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When Northeastern Ohic can't come to our facilities, we
take our brand new on-line remote facility to wherever it's
needed. That's just one more way that Gaylord Broadcasting
Company fulfills its commitment to the ninth TV market.

When Cleveland's leading independent does something,
we do it right. And we do it right now!

Cleveland
Lorain

GAYLORD
Broadcasting Company

One of America's largest privately owned broadcasting companies
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WVUE-TV WVTV WKY KYTE/KLLB KRKE-AM/FM

New Orleans Milwaukee Oklahoma City Portland Albuquerque



Broadcasting:Jul 16
TheWeek in Brief

VAN DEERLIN HITS THEWALL O Markup of the BEATING THEIR DRUMS 0O The three networks begin in
Communications Act rewrite made little progress last earnest with their fall promotional campaigns with ABC -
week, is canceled for this week and signs are that the e :
chairman’s ambitions will be drastically trimmed.

PAGE 24. B

THE RICH GET RICHER O Af
gain dominance, according
CBS-TV stations also bette
TV's, lose ground. PAGE 25

yoking Good" and NBC "Proud as a

cadcasting .

HARD LINE O The FCC shc ?T‘llV 16, 1979 ON O Gathered in Washington to
several'hcenses for hearing : rersary of ABC News's World
McGoff's purchase of waT and its improved ratings .

ymatic. correspondent Ted Koppel
FCC'S ODD COUPLE O One -
ups at the FCC is the new B
Richard Shiben and his deg
diverse backgrounds and |
KEEP THE CLEARS O The o\
industry comments receivet
inquiry into what to do with t
of the status quo. PAGE 32.
TURNITDOWN 0 The FCCd
examine loud commercials.
determine if loudness can be
can be done to prevent it. pi
HIGH PROFITS FROM LOW-BRC =sndent Hoone Arledge, World
Productions has turned some leynolds and White House
Show and the Newlywed Gan __\ldson. There was another
its over-the-counterstock is ¢ _ ___....we——————TEASON IO fEJOICING: The once-maligned 20/20 placed
business. PAGE 37. third in the weekly ratings. PAGE 54.
FALL FIGURES O Bache study of ad agency predictions TRYING SOMETHING DIFFERENT O Compton's senior VP
for the network rankings of the fall schedules give a and creative director Kurt Willinger abhors commercials
show-by-stow listing of shares, HUT's, ratings; ABC is that “sound as if they were written by the sponsor’s wife."
seen first again, CBS finishing a stronger second His don't, as evidenced by the growing number of awards

and NBC languishing in third. pAGE48. -~ .~ - ' Compton. has won'ingluqing two Clio's. PAGE 77. ’
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~ lasting impressions in CLAY
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A happy, sales-producing situation that 3;@

: -7 \j goes far beyond this historic Lancaster | |

e N e 2 | County community. In fact, WGAL-TV *ﬁf
| provides equally strong and consistent o
coverage in hundreds of other prosperous ;

Pennsylvania towns and cities in this boom-
ing 9-county DMA. In your media buying,
contrast WGAL-TV depth and reach with
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'HARRISBURG |

- el EEE Nl Ly == § the partial coverage provided by other
e ) U W LN, ~fe SRR stations in the market. WGAL-TV is your
——— AN ...4 .4 § obvious choice for outstanding superiority :
S Thaney ; ~~ | in area-wide coverage and sales. &7
e Represented by =~} Source: Nieisen 1979 County Coverage Report !,;f.}
. ey e MEEKER \| £2y
: frrn N TELEVISION, INC. &2

STEINMAN TV STATION
LANCASTER-HARRISBURG-YORK-LEBANON, PA.
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for bicycles begins July 30 in 23 markets.
Agency: Keller Crescent, Evansville,
Indiana. Target: children, 6-11; teens,
12-17.

Allegheny Pharmacals O Two-week
campaign for new product, Hair Off, will
start July 16in 15 Southeastern markets.
Agency: Sheldon Communications, New
York. Target: women, 18-49.

Ace Temp Books O One-week
campaign begins Aug. 19 tor "Crimson
Chalice” in 12 markets inciuding Los
Angeles. Agency: Video Marketing, New
York. Target: adults, 18-49.

Nisson Motor Corp. O One-week
campaign begins Aug. 27 for Datsun cars
and trucks in 26 markets. Agency:
William Esty, New York. Target: men,
18-49.

Stanadyne (O Six-week campaign for
touch control faucets begins Aug. 20 in
New York, Pittsburgh, Sait Lake City,
Cieveland and Boston. Agency: Wyse
Advertising, Cleveland. Target: aduits,
25-54.

Homecraft Marketing O Four-week
campaign begins Aug. 13 for Mason-Eze
masonry product in 16 Midwest and

RepuReport

Major Market Radio had added six sta-
tions to its roster since it decided last
month to abandon its policy of short list
and open its doors to stations of all for-
mats. New stations, all owned by
Greater Media Inc., are wGav(am) Silver
Spring, Md.-wcav-Fm Washington;
wHND(AM) Monroe, Mich.,; wwmictrm Bir-
mingham, Mich.,, and WPEN(AM)-WMEG(FM}
Philadelphia. KcmO(am)-and KCEZ(FM)
Kansas City, Mo, have renewed with
MMR. Firm now represents 33 radio sta-
tions in 22 markets.

C

KLaC(aMI-KMET(FM) LOS Angeles: To
Eastman Radio from Metro Radio
Sales.

(W]

Wesa(am)-wwwmiFm) Cleveland: To
Eastman Radio from Selcom.

0

Katziam) St. Louis-wzenem Alton, lil.: To
Torbet Radio from Bernard Howard.

Eastern markets. Agency: Pete Glasheen o
Advertising, New York. Targeti: men, Wokowam Albany, N.Y: To Torbet Radio
o 25-54, from Selcom.
There are 1/2 million people Wm. Underwood Co.0O Four-week 0

in central Wisconsin,
looking Forward.

Every year WSAU-TV
outdistances the competition in
this affluent 13 county market,
no matter how the
network fares.

A news department that
scores up to a three to one
share over the other guys and
tuned-in jocal programming
makes WSAU ¢he buy.

You're ahead

campaign for Accent food seasoning will
start July 30 in 13 markets. Agency:
Kenyon & Eckhardt, Boston. Target:
women, 18-49.

IR RADIOC AND TV S

Toys R Us Inc. O Four-week radic and
six-to-eight-week TV campaigns begin in
mid-October for toy stores in 18 markets,
Agency: Ed Libov Associates, New York.
Target: aduits 18-49.

WaaL(FMy Binghamton, N.Y., and
wTRUaM) Muskegon, Mich.: To Torbet
Radio from McGavren Guild.

(W]

Kcoztrm) Shreveport, La.: To Bermard
Howard from Selcom.

B

WkBr(aMm) Manchester, NH.. To The
Queen Co. (for New England only}.

May money. Advertiser investments in network television in May totaled $398.7 million, up
12.8% from May 1978, the Television Bureau of Advertising said last week. The figures were
compiled for TVB by Broadcast Advertiser Reports. The May figure lifted the networks' total
for the year to almost $1.9 billion, 14.1% more than in the same period of 1978. For the first
five months, ABC-TV had 36.3% of the total, CBS-TV had 32.8% and NBC-TV had 30.9%.

May January-May

% %
e 1978 1979 change 1978 1979 change
Daytime  $116,447,600 $126586800 + 8.7 $566.065900 $625517.900 +10.5
WAUSAU, WISCONSIN Mon-Fri. 84,322,500 90,537,100 + 7.4  380,542800 415819600 + 9.3
A CBS Affiliate @ Sat-Sun. 32125100 36049700 +12.2 185,523,100 209,698.300 +130
Represented by Meeker Nighttime 237,149,000 272,154,400 +148 1,071,162400 1,243,292900 +16.1
Total $353596,600 $398,741200 +128 $1,637.228,300 $1868810,800 +14.1

MEMBER...FORWARD GROUP

X _ i ABC cBs NBC Total
g, %ISRAF_TT\)I 0“52:’;'},%id|and January $118635300  $113706300  §127110800  § 359,452,400
3 2 KCAU-TV Sioux City February 131,397,400 118682200  103,456.700 353,536,300
s S WRAU-TV Peoiia March 138522600 118829900  113657.600 371,010,100
P & WMTV Madiso April 143,151,700 127,959,800 114,959,300 386,070,800
T L May 146,483,100 133350900  118.907.200 398,741,200
WSAU-TV Wausau Year-to-Date $678,190,100  $612529,100  $578091600  $1.868810800

Broadcasting Jul 16 1979
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Torbet 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 salespeople
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 Los Angeles SanFrancisco Portland Seattle
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he Professional

Bob Berkowitz Has
A Nose For News

Bob got his college degree
in hotel and restaurant
management, but wound up
creating good stories instead
of savory dishes.

Since joining APR in 1974,
Bob has traveled from the
Senate side of Capitol Hill to
Mexico, where he covered
Pope John Paul 1I's pilgrimage.

Last year saw him at the
Panama Canal writing and
producing “The Big Ditch” —
which won him an Overseas
Press Club Award. This
news-hound knows his news.
We like that. We're like

Bob Berkowitz.

Professional.

Radio

Associated Press
Radio Network  (212) 2624011

Datebooky:

® indicates new of revised listing

]
This week

July 15-19—Community Antenna Television
Association annual convention and CATA Cable
Operators Seminar '79. The Abbey on Lake Geneva,
Fontana. Wis.

July 15-18 — New York State Broadcasters Associa-
tion 18th executive conference. The Otesaga hotel,
Cooperstown. N.Y.

July 16-18—Arbitron Television Advisory Council
meeting. Radisson South, Minneapolis.

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

July 17— Radio Advertising Burecu Idearama-Plus
for local sales. Hilton Inn, Des Meines, 1owa.

July 17— Radio Advertising Bureau ldearama-Plus
for local sales. Alameda Plaza. Kansas City, Mo.

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

July 17— Radio Advertising Burecu Idearama-Plus
for loca! sales. Red Lion Motor Inn, Spokane, Wash.

July 19— Radio Advertising Bureau |dearama-Plus
for local sales. Little America. Salt Lake City

July 19— Radio Advertising Bureau ldearama-Plus

for local sales. Commodore Penry Motor Inn, Toledo, .

Onio.

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

July 19— Radio Advertising Bureau |dearama-Plus
for local sales. Holiday Inn, Fargo, N.D.

July 19— Radio Advertising Bureau |dearama-Plus
for Iocai sales. Hilton hotel, Philadelphia.

July 19-20—Workshop on libel litigation, sponsored
by Practising Law Institute. Sheraton Centre hotel,
New York.

July 22.24— California Broadcasters Association
annual meeting. NBC President Fred Silverman will
speak July 24. Del Monte Hyatt House, Monterey, Calit.

i S wsis Ueme S
Also in July

July 23— Deadline for reply comments on FCCinqu-

iry into future role of low-power television broadcast-
ing and television translators (Docket 78-253),

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

July 25-28— Wisconsin Broadcasters Association
annual summer meeting. Pioneer Inn, Oshkosh,

July 25-29 — Rocky Mountain Broadcasters Associa-
tien Convention. Hyatt Lake Tahoe hotel, Incline Vil-
lage, Nev.

L |
August

Aug. 2-3—Workshop on libel litigation, sponscred by

. Praetising Law Institute. Beverly Hillon hote!, Los

Angeles,

Aug 3-7 —Politics, Culture and Radic: a Perspeclive
for the 1980's," radio production seminar sponsored
by WYSO(FM) Yeliow Springs, Ohio, and held there.
Information: Shierry Novick, (513) 767-1722.

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

Broadcasting Jul 16 1979
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Aug. 10— Kansas Association of Broadeasters sports
seminar. Royals and Arrowhead stadiums, Kansas City,
Mo.

Aug. 15-19 —Fifth annual conference. National! Fed-
eration of Community Broadcasters. Evergreen State
College, Olympia, Wash. Information: Nan Rubin {202)
789-1200.

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

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

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, Jeflersen
City; Thursday's at Holiday Inn, Hannibal, and Friday's
at Ramada Inn, St. Joseph.

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

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

Aug. 23-28 — West Virginia Broadcasters Associa-
tion meeting. Greenbrier. White Sulphur Springs. W.
Va.

Aug. 24 .Sept. 2—Internalional Radio and TV Exhibi-
tion 1979 Berlin, sponsored by the Seciety for the Pro-
motion of Entertainment Electronics of Frankfurt-on-
Main with executive handling by the AMK Company
for Exhibitions, Fairs and Congresses Lid. Bedin Ex-
hibition grounds.

AugQ. 28-28— Illinois Broadcasters Association an-
nual convention. Ramada Inn, Champaign. 11l

Aug. 26-Sept. 2— National Association of Broad-
casters sales management seminar. Harvard Universi-
ty, Boston.

Aug. 29-31—Arbitron Radic Advisory Council
meeting. Castle Harbour hotel, Bermuda.

. ]
September

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

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

Sept. 7-9—California and Far West regional con-
ference of Investigative Reporters and Editors. Dunfey
hotel. San Mateo. Calif. Contact: Len Selers. Journal-
ism Department. San Francisco State, (415)
469-1550.

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

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

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

Sept. 12— Ohio Association of Broadcasters state
legisiative salute. Sheraton-Columbus, Columbus,
Ohio.

8 Sept. 12-14—CBS Radio affiliates board meet-
ing. Hyalt, Lake Tahoe, Nev.

Sept. 13— International Radio and Television
Society newsmaker luncheon. Waldort-Astoria hotel,
New York.

Sept. 13-14— Pittaburgh chapter of Society of
Broadcast Engineers regional convention and equip-
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Insider report: behind the scene, before the fact Lgmany

[ |
On hold

With Communications Act rewrite now
dead in House (see page 24), what’s
chance of communications legislation in
Senate? None for while. Senate
Communications Subcommittee wound
up hearings on bills amending present act,
but there’s no indicated interest in markup
any time soon.

R L L AT
Radio splash
Heavy radio usage, estimated al about 35
million, is said to be big part of Chrysler
Corp. advertising campaign that breaks
this week. Over five-week period,
Chrysler’s expected to use total of 200
one-minute spots per week on four wired
networks, plus spots on portions of five
unwired networks and 200 per week in 55
spot radio markets. Radio sales leaders say
campaign may be extended beyond five
weeks but that in any evenl it offers
excelient opportunity for stations to boost
own sales by selling Chrysler dealers on
campaigns to heighten impact further.
Chiefly credited for selling project to
Chrysler is Sam Cook Digges, CBS Radio
president, in series of presentations he
made over several weeks proposing
multinetwork and spot approach. He’s said
to have stressed that Chrysler might be
outgunned in other media but could
establish commanding presence via radio.
Digges in tiirn is said to have credited
Radio Advertising Bureau’s Detroit vice
president, Eldon (Hap) Hazard, with big
assist. Kenyon & Eckhardt is Chrysler
agency.

BN T I T e T T ]
Search for definitions

FCC action setting aside staff approval of
Panax Corp’s purchase of Michigan
station and its satellite because of
allegations regarding Panax Corp.’s John P,
McGoffs ties to South African
government (see page 26) raises basic
question, in view of some staffers. How
does one define and weigh **character,” as
in *‘character qualification to be
licensee? Is character absolute? Or are
there gradations of quality? If so, where is
line between acceptable and unacceptabie
character?

Then, too, there is question as 10
whether broadcaster who is found to lack
character qualification in connection with
one station he owns lacks it in connection
with others. Commission in past has
managed 1o practice selective nonrenewal
on character issues. But is change coming?
At same time last week it ordered
revocation hearing in case involving Booth
American Co.'s WILB(AM)-WMZK-FM

Detroit, commission directed staff to put
freeze on Booth American Co.’s proposed
$9-million purchase of Continental Urban
Television Corp.’s KGSC-Tv San Jose, Calif.
Question as to whether broadcaster could
lose all stations on character issue will be
in minds of officials of RKO General
station group Wednesday, when
commission holds oral argument in
comparative-renewal proceeding involving
RKO’s wNAC-Tv Boston {BROADCASTING.
June 25).

Space age

Westinghouse Broadcasting Co. has
decided to initiate satellite
commiinications not only to feed its
syndicated programs from Group W
Productions but also to interconnect its
owned stations. It will install receive
dishes at its stations and $1-million
receive-uplink station, probably near its
Pittsburgh distribution point for
syndicalion. Dan Ritchie, company
president, is convinced that satellite earth
stations will be standard equipment for TV
broadcasters and satellite delivery standard
means of program distribution.

e S R
It’s &till film
Videotape revolution hds yetl to make
heavy impact on network prime-time
programing where fall season will be
77% film. Heavy emphasis on hour-long
dramatic programs at NBC-TV leaves only
three hours in 22-hour prime-time
schedule on tape—that’s 13% of total.
NBC official said that network has been
running about 90% film for past two years.
AUCBS-TV, 4.5 hours (60 Minutes plus
seven sitcoms) will be shot on tape (20%)
versus five hours in 1978-79 fall season.
ABC-TV with abundance of half-hour
situation comedies runs well ahead of
others in tape use. Network has nine half-
hours in tape plus 20/20and Monday
Night Football; that’s total of 7.5 hours or
34% of schedule. Five ABC sitcoms are on
film. Last season, six hours were shot with
lape.

Growing kitty
Radio Advertising Bureau is off to running
start in collecting cash and pledges for $1-
million-plus advertising campaign it plans
to launch this fall. Campaign will seek to
position radio as primary advertising
medium by achieving visibility in paid
advertising in business and specialized
publications and by creating *‘bandwagon
effect™® with radio spots.

R AB officials say they’ve already
received $125,000 in pledges and cash.
Checks, they say, have come from over

Broadcasting Jul 18 1979
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300 radio stations. In addition, they’ve
received $175,000 in pledges of trade-out
space in national magazines, including
Time, Newsweek and Fortune, and expect
this to grow and to include regional media.
As for time, their goal is to equal or
exceed million-plus dollars worth that
networks and stations have made available
in earlier campaigns. But they say they
need all these commitiments soon, so
they can fine-tune final campaign plans.
Trout & Ries Advertising, New York, is
agency.

Price contrasts

Media buffs last week were comparing
$105-million purchasé of Hartford
Courant, only newspaper in Connecticut’s
biggest city, by Times Mirror Co.. Los
Angeles (see page 38), with purchase five
years ago of wTIC-Tv (now WFSB-TV)
Hartford by Washington Post Co. for net
price of $34 million. Profits after taxes in
1978 were about same for both
properties—33.7 million for Courant,
$3.5-4 million for wFsB-TV.

With inflation, wFsB-Tv, ch. 3 CBS-TV
affiliate in 24th ADI, is worth more now
thar at time of its sale. (KOvRITvI
Sacramento, Calif., 23d ADI, went for $65
million two weeks ago [BROADCASTING,
July 91.) But brokers say wFsB-Tv still
wouldn't fetch price paid fof Courant. For
buyers, monopoly newspapers make
betier deals than television stations, which
are always subject to attack by outsiders
during FCC transfer process. Unless there
are antilrust questions, considered
unlikely, Courant acquisition will sail
through untouched by government hands.
(Times Mirror owis two TV stations, has
bought Newhouse papers’ five TV
slations, subject to FCC approval.)

R T T =Py
Encounter at Acapulco

Under auspices of Televisa, Mexico’s
foremost TV network and programing
enlity headed by Emilio Azcarraga, second
World Encounter on Communication will
be held in Acapulco July 22 to 28, devoted
entirely to TV, with some 70 leading
lecturers and with more than 1,000 in
attendance, First Encounter, in 1974,
covered all communications, with such
names as Galbraith, McLuhan and
Schramm on platform.

Second World Encounter will bring
together experts from Brazil, Canada,
France, Germany, ltaly, Japan, Soviel
Union, United Kingdom, United States
and host nation, Mexico, to describe their
systems or ‘*models,” evaluate impact of
TV on society, and appraise ‘‘technical
revolution.” Secretary-general of
Encounter is Jose S. Gallastegui.
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—— 7010 ONLY Beck's Beer O Five-week campaign for

Dr. Scholl’s O Twenty-week campaign
for footwear begins Aug. 20 in three test

markets. Agency: Stern Walters, Chicago.

Target: women, 15 plus.

Wakefield Frozen Foods O Eleven-
week campaign for frozen crabs begins
Sept. 3in New York and Boston. Agency:
Chiat/Day Inc., Seattle. Target: women,
25-54.

Giant Eagle O Nine-week campaign for
supermarket chain begins this month in
Youngstown, Ohig, and Pittsburgh.
Agency: William B. Doner, Southfield,
Mich. Target: women, 25-54.

Bryan Foods O Eight-week campaign
for canned meats begins this week in 17
markets in Alabama, Mississippi,
Louisiana, Georgia, and western
Tennessee. Agency: Cargill, Wilson &
Acree, Atlanta. Target: women, 25-49.

Coors Co.O Six-week campaign for
Coors beer begins today in 30 Western
markets. Agency: Ted Bates, New York.
Target: men, 18-34,

Making
il a new
- 17th
market.

WTSP TVS

TAMPA/ST. PETERSBURG

REPRESENTED NATIONALLY BY HRP

' i

Dri-Beck beer in Atlanta, New York,
Boston and Chicage. Agency: Della
Femina, Travisano, New York. Target: men,
18-34.

Golden Family Restaurants 00 Four-
week campaign introducing new menu
with 80 items at reduced prices starts
July 30 for at least one month in lllinois
and Indiana markets. Agency: Cohen &
Greenbaum, Chicago. Target: aduits.

Simmons O Four-week campaign begins
Aug. 6 for Beautyrest mattresses in 19
markets. Agency: McDonald & Little,
Atlanta. Target: aduits, 25-54.

American Dairy Association O Four-
week campaign emphasizing nutrition
starts Aug. 6 in 200 markets. Agency:
D'Arcy MacManus & Masius, Chicago.
Target: teens.

Kinney O Three-week campaign begins
Aug. 27 for "Back to School” shoes in
eight markets including New York and
Detroit. Agency: Sawdon & Bass, New

. York. Target: women, 18-49.

Sahara Reno hotel O One-week
campaign promoting Helen Reddy-Flip
Wilson show begins July 23 in San
Francisco. San Jose and Sacramento, all
California, and Reno. Agency: Saguaro
Advertising, Reno. Target: adults, 25-54.

Tony's Pizza O One-week campaign
begins July 23 in lowa and Indiana for
Red Baron Pizza to be followed by more
extensive campaign. Agency:
Carmichael-Lynch, Minneapolis. Target:
adults, 18-49.
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Uncle Ben's Foods O Six-month
campaign begins July 16 for Uncie Ben's
converted rice in 15 markets. Agency: J.
Walter Thompson, New York. Target:
women, 25-54, women 18-49.

Ronzoni Foods O Sixteen-week
campaign for pasta and frozen foods
begins in early September in 12 markets
concentrating on the east coast, including
New York, Boston and Philadelphia.
Agency: Firestone & Associates, New
York. Target: women, 18-49.

Wella O Thirteen-week campaign for
Wella shampoo starts this week in 11
markets. Agency: Advantage Associates,
New York. Target: women, 35 plus.

American Family Insurance O Twelve-
week campaign begins in late August in

20 Midwest markets. Agency: Fuller, Beity
Connell, Milwaukee. Target: men, 25-54.

Gillette O Six-week campaign for White
Rain hair spray starts July 30 in 150
markets. Agency: Grey Advertising,
Chicago. Target: women, 25-54.

White Labs 0O Four-week campaign
begins late this month for X-14 tub and
shower cleaner in 16 Eastern markets
including New York and Chicago.
Agency: Bozell & Jacobs, Atlanta. Target:
women, 18-49.

Genesee O Three-week campaign for
light beer starts Aug. 20 in 21 markets.
Agency: William Esty, New York. Target:
men, 18-49.

Murray Ohio O Three-week campaign

.*
BAR reports television network sales as of June 10
ABC $171,411,400 (36.2%) O CBS $650.261,200 (32.8%) O NBC $612.883,000 (31.0%)

Total Total

minutes doliars %
week week 1979 lotai 1978 total change
ended ended 1979 tolat doilars dollars from
Day paris June 10 June 10 minutes year to date year to date 1978
Monday-Friday
Sign-on-10 a.m. 158 § 1.262.000 3628 $ 28322500 §24,987,700 +13.3
Monday-Friday
10 am.-6 pm. 1,040 17448600 23,079 410,055,500 379.940.500 +79
Saturday-Sunday )
Sign-on-6 p.m. 330 8,166900 7.828 223317500 198,889.800 +123
Monday-Saturday
6 p.m.-7:30 p.m. 102 4.597.000 2.263 113,501,000 99,401,600 +14.2
Sunday .
6 p.m.-7:30 p.m. 23 1:038,300 557 35,603,700 29.923.800 +19.0
Monday-Sunday
7:30 pm.-11 p.m. 412 39,782,600 9505 1.036.736.700 910,111,700 +139
Monday-Sunday
11 pm.-Sign-ofi 238 6.253.400 5.398 133,018,700 108,783,500 4223
Total 2303 $78548800 52258  $1980555600  $1,752,038600 +13.0
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“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 to sell 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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- The more
computing suppliers,
the merrier?

Wrong.

It's a simple fact. An abundance of computing
suppliers just pecks away at your station’s
financial stability—as well as your nerves.

Eliminate these jitters with our BCS 1100 sys-
tem—the powerful management tool that
doesn't stop at just traffic and billing.

A BCS 1100 can also put complete automated
accounting, control of carts, news and film
libraries, and demographic information right
at your fingertips. What's more, because this
total management capability is available from one
source and one system, we can provide you
with some timely extras. Like reduced hardware
and service costs. Unlimited demographic
requests at no additional charge. And a sig-

nificant drop in aggravation.

So get back on firm ground with the
BCS 1100. For complete details, call us

today at (303) 599-1601, or write Kaman
Sciences Corporation, P.O. Box 7463,

1500 Garden of the Gods Road,

Colorado Springs, Colorado 80933.

bcs
SYSTEMS

[(KAMAN SCIENCES CORPORATION

A KAMAN COMPANY

Our systems belong in your station.
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Sept. 8-8—Radio Television News Directors
Associafion international conference. Caesar's
Palace. Las Vegas. 1980 conference will be Dec.
3-5 at Diplomat hotel, Hotlywood-by-the-Sea, Fla.

Sept. 9-12— National Association of Broad-
casters tadio programing conference. Stouffer's
Rivertront Tower, St. Louis.

Sept. 16-19 = Broadcasting Financial Manage-
ment Association 19th annual conference.
Waldorf-Astoria, New York. Fulure conferences:
Sept. 14-17. 1980, Town and Country hotel, San
Diego; Sept. 20-23, Sheraton-Washington.

Sept. 24-Nov. 30— Start of World Administrative
Radio Conlerence for US and 153 other member
nations of International Telecommunication
Union. Geneva International Conference Centre
and ITU headquarters, Geneva.

Oct. 5-7 — Mutua! Broadeasting System affiliates
convention. Washington Hilton, Washington.

Oct. 7-10— National Radio Broadcasters
Association annual convention. Washington Hilton
hotel, Washinglon. Future conventions: Oct. 5-8,
1980. Bonaventure holel. Los Angeles: Sept.
20-23, 1981, Marriott holel, Chicago.

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

Nov. 11-15— Natiena! Association of Education-
al Broadcasters 55th annual convention. Conrad
Hillen, Chicago.

Nov. 12-14— Television Bureau of Advertising
annual meeting. Omni hotel, Atlanta, Future meet-
ings: Nov. 10-12, 1980, Hilton hotel, Las Vegas:
Nov. 16-18, 1981, Hyatt Regency, New Orleans.

Nov. 14-17 — Sociely of Professional Journalists,

Sigma Delta Chi national convention. Waldorf-
Astoria, New York.

Meforalesings

Jan. 13-18, 1980 - Association of Independent
Television Stations (INTV) conventlon. Galleria
Plaza, Houston. Future convention: Jan. 18-21,
1981, Century Plaza, Los Angeles.

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

Feb. 16-21, 1980— MNational Association of
Television Program Executives conference. San
Francisco Hilton. Future ConferenCes: March
13-18, 1981, New York Hilton; March 12-17, 1982,
Las Vegas Hilton.

April 13-18, 1980 — Nationa! Association of
Broadcasters annuzl Convention. Las Vegas.
Future conventions: Las Vegas, April 12-15, 1981;
Dallas, April 4-7, 1982. Las Vegas, April 10-13,
1983; Atlanta, March 18-21, 1984; Las Vegas,
April 14-17, 1985 Kansas City, Mo.. April 13-16,
1986; Atlania, April 5-8, 1987; Las Vegas, April
10-13, 1988.

April 18-24, 1980 — MIP TV international pro-
gram market. Cannes, France.

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

June 3.7, 1980-29th annual ccnvention,
American Women in Radio and Television. Hilton
Palacio del Rlo and San Antonic Marriott, San An-
tonio, Tex. Future convention: May 6-10. 1981,
Sheraton Washinglon hote!, Washington.

June 11-15, 1980 — Broadcaster Promotion
Association 24th annual seminar and Broadeast
Designers Assotiation Second annual seminar.
Queen Elizabeth hotel, Montreal. Future seminars:
June 1981, New York: June 1982, San Francisco:
June 1983, New Orleans.

Sept. 20-24, 1980 —Eighth International
Broadcasting Convention. Metropole Conference
and Exhibition Centre, Brighton, England.

ment exhibit. Howard Johnson's Motor Lodge,
Monroeville, Pa.

Sept, 15—0Deadline for entries in 14th annual Gabriel
Awards of UNDA-USA for radio and TV programs that
creatively treat issues concerning human values. Infor-
mation: Charles J. Schisla, (317) 635-3586.

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

Sept. 18-19— Broadcast Financial Management!
Association’s 19th annual conference. Waldorf-
Astorla, New York.

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

Sept. 19-20—Regional meeting, Mutual Black Net-

work affiliates. Peachlree Plaza hotel, Atlanta.

Sept. 19-21—Annual broadcast symposium of
IEEE Broadcast, Cable and Consumer Electronics
Society. Washington hotel, Washington. Contact:
George Jacobs. {202) 254-8040.

Sept. 19-21 —Foum ‘79, sponsored by Interna-
tional Telecommunication Union for telecommunica-
tions executives and Investment bankers. Geneva.

Sept. 20- 22 — Western area conference ol American
Women in Radio and Television. Washingtcn Plaza
hotel, Seattle.

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

Sept. 21-23—west Central area conference of
American Women in Radio and Television. Clayton
House, Lincoin, Neb.

Sept. 20-28 —Teicom 79. world telecommunications
exhibition, sponsored by the International Telecom-
munication Union. Palais des Expositions. Geneva.
U.S. pavilion will be hosted by Electronic Industries
Association Communications Division. Information:
Mark Rosenker, EIA, (202) 457-4990.

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

Sept. 28:28—Public Service Advertising Con-
ference, sponsored by International Advertising
Association and The Advertising Council. Brussels,
Belgium. Information: IAA World Headquarters, 475
Fifth Avenue, New York 10017; (212) 684-1583,

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

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

Sept. 28 —Saciety of Broadcast Engineers regional
convention and equipment show. Syracuse Hilton Inn.
Syracuse, NY. Information. Gary Hartman, WSYR-TV
Syracuse: (315) 474.3911.

-]
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 Radio and Television. Hilton hotel, Colum-
bus, Ohio.

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

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

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

Oct. 7-10— Nationa! Radio Broudcasters Associa-
tion national convention. Washington Hilton.



Oct. 9-13— Inter-American Assaciation of Broad-
casters meeting. Mayflower hotel, Washington.

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

Oct. 10-12—Fourth annual Conference on Satellite
Communlcations for Public Service. sponsored by
Public Service Satellite Consortium, Washington
Hilton, Washington. Information: Polly Rash, PSSC,
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 Associa-
tion tall convenlion. Ramada Inn, Minot, N.D.

Oct. 15—New deadline for FCC comments on pro-
posal establisning table of assignments for FM-ED
stations and new classes of stations (Docket 20735).
Previous deadline was May 2. Replies are now due
Nov. 30.

Oct. 15— National Association of Broadcasters legal
workshop. Austin Marriott hotel, Austin, Tex.

Oct. 15—New deadline for filing comments in FCC's
noncommercial educational FM proceeding (Doc.
20735).

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

Oct. 17 — International Radio and Television Society
newsmaker luncheon, featuring Paut Harvey Waldorf-
Astoria hotel, New York.

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

Oct. 18-21— Missouri Broadcasters Association fall
meéting Sheraton West Port inn, St. Louis.

Oct. 19-21—Pacltic Northwest regional conterence
of Investigative Reporters and Editors. Jantzen Beach
Thunderbird. Portland, Ore. Contact: Jerry Unthammer.
(503) 485-1234.

® Oct. 20 — Annual convention, Friends of Old-Time
Radio. Holiday Inn, Bridgeport, Conn. informaticn: Jay
Hickerson (203)-795-6261.

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

Oct. 21-28—Society of Motton Pictures and Televi-
ston Engineers 121st lechnical conference and equip-
ment exhibit. Century Plaza hotel, Los Angeles. Infor-
mation: SMPTE. 862 Scarsdale Avenue, Scarsdale,
N.Y. 10583.

Oct. 24.25— Qhio Association of Broadcasters fall
convention. Columbus Hilton, Columbus, Ohio.

Oct. 24-26 — Kentucky Broadcasters Association lall
convention. Hyatt Regency, Lexingten.

Oct. 26—aAnnua! Colorado State University Broad-
cast Day Featured speaker: Vincent T Wasilewski,
president, National Association of Broadcasters. Con-
tact: Robert K. MacLauchlin, Cepartment of Speech
and Theater Arts, Colorado State University, Fort Col-
fins 80523.

Oct. 26-28 —Southwesl area conference of Ameri-
can Women in Radio and Television. Stouflers hotel,
Houston,

Oct. 28-28—Mideast area conference of American
Women in Radio and Television. Fairmont hotel, Phila-
delphia.

Oct. 29-31 — Scientific-Atlanta fifth annual satellite
earth station symposium. exploring technical and bus-
iness aspects of satellite communications. Marnott
hotel, Atlanta. Information: Kenneth Leddick, (404)
449-2000.

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

ST
November

Nov. 1-2— National Association of Broadcasters
television conference. Fairmont hotel. Denver.

Nov. 1-4— Federal Communications Bar Association
fall seminar. Cerromar Beach hotel, San Juan, PR.

Nov. 2-4 — Loyola Nationa! Radio Conference. Loyola
University water Tower Campus and Water Tower
Hyatt House, Chicago. Information: (312) 670-3129.

Nov. 7— National Association of Broadcasters legal
workshop. Valley River Inn, Eugene, Ore.

Nov. 7-B— Oregon Association of Broadcasters con-
ference. vValley River inn, Eugerie, Ore.

Nov, 7-8 —Regional meeting. Mutual Black Network
affiliates. Key Bridge Marrioll, Arlington, vVa.

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, Atlanla.

Nov. 19-20— National Association of Broadcasters
television conference. Hyatt Regency hotel, Houston.

Nov. 20— [nternational Radio and Television Society
newsmaker luncheon. Waldorf-Astoria hotel, New
York.

Nov. 28-27 — Sociely of Cable Television Engineers
reglonal technical meeting. Hartford Hilton, Hartford,
Conn.

Nov. 28-29 — Advertising Research Foundation Bus-
Iness Advertising Research Conterence. Stouffer's Inn
on the Square. Cleveland.

Nov. 29 —Fourteenth annual Gabriel Awards banquet,
sponsored by UNDA-USA. Ambassador hotel. Los
Angeles.

Nov. 30—New deadline for filing reply comments
FCC's noncommercial educational FM proceeding
(Doc. 20735).

O O o
December

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

Dec. 3-8 — National Association of Regulatory Utility
Commissioners. 91st annual convention. Peachtree
Plaza. Atlanta.

Dec. 6-7 — Broadcast Financial Management?
Association/Broadeast Credit Association boards of
directors meetings. Town and Country hotel, San
Diego.

Dec. 18 — Internationa! Radio and Television Society
Christmas benefit lunch&on. Waldorf-Astoria hotel,
New York.

Dec. 19—Deadline for comments in FCC notice of in-
quiry into TV wavelorm standards for horizentaliverti-
cal blanking intervals {Docket 79-368).

e
January 1980

Jan. 11-12—Nalicnal radio-television conference of
Investigative Reporters and Editors, Hyatt, Louisville,
Ky. Contact: James Polk, NBC News, Washington
20016 or Richard Krantz, WHAS-TV Louisville 40202.

Jan, $3-18— Associaiion of Independent Television
Stations (INTV) convention. Galleria Plaza, Houston.

Jan. 14-15— Sociely of Cable Television Engineers
regional meeting and; technical workshop.
Tallahassee. Fla.

Jan. 17-19— Alabama Broadcasters Association
winter conference. Plaza hote! South, Birmingham, Ala.

Jan. 20-23— National! Religious Broadcasters con-
vention. Washington Hillon, Washington.

Jan. 20-25-Jeint board meeting of National
Association of Broadcasters. Canyon hotel, Palm
Springs, Calif.

[Es S Ay R
February 1980

Feb. 6-11—International Radio and Television
Seciety Faculty/industry Seminar and College Con-
terence. Harrison Conference Center, Gien Cove, N.Y.

Feb. 18-21— Nationa! Assoeiation of Television Pro-
gram Executives conference. Hilton hotel, San Fran-
cisco.
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OpenzMike:

Rep record-straightening

The general enthusiasm that greeted
BROADCASTING's special report on radio reps
was tempered by criticism that a chart showing
market position of 16 firms understated certain
billings estimates and market lists. The chart—
prepared by researchers for one of the
industry's leading companies in the absence of
any public data on the subject— was published
with the caveal that neither number of markets
nor estimates of billings “purports to be
precise.” The editors are pleased to print

" herewith the comments or adjustments
volunteered, after publication, by five of the
companies on that list.

EDITOR: Your feature article on radio rep-
resentatives (BROADCASTING. July 2] was
perhaps the most comprehensive and ac-
curate I've read on the subject. The
method used o estimate sales volume was
flawed but ingenious, and probably yielded
as good an estimate as anybody is likely 10
get. (In our own case, we're actually sell-
ing almost 200% more than in 1975, not
86% more.)

Most particularly of value was that you
presented real-world facts about the rep
business. where it is and where it might be
going, and you presented and illuminated
disagreements and controversy.—Sam
Brownstein, general manager, PRO
Radio, New York.

EDITOR: BROADCASTING has just lopped $6
million off my sales! Sales in 1975 were
close, but incorrect, as our volume ex-
ceeded $8 million. [BROADCASTING'S esli-
mates said $9 million.] Sales in 1979 will
exceed $13.5 million, or a 68.8% increase
over 1975. [BROADCASTING’S eslimates
said $7.5 million.}—8Saul Frischling,
president, HR/Stone Inc., New York.

EDITOR: | cannot speak for the oiher com-
panies, but in the case of the Christal Co.,
I can assure you that our billing was
severely understated. Qur estimated bili-
ing should have been $27.275.000.
(BROADCASTING's estimales said $22,400. -
000.1 —Robert J. Duffy, president, The
Christal Co., New York.

EDITOR: The 1975 figure should have been
$7.5 million (instead of $3.8 million]. The
1979 figure should have been $12.2 mil-
lion linstead of $9.8 million]. for a per-
centage increase of 62.6% [instead of
157.9%].— Bernard Howard, Bernard
Howard & Co., New York.

EDITOR: Nice job on your special report on
the reps. (But] 1 either failed to properly
communicale or was possibly misunder-
stood about New York radio [in being
quoted that ““New York is probably the
worsl place to listen to radio’’). | was talk-

ing about the mechanical reception of
radio—such as the difficulty of listening on
trains and subways in addition to the inter-
ference you receive in Manhattan because
of buildings— not the content. Quite to the
contrary, some of the best radio program-
ing in the world emanates from New
York.— Bill Burton, president, Eastman
Radio Inc., New York.

EpiTor: [You] stated incorrectly that CBS
Radio Spot Sales represented 25 stations in
1975 compared to 18 in 1979, for a loss of
28%. In fact, the number of stations we
represent has grown by 12.5%. from 16 in
16 markets in 197510 18 in 15 markets in
1979.— Nancy C. Widmann, general man-
ager, CBS Radio Spot Sales, New York.

EDITOR: Congratulations on your incisive
"*Special Report™ on the radio reps. Like
so many aspects of this business, there’s
room for everyone: national agencies, reps
and local sales managers—if only we can
keep from tripping over our greed.—
Stephen T Lindberg, VP-general man-
ager, Intermountain Network, Sait Lake
City.

Perfectly clear

EDITOR: At the invitation of my hosts at
the June 25 seminar for the NAB board of
directors, | delivered a curbside opinion—
clearly denominated as such—on the
Justice Department antitrust suit against
the NAB television code. Your reports of
my informal remarks in your July 2 issue
prompt me to seek these corrections/
clarifications:

I did not tell the board that | thought
Justice has an ‘“‘air-tight case.”” | have been
an antitrust lawyer for 100 long 10 believe
any such category of antitrust cases exists.
I did tell the board that I thought Justice
had a strong case measured on purely
Sherman Act, as opposed 1o broader,
**public interest™ grounds.

I did not tell the board (hat the
possibility of treble damage cases against
code subscribers could be eliminated by
settling the case quickly. 1 did suggest to
the board, for reasons a trifle too compli-
cated to be recounted, that the possibility
that private treble damage suits would be
forthcoming would be reduced by a quick
seltlement.

Finaily, | did not tell the board 10 seek a
congressional antitrust exemption for the
code. | did recommend that NAB settlie
the case and bring the question of limits
on commercial time to the FCC for resolu-
lion if the board felt there were sound.,
vie_wer-relaled reasons for imposing a
uniform ceiling on commercial time for
the entire television industry.— Philip L.
Verveer, acting chief, Common Carrier
Bureau, FCC, Washington.
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Take alook at our all star
attractions. luesdays All-Star
(Gameisjust a preview of what
to come in sports spectaculars

5
onthe CBS Radio Network. *f

X

If you missed buying into this year's
All-Star Game, cheer up! There's always
next year. And you can still get your
'79°80 game plan together and end up a
media star. Play ball with us now and your
future will took brighter than ever.

Buy now, play later.
Here’s how:
The American and National League
Championships (on October 2—here
before you know it).

The 1979 World Series (last year 48
million tuned in to our coverage).

The entire NFL season (including the
Super Bowl).

Plus our own special coverage of the
Winter Olympics at Lake Placid and the
Summer Olympics in Moscow.

CBS Radio Network i

if you're ready to shine in sports, we're
game. Give me a call. Jim Joyella, Vice
President, General Sales Manager, (212)
975-3571.

Source: ORC 11/78. Audience figures are estimates subject to qualifications
availlable on request.






- Why this one-of-a-kind invention

didn't end up as
the only one of its kind.

Every new invention needs
another new invention —the one that
can mass-produce it at an affordable
cost.

For example, Bell Labs invented
a process for making the glass rods
from which hair-thin fibers used in
lightwave communications can be
drawn. The fibers have far greater
capacity than conventional copper
wires, so they’ll help keep costs
down. In fact, they’ve been carrying
voice, data, and video signals under
city streets for about two yearsina
Bell System demonstration.

But standard lightwave systems
will require miles of the fiber, pro-
duced at low cost and to specifications
nothing short of microscopic.

That’s where Western Electric’s
Engineering Research Center
comes in.

A Unique Center

The Center is devoted exclu-
sivelﬂto manufacturing research.
ere, a highly trained team of
scientists and engineers probe funda-
mental questions about materials
and processes. They provide Western
Electric factories with pre-tested,

proven ways to manufacture products
based on the latest technology
coming out of the laboratory.

For example, while Bell Labs
scientists were inventing new glass
fibers, Western Electric engineers
and scientists were tackling the manu-
facturing problems involved.

The fibers had to be drawn from
molten glass at high speeds, with
less than a 1% deviation in diameter.

But how do you control a “thread”
of glass being spun at rates up to
15 feet per second?

Scientists and engineers at the
Center discovered that laser light
beamed onto the fiber cast a
characteristic pattern.

By correlating the pattern to the
fiber's diameter, they were able to
build a monitoring system into the
fiber drawing machinery. It
measures the fiber 1000 times per
second, automatically adjusting
production to keep the diameter
constant.

The system works so well that
in all the miles of fiber produced by
Western Electric, the diameter varies
by ]rllo more than 30-millionths of an
inch.

The Key to the Future

In the Bell System, technology
is the key to keeping costs down. It
is the key to constantly improving
your Khone service.

nd Western Electric’s Engi-
neering Research Center is an essen-
tial link between the ideas of the
laboratory and the realities of the
factory.

Soyour Bell Telephone Company
can make the best one-of-a-kind
inventions a part of your phone
service. )

Keeping your communications

system the best in the
world.

Western Electric
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The 10 O'Clock News

By satellite from around the world,  the Bay Area, KTVU delivers the most
or live from around the comer, the  thorough, expanded reporfing of
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MondayzMemo-

A broadcast advertising commentary from Jim Rothenberg, VP and creative director, Chollick Associates, New York

A change for the better,
compliments of the FTC

Even the most successful advertising cam-
paigns can get an unexpected boost from
surprising sources. The Federal Trade
Commission ruling last year that price ad-
vertising in eyeglass commercials is legal
precipitated a change in our adveriising
strategy that has turned out to be highly
rewarding.

The Vision Center chain has been
handled by Chollick Associates for the
past 11 years. During that time, the chain
has grown from a single store 1o its present
status as the nation’s largest retail optical
chain, with more than 450 stores nation-
wide. Throughout this period of growth,
Vision Center value, quality and service
are messages we have conveyed to the
public via radio, TV and print.

With the legalization of price advertis-
ing, we were faced with increased price
competition in the marketplace of
proliferating small eyeglass stores and
chains throughout the country. Despite
the increased competition, we knew that
Vision Center was still the number-one
chain.

Anticipation of increased advertising
rivalry, however, and desire o maintain
that position prompted our decision to de-
velop 2 new Strategy—a lelevision cam-
paign 1o set us apart from other stores
without getting into the price game.

Our solution was a transition from the
“‘ordinary” or “‘real’* people uséd in past
Vision Center advertising to celebrity
spokespersons, who | felt would receive
the kind of public recognition and
response we were after.

Interestingly, it was never our intention
to select a single Vision Center TV
spokesperson. First, I think it’s difficult to
find one person to represent such a variety
of products and services. We talk to
different people for different products so a
single image Would not be appropriate.

We therefore decided to select a group
of celebrities, each one handling a
different aspect of the campaign. [n order
for our group of stars to stand out from the
many other célebrity ad presenters on
television, we determined ihat they would
represent themselves as Vision Center
customers, rather than simple endorsers.
Our criteria were perhaps more specific
thart in most campaigns. Not only did we
require people who, although well known,
did not already sell lots of products on
television, but they also had to wear
glasses—a fact that preferably would be
unknown by the general public.

The eyeglass guarantee, for example,
offering free repair for one year from date
of purchase, has been a Vision Center

Jim Rothenberg, vice president and creative
director of Chollick Associates New York, has
been with the agency since 1975. Prior to that,
he held various copy and $upervisory positions
at Grey Advertising, Green Dolmatch and
BBDQ. He has won creative awards for his
work on such accounts as Campbell soup, the
Wall Street Journal and the New York Times.

policy for the past seven years, now other
stores have a similar offer. We therefore
devised a dramatic reading of the legal
language in the guarantee 1o give it a fresh
feeling. Mickey Rooney was selected since
we felt he would have fun with the spots—
and he did. This approach also enabled us
to incorporate a lot of information into one
30-second spot.in an entertaining fashion.

While we didn’t want to get into a price
war, we did want to let our customers
know that lower-priced frames are avail-
able at Vision Center. Don Adams did an
‘“‘arrogant star’’ routine, insisting that the
low price was being offered only to him be-
cause he's a star.

One-hour service was another Vision
Center feature treated with a new ap-
proach. In the past, we’ve always stated
that since each store has its own laborato-
ry. one-hour service ‘‘can be given in
many cases.”” Now we’ve further clarified
the offer by stating that one-hour service
is available, ‘‘depending upon the
prescription.,”” Lena Horne enacted a
humorous illustration of this service in her
30-second spot. Entering the store with
her accompanist, who had lost his glasses
one hour before their scheduled perfor-
mance. Horne offered to sing a song if the
glasses were replaced in time. The dis-
penser, who explained that, song or no, he
had io check the prescription first, was for-
tunately able to produce new glasses in the
required time. True to her word, though,
Horne did sing a song.

The ever-fashion-conscious Zsa Zsa
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Gabor was our choice to highlight Vision
Center’s designer frames. Elke Sommer
was chosen for contacts since we felt she
would attract our younger contact lens
market.

While all scripts were written in ad-
vance, certain modifications were made o
suit individual personalities. Don Adams,
for example, modified Kis lines to suit his
unusual sense of humor. Nat Eisenberg of
NBE Productions, who directed the spots
for us. contributed his extensive experi-
ence and expertise in working with
celebrities. Eisenberg, too, stresses the
importance of having scripts capture the
personality of the celebrity, particularly
when dealing with a comedian. **The bal-
ance is to get what the agency wants and
let the comedian provide his creative in-
put,” Eisenberg says.

While in previous campaigns, we’ve
tailored our commercial to specific prod-
ucts being promoted in regional markets,
our current plan—to gain added recogni-
tion and viewer impact by running the
series of 30-second spots in rotation all
over the country—has developed into a
much more effective strategy.

Response to the new campaign has been

tremendous. In a retail business, where
sales are the most accurate measure of ad-
verlising effectiveness, chainwide Vision
Center sales are up considerably over
1978. :
The TV campaign is being supple-
mented by newspaper, point-of-purchase
and direct mail advertising, with radio
scheduled for later in the year. The success
of the TV campaign has resulted in revi-
sions of our former media schedule.

In the past, the budget was split between
heavy radio and TV in the first and third
quarters, supplemented by print and direct
mail in the second and fourth quarters.
This year, however, the first quarter
strategy was to use television exclusively.
Television remained the primary medium
in the second quart