James Earl
Jones. Documentaries on the lives of
William Faulkner and actress Jane Fonda
are also slated.

® Nova, wGBH-TV Boston's science pro-
gram, returns on Tuesday from 8 10 9,
followed by another project from that sta-
tion— Worid at 9.

@ Wednesday night will be given over
o Great Performances, which will include
dramas by John Cheever, a production of
the opera ““Carmen’’ and a five-part dra-
matization of the life of Moliere, the
French playwright.

PBS will continue to offer a national
feed throughout the remainder of the
week, bul individual stations will have the
option of carrying it at the PBS-set
time or at any other—as is the rule now.

Vioniior

Teaming up. Paul Klein, former NBC Entertainment executive vice president, programs,
who left NBC in February with production agreement, has taken Osmond Communications
as partner for NBC-TV projects. Klein's PKO Television Ltd. and Osmond Communicalions
say they'll co-produce four feature-length programs in next six months. The firstis two
hours on Hitler, to be produced in association with Kleinerman/Kalser Associates Ltd., who
also handled Air Time International’s The Unknown War.

o

More notes from the Century Plaza. NBC President Fred Silverman said last week he
was moving out of hands-on programing function because it has become “physically
impossible” for him to remain personally involved in day-to-day programing decisions.
Talking to Los Angeles reporters during NBC press tour Sunday, June 24, Silverman said
he can step back because "for the first time we have a very strong creative program
team"—which is headed by NBC Entertainment President Mike Weinblatt. (That team was
changed four days later; see "Top of the Week!") Silverman also talked about his desire fo
see more advertisers get involved in programing—as is Procter & Gamble this fall with
Shirley (Friday, 8-9 NYT). He said he would "welcome additional creative input” from
advertisers and that Shirley has proved to be a "very good coltaborative effort” But, he
added, “P&G is the licensee. Past the first couple of scripts, it's P&G's show." Earlier in tour,
Weinblatt had said that P&G's involvement — buying half of show's time —would not assure
it of overly long life on network if ratings aren't up to snuff.

O
Revamp. Plagued by continual ratings losses to CBS-TV's 60 Minutes, NBC-TV's The
Wonderful World of Disney will be going through some changes next fall-including name.
To be called Disnex’s Wonderfu! World, 25-year-old show {18 on NBC) will feature
monthly "Animation Night" along with regularly slated comedy, feature and adventure
nights. Show will feature new theme song, two-part shows, some feature films and
specials.

O
Three’s a charmer. First known as The Man from Scotiand Yard, then Hart in San
Francisco, ABC-TV's new Tuesday situation comedy starting next fall (8:30-9 NYT) will
now be known as Nobody's Perfect.

D

Porat the producer, Aspen Institute for Humanistic Studies is involved in production of .
90-minute documentary for public television called The Information Society, based on
book of same name. Executive producer is Marc Porat, associate director of program
and author of book, which indicates that information industry contributes about half
nation’s gross national product. National Science Foundation, Polaroid and KCET-Tv Los
Angeles provided $365.000 to produce documentary, which is expected to be ready for
broadcast next spring.

] g
Programing party. First New York World Television Festival, noncompelitive showcase
for about 15 hours of international prize-winners and other programs, has been scheduled
for three weeks beginning Nov. 9. Financial backing is from John and Mary R. Markle
Foundation and Internationai Council of National Academy of Television Arts and
Sciences. Panel discussions and other presentations on international TV also will be
included. John Grist, BBC director in US, is credited as founder; Angetica F Morse is
festival's executive director. Festival will be held in small theater; general public can
attend but it's being geared primarily to TV professionals.

O

Minority stride. New nonprofit organization. National Black Programing Consortium [nc.,
has been formed for development of programs reflecting experiences of black people.
Objectives include establishment of program library, encouraging production of more
programs relating to blacks, recruitment and training of blacks in broadcast journalism,
creation of clearinghouse for information pertaining to black programing and setting up of
links between black communities and public broadcasting stations, Chairman of group,
whose membership is open to public broadcast stations and black production centers, is

" Curtis Jackson of noncommercial xTps(Tv) Tacoma, Wash.

0

New medium. Action for Children’s Television has launched public-service radio
campaign. with spots to be distributed to over 2,000 stations nationwide. Fourteen 30- and
60-second PSA's are done by celebrities, including E.G. Marshall, Joanne Woodward,
Estelle Parsons, Penny Marshall, Tony Randall, Ann Landers and John Havlicek. In
announcing campaign, produced by Doug Wyles Productions, ACT president Peggy
Charren said: "We hope that these spots will let listeners know that they have the power to
make a difference in children's television and that ACT can provide them with the tools to
effect meaningful ¢change.”

Broadcasting Jul 2 1979
73




Law & Regulation®

Public-figure
libel defense
is reduced by
Supreme Court

In two cases, justices narrow
definition; one involves Proxmire,
and it also concludes Constitution
doesn’t protect congressional
press releases; news organizations
see rulings as weakening press’s
ability to disseminate information

The Supreme Court, in the final days of its
1978-79 session, last week issued two
opinions that will make it more difficult—
and more expensive —for the press to de-
fend itself against libel suits. But this time,
Congress as well as the press feels some
pain, for one opinion, involving Senator
William Proxmire (D-Wis.), also holds
that members of Congress are not consti-
tutionally protected against libel suits
based on statements in their news releases
and newsletters—not infrequently the
same material used by broadcast stations
and local newspapers. In fact, the court
specified that members’ libelous remarks
in radio or television interviews are not
protected.

In both cases, lower courts had granted
the defendants summary judgments on
the ground the plaintiffs were ‘‘public
figures’® and that the defendants were
therefore protected by the First Amend-
ment unless they could be shown to have
acted out of *‘actuval malice’” But the
Supreme Court, in two 8-1 decisions (with
Justice William J. Brennan Jr. the lone dis-
senter in both cases). held that the defen-
dants were not public figures. Thus the
courl appeared to be defining more nar-
rowly the person who is a ‘‘public figure®’
and, therefore, subject to the heavy
burden of proving ‘‘actual malice” in the
case,

Proxmire was sued by a behavioral
scientist, Ronald R. Hutchinson, who had
been named in one of the senator's
monthly Golden Fleece Awards—Prox-
mire’s sardonic way of directing attention
to what he considers extraordinary wastes
of 1axpayers’ money. Several government
agencies had spent some $500,000 in
funding Hutchinson’s studies of the
behavior of animals subjected to stress. In
a speech later incorporated into a press re-
lease, Proxmire said, ‘“The good doctor
has made a fortune from his monkeys and
in the process made a monkey out of the
American taxpayer.” Later, Proxmire re-

ferred to the award in a newsletter sent to
some 100.000 people and discussed it on a
television interview program, though
without specifically mentioning Hutchin-
son’s name.

Proxmire has contended that Hutchin-
son had become a public figure for the
limited purpose of comment on his receipt
of federal funds for research projects. But
the Supreme Court disagreed.

The court, in an opinion writien by
Chief Justice Warren E. Burger, said that
Hutchinson “*did not thrust himself into
the public controversy to influence
others.”” Indeed. he said, ‘“‘Huichinson’s
access [to the media) was limited to re-
sponding to the announcement of the
Golden Fleece Award. He did not have the
regular and continuing access to the media
that is one of the accouterments of having
become a public figure’

The second case involved & Soviet-born,
naturalized American, Illya Wolston, who
claims he was falsely described as a Soviel
agent in a book about Soviet espionage
published in 1974 by the Reader’s Digest
Association and later distributed by two
book clubs, Wolsion had atiracted atten-
tion 21 years ago when he pleaded guilty
to contempt of court for refusing to testify
before a grand jury in New York in-
vestigating the activities of Soviet in-
telligence agents in the United States.
Earlier, he had attempted to persuade offi-
cials to excuse him from testifying because
of what he said was his state of mental
depression.

But those activities did not transform
Wolston into a public figure, said the
Supreme Court, in an opinion written by
Justice William Rehnquist. **The un-
disputed facts do not justify the conclusion

. that petitioner *voluntarily thrust® or
‘injected’ himself into the forefront of the
public controversy surrounding the in-
vestigation of Soviet espionage in (he
United States.”” Rehnquist said. “*It would
be more accurate 10 say that petitioner was
dragged unwillingly into the controversy.”

Justice Brennan, in his dissent, said he
agreed with the lower courts’ holding that
Wolston was a “‘public figure’ for the
limited purpose of comment on his possi-
ble involvement with espionage in the
1940°’s and 1950°s. But Brennan did not
agree with the lower courts’ holding that
summary judgment should be granted the
author of the book, John Barron. Brennan
said the evidence raised a question of **ac-
tual malice’’ on his part.

To news media representatives, the two
opinions, which they see as making the
press more vulnerable 1o libel suits, are of
a piece with a string of Supreme Court
decisions extending back two years that
they regard as chipping away at First
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Amendment protection.

**‘Today’s decisions continue the trend
of Supreme Court decisions that have
weakened the press’s ability to fulfill the
information gathering and disemination
role envisioned for it by the authors of the
First Amendment,” said the Reporters
Committee for Freedom of the Press.
**These decisions will encourage harassing
libel suits and will discourage publishing
news aboul public events.”

Richard Schmidt, counsel for the Amer-
ican Society of Newspaper Editors, agreed.
He said the decisions narrowing the defini-
tion of **public figure’ will make it more
difficult for newspapers and broadcasters
to defend themselves against libel suits.
“There will be fewer summary judg-
ments.”” he said, adding, ‘‘*Tremendous
amounts of money will be spent defending
these cases.”” And that prospect he termed
*“frightening.”’ For the costs that would be
involved, he said, *‘will persuade the press
to withdraw™ from stories that might lead
to libel suits,

The decisions disappointed but did not
surprise the Radio-Television News Direc-
tors Association. **We have neither won
nor lost ground in the area of libel and in-
vasions of privacy,” said Paul Davis, presi-
dent of the Radio-Television News Direc-
tors Association. “*The court has simply
reaffirmed what it said in (two earlier) libel
cases. We are disappointed, but not
surprised, that the court failed to seize the
opportunity to broaden the range of
newsworthy persons who constitute
‘public figures.' *’

The ruling that the protection against
libel that the Constitution affords mem-
bers of Congress does not extend 10 news
releases and statements away from the
halls of Congress adds another dimension
1o the danger faced by the media. Schmidt
said the media could be named along with
members of Congress for allegedly
libelous statements made in the press or
over radio and television. However, media
liability was not at issue in this particular
case.

The Supreme Court, in an opinion
reversing decisions of district and appeals
courts, held that not only was Hutchinson
not a “‘public figure’” but that the clause of
the Constitution declaring that members of
Congress may not be questioned “‘in any
other place™ but the Senate or House *‘for
any speech or debate” did not protect
material transmitted by individual members
of Congress by press releases and newslet-
ters.

The court held that there is nothing in
the history of the clause or its language
that provides a member of Congress with
absolute protection against libel suits for
stalemenis made outside the legislative



chambers. “Indeed,” Burger wrote, ‘“‘the
precedents abundantly support the conciu-
sion that a member may be held liable for
republishing defamatory statements origi-
nally made in either house.”* Furthermore,
he said, ‘‘we are unable to discern any
‘conscious choice’ to grant immunity for
defamatory statements scattered far and
wide by mail, press and the electronic
media.”

Newsletters and press releases are
neither *‘essential to the deliberations of
the Senate™ nor “‘privileged as part of the
informing function’* of members of Con-
gress, Burger wrote. Newsletters and press
releases, he added, ‘‘are primarily means
of informing those outside the legislative
forum: they represent the views and will of
a single member. It does not disparage
either their value or their importance to
hold that they are not entitled to the pro-
tection of the speech or debate clause [of
the Constitution]).”

The dissenter, Brennan, disagreed with
the conclusion that Proxmire’s newsletters
and press releases are not constitutionally
protected. “‘In my view,”” he said, ‘‘public
criticism by legislators of unnecessary gov-
ernmental expenditures, whatever its
form, is a legislative act shielded by the
speech or debate clause.”

Both sides argue
for more hearings
in FTC proceeding
on children’s ads

Opponents and advocates of rule
agree on one thing: that staff's
conclusion that there are no
disputed issues of fact s wrong

Opponents of the Federal Trade Commis-
sion's proposed limitations-on advertising
to children have been given their last
chance to convince the presiding officer in
the case, Morton Needelman, that key
issues still remain in dispute and further
hearings are warranted.

After being swamped with commenis
calling for disputed-issue hearings, which
would allow cross-examination of wit-
nesses, Needelman now has to sift
through rebuttal submissions as well
(BROADCASTING. June 18). This latest
round of comments—the last before
Needelman makes his recommendation to
the commission on whether there are dis-
puted issues of fact, and if so what they
are—gave interested parties a chance to
comment on the first round of disputed-
issues submissions.

The rebuttals primarily focused on the
FTC staff suggestion that no factual mat-
ters meet the necessary criteria to be prop-
erly designated as disputed issues, and
that no further hearings are necessary.
This position, which 1ook most opponents
of the proposed rule by surprise, was
soundly criticized.

ABC, for example, called the staff argu-
ment ‘“‘remarkable,’ and reiterated its

earlier position that there is no legal basis
for the rulemaking, but that if the FTC
does proceed, there are several important
issues that should be designated for hear-
ing.

*“The essential flaw in the staff’s argu-
ment is that it ignores the wording of the
statute and its legisiative history,” ABC
argued. “*“The Magnuson-Moss Act does
not distinguish between legislative and ad-
judicative facts; rather it only refers to dis-
puted issues of material fact.””

The FTC staff tries to evade the legis-
lative history of the Magnuson-Moss Act,
ABC added, by citing cases that describe
the difference between legislalive and ad-
judicative facts, but don't really address
the provision contained in the Magnuson-
Moss Act.

The staff, however, did not change its
position. It noted that the criteria in the
original notice of proposed rulemaking
was consistent with congressional intent in
enacting the Magnuson-Moss Act.

‘*Nevertheless, a number of parties
have expressly indicated that in proposing
disputed issues they have disregarded the
standard for designation set forth in the
notice. Instead, they have applied a stan-
dard of their own construction,” the staff
said,

Although the staff maintained that no
issues met the standard for designation of
disputed issues, it recommended that two
points be further developed in the record:
(1) how sugared food products ‘‘which
pose the most serious dental health risks”
should be defined for purposes of the
regulation of children’s TV advertising,
and (2) whether a rule regulating
children's TV advertising would have an
impact on the quality and quantity of
children’s programing.

Proponents of the action held firm to
their previously stated positions. Action
for Children’s Television and the Center
for Science in the Public Interest called on
Needelman to hold a second hearing and
offer at least some opportunity for cross-
examination.

Opponents of the rulemaking basically
reiterated points already made, stating that
a number of issues still need to be
resolved. In addition, the majority sided
with ABC in calling the FTC staff position
unfounded. CBS, for example, registered
“strenuous disagreement’ with the staff.

Needelman will now decide which posi-
tion is 1o prevail. After a review of all sub-
missions, he will make his recommenda-
tion to the commission. It is then up to the
commission 1o designate such issues for
hearing—if there are any.

If another round of hearings is called
for, it would likely begin some time in the
fall. What may alter the schedule, how-
ever, is that the commission is without a
quorum—a necessary requirement 1o pro-
ceed. This can be rectified by either rein-
statement of Chairman Michael
Pertschuk, whose appeal from disqualifica-
tion in the case is now pending in the
courts, or the appointment of a2 new com-
missioner to replace Elizabeth Dole, who
resigned.
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Teaching sessions
for FCC personnel

Ferris, commissioners, bureau
chiefs and staffers attend
classes to help improve
agency’s efficiency and morale

If things were particularly quiet at the FCC
the last part of last week, there was a
reason. Several commissioners. their legal
and engineering assistants, bureau and of-
fice chiefs and their deputies, and some
division chiefs—about 40 people in all—
were in a building several blocks away al a
management training session.

The session was aimed at developing
management. communication, leadership.
planning and decision-making skills—or,
as Dr. Jack Rosenblum, director of the
River at Sunrise Institute for Human and
Organization Development put it, at
““helping the FCC 1o become more effec-
tive. to meet its goals and to become a
more human place a1 which to work.”

The commission, Rosenblum said, ‘‘is
concerned with both—productivity and
morale. They asked us to look around.”
Staffers and at least some commissioners
have regarded morale as a problem—a
serious one, in the view of some—almost
since Charles Ferris became chairman in
October 1977.

The management session last week was
the second that River at Sunrise has held
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for FCC personnel. The first was earlier
last month and involved Ferris and about a
dozen key staffers at a retreat in Elkridge,
Md. (BROADCASTING. June 11). Chairman
Ferris was also at last week's session.
Other commissioners attending all or part
of it were Robert E. Lee, Joseph Fogarty,
Tyrone Brown, and Anne P. Jones.

Both sessions were the result of a three-
day diagnostic study River at Sunrise did at
the commission in April. The study was
based on interviews and resulted in rec-
ommendations for a two-month organiza-
tional development effor1 that looked to
the two sessions and 21 days of consulting
with top staff personnel on organizational
malters.

Commission officials last week talked of
a possible third session—one involving
division and branch chiefs—if an evalua-
tion of the first two sessions warranted it.
However. Rosenblum said River at
Sunrise is interested in a longer-term com-
mitment than another ad hoc session.

River at Sunrise has such a long-term
agreement with the Federal Trade Com-
mission. It is, Rosenblum said, in the sec-
ond year of a project aimed at helping FTC
““focus on things that keep them from
being effective.”

The managemeni- training orgamzauon
based in Rosenblum’s Deerfield, Mass.,
home, came to Ferris’s attention as lhe
resuit of its work at the FTC.

Reprieve for WXPN

The FCC has granted a 120-day extension
of operating authority to wxpPN(FM) Phila-
delphia which had been scheduled to go
off the air June 10 after the FCC denied
the station’s license renewal last October.

The extension will allow wWXPN, licensed

to the Trustees of the University of Penn-
sylvania, to stay on the air while the FCC
considers a new application.

The FCC denied the station’s license on
a finding that the university failed to exer-
cise sufficient control and supervision over
the station. The case against the noncom-
mercial station began in 1976 when the
station was fined for broadcasting
obscenities and the license application was
designated for hearing.

In the new application, station operation
would be entrusted to a five-member
board.

Law protecting
juvenile criminals
held unconstitutional

W. Va. newspapers win case at
Supreme Court on First Amendment
grounds and because broadcasting
didn’t receive equal treatment

A West Virginia law barring the publica-
tion of the names of juvenile offenders
has been struck down by the U.S. Supreme
Court, in part because the statute did not
apply also to broadcasting.

The court issued its unanimous ruling
last week in a case in which two
Charleston, W. Va., newspapers—the
Daily Mail and the Daily Gazette—had
been indicted by a county grand jury for
violating a state statute barring such
publication without a judge's approval.

Violation constitutes a misdemeanor
punishable by a $100 fine or jail term of up
to six months. But both papers chose to
make the legal fight to overturn the law,
which the high court, in an opinion writ-
ten by Chiel Justice Warren E. Burger,

Washingio

several weeks ago, has not yet responded.

Gabbert after Wilcher. James J. Gabbert, kiaam-kioiFM) San Francisco, who has made
no secret of his unhappiness with citizen groups and deference with which he feels FCC
treats their petitions to deny, has stepped up his campaign to sensitize commission to his
concerns with letter focusing on Marcus Garvey Wilcher, of Bay area’s Community
Coalition for Media Change. Letter, written to Commissioner Tyrone Brown, with copies to
other commissioners, cites Wilcher activities to make point that petitions to deny transfers
of stations “inevitably” lead to “substantial payoff” to petitioners “solely to prevent the
delay” they could cause. Gabbert mentions several cases in which payments o CCMC as
part of settlement were reported to commission, also alleges payment is being
“demanded"” in case of GE-Cox Broadcasting merger. Brown's office, which received letter

O

On top of reguiatory heap. Chamber of Commerce of the United States has established
new Regulatory Action Center. Patterned after chamber's successful legisiative action
network. center serves to channel business opinion from around nation into Washington's
decision-making system and, in turn, funnel back to members updated information and
background on regulatory issues. New undertaking is under direction of Jefirey Joseph,
director of government and reguiatory affairs for chamber since 1977.

Talking to the locals. President Carter and FCC Chairman Charles Ferris will be among
those attending briefing July 13 for Radio-Television News Directors Association members
in Room 450 of Old Executive Office Building in Washington. Room can accommadate
200 persons: contact RTNDA. (202) 737-8657.

EWereh
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said violates the First Amendment.

Reporters for both papers had obtained

from eyewitnesses and the police the
name of a 14-year-old juvenile who was
accused of the fatal shooting of a junior
high school classmate. The Daily Gazette
used the name of the boy in its first ac-
count of the incident, stating its view, in
an editorial, that the law banning publica-
tion of the name was ‘“‘unwise and possi-
bly illegal’”” The Daily Mail withheld the
name from its first story because of the
law, but used it in a story the following day
after three radio stations in the area had
broadcast the information.
. The newspapers sought and won relief
at the West Virginia Supreme Court,
which held that the law was unconstitu-
tional.

In affirming that decision, the U.S.
Supreme Court did not resolve the ques-
tion of whetler the law constituted a prior
restraint, for Burger said that past deci-
sions of the court *‘suggest strongly that if
a newspaper lawfully obtains truthful in-
formation about a matter of public signifi-
cance, then state officials may not consti-
tutionally punish publication of the infor-
mation, absent a need to further a state in-
terest of the highest ordes.”

And the state failed to demonstrate that
need in the Charleston case, Burger said.
The sole interest advanced was the desire
to protect the anonymity of the offender in
an effort to further his rehabilitation. But,
Burger said, the constitutional right
‘‘must prevail" over that interest of the
state’s.

Furthermore, he noted that the statute
does not satisfy constitutional require-
ments in that it does not apply to broad-
casting or any form of commuhnication ex-
cept newspapers.

Nor js there evidence, Burger said, that
the law is needed to protect the confiden-
tiality of juvenile proceedings. While all 50
states have statutes designed to provide
confidentiality for juvenile proceedings,
only West Virginia and four other states
impose criminal penalties on nonparties
for publishing the name of the juvenile.

But the court’s holding is, as Burger
said, a ‘“*narrow” one. There is no issue of
“‘unlawful press access to confidential
judicial proceedings,” or of ‘‘privacy or
prejudicial pretrial publicity,” he said. ‘Al
issue is simply the power of a state to
punish the truthful publication of an
alleged juvenile delinquent’'s name law-
fully obtained by a newspaper.'

Justice William Rehnquist, while con-
curring in the opinion to strike down the
West Virginia law, did not fault it on First
Amendment grounds. The West Virginia
statute’s fatal flaw, he said, is that it applies
only to newspapers. A law applicable to all
forms of mass communication, he said,
would be constitutional.

Y I —— S T s e W TR
Noble still after McKinnon

Companies supplying taped programing to
two Mexican stations broadcasting into the
San Diego area are pressing their conten-



tion that Dan McKinnon of KSON-AM-FM
San Diego, who heads a group of stations
seeking to block the delivery of the tapes,
had violated the FCC’s ex parte rules by
writing to FCC Chairman Charles D. Fer-
ris about the controversy. The letter, which
referred to an earlier ‘*briefing’® McKin-
non had given the chairman, arrived on
March 14, two days before McKinnon’s
group petitioned the commission to issue
a show-cause order barring delivery of the
tapes.

The commission staff last month held
that the ex parte rules were not violated,
since they do not apply to a show-cause
proceeding until an order has been issued
(BROADCASTING, June 25). However,
William J. Potts Jr., counsel for Noble Syn-
dications Inc., Noble Mutltimedia Com-
munications Inc. and International Radio
Inc., has asked the commission to set that

ruling aside. **A ruling based on the nar-
row wording of the rules is not sufficient in
light of the aggravated case of meddling
with the adjudicatory process’ which he
had submitted to the commission staff,
Potts wrote.

Potts said his clients are entitled to know
the arguments advanced in the *‘off-the-
record’’ presentation to the chairman, as
well as the circumstances surrounding it.

Staff backed on Barnstead

The FCC has affirmed a staff decision
issued last October dismissing equal-time
and fairness-doctrine complaints against
noncommercial wGBH-Tv Boston.

The complaints were brought by
William A, Barnstead after WGBH-TV
broadcast an hour-long program about the

area's incumbent Democratic congress-
man, House Speaker Thomas P (Tip)
O’Neill on July 18, 1978. At that time
Barnstead, a Republican, and O’Neill were
both unopposed candidates in their respec-
tive party primaries for the seat held by
O’Neill. Barnstead maintained WGBH-TV
had denied him equal opportunities, a
*‘reasonable” opportunity to express his
views under the fairness doctrine and
*‘reasonable’ access to air time during his
candidacy.

The FCC upheld its staff’'s argument
that since O’Neill and Barnstead were
seeking nomination by their respective
parties, they were not ‘‘opposing candi-
dates’’ entitled to equal time. The FCC

~also pointed out the fairness doctrine was

not applicable in that Barnstead did not
show that any controversial issues had
been discussed on the program.

Staff set-up
at Gannett

Company is reorganized after
merger with Eller in charge

of Combined subsidiary; new
five-member office established
to coordinate management policy

“The top management of Gannett and
Combined are now merged in fact as well
as in name.” With that statement, Allen
H. Neuharth, chairman and president of
Gannett Co., announced a reorganization
plan to implement the recently completed
merger of the Combined Communications
Corp. into Gannett.

Responsibility for the company’s broad-
cast operations will not change appreciably.
Karl Eller, Combined’s founder and presi-
dent, will have charge of Gannett’s non-
newspaper operations, with the title of
president and chief executive officer of the
Combined Communications subsidiary of
Gannett. Reporting to him will be Alvin
G. Flanagan, president, Gannett Broad-
casting Group, who was previously presi-
dent of Combined’s broadcast division.

The expanded Gannett board of direc-
tors, which now includes Combined’s
Eller, its chairman John J. Lewis and a
board member, Thomas A. Reynolds Jr.,
met Tuesday and established a five-mem-
ber Office of the Chief Executive to ‘‘coor-
dinate over-all management policy for all
present operations and for future growth.”

The five are Neuharth, as chairman,
president and chief executive officer;
Eller; John E. Heselden, senior vice presi-

dent and chief of hewspaper operations; .

Douglas H. McCorkindale, senior vice
president and chief financia| officer, and

Businessy

Flanagan

Eller

John C. Quinn, senior vice president and
chief news executive.

Quinn’s involvement in news will
‘‘operate ... across Gannett's new broad
spectrum of total communications.”” That
includes expanding to the broadcast news
operations the role he has played in Gan-
nett’s newspaper endeavors, and which he
describes as ‘‘always an adviser, never a
participant’ in the local operations. The
advisory capacity includes ‘‘recommend-

ing people, suggesting improvements and
working toward over-all goals’’ of the com-
pany.

Flanagan, noting the possibility of the
Broadcast Group’s establishing a unit at
the Gannett News Service headquarters in
Washington, anticipates Quinn working
with the group’s vice president of news,
Jim Sieger, on such plans. Expressing his
desire *‘to have the newspaper division ac-
quainted with how well TV does™ in cover-
ing the news, Flanagan voiced the belief
that the new relationship will be beneficial

_for both elements of Gannett’s operations.

The company’s broadcasting properties
are: KBTv(TV) Denver, KTAR-TV Phoenix,
Koco-Tv OQklahoma City, wXiA-Tv Atlanta,
WLKY-TV Louisville, Ky., KARK-Tv Little
Rock, Ark., WPTA(TV) Roanoke, Ind.,
KSDO(AM)-KEZL(FM) San Diego,
WWWE(AM)-WGCI(FM) Chicago, WDEE(AM)-
wcCzy(FM) Detroit, KSD(AM)-KCFM(FM) St.
Louis and KItS-AM-FM Los Angeles.

A Gannett development committee, de-
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signed to ‘‘explore acquisitions, mergers
and new ventures in the entire com-
munications field,” was also named on
Tuesday. Chaired by Eller, it includes
Neuharth, McCorkindale and Gannett’s
retired chairman, Paul Miller, who now
serves as a company consultant.

Gannett operations are to remain based
in the corporate headquarters in
Rochester, N.Y., with the Combined sub-
sidiary operating from its present Phoenix
offices. However, Neuharth said a study
committee will review possible sites and
facilities ‘‘to make recommendations for
the future’” A 1976 committee of Gannett
executives recommended that the compa-
ny stay in Rochester following its study of
corporate headquarters locations.

The day-to-day management of the
company is overseen by the Gannett
operating committee, which has as its
nucleus the five Office of the Chief Ex-
ecutive members. The committee has
been expanded from 10 to 14 under the
reorganization. The additions, all from
Combined, are Eller, Flanagan, Harry T.
Goss, president of what is now the Gan-
nett Qutdoor Advertising Group, and
William Keating, publisher of the Cincin-
nati Enguirer under Combined, who re-
tains the post and was also named presi-
dent of the Gannett Central Newspaper
Group. The other members of the operat-
ing committee were formerly Gannett
regional vice presidents who have been
promoted to group president status.

Young & Rbicam's Ney. Marsteller's Marsteller

Y&R and Marsteller agree to merge

Firms, which had 1978 billings
of more than $1.6 billion, wilt
opeérate independently under Ney

Qne of the larger advertising agency
mergers in history was announced last
week when Young & Rubicam Inc., New
York, agreed in principle to acquire
Marsteller Inc., New York and Chicago.
which has worldwide billings of $306 mil-
lion.

The only transaction that tops the Y&
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R-Marsteller consolidation is the agree-
ment by the Interpublic Group of Compa-
nies Inc. to purchase SSC&B Inc. and that
agency’s 49% interest in SSC&B Lintas In-
ternational, representing more than $700
million in billing (BROADCASTING, Nov.
13, 1978). Edward N. Ney, chairman and
chief executive officer of Y&R, noted
that the Interpublic project involved a
communications complex and an agency
and not an agency-10-agency iransaction,
as is Y&R and Marsteller.

Since both companies are privately held,
Ney declined to discuss the financial as-
pects. The agreement is subjecl to a favor-
able ruling by the U.S. Internal Revenue
Service, submission to the Department of
Justice and the FTC, and the formal ap-
proval of Marsteller stockholders.

Marsteller Inc. consists of Marsteiler, an
advertising agency, and Burson-
Marsteller, a public relations organization.
They will continue under their present
management and report directly to Ney.
Marsteller has six offices in the U.S. and
19 abroad.

Y&R has implemented an aggressive
agency acquisition program in recent years
in the U.S. and abroad. In 1978, Y&R had
worldwide billings of $1.36 billion and was
the largest agency in the U.S. and third-
largest U.S.-owned agency in the world.

In 1978 Y&R had domestic billings of

.almost $800 million. of which almost 60%

was in broadcast. Marsteller. an agency
heavily involved in industrial advertising
but moving into the consumer area in re-
cent years, had estimated U.S. billings in
1978 of $225 million, of which about 10%
was in TV and radio.

Marsteller and Burson-Marsteller will
continue o have their own Marsieller Inc.
board of directors and will function as in-
dependent profit centers. William A.
Marsteller, founder and chief executive
officer, will retire as a full-time employe at
the end of 1979 and will assume the title
of chairman emeritus. Richard C. Chris-
tian continues as chairman of Marsteller
Inc. and Harold Burson as chairman of
Burson-Marslteller.
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® KLrRA(AM) Little Rock, Ark.: Sold by
KLRA Inc. to First Communications Corp.
for $3 million. Seller is principally owned
by Leonard Cce, who has no other broad-
cast interests, Buyers are Kerby E. Confer
and Paul Rothfuss (24.99% each) and
Jerome H. Atchley and James Long
(25.01% each). Group also owns KSSN{FM)
Liunie Rock, Ark. Atchley and Long are
minority shareholders of Starr Broadcast-
ing, recently granted FCC approval to
merge into Shamrock Broadcasting
{(BROADCASTING, June 11). Rothfuss and
Confer are principal owners of wWLYC(AM)-
wILQ(FM) Williamsport and wHUM(AM)
Reading, both Pennsylvania, and
WKRT(AM)-wNOZ(FM) Cortland, N.Y.
KLrA is on 1010 khz with 10 kw day and 5
kw night.

® WMoH(aM) Hamilton, Ohio: Soid by
Raymar Communications Inc. 1o RaKel
Inc. for $900.000, including $150,000 for
consultancy and agreement not to ¢com-
pete. Seller is principally owned by R.
Markey & Sons Inc.. New York, prin-
cipally owned by Hugh A. Markey. Bill R.
McRae is president and minority
shareholder. Raymar sold only other
broadcast interest, WYCH(FM) Hamilton,
Ohio (now WOKV), in March 1978, Buyer
is wholly owned subsidiary of Superior
Distributing Co., Tiffin, Ohio. It is prin-
cipally owned by Robert Klepper, who has
no other broadcast interests, WMOH is on
1450 khz with 1 kw day and 250 w night.
Broker: Ted Hepburn & Co.

® KirLcaM) St. Charles, Mo.: Sold by
Contemporary Media Inc. to Bronco
Media Inc. for $642,000. Seller is prin-
cipally owned by Michael S. Rice, who also
owns KFMX(FM) Columbia, Mo. Buyer is
owned by William White, Johnny E. Ro-
land and seven others. White is St. Louis
vacuum cleaner retailer. Roland, former
professional football player and coach,
works for St. Louis insurance company.
Buyers have no other broadcast interests.
KIRL is on 1460 khz with 5 kw day and 500
w night.

® Wirr{aM) Greenvilte, Miss,: Sold by
WJPR Inc. to River Broadcasting Inc. for
$500,000. Seller is owned by Bruce H.
Gresham (70%) and John K. Gresham
(30%), who have no other broadcast in-
terests. Buyer is owned by George E. Pine
and his son, George (25% each); James
Elbin (25%): David P Rousso and Wayne
Rogers (7.95% each), and Peter Falk
(9.1%). Pines own farm in Lake Village,
Ark. Son is sales manager of McGavren-
Guild, New York, radio representative.
Rogers and Falk are TV and motion pic-
ture actors, Rousso is businessman in
parinership with Rogers. Elbin is vice
president and general manager of WKEE-
AM-FM Huntington, W.Va., which has
been sold by its owner, Reeves Telecom,
subject to FCC approval (BROADCASTING,

Feb. 12), WipPRr is on 1330 khz with 1 kw
day and 500 w night.

B WATM-AM-FM Atmore, Ala.: Sold by
Southland Broadcasting Co. to Talton
Broadcasting of Escambia County for
$350,000. Seller is equally owned by Tom
C. Miniard and Grady L. Ingram, who
have no other broadcast interests. Buyer is
owned by Julius E. Talton (65%) and four
others. Talton is also principal owner of
WHBB(AM)-WTUN(FM) Selma and WBIB(AM)
Centreville, both Alabama. WATM{AM) is
5 kw daytimer on 1590 khz. WATM-FM is
on 104.1 mhz with 29 kw and antenna 195
feet above average terrain.

® WANC-Tv Asheville, N.C.. Sold by
WISE-TV Inc. to Pappas Telecasting Inc. for
$206,000. Seller is owned by Meredith S.
Thoms (64.75%) and her daughter,
Matilann (32.83%). They also own
wEAM(AM) Arlington, Va., and wKLM{AM)
Wilmington and wCoG(aM) Greensboro,
both North Carolina, Buyer is owned by
Harry J. Pappas, who also owns KMPH-TV
Tulare, Calif., and has applied for new
UHF at Omaha. WANC-Tv is independent
on ch. 21 with 17.2 kw visual, 1.49 kw
aural and antenna 432 feet.

® WFNE(FM) Forsyth, Ga.: Scld by For-
syth Broadcasting Co. to PO.S. Inc. for

Negotiations
Appraisals
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T.V.
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CATV
Financing

(703) 821-2552

Cecil L.

Richards,

inc.
media brokers

Suite 408, 7700 Leesburg Pike
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$257.500. Seller is owned by Carmen D.
Trevitt, who also owns WQMT(FM)
Chatsworth, Ga. Buyer is owned by Larry
R. Picus, who also owns half interest in
woBs(aM) New Albany, Ind. He has re-
cently sold, subject to FCC approval,
wpDQ(AM) Jacksonville (BROADCASTING,
March 26) and wkKue(FM) Green Cove
Springs (BROADCASTING, May 21), both
Florida. WFNE is on 100.1 mhz with 3 kw
and antenna 300 feet above average ter-
rain. Broker: Reggie Martin & Associates.

[ = ==, = URRREEN. o - = e pf

® KOKH.-Tv Oklahoma City: Sold by Inde-
pendent School District No. 89 of
Oklahoma County to John Blair & Co. for
$3.5 million. Seller operated noncommer-
cial station on commercial allocation since
acquiring it in bankruptcy in 1958 (BRoOAD-
CASTING. Dec. [8). It has no other broad-
cast interests. Buyer is publicly owned and
diversified. it has major station representa-
tion division, graphics companies and
other broadcast interests, KSBw-Tv Salinas
and KSBY-Tv San Luis Obispo, both
California, purchased in February
(BROADCASTING. Feb. 26), and
WHDH(AM)-WCOZ(FM) Boston, KOKH-TV is
on channel 25 with 296 kw visual, 55 kw
aural and antenna 460 feet.

® Other approved station sales include:
kvio(aMm), Cottonwood, Ariz.; WKDL(AM)
Winchester, Ky., and wGTU-Tv Traverse
City and wGTO-Tv Sault Saint Marie, both
Mich. (see *‘For the Record,” page 84).

Midwest

Medium Market
Daytime AM —
Class B FM
$1,250,000 on Terms

A Confidential Service
to Owners and
Qualifed Buyers
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PlaylistzJul 2

Contemporary m
Last This Foot stompin’ for radio. Charlie Daniels Band has slipped a bit of
week week Title = Artist Label bluegrass onto Contemporary radio with Devil Went Down to Georgia
(Epic) which bolits onto “Playlist” this week at number 45. "“It's going
2 1 Logical SongDiSupertramp ........................... ALM to be 2 number one record,” predicts Don Nordene, program director
1 2 Hot StuffoDonna Summer ..................... Casablanca at kREMtaM) Spokane, Wash. "We've been playing it for three days and
4 3 Bad GirlsDDonna Summer...... . ... . Casablanca it's our most requested record. It won't last long, but it.'s a get-down,
3 4 RingMyBellDAnitaWard.............................. TK good-time song and the three minut_es o_f il DO
Ed Alexander, program and music director at KTkTtam) Tucson,
6 5 She Believes In MeQ Kenny Rogers........... United Attists | Arizona, says, “teen-agers will love it because they're not used to
5 8 WeAre FamilynSisterSledge .................... Cotillion hearing bluegrass,. and everyone efse will love it because it's great
8 7  Boogie WonderlandO Earth, Wind & Fires/Emaetions . ... Col. music” Does he really have a hit? Adding another off-beat dimen-
9 8 Chuck E’s In LoveQ Ricky Lee Jones . ...... .. Warner Bros. sion to contemporary radio is Joe Jackson's Is She Really Going Out
7 9 ReunitedOPeaches & Herb ........................ Polydor l;‘f"’ H‘.g ? (lAfIM) novr: at nurr;‘berd26 in \"tj‘ fourtt'h weelk on "F’:?yliit:
"It's an absolute smash.’ says Nordene. "We've been playing it for
U LA }v‘f"l L ,W_a"' A.“C' S LILLSSssesessaac: ", Epic weeks and have had an exgeilent response to it. It's Sni;ueg. refresh-
10 11 Ain’t No Stoppin'O McFadden & Whitehead. .. ... Phila, Int'l. ing and a top 10 record” And Dave Sweeten, music director at
12 12 Just When I Needed You MostQ Vanwarmer... Warner Bros. WEEO(AM) Waynesboro, Pa.. comments: His sound leans in the direc-
11 13 You Thke My Breath AwayQ Rex Smith .......... Columbia tion of Elvis Costello’s but Jackson is more marketable for top 40
17 14  Shine a Little LoveO Electric Light Orchestra ........ Epic radic” Leading the soft and slow. Though not an instant smash,
15 18  Shake Your BodyO Jacksons ......................... Epic Maxine Nightingale's Lead Me On (Windsong) may be one of this
14 18  Love You Inside OutOBoe Qees...................... RSO summer's most important records. “It's an excellent programing
24 17 Makin® It David NaughOn ... oo RSO recor says Nordene, “and a classl_c for stations trying to attract
adult listeners. No matter what the time of year, you need a good
18 18 GoldO John Stewart . ...........coo oo iannnnin. RSO ballad and right now this is the premier ballad* And Jeff King, pro-
16 19 Minute By MinuteQ Doobie Bras, ............. Warmer Bros. gram director at KSEL(aM) Lubbock, Texas, says: “The time is right for a
28820 You Can't Change ThatORaydio..................... Arista female ballad and this one will go top five”
29021 Good TimesOChic ..................covvvveinnn... Atlantic
26 22 Mama Can't Buy You LoveOEWOn John.............. MCA Country
25 23 I Was Made For Lovin’ YouOKiss ............. Casablanca .
23 24 When You're In LoveODr, Mook .................... Capitol .f'::; I:’:; Title = Artist Label
20 28 One Way Or AnotherOBlondie ................... Chrysalis
3228 Is She Really Going Out With Him0O Joe Jackson. ... AGM 2 1 Shadows In the MoonlightQ Anne Murray .......... Capitol
22 27 Days Gone Down2 Qerry Rafferty ............ United Artists 5 2  You're the Only OneQ DoliyParton. ................... RCA
21 28 Heart Of the NightoPoco ............................ ABC —® 3 AmandaJdWaylon Jennings. .......................... RCA
33 29 Does Your Mother KnowDQ Abba. ................... Atlantic 4 4 ICan'l Feel You AnymoreQ LorettaLynn. ... ... ... .. MCA
30 30 Main EventD Barbra Streisand. .. ... ........ ... Columbia 3 8 She Believes In MeO Kenny Rogers........... United Aritsts
34 31 ICan't Stand It No MoreO Peter Frampton........... A&M 7 6 IfIGive My Heart To YouO Margo Smith ... .. Warner Bros.
31 32 Shadows In the MoonlightO Anne Murray .......... Capitol 9 7 When IDreamd CrystalGayle ............... United Artists
19 33  Rock ‘n’ Roll Fantasy Bad Company ......... Swan Song 10 8 [IDor'LienJosStampley............................ Epic
2?7 34 Dance the Night AwayOvan Halen... ... ... .. Warner Bros. 2210 @  Play Together AgainO Owens/Harrls .......... Warner Bros.
35 35  Getting CloseraWings............................ Columbia 13 10 If Love Had a Face) Razzy Bailey. ................. .. RCA
38 38 Shake Down CruiseQ Jay Ferguson ................ Allied — @11 Since I Fell For Youd Con Hunley. ............ Warner Bros.
42M 37 Do It Or DieD Atianta Rhythm Section............. Polydor 6 12 Nobody Likes Sad SongsO Ronnle Miisap ............. RCA
44838 LUp On the RoofD James Tayior................... Columbia 12 13 Just Like Real Peoplen The Kendalls .......... ... Ovation
— W39  After the Love Is GoneQ Earth, Wind & Fire ... ... Columbia — 14 You Can Have Her(O Jones/Paycheck ........ ... ... Epic
— W40 Lead Me On2 Maxine Nightingale ............... windsong — WS  Simple Little WordsQ Christy Lamne..................... LS
43 41 You Gonna Make Me LoveO Jones Qiris ......... Phila. Intl. 20 18  (Ghost) Riders In the SkyQO Johnny Cash ........ Columbia
45 42 My SharonaDTheKnack............coovvvvvnennn.. Capitol 14 17 Me And My Broken HeartO Rex Allen, Jr.. . ... Warner Bros.
S0MA3 LetsGoICars .. ........cooviiiiiiiiiiiiiiinn.. Elektra 18 18  Are You SincereDElvis Presley ..........:............ RCA
— M@ 44  SuspicionsO Eddie Rabbitt. ... ... ... ... ... .. Elekira 15 19 Beautiful BodyJd Bellamy Bros................. Warner Bras.
— W45 Devil Went Down To GeorgiaQ Charlie Daniels Band . Epic 8 20 Red BandanaJMerle Haggard ....................... MCa
— 48  People Of the South WindOKansas . ............. Kirschner 17 2% [ .Just Want To Love YouO Eddie Rabbitt..... ...... Elektra
39 4T DiscoNightsOQQ................coooiiiiiiiinn.. Arista 18 22  Two Steps ForwardQ Susie Allanson .......... Warner Bros.
— 48  WeekendOWetWillie........................cconen... Epic 21 23  Save the Last DanceQ Emmy Lou Harris. ...... Warner Bros.
— 49 Kiss In the DarkOPink Lady ....................... Elektra 11 24 Down To Earth WomanOKennyDale .............. Capitol
49 80 [DolLove Youn@.Q.................................. Arista 19 25 Soil AwayDQakRidgeBoys.......................... ABC

These are the ‘top songs in air-play popularity as reported by a select group of U.S. stations. Each has bean "weighted" in terms of Arbitron audience ratings for the reporting
station on which it is played. A B indicates an upward movement of five or more chart positions between this week and iast.
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VHS leading
Beta in VCR
format fight

Estimates are that market is split
about 60-40; salesmanship seen
as big a factor as technology

In the race for dominance in the home
videocassette recorder market, units
employing the VHS format have gained an
early lead over their Beta-format competi-
tors.

Japanese firms have until now domi-
nated the picture, with the two major
manufacturers, Sony (Beta) and Mat-
sushita (VHS), turning out machines for a
raft of U.S. companies. And as American
manufacturers gear up to produce their
own, the format battle promises to inten-
sify.

The young market has been plagued by
talk of buyer confusion. And the specter
of videodisks also looms on the horizon
with their promise of providing a cheaper
source of pre-recorded malterial cited as a
deterrent to sales of all VCR’s. (That
promise may be diluted by recent price
boosts for videodisks available from MCA
in the test markets for the Magnavision
videodisk player.) However, VCR sales are
now booming, up dramatically over last
year. While each brand guards its sales
figures, some hard data on purchasing
trends is beginning to emerge.

Industry sources place the proportion of
the approximately one million VCR's now
in use at 60/40 VHS to Beta, and current
sales figures are said to show VHS units
leading with a 70/30 edge. That pattern is
mirrored in purchases of pre-recorded
videocassettes. Magnetic Video Corp.,
headquartered in a suburb of Detroit, re-
ports sales running three to two in favor of
cassettes recorded in the VHS format.

That company’s vice president of con-
sumer products, Bob Vandergrift, notes
that the VHS predominance was especially
noticeable last Christmas, gaining a four-
10-one lead, He ties that surge to the heavy
promotion push made at the time by RCA
for its VHS Selectavision units.

New York’s Videotape Network, which
bills itself as the oldest supplier of pro-
graming on cassette, sees a similar dis-
tribution, with two-thirds of its cassette
sales in the VHS format.

Meanwhile, the Silver Spring, Md., re-
search firm of Media Statistics Inc. has an-
nounced plans to undertake an in-depth
survey of “*home video families,” with a
report due later this month. Its initial sam-
pling figures from 16 markets show VHS

Technology®

Drawn for BROADCASTING by Jack Schmidi-
“Stop that! Everybody told you VHS and Beta tapes weren't interchangeable!”

units with a 57% share of the total field to
the Beta 43%.

Among the factors influencing
purchasers, price was initially an impor-
tant consideration, with VHS listing about
$300 lower than Beta, the first to enter the
field. However, competition has forced a
closing of the list price differential. Sets in
both formats list between roughly $1,000
and $1,500, and retail costs vary from
dealer to dealer.

The effect of consumer perceptions of
quality is difficult to assess, largely be-
cause there is disagreement over the com-
parative merits of the formats. Some say
Beta offers higher fidelity, and indeed
Zenith's belief that the Beta format offers
a demonstrably better picture was a major
factor in that firm's decision 1o enter the
market with Beta units. On the other
hand, Consumer Reports in its September
1978 issue gave two VHS machines
slightly higher marks for picture resolution
than the Beta machines it tested. A gener-

al impression in the industry, and one
voiced even by representatives of firms in-
volved in this competition, is that
differences in quality between the two for-
mats are for practical purposes insignifi-
cant. Magnetic Video's Vandegrift states
that in his company’s experience, there is
no perception of fidelity difference, and
consumers will find more variation in
television receivers than in VCR’s.

Perhaps the major determinant to date
has been the gulf in recording-time
capability offered by each format. Through
most of the brief history of VCR’s, Beta
machines were far surpassed by VHS units
in this critical area, offering only two hours
instead of the VHS four. Consumer Re-
ports leaned heavily on this time advan-
tage in making its recommendations favor-
ing the VHS machines.

The time factor was also cited as a pri-
mary consideration by most American
companies that opted to follow the VHS
format. Beta manufacturers have now an-

Taft Broadcasting Goes Harris!

-

WKRC-TV, Cincinnati, Ohio

goes Harris with a

BT-50H3, 50kW,

For complete information, write Harris Cor-
poration, 8roadcast Producis Division. P.O.
Box 4280, Quincy. lllinois 62301
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nounced a five-hour capability, achieved in
part by the use of a thinner tape.

VHS companies are now introducing
six-hour units, but there may be limits to
any war of hours. A primary use of VCR's
has been to tape broadcast programs off
the air and while many special events
broadcasts or films run up to or over three
hours, the need for discrete blocks of
recording time in excess of five hours is
debatable.

Longer tape lengths may also increase
the attractiveness of the scanning
capability announced for the new Beta ma-
chines. This permits the operator to view a
large image instead of a jumbled signal in
the fast-forward mode, thus aiding in the
location of specific portions of a recorded
program. Although some consider scan-
ning simply another gimmick, Sony and
the other Beta companies are counting on
that technology to have a significant im-
pact on future sales. The VHS format
offers no comparable process at this time.

Compatability both between and within
the formats is a sore point of VCR market-
ing. Videotape Network's John Lallos,

while downplaying its over-all importance,
says incompatability has ‘‘muddied the
waters" of the **media explosion’’ repre-
sented by home videorecorders. VHS
companies consider that format's internal
compatability as a definite plus, particu-
larly with purchasers interested in exploit-
ing the “‘home movie’’ potential of VCR's
and others who would want to exchange
cassettes with friends and relatives. Suc-
cessive generations of Beta equipment
were not able to accommodate tapes
recorded by other Beta machines, a factor
which competitors claim damaged the
*‘credibility’’ of the systems.

Both formats appear o have carved out
solid footings in the expanding field, and
firms on both sides refer to the present as
a ‘“‘nice healthy situation'” and “‘good,
clean competition.”” As RCA has already
demonstrated, the influence of marketing
campaigns on future sales cannot be un-
derestimated. Similarly, the retailer’s par-
ticipation through pricing and advice in
point-of-sale decisions by consumers is
generally conceded to be a variable of
great importance.

MeSyne

necessitated move.

scene and what it’s intended to check.

retention of all information on videstape.

conjunction with each video channel.

Getting busy. Association of Broadcast Engineering Standards held special meeting of its
board of directors last week in offices of its attorney, William Potts, and decided
association once again needs full-time executive director. Organization, primarily made up
of AM broadcasters, has been without such leader since 197 3. Board indicated growing
number of FCC proceedings involving radio spectrum (clear channels, 9 khz, daytimers)

Testing, testing. Society of Motion Picture and Television Engineers is making available
video test tape cassette, for $70, to verify if playback system is operating normally and to
supply reference signals for adjusting operating controls on receiver or monitor for its
intended use. Test instruments aren't required with cassette; commentary describes each

Cable expansion. Scientific-Atlanta will be delivering more than $3 million worth of
equipment over next four years to Cox Cable Communications. Principal products included
in order are Model 6500 trunk amplifier and Model 6550 line extenders.

Better transformations. Modern Telecommunications Inc. has introduced process to
enhance quality in tape-to-film transfers. ESP—Electronic Separation Process —reduces
video grain by integrating all 30 videotape frames per second onto film's 24, permitting

Look, up in the sky. Americans may get opportunity to see live TV coverage from space
shuttle when it goes into orbit next year. Closed-circuit TV system will allow astronauts and
NASA personnel to keep in visual contact with satellite ejection operations, cockpit and
cargo bay: RF signals will be received at NASA ground stations and carried between
facilities by RCA Americom’s dedicated earth stations, which can be used to provide
transmission for TV broadcast. Associated 4 khz audio channel will be provided in

Moving right along. Speech compression module developed by Integrated Seund

Systems Inc., Long Island City, N.Y. allows recorded sound to be played at faster or slower
rate than originally recorded, without 10ss of clarity. This means more information can be
delivered in shorter time: 30-second commercial can be shortened to 20 seconds without
distortion. Production models of unit are expected to be available by end of year.
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FCC looks toward
Buenos Aires meeting

Inquiry is issued in anticipation
of next spring’s conference of

nations of western hemisphere
on radio spectrum management

Representatives of the nations of the
western hemisphere (Region 2, according
to the International Telecommunication
Union scheme of things) will assemble in
Buenos Aires on March 10, 1980, for a
three-week conference that could lay the
technical basis for changes in the manner
in which radio services are provided in the
U.S. and affect the accommodation of in-
novalive services. .

In preparation for the conference—and
a follow-up one, tentatively scheduled for
November 1981 —the FCC last week
issued a notice of inquiry (BROADCASTING.
June 25). It seeks comments to help the
commission develop recommendations for
the U.S. position,

And in the process, the commission
stressed the importance of the conference.
It said the regional agreement that will
result could affect existing ones—such as
the North American Regional Broadcast-
ing Agreement, which includes the U.S.,
Canada, the Caribbean countries and
Cuba, and the U.S.-Mexico bilateral
agreement—and play a major role in estab-
lishing permissible interference levels,
classification of AM broadcasting chan-
nels, channel spacing and power levels.

Such decisions, the commission added,
“may well influence' the future distribu-
tion of radio services in the U.S. as well as
the manner in which new technologies,
such as AM stereo, are accommodated,

Two matters of particular interest in the
U.S. that are expected to be considered at
the regional meeting are not addressed in
the inquiry—proposals to reduce AM
channel separation from 10 khz to 9 khz
and to permit Class 1V stations to operate
with 1 kw power at night, rather than 250
w. The commission, noting those pro-
posals are already pending before it, said
they involve national issues that must be
resolved before an international position
can be developed. The commission said it
is “‘expediting separate inquiry notices™
on the two matiers so they can be con-
sidered in the Region 2 proceeding.

The commission said the results of
other proceedings that could have an im-
pact on the work of the international con-
ference will also be *‘coordinated.”” The
commission mentioned specifically the
rulemaking aimed at breaking down the 25
U.S. clear channels.

The conference session to be held in
March will be confined to establishing
technical bases for planning. The second
session, in two years, will develop the
regional plan and serve as the means for
implementing it. An inventory of broad-
cast assignments and procedures for its
modification will be an integral part of the
plan and agreement.

The conference is being organized by



the Inter-American Telecommunications
Conference (CITEL). which was estab-
lished under the Organization of Ameri-
can States 10 coordinate inter-American
telecommunications matters. And a work-
ing group of experts has begun drafting
technica) planning criteria and a regional
agreement. The U.S. has been represented
by FCC personnel at the four working
group meetings held thus far.

The commission’s inquiry seeks com-
ments on the work of the working group—
for instance, on proposed definitions, on
broadcasung standards for use in the exist-
ing AM band (535-1605 khz}. on methods
for predicting propagation and for calculat-
ing objectionable interference and on
techniques for reducing interference. The
inquiry also seeks comments on the terms
of the draft agreement and on ‘‘any other

matters believed pertinent.”

Comments are due by Aug. 15, and
replies by Aug. 31.

Ultimate responsibility for the U.S. posi-
tion at the Region 2 conference rests with
the State Department. And along with the
commission's recommendations, the
department will consider the views of the
National Telecommunications and Infor-
mation Administration.

For the Recordy-

As compiled by BROADCASTING based on
filings, authorizations. petitions and other
actions announced by FCC during the
period June 18 through June 22.

Abbreviations: ALJ— Adminisirative Law Judge.
alt. —alternate. ann.—~announced. ant.—anlenna.
aur.—aural. aux.—auxiliary. CH —critical hours. CP—
construction permit. D—day. DA —directional anten-
na. Doc.—Dackel. ERP—efleciive radialed power.
freq.—frequency. HAAT—height of antenna above
average lerrain. khz—kiloheriz. kw—kilowatts.
MEOV —maximum expected operation value. mhz—
megahernz. mod.— modification. N— mghl PSA—
présunrise service authority. SL—studib location.
SH—specified hours. TL—transmitler lgcation.
trans.—transmitter. TPO—transmiller power outpul.
U—unlimited hours. vis.—visual. w—watls. * —non-
commercial.

New Stations

AM application

B Bullhead City, Ariz.—Holiday Broadcasting seeks
1000 khz, 1 kw-D. Address: PO. Box 1604, Bullhead
City 86430. Estimated construction cost $3,700; firsi-
quarler operating cost $900; revenue $20,000. Formart:
variety. Principals: Albert C. Freeman and his wife,
Mildred, and Charles L. Pfeiffer and his wife, Mildred
{25% each). Group also owns XRHS-FM Bullhead.
Ann. May 31.

FM applications

® Tuscalcosa, Ala.—University of Alabama seeks
90.7 mhz, 118 w, HAAT: 142 f1. Address: PO. Box BT,
University. Ala. 35486. university which is also
licensee of WUAL-FM Tuscaloosa and WBHM-FM
Birmingham, both Alabama. Keith E. Barze is assis-
lant dean. broadcast services. Ann. May 31.

| Green Valley, Ariz.—~Green Valley Broadcasting
Co. seeks 92.1 mhz, 3 kw, HAAT: 88 f1. Address: 7014
North 16th St., Phoenix 85020. Estimated construction
cost $18,500; first-quarter operating cost $10,500 and
revenue $30,000. Format: beautiful music. Brincipal:
Larry E. Salsburey, Phoenix businessman wilh in-
terests in construclion, {andscaping and financial con-
sultancy. He has no other broadcast interests. Ann.
May 31.

B Green Valley, Ariz.—Johnson Broadcasting Inc.
seeks 92.1 mhz, 3 kw, HAAT: 150 fi. Address: 445
West Rapa Place, Tucson, Ariz. 85704, Estimated con-
struction cost $104,643; frst-quarles operating cosl
$27,450; revenue $180,000 {year). Format: easy listen-
ing. Principals: William P Iohnson and his wife,
Pauline (50% each). They own newspaper in
Evergreen. Colo., and have interest in shopping center
and farming. They have no other broadcast interesis
but jntend 10 apply for new radio station a1 Evergreen.
Ann. June 1.

B * Toccoa Falls, Ga.— Toccoa Falls College seeks $0.9

mhz. 100 kw, HAAT: 333 f1. Address: Toccoa Falls,
Ga. JO557. Estimated construction cost $108,807; firs1-
year operating cost $102.378; revenue $785,808. Appli-
cant is privaie college: Dr. Paul Alford is presiden:.
Ann. May 31

& Lincoln City. Ore.—Rainbow Broadcasting Corp.
seeks 96.7 mhz. 3 kw. HAAT: 670 fi. Address: 6265
S.W Arrowhead Lane, Poriland. Ore. 97223. Estimated
construction cost $126.075. first-quarler operating cost
$23.052. Format: MOR. Principal: Charles Rowe-Rook
and six others. He is newscasier at KTTV-TV Los
Angeles. He has no other broadcast interests. Ann.
Ma} 3.

m *Ponce. PR. ~Catholic University of Puertio Rico
Service Association sécks 88.9 mhz, 10.8 kw, HAAT:
2914 fi. Address: Box 529. Sia. 6, Ponce 00731. Esti-
mated construction cost $103.000; firsi-year operating
cost $73.500: revenue §75.000. Ann. May 31.

&8 Yankton. S.D.—Sorenson Broadcasting Corp. seeks
100.3 mhz. 30 kw, HA'AT: 256 1. Address: Box 309,
106 W. Capitol. Pierre. S.D. 57501. Estimated con-
struction cost $65.051: firsi-year operating cost $12,-
000; revenue $84.000. Format: standards/contempor-
ary. Principals: Dean P. Sorenson and Thomas J. Sim-
mons (50% each). They also own equally KCCR{AM)
Piecre. KYNT(AM) Yankton and KWAT{AM)-
KIXX(FM) Wateriown. all South Dakota, and
KOZY (AM) Grand Rapids, Minn. Ann. May 31.

B °Nashville—Tennessee State University seeks 91.7
mhz. 813 w, HAAT: 580 fi. Address: 3500 Centennial
Blvd.. Nashville 37203. Estimaied consiruction cost
$17,095; firsi-year operating cost $6,000. revenue
$50.000. Principal: Applicant is governed by siale
board of regenis. Lamar Alexander. governor of state,
is chairman. Ann. May 31.

B Abilene, Tex.—Craft Communications Inc. seeks
99.3 mhz. 2.97 kw, HAAT: 134.5 fi. Address: 1010
Washington Blvd.. Abilene 76901. Estimaled con-
struction cost $32,100: firsi-quarter operaling cost
$20.000; revenue 560.000 (year). Formal: easy listen-
ing. Principals: Bruce Campbell (75%) and his brother,

James (25%). Bruce is managing direcior of
KKYN{(AM) Plainview, XKXYR{AM) Marshall,
KYXX{AM) Odessa and KXYL{(AM) Brownwpod, all
Texas. He has small ownership interest in KKYN, but
none in othérs. James is pilot for Braniff airlines. He
has no other broadcast interests. Ann. June 1,

8 *Corpus Christi. Tex.—South Texas Educational
Broadcasting Council seeks 90.3 mhz, 100 kw, HAAT:
802.36 f1. Address: 4455 S, Padre Island Dr., Suite 38,
Corpus Christi 78403. Estimated construction cost
$254.461: firsi-year operéling cost $178,353; revenue
§178.353. Applicant is nonprofit Corp. and licensee of
KEDT{TV) Corpus Christi. Tex. Don Weber is chair-
man. Arnn. June |.

AM action

8 Opp, Ala.—Broadcast Bureau granted Opp Radio
Inc. 1290 khz. 2.5 kw-D. 500 w-N, POQ. address: Route
3. Box 165. Opp 36467. Estimated constructjon cost
$157,650; firsi-year operaling cost $56,785; revenue
$72,000. Format: C&W. Principals: Robert H. Boothe
Sr. {22.4%). his son, Robert Ir., and Albert G. Goree
{17.3% each) and 30 others. Goree is former owner of
WTUB{FM) Troy, Ala., where younger Boothe was
siation manager. Father is employe of Opp iextile firm
{BP-20.868). Action June 12.

FM actions

& Phoenix—FCC granied American International De-
velopment 99.9 mhz. 100 kw, HAAT: 1,647 fi. PO. ad-
dress: 4548 W. Osborn Rd.. Phoenix 85031. Estimated
construclion cost $38.716; first-year operaling cost
$204,204; revenue $175.100. Format: Spanish. Latin
music. Principal: Julia S. Zozaya {96.7%) works for
Arizona Departmeni of Economic Security. Zozaya has
one percent interest in application for UHF TV station
in Phoenix (Docs. 78-40. 41 and 43). Action June 21.

8 Glasgow. Mont.—Broadcast Bureau granted H-Z
Corp. 93.5 mhz. 3 kw, HAAT; 29 fi. Address: 504 Sec-
ond Ave. South. Box 671, Glasgow 59230 Esnmated
construction cost $67.602: first-quarler operating cost
$7.000; revenue $38,000 (year). Format: MOR. Prin-
cipals: W.L. Holter {60%} and Joan Marlene Zerbe and
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Maurice K. Graham (20% each). Holler owns 100% of
KLTZ(AM) Glasgow., KYLT-AM-FM Missoula,
KBLL{AM) Helena and KPRK Livingston. all Mon-
lana. Zerbes has interesis in farming and farm equip-
ment. Graham is pariner is insurance and travel agency
(BPH-10.324).

& Jersey Shore, Pa.—Broadcast Bureau granied Jersey
Shore Broadcasting Co. of Pennsylvania Inc. 97.7 mhz,
3 kw, HAAT: 300 fi. Address: Box 112, Woolrich, Pa.
17779. Estimaled construction cost 376,190 first-year
operating cost $80,000. revenue $150,000 (year}. For-
mat: religious. Principal: Jefiry O. Schlesinger, who
works in textile factory in Woolrich, Pa.

® ‘*Charleston. 5.C.—Broadcast Bureau granted
Charlesion County Public Schools 90.9 mhz, 8.8 w,
HAAT: 82 fi. Address: Box 2218, Charlesion 29402.
Estimated construction cost (donated); first-year
operaling cost $1,000 or less: revenue $1,000. Law-
rence G. Derthick is superiniendent of schools
(BPED2679). Action June 4.

& Corpus Christi. Tex.—Broadcast Bureau grantied
91.9 mhz. 2.4 kw, HAAT: 320 fi. Address: 600 Build-
ing. Corpus Christi. Tex. 78418. Estimaled construc-
tion cosl monthly lease payments; first-year operating
cost 386,150, revenue not given. Format: information
variely. Principal is nonprofil, unincorporated associ-
ation formed 10 operate noncommercial station.
(BPED-2596}. Action June 12.

TV action

m Conway, S.C.—Broadcaslt Bureau granted South
Carolina Educational Television Commission ch. 23;
ERP: 873 kw vis.. 174.6 kw aur., HAAT: 822 L. ant.
height above ground 835 ft. Address: 2712 Millwood
Ave., Drawer L. Columbia, 5.C. 29250. Estimated con-
struction cost 51,099,300 firsi-year operating cost
$310,000:. revenue $310,000. Legal counsel Dow,
Lohnes and Alberison. Washingion. Applicant is non-
profit operalor of educational TV's in South Carolina
(BPET-587). Action May 27.

Ownership Changes

Applications

m WATM-AM-FM Aimore, Ala. (AM: 1590 khz, §
kw-D; FM: 104.1 mhz. 29 kw)—Secks assignmenl of
license from Southland Broadcasting Co. to Tallon
Broadcasting Co. of Escambia Counly for $350,000.
Seller is owned equally by Tom C. Miniard and Grady
L. Ingram, who have no other broadcast inierests,
Buyer is owned by Julius E. Tallon (65%) and four
others. Talion is also principal owner of WHBB{AM)-
WTUN{FM) Selma and WBIB{AM) Centreville, both
Alabama. Ann. June 21.

B KLRA(AM) Liule Rock, Ark. (AM: 1010 khz, 10
kw-D. 5 kw-N)—Seeks assignment of license from
KLRA Inc. to First Communications Corp. for 33 mil-
lion. Seller is principally owned by Leonard Coe, who
has no other broadcast interesis. Buyers are Kerby E.
Confer (24.99%). Paul N. Rothfuss (24.99%). Jerome
H. Aichley (25.1%) and James Long (25.01%}. They
own KSSN(FM) Litile Rock, Ark. Atchley and Long
are minority siockholders of Starr Broadcasling, which
has merged into Shamrock Broadcasting. Rothfuss and
Confer are principal owners of WLYC(AM}-
WILQ{(FM) Williamsport and WHUM(AM) Read-
ing. both Pensylvania, and WKRT{AM)-WNOZ{(FM)
Cortland, N.Y. Ann. June 21,

m WPBR(AM) Palm Beach, Fla. (1340 khz, | kw-D,
250 w-N)—-Seeks assignment of license from GR
Group Inc. to WPBR Inc. for $300.000. Seller is owned
by Gerson Reichman, who has no other broadcast in-
terests. Buyer is owned by Everett H. Aspinwall and his
wife, Valerie (50% each). Everetl is general manager
and Valerie is program director of station. They have
no other broadcast interests. Ann. June 21.

m WIPR(AM) Greenville. Miss. (1330 khz, 1 kw-D,
- 500 w-N)—Seeks assignment of license from WJPR
Inc. to River Broadcasting Inc. for $500,000. Seller is
owned by Bruce H. Gresham {(70%) and John K.
Gresham (30%). They have no other broadcast in-
terests. Buyer is owned by George E. Pine and his son,
. George (25% each); James Eblin (25%). David P
Rousso and Wayne Rogers {7.9% each). Rogers and
Falk are TV and movie aclors. Rousso is business
partner of Rogers. Eblin is only owner with other
broadcast interests. He is vice president and general
manager of WKEE-AM-FM Huntington, W, Va.,
. which has been sold by its owner, Reeves Telecom
Corp., subject to FCC approval. Ann. June 21.

Summary of Broadcasting

FCC tabulations as of May 31, 1979

CPs CPs
On air on Total not Total
Licensed STA" air on air on air authorized**
Commercial AM 4512 5 32 4,549 71 4,620
Commercial FM 3.032 2 75 3109 159 3.268
Educalional FM 949 * 0 44 993 72 1,065
Total Radic 8,493 7 151 8651 302 8953
Commeicial TV
VHF 514 | 2 517 7 524
UHF 215 0 3 218 57 . 275
Educational Tv
VHF 94 1 7 102 8 110
UHF 152 2 4 158 [ 164
Tolal TV 9758 4 L1:] 995 78 1073
FM Transjalors 265 0 0 265 88 353
TV Translators
1,161 0 0 1,161 272 1433
VHF 2,402 0 0 2,402 199 2601

m KIRL{AM) Si. Charles, Mo. (1460 khz, § kw-D,
500 2-N) —Seeks assignment of license from Contem-
porary Media Inc. 10 Bronco Broadcasting Co. for
§642.000. Seller is principally owned by Michael S.
Rice. who also owns KFMZ(FM) Columbia, Mo.
Buyer is owned by William White and Johnny E. Ro-
land and seven others. White owns vacuum cleaner
retail firm in St. Louis. Johnny Roland, former profes-
sional foolball player and coach, works for St. Louis in-
surance company. None has other broadcast interests.
Ann. June 18.

B WANC-TV Asheville, N.C. (ch. 21) —Seeks assign-
ment of license from WISE-TV Inc. to Pappas Telecast-
ing Inc. for $206,000. Seller is principally by Meredith
S. Thoms (64.75%) and her daughter, Matilann
{32.83%). They also owned WEAM{AM) Arlington.
Va.; WKLM(AM) Wilmington and WCOG(AM)
Greensboro, both North Carolina. Buyer is wholly
owned by Harry J. Pappas, who also owns KMPH-TV
Tulure, Calif., and has applied for new VHF at Omaha.
Ann. June 18. !

Actions

m KVIO(AM) Cottonwood, Ariz. (1600 khz, 1 kw-
D) —Broadcast Bureay granied of license from Duane
D. Kirby to KVRD Inc. for §190.000. Kirby has no
other broadcast interests. Buyer is owned by H.S.
McMurray (51%} and Richard B. Dehhent (49%).
McMurray owns 51% of KATO(AM) Safford, Ariz.,
where he is general manager and Dehnert is news
director and salesman {BAL790426HD). Action June
7. :

m KFEL(AM) Pueblo. Colo. (970 khz, 1 kw-D)—
Broadcast Bureau granted assignmeni of license from
KFEL Inc. 10 Pueblo Broadcasting Co. for $200,000.
Seller is wholly owned by Joseph M. Clifion, who has
no other broadcast interests. Buyer is owned by George
C. Alban (29%) and Smiley & Fay Income Properiies
Inc.. owned by Thomas B. Smiley and two others.
Alban is principal in adverlising agencies in San Jose
and San Diego. both California. Smiley is Houslon real
estaie broker, manager and investor. Neither has other
broadcast interests. Action March 6.

8 WKDJ(AM) Winchester, Ky, (100.1 mhz, 3 kw)—
Broadcast Bureau granied assignment of license from
Clark Communications Co. to WKDJ Inc. for $160.-
000. Seller is owned by David H. Greenlee who has no
other broadcast interests. Buyer is owned by John R,
Albright. William A. Poits, Noah D. Daniel and Bob E.
Wolcott (25% each), all of Dickson. Tenn. Albright
owns 25% of WDKN{(AM)-WTNQ(FM) Dickson and
is sales manager at WKDJ. He and Potts own also 25%
each of WSLV(AM) Ardmore; Tenn. Daniel is assis-
tant principal of high school and Wolcotl is dentist
(BALH790507FH). Action June 13.

8 WGTU-TV Traverse City and WGTQ-TV Sault
Saint Marie, both Mich.—~Broadcast Bureau granted
assignmen! of license from Michigan Television Net-
work Inc. 10 Panax Television Inc. for $§923,000. Seller
is owned by Harry Calcutt (12.5%). William Becker
(13.2%). William A. Royce Jr. (12.8%) and 14 others.

None has other broadcast interests. Buyer is wholly

owned subsidiary of Panax Corp.. holding company
with interests in newspaper publishing and printing.
John P McGoff (40.3%) is president. He is also on
board of directors of American Family Life Assurance
glo.. Columbia, Ga., owner of four TV's. Action May
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B KTAT{AM) Frederick, Okla. {1570 khz, 250 w-
D}—Broadcast Bureau granied assignment of license
from Tillman Broadcasting Co. to Herilage Broadcast-
ing Corp. for $225.000. Seller is owned by Mary Ann
Brewer (66 2/3%) and Ray Floyd (33 1/3%). They also
each own half interest of KFYN(AM) Bonham and
third interest of KBGH(AM) Memphis, both Texas.
Buyer is owned by G.A. Day and Ray E. Parker (50%
each). They also owned KIUM (AM) Pecos, Tex., and
are applicants for new AM at Granbury and FM at
Pecos. both Texas. Parker is also 60% owner of
KCOM{AM) Commanche ., Tex. {BAL790226GW}
Action May 29.

Facilities Changes

Am applications

® WVCP{(FM) Gallatin. Tenn.—~Seeks CP lo change
freq. 88.5 mhz: ERP: 1.0 kw; HAAT: 394 ft.; change
TL: install new anl.. make changes in ani. sysiem.
Ann. June 11.

a KQXY(FM) Beaumoni, Tex.—Seeks CP 1o in-
crease ERP: 100 kw (H&V); decrease HAAT: 594.88
ft. (H&V) and change TPO. Ann. June 12.

B KVIL-FM Highland Park-Dallas, Tex.—Seeks CP
10 install new aux. trans. and aux, ani, at main TL:
Beltline Road, Cedar Hill, Tex. to be operated on ERP:

AM actions

m WXLW(AM} Indianapolis—Granied CP to add
nighuime operalion with 500 w; change SL to Speed-
way, Ind... change hours of operation to unlimited,
DA-2. change TL (iwo site operation); install new
trans.; make changes in ani. system {increase height)
(BP-20245): Action April 30.

m WGRK{AM) Greensburg. Ky.—Granted CP to
change freq. lo 1540 khz; increase power 10 1 kw and
increase anl. height: conditions (BP-780727AN). Ac-
lion May 14.

B KQCA(AM) Canton, Mo.—~Granled CP 1o make
changes in ant. system. change type trans.; change
lype ant.; increase ant. height 300 fi. (H&V); ERP 3
kw (H& V) and change TPO (BPH 78121 1AP). Action
April 9.

m KYLT(AM) Missoula., Mont.—Granted CP 1o
change ant., TL 1¢ Waterworks Hill. NE of Higgins and
Broadway in downtown Missoula (BP-21,142). Action
June 7.

8 KHHA(FM) Carlsbad. N.M.—~Granted mod. of CP
1o change trans. and SL to 539 Radio Blvd., Carlsbad;
change lype trans.. increase tower height to 291 ft.
(BMP790124AG). Action June 7.

® KRVB(AM) Medford, Ore.—Granted CP to change
TL (same site) (BP-780927AH). Action June 15.

& WISN(AM) Milwaukee—Granted CP 10 change
radiation patiern; conditions (BMP-14,505). Action
June 7.

FM actions

B WZYP(FM) Athens, Ala.—Granted mod. of CP 1o
change type trans. and ant.; increase ERP: 100 kw: in-



crease ant. height: 760 fi. (H&V); change TPO
(BMPH781219AN). Action June 15.

8 KAVV(FM) Benson. Ariz.—Granted mod. of CPto
make changes in transmission line; increase ant.
height: 300 ft. (H&Y):. change TPO
(BMPHT790223AS). Action June 15.

8 KPDJ(FM) Eureka, Calif.—Granied mod. of CP 1o
change TL 1o atop Barry Ridge. 10 miles SE of Eureka;
change ant. height: 1540 f1. {H&V)
(BMPH780713A A). Actién June 13.

m KAER(FM) Sacramento, Calif. —Granted CP 1o
make changes in ant. system; change TL 10 22nd & R
St.; change iype trans. and anl.. increase ant, height:
240 f1. {H&V}: change TPO (BPH790315AK). Action
June 15.

® KIO1(FM) San Francisco. Calif.—Granted CP to in-
stall aux. trans. and ant. at main TL to be operated on
ERP: 61 kw (H&V); change TPO; remote control from
main studio. 700 Monigomery St. (BPH790206AH).
Action May 9.

n WHBS(FM) Holiday Fla.—Granted mod. of CP lo
change studio and remote control location 10 1473
Springer St.. Port Richey. Fla. (outside city limits)
(BMPHT790417AF). Action June 14.

a WQIK(FM) Jacksonville. Fla.—Granted CP 1o
change type trans. and ant.; increase ERP: 100 kw
(H&V): ani. height: 570 fi. (H&V); change TPO
(BPH790313AK). Aciion June 15.

m KFSH{FM) Hilo. Hawaii—Granied mod. of CP 10
change TL 10 Saddle Rd.. 4.6 miles west of Kaumana;
change 1ype trans.: change lype ant.; increase ERP: 40
kw (H): decrease ant. height — 145 fi. (H) and change
TPO: remote control from main studio 1o be deter-
mined within limits of Hilo city (BPH790209AF). Ac-
tion May 9.

® WHLT(FM) Huntingion. Ind.—Granted CP to
change TL E of Roanoke, Ind.; change type trans. and
anl.; make changes in ant. sysiem (increase height).
ERP 3.0 kw (H&V). ant. height 300 fi, (H&V): major
environmental action (BPH-11040).

B WCTD-FM Federalsburg. Md.—Granied CP 1o
specify main SL a1 112 South Main St.; increase ERP:
2.65 kw (H&V): decrease ani. height 320 ft. (H&V);
change TPO:; remote control from main studio
(BPH790207AE). Actiopn May 9.

m WMAS-FM Springfield. Mass.—Granted CP 10
make changes in ant. sysiem. change Lype irans.
change type ant.: increase ERP: SO kw (H&V): in-
crease ant. height 195 fi, (H& V) and change TPO; con-
ditions (BPH790105A D). Action May 9.

Bm WMBN-FM Peloskey, Mich.—Granied CP to in-
crease ERP: 1.15 kw (H&V): increase ant. height: 450
fi. {H&V): change TPO (BPH790403AJ). Action June
15. -

m KDWB(FM) Richfield, Minn.—Granted CP 10 uti-
lize main trans. as aux.; change TL to Woodbury
Township at U.S. hwy 12 and Radio Road, Woodbury
Township; install aux. ant.. ERP: 8.4 kw (H&V):
change TPO (BPH790314AD). Action June 15.

a KQIC(FM) Wilimar. Minn.—Granted CP to
change TL 12 miles N of Willmar: install new
trans. and ant.. make changes in anl. system; increase
height: change TPO: ERP: 42 kw (H&V): ant. height
830 fi. {H&V) (BPH-10683). Action May 9.

a WTYX(FM) Jackson, Miss. —Granted CP lo make
changes in ant. sysitem. change type \rans.; change
studio and remote control o 5850 N, State St.; change
type ant.; increase ERP: 100 kw (H&V): decrease ant.
height 430 fi. (H&V): change TPO; remote control
from main studio (BPH-790123AL}. Action May 9.

m * KNPR(FM} Las Vegas—Granted mod. of CP 1o
change TL to 1.25 miles NNW of Black Mouniain, 7.5
miles SW of Henderson; change type irans. and ant..
decrease ERP: § kw (H&V): increase ant. height: 1570
fi. (H&V} (BMPED781220AB). Action June 12.

a KNEN{(FM) Norfolk. Neb.—Granted mod. of CP
1o decrease ant. height 530 M. (H&V); ERP 100 kw
(H&V): remote control from main studio
(BMPH790111A1). Action May 9.

m KKJY(FM) Albuquerque. N.M.—Granted CP 1o
make changes in-ani. system: change type irans..
change type anr.: increase ERP: 22.5 kw (H&V):
decrease -ant. height 4110 fi. (H&V); change TPO:
remote control from main studio. (BPH-790206AK).
Action May 9.

m WGFB{(FM) Plaitsburgh, N.Y.—Granted CP to in-

stall aux. trans. and ant. at main TL; ERP: 10 kw main
(H&V), 450 w aux. (H&V); anl. height: 780 1. main
(H&V)_ 830 fi. aux. (H&V) (BPH790308A0). Action
June 15.

B KYYY(FM) Bismarck, N.D.—Granted CP 10 make
changes in ani. sysiem: change type trans. and ant.;
ERP: 96 kw (H&V): ant height: 1180 . {(H&V):
change TPO (BPH790329AF). Action June 15.

® KSPI-FM Stillwater. Okia.—Granted CP to make
changes in ant. sysiem: change type ani.. decrease ant.
height 260 fi. (H&V); ERP: 10 kw (H&V); change
TPO: remote control from main studio at 215 West 9th
St1.; conditions (BPH790205AD). Action May 9.

u WQAL(FM) Cleveland— Dismissed application for
CP 10 change type ant.. increase ERP: 11 kw (H&V):
decrease ant, height 1060 fi. (H&V) and change TPO
(BPH-790212AK). Action May 17.

® *WUSO(FM) Springfield, Ohio—Granted CP 1o
change TL to Tower Hall Penthouse. 909 Woodlawn
Ave.. Springfield: change studio and remote control
location 10 Sprecher Hall. Witienberg University.
Springfield: condition (BPED790319AB). Action June
15.

a2 WDAO{(FM) Daylon Chio— Dismissed application
for CP to install aux. ant. at main TL for use with aux.
trans. (BPH781116AG). Action May 10.

8 WLEC(FM) Sandusky, Ohio—Granted CP 10 make
changes in ant. system: change SL and remole control
to 105 W. Marke1 Street, Sandusky: change type trans.
and ant.; increase ERP: 9.8 kw (H&V); increase an\.
height: 145 fi. (H&V): condition (BPH790306A1}. Ac-
tion June 12.

8 WOQI(FM) Ponce. PR.—FCC has retumed as un~
acceptable for filing application of Portorican American
Broadcasiing Company Inc. seeking to relocate the
trans. site and increase power and ant. height. Action
June 7.

2 WLIC(FM) Beattyville. Ky.—Granted CP to make
changes in anl. system; change type irans.. change
type any.; decrease ERP: 1.7 kw (H&V}; increase an1.
height: 400 fi. (H&V): change TPO (BPH790312AG).
Action June 15.

a ‘WFMQ(FM) Lebanon. Tenn.—Granted CP 10
change trans. and SL 10 Cumberland College Campus,
Lebanon (BPED790306AJ). Action June 15.

B KZOK-FM Seattle—Granted CP to install aux.
trans. at former main irans. site, 4441 2151 Ave., S.W,;
install aux. ant. to be operated on ERP: 16.5 kw (H),
ant. height 320 fi. (H); change TPO (BPH790205A1).
Action May 9. R

m KCPX-FM Sali Lake City—Granted CP 1o make
changes in ani. system; change TL 10 atop Nelson
Peak, 18 miles SW of Salt Lake City, Rural, Uiah;
change type trans. and ant.; decrease ERP: 25 kw
(H& VY increase ant. height: 3830 fi. (H&V); change
TPO (BPH790403A!). Action June 15.

m KISN(FM) Sali Lake City—Granted CP 10 install
aux. anl. 1o common FM ant. for other stations via
notch diplexer sys.; change TL 10 18 miles SW of Salt
Lake City. Farnsworth Peak, Utah; change Lype trans.
and ani.; increase ERP: 26 kw {H&V): increase ani.

height: 3740 fi. (H&V). change TPO
(BPH781124AK). Action June 15.
TV actions

m WLFL-TV Raleigh. N.C.—Grant mod. of CP to
change ERP: 10 933 kw: max.. 1150 kw: anl. height

1150 f1.: change TL to State Rd. 1010, 1 mile E of
Raleigh. SL 1o 2410 Broad St., Durham.
(BMPCT-781103KG). Action May 11.

a KTvX(TV) Salt Lake City—Granted CP to change
ERP: 32.4 kw; max. ERP: 32.4 kw; ant. height: 3890 1.
(BPCT790314LC). Aclion June 13.

In Cohtest

Procedural rulings

2 Birmingham. Ala. (Southeastern Bible College Inc.
and Glen Iris Baptist School) FM Proceeding: {Docs.
78-61-62)—ALJ John H. Conlin closed record in this
proceeding. Action June 18.

® Paim Springs. Calif. (KPS| Corp. and Westminster
Broadcasting Corp.) FM Proceeding: (Docs. 78-105-
06)—ALJ James K. Cullen granted motion and ap-
proved agreement providing thal Westminster will djs-
miss its application in consideration of reimbursement
of incurred expenses in amount not 10 exceed $17,500
upon grant of KPS!'s application; dijsmissed
Wesiminsier's application: granted KPS!'s application
and 1ermihated proceeding. Action June 19..

m WOL{AM) Washingion (Sounderling Broadcasting
Corp.) Renewa! Proceeding: (Doc 79-115)—ALJ
Thomas B. Fitzpatrick granted to limited extent mo-
tion by Sonderling and cancelled July 2 prehéaring con-
ference and Aug. 13 hearing, set cernain procedural
dates including initial prehearing conference on Dec.
10 at 9 a.m. Action June 14.

2 Largoand Dunedin, Fla. (BIE Broadcasting Co. and
Stereo FM 92 Inc.) FM Proceeding: (Doc.
78-169-71)— ALJ Joseph Stirmer closed record in pro-
ceeding and ordered proposed findings and conclusions
and reply findings to be filed according to previously
established schedule. Action June 7.

2 Omaha. Neb.. and Council Biuffs, lowa (Webster-
Baker Broadcasting Co.) AM and FM Proceeding:
(Docs. 78-337-45)—ALJ Frederic J. Coufal granied
petition by Omaha Broadcasting Service Co. and ex-
tended to July 3 time 10 respond Lo suppiemenial inter-
rogatories of Websier-Baker. Action June 18.

® WIZR-AM-FM Johnstown, N.Y. (Siree1 Broadcast-
ing Corp.) Renewal Proceeding: (Docs.
78-353-54)— ALJ Lenore G. Ehrig continued all pro-
cedural dates to be resel aficr June 30. Action June 11.

2 Enumclaw and Bremerton, Wash. (Robert J. Rever-
man and Ke-Pen-Bro Corp.) AM Proceeding: (Docs.
79-82-83)—ALJ Reuben Lozner, by three separate ac-
tions, set certain procedural dates including hearing for
Aug. 14 a1 9 a.m., denied motion by Ki-Pen-Bro for
eniargemeni or clarification of issues. Actiort June 13.

FCC actions

a KKHI{AM) San Francisco—FCC has denied Com-
munity Coalition for Media Change reconsideration of
staff aclion denying its objection to renewal of licenses
for stalion. Coalition coniended that Broadcast
Bureau's action last July 10 had avoided question of
whether KKH1 had deliberately misclassified two white
males as American Indians in its annual reports. Ac-

tion June 7. ) '
# Miami—FCC has denied petition by The New Con-
linenial Broadcasiing Co. for review of Broadcast
Bureau's acceptance for filing of seven applications for

KRBC-TV Goes quris!

L Box 4290. Quincy. llinais 62301

KRBC-TV, Abilene, Texas
goes Harris with a
BT-25H2, 25kW, TV Transmitt_er

For complele information. write Harris Cor-
poration, Broadcasl Products Division. P.O.
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Professional Cards

fl

ATLANTIC RESEARCH CORP
Jansky & Bailey

Telecommunications Consulting
Member AFCCE
5390 Cherckee Avenue
Alexandria, Virginia 22314
{703) 354.3400

~ EDWARD F. LORENTZ
. & ASSOCIATES
Consulting Engineers
' 1334 G St., N.W., Suite 500
Mzame

Washington, D. C. 20005
Member AFCCE

A. D. Ring & Associotes
CONSULTING RADIO ENGINEERS
1771 N §t, NW. 296.2315
WASHINGTON, D. C. 20036
Member AFCCE

COHEN and DIPPELL, PC.

CONSULTING ENGINEERS
527 Munsey Bldg.
(202) 783.0111
Washington, D.C. 20004
Member AFCCE

CARL T JONES ASSOCS..
{Formerly Gautney & Jones)
CONSULTING ENGINEERS

2990 Telestar Ct.. Suite 405

(703) 5606800
Falls Church. Va. 22042
Member AFCCE

LOHNES & CULVER
Consulting Engineers
1156 15th St, N.W., Suite 606
Washington, D,C. 20005
(202) 296-2722

Member AFCCE

A. EARL CULLUM, JR.

CONSULTING ENGINEERS
INWOOD POST OFFICE
BOX 7004
DALLAS, TEXAS 75209

(214) 631-8360
Member AFCCE

SILLIMAN, MOFFET & KOWALSKI
Washington, D.C. Area
8701 Ga. Ave., Silver Spring, MD 20910
ROBERT M, SILLIMAN, P.E.
(301) 5895-8288
1925 N, Lyan St., Arlington, VA 22209
JOHN A. MOFFET. B.E.

(703) 841-0500
Member AFCCE

i

STEEL, ANDRUS
& ASSOCIATES
2029 K Street, N.W.
Washington, D.C. 20006
{301) B27-8725

{301) 384.5374
Member AFCCE

CONSULTING ENGINEERS .
. . Radio & Television
Box 68, International'Airport

San Francisco, California 94128
(415) 342-5208

Member AFCCE

"HAMMETT & EDISON, INC.

JOHN B. HEFFELFINGER

9233 Ward Parkway, Suite 285
816-444-7010
Kansas City, Missouri 64114

JULES COHEN
& ASSOCIATES

Suite 400

1730 M St, N.W., 659-3707
Washington. D.C. 20036

Member AFCCE

CARL E. SMITH
CONSULTING RADIO ENGINEERS
8200 Saowville Road
Cleveland, Ohie 44141
Phone: 216-526-4386
Member AFOCE

VIR. JAMES

CONSULTING RADIO ENGINEERS
Applicatisns and Field Engineering
Cemputerized Frequency Surveys

DENVER, COLORADO
-Member AFCCE

——

E. Harold Munn, Jr.,
& Associates, Inc.

Broadcast Engineenng Consultants
Box 220
Coldwater, Michigan 49036
Phone: 517=278-7339

ROSNER TELEVISION
SYSTEMS
CONSULTING & ENGINEERING

250 West 57th Street
New York, New York 10019
{212) 246.3967

JOHN H. MULLANEY
Consulfing Radic Engineers, inc.
9616 Pinkney Court
Potomac, Maryland 20854

301 - 299-3900
Member AFCCE

HATFIELD & DAWSON -
Consulting Engineers

Broadcast and Communications
+ 3525 Stone Way N.
Seattle, Washington 9:8103
: (206) 633-2886
Member AFCCE

[

MIDWEST ENGINEERING
ASSOCIATES

c::nlufﬂng Ensl‘nuu

6934 A N. University
Peoria, lllinois 61614
(309) 692:4233
Member AFCCE

MATTHEW ]. VLISSIDES, P.E.
STRUCTURAL CONSULTANT
TOWERS. ANTENNAS, STRUCTURES
Studies. Analysis. Design Modifications.
Inspertions. Supervision of Erection
7601 BURFORD DRIVE McLEAN.VA 22102
Tel (703} 256-9504
Member AFCCE

. 5

C.P.CROSSNO & ASSOCIATES
CONSULTING ENGINEERS
P. 0. BOX 18312
DALLAS, TEXAS

75218

Computer Aided, Design & Allocstion Studies
Field Engineering,

Agrial Radintion Messuraments

(214) 321-9140

RADIO ENGINEERING CO.
Box 4399 RR 1, Santa Ynez. CA 93460
CONSULTANTS
ALLOCATIONS INSTALLATIONS FIELD
ANTENNA & TYPE ACCEPTANCE MEASUREMENTS
NORWOOO J. PATTERSON
(805)688-2333
Serving Broaacasters over 35 years

JOHN FEX. BROWNE
& ASSOCIATES. INC.
CONSULTING ENGINEERS
1901 Pennsylvania Ave. NW
Washington, D.C. 20006
525 Woodward Avanue
Bioomfield Hiils, Mi 48013

Tel. 1313) 642-6226 (202) 293-2020
Member AFCCE

WILLIAM B. CARR
& ASSOCHAT|

LENN B, CALLISON
15745 Terrace Lawn Circle,
Dallas. Texas 76240, 214/233.6034
WiILLIAM B. CARR, PE.
1805 Hardgrove Lane,
Burleson, Texas 76028, 817/295-1181
MEMBER AFCCE

RALPH E. EVANS ASSOCS.

Consulting TeteCommunications
Enginears

AM-FM.TV.CATV-ITFS
216 N. Green Bay Rd.
THIENSYILLE, WISCONSIN 53092

Phone: (414) 242.6000
Member AFCCE

ODON'T BE A STRANGER

Ta Broadcasung's 157.000° Readers
DiSplay your Prolessional ot Service
Card here Il will be seen Dy lhe deci
S1On-making stalion cwners and man-
agers. chiel engingers and lechnicians.
apphcants tor AM, FM. TV and buyers of
broadgasting serwces

“1977 Readership Survey showing 4 4
readers per copy

confact
BROADCASTING MAGAZINE
1735 DeSales St. N.W.
Washington, D. C. 20036
for availabilitiea
Phone: (202) €38-1022

b I

Services

COMMERCIAL RADIO

MONITORING CO.
PRECISION FREQUENCY
MEASUREMENTS, AM-FM-TV .

Monitors Repaired & Certified.
103 S. Market St.
Lee’s Summit, Mo, 64063 ,
Phane (316) 524-3777 '

CAMBRIDGE CRYSTALS
PRECISION FREQUENCY
MEASURING SERVICE

SPECIALISTS FOR AM-FM-TV
445 Concord Ave.
Cambridge, Mass 02138
Phone (617) 876-2810

DOWNTOWN COPY CENTER
FCC Commerclal Contractor
AM-FM-TV & NRBA lists—tarifl
updates-search services-mailing
lists, C.B., Amateur, etc.
1114 218t St., N.W,,
Wash., D.C. 20037 202 452-1422




new AM station a1 Miami, mutually exclusive with its
own. New Conlinental claimed that it only had reason-
able assurance of WFAB sile because it has agreed to
purchase former licensee’s land and transmilting plant
and does not intend 1o make them available to any
other applicants in event that its application is not
.granted. Action June (2.

B Media. Pa.— FCC granted review of decision by its
Review Board awarding CP for new FM station on
100.3 mhz there 10 Greater Media Radio Company and
denying mutually exclusive applications of Alexander
S. Klein Jr. and Roberts Broadcasting Corp. In FCC's
view further proceedings will be necessary to deter-
mine whether Board was justified in awarding decisive
preference 1o Grealer Media because 5 percent of
Grealer Media's stock is owned by black woman who
would serve as full-time business manager of new sta-
tion. Action June 21.

Transiators

B Onancock. Va.—County of Accomack secks CP's
for new UHF translators on ch. 19, 25, 41, 44 and 60 to
rebroadcast indirectly WYAH-TV Portsmouth,
WHRO-TV Hampion-Norfolk, WAVY-TV
Portsmouth. WTAR-TV Norfolk. WVEC-TV
Hampion. all Virginia. respectively. Ann. June 21.

Allocations

B Pine Keys. Fla.—Broadcast Bureau has assigned
93.5 mhz there as its first FM assignment, in response
to petition by the Lower Keys Broadcasting Corp. Ac-
tion June 18.

Other

m WWLP(TV) Springfield, Mass. —Springfield Televi-
sion Corporation. licensee of siation has asked Federal
appellale court to teview FCC's April 27 action deny-
ing review of staff denial of WWLP's request for nel-
work and syndicated exclusivity protection in excess of
thal required by rules. Springfield filed its petition in
U.S. Court of Appeals for First Circuit {Boston). Ac-
tion June 21.

Cable

B The following cable operalors have filed service
registrations:

B Queen, Donovan E., for Lakeview Estates, Ohio
(OHO0658) new system.

m Warner Cable of Warrenburg, for Warrenburg, Mo.
(MO0024) add signal.

m UA-Columbia Cablevision, for Qakland and Wash-
inglon. both Jersey (NJ0034, 271) add signal.

B CPI of Louisville Inc., for Seneca Gardens, Ky..
{KY0380) new system.

8 Millers TV Cable Corp., for Waterford, Belpre.
Barlow and Vincent, all Ohio {OH0660. 81. 59. 61)
new system.

8 Leeds Cablevision Inc., for Leeds and S1. Clair. both
Alabama (AL0157-8) add signal.

@ Cable TV of Wilburton, for Wilburton, Okla.
{OK0021) new system.

8 Texas Community Antennas Inc., for Bentonville.
Ark. (AR00S4) add signal.

B Cable TV of Hartshorne, for Hartshorne and
Haileyville, both Oklahoma {OKO0015, 30) new sysiem
m Cumberland Television Inc., for Cumberland,
Hirarm and Blair, all Kentucky (KY0029, 30, 28) add
signal.

m Total TV Inc., for Dodgeville and Mineral Point,
both Wisconsin (W10188-9) new systems.

| Arizona Cable TV Inc., for Eloy, Ariz. {AZ0025)
add signal.

& Huntington TV Cable Corp., for Huntington,

Northport, and Huniinglon Bay, all New York
(NY0424, 652-3) add signal.

® Arizona Cable TV Inc., for Casa Grande. Ariz.
{AZ0047) add signal.

m Mid-Coast Cable Television Inc.. for Sweeny. Van
Vieck and Markham, all Texas (TX0536-8) new
system.

m Katy Cable Television Inc.., for Kaly., Tex.
{TX0539-41) new system.

m Rensselaer County Cablevision Corp., for Castleon
on Hudson. Valatie. Kinderhook, Kinderhook and
Schodack, all New York (NY0775, 777, 778, 779) new
sysiem.

® Hanover Cable TV Inc.. for Berwick. Pa. (PA1770)
add signal.

B Vision Cable Communications of Morehead City
Inc.. for Havelock, Craven, and Carteret, all North
Carolina (NC0204-5, 2) new systems.

B Omni-Midwest Communications Corp., for Sesser,
[1. (1L0300) new sysiem.

B Gulf Coast Cable Television Inc., for Houston
(TX0534) new system.

m Greer Associates, for Greer, S.C. (SC0034) new
system.

m Waterwood CATV Inc.,
{TX0542) new system.

B Watson, Robert G., for Forsyth. Ga. (GA0249) new
system.

B St. Francis Cable TV Co., for Si. Francis. Kan.
(K50109) add signal.

B Bayshore CATV Inc., for Accomac, Onley, Melfa.
Keller, Parksley, Bloxom. Accomack and
Wachapreague, all Virginia (VA0009, 12, 102, 132,
013. 131. 010, (87) add signal.

m MBS Cable TV Inc., for Paris, Minerva, Sebring,
Beloit, Butler, Goshen, Knox and Smith, all Ohio
(OHO564. 168, 276, 393, 561, 562, 560, 558) add sig-
nals.

m Pioneer Valley Cablevision Inc.. for Shelburne and
Buckland. both Massachusetts (MA0030, 70) add sig-
nal.

® Wm Penn Cable Co., for Deimont, Export and Mur-
rysville, all Pennsylvania (PA1436-7. 5§13) add signal.
m Bisbee CATV, for Bisbee and Cochise. both Arizona
(AZ0002, 43) add signal.

m Central Valley Cablevision Inc., for Mayville and
Portland, both North Dakota (ND0057-8) new system.
® Clayton County Cable Communications Inc.. for
Clayton, Ga. (GAOQ143) add signal.

& Holion Cable Inc., for Holton, Kan. (KS0192) new
syslem.

8 Tower Cable Inc., for Licking, Ohic (OH0655) new
system.

a Tower Cable Inc., for Granville, Ohio (OH0656)
new system.

B Tennessee Cablevision Inc., for Oak Ridge, Tenn.
(TN0045) add signal.

m Davis Cablevision, for Smethport, Pa. {PA1707)
add signal.

m Teliron Cable TV, for Plover, Wis. (WI0186-7) new
syslem.

for waterwood. Tex.

B Broward Communications Corp.. for Broward, Fla.
(FL0457) new system.

® Warner Cable of Massachusetts, for Chelsea and
Melrose, both Massachusetts (MA0064, 97) add sig-
nal.

B Mountain Brook Cablevision Inc., for Mountain
Brook, Ala. (ALOO86) add signal.

B UA-Columbia Cablevision of Westchester Inc., for
Bronxville, Easichesier, New Rochelle, Scarsdale and
Tuckahoe. all New York (NY0750. 39, 700-1. 43) add
signal.

® UA-Columbia Cablevision, for Bloomingdale,
Bogota, Butler, Cedar Grove, Clifton, Garfield, Glen
Rock, Hackensack, Haledon, Hasbrouck Heights,

‘Hawthorne, Kinnelon, Lincoln Park, Little Falls.

Maywood, North Caldwell. North Haledon, Nulley,
Paramus. Pequannock, Pompton Lakes, Ramsey,
Ridgewood, Ringwood, River Edge, Riverdale,
Rochelle Park, Saddlebrook, South Hackensack.
Teaneck, Totowa, Wanaque, Wayne, Wesl Paterson,
Westwood, Wood Ridge, Prospect Park, Elmwood Park
and Lodi, all New Jersey (NJ0O77, 201, 033, 176. 219,
245, 227. 228, 318, 331, 196, 171, 185, 183, 244, 181,
218, 224, 226, 191, 035, 313, 195, 176, 264, 184, 315,
265, 276, 204, 197, 075, 036, 180, 266. 326, 333,
341-2) add signal.

m Teleprompter of Virginia Inc., for Grundy and Deel,
both Virginia (VA0056. 94) add signal.

m Clearview Cable TV, for Valdosta, Lowndes and
Remerton, all Georgia (GA0011, 210, 193) add signal.
m Teleprompter of Virginia Inc., for Deskins, Vansant
and Buchanan, all Virginia (VA0095, 3, 209) add sig-
nal.

m Crossville Cable TV Inc., for Crossville, Tenn.
(TNO116) add signal.

8 Clintion TV Cable Co., for Clinton and Loudon,
both Tennessee (TNO116, 092) add signal.

B Birmingham Cable Communications Inc.. for Bir-
mingham, Ala. (AL0125) add signal.

m Community Cablevision Inc., for Woodsiock, Il
{IL0288) add signal,

m American Cablevision, for Cushing. Okla.
(OKO0175) new system.

m Cablevision Company Inc., for Fultondale, Garden-
dale and Jefferson, all Alabama {AL0180-2) new
system.

m Tand T Cable Corp., for Watonga, Okla. {OK0174)
new system.

® Logan Cablevision Co., for Snow Shoe and Snow
Shoe, both Pennsylvania {(PA1751-2) new sysiem.

m Vision Cable Communications of Morehead City
Inc., for Beaufort, Atlantic Beach, Pine Knoll Shores,
Emerald Isle, Swansboro, Cape Carteret and Newport,
all North Carolina (NC0196-9, 203, 200, 201) new
sysiem.

® Winhill Corp.. for Shoshoni, Wyo. {WY0093) new
system.

m Oliver Springs Cablevision Inc., for Oliver Spring,
Tenn. (TNO157, 1062) new system and add signal.

m Claxton Cablevision Inc., for Anderson. Tenn.
{TNO156) new system.

Cosmos Broadcasting Goes Harris!

~

For complete information, write Harrls Cor-
poration, Broadcast Products Division, PO,
Box 4290. Quincy, lilinols 62301

WIS-TV, Columbia, South Carolina
goes Harris with a
BTD-50H2, Dual 50kW, TV Transmitter
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Classified Advertising

See last page of Classitied Section for rates,
closing dates, box numbers and other details.

RADIO

HELP WANTED MANAGEMENT

Manager Wanted: M.O.R. AM with power increase
pending, separately programed FM needs manager
strong on sales, collections and promotions. Send
Resume to: Ben Ferguson, wWJIC PO Box 132, Salem,
NJ 08078.

General Manager, southeast, medium market top 40
greup owned FM [eader. If you are experienced G.M.
with great sales track record, send resume and how
you did it to Bob Manning. Beasley Broadcast Group,
Box 1355, Goldsboro, NC 27530.

Expansion at 2 prime giowth market AM's Creates
openings for sales/management personnel. Appli-
cants must exhibit proven ability to handle top local
account list plus ability to create top-flight sales pro-
motions. Markets: WLAR, Athens, Tennessee and
WGNS, Murfreesboro, Tennessee. Apply with resume
and success stories to: James Broaddps. Music
Square Services Corp. 200 4th Avenue, North,
Nashville, TN 37219, No telephoneg interviews please.

Sales Manager—KLYD AM/FM in Bakersfield,
California is in need of a sales manager that is not
afraid of hard work. Must be able to handle {4) person
sales staff plus his own list. Reply in writing with
references & track record in first letter Jim Treanor,
KLYD AM/FM, 824 Truxton Ave., Bakersfield, CA
93301 —-EOE.

The Rapid Expansion of our group has opened a
number of positions and we are looking for general
management personnel—a dedicated hard worker
with radio background that can motivate a sales man-
ager and sales staff to reach attainable goals and
operate within a budget. Are you Ihe person we need?
EOE. Reply in confidence with resume and salary
history in first reply o Box F-156.

Station Manager: for 50,000 watt public Radio sta-
tion; coordinates actlivities of seven full-time and
t0-15 part-time staff. BA in Broadcasting required, MA
preferred; minimum one lo three years management
experience and thorough knowledge of FCC regula-
tions. Public Radio philosophy. organization and goals
essential. Position available July 1, 1979. Salary de-
pendent upon education and experience. Submit
resumes 1o Office of Personnel Services, Eastern Ken-
tucky University, Richmond. KY 40475. EKU is an
affirmative action/equal opportunity employer.

Sales Manager with good sales and administrative
record for small daytimer in above average growing
community near metro midwest. Take active accounts.
Details to WINU, Box 303, Highland, IL. §2249.

Assistant Manager needed for successful small-
market FM. You can lop 20K if you use problem-solv-
ing to sefl and can motivate others to do the same.
Paper-pushers need not apply. Doug Mcluen, WVTL,
Box 570. Monticelio, IN 47960. 219—583-4666.

Wanted: Radio station general manager AM-FM
combination in ideal coastal Carolina town. Sales,
marketing and managerial skills required. Excellient
opporlunity in expanding market area. Send resume
to: South Carolina Broadcasters Association, College
of Journalism. University of South Carolina, Columbia,
SC 29208 -

Manager —For Mid-West major market FM with AOR
format. Programming/Sales background very desir-
able. Great compensation package for right person.
Please send complete resume, including references
by July 6 to Shamrock Development Corp., 149 Penn
Avenue, Scranton, PA 18501 E.O.E.

Religlous Group owner needs manager Must be
leader and experienced salesperson. Company over
20 years in broadcasting. Excellent benefits and earn-
ing potential Retirement program. Would you like o
join us in ministry and lead one of our stations to prof-
itability? Send complete resume and references im-
mediately to Box G-38.

Midwestern Broadcasting is expanding into the
northeastern region. We need experienced salespeo-
ple. a sales manager. and general manager EEO-
Affirmative Action. Call Lew Dickey WOHO/WXEZ,
Toledo 419—255-1470.

WXEZ {Z-105) Toiedo needs a top salesperson.
Take your 4-5 years sales experience ...couple it with
your abilities as a leader and give some direction and
growth to the sister FM of WOHO, EEO-Alfirmative Ac-
tion. Call J. Richard Lamb, General Manager 419—
255-1470.

HELP WANTED SALES

Salespeople wanted for new Northem California
Coastal 5000 watt MOR AM. Air Aug/Sept. Broad
based broadcast company. Write Robin Lawson C/O
California-Oregon Broadcasters. Box 5M, Medford. OR
97501.E.OE.

Look no turther for the perfect situation. If we think
you're as good as you think you are you've found a
home. A growing group with new acquisitions has
avails for sales people with management potential.
Are you the right person? Send resume and cOmmis-
sion history in first reply to Mr. Young, 2325 East Grant
Road. Tucson AZ B85719. EOE.

Sales Manager. AM FM stereo operation, with
50.000 watt CP for stereo, this Fail. Central California.
Resume. sales, salary requested, before July 1st. Box
F-136.

Sales Manager West Coast—Must be aggressive.
$25.,000 first year. Send resume only if you are ready to
start immediately. Box £-190.

Floride. West Palm Beach "small market" AM/FM
needs sharp people with minimum one year experi-
ence and copy ability. Aggressive new owners will pay
for results. Contact Ron Winblad at WVSI/WCE2,
Jupiter. FIL 33458, 305—746-5191. E.EQ.

Sales Manager, California 100,000 + Market. Must
know Jennings of Welsh training and be able to imple-
ment it with sales staff. Send complete resume to Box
F-189.

South Florida. At least 3 years fulllime radio Sales
experience in smali-medium markets {our metro 200.-
000). Substantial base ptus commission. All replys in
strictest contidence. EOE. Send complete resume to
Box F-210.

Naples, Florida, number one contemporary music
station needs an experienced radio salesperson. You
must possess a proven sales track record, have an
outgoing personality, and' the desire to work diligently
for high income. Position can lead to becoming Sales
Manager. Send resume to General Manager, WRGI,
950 Manatee Road. 33942 EOE.

Aggressive Sales Manager to expand department.
Adult MOR station with large, loyal listenership needs
the right person to generate sales volume and build
staff. Unlimited income opportunity at this Hudson
Valley station. Send resume to WWLE, Box 484, Corn-
wall-on-Hudson, NY 12520.

If you know production and would enjoy working a
good account list, this TM. stereo rocker on the GA.-
Fla. line in a retail market of 150,000 could be your
place in the sun. Sal. + Comm. rush tape and resume
t0: PO Box 1327. Valdosta. GA 31601,

Growth station needs aggressive sales person pref-
erably RAB training. 2 years minimum experience. We
have an account list that should be producing you 2
and better first yea. Al fringe benefits. Can lead to
sales managemen! located in Southeast. This ad will
appear once. IU's your opportunily call 703—
466-9511 and mait resume PO Box 706, Bristol VA
24201. Need by August 1. Equal opportunity employer.

Anncr/Sales. Light announcing. Protected territory.
Applicant should have some radio Sales experience.
Contact Ed Marzoa, WIWL, Georgetown, DE 19947

HELP WANTED ANNOUNCERS

Can you think, create and deliver? Will start right
person at $200/week or ?, we are an MOR-Pop C/W,
small market. Wil time station, with good reputation
sound equipment. i you want to relocate. lets talk. Call
Butch Luth, KIML, Gillette, WY 1 —307—682-4747.
EQE.

If you've got the tubes and the talk we've got the
town. A going group with new acquisitions is looking
for talented bright announcers. We will have it all. Sign
on, Mid-Day, PM drive, The localien that's the best part,
all in the western United States. Interested send tape
resume and salary history to Mr Young, 2325 East
Grant Road. Tucson. AZ 85719. EOE.

Religious Format, 100KW. needs announcer, sales
person, or announcer-sales combo. Contact KTOF-FM,
1957 Blairs Ferry Rd. N.E.. Cedar Rapids. IA 52402,

FCC First Class Announcer for production and
newscast in automated evening shift. Opportunity for
growlh and wide experience in medium market, group
operation. Send tape and experience history to WPVL,
Painesville, OH 44077. An Equal Opportunity
Employer.

Need experienced combo announcer/technician
with 1st class or lesser grade license. Permanent
position. Pat Finnegan, WLBC, Muncie, IN 317—
288-4403 EOE. o

WHUT Anderson needs a creative communicator for
afterncon drive. We're an Adult/Contemporary station
in Indiana's 7th largest city EOE. Send tape and
resume to Mike Kase, WHUT, Box 151, Anderson, IN
46015,

Experi d A with some news interest.
Tape and resume to Tom Pike, KWHK, Hutchinson, KS
87501,

Mid-day country jock needed on Western Ken-
tucky's tavorite country music station. Must be friendly,
natural sounding person-lo-person communicator
Send tape and resume immediately to: Danny Koeber,
WFMW, Box 338. Madisonville, KY 42431 EO.E. MiF

Experienced Announcer wanted for big band for-
matted station. Send tapes and resumes to Jim Davis,
WMAS. 101 West St., Springfield, MA 01104, EQ.E.

Eastern station needs experienced announcer
Handle air shitt and become music director. Small
market fulltime AM. You must believe in MOR/Good
Music. not charts. Excellent pay and benefits. An
affirmative action/EOE. Box F-163.

Morning drive personality. Adult Contemporary/
MOR. Opportunity to build long term position in Great
Lakes capitol city. Your creativity and individuality are
important to us! EQE. For details, write Box F-188.

Announcer/MD, with good production skills for well
respected Central Virginia Modern Country music sta-
tion. Some sales a possibility EOE. Send tape, resume,
salary requirements to H.H., 2245 lvy Road, Charlot-
tesville, VA 22901.

Talonted personality/production pro wanted for
South Florida MOR AM/automated FM. 3 years experi-
ence minimum. EOE. Send resume, salary require-
ments to Box F-197.

Late night personality for No. 1 Rocker in Western
Mass. 10PM - 2AM. 1 to 1 communicator. Solid news
read a must. Experienced only. Tape, resume, salary to
Doug Hawkes, PD, WHYN AM 56, Box 3633,
Springfield, MA 01101. No phone calls.

Country morning personality wanted —If you're
looking to settle with a fast growing station in a fast
Qrowing company let us know. Send tapes to WHUM,
PO Box 1657. Reading. PA 19603. Calls to Teddy G
215—376-3987 EOE MIE

Announcer for religious music format. Opening
immediate. will consider beginners. Tape and resume
to Dick Teubner. WVLJ, Monticello, IL 61856.

Broadcasting Jul 2 1979



HELP WANTED ANNOUNCERS
CONTINUED

Solid alr person lor contemporary MOR station in
New York Metropolitan area. Good production skills a
must. Send resume to Box G-31.

Seattle Afternoon Drive open now at KAYC (we're
ou!l 1o be No. 1) Requirements: 5 years experience,
creativity, relatable one-to-one personality, local in-
volvement and willingness to take direction. Excellent
opportunity Salary negotiable. 206 —623-2480. Kris
Carpenter PD, 2939 4th Ave. So., Seattle, 98134,

Experienced Beautiful Music Announcers
needed. Tapes and resumes to PO Box 25924, Albu-
querque, NM 87125,

Major league team accepting resumes for play-by-
play announcer and color commentator. Send to: Box
G-16

Air personality with production talent needed for
immediate opening. Send tape and resume to Joe
London, WMOH, 220 High Street. Hamilton, OH
45011, EOE. MIF

Top 40 Air Personality for top rated station in North-
east. Must be experienced. EEQ. Mail detailed resume
with your salary requirements and references 10 Box
G-35.

Full-time we are looking for three announcers to staff
new 10kw daytimer Must possess excellent produc-
tion skills, tight board and very smooth, up-tempo air
manner. Excellent opportunity, beautiful surroundings,
progressive, young managemenlt. Tape, resume 1o
WPOE. Box 823, Greenfield, MA 01301. E.O.E.

Adult MOR Announcer for number one station in
Noriheast market. Experienced applicants only. EEO.
Mail complete resume to Box G-36.

HELP WANTED TECHNICAL

WDEF, one of the Southeast's leading radio sta-
tions, is looking lor a chief engineer. Must have experi-
ence with Directional AM. and Stereo FM. Send
resume, {include salary history for past three years), 1o
Mike Solan, WDEF Radio, 3300 Broad Street, Chat-
tanooga. TN 37408. EOE.

Chief Engineer for AM, directional night time only.
Studio maintenance. Excellent opportunity for
engineer ready 1o move up to directional operation.
Good salary in Midwest. Call RWG 712—239-2100.
EEO.

Ex. opportunity, ass't. chief engineer. South, city
100,000, excellent equipment, must be leadet, Strong
maintenance, hire, schedule, evaluate engineers, com-
plete resume. Box F-105.

Qualified engineer/chief needed for upper mid-
west AM/FM combo. Large radio group in medium size
community If you know RADIO we would like to know
you. Resumeireplies in strictast confidence. Send to
Box F-181.

Experienced maintenance engineer for southern
New England resort AM/FM. Send resume. Box F-172.

Assistant Chief Engineer needed by one of North-
ern California's top FM stereo stations. Send detailed
resume and salary requirements to Gordon Zlot, KZST,
Box 2755, Santa Rosa. CA 95405, Equal Opportunity
Employer. MIF

AM/FM station in Pa. nceds assistant Chief
Engineer with first class license. Bright beginner
welcome. Write to Box G-6.

Chief Engineer or assistant ready to move up, hav-
ing a background in AM directional systems, FM and
automation, along with experise in maintenance and
FCC regulations. Top rated contemporary in sunny
southwest Florida offers you a great position and
fulure. EQE. Resume to Box G-33.

Chief Engineer for Pacific.Northwest AM/FM, part of
12 stalion group. Strong studio and directiona! knowl-
edge a must. Resumes 10: Rod Louden, KALE/KIOK-
FM, PO Box K. Tri-Cities, WA 99302, 509—-586-2151.

Help Wanted: Chlef Engineer needed for 5,000
watt AM/FM combo. Automation experience helpful.
Send salary requirements and resume to: Bill Stallard,
Box 317 Plentywood, MT 59254,

Chlef Engineer needed for number one FM station in
medium sized midwestern markel. Beautiful City, great
opportunity EQE. Resume to Box G-48.

Immediate opening lor chief engineer at 1,000 watt,
4 tower directional, religious station in Ohio. Call Lee
Mick at 1—419—874-7956. E.O.E. M/E

Conscientious Chief Engineer for New York State
AM fulitimer. Send full details to: Box G-29.

Chief Engineer for Midwest Family group station
in Michigan. Experienced with automation, state of the
art audio processing & class installation work. All new
equipment to be instalied for AM-FM station in grow-
ing market. Send resume to, Chris J. Cain, Engineering
Supervisor, Midwest Family, Box 2058, Madison. Wl
53701.

Growing brosdcast corporation in need of experi-
enced engineer for assistant chief in Florida. Salary
commensurate with ability. Box F-23.

Montgomery, Alabama... WLSQ-WREZ Radio
needs chief engineer immediately—starting salary
$15.000 Call Gene Moorhead collect 205—
832-4295

HELP WANTED NEWS

i have an immediate opening for News Director.
This small-market position offers an oulstanding radio
station, excellent lacilities, an award-winning news
operation and a fine community in which to live. if you
have experience, and are interested, please call me
now! 616 —842-8110. EQE.

Skilled Journalist needed for immediate News
opening. A/C North Central PA AM looking lor ag-
gressive self-starter. Creative writing, voice and read-
ing ability a must. News happens at all hours, need in-
dividual commilted to work under those conditions.
Award-winning facilities, good pay and benefits.
Resume (including salary) and tape to Ken Sawyer,
WWPA_ Box 2168 Williamsport, PA (EQE)

Twin Falls, Idaho —Maodern Country—NBC Affiliate
has opening for a dedicated News “Pro” who knows
how to dig for local news. Beautiful Rocky Mountain
city with excellent climate 90 miles from Sun Valley.
Tape and resume to David Bromwin, KTLC, Box 65,
Twin Falls. ID 83301 208—733-3381. EOE/MF.

WFLB has immediate opening for news anchor/re-
porter. Medium markel near the beach. Great place to
work and grow. Must be aggressive, street-wise. Call
Doug Fellows $19—2323-0925 BAM-12 Noon.
Females encouraged. EOE M/F

Immediate opening for ND. Small market, Georgia.
News experience necessary Tape to Box 832,
Milledgeville, 31061. 912—452-7291.

AM-FM in medium market seeking news announcer.
Send 1apes and resumes to Jim Davis, WMAS, 101
West Street, Springfield, MA 01104, EQ.E.

Everyone says we have a good operation, and we
won't argue. Opening is our number two news-person
slot. Fast-growing major energy development area.
Need willingness to work, mature outlook, deal well
with people. news experience or journalism education,
preler Midwest or Mountain West background. 200
week, negotiable based on ability. EOE. Contact David
King. News director. Call 307 —682-4747 first, then
send tape. resume with references. KIML, Box 1009,
Gillette, WY 827186.

WHBQ/Memphis needs morning news anchor. Mini-
mum 5 years experience; some conlemporary formal
news experience. Send tape and resume to News
Director. WHBQ Radio. 483 S. Highland, Memphis, TN
38111. Equal Opportunity Employer. MIFIH/VET.

Fast paced, good voice for top station in Western
New England market. Rush tape and resume with sal-
ary requirements to Ron Russell, Assistant News
Director. WHYN. 1300 Liberty Street, Springfield. MA
01101 No phone calls or walk-ins. EOE.

WHBQ/Memphis needs a News Writer/Reporter
who can fill in at anchor position. Must be a good writ-
er who likes to cover the streets and get story on the
air. Send lape & resume lo News Director, WHBQ
Radio. 483 South Highland. Memphis, TN 38111.
Equat Opportunity Employer. MIFIHIVET.

WHBOQ/Memphis needs afternoon driva nNews
anchor. Writing, production and interviewing experi-
enc required, some contemporary format news experi-
ence. Send tape and resume to News Directol, WHBQ
Radio. 483 S. Highiand, Memphis, TN 38111 Equal
Opportunity Employer MIFIH/Vet.

We nesd a news director with good writing skills,
experienced teporter, good delivery for 5 KW AM.
Daytimer. New York Metropolitan area. Send resume to
Box G-31.

News Director needed immediately for top rated
contemporary FM and MOR AM in beautiful southwest
Florida. Experienced. professional news voice, ex-
cellent writing skills, and desire to hustle are reéquire-
ments. EQOE Resume and salary requirements to Box
G-32.

News Director: Collect, write, and anchor morm-
ing news. Excellent radio market and working condi-
tions. Top pay. extra bucks for sports play-by-play
ability Great opportunity. Send 1ape and resume lo
Wayne Hiller KQWB, Box 2983, Fargo, ND 58108.

San Luls Obispo, California ... News, PBR Highly
respected MOR with excellent news and sports profile
has opportunity for the total "Pro". Must be
heavyweight on local news with exciting PBP style for
college football and basketball. Tape & resume. Dan
Clarkson. Box 787, San Luis Obispo, CA 93401. EOE/
MF

Can you taik to people and not just read at them?
Can vou find news when Ihere is no lire, flood ot earth-
quake? — no speech, committee hearing or news con-
ference? Can you write without cliches? Can you
translate jargon. bureaucratese and wire service into
English? Quickly and accurately? Have you mastered
a compelling. high-energy reading without scréam-
ing? Do you have a sense of humor? Can you develop
features that people listen to and talk about? Do you
know what people 25-34 think? —how they live? —
what they worry about? —what they enjoy? Are you
ready lor a lop-five market and $30,000-plus? If you
are reatly ready, send anaircheck, resume and some of
your best features to Gil Haar, KYUU, 1700 Montgom-
ery, San Francisco 94 111. Do not phone. An equal op-
portunityraffirmative action empioyer.

WEMU Staff Announcer/Morning Show —Eastemn
Michigan University— Duties: host and assist in the
production of a tocal Information Morning Show on
WEMU. Will assume role of “Morning Drive Time" host;
will assist News, Public Affairs and Production
Departments in the production of News, Public Affairs
and Art leatures to be programmed into a 6 am. to 8
am. Information Show: may serve as producer for
marning show and may also host daily interview pro-
gram. Requires FCC Third Class Permil, good inter-
view techniques. and professional delivery which ap-
peals to the taste of a sophisticated urban/suburban
audience. One to three years on-the-air News and
Public Atfairs experience is required. Send resume
and audition tape (mono half or full track 7% or 3 3/4
IPS} or cassette of not more than 10" minutes with a
sample of “on-the-air” style for News and Information
type show. Applicalion deadline July 9, 1979. Employ-
ment to start as soon after August 1, 1979 as possible.
(Starting salary 513,847). To apply Contac!: Eastern
Michigan University, Personnel Office. 112 Welch Hall,
Ypsilanti, Ml 48197. 313— 487-3430. Affimalive Ac-
li:?tnlsqual Opportunity Employer and Educational In-
stitution.

HELP WANTED PROGRAMING,
PRODUCTION, OTHERS

Program Director, Creative Announcers, and an
Announcer/Engineer combo wanted for new 5000
watt MOR AM. Northern California Coast. Air date Aug/
Sept. Top equipment. competitive pay strong diver-
sified broadcast company. Tapes and resumes to
Robin Lawson CiO California-Oregon Broadcasters.
Box 5M, Mediord. OR 97501. E.O.E.

Program Director, top 60 market in search of heck
of a good Radio Programmer. will also do afternoon
show. Excellent knowledge FCC rules, paperwork!
More than excellent production skills, knowledge. No.
1 ratings a must! Our facility is and has been one of
the top facilities in city. Must direct, supervise, moti-
vate staff! We are Btack Contemporary! $15,000 + top
benefits, profit sharing, letter resume. Box F-92.

Talent search —looking for bright, energetic morning
or radio talk show person who has always wanted to
be TV talent. EQE. MIF Send resume, and salary re-
quirements to Box F-153.
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HELP WANTED PROGRAMING
PRODUCTION, OTHERS CONTINUED

Program Director — After many job ads, we are stili
looking for the right person. The Program Directorship
at WBHP offers an excellent salary for the PD with
strong administrative skifls. ability tc manage and
motivate a creative stalf, and good competitive skills.
Serious prospect should invesligate. Send tape &
resume to Buster Pollard, WBHP Radio, PO Box 547,
Huntsville, AL 35804, "Alabama Has It All”

A growing Group is looking for a person Friday with
a strong broadcast background a take charge person
to oversee operalions {rom bookkeeping to tralfic to
production to typing. We need you. Reply with resume
and financial history to Mr. Young. 2325 East Grant
Road, Tucson AZ 85719. EOE.

Production Olrector. Immediate opening for
qualified applicant. Station is in College Town in
Southwestern Virginia. Format Modern Country Equal
Opportunity Employer. Box F-170.

If you know production and would enjoy working a
good account list, this TM. Stereo rocker on the GA-
FLA. line in a retail market of 150,000 couid be your
place in the sun. Sal + Comm. Rush tape and resume
to: PO Box 1327, Valdosta, GA 31601,

Several experienced programing people are
needed for one of the leading broadcast groups in the
midwest. Robert Ingstad Group is taking applications
for several markets. This company cifers good facil-
ities, modern equipment. a belief in quality program-
ing and a chance to grow with a staff of professionals.
Send tape. resume and salary requirements to General
Manager. KGFX, Box 1197, Pierre, SD 57501 E.Q.E.

In West or Southwest Working Manager. Sales

Leader. Run a "Tight Ship" with pleasant atmosphere.

27 years successful Radio Management. Small to

gezdium Market preferred, $20.000 plus benefits. Box
-24,

Success oriented team: seeks challenge in med. or
sm. market radio. He offers 11 yrs. BC. exp. first
phone and mgmnt. exp. She: sm. cf¢. mgmt. 14 yis and
PR and sales. Call Dan or Tanya for resumes 402 —
896-1057.

18 years experience in radio: 6 years GM in top 25
market, 2 years GSM in medium market, 8 years as
leading salesman in top 25. Excellent track record.
Resume on request. Willing to relocate. Sunbelt
preferred. Call 1 —414-782-6102 or 782-5099.

SITUATIONS WANTED SALES

Salesman, long on experience, wishes good ac-
tive list with growth polential and advancement
possibilities. Write Box G-37.

SITUATIONS WANTED
ANNOUNCERS

Female Announcer. 23 ambitious with charisma.
Hard worker. Will relocate. 8831 South Wood, Chicago
IL 60620. 779-8778. Marzine Richardson.

Three year professional seeks air position with a
guality contemporary outlet preferably in North
Carolina. but anywhere in the East will be fine. Box
F-95.

Experienced DJ, tight board, good news, commer-
cials and production, will go anywhere. now. Box
F-118.

Public Atfairs Director/Production Supervisor
for Local public radio station to direct/supervise one
full-time professional assistant and students in the
production of local informational/public affairs pro-
grams. Applicants must have bachelors degree, at
least one year radio experience, commitment to public
radio. Competitive salary with excellent benefits. Send
letteritape {postmarked na later than July 10, 1979) 1o
Ben Paxton. Manager. WGLT, lllinois State University,
Normal, IL 61761. ISU is an EEOQ/Affirmative Action
Employer.

Radio Operations Assistant, WEKU-FM. Responsi-
ble for audio engineering, student training and occas-
sional on-air work. BA. in broadcasting or equivalent,
3rd class FCC license and familiarity with classical
and jazz music required. Salary dependentupon expe-
rience and education. Contact Personnet Office,
Eastern Kentucky University. Eastern Kentucky Univer-
sity is an Equal Opportunity/Affirmative Action
Employer.

Operations Coordinator: Responsibilities include
traffic, record library, on-air and production, Require-
ments include BA or comparable, FCC restricted,
good announcing and production skills, broadcasting
experience and affinity with fine arts formal. Send
resumes t0: WGGL-FM. Michigan Technological Uni-
versity. Houghton, M1 49931. Michigan Technolagical
University is an Equal Opportunity Educational Institu-
tion/Equal Opportunity Employer.

SITUATIONS WANTED
MANAGEMENT

Business Manager, aggressive executive with loads
of initiative wants to advance. Responsible for bud-
gets, financials, cash flow, contracts, management
planning and controls. Prefer Northeast but willing to
relocate. Box F-32.

General Manager with total hands on experience,
administration. sales, programming, promotions,
license, plus other broadcast oriented profit centers.
Exceptional twenty year results record of profit and
progress. Station sale allows family desired relocation.
Seeking company who needs now a strong proven
general manager. Box F-121.

. A Programmer can be an excellent General Man-
ager Especially with 14 years experience in all as-
pects of station operation including Sales. Top creden-
tials. Box F-138.

Broadcasting School grad. 3d DJ. good voice,
tight board, some production, interested. Doni Reed,
558 W. Adline 35, Chicago IL 312—477-9105.

Wanted: weekends/summers/vacation-relief DJ
work. Northeast preferred. Third-endorsed, experi-
anced, Master's, 26, schoolteacher, tight board. Jack.
54 14-18th Avenue. Brookly, NY 11204,

Dis¢ Jockey-Newscaster background in selling.
Experienced. dependable. Runs a tight board. Ag-
gressive and versalile. Looking for the N.Y.
metropolitan area. The Music Man, PO. Box 128, Eim-
wood Park, NJ 07407 201—791-8349.

Need someone who is creative. hard working, and
reliable. I'm third endorsed and will relocate anywhere
immediately Tape and resume available upon request.
Call or write, Jim Mulvaney 312—388-3040, 12832
May, Chicago. IL 60643.

Looking for First Break in radio in northeast. Blind,
will work one week withoul compensation to prove
ability. 4 years college radio, 3rd, tight board. great
production. editing. mixing, stable. brains, guts, and
chutzpah. Tape and resume on request, David 201 —
777-0749.

First Job wanted. Broadcast trained. Third ticket.
Phone weekdays 716 —834-4459,

Recent graduate of Communications School
(AAS. degree) is seeking employment with a station
desiring personnel for a beautiful music or big-band
format. Applicant prefers cool-weather climate. Con-
tact Cory Nightengale, 52 Hillsboro Rd. Mattapan, MA
02126.617—298-5564.

Classical Music DJ playing the top 200 of past 400
years. Crealive production. unique programming.
gruce Thomson, 1508 Vallejo Drive, San Jose, CA
5130,

Are you looking —for a good voice, talent and great
potential? I'm 100king for a place to learn and grow, in
AOR—MOR personality, prefes N.E., will consider all.
Dan Sanders. 50 Cedar Lane Way, No. 4, Boston, MA
02108. 617 —-523-4012.

Aduit Contemporary Communicator with major
market track record looking for new major market gig.

. impressive credentials. outstanding creativity,
award winning production and super pipes. Family
desires relocation. Call Pat Rodgers ... 703—
466-9511 or 703—466-8150.

Air Personality 22, dedicated hard worker, 3rd
phone. Dependable and creative will relocate im-
mediately. Work any format, resume and audition tape
available. Call or write. 312—524-9605, 1406 No.
Austin, Oak Park, IL §0302. Michael Ellis.

Female D.J.. 21, 3rd ambilious, dependable, dis-
iciplined. Resume and audition tape available. Call or
write: Ladwyna Thomas. 312—285-7257. 4332 So.
Michigan Chicago. IL 60653.

Sportscaster. 16 years broadcasting experience.
Radio and television sportscasting: ready for your
market. PBP all sports. Box G-11.

Talk Show Host; Broadcast veteran-12 years com-
mercial 15 years international radio: top interviewer &
dialogue programmer residing in Florida. Would con-
sider anchorman TV. Call 813—484-6530 or write B.
Parsons, 1585 Tarpon Center Rd. Venice, FL 33595,
Unit 33.

Vearsatile Broadcast School Grad, 1st phone,
NCAA hockey and baseball PBP experience. Knowl-
edge of news, jocking. production. Dave Hinckley, 512
Corrinthia, Elk Grove, IL 60007. 312—437-0357.

Medium Market P/A PD., Also PBP 11 years experi-
ence, 1st ticket, married & stable. Availabie now. Mid-
Atiantic region preferred, but all offers over $14,000
considered. Call Frank at 30t —862-1277.

Canade’s “Phll Donahue’ of radio talk desires per-
manent relocation in US. He's turned around major
station's ad sales and ratings. Businessman-lawyer-
journalist background guarantees fascinating shows
with well known guests. N.Y agents and radio pros say
he's "warm, wilty, intelligent; ready for U.S. major mar-
kets. 212—673-6043 or Box G-45.

Experienced pro-1st ticket, prefer OM/PDIMD slot
in small or medium market. Call 7 14 —722-5540,

8 year Pro, 1st Phone, Exp. PD.- C&W and Pop Adult.
Like to grow roots in large good paying market. Pres-
ently in Dallas. Call Harry Dierks 214 —245-3194,

SITUATIONS WANTED TECHNICAL

Chief, Director of Engineering, consultant? Chiet
engineer of large Operation in Eastern major market
seeks opportunity in West. Management, technical
background. Reasonable salary requirements. Box
F-69.

First Phone needs a ¢hance. Willing to learn. Full or
part time. Some experience. Resume available. Box

F-88.

SITUATIONS WANTED
NEWS

Sports Director, 7 years play-by-play. award winning
commentaries. 29. BAA Journalism. Seeks larger mar-
ket. 906 —774-3987.

Driving, take-charge news director now recognized
as the leader in a West Coast medium market seeks
career advancement. If you'll do what it takes to be
number one, let’s talk. Box F-94.

Female Sports Director. Available fall 79. Seeking
position on medium/major market sports staff, 4 year
pro. Good taik/PBP 3rd endorsed. Degree. Box F-177.

Sportscaster-PBR Experienced, 6 years, educated
(M.S. Communications), award winning. Former uni-
versity football-basketball broadcastes. Looking for
college football PBP this Fall and/or sports director,
Call Tom 316—231-6875.

4 year pro seeks relocation in the Arizona area. Cur-
rently am PD. at top 40 and country stations. | can do it
all. Available July 15th. Interested call Bobby at 405—
224-1828 or 405—224-1604. 1st Phone and up to
date on FCC Rules & Regs.

Dedicated, aggressive reporter. Authoritative one-
to-one delivery, accuracy-first policy. Enjoy this job, but
oulgrowing the market. insist on professional quality,
competence, in mysell. others. Long/late hours no
probiem. Young. mature, intelligent, resourceful, per-
sonable. Female. Box F-203.

Diversified track record. AE. PD, administrator.
Detailed resumeireferences. GM/operations oriented.
Employed. Box G-1.

B'Io volced, 1st phane, C&W entertainer, seeks posi-
tion requiring use of highly creative abilities and expe-
rience. Box G-10.

Midwest: Sports Director/PBP. 8 years experi-
ence, looking for PBP air work andior management op-
portunity Dedicated. Call 208—624-3830.
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SITUATIONS WANTED NEWS
CONTINUED

Young, ambitious and dedicated newsman.
B.S. in Journalism. Experienced in other areas as well.
Prefer Midwest. but will go where I'm needed. All
offers considered. Larry Jewett 419 —675-2355: after
4,419-674.4945.

Award winning sports director with baseball. foot-
ball. basketball PBE interviews and talk shows. Experi-
ence in all facets of radio sports including administra-
tive and technical ends..Also, drive time jock. Box
G-52.

Award-winning Sports Director/Announcer
looking 'or a move to medium of major market. Ex-
ceflent play-by-play (college/migh school), reporting,
writing. College grad. Experienced but young. I'm
good. Box G-34.

Presently employed major market sports director,
seeks Iree-lance foolball p.b.p, college of pro, radio of
TV. Loads of p.b.p. experience. Box G-25.

Energetic newsman eagerly looking for opening.
Excellent writer and air delivery with strong college
experience. commercial background and NYC:intern-
ship. 312 —445-1049.

Hiring a sportscaster? you should hear MY tape.
I'm seeking a medium market sports and news posi-
tion. 516-781-0037. Larry or Box G-27.

Experienced reporter. Currently in small Northeast
market. Seeking step up. BA, 3rd endorsed. Box G-20.

Experienced Reporter, small markel ND with
medium and large market experience, 4 years, street
reporting, public affairs and leatures my specialty. Box
G-15.

SITUATIONS WANTED PROGRAMING,
PRODUCTION, OTHERS

Executive Producer wanted, to develop and take
charge of ptanned 26-week public television series
featuring Ben Wattenberg. Ben's unique "magazine of
ideas" approach requires creative. intetligent, tech-
nically sophisticaled exec. capable of handling large
staff and budget. Familiarity with film, videotape and
studio production techniques essential. Locate in
Washington. D.C. Salary open. Write: Box G-50.

HELP WANTED SALES

Experienced TV Sales. Account executive to in-
ciease sales from established account list. Must be
strong self starter, career minded and Service oriented.
It you are the one. sunny Florida awaits you. Good
company benefits. Equal opportunity employer Call
Bill Black at 904 —893-3127 or send resume lo:
WECA-TV, PO. Box 10027. Tallahassee, FL 32302 Al-
tention: Bill Black.

Saiesperson: Local sales, medium sized TV market,
network affiliated. V. Fine production facilities. income
from salary and commission plus bonuses. An equal
opportunity employer. Write Box F-119.

Development Officer Local Underwriting. Duties:
Secure funding primarily through underwriting grants.
lor WETV-TV and WABE-FM programs and projects.
Requires: Extensive experience in fund-raising, sales,
public relations, advertising or other appropriately re-
lated field. Abitity to work effectively within the Allanta
community and with the WETV/WABE staff necessary.
Must have a proven track record such as similar posi-
tion with another broadcast stalion. Must be a self
starter Knowledge of public broadcasting. particularly
as felated lo lundraising programs and program de-
velopment desired. Deadline for applying July 20,
1979. Salary Range $20,004-525,692, effective
9/1179. For complete details write or send resume to:
Atlanta Public Schools. Classified Personnel, 232
Pryor St. SW. Atlanta, GA 30303. Altn: H. S. Hendricks.
An Equal Opportunity Employer.

College Graduate in Radio wilh experience in 16-
track recording desires production position. Some pro-
fessional experience, air personality also. Box F-167.

Adult Contemporary Programming Specialist
seeks new challenge. 15 years of solid successful
medium and major market experience. Presently pro-
gramming successful station in top 100 market. Call
Pat Frisina at 703—466-9511 or 703—466-8150.

Veteran DJ, CA, PD, GM available PDQ. Strong pro-
duction/commercial and news presentation. Prefer
programming/production in Florida. Resume, tape.
references on request. Jack Dodge, Augusta K, River-
bend. Tequesta. FL 33458, 305—-746-6391.

8 year pro seeks challenging Program Direclorship.
Experience in both live and automated stations. Top
40 or Pop/Adull in 10p 100 markets considered.
Mature. communily oriented motivator. Box G-28.

HELP WANTED TECHNICAL

Assistant Chief Engineer wilh knowledge of UHF
transmitters. FCC rules, and TV sludio operation.
Resume to Chief Engineer. WJCL-TV, PO Box 13646
Savannah. GA 31406.

Engineering Supervisor needed for independent
major market UHF station in the Midwest. Must be
tharoughly familiar with all types of equipment, includ-
ing transmitter used in a medern TV station. Top salary.
many benefits. A really good opportunity for the right
person. We are an equal opporlunily employer. Please
send full resume to Box F-43.

Control board operator with First Class FCC
license. Experience preferred. bul not necessary. Con-
tact Roger Rein. KUMV-TV, Williston, ND. Phone 701 —
875-4311. Equal Opportunily Employer.

Operations Manager seeks similar position in SE
with a chance to move up. Young. enthusiastic with
strong management background in Production, Traffic,
Others. Box G-43.

TELEVISION

HELP WANTED MANAGEMENT

Wanted: Program Director al WOWK-TV,
Charleston-Huntington, West Virginia. Heavy local
program and commercial production commitments.
Totat local news commilment. Management Skills
dealing with union employees requisite. Submit letter,
resume and references to: Leo M. MacCourlney, Vice
President and General Manager WOWK-TV, PO Box
13. Huntinglon. WV 25706. Equal Opportunity
Employet .

Operations/Production Manager. PTV Station
WBGU-TV, Bowling Green State University Covers 19-
county region and Ft. Wayne. Indiana. Salary: $17.200
1o $18.200 depending on qualifications. Send ap-
plication letter, resume, College transcriptls) and three
letters of recommendation to: Dr Duane E. Tucker,
WBGU-TV. Bowling Green. OH 43403, 413—372-
0121. Deadline of application and resume. July 31,

TV Technician —Washington. D.C.—Federal Agency
has openings for TV Technicians with operations and
maintenance expenence with atl types of color TV
broadcast studio and recording equipment. Normal
working hours 8:45 to 5:30 Mon.-Fri. Interested appli-
cants send Standard Form 171, obtainable any post
olfice or Federal agency. 1o the- Employment Branch
(26777). international Communication Agency, 1776
Pennsylvania Ave. NW. Washingten. D.C. 20547. An
EEO employer

Ex.” opportunity, televislon asst. chiel engineer
South. city 100.000. excellent equipment. must be
leader. Strong mainténance. hire, schedule, evaluate
engineers, complete resume. Box F-126.

Chiet Engineer to supervise staff of nine TV
engineers, maintain plant. assist Director of Engineer-
ing design and eventually construct new facility. Must
have First FCC license, supervision experience, and
advanced knowledge/expetience in video, audio,
digital and RF systems. Salary range: $19,000-24,-
000. Please send resume, salary history and
references 1o B. Crandall, WGTE-TV, 415 N. St. Clair
St.. Toledo, OH 43604. Equal Opportunity Employer.

Television Engineer—full responsibility for repair/
maintenancefimprovement of monochrome studio/
conlrol room. Technical training and experience in
comparable situation required. Prefer FCC 1sl class -
license holder Salary: $14.000-5$16,000 depending
on qualifications. Letter and resume to: Dr. Al Paul
Klose. Chairman, Department of Communication,
Seton Hall University, South Orange, NJ 07079. Equal
opportunity/attirmative action employer. ’

Entry level position for news First Phone holders.
EOE — EOE situation on Texas Gulf Coast. PO Box 947,
Corpus Cnristi. TX 7@403.

Florida Suncoast Group-owned ABC Alfiliate in
Top 20 Market is expanding its engineering staff. First
phase of multi-million dollar facitities modernization
under way. Need operating and maintenance
engineers. Operaltors should be familiar with VTR and
Video Control functions. Maintenance Engineers ex-
perienced with all Studio equipment. Growing ENG
commitment requires Operator/Maintenance
engineers. All positions require 1st Phone. Excellent
salary and benefits program. No ‘snow! No big-city
hassie! Send resume to Director of Engineering.
WTSP-TV, PO Box 10,000. St. Petersburg. FL 33733 or
Call 813—577-1010. EOE.

Wanted Studio Maint. Engineer, 151 phone. Tech.
school or equivalent. Experienced on quad VTRs, film
or studio cametas. Advancement. Relocation help. Ex-
cellent opportunity and pay for right person. Send brief
resume and salary requitements to KPLC-TV, Box
1488, Lake Charles, LA 70602 or call chief engineer
collect. EOE.

Mobile Unit Engineers—Tel-Fax. Inc, an estab-
lished "and growing remote facilities operation, is
seeking qualified mobile unit engineers. Duties will in-
clude maintenance and operatipn of equipment in-
cluding quad and 1” VTR's, RCA, Ampex, Fernseh and
Norelco cameras, HS-100. GVG switchers, etc. Send
resume to: Greg Symanovich, Tel-Fax, Inc.. 4654 Air-
port Road. Bath, PA 18014, '

Television Technician (Cilosed Circuit Tetevision
Technician) High school graduation. Two years of
training in electionic theory and two years of technical
experience in closed circuil television work. Salary:
$965-51045 per month. Send resume to Fred Blakey,
Personnel Office, Northern llinois University, DeKalb,
IL 60115: phone B15—753-0455. An equal oppot-
tunity/affirmative action employer. .

Chiet Engineers for fastest growing markei in
Florida. Superb Company benefits. Must know TCR,
TR-60, Transmitter and Sony 3/4 Eng. Reply to Box
F-83. )

Assistant Chist Engineer for fastest growing mar-
ket in Florida. Superh Company benefits. Must know
RCA studio equipment and Sony Eng. Reply to Box
F-82. -

Engineer witn the nighest level of Technical expertise
needed by Major Production Facility. Work with state
of the art equipment: Vital Squeezezoom; Datatron
Computerized Editing: eté; for a top Salary and enjoy
South Florida Living. All applicants must have heavy
digital experience. Call: Mike Orsburn, Chief Engineer
at: 305—587-9477 of wrile: Video Tape Associates.
2351 S.W. 34tn Street, Fi. Lauderdale, FL 33312,

TV Maintenance Engineer: Locally owned TV sta-
tion in the Heart of the Ozark's playground region of
Missouri, desires a first class maintenance engineer.
Equipment is RCA, VITAL. Eic. Good pay and benefits
plus a beautiful area to live. We are an Equal Oppor-
tunity Employer. Send Resume, or call: Walter Stansb-
ury.Chief Engineer. iIndependent Broadcasting Co. PO
Box 1716, 5.5.5. Springlield, MO 65805. Tele - 417 —
862-7474.

Chiet Engineer (Chief Instructional Media Opera-
tions Engineer) University graduation with a degree in
Radio, Television, or Electrical Engineering or gradua-
tion from a recognized electronics institute and three
years of experience in one or a combination of the
following: multi-media systems engineering and
operations or radio/television Systems engineefing
and operations. Three years of administrative or super-
visory experience. Salary: $1225-51535 per month.

Television Technician: Assistant with installation,
inspection and maintenance of University campus ca-
ble television, distribution and related equipment,
oversee equipment and parts stock, Experience re-
quired: salary dependent upon experience ‘and
education. Submit resume to Office of Personnel Ser-
vices. Eastern Kenlucky University Richmond, KY
40475. EKU is an Affirmative Action/Equal Employ-
ment Opportunity Institution.

1979. WBGU-TV is an Equal Opportunity Employer.
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HELP WANTED TECHNICAL CONTINUED

Maintenance Supervisor for large Washington, D.C.
area production company. Technical school plus mini-
mum 5 years experience. Must be familiar with all
types of studio broadcast equipment. Reply Box G-22.

National Captioning institute: Maintenance Tech-
nicians. National non-prolit broadcast related com-
munication service with centers in Washington, D.C.
and Los Angeles has immediate openings for mainte-
nance technicians. Applicants should have an A.S. de-
gree in Electronics Technology or equivalent technical
training: related work experience in Solid State
Electronics necessary Must have a minimum of 2
years prior experience in operations, Trouble Shooting,
repair and maintenance of broadcast related
electronics equipment. microprocessors and
pheripherals. Salary will be commensurate with expe-
rience. Recent graduales with a BSEE will also be
considered. For consideration please send resume
with salary history lo: Carole Dickert-Scherr, Manager,
Employment and Records. Public Broadcasting Ser-
vice. 475 L'Enfant Plaza, S.W. Washington D.C. 20024.
EOErAffirmative Action Empiover .

HELP WANTED NEWS

Weekend Anchor-Reparter—Number one CBS
affiliate in the midwest needs strong backup anchor
who can run the show on weekends. Must be strong
producer. Will report three days. No beginners, please.
An Equal Opportunity Employer. Send resumes to Box
F-176.

Sports Director —Previous broadcast experience re-
quired. Play-by-play. reporting. and anchoring skills
essential. Resume to WVIR-TV, Box 751, Charlot-
tesville, VA 22902  EOE.

Anchor for 8 and 11 o'clock news; group owned
ABC alfiliate. medium market, Great Lakes area.
Anchor experience preferred. Will consider authorita-
live large market street reporter. Good salary, excellent
benefits. EOE. Box F-212.

Experienced News Manager to help build growing
news operalion with CBS alfiliate. Send resume and
salary requirements to George Leh, Program Manager,
WEYI-TV. PO Box 3265, Saginaw, MI 48605. An equal
opportunity employer

Chief Engineer—Supervises the engineering
staff and facilities of a large urban public television
station. Responsible for supervision of maintenance,
repair. testing and air operations. Experience in
sateliite operalions highly desirabie. EE or BS degree
with television specialization from accredited techni-
cal school. at least five years successful experience in
broadcast television. including two years of superviso-
ry experience, or an equivalent combination of educa-
tion and experience. Demonstrated success in super-
vision ol personnel. and in the management of
engineering equipment and facilities. Valid First Class
Radiotelephone ficense. Salary range: $21,253-526,-
561, E.O.E Persons interested in consideration for this
position should send he following items fo be received
no later than -luly 16, 1979: (1) a letter of application;
(2) a qualifications summary which indicates the re-
lationship of the candidate's education and work ex-
perience of the job requirements cited above; (3) the
name. address. and phone number of at least three
professional references with a thorough working
knowledge of the candidate's work experience; and
{4} a copy of his first class license. Applications
should be sent to: Dr. Harold Stetzler, Executive Direc-
tor. Department of Personnel Services, Denver Public
Schools, 900 Grant Street, Denver. CO 80203, with a
copy of all materials to Richard Holcomb, Executive
Director, KRMA-TV, 1261 Glenarm Place, Denver, CO
80204.

Operations and maintenance engineer: Two
years technical training or experience. Growing
Michigan station looking for technicians to operate
and maintain state of the art broadcast equipment.
Must possess a valid first class FCC radio-television
operator's license. Excellent benelfits. Send salary
history and reference. All replies strictly confidential.
Box G-13.

Due to Expansion, WKEF TV is seeking applications
from experienced broadcast engineers. First phone re-
quired. Send resume and salary history to: James
Graham, WKEF TV. 1731 Soldiers Home Rd. Dayton,
OH 45418. EEQ M/F/H.

Chief Egnineer—WRBL-TV—Channel 3—Colum-
bus. Georgia. Must be strong on VHF transmitter main-
tenance and Sony Eng. Expanding group offering
many lringes. Call collect ... Bob Wallon, General
Manager, 404 —322-0601.

Experienced maintenance engineer for TR 600's,
TK46's and TK28's: Excellent salary and fringe bene-
fits in heautiful Great Lakes area. An EQE. Box G-5.

Be our Charles Kuralt/Feature Reporter 1o lell the
human stories in our ADI. We'll give you the freedom
and the tools to be creative. Medium Market station
with strong news commitments. EOE. Box F-204.

Weather Reporter: Applicant should be knowl-
edgeable about wealher intormation and forecasting
and have prior TV experience, Additionally, the person
selected shouid be able to do some "on camera” com-
mercial work. as well as doing booth announcements
for various products and services. Send videocassette
and resume to WXII-TV. Box 11847, Winston-Salem,
NC 27106. Suzanne Vrhovac. No phone calls.

Top 50 Market News. Get.in on the ground fioor of a
new 5 camera ENG news operation. WKEF television
is seeking tapes and resumes from experienced re-
porters, pholographers and assignment editors. Send
needed information to: James Graham, Station Man-
ager WKEF TV. 1731 Soidiers Home Rd., Dayton, OH
45418. EEQO M/F/H.

We just bought nearly a quarter-million dollars worth
of new equipment. Now we need more good people to
use il. Reporters who think visual, can tell a story, and
know how 1o write. Pholographers with a good eye.
know how to use natural sound. and can edit it all into
an informative and interesting package. M you can do
it, we want you doing it for us. E.Q.E. Experienced only
Contact Fred Mays. New Director, WESH-TY, PO Box

" 7697, Orlando, FL 32854. No phone calls.

News Anchor: Previous broadcast experience re-
quired. One of Midwests top independent stations ex-
panding news coverage. To be considered resume
must be accompanied by audition videotape, and re-
ceived by 7/20/79. Send to Dick Stawicki, Station
Msaggger WFFT-TV, PO Box 2255 Fort Wayne, IN
4 1. .

We are a major, group owned, top ten network
alfiliate' seeking an experienced writer/film documen-
tary producer for an award winning monthly program.
Equal opportunity employer, male/lemale. Send
resume and salary requirements to Box G-7.

Producer for 6 and 10PM news. Must have TV news

- experience. Send resume to Tom Moo, News Director,

WTVW-TV, PO Box 7, Evansville, IN 47701, An Equal
Opportunity Employer.

News Director for group owned (ABC) VHF in
Virginia. One year news management required o pro-
ducer/assignment editor experience in top 50. EOE.
Write complete work history in first |elter to Box G-12.

Producer/Assignment Editor: Northeast NBC
affiliate in competitive market wants producer with
strong background in TV, news production/news
assignment. Must be creative and energelic. An Equal
Opportunity Employer. Resumes & salary require-
ments to Box G-18.

Minicam Techniclan with a minimum one year's ex-
perience. Must be familiar with tape and film cameras.
Send resume to Personnel Director, Broadcasting,
WSM, Incorporated. Box 100. Nashville, TN 37202. An
Equal Opportunity Employer. ’

Weekand Anchor/Producer for medium-size mar-
ket. Experience a must. Send VTR/resume. WBAY, 115
South Jefferson St. Green Bay. Wi 54301, EOE.

WFSB-TV has an opening for a weekend sporls
anchorpersonisports reporter for the six and eleven
o'clock newscasts. Basic requirements include
thorough knowledge of all sports, on-air delivery and
extensive experience in newsfilm production techni-
que. Minimum requirements are two years on-the-air &
ENG experience delivering sports in a lop 30 market.
Interested individuals should contact or send resume
to Miss Tadesse 203—525-0801. Ext. 280. WFSB-TV
3. 3 Conslitution Plaza. Hartford, CT 06115, We are an
equal opportunity empioyer!

Need television news reporter with at leasl three
years experience and preferably a Degree in Journal-
ism. No calls, please. Send resume to Mark Pierce,
WCSC-TV. PO Box 186, Charieston, SC 29402. EEO.

Video Services Coordinator —major energy com-
pany looking for young pro lo staff-a new corporate
ENG facitity Candidate should have 4 10 6 years expe-
rience in television news writing, producing, photogra-
phy and editing. Some supervisory experience desir-
able. Excellent salary Suburban New York location.
Send resume and salary history to: Rich Whitmyre,
Public Relations. 2000  Wesichester Avenue, White
Plains. NY 10650, )

Fifties station needs 10 pm producer-reporter with
possibility of some anchor work. Experience with live
shots necessary. Reply to Box G-47.

Television Producer/reporter. Bachelor's degree
in Broadcast Journalism or related field. Two years ex-
perience in a broadcast slation news department in
reporting. writing editing, producing and presenting
news material on camera. Deadline for submitting let-
ter of application and resume, July 30, 1979. Send to:
Lenora Brogdon. WBGU-TV, Bowling Green, OH
43403.EQE

Highly-rated midwest medium-market CBS affili-
ate seeking anchoriproducer for new noon newscast.
Applicants should have two years commercial experi-
ence and ENG ediling ability. Write Box G-9. '

TV transmitter engineer needed immedialely. Ex-
perienced on UHF transmitters and associated equip-
ment. Must have 1st phone ticense. Religious Broad-
caster in South. Contact Gene Gibson, D.E. PO Box
1616. Greenvitle. SC 29602. Phone 803—244-1616.

Operating Technician for Washington D.C. area pro-
duction company. Must be familiar with audio pickup
and recording techniques and have a good working
knowledge of television audio sysiems. Reply Box
G-23.

Engineers with the highest level of technical exper-
lise needed by Major Production Facility. Work with
state of the art equipment. All applicants muast have
heavy digital experience. Call-Don Faso, Chief
Engineerat 404 —634-6181 or write Video Tape Asso-

WFSB Is lIooking for a news reporter with the follow-
ing qualifications: Broad knowledge ol lield reporting
and Electronic News Gathering techniques. The ability
to prepare and deliver stories live or on videotape. On-
camera experience. Ability to work under deadline
pressures. Responsible for initiating, researching,
gathenng and writing daily news stories. Television
production background and goed writing skills neces-
sary. Must be able to work under minimum supervision
and able to compete successiully with other stations
and newspapers in the region that the bureau serves.
A college degree in communications or related field
and/or two years experience as a TV news reporter in a
top 30 market. Contact or send resume to Miss
Tadesse 203-—525-0801, Ext. 280, WFSB-TV 3, 3
Constitution Plaza, Hartford, CT 06115. We are an
equal opportunity employer!

HELP WANTED PROGRAMING,
" PRODUCTION, OTHERS

Executive Producer: Major PBS alfiliale seeks crea-
tive. seif slarter to supervise and administrate local
program and production aclivity Requires krowledge
of TV production managemenl with strong back-
ground in producing and directing. Salary commen-
surate with experience. Send resume to Personnel
Manager WPET, PO Box 610001, Miami, FL 33161, An
Equal Opportunity Employer.

Talent search —versatile talent for southeastern TV
station. Must have prior host/anchor experience and
be willing to coatribute to design and success of new
programming projects. EOE, M/IE Send resume, and
salary requirements to Box F-148.

Commercial Producer/Director: Creative and self
motivated. Must be experienced in ENG camera, 3/4”
video tape editing. writing, and fighting. Northeast
Affiliate. Send resume to F-168.

Emmy Award winning weekly TV magazine show in
top 35 market looking for dynamic talent to co-host
wilh two male hosts already on board. Talent must be
able to produce and write personality and human in-
terest features. Send resume to Box F-169. '

Croative Director to produce commercials and pro-
grams of network quality Commercial and business
acumen 1o join highly creative team. EOE. Box F-193.

ciales. 1733 Clifton Road.. All. GA 30329.
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HELP WANTED PROGRAMING
PRODUCTION, OTHERS CONTINUED

Experienced Producers for major experimental TV
project: versatility and imagination required. Staff or
lree lance Box F.194.

Director for KUSD-TV and the South Dakota Public
Television Network. Responsible for direcling Studio
and remote productions. Must have knowledge and
experience in all phases of television production, in-
ctuding ENG production, quad and cassette editing,
audio. lighting and set design. Minimum of two years
experience and cotlege degree of an equivalent com-
bination of training and experience as a television
director. Salary $10.878. Application deadline, July 13,
1979. Apply to: USD Personnel Department, University
of South Dakota. Vermillion. SO 57069. An Equal Op-
portunity Employer.

Lighting Director for commercial production. Expert
in creative lighting, camera and audio with strong
desire to be top-flignt director Top 10 market. Ex-
cellent income for lighting genius. EOE. Box F-171.

Audience Development/Promotion manager
wanted Network affiliate in top 100 market. Need
creative, effective. hard-charging professional to write
and produce all on-air promotion material. Major em-
phasis on news promotion. Expetience with ENG
equipment and control room operation is necessary If
yoU have good air voice it's a plus. Maybe you're the
number 2 person now and want a chance to do your
own thing. Let's talk. An equal opportunity employer.
Send resume. salary requirements, any creative exam-
ples in confidence to Box F-187.

Versatile Studio Directors needed for major ex-
perimental TV project. Minimum 3 yrs direct experi-
ence. Box F-195,

Operations Manager—Supervises all phases of
television production. Administer production budgets.
Schedule facilities. Exercise quality control supervi-
sion of all local productions. Evaluate performance of
staft directors, production engineers, studio crew, and
free-lance production personnel. Bachelor's degree
and demonstrated fulltime successful experience in
broadcasting as supetvisor of studio, remote, film, and
videotape production o equivalent combination of
education and experience required. Demonstrated
ability to evaluate television production in terms of
style. quality. and appropriate technique. Thorough un-
derstanding of and experience with current “state of
the art” television production techniques. Salary
range: $23,171-$28,224. E.O.E. Persons interested in
consideration for this position should send the follow-
ing items fo be received no later than -July 16, 1979:
(1) a letter of application: (2) a qualifications sum-
mary which indicates clearly the refationship of the
candidate’s education and work experience of the job
requirements cited above: and (3) the name, address
and phone number of at least three professional
references with a thorough working knowledge of the
candidate’s work experience and achievements. Ap-
plications should be sent to: Ot Harold Stetzler. Execu-
tive Director, Department of Personnel Services,
Denver Public Schools, 900 Grant Street, Denver, CO
80203, with a copy of all materials to Richard
Holcomb. Executive Director, KRMA-TV, 1261 Glenarm
Place, Denver, CO 80204

Statt Producer/Director for WHA Television, Uni-
versily of Wisconsin-Extension, Madison. Responsible
for the coordination and management of the produc-
tion of lelevision series, programs, and segments of
programs. Also responsible for studio and focation
directing of television programs. Must be able to man-
age ideas. money people and time in the context of
television production. Must be completely knowl-
edgeable of all phases of the production process, and
all aspects of television DTOdl.lCliOn including audio,
lighting. film direction, stock and processing techni-
ques. sel design and graphic arts. video and film
cameras. video tape and film editing. Must be able'to
evaluate aesthetics of television production. Proven
track record in producing and directing both public
and cultural affairs programming mandatory. Thiee
years experience as a producer/director essentiai.
Bachelor's degree required. Applications close July
16. 1979 Salary: $16,000 minimum. For application
write to Dick Hiner, Station Manager, WHA-TV, 821 Uni-
versity Avenue. Madison, WI 53706. An Affirmative Ac-
tion/Equal Opportunity Employer.

Program Director: Midwest ABC affiliate is accept-
ing applicants. Must have a strong background in pro-
duclion. promotion and operations plus the ability to
molivate and inspire. Responsibilities include bud-
gets, license renewals, composile weeks, program
strategies. syndicated negotiations, cable monitoring,
program log and local program development. Send
resume and salary requirements to Geoffrey Pearce,
General Manager. WYTV, INC., 3800 Shady Run Road,
Youngstown, OH 44502, An Equal Opportunity
Employer.

Producer/Director being sought by midwest PTV
station. Salary range $13,400-514.400 depending on
qualifications. Send letter of resume, tape, college
transcript(s). and tnree letters of recommendation lo:
Roger Fisher. WBGU-TV. Bowling‘Green, OH 43403,
419—-2372-0121. Deadline July 31, 1979. WBGU-TV is
an Equal Opportunity Employer.

Graphilc Artist--one-year staff position for ETV facil-
ity. Produce wide variety of visual materials for ETV
productions. including artwork. props, scenery, pho-
tography. letterheads, brochures, etc. BA degree or
equivalent with minimum of three years experience in
television graphic art. Working knowledge of B & W,
color and high contrast photography essential, Salary
dependent upon education and experience. Position
available August 15, 1979. Submit resume to Office of
Personnel Services, Eastern Kentucky Universily,
Richmond. KY 40475. EKU is an affirmative action/
equal opportunity employer.

Producer/Director: immediate opening for crealive
direétor with 3 years’ experience in all phases of
television production. Send resume and tape to Carol
Bargirede, KMBC-TV, 1049 Ceritral, Kansas City, MO
64105, An Equal Opportunity Employer.

Director for fast paced top 20 market newscast. Must
be able to switch your own. Qualified applicant will
have minimum of 2-3 years' news directing experi-
ence. Send resume. tape and salary requirements to
Production Mgr. WTHR-TV. PO Box 1313-B. Indpls., IN
46206. No phone calls. please. An Equal Opportunity
Affirmative Action Employer, M/F

Photographer: Smalt markel midwest-tv needs ex-
perienced commercial photographer to handle shoot-
ing and processing of film. ENG camera work helpful.
Send resume and salary requirements. EOE. Box
G-17.

Play by Play and color announcers for Royais Base-
ball 1980 season and beyond. EOE. Contact Bud
Turner. WDAF-TV. Kansas City, MO 64108.

SITUATIONS WANTED MANAGEMENT

General Manager with outstanding credentials!
Television 22 years: Radio 13 years; Broadcasting 35
years, including management 19 years. Now 49.
Thoroughly experienced all aspects: co-ownership,
administration, sales. programming, film-buying, news,
promotion, community involvement, etc. In small,
medium and-large markets, overcame ovetwhelming
obslacles. achieved revitalization/rapid turnarounds;
produced spectacular sales and protits, plus prestige.
Very competitive! Quality leader in industry Ac-
customed to full responsibility. At accelerated pace.
produced oulstanding ratings, sales..profits and
prestige! Now arranging weekend-interviews, Box
G'.4

SITUATIONS WANTED NEWS

'8.F Bay Area radio reporter waiting for right oppor- ’

tunity to Iry television. & years experience, including
correspondant duties for The Los Angeles Times and
KNX News Radio, Los An_geles. Box E-164.

Young woman reporter, strong on air, Strong writing.
seeks challenging position. Excellent professional and
academic credentials. inexhaustible worker. Tape
available on request. 212—838-5673. ’

Meteorologist, 31, currently empioyed. Seeking
position in medium or larger market. Successful TV
and radio experience. AMS TV and radio seals. Experi-
enced with radar and severe weather Box F-186.

My first love is news. Experienced anchor-reporter
wishes to return to television. Call Steve 404—
972-2214.

Major Market Sports Director, 7 yrs. Big Ten
basketball and foolball P-B-P award winning docu-
mentaries. seeking medium 10 major market Sports
position. Will consider ¢combo. Box G-14.

London-based 29 yr. -old American television and
radio conespondent seeks East Coast investigative
reporter or producer position. Experienced in all as-
pects of broadcast for journalism, including host of
live news public affairs program as well as contract
cameraman lor major American network in Africa
operating as one-man-band. Know both film and eng.
Currently free-tancing for British nation wide domestic
radio network, Resume and video or audio demo tape
upon request. Personal interview possible. Respond to
Box G-30. :

Innovative Female Sports/Newscaster, inter-
viewer/Host. Exciting and broad background in
sportsfield with a fresh creative approach, Attractive
and articulate. VTR and resume available on request,
Box G-44.

Veteran Top Rated TV Anchorman with 16 years
maijor market experience seeks new challenge, Tape,
resume. and ‘excellent professional and personal
references available on request. Bob Chase, PO Box
28483, St. Louis. MO 63141.°

Top ten leponenanéhor desires anchor position in top
forty market, eight years experience. Box G-19.

Attractive, articulate female with radio experience
seeks entry level television or advancement in radio.
Will relocate. Virginia Perez 216—932-9280.

Major market radio newscaster— with major mar-
ket tv anchorireporting experience—desires anchor!
rplg. position in pleasant climate. Medium markets
considered. Security and salary paramount. Reply:
Box G-40.

Experienced Black reporter interested in top 30's
market. Strong in field reporting, anchor work and
mini-documentaries. Send inquiries to M.L.S..
Tiowbridge. Deteoit, MI 48202..

SITUATIONS WANTED PROGRAMING,
PRODUCTION, OTHERS

Creative Announcer-Writer/Producer, Ready lo
move up to fullime Promotion Postion. Box G-49.

‘Promotion, PR Director, 12 years ABC experience.

Can relocate due 1o retarded daughter's death, which
led to loss of private business position. Innovalive,
creative, active in community affairs, Jerry Bronston,
4908 Momningside Road, Minneapolis, MN 55416
612—-920-4908.

Fill the gap between sales and production. Prod
Mgr, Prod/Dir. seeks_position as Prod Mrg.. Sales Ser-
vice. Assl. Prgm Dit 4 yrs. Nl Ad Agency. 7 yis. TV
Prod, 3'yr LA Film Ind. Box G-8.

ALLIED FIELDS

HELP WANTED MANAGEMENT

Radio Satellite Service. National Public Radio is
seeking applicants tor positions with its new Satellite
Distribution Service. Distribution Center Manager will
set up and manage the satellite scheduling service for
program distribution to 214 public radio stations. Re-
quires B.S. or equivalent: 5 years’ operational, admin-
istrative of station management experience. Prefer un-
derstanding of computer applications in scheduling
and record-keeping. Salary $27,000. Senior Sched-
uler. Will work in Oistribution Center processing
scheduting requests. Will have opportunity to estab-
lish initial operating procedures. Requires B.S. or
equivalent: 3 years’ scheduling/operations experience
in broadcasling or related field. Salary $23,500. Apply
by July 12 to Denise Johnson. NPR, 2025 M Street,
N.W. Washington, 0.C. 20036. NPR is an AA/EOE
employer

HELP WANTED SALES

Business oriented, successful salesperson with
good credit and characler who really wants to improve
his income level. This is a straighl commission oppor-
tunity involving Substantial dollar amounts. We'll train
in brokerage work. Northwest location, Chapman
Company. Inc. 1835 Savoy Orive, Atlanta, GA 30341,

Rapldly growing Callfornia electronics firm needs
polished ambitious sales rep with television capital
equipment background to handie northeastern region
sales Will consider related industries. immediate
opening. compensation open. Please send resume in
confidence to Box F-38..
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HELP WANTED ANNOUNCERS

Openings in all formats and fields of announcing.
Nationwide If interested just call The Aircheck Guide
for details 1 —207 —782-0947.

HELP WANTED TECHNICAL

Donrey Media Broup is seeking chief technician for
their CATY operation in California. Send salary require-
ments and resume or phone: Director Broadcast
Engineenng. Donrey Media Group. PO Box 70, Las
vegas. NV 89101 702—385-4241 exf. 330. An equat
opportunity employer.

Electronics technician wanted for electrical
engineering firm on Maryland's Eastern Shore. Person
must be honest. of good ¢character and able to work on
their own of with a team. Two years experience and
familianty with communications equipment required.
May subshitute suitable technical education for experi-
ence. First or second class radio engineers license
desired Send resume Io Box G-26.

Communications Engineer 1st Phone. Largest
radio common carier in country. Multiple positions
open. Avalable immediately. Excellent salary. F
DeCosterd 516 —681-9050.

HELP WANTED
INSTRUCTION

Two Positions Spnngfield Technical Community Col-
lege has two positions available August 6,1979 in the
Radio Broadcasting Program, Division of Technology
Needed: (%) Instructor and (1) Assistant Professor
both | teach one or more courses in radio broadcast-
ing Manage 4.000 watt FM educational radio station
which gperates a mimimum of 96 hours per week. Must
be able 1o work evening and weekend hours on a stag-
gered basis Master's degree or bachelors degree with
equivalent expenence i1 radio broadcasting or com-
munication. Must possess a Class Il License. Candi-
dates with experience on a college. commercial or
pubiic radio station will be given preference. Salary:
tnstructor— St1.465-512,146: Assistant Professor
$13,046-513.966. depending upon experience and
qualifications. These are non-state funded positions.
All qualified applicants should send resume by June
20. 1979 to Edward R. Maclosky, Director of Personnel,
Springfield Techmcal Community College, 1 Armory
Sq. Springfield. MA 01105. An Allirmative Action/
- Equal Opportunity Employer.

Broadcasting —Master’'s degree required plus 6
years in commercial radio broadcasting with at least 3
years I1n supervisory-management level positions.
Prefer graduate work beyond the MA. Tenure-track
position Rank and salary dependent upon qualifica-
tions and expenence Send resume and hree letters of
recommendation to Or Randal Capps. Department of
Communication and Theatre, Western Kentucky Uni-
versity. Bowhng Green, KY 42101. Applications ac-
cepted until position is filled. An Affirmative Action/
Equal Opportunity Employer.

Broadcast Engineering Technology Instructor.
Two-year associate degree program training techni-
cians in mamntenance ol broadcast equipment. Under-
standing of instruction at two-year level. Curriculum
work, recruiting, and Student internships. Bachelor's
degree preterred and experience in broadcast
engineenng field First class FCC license and working
knowledge of TV production required. Salary com-
mensurate with education and experience. Affirmative
action. equal opportunity employer. Send resume by
July 30 to Personnel QOffice, Hocking Technical Col-
lege, Nelsonville, OH 45764.

Extension Electronic Media Specialist. Faculty
position {assistant professor} with Oregon State Uni-
versity Extension Service. Provide statewide |eader-
ship for desigmving and delivering educational
messages through radio, television, and small-format
video. Steady production load Train Extension profes-
sionals inyse of electronic media. Masters degree and
two years expenence minimum. Salary $18,000+. For
details. write Extension Personnel, OSU Extension
Hall. Corvallis. OR 97331 or call 503—754-2661. Re-
quest information and application materials, position
No. 310 An Equal Opportunity/Affirmative Action
Employer Complies with Section 504 of lhe
Rehabilitation Act of 1973

One year replacement Assistant Professor Mini-
mum requirements — M.A and professional experience
in broadcast production andfor broadcast news. Teach
three courses per quarter. Resume with three
relerences by July 27 to Chariman, Radio-TV Dept.
University o) Monlana. Missoula. MT 59812, The Uni-
versity of Montana 1s an Equal Opportunily Employer.
Women and Minonties are encouraged to apply.

Assistant Profesaor of Broadcasting, PHOD prefer-
ed. Demonstrate ability to teach in: (1) Broadcast
sales and adverhising. (2) Broadcast promation, (3)
radio or television production. (4) radio of television
performance. {5) broadcast news. or (6) broadcast
dramatic and continuity wriling. Salary: $12,000 mini-
mum Lelters of application. resume. graduate school
transcnpts. and four references (including phone num-
bers), should be seni by July t6, 1979 to: Or. N. Edd
Miller, Chairman. Communication Program, Northern
Kentucky University, Highland Heights, KY 41076. An
Equal Opportunity/Affirmative Action Employet.

WANTED TO BUY EQUIPMENT

Wanting 230, 500, 1,000 and 5000 watt AM FM
transmitters Guarantee Radio Supply Corp. 1314
lturbide Streel. Laredo. TX 78040. Manuel Flores
512-723:3331

Instant Cash For TV Equipment: Urgently need
transmitters. antennas. towers. cameras. VTRs, colot
studio equipment Call toll free B0O0—241-7878. Bill
Kitchen, Quality Media Corporation {In Georgia call
404-324-1271)

Wanted: Channel 8 transmitter or amplifier. Also

channel 8 antenna 809—773-0008. Len.

10 KW AM Harris BC 10 H. Same as current pro-
duclion model Excellent condition. M. Cooper, 215—
379-6585

For sale: 75 foot steel broadcasting tower. Please
write: Tom Kunes. S&S Inc. 21300 St. Clair Ave.
Cleveland. OH 44117 or call 1 —216—383-1880.

GE Transmitter: used model TT50 driver and TF4
power amphfier currently tuned 1o channet 9. Excellent
condition Mid-Flonda Television Corp. Orlando,
305—423-4431 for information or write PO Box 6103-
C. Onlando. FL 32803

5 KW AM Collins B20E-1. used one yr. with 125%
positive peak option Factory tuned, tested and war-
ranteed Large savings M. Cooper 215—379-6585.

Revox A-77's in stock call 404 —487-9559.

For Sale—CCA 10.000 Walt AM Transmitter, S/N
10025 Condihign unknown. Arrangements can be
made lor a senous buyer to test equipment on our
premises Needs cleanup and some capacitors. Will
take best ofler—as 1s—where is. KVvWO, Inc.
Cheyenne. WY Contact Larry Racine. 307 —632-0551.

VR20008 Amtec Colortec, Valcomp, D.O.C., Auto
Chroma 1058 Editor 1065 Editec—2 heads, $45,000.
John Weigand. KFMB-Tv. PO Box 80888. San Diego,
CA 714—292-5362, Ext. 224.

Hughes 300 helicoper. Narco Com 11A, King KT
78A. heater, 01l cooler, strobes, dual controls, third seat,
luggage container  even a CB radio. New upholstery.
new alumignp paint, new plexiglass. All components
mid or low ume Exceptionally well maintained
aircraft Call Homer Lane for details. 602 —257-1234.

FOR SALE EQUIPMENT

AM and FM Transmitters —used. excellent condi-
tion. Guaranteed Financing available. Transcom,
215-379-6585

5" Air Heliaz Andrews HJ9-50. Can be cut and termi-
nated to requirement Below Migrs Price. Some 3" also
available BASIC WIRE & CABLE 860 W. Evergreen.
Chicago. IL 312—266-2600.

Towers — AM-FM-Miciowave-CATY & TV. New and
used. Terms available Tower Construction and Ser-
vice. 904 —877-9418

Vacuum capacitors. Many sizes. Good prices. Write
for list Mole Communications. 2427 Hastings. Bel-
mont, CA 94002

Automation Recording Equipment, including lwo
and four irack Recorders, Mixers, Equalizers, Limiters,
Tumtabies. Cartridge Equipment. 25HZ Oscillators
and Filters. and much more. Contact: Elden Haskell,
Twin Falls, 10. 208 —733-4840.

RAMKO factory sealed items, new. Send for
bargain closeout prices. monitor. mike & dist amps.
Wnite Dawvid Green. Broadcast Consultants Corp., Box
590. Leesburg. VA-22075.

For Sale—New Unused: Complete Harris Model
TAB-6H-6 Bay Superturnstile Antenna, 46 feet in
height. tuned te Channel 8 181.25 to 185.75 MHz.
Specially priced $30.000 Contact Gil Schneider or
Eddy Smith, PO Box 1941, San Angelo. TX 76902 or
call 915-655-7383

RCA TP-7 Slide Projectors: Very good condition,
$4.000

Collins MW-4080D Microwaves: 7 Ghz, one audio
channel. 2 available, $4,500 ea.

Ampex 1200A VTRs; loaded with options $28.000

ea.
RCA TTU-10 10KW UHF transmitter: 7 years old
presently on air. $35,000.

GE PE-250 Color Cameras: Excellent condition, 3
Available. $8.000 ea.

RCA TR-4 Hi-Band VTRS. New heads, good condi-
tion. 2 Available $16.000 ea.

GE 12KW UHF TRanamitter: Ideal for new station,
good condition, $14.000

RCA TK27A Film Camera: Available with TP 15
Multiplexer $12.000

RCA TPB8 Fiim Projector Good condition $10.000.
GE PE 240 Film Camera: Excellent Condition
$8.000

We will buy your used TV equipment. To buy or sell,
call Toll Free 800-241-7878. Bill Kitchen. Quality
Media Corporation In GA call 404 —324-1271.

Coaxial Cable 420 ft tength of Cablewave
HCC-300 50J 3 1/8” Line. New, in factory carton with
new waranty With connectors. Whoiesale price
$4,500 Call Toll Free 800 —241-7878 M. Kitchen. In
GA call 404 —-324-1271

FM Transmitters (Used) 20 KW. 15 KW. 1OKW. 7.5
KW. 5 KW, | KW, 250 w. Communication Systems,
Inc, Drawer C, Cape Girardeau, MO 63701. 314—
334-6097.

AM Transmitters (Used) 50 KW, 10KW. 5KW, 1KW,
500w, 250W. Communication Systems. Inc., Drawer C,
Cape Girardeau, MO 63701, 314—334-6097.

(2) RCA Electric Pedestals. (2) Houston Fearless.
Model No HFCH Pan Heads Call 919—446-8734.

Ampex 12008: Amtec. Colortec, Procamp. 2 Heads.
$29.000 Call DBD Associates, 617 —655-5115.

Moseley SCG-9 stereo generator. Thiee years old,
excellent condition. $800. R.A. Kramer, Chief Engineer,
WCRB-FM, Wallnam. MA 02154. 617—893-7080.
Available immediately

Schaefer 903 Automation. 3 years old. Excellent
condition Call: Don Wilks. WAQY Radio. Springfield.
MA 413-525-4141

Five 3M Analog Drop Out Compensators Brand
néw, never been used. Call 312—348-4000.

COMEDY

Free sample of radio's most popular humor service!
O:;LINERS. 366-C west Bullard, Fresno, California
93704

Guaranteed Funnier! Hundreds renewed! Freebie!
Contemporary Comedy. 5804-8 Twineing, Dallas, TX
75227

Phantastic, Phunnies ... introductory month's 400
one-liners  $2 00' 1343-8 Stratford Orive, Kent, OH
44240

News Kickers!!ll Two voices or one liners. Short!
Concise! Power Packed! Brand New! Box 2585 ...
Augusta, GA 30903.

MISCELLANEOUS

Artist Bio Information, daily calendar, more! Total
personahity bi-weekly service. Write (on letterhead) for
sample: Galaxy. Box 20093-B. Long Beach.CA 90801,
213-438-0508

Custom, client jingles in one week. PMW, Inc. Box
947. Bryn Mawr. PA 19010. 215—525-9873.
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MISCELLANEOQUS
"CONTINUED

Prizes! Prizes! Prizes! National brands for promo-
tions. conlests. programming. No barter or trade ...
betier! For fantastic deal, write or phone: Television &
Radio Fealures, Inc., 166 E. Superior St, Chicago. IL
60611, call collect 312 —-944-3700.

Qriginal Jingles, comedy spots, and music back-
ground by Dirty Lips Productions. Complete studio fa-
cilities. 111 Presidential Bivd., Bala Cynwyd, PA 215 —
667-1003

Pro-Com the numbers company offers you station
ratings. music ratings and market analysis. Call Toll
Free today 1 —800—824-7888 Ext. A-2096.

Cheap Radlo Thrills! Promo music, sound effects,
program themes, synthesizers, jingle add-ons, produc-
tion aids. over 325 dynamite tracks on 4 low-priced
LPs!! Free sample: LA, AIR FORCE, Box 944-B, Long
Beach, CA 90801.

Radio and TY Bingo. Oldest promotion in the indus-
lry. World Wide Bingo—PO. Box 2311, Littleton, CO
80160, 303—795-3288.

INSTRUCTION

Free booklets on job assistance. 1st Class EC.C.
license and D.J.-Newscaster training. ATS. 152 W.
42nd St. NYC. Phone 212—221-3700. Vets benefits.

1979 "Tests-Answers' for FCC First Class License
Plus —"Sell-Study Ability Test”. Proven! $9.95,
Moneyback guarantee. Command Productions, Box
26348-B. San Francisco, 94126.

REI tesches slectronics for the FCC first class
license Over 90% of our students pass their exams.
Classes begin July 30 and September 10. Student
rooms at the school. 61 N. Pineapple Ave., Sarasota, FL
33577.813—955-6922.

First Class FCC License in six weeks. Contact
Elkins Radio License School, PO. Box 45765, Dallas,
TX 75245, 214-352-3242.

Cassette recorded First phone preparation at
home plus one week personal instruction in Boston,
Allanta. Seattle, Detroil, Philadelphia. Our twentieth
year teaching FCC license courses. Bob Johnson
Radic License Training, 1201 Ninth, Manhattan Beach,
CA 90266 213—-379-4461,

RADIO

Situations Wanted Management

Broadcast Management

1 would like to gel back in to broadcasting with a pto-
fessional company Ihe consulting business not my
cup of tea lormer group vice president, successtul
owner. former CEQ broadcasting division of a national
company FM AM CATV same Company over 20 years.
49 years old. Box F-201.

w

- Retail Executive
Wants lo make swilch back to media. Presantly
responsible for buying merchandiSing and the total
marketing of a 7 Mill. Dollar Profit Center of a major
N.Y retailec Direct responsibilities have included radio,
TV. newspaper, planning promotion and budgeting.
Media experience includas $&les, management, even
on airwork. Presently consulting a N.Y.C. FM in the art
of co-op adv. saies. MBA in marketing with extensive
finance experience and strong administrative skill:
L Will relocate. Open to all ideas. Box G-39. )

Help Wanted Announcers

r
Talk Host(s)

It you are looking for a challenging, satislying yet de-
manding talk radio host position, we may be looking
for you. The Talk of Miami—WKAT - has openings for
talk hosts with a sense of humor, warmth, understand-
ing, on-air experience, able to produce and project in-
formation in an aiive and creative style. Salary open,
All replies confidential. Equa! opportunity. Send tape
and tesume to Ethel Blum, Vice President Program-
ming and Promotion, WKAT, 1753 Bay Road, Miam,
L Florida 33139.

—

Help Wanted News

Help Wanted Management

is looking for a small to medium market Sales
Manager who is ready for the challenge of a
Major Market.

If you know how to sell Direct and can teach
others, and if you can motivate and manage a
sales force—let's talk.

Send your resume and make your pitch to:

Terrell L. Metheny. Jr.
President & General Manager
WBCS-FM/AM

5407 West McKinley Avenue
Milwaukee, Wl 53208

WBCS, owned by Greal Trails Broadcasting

L Corporation is an Equal Opportunity Employer.

f GENERAL SALES 1
MANAGER

Major group owned facility in top 30
market has rare career opportunity for
experienced, promotionally oriented

Lgeneral sales manager Send resume

[ WBCS-FM/AM, Milwaukee )

- N
NEWS DIRECTOR
KGO NEWSTALK RADIO
SAN FRANCISCO
Immediate opening with Sanh Francisco no. 1 radio station.
Please apply only if you have management experience
with major news blocks in top 20 markets. Resumes only
to:
Jerry Johnson
Operations Manager
KGO Radio
27 Golden Gate Ave.
San Francisco, CA 94102
Equal opportunity employer/An ABC owned station
o _J
{ NEWS DIRECTOR Situations Wanted Announcers
WCHV. Bi r ine' -
lon o e Yeat and 13 AOR sster W, neos SPORTS JOB WANTED NOW
dynamic News Director Want to know more? 8 Years news, sporls and talk experience.
Contact Ed Owens, Box 5387, Chariottesville, Solid writing and reporting skilis. Currently
9 Va. 22905 {804-977-5566) EOE/MF hosting all-night falk show at FM Station in

Detroit. Call Douglas Nagy at 313-534-0251
after 1 pm. Eastern Time.

TELEVISION
Help Wanted Technical

[ LeSea Ministries )
Television Stations

Need qualitied Engineers, 1st Class FCC
License required. Chiel, Maintenance Super-
visors, Technicians, Miami/Midwest locations.
An Equal Opportunity Employer. Send rasume
to: Lamry Scott. WHFT-TV, PO. Box TV 45,
Miami, Florida 33169. J

SUNNY NEW MEXICO |

KOB-TV Albuquerque is looking for
TV equipment maintenance techni-
cians. Experience in broadcast
maintenance required. Overtime
and excellent benefits. Resumes
and references to: FA. Bebeau,
KOB-TV (NBC), Hubbard Broad-
casting Inc, 4 Broadcast Plaza,

ASAP EOE. Box G-2. p

L Albg. N.M. 87104,
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Help Wanted Technical
Continued

4 EXPERIENCED TELEVISION
ENGINEER
WITH FIRST CLASS LICENSE
has a good opporlunily with WFMY-TV, Greensboro,
N.C. Station has the latest and besl equipment. Need
an individual familiac wilh lolal television slalion
engineeting operation, strong in eguipmenl mainle-
nance. Apply 1o Personnel Department, PO. Box TV 2,

Help Wanted Programing,
Production, Others

—

ON-AIR
PROMOTION DIRECTOR

Major market network affiliate seeks
creative individual for on-air promotion

L Greensboro. NC. 27420 of telephone 919-379-9380.

r
VITAL HAS A FUTURE

1

director. Person selected must be skilled
in concept writing and production. Must
have at least two years previous lelevi-
sion experience in promotion depart-

FOR YOU

Dynamic growth opportunities for video
engineers with experience in videu
switching systems. Enjoy Florida living.
Work for hi-technology company. Send
resume to: Dale Buzan, Vital Industries,
Inc., 3700 N.E. 53rd Avenue, Gainesville,
L Florida 32601.

menl. Knowiedge of station logs pro-
cedure required. College degree prefer-
red. Send resumes to: Nancy Fields,
WMAR-TV, 6400 York Road, Baltimore,
Maryland 21212 EO.E. MF

./

Help Wanted News

r—

METEOROLOGIST

Top twenty market. AMS Seal required.
Three years experience in top 75 mar-
ket. Send resume to Box F-141.

Equal Opportunity Employer, M/F

Q

ANCHOR PERSON

New England network alffiliate. Must be strong
personality ... strong broadcast journalist . ..
Willing to get outside and get involved. Strong
writing & presentation a must. An Equal Op-
portunity Employer. Send resume to Box G-21.

J

Help Wanted Sales

)

PRE-TEEN
SHOW PRODUCER

WCVB-TV, Channel 5, Boston,
seeks an experienced, creative pro-
ducer to concept and develop a
pilot for a half-hour children's enter-
tainment program geared to pre-
adotescents. .
Candidate must have proven writing
skills and 3-5 years of experience
in program production in both video
and film.
If qualified and interested, send
resume—no telephone calls,
please—to Personnel Department,
CC625, 5 TV Place, Needham, MA
02192

An Equal Opportunity Employer M/F

.

REGIONAL SALES

Midwestern UHF Netlwork Alfilate. (50 plus market
needs a young aggressive expenenced Broadcast
Media Salespeison o catl on major agenc®s and ac-
counts in Onio & Kentucky cilies. Salary plus commis-
sion with aulomobyle and expenses luinished. Equal
Opportunity Employer Send resume and salary re-
L quirements to Box F- 161

SALES MANAGEMENT

QOutstanding opportunity for Sales Man-
ager in strong CBS Affiliate. Must have
demonstrated strong TV Sales experi-
ence. Responsible for local, regional
and retail development.

Send resume to:

Donna Zapata

WHAS-TV

PO Box 1084

Louisville, Ky. 40201

An equal opportunity employer

S

s

TV HOST/HOSTESS

Nitely prime/access TV show. Must have
writing/producing abilities, be familiar
with %" editing and work well under
stress in team effort. Submit resume to:
LINDA IMBODEN
P.O. BOX 15047
LAS VEGAS, NV 89114
Equal Opportunity Employer

J

STAFF
DIRECTOR

WCVB-TV. Channel 5, Boston, seeks an
enthusiastic, creative, well-organized
television staff director for variety, public
service, and news assignments. Must
have ability to relate to and 10 motivate
talent for discussion and dramatic pro-
ductions.

Candidates must have 3 years major
markel television directing experience
and preferably 1 year network or syn-
dication production. Should also have
extensive knowledge of major markels,
studio productions, post productions,
and remote production in standard and
minicam operations.

Interested candidates should send a
resume {no telephone calls, please) to
Personnel Department. Boston Broad-
casters, Inc., 5 TV Place. Needham, MA
02192.

An Equal Opportunity Employer M/F

Help Wanted Management

\

TV STATION MANAGER )

IN GROWTH SITUATION

An outstanding dpportunity is being cre-
ated for the No. 2 position at a leading
and well-established independent UHF
station in the south-Central area. This
job as Station Manager, reporting to the
President, requires experience in all
facets of the business plus a willingness
to learn and grow with the present ex-
pansion plans of the station. All Equal
Opportunity Employer. Respond in detail
lo Box F-110.

LeSea Ministries
Television Stations

need qualified Salespeople. Excelient
compensation and opportunity. An
Equal Opportunity Employer. Send
Resume to: Larry Scott, WHFT-TV, PO.

\__Box TV 45, Miami, Florida 33169

ﬂ

ALLIED FIELDS
Help Wanted Sales

DISTRICT SALES MANAGER

McMartin Industries, a leading manufacturer

of radio broadcasting equipment, has an
opening for a District Sales Manager to
cover the Washington D.C. area and other
East coast regions including New York City.

Preferably candidates should have previous

broadcast equipment sales experience and

must be able to liaison with Washington based

broadcast consulting firms,

Send resume in confidence to
Tom Butler, Eastern Sales Manager,
MeMartin Industries Inc.,

4500 South 76th Street, Omaha, NE 68127
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Employment Service

For the most par is being in
the right place at the right
time. If you're in- broad-
casting, you know how

CH!EIPEIIﬂ"H‘ the job
m.lf]w. 5. Media
Flacement Sysiems
gives you that
edge. Call’ or

rite for more

details.

|E :
NE & k.
W
inmm._. ’ \
PO. Box 4366 + Sana Barbara + CA + 53103 \

BO5 « 684 « 3066 A

h________

Business Opportunities

[ TV AND FM STUDIES |

of markets with open aliocations. Sepa-
rate studies for FM and TV. For informa-
tion write or call William P Turney, PO.
Box 27, Burlingame, Kansas 66413.
(913) 654-3964. D

BUSINESS OPPORTUNITY |

Why seek a job with limited future, own your
own business with an unlimited potential in
the advertising field. Cail (404} 5486-6001 or
write to: Franchise Directer, 387 Old Com-

Wanted To Buy Stations

BROADCASTER'S
ACTION LINE

The Broadcasting Job you want
anywhere in the U.S.A.
1 Year Placement Search $25.00
Cail 812—-889-2907

L R2, Box 25-A, Lexington, Indiana 47138

THINKING OF SELLING
YOUR RADIO STATION(S)?

| amn tiying to buy. | am a fellow broadcaster and know
the value of discrelion. Just drop me a note with your
telephone number. A call is not 8 commitment, but
could save you thousands if you do decide. Box G-3.

e

Radio Programing

LUM and ABNER

5415 MINUTE
PROGRAMS WEEKLY
Program Distributors
410 South Main
Jonesboro, Arkansas 72401
Phone: 501—972-5884

For Sale Stations

merce Road, Athens, Georgia 30607. J

BROADCAST h
TRANSMITTER MFG

Very skilled broadcast engineer forming com-
pany to mig. 1 KW AM broadcast transmitlers.
100% solid state. The best! $10,000 minimum.
Investors and engineers wanted. Active, inac-
tive, Box G-51.

30-minute programs from the goiden age of radio

VARETY * DRAMA * COMEODIES * MYSTERIES - SCIENCE FICTION

.. .Inciuded in sach series

Program Distributore
410 South Main
Jonesboro, Arkansas 72401
501-972-5884

o

T4 GREEN
HORNET

Radio Mystery Series

1S BACKON THE AlR!

Now avallable lor local purchase:

CHARLES MICHELSON, inc.

9350 Wilshire Blvd., Beverly Hills, Ca. 90212 - (213) Y78-4546
127 West 26th Street, New York, N, Y. 10001 - (212) 243-2702

Public Notice

f

Y

PUBLIC NOTICE OF AVAILABILITY
OF REQUEST
FOR PROPOSALS FOR CABLE
TELEVISION FRANCHISE

The Village of Cattaraugus. Cattaraugus Coun-
ty. New York hereby inviles the submission of
sealed proposals for a cable television
franchise in such Village. A formal “Request
for Proposals™ is available from the Village
Clerk. Sylvia Swauger, 14 Main St. Cat-
taraugus, New York 14719, (Telephone: {716)
257-3661). All proposals must be submitted
in writing in the form and manner specified in
the "Request for Proposals” and must be re-
ceived not |ater than 5:00 PM. on September 7,
1979. All proposals will be available for public
inspection during normal business hours al
the Clerk's Office, Village of Cattaraugus, 14
Main St, Cattaragus. New York.

Sylvia Swauger, Clerk

Village of Catlaragus

S
J
Consultants
a ™
Bankers Trust Com'plny. a §28 lblllhor';fln- Legal Notica
stitution, has a team of seven specialists offer-
ing to TV and radic owners a unique financial REQUEST FOR APPLICATIONS
and advisory service: The Town of Reading, Ma., Pop. 23.500, in Ihe County
® Mergers of Middlesex will accept applications for a Cable
e Acauisit Television license until Sepl. 20, 1979 at 4:00 PM.
cquisttions These applications are Ihe final filing under the Pro-
® Divestitures cedural Regulations of the Commonwealth and shall
® Private Placements be sealed until the first business day following this
® ESOT's deadline. The Issuing Authority Raporl is available for
® Lease Financing reproduction at a reasonable fee from the 10wn'Haf|
® Management Consulting Reading, Ma. fpphcaupns shall be submitted to:
Minimym transaction level $2 million. sl A%v 'i‘:g:"'r"é‘bg':i't'g‘:“
Initial, confidential consultation anywhere in Board of Selectmen's Cffice
the United States at no charge. Call collect: :-16“?_“'9”"' Building
Richarg J. Berman, Vice President, Bankers Rosomg e
Trust Company, 280 Park Avenue, New York, . -
N.Y. 10017, telephone (212) 692-2301. J \ »
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® Powerful Daytimer. Densely populated
area of N.C. $40,000 down, 20 year
amortization. $480,000.

® Stereo. Central Ohio. $100,000+ in
county. $360,000. Terms.

® 1 kw AM In Southern Ga. Real Estate.
$250,000.

® AM-FM in Kentucky $380,000. Terms..

o Eastern Georgia. 1Tkw Daytimer with
very good coverage. $420,000.

e AM/FM~Central Georgia. $20,000
down. $260,000,

® Southern Arizona. Fulltimer. Good
county popuiation. $390,000. Terms.

e Southern California. Spanish. $520,-
000,

e Central California. Daytimer. $420,-
000,

® North Central Texas. Daytimer. $400,-
000.

® South Carolina AM/FM. 100,000 watts
and powerful daytimer. $1.15 million.

Lel us tist your station,
Delails confidential.

BUSINESS BROKER ASSOCIATES
615—756-7635 24 HOURS

J

[ MEDIA BROKERS

RICMAAD &

3 |I§L\\ A
4ISNORTH MICHIGAN  « CHICAGO 60611

APPRAISERS

/%,

312:467:0040 /5>

901/767-7980

MILTON Q. FORD & ASSOCIATES
MEDIA BROKERS
“Speclalizing In Sunbelt Broadcast Properties”
5050 Poplar « Suite 816 - Memphis,Tn. 38157

[ CALIFORNIA CENTRAL

COAST

Full time AM. $680,000 Cash
Principals Only
Box G-42 J

r R.D. HANNA ASSOCIATES ]

\__Suite 401 —Dallas, Texas 75225 J

(tormerly Holt Corporation west)
BROKERS-APPRAISERS-
CONSULTANTS
(214) 696-1353
5944 Luther Lane




For Sale Stations Continued

THE KEITH W.

HORTON VIDEOQ PRODUCTION COMPANY . .. Profitable growth company in
major eastern market. Quality product and client list. An A-1 plant

COMPANY, including new remote equipment. Management and key personnel

available. Asking $2,100,000 on negotiable terms. Audited statements
INC, available. Qualified principals only contact Dick Kozacko at our Elmira
P.O. Box 948 office or any associate of The Keith W. Horton Company.

Elmira, N.Y. 14902
{607) 733-7138 BROKERS & CONSULTANTS TO THE COMMUNICATIONS INDUSTRY.

FOR SALE BY OWNER
: Florida —Profitable Full Time 5 KW Soul/
CHAPMAN ASSOCIATES" Disco Radio Station, Real Estate, Growth
: . Market. 1M Range, Terms to Qualified
media brokerage service Buyers only. Write (with company let-
L terhead) to Box F-3.
STATIONS CONTACT
S Small Profitable $230K  Terms Bill Chapman  {404) 458-9226 e N
MW Small FM $300K SB87K  Peter Stromquist {218) 728-3003 H.B. La Rue, Media Broker
w Small AM/FM  $325K $140K  Bill Hammond (214) 387-2303 AADI0 . TV . CATY. APPRMISATS
w Medium Fulltime §$350K 29% Bill Whitley {214) 387-2303 West Cosst:
E Major AMFM $25MM S$725K Bl Cate (404) 458-9226 pridegy.be-roiar Bovirvalieiali <1 ¥ AR A
To receive offerings of stations within the areas of your interest, S o ard Streat. Bulte 50-Naw York, N.Y.
write Chapman Co. Inc., 1835 Savoy Dr, N.E., Atlanta, GA 30341 \ 10022 212/288-0737
é BILL-DAVID
. ASSOCIATES
. BROKERS-CONSULTANTS
Select Media Brokers ) (303) 636-1584
2 G E S ] AM-Class C-FM Colorado Serings. GO 80909
Ny  Daytime b o T top 100 market 3.2 mil. cash or \ ; J/
IL Fulltime FM  1.75MM  Metro R : ) ;
VA  Daytime 180K Small 3.85:;)'1“. terms, Price firm. Box
FL  Fulllime AM 170K Smal G-53. -
NJ  Daylime 650K  Medium ) BROADCASTING'S
VA Daytime 425K Medium
NC Daytime 225K Small CLASS|F|ED RATES
G omme e e e i e
™ Daytime AM 0K Medium 1 B
FL Daytime 390K Medium ! THE HDLT EOHPORATION Deadline js Monday for the following Monday's
SC  Daytime 180K Small issue. Orders and/or €ancellations must be sub-
LA Daytime AM/ 450K Small mitted in writing. (No tetephone orders and/or can-
- gulllt[mee FM 300K Medi cellations will be accepted).
_aylim edium A o =
; 5 Replies to ads with Blind Box numbers should be
e g:;mg o0k Medlum addressed tc {box nurber} ¢/o BROADCASTING,
. 1735 DeSales St., N.W, Washington, DC 20036.
NC Daytime 175K Small
. Advertisers using BRlind Box numbers cannot re-
PO. Box 5, Albany, Georgia 31702 quest audio tapes, video tapes, lranscriptions,
912 883-4817 J fitms or VTR'S 1o be forwarded 1o BROADCASTING
: ' -Blind Box numbers. Audio tapes, vidéo tapes,
. RALPH E. MEADOR tranacriptions, films and VTR's are not forwar-
r e -.\ Media Broker dable, and dre returned to the sender.
. AM - FM - TV - Appraisals Ratas: Classified listings (non-display) Help
Western Opportunities P.O. Box 36 Wanted: 70¢ per word. $10.00 weekly minimum.
Lexington, Mo. 64067 Situations Wanted: (personal ads) 40¢ per word.
AI\MA FM g 3,000,000 Phonega16—259-2544 $5.00 weeklg minimum. Al othér classificatioris:
AM FM 1,000,000 80¢ per word. $10.00 weekly minimum. Blind Box
AM $ 585,000 — numbers: $2.00 per issue.
AM S 400,000 Rates: Classified display: Situations Wanted:
AM $ 335000 — {personai auséas:ao.o,o per inch. All other
' classifications: $60.00 per inch. For Sale Stations,
W. John Grandy BL.:I:S‘O '::NML::E': &&CBMPA'NY Wanted To Buy. Slations, Employment Services.
Broédcasting Broker rokers, Lonsultants & Appraisers Business Opportunities, and Public Noticé adver-
1029 Pacific Street 213/826-0385 202/223-1863 g::SQOQSS;JSi:a,diZg?gospace. Agency Commission
San Luis Obispo, California 93401 Tiae: son 1730 At ) y space. - ”
N Publisher resérves the right to alter Classified
805-541-1800 Vicents Bivd. Isiand Ave. N.W. " i ith th isions of Titie Vii of
. ) | S350 cn sonsl wammmson 53003 | | P11 coform it o proins o Tl Vi
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Fates & Fortunesz*

Media

James M. King, VP and general manager of
Corinthian Broadcasting Corp.'s KHou-Tv
Houston, named to new post of executive VP of
television stations division of Corinthian, based
in New York.

G

King Ferguson

Robert W. Ferguson, president and general
manager, WTRF-FM-Tv Wheeling, W. Va., named
senior VP for corporate projects, Forward Com-
munications Corp., Wausau, Wis., licensee of
wTRE Ferguson will maintain Wheeling office.
Dr. Charies E. Sherman, professor and chair-
man of department of lelecommunications, In-
diana University, Bloomingion, named to suc-
ceed Ferguson, effective Aug. 1.

John C. Rose Jr., general sales manager,
wDAF-Tv Kansas City, Mo., appointed general
manager of co-owned wWTAFR-Tv Philadelphia.

William Aber, assistant general manager,
Group W’s kDkA-Tv Pittsburgh, appointed
assistant general manager of co-owned KYw-Tv
Philadelphia. He succeeds Art Kern (BRoAD-
CASTING. March 5).

Charles Schwartz,
general sales manager,
CBS-owned WBBM(AM)
Chicago, named VP-
general manager, co-
owned wCAu(aM) Phila-
delphia. He succeeds
Robert Sherman
(BROADCASTING. June
18).

Bruce Maggin, direc-
tor of corporate plan-
ning, ABC Inc., New
York, appointed cor-
porate VP-planning and corporate develop-
ment, Ziff Corp., New York. whose holdings in-
clude six television stations.

Schwarlz

Bill Stough, station manager, Corinthian-
owned wWANE-Tv Fort Wayne, Ind., named acling
general manager of co-owned wiIsH-Tv In-
dianapolis, succeeding Duane Harm, VP-gen-
eral manager, wisH-Tv, who resigns to join Col-
orado real estate firm.

Gary L. Clouse, national and regional sales
manager, KESY-AM-FM Omaha, named general
manager.

Bernard W. Thompson, president and general

manager, WKLO(AM)-wCsN(FM) Louisville, Ky.,
joins Kwi(aM)-KJIB(FM) Portland, Ore., as gen-
eral manager.

Edwin L. Doyle, general sales manager,
WKYE(AM) Bristol, Tenn., appointed VP-general
manager.

Dave Thomas, general manager, WEZI(FM)
Memphis, elected VP of licensee, Southern
Broadcasting Co.

Jim Qritfin, assistant news director, WILA-TV
Washington, joins wPLG(TV) Miami as manager
of broadcast operations.

James M. Edwards Sr, program director,
wIAC-TV Johnstown, Pa., appointed station man-
ager. Denny J. Bixler, part-owner of WvAM-AM-
FM Altoona, Pa. (in process of being sold), and
formerly with wJAC-AM-FM Johnsiown, co-
owned with WIAC\TV. rejoins WIAC-AM-FM as sla-
tion manager.

Ron Tillery, director of programing, research
and development, KRGv-Tv Weslaco, Tex., joins
KpPLC-Tv Lake Charles, La., as director of station
operations.

Clarence Bucaro, sales manager, WEBKC(AM)
Chardon, Ohio, assumes additional duties as
assistant general manager.

Phillip Miller, senior account executive, Gor-
don-Kietzman-Dennis Advertising, Oklahoma
City, joins wpLP(aM) Panama City, Fla., as sta-
1ion manager.

Chrls Hikawa, attorney in owned stations divi-
sion of legal department of ABC, New York,
named assistant genera! atiorney. Phil Gior-
dano, controller, ABC Radio, Chicago, named
director of finance and administration, ABC
Owned FM Radio Stations, New York.

Roger Kirman, attorney with Columbia Pic-
tures Industries, New York, and Henry
Schleiff, atiorney with New York law firm of
Davis, Polk and Wardwell, join Viacom Interna-
tional, New York, as allorneys.

Ronald Jaworski, controller for Greenville,
S.C.. manufacturer, joins Multimedia there as
assistanl controller.

Kenneth Duarte from wToP(AM) Washingtlon.
joins wKYS(FM) there as business manager.

Henry (Brick) Meers, managing director of
Merrill Lynch White Weld Capital Markets
Group, Chicago, elecied chairman of board of
trustees of noncommercial WTTw(TV) there.

Terry Lee, membership coordinator, noncom-
mercial wskG(Tv) Binghamton, N.Y., joins non-
commercial WFYI(TV) Indianapolis as manager
of membership services.

Allen Hammond, program manager for
minority telecommunications development pro-
gram of National Telecommunications and In-
formation Administration. joins wiLA-Tv Wash-
ington as general counsel.

D. Grant Ruesch, sales planning manager,
NBC Television Stations Division, named direc-
tor of station business affairs for NBC-owned
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WwNBC-TV New York.

Stan Marinoff, program director, .wYTV(TV)
Youngstown. Ohio. joins wisN-Tv Milwaukee as
direcior of broadcast operations.

Tom Mossman, director of television produc-
tion and operations, noncommercial KLCS(TV)
Los Angeles. appoinied siation manager.

Robert Hatfield, former operations manager,
wsBR(AM) Boca Raton. Fla.. returns 10 WSBR as
stalion manager.

Joyce James, public affairs direcior,
wwws(FM) Saginaw, Mich.. named station man-
ager.

Leonard E. Anderson, operations director.
noncommercial KEva(FM) Belcourt. N.D., joins
noncommercial KoTziaM) Kotzebue. Alaska, as
station manager.

Ann McMahon, with Louisiana Radio Nei-
work, Baton Rouge, named VP for communica-
tion services. responsible for regional and
slalewide sales and dalta communicalions and
News projects.

Patricia Kane, office manager, WRUN(AM)-
wkGwiFM) Utica. N.Y.. named director of ad-
ministration for licensee. Deer River Broadcast-
ing Group.

Elected officers of New Mexico Broadcasiers
Association: Ray Moran, KRZY(AM)-KRST(FM)
Albuquerque, president; Dick McKeen, KRKE-
AM-FM Albuquerque, president-elect, and Fred
Sena, KvsF(aM) Santa Fe, treasurer.

Elected officers of Southern Educational Com-
munications Association: Alvin Bolt, wPLN-FM
Nashville, chairman. William Hay, South
Caroiina Educational Network, vice chairman;
Richard Carvell, KASU.FM Jonesboro, Ark.,
secretary, and Ray Shirley, wuoT-FM Knoxville,
Tenn., treasurer.

T e e E R e T
Broadcast Advertising

Lawrence Storch, account execulive, CBS
Radio Neiwork. New York, appoinied West
Coas! sales manager, Los Angeles. He succeeds
Craig Rogers, who retires after 21 years with
CBS.

Randy Smith, nalional sales manager, wkRC-TV
Cincinnati, appointed general sales manager of
co-owned wDAF-Tv Kansas Cily, Mo. He suc-
ceeds John Rose (see this page}).

Norman Lewis, senior account executive,
wOR(AM) New York joins wNEw(aM) Lhere as
general sales manager.

Marc W. Morgan, sales manager, WPLJ(FM)
New York, named general sales manager. He
succeeds Larry Divney (BROADCASTING. June
18).

Wi Dougherty, VP-Southeast sales, Televi-
sion Bureau of Advertising, Atlanta, joins
WANX-Tv there as director of retail and local
sales.

Joseph Matthews, sales executive, RKO



Television Representatives, Chicago, joins
koTv(Tv) Tulsa, Okla., as generai saies manager.

Frank Jonas, assistant sales manager, WLUK-TV
Green Bay, Wis.. named station manager and
general sales manager al co-owned WLUC-TV
Marqueite, Mich. Robert Evans, sales repre-
sentative, WLUK-TV, named local sales manager
there. Kenneth Davis, regional sales represent-
alive al wWLUK.Tv, named national and regional
sales manager.

Lee Nixon, national sales manager, wTvQ-Tv
Lexington, Ky., named general sales manager.

Don Nahley, account executive, wrRLB-Tv Co-
lumbus, Ga., named general sales manager.

Dave Simons from wDVE(FM) Pitlsburgh, joins
wKSJ-AM-FM Mobile, Ala., as general sales man-
ager.

Joyce Kleene, VP of Savoney Advertising,
Cambridge. Mass., joins WEENAM) Boston as
director of advertising and promotion.

John H. Moidthan, VP, Bus-Comm Inc., joins
KDNL-Tv St. Louis as local sales manager.

Darrell E. Williams, account execulive,
KYw(AM) Philadelphia, joins wCAU.Tv there in
same capacity.

Joe Young, formerly St. Louis branch manager
of TeleRep, joins KARD-Tv Wichita. Kan., as
sales manager.

Lowell Hersey, sales manager, KCLM(AM} Red-
ding, Calif., joins kcik(Tv) El Paso, Tex., as local
sales manager.

Jim Norris, accouni executive, KYA-AM-FM San
Francisco. joins XKMPX(FM) there as sales man-
ager.

Simon Salamon, Eastern manager, advertiser-
agency sales, Arbitron Radio and Television,
New York, joins WNBC(AM) there as account ex-
eculive.

David A. Johnson from KGOU(FM) Norman,
Okla., and Jack Karhu formerly with
KKNG(FM) and KoFM(FM) both Oklahoma City,
join xwTv{(Tv) Oklzhoma City as local sales rep-
resentatives.

Mark Sonderman, account execulive, KMEO-
AM-FM Phoenix, joins sales team of KOLD-Tv
Tucson, Ariz.

Gary Sabourln, faculty member, Coon
Rapids, Minn., High School, joins KDWB-AM-FM
St. Paul, as account executive.

Bob Masys, account executive, waNs-FM Co-
lumbus, Ohio, named account executive for co-
owned WBNs-Tv there.

Cralg Reumund, sales associate for Cherry
Hill, N.J., realtor, joins WLYH-Tv Lancaster, Pa.,
as account execulive.

Debra Lee Toney, customer service represent-
ative, Federal Express, Los Angeles, joins
KARN(AM) Little Rock, Ark., as account execu-
live.

Maria Del Rio, sales assistanl. Kioi(FM) San
Francisco. joins xsoL(FM) San Mateo. Calif.. as
account executive,

Richard Enlow, from KoDa-aM.FM Houstlon,
joins KENR(AM: there as manager of co-op re-
search.

David Bell, senior VP-general manager of Min-
neapolis office of Bozell & Jacobs, named presi-
dent of Bozell & Jacobs Midwest. Chet

Frazier, senior VP of agricultural division,
named president.

Elected senior VP's, BBDO, New York: Nor-
man Bierman, Joseph Crowley, Clark Hine
and John Thorne HI, management super-
visors, Joseph Barrett and Mary Ellen
Campbell, associate creative directors. and
James Cannon, controller. All had been VP’s.

Bob Carney, producer, Tatham-Laird &
Kudner, Chicago. elected partner of firm. Lin-
da Miller and Mary Lou Gorno, assistant ac-
count executives. named accounlt executives.
Rich Lalley, assistant account executive,
BBDO, Detroit, joins TLK in same capacity.
Richard Klauber, from Campbell-Mithun, and
Mel Shaver, formerly with Niefeld. Paley &
Kuhn and Foote, Cone & Belding, join TLK as
art directors.

Roger Vilsack, VP-creative director, Abram-
son/Himelfarb, Washington, joins Henry I
Kaufman & Associates there as senior VP-crea-
tive director. Irving Sloan, VP. American Ad-
vertising Federation, Washington, joins
HIK&A as senior VP-account services.
Andrew Attiliis, operator of Attiliis Graphics.
named senior art director, HIK&A. Paula
Christie, from Martin Agency in Richmond,
Va.. joins HIK&A as media supervisor.

Madeline Nagel, media director, Foote, Cone
& Belding/Honig. Los Angeles, named VP-
media director, New York. Betty-Ann Morse,
supervisor of media research unit, Foote, Cone
& Belding, New York, named assistant media
director. Steve Gray, media analyst, named
manager of media research and analysis.
Michael Privitello, assistant planner, named
media planner.

Bruce F Stauderman, former executive VP
and executive creative director, Meldrum &
Fewsmith, Cleveland, joins Kenyon &
Eckhardt, New York, as VP and associate crea-
tive director.

Edgar Jay House, account executive, David.
Oksner and Mitchneck Advertising, New York,
joins Hecht Higgins & Petterson there as ac-
count supervisor. Jerry Rotondi, art director,
Doyle Dane, Bernbach, New York, joins Hecht
Higgins & Petterson as senior art director.

Ralph Day, new products marketing manager.
Campbell Soup, Camden, N.J., joins Weight-
man Advertising, Philadelphia, as account
supervisor of new products for Allen Products,
manufacturer of Alpo pet food. Ray Dundas,
media supervisor, Weightman, .named associate
media director.

Stephen Citrin, assistant manager, commer-
cial production-talent, Campbell-Ewald,
Detroit, named broadcast production manager
in New York office.

Alan Greenwald, manager of national adver-
tising and public relations, Sealy, Chicago, joins
Haddon Advertising there as VP Frank
Blossom, associate creative director, Leo Bur-
nett, Chicago, joins Haddon as creative director,

Anne Clisby, in various account, media and
research positions, Luckie & Forney Advertis-
ing, Birmingham, Ala., named VP-media.
George Dick, media buyer, named broadcast
media director.

Richard W. Williams, senior art director, and
William L. Mount, writer, both from Luckie &
Forney, Birmingham, Ala., join D'Arcy-Mac-
Manus & Masius, St. Louis, as art director and
writer, respectively.
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George Lemmond, managing direclor of N W
Ayer ABH International's financial com-
munications subsidiary in New York. Charles
Barker/Ayer Financial. elected senior VP of
parent company. John Nichols, account super-
visor in New York office of Ayer. John
Russell, group research director in New York
office. Marshall Zandell, VP-research in
Aver’s Chicago office. and Richard Welsh,
manager of network programing operations,
elected VP's.

Peter Husting, senior VP-management direc-
tor and plans board chairman. Leo Burneit,
elected to board of directors.

Robert Pfundstein, senior VP-treasurer.
Doyle Dane Bernbach International. New York,
appointed chief financial officer.

Janice Boyer, manager of media and program
confracts: Sherry Valan, manager of advertis-
ing standards and clearance. and Gerald
Jacobs, director of media research. Benton &
Bowles. New York. elected VP's.

Nancy Jordan, copy supervisor, and Dennis
Kromm, ar1 supervisor, Needham. Harper &
Steers, Chicago. named creative supervisors.
Leo Brandstatter, senior product research
manager. Clairol Inc.. New York. named man-
ager of research and business development,
NHS. New York.

William Stein, from Tatham. Laird & Kudner.
Chicago. joins Ketchum MacLeod & Grove,
Pittsburgh, as account manager,

Ivy Beth Dibling, from McCaffrey & McCall,
New York, joins Cunningham & Walsh there as
talent payment coordinator in TV and radio
commercial production department.

Eli Kaufman, general sales manager, WCBS-FM
New York, named VP-general manager of CBS-

Kiernan

Kaufman

FM National Sales. Edward Kiernan, national
sales manager, wCBS-FM. succeeds Kaufman.

Perry B. Bascom, marketing sales executive,
Television Bureau of Advertising, New York,
named director of Southeastern sales, TVB,
Atlanta.

Robert Ferraro, accounl executive in New
York office of Blair Radio, named VP-manager
of San Francisco office. Sharol Subbiondo,
freelance research consullant, joins Blair Radio
in New York as research manager-spot sales.

Bob Einhorn, sales research team manager,
Katz American Television, white team, New
York. named director of research for Katz
Television, supervising both Katz American
and Katz TV Continental sales research staffs.

Loret Cusworth, head of San Francisco sales
office of Kxrx(aM) San Jose, Calif., joins Pro
Radio as manager of San Francisco office.

Susan Gershon, senior estimator, Air Time,
New York. named media group supervisor.



Steve Shadid, account executive. Harrington,
Righter & Parsons. Chicago. named sales man-
ager of company's new Cleveland office. Carl
Price, account executive for HRP in Detroit.
transfers to Chicago.

Peter Carnes, from wsB-Tv Atlanta. joins Blair
Television there as account executive.

Edward Bee, account executive, Petry Televi-
sion. Chicago. transfers to New York. Richard
Stein, account executive. Television Advertis-
ing Representatives. joins Petry in same
capacity. Marie Imbesi, sales assistant. named
sales assistant training director. Tino Pappas
and Ed Edelman, group research managers,
named associate research directors.

New officers, Canadian Association of Broad-
cast Representatives: Bob Alexander, Alex-
ander, Pearson & Dawson Lid., president; Bob
Munro, Major Market Radio Ltd., VP-radio.
" Ross McCreath, All-Canada Radio & Televi-
sion Lid., VP-television, and Dick Sienko,
Target Broadcast Sales Ltd., secretary-treasurer.

IO T R T R 3
Programing

George E. Resing Jr.,
senior VP of Group W,
and general manager of
its KPIX(TV) San Fran-
cisco, named senior
VP-director of pro-
graming for Group W
Productions, Los
Angeles. William
Eckenrode, supervisor
of distribution, Group
W Productions Televi-
sion Syndication
Center, Pittsburgh,
named distribution manager. Harry (Mickey)
Davis and Elsle Ann Duerr, production assis-
tants, named distribution assistants. Jean
Sichak, secretary, named production assistant.

Resing

Stefanie Kowal, producer, Universal Televi-
sion, Universal City, Calif., named VP in charge
of movies for television and miniseries.
Sheldon Perry, VP-business affairs, named
senior VP,

Theodore S. Field Jr., producer-writer,
children’s programs, wCAU-Tv Philadelphia,
CBS-owned station, named director, children’s
programs, CBS Entertainment, Los Angeles.
Joanne Folz, program development execu-
tive, CBS Entertainment. New York, appointed
associale director, program development, New
York.

Gary W. Johnson, produclion manager, wWKBD-
Tv Detreit, named program director.

Tom Owens, program director, wsal-FM Cin-
cinnati joins KZEw(FM) Dallas in same
capacity.
Jim Smith, program director, wRvR(FM) New
York, joins xsFx(aM} San Francisco in same
capacity.

Norm Gregory, program director, KZOK-FM
Seattle, joins KQFM(FM) Portland, Ore., in same
capacity.

Lynn Waggonaer, on-air personality and music
director, KEBC(FM) Oklahoma City, assumes ad-
ditional duties as program director.

Tim Melton, from wHBQ-Tv Memphis, joins
wcPo-Tv Cincinnati as sportscaster.

Sheila Tucker, operations manager and pro-
graming assistant, noncommercial wIvVi(TV)

Charlotte, N.C., named program manager.

Andrea Carneiro, news and public affairs
director, wPRo-FM Providence, R.l., joins
wEEL{AM) Boston as air personality.

Angel Hernandez, from wpPEC(TV) Wesl Palm
Beach, Fla., joins wTvx(Tv) Fort Pierce, Fla., as
production manager. Luci Dunleavy, also with
WTVX. named assistant production manager.

Michael Sanders, senior news director, wLFI-
Tv Lafayette, Ind., joins wTHR(TV) [ndianapolis
as staff director.

Richard Dowdell, out of broadcasting since
1972, joins wHPA(FM) Hollidaysburg, Pa.. as pro-
gram director.

Ed Zoch, from kxLR(aM) Little Rock, Ark..
joins noncommercial KLRE-FM there as opera-
tions and traffic manager.

Steve Hunter, air personality, xcMc(aM) Tex-
arkana, Ark., assumes additicnal duties as
music director.

Brent Garrett, art director, wAPT(TV) Jackson,
Miss., joins wrvx(Tv) Fort Pierce, Fla., as head
of graphic arts department.

Bill Brademan, VP-creative affairs, QM Pro-
ductions, New York, named senior VP,

Debbie Landes, director of sales, U.S. Televi-
sion Co., New York. joins Independent Artists
there. division of Columbia Pictures [ndustries,
as associate director of sales.

William Padalino, marketing direcior, UA-
Columbia Cablevision, Oakland, N.J., named
director of national sales for UA-Columbia
Satellite Services, satellite programing subsidi-
ary of UA-Columbia Cablevision.

Robert Wong, assistant chiel accountant for
television and radio networks, ABC, New York,
named director of finance and planning for
ABC Pictures [nternaticnal.

Sid Cohen, Western regional manager, Warner
Brothers Television, and Greg Meidel,
Western division sales manager for Four Star
Entertainment Corp., join Paramount Televi-
sion Distribution as Western and Southwestern
division managers, respectively.

Denny King, director of marketing in commer-
cial production and audio-visual services,
Vidtronics, named VP-sales for A&G Produc-
tions, based in Los Angeles. A&G is subsidiary
of Vidironics.

Geoffrey Craigen, supervising video editor,
Glen Warren Productions, Toronto, joins Wild-
ing Video, Detroit, 10 work on both industrial
and commercial projects.

Bob Simons, producer-director, Meredith
Video Productions, Kansas City, Mo., joins Pro-
ducers Video Center there in same capacity.

Michael Joy, assistant director of public re-
laticns, Daytona (Fla.) International Speedway,
and announcer with MRN Broadcasting, for-
merly Motor Racing Network, named associate
producer for MRN.

IO F e T L B T Y L R T e
News and Public Affairs

Beverly Poppell, director of news and public
affairs, wees-FM New York, named director of
editorials for wess(aM) there.

Jeff Rosser, management producer for news
portions of § to 7 p.m. newscast, wNBC-Tv New
York, named news manager. Joe Saraceni,
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director, named manager of news operations.
Carole Clancy, producer, ABC News Weekend
Report, New York, joins wNBC-Tv as execulive
producer of 5 to 7 p.m. and 1 p.m. newscasts.

Chuck Novitz, man-
ager of ABC’s syndi-
caled news services,
working on Daily
Electronic Feed for sub-
scribing affiliates,
named managing direc-
tor of Independent
Television News Asso-
ciation, effective July
16. He succeeds Reese
Schonfeld, who has
signed on as president
of Turner Communica-
tions' Cable News Network (BROADCASTING.
May 28)).

Arden Charles Ostrander, field producer in
Paris, ABC News, joins CBS News as producer
and reporter, based in Johannesburg, South
Africa. Christie Basham, CBS Evening News
producer in Washington, named producer in
New York for Morning. Joseph Peyronnin,
Chicago-based associate producer for weekend
editions of CBS Evening News, succeeds
Basham. Robert Gardner Anderson Jr., pro-
ducer of evening news program at CBS-owned
wCAU-Tv Philadelphia, succeeds Peyronnin.

Novitz

Cherie Bank, co-anchor, KTvi(TV) St. Louis,
joins wcau-Tv Philadelphia in same capacity.
Ralph Penza, 5:30 p.m. anchor, WCAU-TV.
named weekend anchor and weekday reporter.

Alvin Snyder, executive news producer, WMAQ-
Tv Chicago, joins wLwT(Tv) Cincinnati as news
director.

Gene Strul, news director, wCKT(TV) Miami,
resigns without announcing plans. No successor
announced.

Doug Crombie, assignment editor, KATU(TV)
Portland, Ore., named assistant news director.
Ken Strobeck, senior producer, named assign-
ment editor. Jeff Bartlett, 11 p.m. producer,
named senior producer in charge of 5 p.m.
news. Shannon Dahl, 6:30 p.m. producer,
named 11 p.m. producer. Gina Gess, writer
and weekend producer, named 6:30 p.m. pro-
ducer. Steve Amen, wriler, named weekend
producer.

Peter Gardner, reporter and anchor, KRLD{AM)
Dallas. joins KwMs(aM) Salt Lake City as news
director and anchor. Mike Powell, news and
sports director, XvEC(AM) San Luis Obispo,
Calif., joins KwMs as reporter and anchor.
Robert Moseley, news director, XEIN(AM)
Great Falls, Monlt., joins XwMs as reporter and
editor.

Jim Mathews, anchor, wtal.-Tv Altoona, Pa,,
joins waBNG-Tv Binghamton, N.Y., as 6 and 11

Officer corps. Philip Balboni. director
of editorials and public affairs, wcve-tv
Boston, has been elected president of
the National Broadcast Editorial Associ-
ation at its convention in San Antonio,
Tex. Ed Hinshaw, editorial director,
WIMI(TY) Milwaukee, was Chosen VP;
Mary Braxton, editorial director, wJLA-TY
Washington, treasurer, and Carol
Halicki, editorial director, wrau-Tv Peoria,
lil, secretary.



p.m. anchor. Kerry Donovan, associale news
director, wBNG-Tv, assumes additional duties as
noon anchor. Phil Fairbanks, reporter.
wENE(AM) Endicott, N.Y., and Andy
Greenspan, general assignment reporter,
KARK-Tv Liitle Rock. Ark., join WBNG-Tv as gen-
eral assignment reporters.

Mary Starrett, co-anchor, wGHP-Tv High Point,
N.C.. joins Kvos-Tv Bellingham, Wash., as co-
anchor with additional duties of producing
weekly news magazine show.

Jerry Fiore, noon anchor. wFLA-Tv Tampa,
Fla.. named weekend anchor. Beth Blechman,
reporter. succeeds Fiore.

John Spiropoulos, assignment editor, ABC-
TV News, Washington. joins wiLA-Tv there as
reporter. specializing in energy and environ-
ment issues. Kristin Lindquist McCloskey,
chief of research, Washington bureau of ABC
News, joins wiLA-Tv as newswriler-producer.
Stuart L. Rivchun, director-producer-writer,
U.S. Information Agency’s motion picture and
TV service, Washington, joins wILA-Tv as
newswriter.

Marty Gould, anchor-producer, wBMG(Tv) Bir-
mingham, Ala.. joins wpTv(Tv) Wesl Palm
Beach, Fla., as general assignment reporter.

Patrick Heffernan, reporter, wYBR(FM)
Belvidere, 1., joins wiFR.Tv Freepori. Ill., as
assignment editor.

Nick Lawler, Il p.m. producer. WKBW.TV
Buffalo, N.Y., named executive news producer.

Joe Kramer, news direclor and newscasier,
kcMo-Tv Kansas City. Mo., joins KMBC-Tv there
as anchor for Good Morning America local
news insert.

Roz Harper, reporter-anchor, WSAv-Tv Savan-
nah, Ga.. joins ksp(am) St. Louis as general
assignment reporter.

John Merll, reporier-producer on legislative
affairs, Minnesota Public Radio. Si. Paul,
named news director.

Deborah Yost, producer, waaL(AM) Baltimore,
joins wMAR-Tv there as news researcher and
writer for consumer reporting unit. Gail Bend-
ing, graduate. Towson State University.
Towson. Md.. and part-time member of news
staff, wMAR-Tv. named weekend daytime assign-
ment editor and weekday assistant assignment
editor.

John W. Samples, producer-direcior, Ten-
nessee Educational Television Network.
Johnson City, joins noncommercial wryl(Tv} In-
dianapolis as producer-journalist for public
affairs programing.

Lori Burns, with wrvx(Tv) Fort Pierce, Fla.,
named public affairs director. Glen Olmstead,
science and environmental editor and weekend
weatherman. KTHv(TV) Little Rock, Ark., joins
WTvX as weather reporier.

Ron Carlson, weekend anchor, producer and
reporter, KHQ-Tv Spokane, Wash., joins
KATU(TV) Portland, Ore., as co-host of public
affairs program.

Rick Swenson, news photographer, wKBw-Tv
Buffalo. N.Y., named special assignment pho-
tographer.

Bruce Conque, with kPEL(AM) Lafayette, La.,
elected president of Louisiana Associaled Press
Broadcasters Association.

Sandra D. Kolichman, from broadcast desk of

UPI1, Chicago. named regional executive for
Kentucky. based in Frankfort.

L T T TR s L Tl
Promotion and PR

James Canfleld, senior VP-general manager
of New York public relations office of Bozell &
Jacobs. named president of Bozell & Jacobs
Public Relations.

Jay Francis, director of information services.
Group W, New York. elecied VP,

Margaret Digan, from Bonneville Interna-
tional Corp., New York, joins RKO Radio’s
newly formed RKO Lifestyle programing net-
work there as direcior of creative services.

Dean Whitlow, production director, wBNG-Tv
Binghamiton, N.Y.. named promotion director.

Bobbi Jo D. Leber, account executive, MARC
Co.. Pittsburgh, joins KDKkA(aM) there as pro-
molion manager.

Vicki Anne Hodgson, produclion-continuity
director, KDWB-AM-FM St. Paul, named promo-
tion-public service director. Lynn Fre-
derickson, director of copywriting and con-
tinuity, succeeds Hodgson.

Marci Mann, director of public relations and
promotions. Hilton and Ocean Manor hotels,
Fort Lauderdale, Fla., joins wiNz-AM-FM Miami
as promotion director.

Cable

Harris Bagley, president of coniract carpel
company and registered pharmacist, joins Rome
(Ga.) Cable TV Co. as VP-general manager,
succeeding Wayne Knighton (BROADCASTING.
May 28).

Harold Lorber and Edward A. Pfeiffer, Jr.,
founding officials of Cable Concepts Corp..
named general manager and plant manager of
new lvyland. Pa.. facility, respectively.

Robert L. Johnson, press aide (o Washington,
D.C., delegate 1o House of Representatives.
Walter Fauntroy, appointed VP for subscription
cablecasting, National Cabie Television Associ-
ation. Washington.

P T I N |
Broadcast Technology

Mark Olkowski, pariner in consultant firm of
Sherman, Olkowski & Beverage, joins
wyNY(FM) New York as manager of engineer-
ing.

Michael Gorniak, group engineer, Meyer
Broadcasting, Bismarck, N.D., joins KDwB-AM-
FM Si. Paul as chief engineer.

Jack Phillips, senior engineer, noncommercial
wTvi(Tv) Charlotte, N.C., named assistant chief
engineer.

Earnal Campbell, director of engineering and
technical operations. Radio Free Europe/Radio
Liberty. Munich, appointed VP-engineering and
technical operations.

Robert K. Bennett, manager of digital com-
munications market development, Scientific-
Atlanta. Atlania, named director of marketing
for satellile communications division.

Alan Ankerbrand, disiributor marketing man-
ager. Fairchild Camera and Instrument Corp..
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Germantown. Md.. joins National Semiconduc-
tor Corp.. Santa Clara, Calif.. as product mar-
keting director for transistors.

Charles R. Buzzard, chief engineer. wLs.Tv
Chicago, joins Dynasciences, Blue Bell, Pa..
video producis division, unit of Whittaker
Corp., as Western regional sales manager, based
in Albuquerque, N.M.

Julius Barnathan, president of broadcast
operations and engineering, ABC, New York,
receives Alumnus Award of Honor from
Brooklyn College of City University of New
York.

Allied Fields

Arthur Stambler has left Stambler & Shrinsky,
Washington communications law firm which he
founded. 1o join Lovett, Ford & Hennessey,
Washington. His former firm has changed name
to Shrinsky & Eisen. with Jason L. Shrinsky,
James M. Weitman and Bruce A. Eisen as
members.

Edward Case, VP-client service, A.C.
Nielsen. Northbrook, lll.. named director of re-
search and development for marketing research
group, US A.

Dr. Richard Maynes, director of radio and
television division, University of Mississippi.
joins Frank N. Magid Associates. Marion. lowa.
as manager of television research.

New officers, American Women in Radic and
Television: Timatha Pierce, NBC. New York.
president (BROADCASTING, June 4); Martha
Pell Stanville, wcco-tv Minneapolis, presi-
dent-elect: Jean Anwyll, Polaroid Corp.,
Cambridge, Mass.. Northeast area VP,
Charlotte Tharp, WHas Inc., Louisville. Ky..
east central area VP. Jodi Dore, wDAF-Tv Kan-
sas Cily, Mo., west ceniral area VP Audrey
Creecy Olson, Greal Falis (Mont.} public
schools, western area VP and Jeanette
Mulder Greer, KFDM-Tv Beaumont, Tex., sec-
retary-treasurer.

Deaths

E. Palmer Hoyt, 82. retired publisher of
Denver Post and former publisher of Portiand
(Ore.) Oregonian and head of its then-owned
KGwtaM) and KEx(aM) Portland (ducpolies per-
mitted a1 that time). died June 25 in Denver
following extended illness. He was national
president of Sigma Delia Chi. journalistic
sociely. in 1942-43 and subsequently was execu-
tive in Office of War Information under direc-
tor. late Elmer Davis. In mid-1960's. he was
member of U.S. Advisory Commission on In-
formation. Survivors include his second wife
and six sons.

Stuart Schulberg, 56. executive producer of
news documenitaries for NBC and for eight
vears producer of network’s Today television
series. died June 28 in Beth Israel hospital in
New York of apparent heart atiack. He had been
with NBC for 18 vears. He is survived by his
wife. Jane. and four children.

Hoover Tateshi, 50. founder and manager of
KZootaM) Honolulu, Japanese-language station.
died June 18 there afier suffering stroke five
days earlier. Native of lawaii. he was major
figure in development of Japanese-language
broadcasting in state. He is survived by his wife,
two sons and daughter.
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gl that’s
in the news

A public increasingly
skeptical of other
institutions is turning
more and more to
television as its favorite
medium of journalism.
Among all media, television ranks far out in
front as the first source of news and the most
credible.

How.did television achieve that rank? Why
does it keep gaining in stature? The answers
will be found in a Special Report in
BROADCASTING July 30.

Applying the experience gained in an ongoing
series of report on television journalism, the
editors of BROADCASTING are preparing a
portfolio of news operations coast to coast.
They will seek the reasons why the quality of
news presentation determines station rank in
market after market.

The July 30 issue containing this Special
Report will go, of course, to the magazine’s
regular circulation of 36,487, which includes
the cream of broadcast-oriented marketing
and advertising executives and the members
and key staffers of the FCC and other
government bodies concerned with broadcast
regulation and legislation. The issue will also
be specially delivered to every member of the
United States Senate and House and to all
state governors. '

A prime medium for prime advertisers.

If you count your news department to be a
factor in television journalism, if your
company is a network, a news service or a
supplier of anything to television
journalism —or if you have something to say
to television journalists, this Special Report
offers Special Opportunity.

The closing date for advertising is July 23.

You belong in Broadcasting ZJul 30



Solomon Sagali: a prophet,
finally, with some honor

Solomon Sagall is nothing if not persis-
tent. He has had to eat more than a few
words of overly optimistic prophecy about
impending booms for over-the-air pay
television. But having been a voice in the
wilderness for more than 20 years, he has
now seen four pay systems go on the air (a
fifth, in Detroit, was due to start yesterday,
July 1), Sagall feels that just maybe the
time has come for him and his ideas.

*‘Advertiser-financed television and
mediocrity are as inseparable as Siamese
twins,” says Sagall. president of the New
York-based Teleglobe Pay-TV System Inc.
Hardly an old friend of commerscial broad-
casters, Sagall nevertheless qualifies as a
friend of television—a medium with
which he has had an affair since the idea of
a set in every home was a gleam in David
Sarnoff’s eye.

One Sunday morning in 1929, Sagall
noted an item in The (London) Observer
telling of an inventor in Berlin, Dene Von
Mihaly, demonstrating a system of
transmitling pictures with radio. Two days
later, Sagall, a 27-year-old economist, was
himself in Berlin watching a 30-line,
postage-stamp sized picture. He soon
returned to his London home with the
British rights to Mihaly’s Telicon system
in his pocket. )

So began one of the longest—if rocky—
careers of any in television. As events pro-
ceeded, Sagall never went very far with the
Telicon system. Rather, he formed
Scophony Lid. of London in 1930 to de-
velop and market an optic-mechanical
method of television invented by a British
inventor, George William Walton. By
1940, when Sagall moved to the U.S. and
formed Telicon Corp., Scophony had
grown into a $1.5-million-a-year manufac-
turing corporatjon.

Sagall actually became associated with
pay television in 1938 in London when
Scophony set up large-screen systems in
two London film houses. After his move
across the Atlantic, however, World War 11
slowed the development of television
here, Sagall and Telicon built equipment
for the U.S. Signal Corps instead.  Afier
the war, he was again building television
sets and installing them in New York bars.
Then, too, he developed his Intra-Vision
System -of master antennas for apartment
buildings. (The patent for Intravision
would later be acquired by Jerrold
Electronics. a pioneering cable television
firm.)

In 1957, Sagall founded Teleglobe, in-
tending to develop the TV technology for
coding, decoding and per-program billing.
The . first Teleglobe system, which was

Profiles

Solomon Sagall—president, Teleglobe Pay-TV
System Inc., New York; b. May 2, 1902, Jirmony,
Russia (near Minsk); studied at University of
Jena, Thuringis {(Germany), and London School
of Economics; founder and managing director,
Scophony Ltd. London, 1930-40; president,
Telicon Corp., New York, 1941-48; consultant,
1949-57; tounded Teleglobe, 1957; m.
Jachebed Ellenberg, Jan. 8, 1927; one son,
Joel, 52, director and secretary of Teleglobe.

never fully realized, employed a technique
of sending an unscrambled video signal
over the air and an audio channel, for
which the viewer paid. via telephone cir-
cuits.

It was only last year when Teleglobe’s
first pay-TV system went into use for
American Subscription Television’s
SelecTV on KwWHY-TvV Los Angeles. AST
now has almost 30,000 subscribers in that
city. which otherwise boasts the largest
over-the-air pay system in the world—Na-
tional Subscription Television’s On TV on
KBSC(TV) Corona-Los Angeles, which
claims 177,000 subscribers.

Twenty-two years ago, when he founded
Teleglobe, Sagall was claiming that
**America is marching inexorably towards
pay TV’ It turned into a fong march for
Sagall and his fellow pay-television advo-
cates, however, as they continually met
with stiff resistance from the public, gov-
ernment, broadcasters and motion picture
firms. In early 1960’s, it again looked as if
pay might get off the ground, and Sagall,
ever its zealot, heralded it as the ““wave of
the future!” But still the future was years
away. In the mid 1960’s, when govern-
ment and broadcasters were debating the
future of the educational broadcasting
system, Sagall proposed that what would
become known as public broadcasting
should be a pay service. Although he cer-
tainly had a vested interest in seeing such a
large-scale adoption of pay technology,
Saga!l couched his plan as an alternative to
““fufl-scale commercialism™ that he saw
arising out of the system of corporate un-
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derwriting of noncommercial television
programing.

Although his Teleglobe system won
FCC approval in 1973, it was still two more
years, according to Sagall’s version of
pay’s history, before there was a real op-
portunity for the new .medium to get
started. That was when the -commission
rewrole the pay-TV rules and, in large
part, removed most. of the regulatory bar-
riers that had inhibited the medium’s de-
velopment. Shortly thereafter, Sagall was
calling 1977 ‘‘the year of the
breakthrough’’—which eventually came
in 1978. SelecTV went on the air in July
1978 amid a still unresolved conflict over
the patents of the decoding hardware.

Sagall is reasonably candid about all of
his false starts and unfulfilled promises,
however. *‘l was always wrong,”” he says.
**I gave dates—it didn’t materialize.”

“Many for years considered me crazy
for preaching the gospel of subscription
television. So did my wife. She no longer
considers me crazy. She thinks 1 am only
half crazy.” he says.

Half crazy or not, Sagall has long
refused to hide his disdain for most of the
programing offered via commercial televi-
sion. In 1967, speaking before the House
Communications Subcommittee, he ac-
cused the commercial system of ‘420 years
of brainwashing the American public by a
fare of mediocrity [producing] a negative,
paralyzing impact, particularly on the
minds of the impressionable younger gen-
eration.” ) )

Now 77, Sagall feels his predictions may
finally be coming to pass. “By the end of
the 1980°s, at least one-third of all televi-
sion households will have pay in one form
or another.’ he says. He believes roughly
two-thirds of those homes will have -pay-
cable services and the other third will have
over-the-air. He anticipates 450,000 pay-
television homes by the end of this year.
In addition to the Teleglobe hardware in
Los Angeles, he expects, that his company
will supply the boxes when a system opens
in Milwaukee later this year or next.

Once during his London days, Sagall
was erroneously introduced at a party as
the inventor of television. He corrected
the mistake and called himself instead an
“inventor of inventors,’ a businessman
who developed and marketed the inven-
tions of others. Over the years, he has not
changed much.

*l1 am not an engineer,” he says, “‘but,
by the nature of things, having dealt with
engineers and having employed them on
both sides of the Atlantic, [ have a very
superficial smattering of knowledge of
what is going on. [ act as a chairman of the
board. 1 listen to the engineers. Since it in-
volves spending money—when | have it—
[ make decisions.”



Editorialsz

Wrong way

It is an ambitious enterprise indeed that the membership of the
Public Broadcasting Service approved last week —three television
networks simulianeously flooding the country with programing
by satellite. The only thing missing from the blueprint is the
money machine.

The prospective reorganizations of PBS and of the other major
bureaucracy in the field. the Corporation for Public Broadcasting,
are intended to create an end product of more and diverse pro-
graming. Fair enough. but the objective cannot be reached on
present budgets. The builders of the system will be looking hard
for infusions of more money from old sources and new money
from new ones. Among the new sources, advertising is being
eyed with increasing interest.

At hearings two weeks ago on the House rewrite of the Com-
munications Act. which contains a provision to legitimatize the
transformation of the noncommercial system 10 commercial,
some witnesses from noncommercial stations professed aversion
toward adveriising on their air. There was noticeably less resis-
tance, however, to the suggestion that the corporate messages
now used to identify program underwriters be lengthened. The
inference to be drawn from the testimony is that within 1he public
television community there is no hardened opposition 10 the ac-
ceptance of advertising. as long as it is called by some other name.

The truth is. of course. that the noncommercial system has
been in the advertising business for some time. Underwriting is
sold like advertising. with the commercial benefits emphasized.
Some noncommercial broadcasters have even begun to call things
by their right names. The appointment of a director of marketing
by a Midwestern public system came recently to our attention.

All of this is going on while the solicitors of public donations to
the public system keep maligning commercial television for the
advertising it carries and asserting the purity of the noncommer-
cial air.

The public system can't have it both ways. Neither can the
rewrilers of the Communications Act. Today’s noncommercial
broadcasters were installed on frequencies explicitly reserved for
noncommercial, educational use and have been brought to their
present development with substantial government funding. Turn-
ing them loose now (o compete in the advertising marketplace
would not only create grossly unfair competition to the commer-
cial system that has never been anything else but would also ut-
terly defeat their original purpose.

Advertising isn't the answer.

Burgered again

Two more decisions by the U.S. Supreme Court, both issued last
week, have exposed all media of journalism to new libel hazards.
One decision poses a special threat to radio and television stations
that are accustomed to broadcast statements from their U.S. sena-
tors and representatives.

The court significantly narrowed the definition of a ‘‘public
figure™ who, as a plaintiff, must prove malice or willful disregard
of truth to win a libel suit. That burden of proof had been im-
posed by the Supreme Court of 1964 in New York Times v
Sullivan, a case that journalists and courts had until recently con-
strued to give honest journalism a comforiable margin of security
against harassing litigation. All plaintiffs but those who have
affirmatively sought the public limelight can now collect on a
mere showing of inaccuracy and damage to his reputation.

The court also sharply reduced the immunity from libel actions

that members of Congress have for 200 years assumed they en-
joyed. It ruled that legislators may be sued for libel contained in
statements made outside the formal legisiative process. The case
involved a libe! suit brought against Senator William Proxmire
(D-Wis.) by the target of one of his *“‘golden fleece awards™ that
decry governmental waste. The liability extends to broadcast
tapes or films and presumably to the media that carry actionable
messages.

Last week’s decisions were in character with others emanating
from a Burger court that is tearing up the First Amendment case
by case. The dismaying record, summarized in this magazine last
April 23 and now amplified by the new decisions, is certain to in-
hibit reporting and discourse in all media.

The fitful beginnings of a cooperative defense among print and
broadcast journalists have been made at the National Association
of Broadcasters and other media organizations. There is more
reason than ever for collective thought and action.

Problem child

A new element of risk for subscribers to the NAB television
code, which is the target of an antitrust suit filed three weeks ago,
was introduced last week. At the first session of their midyear
meetings in Washington, NAB directors were given the disquiet-
ing word that code subscribers might be exposed to triple-damage
suits if the government wins.

The bearer of the tidings was Philip Verveer, now the FCC’s
Common Carrier Bureau chief, after a six-week career as chief of
its Broadcast Bureau. Speaking with the assurance of a former an-
titrust lawyer in the Justice Department, which he was, Verveer
said the government has an air-light case against the code. He
recommended that the NAB enter into a consent settlement and
then try to get Congress to exempt the code from application of
antitrust law.

As reported elsewhere in this issue, there is some doubt that
the government’s case is as good as Verveer thinks it is or that a
settlement of it would remove the prospect of damage suits
against subscribers if disgruntled advertisers wanted to capitalize
on the situation by complaining of an unavailability of time.
There seems, however, little doubt that television code subscri-
bers are committed to perpetuate the limitations on commercial
lime by one means or another.

In the end the code may prove to cause more trouble than its
most ardent advocates think it has avoided.
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“We 've just spotted another station getting gas. It should be open
in a few minutes. Sixth and Main ..."

Broadcasting Jul 2 1979



You're sure to be on the
move this summer. With gas
more expensive, you may
find a few simple reminders
on the best ways to get max-
imum mileage helpful. They
won't take a lot of time, and
may save you a fair amount
at the gas pump.

A car that is properly
tuned and maintained will
be the most fuel-efficient.
Newer GM cars require less
routine maintenance than
older ones, but all cars re-
quire some periodic check-
ups. Fouled spark plugs,
improper spark timing or
clogged oil and air filters all
can reduce mileage signifi-
cantly. So be sure to follow
the maintenance program in
your GM Owner’s Manual
and Maintenance Schedule.

Underinflated tires
waste lots of gas. Tires that
are too soft have a higher
rolling resistance, which
forces the engine to work
harder and to use more fuel.
So have the tire pressures
checked periodically or use a
tire gauge yourself to be sure
your tires are inflated to the
pressure recommended in

the GM Owner’s Manual.

CUSTOMER INFORMATION FROM GENERAL MOTORS

HOW TO SAVE FUEL
DURING YOUR SUMMER VACATION

ENGINE TUNING, TIRE PRESSURE, AND HOW YOU DRIVE MAKE A BIG DIFFERENCE.

Air conditioning also
takes fuel, so try not to use it
except when it's absolutely
necessary. Whenever possi-
ble, use the vent position on
the air conditioner to circu-
late air; it’ll be quieter and
cleaner than opening the
windows all the way. If you
can park in the shade, it’ll be
much cooler when you get
into the car, and you'll be less
likely to want to switch on
the air conditioner.

Keeping the proper
amount of coolant in the ra-
diator will help prevent
your car from overheating.
It won't save fuel, but it may
save expensive towing costs.
A lot of people think it's okay
just to add extra water, but
that can actually cause the
mixture in your radiator to
boil. Coolant—a 50/50 mix-
ture of ethylene glycol anti-
freeze and water—raises the
boiling temperature and will
therefore help prevent over-
heating.

Your driving habits are
probably the most impor-
tant factor of all in saving
fuel. The best advice we can
give is to drive at moderate
speeds and accelerate evenly.
For example, jackrabbit
starts take much more gaso-
line than gradual accelera-
tion. Frequent stops will also
cost you fuel, because every
“pump” of the accelerator
means extra gas going through
the carburetor. Also, “riding

the brake” creates a lot of
unnecessary friction and
wastes gas.

Extra weight in your
trunk, such as tire chains,
golf clubs you don't plan to
use, even unnecessary lug-
gage, takes more gas to haul.
And finally, driving at high
speeds substantially reduces
fuel economy. So observing
the 55 mile per hour speed
limit makes economic sense
and may save lives, too. Tests
confirm that you can get
approximately 20% better
mileage by driving at 50 miles
per hour than at 70 miles per
hour.

Attention to routine
maintenance and modera-
tion in how you drive are the
keys to getting the best mile-
age from your car during this
summer. That’ll save you
money and help make sure
that there’s enough gas for
others to enjoy a summer va-
cation, t0o.

This advertisement is part of
our conlinuing effort to give cus-
tomers useful information about
their cars and trucks and the
company that builds them.

General Motors

People building transportation
to serve people







