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SRO at the NCTA in Dallas:
Scrambling to get aboard cable’s bandwagon
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The Weiss Global formula works where
it counts the most...

GREATER
STATION
PROFITS.

Over 800 Hours of Programming

300 Features— Off Network/1st Runs/Reruns
38 Horror/Sci-Fi

100 Westerns

The Adventures of Jim Bowie—76 Half Hours
Make Room For Daddy—161 Half Hours

My Little Margie—126 Half Hours
Waterfront—78 Half Hours

And Other Product That May Fill Your Needs

=

weiss GLoBaL
ENTEeRPRISES 333 South Beverly Drive, Beverly Hills, California 90212, (213) 553-5806, Cable WEISSPICT

© 1980 Weiss Global Enterprises. All Rights Reserved.

New York Greensboro Jacksonville Chicago Los Angeles

Harvey R. Reinstein Hank C. Profenius Alton Whitehouse Thomas W. Betton Michael C. Fahn
Harvey Reinstein & Associates (919) 292-1434 Alton Whitehouse & Associates Cinetron Films (213) 463-4811
(516) 499-8382 (904) 733-9565 (312) 864-0404 (714) 963-4439

(904) 733-9566



When Western Carolinians Want News
They

Watch

Most-Watched

Evyewitness News

#1 at6 p.m. and #1 at 11 p.m.
— NSI Feb. '80. Subject to normal
survey qualifications.

vAWSPATV

A CBS AFFILIATE

Owned and Operated by
Spartan Radiocasting Company
Walter J. Brown, President
TV 7 AM95 e FM 98.9
National Reps: H-R Television Inc.

In the Greenville—Spartanburg—Asheville Market
(36th in the U.S.*)

* Arbitron "79-'80.



WHAT’S
HAPPENING
IN DETROIT

AND

BALTIMORE

“I's for you.”

In Detroit, WDIV’s homes
are up 32% over last year.
In Baltimore, WBAL
improved a whopping 76%.
And in a market like
Augusta, “What's
Happening!!” produced an
overwhelming 105%
increase over 1979.

You can’t go wrong with
“What’s Happening!!”
It's a problem solver.

Source. Arbitron Feb 79, Feb 80

A time slot booster.

A pinch hitter. A family
show that’s in the money.
For more facts about how
“What’s Happening!!” can
make things happen for
you, call your local CPT
representative.

A TOY Production M
distributed by

Columbia Pictures Televisior
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The Week in Brief

AN TOP OF THE WEEK
CABLE’'S BIGGEST EVER (0 Arecord attendance, a lively
agenda and displays of the newest in hardware and
software combined to put the stamp of success on the
NCTA convention. PAGE 27.

REACTION TO PREMIERE (I Cable operators are dazzled
at its Dallas presentation. But the new service gets cool
reception from NCTA's board and competitors talk of
legal recourse. PAGE 27.

WARINESS O Delegates in Dallas have reservations
about 400 mhz equipment. PAGE 30.

BACKE’S SUCCESSOR O Thomas Wyman, vice chairman
of Pillsbury, named CBS president and chief executive
officer. PAGE 34.

A MEDIA
FRANCHISING’S FUTURE O NCTA panelists warn against
empty promises and devious practices by cable
operators courting cities. PAGE 36.

HEARST EXPANSION [1 It buys Dayton TV for $48 million
and forms a CATV division. PAGE 39.

P BUSINESS - " |
HIGH MARKS T Financial experts reassure NCTA that
there is no dearth of investment and loan funds for cable,
but question large acquisition prices and excessive
promises in franchise bidding. PAGE 43.

A FEELING OF SECURITY (0 An NCTA session explores the
growing potential of burglar and fire alarm systems as
part of cable’s growing services. PAGE 48.

COMMERCIALS ON CABLE (I Perspectives of agencies,
reps, programers and cable operators are offered in
Dallas. PAGE 52.

ABC OPTIMISTIC O Goldenson and Rule concede there
will be slight drop in earnings in 1980, but expect the
year to be the second best in the company's history.
PAGE 54.

IR  PROGRAMING
NBC’s PROSPECTS O Silverman and Pfeiffer assure

Closed Circuit
Datebook
Editorials

Fates & Fortunes

Index to departments
Bottom Line

Business Briefly
Changing Hands

affiliates at L. A. meeting that the network has what it
takes to continue improving. PAGE 55. Tartikoff explains
the strategy of the new schedule. PAGE 57. Mulholland
tells delegates that NBC is not interested in cable and
other delivery methods. PAGE 57. NBC-TV lays out a
year's worth of movies and specials. PAGE 57.

NEW PACKAGES (0 HBO offers its Cinemax pay-TV
service. Showtime announces its new line-up of
programs. PAGE 61.

I | AW & REGULATION

REGULATORS LOSING GROUND O An NCTA panel of
policy makers cites the problem of keeping up with
needed changes in basic telecommunications policy.
PAGE 63.

COPYRIGHT (O Congressman at NCTA says FCC should
hold up on cable deregulation until Congress has a
chance to review payment schedule to rights holders.
PAGE 64.

DON'T STAND STILL (0 Van Deerlin warns cable it can't
rest on its laurels. PAGE 65.

LIFEFOR THEFTC O Congress approves legislation to
fund the agency. PAGE 68.

I TECHNOLOGY

ANCILLARY SERVICES (0 Cable operators at NCTA
convention are urged to get into teletext alarms, data and
other areas before the competition steps in. PAGE 70.

TWO-WAY CONVERTER O It's a hot ticket at the Dallas
show with Warner-Pioneer and TOCOM in the forefront
and Qak getting ready to go into that phase of the
business. PAGE 72.

I PROFILE I

PUTTING BEST FOOT FORWARD 1 For nearly two
decades, Roy Danish has been on the defense and the
offense for television. But equally important, as director of
the Television Information Office he has demonstrated a
knack for intercepting problems before they materialize.
PAGE 97.

For the Record
Intermedia
Monday Memo
Monitor

Playback

Profile

Stock Index
Washington Watch
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KTAR
PROFESSION

ALISM

® - Arizona's largest radio
s NEWS team responds
= to a city in crisis.

KTAR NewsRadio
professionalism is...two dozen
reporters, editors and staff
members working nearly non-
stop for 72 hours covering the
worst flood in Phoenix recent
history this past February.

Quality people. Innovative
thinking. That’s KTAR
NewsRadio professionalism.
That’s the Pulitzer standard of
Led by News Director,Dave Zorn, broadcast journalism.

KTAR'’s news team logged over
500 hours in one 48 hour period tlle
to keep Phoenix up-to-date. No ®

time off. Little sleep. More than
a news story...it was a

commitment to the community. BROAD CAST
And KTAR responded. STATIONS

Touching the lives of over nine million Americans.

q Represented by Blair
KOAT-TVS KSDK & KETV-IVS WTEVIV® WGALTV KTAR & KBBC-FM M & @Television & Radio
Albuquerque St. Louis Omaha New Bedford/ Lancaster/York; Phoenix

(Formerty KSD-TV) Providence Harnsburg/tebanon



Closed  Circuit:

Insider repor!” behind the scene, before the fact

|
Bright spot

Spot sales for both radio and television are.
reported by reps to be holding up despite
weakening economy, with volume
exceeding that of 1979 through end of
June. One windfall for May and June has
been brewery business, said to have been
generated by ‘‘beer war,”” with competing
brands buying outside franchises in
baseball schedules (which broadcasters
were relieved 1o see maintained by last
week’s settlement of threatened players’
strike).

S
Late start

Compared to same time last year, up-front
buying for commercial positions in
television networks’ fall schedules is
slower. With some exceptions, advertisers
are waiting longer than usual for fix on
economy. This, however, doesn't disturb
sellers. Most in network sales believe
longer wait means greater eventual
scramble and possibly higher prices. Real
sales picture is expected to show itself in
couple of weeks.

|
Homesat notice

FCC Office of Science and Technology is
preparing notice of inquiry on direct-to-
home satellite broadcasting. [ssues to be
considered are mostly technical—general
spectrum planning, orbital position
planning, way regional facilities will
become available, how service areas will
be defined. how various countries will get

their share, and interregional interference.

Notice of inquiry is due out before FCC
recesses in August. Commission is on
limetable to prepare proposals for Region
2 conference in March 1983. Since
proposals are due eight months before
conference, or summer 1982, that gives
commission about two years to complete
inquiry and rulemaking.

.

Campaign

Jay Rodriguez, NBC’s West Coast vice
president for corporate affairs, is getting
heavy support from Catifornia’s
congressional delegation in his bid for
FCC seat now held by James H. Quello.
Telegram drafted and circulated by
Representative James Lloyd (D-Calif )
was signed by 14 Democrats, including
Senator Alan Cranston, and four
Republicans. Now endorsement letter
written by Representative Barry
Goldwater Jr. (R-Calif.) is being circulated
among remaining 13 Republicans on
state’s delegation to House. Rodriguez,

based in Los Angeles, emerged as
candidate earlier this month (‘*Closed
Circuit,”” May 12).

White House aides continued to state
last week that no decision had been made
regarding any questions as to Quello
seat—whether present occupant would or
would not be reappointed or, if not, who
would replace him. Prospective candidates
are still being interviewed. But one aide
involved in selection process said that if
decision were made not to reappoint
Quello, “‘l would be sensitive to needs of
broadcasters’’ in finding replacement.

]
All but dead

General Electric-Cox Broadcasting merger
seems destined to fall apart, despite GE’s
wishes to go through with it. GE has been
meeting with four parties that have
threatened to petition FCC to reconsider
its order last month approving what would
be largest merger in broadcast history, but
has decided 1o end effort. Thus, it
appeared last week that one or more of
parties— National Citizens Committee for
Broadcasting. Friends of Earth, Virtinia
Beach Telecommunications Corp. (whose
complaint is against Cox) and Marcus
Garvey Wilcher, San Francisco Bay area
media activist —would petition
commisston before deadline for such
action on Thursday. That would block
issuance of final order by May 31 deadline
specified in merger contract.

Even if GE succeeded in negotiating its
way past petitions for reconsideration, it
would have to deal with Cox’s position
that both parties had already agreed to
abandon merger. Cox adopted that
position after two sides failed to agree on
new and higher price for Cox stock, and
based it on letter of agreement both sides
signed but that GE interprets differently
(BROADCASTING. May 5). Nor would
that end barriers confronting GE. Cox is
understood to contend that one condition
commission attached to its approval—that
two Cox sisters divest GE stock in excess
of 1% they would acquire—is one to which
Cox never agreed and is unacceptable. [t
might provide basis for new Cox pleading
this week.

|
Ford-Firestone stations

Approval of purchase of KIUP(AM)-
KRSJ(FM) Durango, Colo., for $1.55
million by former President Gerald Ford
and friend, Leonard Firestone, former
ambassador to Belgium (see page 42),
may mark start of new station group. If
investment turns out well, Ford and
Firestone are expected to look for other
broadcasting properties.

Broadcasting May 26 1980
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Ford was encouraged to buy into radio
by his attorney, Dean Burch, former FCC
chairman. Ex-President will take no part in
day-to-day station operation, which
present management will continue to run,
but will closely monitor it, according to
Burch.

|
After the breakdown

FCC is being urged to take advantage of
decisions made at first session of Region 2
(western hemisphere) conference on AM
broadcasting to give itself flexibility to
afford full protection for clear channel and
other stations. R. Russell Eagan, counsel
for Clear Channel Broadcasting Service,
but writing as member of Region 2
advisory committee, has proposed in letter
to FCC Commissioner Robert E. Lee that
“*basic inventory” of stations being
forwarded to International Frequency
Registration Board by May 31 shoulid
include I-A and 1-B stations as having
daytime power of 100 kw—limit provided
in conference report—even though
present commission rules impose 50 kw
limit. Letter also suggests that commission
take same advantage of higher power
permitted under conference report for
regional and local stations— 50 kw and |
kw.

Eagan based his letter on ‘‘Closed
Circuit,”” in May 19 BROADCASTING,
reporting commission is expected to break
down clear channels at May 29 meeting,
and is in race to include new stations that
will be made available in May 31
inventory, to give them priority they might
not have if reported later. Eagan says
existing stations should be afforded same
priority protection.

L]
Another cliff hanger

Federal Trade Commission is just one
signature away from sought-after
authorization bill (see page 68), but it may
not be out of woods yet. Its temporary
funding expires at end of this week, and
question now is where additional operating
funds will come from. House-Senate
conferees worked out compromise last
week for third FY 1980 budget

resolution —which would’include FTC
funds—but tough fight is expected on
House floor this week by opponents of
compromise, with action by Senate (o
follow. This means Congress may have to
do last-minute shuffling to transfer money
to FTC from another source.

With Memorial Day holiday, Congress is
to be in session only three days this week,
which means FTC action could come
down to wire. If Congress doesn’t actin
time, FTC faces same situation as last
month: temporarily out of business.
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Business: Briefly

RSN TV ONLY I

MJB Co. O Third-quarter campaign for
coffee begins June 30 in 14 markets
including Seattle-Tacoma, Wash., and
Portland, Ore. Prime access and day
times. Agency; Carlson, Liebowitz &
Otshever, Los Angeles. Target: women,
25-54.

Pirelli Tire 0 Campaign for Pirelli tires
begins in June and runs through Augustin
Los Angeles and San Francisco. Sports
programing. Agency: David, Oksner &
Mitchneck, New York. Target: men, 18-49.

Stokely Van Camp O Twelve-week
campaign for Gatorade drink begins 1n
June in 72 markets. Fringe times. Agency:
Clinton E. Frank, Chicago. Target: adults,
18-49.

Realex 1 Eleven-week campaign for
Real Kill insecticide begins this week in
80 markets concentrating on the South,
including Miami, Atlanta, Cincinnati and
Dayton, Ohio. Day times. Agency: Barrett-
Yehle Inc., Kansas City, Mo. Target: adults,
25-54,

Steamatic Carpet Cleaners 0 Nine-
week campaign begins June 2 in six
markets including Oklahoma City. Fringe
and weekend times. Agency: World
Advertising, Grand Prairie, Tex. Target:
women, 25-54.

O’Conner. Products O Six-week
campaign for Dex-A-Diet begins June 16
in 21 markets. Day and fringe times.
Agency: Popofsky Advertising, New York.
Target: women, 18-49.

International House of Pancakes O
Six-week campaign for restaurant chain
begins June 2 in eight markets including
St. Louis. Prime time. Agency: Brooks
Advertising, Chicago. Target: adults,
25-54,

General Mills O Six-week campaign for
salad topping begins June 16 in 15-30
markets. Day, fringe and prime times.
Agency: Needham, Harper & Steers,
Chicago. Target: adults, 25-54.

Pizza Inn O Three-week campaign for
restaurant chain begins May 28 in about
100 markets including New Orleans;
Atlanta; Charlotte, N.C.; Kansas City, Mo.;

REp Repoit

Wret-tv  Fort Wayne,,_lnd.: To  Adam
Young Inc. from Avery-Knodel.

D‘ y
Waisa-am-FM. Portland, Me.: To' Kettell-
Cafter (for New England only).

a 0
~ Wwmoa(am - Brunswick, Ga.: To Jack |
Bolton Associates from Southern Spot

. Sales.

, I
WDDO(AM)-WCRY-FM Macon, Ga.: To
Selcom from H-R/Stone.

O
WKOK(AM)-waKx(eM) Sunbury, Pa.: To Jack

Masla from Frederick Smith. -

CHECK OUT
UR LIBRARIES

No matter what your station’s
format is, William B. Tanner Com-
pany has the library for it. We
have eight to choose from. And
they run from one end of the
musical scale to the other.
Contemporary, Contem-
porary Country, Middle
of the Road, Rock, and 6
easy listening. Produc-
tion music libraries!

Sales libraries! All have sound
effects and production effects.

All Tanner libraries are designed

to increase sales and listeners—
and enhance programming.
Write for more information
about the library of your
choice today.

Or just call David Tyler

The William B. Tanner Co.,Inc. 2714 Union Extended, Memphis, TN 38112

Name Title
Station Format
Address

(.

ity State

Broadcasting May 26 1980
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collect at (901) 320-4340. I

!
l
7

Cincinnati; Baitimore, and Washington.
Day and fringe times. Agency: Tracy-
Locke, Dallas. Target: women, 18-49.

lcelandair O Three-week campaign for
air travel begins May 27 in New York and
Chicago. Fringe, prime and news times.
Agency: Garfield Linn & Co., Chicago.
Target: adults, 18-49.

J.T. Baker O Two-week campaign for
Bag-A-Bug begins July 14 in Atlanta and
North Carolina markets of Raleigh,
Greenville-Spartanburg-Asheville and
Charlotte. Alt day parts. Agency: PKG/
Cunningham & Walsh, Chicago. Target:
adults, 25 plus.

Starkist 0 One-week campaign for
Nine-Lives Soft and Moist cat food begins
June 5 in about 25 markets including Los
Angeles, San Francisco, Denver, New York
and Pittsburgh. Day, fringe and prime
times. Agency: Leo Burnett, Chicago.
Target: women, 25-54.

Storck USA 0O One-week campaign for
Juicy Il candy begins July 14in 14
markets including New York, and
Philadelphia. Day and fringe times.
Agency: Don Tennant Co., Chicago.
Target: women, 18-49.

King Cola O Three-week campaign for
soft drink begins June 2 in Kansas City,
Mo.; Omaha, and Lincoin-Hastings-
Kearney, Neb. Spots are placed during
day, fringe and prime times. Agency:
Warwick, Welsh Miller, New York. Target:
women, 25-49.

IR RADIO ONLY e

San Giorgio I Seven-week campaign
for spaghetti begins June 9 in eight
markets including Fort Wayne, Ind.;
Dayton, Ohio; Richmond and Norfolk, both
Virginia, and Pittsburgh. Agency:



And

Ve 44 stations.
growing stronger

every day!

WFLD-TV

Chicago

WCAU-TV Philadelphia

KBHK-TV
WLVI-TV

San Francisco
Boston

WKBD-TV Detroit

WRC-TV

Washington, D.C.

KDFW-TV Dallas
WPGH-TV Pittsburgh

WTCN-TV
WPLG
KCPQ-TV
WISH-TV
KWGN
KCRA-TV
WVIT
KATU
WTMJ-TV
WTVN-TV
WVUE
WSPA-TV
KWTV
WOTV

Minneapolis
Miami-Ft. Lauderdale
Seattle-Tacoma
Indianapolis

Denver
Sacramento-Stockton
Hartford

Portland, Or.
Milwaukee
Columbus, Ohio

New Orleans
Greenville-Spart.-Ashe.
Oklahoma City
Grand Rapids

GOODSON-TODMAN’S

“To Tell the Truth” v!l

WLKY-TV Louisville
WTAR-TV Norfolk
WBRE-TV Wilkes Barre
WRGB  Albany-Schenectady
WSTM-TV Syracuse
WEYITV Flint-Saginaw-Bay City
WTOLTV Toledo
WIKS-TV Jacksonville
WHECTV Rochester
WTVC Chattanooga
WKPTTV Tri-Cities
WEEK-TV Peoria

WYTV Youngstown
KELO-TV Sioux Falls
WICZ-TV Binghamton
WTOC-TV Savannah
WCBD-TV Charleston, S.C.
KLAS- TV Las Vegas
WSEE Erie

KFYR-TV Bismarck
WUTR-TV Utica

WTVE Reading, Pa.

com
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Starring

BUDDY EBSEN
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LEE MERIWETHER and MARK SHERA




ABY JONES

‘A STRONG LEAD-IN
FOR LOCAL NEWS?”?
e ememomen TSI

jives

; Media Execv!

Significantly, BARNABY JONES has been
purchased by a second CBS owned and operated
station—WBBM-TV, Chicago.

Action hours From QM Productions
Available for local telecasting, September, 1980 .

€8) WORLDVISION
ENTERPRISES INC.

g A
L I Y
N\ y
o\ [z
The World’s Leading Distributor
for Independent Television Producers

New York, Los Angeles, Chicago, Atlanta, London, Paris, Tokyo,
Sydney, Toronto, Rio de Janeiro, Munich, Mexico City, Rome
A Taft Broadcasting Company




WESTERN CITIES
BROADCASTING

Mesa, Arizona KZZP FM KRQQ FM Tueson, Arizona
Mesa, Arizona KZZP AM  KMGX AM Tucson, Arizona
Sacramento, California KZAP FM  KLUC FM Las Vegas, Nevada
KMJJ AM

N. Las Vegas, Nevada

P.O. Box 14805
Las Vegas, Nevada 89114

Photography - Kathleen Norris Cook




Creamer, Inc., New York. Target: women,
25-54.

Interstate Brands [0 Six-week
campaign for Light White and Light
Wheat breads begins June 2 in Minot-
Bismarck-Dickinson, N.D.; Casper-
Riverton, Wyo., and Missoula-Butte and
Billings, both Montana. Agency: Sage
Advertising, Helena, Mont. Target: women,
18 plus.

Marriott’s Great America O Six-week
campaign for family entertainment center
begins this week in San Francisco,
Sacramento and Salinas-Monterey, all
California. Agency: Ogilvy & Mather, San
Francisco. Target: adults, 25-49.

JVC America (O Six-week campaign for
cassette-radio begins June 3in 17
markets including Atlanta, New Orleans,
Houston, Chicago, Detroit, Philadelphia,
Los Angeles and San Francisco. Agency:
Marsteller, New York. Target: men, 18-34.

Campbell Soup (1 Four-week campaign
for V-8 vegetable juice begins in June in
eight markets including Houston and San
Antonio, Tex. Agency: Needham, Harper &
Steers, Chicago. Target: women, 25-54.

Knudsen J Four-week campaign begins
June 9 for yogurt in various California
markets including San Francisco. All
dayparts. Agency: Dailey & Associates,
Los Angeles. Target: teen-agers, women,
18-49.

Timex O3 Three-week campaign for
clocks begins this week in San Francisco
and Kansas City, Mo. Morning drive times.
Agency: Kenyon & Eckhardt, Boston.
Target: women, 18-49.

Pro Hardware O Three-week campaign
for various items begins June 2 in 28
markets including Binghamton and
Rochester, both New York; Johnstown-
Altoona, Pa,, and Topeka, Kan. Drive and
day times. Agency: Ross Roy Inc., New
York. Target: men, 25-54.

Genesee Brewing [ Three-week
campaign for beer begins June 16 in 15
markets including Boston. Drive times
and Saturdays. Agency: William Esty &
Co., New York. Target: men, 18-49.

I  RACIO AND TV I

Hickory Farms O One-week campaign
for Father's Day gifts begins June 9 in over
50 markets including Binghamton, N.Y;
Portland, Me.; Providence, R I ;
Philadelphia and Johnstown-Altoona, Pa.
Spots will run during day and drive times.
Agency: Blair Advertising, Rochester, N.Y.
Target: adults, 18-54.

General Mills O Eight-week campaign
for Red Lobster restaurants begins this
week in eight radio markets and 102 TV
markets. Radio spots will run during
morning drive, daytime and afternoon
drive. Agency: D'Arcy-MacManus &
Masius, St. Louis. Target: adults, 25-54.

Ad’Vantagel

Trying even harder. With new
emphasis on marketing and market
research, Avis-Inc. has awarded its $20-

" million domestic rent-a-car and used .

car advertjsing account to BBDO, New
York. Account was handled previously
‘by Doyle Dane Bernbach (which cre-
ated "We try harder” theme) and David,
Oksner & Mitchneck. Avis, division of
Norton-Simon Inc., spent estimated.$§7.5

- million on domestic broadcast advertis-

ing in 1979.

&
Changing their tune. Sam Goody
Stores, New York record franchise and
subsidiary’ of American Can Co. has
turned its: $5.5-million account over to
Ketchum, Macleod & Grove, New York.

~ Comprising 29 stores in the New York

metropolitan area, North Carolina and
Philadelphia, Sam Goody claims to be
first record chain to make transition to a

- complete home entertainment center

featurning audio and video hardware-and

software. Account was formerly handled '

by Markland Inc., New York.

A = ;
Music to advertisers’ ears. Advertis-
ing sales on classical music radio sta-

“tions last year grew faster than industry

‘as whole. According to report by Ray
Nordstrand, president of WEMT(FM)
Chicago, sales averaged 34% higher in
1979 than in 1978 for 20 of stations at
Concert’ Music Broadcasters Associ-
ation meeting in Chicago. Nordstrand
compar'ed this to 8% increase for indys-
try as whole as reported by Radio Adver-

tising-Bureau. He said wrMT has com- -

piled report, “The Classical Advantage,
that analyzes classical music station
audiences’ potential for more than 900
products and services.

|71 |
First time. Advertising and Com-
munications Division of United Jewish

- Appeal and Federation of Jewish

Philanthropies ‘will honor for first time
this year an advertising agency rather

than 1ndividual. Doyle Dane Beinbach
was founded in 1949 by Maxwell Dane,
Ned- Doyle and William Bernbach, and

- they will be on hand on June: 11. for tri-

bute to agency at dinner dance in New

" York, at'which Jim Jensen, news anchor

at wees-Tv New York, will be featured:
speaker. '
] e A |

Powerful medium. Utilities firms were

urged last week to use corporate adver-

tising on television-to.change public o-

pintion and ‘create favorable reactions.

This recommendation was made by

Richard A. O'Donnell,: vice ‘president,

Detroit sales, Television Bureau of: Ad-

vertising, during Public "Utilities Com-

municators Association international

convention in Calgary, Atberta.-
O'Donnell also presented special TVB
awards in PUCA better communications
competition. First-prize winners were-
San Diego Gas & Electric Co, Louisiana

Power & Light Co, New Orleans,.and El

Paso (Tex.) Electnc Co. :

a

All about radio. Radio Advertising
Bureau has issued its 1980 “Radio -
Facts” booklet, a 44-page compendium

_outlining” medium’s strengths and

benefits to advertisers. It has data on
radio set sales; reach and cost-per--
thousand; comparisons with television -
and-newspapers; weekend and summer:
listening and on research studies com-

paring radio with other media. Pocket-

sized booklet is being sent free to ad-

vertisers and agencies.

g o :
In business. McDonald Films, New

York, -has been formed as TV commer-

cial production firm by Bob McDonald,

former vice president and associate -
creative director, Young & Rubicam,
New York, and Rochelle Rosenberg, pro-
ducer/representative with various pro-
duction companies. Firm is‘located at 9
East 47th Street, New York 10017; (212)
752-1156.

LOCAL NEWSCASTER TALENT BANK I
Television News Management's Most Effective
~ And Innovative Method of Locating On-Air Talent

Over 2000 Videotaped Segments of Current On-Air Performances
- Of Newscasters in the Top 90 Markets ;

- Anchars - Reporters

Weathercasters

Spaortscasters

SINGLE CASSETTES TO COMPLETE PACKAGES
. : DEMO TAPES AVAILABLE ON REQUEST
Can{act.' Dt. Robert T. Riley, President; Ann Marks, Representative

TELEVISION NEWS RESEARCH, INC.

555 West 57th Street

New York, New York 10018 (212) 877-4687
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Monday:Memo-

A broadcast adverlising commentary from Geoffrey W. Layton, president, Geoffrey W. Layton & Co., Chicago

An advertising challenge:
generating trust

“Remorse’’ may be an unusual word to
set the tone for an advertising campaign.

Yet by using the concept of buyer’s
remorse, our agency has created a message
of magic, drama and excitement for our
new franchise hair salon client, the Hair
Performers. And, the president of Hair
Performers, John Amico, credits us with
developing a concept that is essential not
only for its advertising but for its entire
business strategy.

We developed a theory of consumer
buying behavior that is based on an in-
herent emotional paradox experienced by
most, if not all, consumers. Most products
and services are purchased with the expec-
tation of very specific—although perhaps
unconscious—benefits that can generally
be expressed as ‘‘feeling good’ about
yourself. This is particularly true of per-
sonal care services and products.

But just as soon as the purchase is made
the paradox begins to operate, and the
buyer's remorse surfaces in the form of
feelings such as: ‘[ won’t be able to take
care of my hair style” ... ‘[t will look
awful after | shampoo it.”” This is a kind of
self-deprecation that has nothing to do
with the performance of the product or
service. The consumer just seems to
automatically begin to stop herself from
enjoying the service to the fullest and
therefore from really feeling good about
herself. In other words, she’s a victim of
buyer’s remorse.

We work with Chicago clinical psy-
chologist James M. Payne in developing a
model of buying behavior and consumer
psychological responses for our agency’s
clients. According to Payne, the worst way
to deal with the phenomenon of buyer’s
remorse is to tell the customer that she’s
wrong—that she really can do what she in-
sists is impossible. One of the surest ways
to stop the buying decision from swinging
to your product is to engage in an emo-
tional battle with her. Consumer demand
is often created by impulsive and com-
pulsive feelings that must be reinforced
before, during, and after the sale—and
with copious reassurance that the products
and services are really going to perform
the way the consumer expects.

There are two basic ways to accomplish
this goal. In a retail environment such as
Hair Performers (located in Chicago, St.
Louis and Phoenix), the full range of pro-
ducts and services must support the cur-
rent customer’s expectation of Hair Per-
formers’ experience. Hair Performers pro-
vides an initial consultation that prepares
the customer for the new hair style. The
hair designer then explains the actual
shaping of the hair style and recommends

Geoffrey W. Layton is president of the Chicago-
based advertising and marketing agency
bearing his name. He was formerly account
supervisor with Baker & Brichta, Chicago;
advertising manager of Henrici's restaurants in
Chicago, and account executive with
Marsteller.

only the highest quality hair care products
(shampoo, conditioners, etc.) for specific
maintenance and care.

However, in-store attempts to deal with
buyer’s remorse can benefit only current
customers. Advertising is the second way
to deal directly with the phenomenon of
buyer’s remorse, particularly with new
customers who have never before ex-
perienced the product or service. For
prospective customers, advertising is the
product or service.

We believe that changes that occur in a
person’s life mark the start of a decision to
change brands, or in the case of Hair Per-
formers, to change hair salons. Changes
that occur in people’s lives are perhaps the
strongest motivation for the person to
change his or her buying behavior.
Changes in life style as well as
demographics (age, marital status, in-
come, education and job status, for exam-
ple) drive people to experience new or
different products and services. There is
nothing an advertiser can do to actually
creale these changes in the consumer’s
life, but smart marketers can present their
products or services in a manner that sup-
ports these changes positively.

Our new commercial attempts to ex-
press how a potential Hair Performers
customer should get excited about getting
his or her hair done at its salons. The
commercial tries to indicate that looking
good and developing a new hair style is
one type of self expression. The music we
use is very contemporary, upbeat and
bordering on sex appeal.

Here is some of the copy: ‘‘You know

Broadcasting May 26 1980
16

the way you want to be, someone who
cares can set you free, you've got a look
you want to share, you know it starts with
your hair. You want Hair Performers, you
want Hair Performers. We really care for
your hair.’

This approach works wonders for sales.
The success of Hair Performers’ recent per-
manent wave sale (over 17,000 perms soid
in just eight weeks) was due in part to the
fact that the radio commercials offered
reassurance o the consumer, but they were
hard sell, short of being a used car sales
pitch. We recognized that consumers might
be reluctant to change hair salons for such a
complex and expensive product, so the
commercial reassured the consumer that
even though the price was reduced, the
quality of the perm remained of the highest
quality. This was the Hair Performers pro-
mise.

Psychologist Payne’s role was to evalu-
ate the basic buying process and to analyze
potential advertising effectiveness of
specific creative approaches. He noted that
one chain of hair salons tended to stimul-
ale the consumer’s natural feelings of ten-
sion and anxiety experienced during a
period of life-style changes. Payne explains
that since the objective of Hair Performers
was to appeal 10 people in the process of
life-style or demographic changes, then the
most effective advertising approach would
be to support prospective clients with
statements of understanding and
reassurance, not stimulation.

It’s no surprise that our new institu-
tional campaign for Hair Performers is
““We really care for your hair’” The com-
mercial is designed to support prospective
and current customers and to establish a
relationship of trust and understanding.
Everyone in the service business—even
advertising people—must give of them-
selves to the customer. Once this relation-
ship of personal giving is established—
once we have demonstrated our willing-
ness to give of ourselves to our
customers~—then we can start to ask peo-
ple to give to us, to trust us, to become our
customers.

Just saying ‘‘Trust me!”” isn’t enough to
convince people that you're trustworthy.
To get an emotional response you have to
produce an emotional message, and we
believe that Hair Performers’ new cam-
paign talks with people, rather than at
them.

We used language that was personal and
emotional, not just professional and logi-
cal. For everyone concerned with this pro-
ject—agency, client, as well as the con-
sumer—something happened that’s all too
rare in advertising. We set out to com-
municate trust. Then we trusted each
other—and a magical message of trust and
understanding is what we all created.
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This week

May 28-29— Canadian Cable Television Association
23d annual convention. Hotel Vancouver, Yancouver.

May 27-29— Electronic Industries Association’s
Communications Division fifth annual Hyannis Sem-
nar. Dunfey’s Hyannis hotel, Hyannis, Mass.

May 27-30—Annual meeting of Southern Educa-
tional Communications Association. Sheraton Atianta
hotel.

May 29 — New York Market Radio Broadcasters As-
sociation radio festival. Sheraton Centre, New York.

May 28-June 1-International Idea Bank conven-
tion. Myrtle Beach Hilton, Myrtle Beach, S.C. Informa-
tion: Tad Fogel (803) 546-5141.

May 29— UPI Indiana Broadcasters meeting. Otter
Creek Country Club, Columbus, Ind.

May 30— Radio-Television News Directors Associ-
ation of Canada praurie regional convention. Northstar
Inn, Winnipeg, Man.

May 30-31— Texas Associated Press Broadcasters
annual convention. Four Seasons hotel, San Antonio.

]
June

June 1-3— Virginia Cable Television Association an-
nual convention. Omni International hotel, Norfoik.

June 1-4—Public Broadcasting Service annual
meeting. Washington Hiiton.

June 1-4— National Federation of Communily
Broadcasters "Working Conference For Minority Pro-
ducers in Public Radio.” Hilton Harvest House,
Bouider, Colo. information: NFCB, Minarity Producers
Conference, 1000 11th Street, N.W., Washington, D.C.
20001.

June 2—Deadline for comments in FOC’s children’s
television programing rulemaking (Docket 19142).
Reply comments due Aug. 1. FCC, Washington.

June 2-8— National Association of Broadcasters
joint board meeting. Washington.

June 3 — International Radio and Television Sociely
annual meeting and presentation of Broadcaster of
the Year award to CBS's Don Hewitl, executive pro-
ducer of 60 Minutes. Waldorf-Astoria hotel, New York.

June 3 — Broadcast Pioneers annual Mike Award din-
ner honoring WIS(AM) Columbia, S.C. Pierre hotel,
New York.

June 3-4-—American Association of Advertising

Datebook -

Agencies advanced media seminar. Wilshire Hyatt
House, Los Angeles.

June 3-7 — American Women in Radio and Televi-
sion 29th annual convention. Hilton Palacio del Rio
and San Antonio Marriott, San Antonio, Tex.

June 4-5— Advertising Research Foundation's sixth
annual midyear conference. Hyatt Regency, Chicago.

June 5-8-—Society of Cable Television Engineers
meeting on preventive maintenance. Empire State
Plaza Convention Center, Albany, N.Y.

June 5-8— Arizona Broadcasters Association spring
convention. Holiday Inn, Lake Havasu City.

June 5-7 — Associated Press Broadcasters conven-
tion. Keynote speaker: Richard Waid, senior vice
president for news, ABC News. Fairmont hotel, Denver.

® June 5-8 - American Bar Association Forum on
Communications Law. Speakers include Abbott
Washburn, FCC commissioner, and Clayton Kirk-
patrick, president, Chicago Tribune Co. Hyatt Regency
O'Hare, Chicago. Cost $175. Information: Forum Com-
mittee on Communications Law, ABA, 1155 East 60th
Street, Chicago 60637, (312) 947-3853.

June 5-7 — Kansas Association of Broadcasters an-
nua! convention. Holiday inn, Hays.

June 5-8 — Missouri Broadcasters Association spring
meeting. Holiday Inn, Lake of the Ozarks.

June 8—Deadline for entries for Radio-Television
News Directors Association’s annual Michele Clark
Award for “exceptional application of journalistic
skills evidenced by writing, reporting, editing or in-
vestigation”” Information: Dave Bartlett, news director,
WRC Radio, 4001 Nebraska Avenue, N.W., Washing-
ton 20016.

June 7 — Radio-Television News Directors Associ-
ation of Canada Atlantic regional convention. Howard
Johnson’s, Fredericton, N.B.

June 7-11— American Advertising Federation, an-
nual convention, Fairmont hotel, Dallas.

June 8-27 — Institute for Religious Communications
12th annual workshop for religious communicators.
Loyola University, New Orleans. Information: Com-
munications Department, Loyola University, 6363 St.
Charles Avenue, New Orleans 70118; (504)
865-3430.

June 11— Federal Communications Bar Association
annual meeting. Capitol Hilton, Washington. Speaker:
FCC Commissioner Anne P. Jones.

June 11-13—Oregon Association of Broadcasters
convention. Ashland Hills Inn, Ashland.

June 11-15- Broadcasters Promotion Association
25th annual seminar and Broadcast Designers Associ-

Contact:

Humdrum weather reports?
Want to beat the competition?

METRO WEATHER SERVICE

Local and personalized forecasts — from 30 seconds to 5 minutes
freshly prepared when you want them; every hour, 2 hours, etc.

Flexible Format ® Exclusively in your market
Variety of science features ® Warnings and updates at no extra cost

Serving the nation from our Forecast Center at J F K. Int’l Airport

Pat Pagano, Jr. ® Craig Weiner
Telex: 960127 Swift TXNYK @ TWX: 710-582-5598 Swift

Phone: (212) 978-0209

Move ahead and stay ahead with

MOW
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ation second annual seminar. Keynote speaker:
James Dufty, president, ABC Television Network.
Queen Elizabeth hotel, Montreal.

June 12-14—Annual convention of lowa Broad-
casters Association. Holiday Inn, Ottumwa.

June 12-14—South Dakota Broadcasters Associ-
ation convention. Holiday Inn, Watertown.

June 12-14 — Hawaiian Association of Broadcasters
annual convention. Kahala Hilton hotel, Honolulu.

2 June 13-Comments due in FCC rulemaking pro-
posal to modify FM rules to increase availability of
commercial FM assignments (Docket 80-90). Replies
are due Aug. 13. FCC, Washington.

June 13-15— Mississippi Broadcasters Association
annual convention. Royal d'iberville hotel, Biloxi.

June 13-15— Vermont Broadcasters Association
meeting. Top Notch Resort, Stowe.

June 14 — Radio-Television News Directors Associ-
ation region 11 (New England) meeting. Dunfey's
Sheraton Waytarer, Bedford, N-H.

June 15-17 — Montana Cable Television Association
annual convention. Outlaw Inn, Kalispell. Mont.

June 15-18— Virginia Association of Broadcasters
summer meeting. Cavalier hotel, Virginia Beach.

June 15-27 — National Association of Broadcasters
12th Management Development Seminar. Harvard
Business School, Boston.

June 16-22— National Sisters Communications Ser-
vice fifth annual seminar on “Communications in
Religious Life.” Loyola University, Chicago.

June 17-19-—FEurocom 80, second international
conference and exhibit for advanced communica-
tions. Bella Centre, Copenhagen. Information: Bella
Centre, Centre Boulevard, DK-2300, Copenhagen S.

June 18-20— Maryland, District of Columbia,
Delaware Broadcasters Association annual meeting.
Sheraton-Fontainebleau Inn, Ocean City, Md.

June 18-20— Broadcast Financial Management As-
sociation/Broadcast Credit Association boards of
directors meetings. Sheraton-Washington, Washing-
ton.

June 19-21 — Montana Association of Broadcasters
annuaj meeting. Heritage Inn, Great Falls.

June 19-21— Radio-Television News Directors As-
sociation of Canada national convention. Harbour
Castle Hilton, Toronto.

June 20— UPI New York State broadcast awards
dinner and annual meeting. Gideon-Putnam hotel,
Saratoga Springs, N.Y.

June 20-21— North Dakota Broadcasters Associ-
ation spring meeting. Art Clare molel, Devils Lake.

June 20-21— Radio-Television News Directors As-
sociation board meeting. Harbour Castle Hiiton, Toron-
to.

June 20-21- United Press International Broad-
casters Association of Texas 25th annual convention,
Summit hotel, Dallas.

June 20-27 — Wyoming Association of Broadcasters
meeling. Ramada Inn, Casper.

June 20-22 — Radio-Television News Directors As-
sociation of the Carolinas annual meeting. Ap-
palachian State University, Boone, N.C.

June 21-25—Georgia Association of Broadcasters
46th annual convention. Callaway Gardens.

June 22-28— Radio-Television News Directors As-
sociation/National Association of Broadcasters ad-
vanced management training program for news direc-
tors. University of Pennsylvania’s Wharton School,
Philadelphia.

June 23— Television Critics Association meeting.
Speakers include Charles Ferris, chairman, FCC;



Most
Valuable
Player «

Richard Dawson gives you the winning edge in the games stations play.
As the Emmy Award-winning host of “Family Feud,’ he delivers
more viewers than any other game show in syndication.
And he scores a clean sweep of all the key demographic groups.
By delivering more women, 18-49 women, men, 18-49 men, teens and
children than any other game show.

Now Richard Dawson is set to play 5 nights a week next season!
And give you a bigger edge than ever before!
Don’t settle for just any game. Get the one with the MVP.

GOODSON-TODMAN’S

“FamilyFeud” W

Source: NSI ROSP 2/80. Audience estimates are subject to qualfications available on request.

© 1980 Viacom International Inc. All rignts reserved.




The new RCA TR-800. It's everything you've I K
asked for in a one-inch tape system. And more.

When you called for gentler, more

precise tape handling, we were listen-

ing. When you asked for faster, easier

operation and control, we heard you.

And when you told us you wanted

better editing capability, we took note.

Our response is the new
TR-800. It’s the one-inch
tape system you speci-
fied. In addition, we've
included some years-
ahead innovations of
our own.
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Designed for you.

Everything about TR-800 is engineered to make your
job as easy as possible, from the tape-end sensing
feature to the ultimate in microprocessor controls.
We’ve designed the tape path to give you straight-
through thread-
ing. And
tucked all elec-
tronics behind
a drop-down
panet for on-
air accessibil-
ity. This panel
includes all the
controls for the new digital Time Base Corrector
(TBC-8000). The TR-800 is equally at home in a van,
rack, T-cart or console. But the big feature is control.
Unprecedented control.

New editing precision.

TR-800 lets you expand or compress materials to fill
time slots with frame-by-
frame, field-by-field precision.
With our Supertrack option,
play back with )
broadcastable
quality from
reverse

slow

motion
through

still scan to forward

fast motion. An LED digital
readout tells you the exact
tape speed. Edit with the
microprocessor-controlled pre-
viewable editor, a standard
feature. And we offer addi-
tional distributed processing
through such accessories as
Super Search Editor (SSE), a
Multi-Rate Video Controller
(MRYVC), and a unique time
code editing system (AE-800)
that fully addresses C format
capabilities.

A system that does it all.

Use TR-800 as an instant replay, slo mo and freeze
frame unit. Use its superb editing control for special
effects and precisely programmed edits. Get full video
and sync record/playback capabilities plus three audio
channels. Get complete
video sync and audio
simulplay. Get complete
monitoring selection,
metering and two built-
in speakers. In post-
production, the un-
rivaled acceleration
and easy operation of
TR-800 save time
and money,
while helping
you turn out a
superior product. Any
way you use it, you're ahead.

See for yourself.

The astonishing new TR-800
system adds up to everything
you’ve ever wished for in a
one-inch tape system. Check
it out for yourself. And be
prepared to be amazed.

RCA Broadcast Systems

Building 2-2

Camden, NJ 08102
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Kathleen Nolan, Corporation for Public Broadcasting
board. Nicholas Jonnson, president, National Citizens
Committee for Broadcasting Century Plaza hotel, Los
Angeles.

® June 23— National Association of Broadcasters
“Dollars and Sense" legal and contracts workshop
Century Plaza hotel, Los Angeles Information (202)
293-3560

June 24 - National Association of Broadcasters
equal employment opportunity compliance seminar.
Century Plaza hotel, Los Angeles.

June 24-25-—American Association of Advertising
Agencies advanced media semmnar. Biltmore hotel,
New York

June 24-28— Armed Forces Communications and
Electronics Association’s 34th annual convention
Sheraton Washington hotel, Washington

June 24-27 — National Broadcast Editorial Associ-
ation annual meeting Maytlower hotel; Washington,

June 24-27 — Corporation for Public Broadcasting
radio development workshops. Crown Cenler, Kansas
City, Mo.

June 25— Association of National Advertisers-Radio
Aduvertising Bureau radio workshop. Waldorf-Astona,
New York

June 25-27— National Association of Broadcasters/
National Association of Television Program Execu-
tives children’s programing conference Key Bndge
Marriott, Arlington, Va

B June 25-27 — Alabama Broadcasters Association
summer convention. Grand hote!, Point Clear

June 25-28 — Florida Association of Broadcasters
annual convention Disney World Contemporary hotel,
Orlando

June 27-28—Media workshop on Califomia courts
sponsored by Radio-Television News Directors Asso-
ciation, California -Judges Association and California
Newspaper Publishers Association. Unjversity of
Californta, Berkeley Information. California Judges
Association, 1390 Market Street, Suite 416, San Fran-
cisco 94102, (415) 552-7660.

June 27-29—Thid annual National Federation of
Local Cable Programers convention. Michigan State
University Kellogg Center, East Lansing, Mich

|
July

July 8-11—Arbitron Television Advisory Council
meeting Castle Harbour hotel, Bermuda

July 11-13— Oklahoma Broadcasters Association
summer convention. Shangri-La, Afton

B July 12-15—24th annual Television Programing
Conference. Monteleone hotel, New Orleans. informa-
tion Warren Jones Jr., AUTV, Building 1402, Maxwell
AFB, Fla. 36112, (205) 293-2322.

July 13-18 — New England Cable Television Associ-
ation annual convention. Wentworth by the Sea,
Portsmouth, N.-H Information: NECTA, 8 North State
Street. Concord, N.H. 03301, (603) 224-3373.

July 14 —Beginning of Republican national conven-
tion. Cobo Hall, Detroit.

July 14-15— Society of Cable Television Engineers

Majer IMeetings

June 1-4— Public Broadcasting Service annual
meeting. Washington Hilton.

June 3-7--29th annual convention, American
Women in Radio and Television. Hilton Palacio
del Rio and San Antonio Marriott, San Antonio; Tex.
Future convention: May- 6-10, 1981,
Washington hotel, Washington..

June 5-7— Associated Press Broadcasters con-
vention. Fairmont hotel, Denver.

June 7-11—American Advertising Federation,

annual convention, Fairmont hotel, Dallas.

June 11-'1.5\—Br‘o¢'zdcaslers' Promotion Associ-
ation 25th annual seminar and Broadcast Desig-

ners Association second anrual seminar. Queen

Elizabeth hotel, Montreal. Future seminars: June
10-14, 1981, Waldorf-Astoria hotel, -New York;
June 6-10, 1982, St. Francis hotel, San Fraricisco;
June 8-12; 1983, Fairmont hotel, New Orleans;
June 10-14, 1984, Caesar's Palace, Las Vegas;
1985, Chicago.

Aug. 24-27-— National Association of Broad:
casters radio programing conference. Hyatt
Regency, New Orleans.

Sept. 14-17 — Broadcasting Financial Manage
_ment Association 20th annual conference. Town
and Country hotel, San Diego. Future conference:
Sept. 20-23, 1981, Sheraton ‘Washington.

Sept. 20-23—Eighth International Broadcast-
ing Convention. Metropole Conference and Ex-
~h|b|hon Centre, Brighton, England:

Sept. 2B-0c¢t. 1 — Association of National Ad

vertisers ‘annual meeting. The Homestead, ‘Hot
Springs, Va.

Oct. 28-30— National Association of Education-~
al Broadcasters 56th annual convention. Las
Vegas.

" .Nov. 9-14— Society of Motion Picture and Televi-

sion Engineers 122d technical conference and
equipment exhibit. Hilton hotel, New York.

Nov. 10-12— Télevision Bureau of Advertising

‘annual meeting. Hilton hotel, Las Vegas. Future .

meeting: Nov. 9-11, 1981, Fontainbleau Hilton,
Miami.

Nov. 19-22— Sbciety of Professional Journalists,

Sigma Delta Chi national convention. Hyatt hotel,

Columbus, Ohio.

Sheraton
~_hoetel, Anaheim, Calit.

" tional Religious -Broadeasters and National Asso-

. hotel, Washington.

‘May 3-7, 1981 — National Publu' Radioannual

_ tional Television Symposium and Techrical Ex-

Dec. 3-5— Radio-Television News Directors As-
sociation international conference. Dipfemat-hotel,
Hollywood by-the-Sea,: Fla. Fulure conventions:
Sept. 10:12, 1981, Marriott, New Orleans; Sept.
30-Oct. 2, 1982, Caesars Palace, Las Vegas. -

Dec. 10- 13- Western Cable Show. Disneyland

Jan. 18-21, 1981 — Association of Independent
Television :Stations (INTV)' convention, Century
Plaza, Los Angeles, Future conventions: Jan.
18-21, 1981, Century-Plaza, Los: Angeles; Feb.
7-10, 1982, Shoreham hotel, ‘Washington: Feb
§-9, 1983, Galleria Plaza. hotel, Houston. -

Jan. 25-28;, 1981 —Joint convention of Na-

ciation of Evangelwals Sheraton ‘Washington

March 11-18, 1981 —Nahonal Assocumon of
Television - Program Executives conference.-New
Yoik ‘Hilton.- Future "conferences: March. 12-17,
1982, Las Vegas Hilton; March 18- 23 1983, Las
‘Vegas Hmon

April- 12-15, 1981 -National Association of
Broadcasters 59th annual. .convention. Las Vegas
Convention Center. Future conventions: Dallas,
April 4-7, 1982; Las Vegas, April 10-13, 1983;
Atianta, March 18-21, 1984; Las Vegas, Apnl
14-17,1985; Kansas City, Ma., April 13-16, 1986,
Atlanta, April 5- B 1987; Las Vegas, April 10-13
1988.

April 24-30, 1931 —17th annual MIP-TV inter-
mational TV program market. Palais Des Festivals;: -
Cannes, France.

conference Phoenix. Future conference: Wash-
ington, April 18-22, 1982, 3

May 29-June 1, 1981— National Cable Televi-
sion Association annual convention. Los Angeles.
Future conventions: May 25-28, 1982, Las Vegas;
May 1-4, 1982, New Orleans; May 22-25, 1984,
San Francisco; April 28-May 1, 1985, Atlanta.

May 30-June 4, 1981 — 12th Montreux Interna-
hibition. Montreux, Switzertand. Information:

Press officer, Swiss PTT, Viktoriastr. 21, CH- 3030
Berne Swutzerland
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technical meeting and workshop on “Coaxia! Cable or
Fiber Optics " Wichjta Hilton, Wichita, Kan

July 18 — Radio-Television News Directors Associ-
ation region 9 workshop. Baton Rouge Information:
John Spain, (504) 387-2222.

July 18-19 - Summer convention, Colorado Associ-
ation of Broadcasters. Keystone Resort, near Dillon.

July 18-20—Eighth annual National Gospel Radio
Seminar. Dunfey Dallas hotel, Dallas

July 18-22—South Carolina Broadcasters Associ-
ation meeting. Meridien hotel, Montreal.

July 24-28— Louisiana Association of Broadcasters
summer convention Regency hotel, Shreveport.

B July 28 — United Press International Broad-
casters of Louisiana meeting. Hilton hotel, Baton
Rouge

July 27-29 — California Association of Broadcasters
meeting. Del Monte Hyatt House, Monterey.

July 28-31— New York State Broadcasters Associ-
ation 19th executive conference. Otesaga hotel,
Cooperstown.

July 30-Aug. 3 — National Federation of Communuty
Broadcasters annual conference. Clark University,
Worcester, Mass.

July 31-Aug. 1—Arkansas Association of Broad-
casters meeting. The Arhlington, Hot Springs.

]
August

Aug. 3-7—Cable Television Administration and
Marketing Society annual meeting. St. Francis hotel,
San Francisco. Information: Lucille Larkin, (202)
296-4219.

® Aug. 10-13— New York State Cable Television
Association summer meeting. Otesaga hotel,
Cooperstown. Information: (518) 463-6676.

Aug. 11 —Beginning of Democratic national conven-
tion. Madison Square Garden, New York.

Aug. 13-18— Michigan Broadcasters Association
meeting. Hidden Valley Resort, Gaylord.

Aug. 21-23-—Idaho Association of Broadcasters
meeting. Sun Valley Lodge, Sun Valley.

B Aug. 21-24 — West Virginia Broadcasters Assoct-
ation 34th annual fall meeting. The Greenbrnier, White
Sulpher Springs.

Aug. 24-27 — National Association of Broadcasters
radio programing conference. Hyatt Regency, New
Orleans

]
September

Sept. 1 —Deadline for entnies for 15th Annual Gabnel
Awards, presented by Unda-USA for radio and TV
programs that creatively treat issues concerning
human values. Information: Charles J. Schisla, (317)
635-3586.

@ Sept. 1 —Deadlne for entrnies for annual Women at
Work broadcast awards sponsored by National Com-
mission on Working Women for rad1o and TV reporting
and programing about working women in categories
of spot news, news senes, editorials, publhic affairs/
documentanes and entertainment. Entries must have
aired between May 1, 1979, and July 31, 1980. Infor-
mation: Sandi Risser, NCWW, 1211 Connecticut Ave.,
N.W. Sutte 310, Washington 20036; (202) 466-6770.

Sept. 2-5— Arbitron Radio Advisory Council meet-
Ing. Hyatt Regency, Cambridge, Mass

Sept. 5-7— New Hampshire Association of Broad-
casters annual convention. Waterville Valley Reson,
Waterville Valley.

Sept. 7-11— International Institute of Communica-
tions 11th annual conference. Ottawa Information:
Robert Tntt, 1IC, Tavistock House East, Tavistock
Square, London WC1H 9LG; (01) 388-0671.

Sept. 12-14 — lllinois Association of Broadcasters
meeting. Arlington Heights Hilton, Arlington Heights.

m Sept. 15—-Comments due in FCC proposal to
revise broadcast financial reporting requirements.
Docket 80-190. Reples are due Nov. 14 FCC, Wash-
ington.

Sept. 17-18— Advertising Research Foundation’s



YOUCANTDOITONTV.
YOU CAN'T DO IT IN PRINT.
BUT YOU CAN DO ITON RADIO.

When you buy advertising, you're really not
buying space or time—you're buying the expecta-
tion of selling your products or services.

That’s where radio comes in, and that’s what
we want to talk about. And we want to talk about
increasing your share-of-market. That’s what adver-
tising is all about.

And no advertiser—not General Motors, not
Procter & Gambile, not Chrysler, Sears, Ford or
General Foods—can dominate television or print the
way they can dominate radio.

How so?

The quickest and most effective way to make
a product a household word is through saturation
advertising. You can’t afford to do sustained satura-
tion advertising in TV or print, but you can afford it
in radio. This applies whether you have an advertis-
ing budget of a hundred million a year or a hundred
thousand.

Can radio be your only media buy? You bet.

But in manycases, a media mix may be the way to go.

Let’s examine an advertiser with an annual
budget of $100 million. Let’s put about $30 mil-
lion of it into radio—network and national spot. That
leaves a healthy $70 million to be used in rounding
out the media mix.

For that $30 million in radio, the advertiser
can buy five networks and be heard on over 2,000
radio stations. The schedule? Approximately 200
one-minute announcements per week, fifty-two weeks
Jora year. In the course of just eight weeks, the
advertiser would reach about 98 million different
adults 18+, 64 % of our adult population, an
average of 29.3 times.

That’s two billion, eight hundred seventy mil-

lion commercial impressions, in just eight weeks!

Now, on top of that radio network base—but
still within the original $30 million radio invest-
ment—the advertiser can build a national spot cam-
paign in 100 key radio markets: a campaign of
twenty 60-second announcements per week, per
station on four different stations per market.

What all this means is that on the national
level—network radio plus national spot radio—$30
million buys one whale of a lot of announcements.
An overwhelming number. Reaching almost every-
one in America. Again, and again, and again.

So much for the big guys. Can radiodo an
equally effective job for a local or regional adver-
tiser with a much smaller budget? Again, let’s take
an example.

Suppose a local advertiser runs a campaign
of half-page ads in the hometown paper. If this
advertiser cuts the size of the ads to quarter-pages
and the money difference goes into local radio, two
things happen: he dramatically increases the
number of people he can talk to, and the number of

times he can talk to them. All this for the same
ilmount of money originally earmarked for print
one.

Depending on the market, there can be some-
where between four and eight times as many oppor-
tunities to capture attention, persuade and get
action through ad/listener impressions utilizing a
newspaper/radio mix as with a newspaper-only
approach.

No matter if you're local or national, you may
be in for a shock if you examine the studies of effec-
tiveness of radio vs. TV commercials in generating
brand recall. Radio is between 77% and 83% as effec-
tive,atasmall fraction of the time and production cost.

Let’s look at the medium. There are nearly
half a billion radios in the United States. Almost
112 million of these are in automobiles. The
number of auto radios is larger than the total cir-
culation of ten major magazines...84% larger than
the total circulation of all the nation’s morning and
evening newspapers...larger than all of the U.S.
homes with television.

And there are still well over three hundred
and forty million radios elsewhere!

We don’t want to sell you advertising. We do
want to help you sell your products and improve
your share-of-market. After all, the cash register is
the ultimate measure of advertising effectiveness,
and that’s where radio shines.

Please write or call us for more specific infor-
mation as to how radio will work for your business.

Or call the other networks: ABC, Mutual,
National Black, NBC, RKO or Sheridan. Or
ask radio station representatives what radio can do
for you. Or call on your local radio station.

Or try the Radio Advertising Bureau. It
has been helping advertisers for years. They’d wel-
come a chance to help you, too.

We all believe.

SOURCE: Size of Radio—RAB, 1980; Magazine Data—Simmons Market Research,
1979; Newspaper Circulation— BBDO Guide 1978; Combined Network Audiences—
RADAR 20, Spring/Falt 1979; Local Market plus Newspaper—CBS RADNEWS
Radio/Newspaper Mix: Radio Recall-RAB. 1979 Radio Facts.

These data are estimales subject to qualifications available upon request.
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I Sam Cook Digges, President
l CBSRadio 51 West 52 Street

New York, NY. 10019 (212) 9754421

Yes, I'd like information on how radio can work for
my business.

I (Name)

(Title & Company)

I (Address & Zip)
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third annual New England Advertising Day. Boston
Park Plaza, Boston.

Sept. 20-24— International Broadcasting Conven-
tion '80. Metropole Exhibition Center, Brighton, Eng-
land.

Sept. 21-24 — Texas Association of Broadcasters an-
nual meeting. San Antonio Marnott hotel.

® Sept. 24— International Radio and Television
Society Newsmaker luncheon featuring FCC Chairman
Charles Ferris. Waldorf-Astoria hotel, New York.

Sept. 24-28 - Tennessee Association of Broad-
casters annual meeting. Hyatt Regency, Knoxville.

Sept. 25-27 —Southern Cable Television Associ-
ation annual convention. Atlanta Hilton. Information:
Otto Miller, Box 465, Tuscaloosa, Ala. 35402; (205)
758-2157

Sept. 28-0Oct. 1— Association of National Adver-
tisers annual meeting, The Homestead, Hot Springs,
Va.

m Sept. 29-30— National Association of Black
Owned Broadcasters tall conference. L'Enfant Plaza
hotel, Washington.

Sept. 30-Oct. 1— National Association of Broad-
casters television conference. Fairmont hotel, Phila-
delphia.

Sept. 30-0ct. 3— Public Radio in Mid-America an-
nual meeting. Lodge of the Four Seasons, Lake Ozark,
Mo. Information: Tom Hunt, WCMU-FM, 155 Anspach
Hall, Mount Pleasant, Mich. 48859; (517) 774-3105.

.
October

Qct. 1-2— National Association of Broadcasters
directional antenna seminar. Cleveland Marnott Air-
port hotel, Cleveland.

Oct. 2-5— Women in Communications Inc. 48th an-
nual meeting. San Diego.

Oct. 4 — Friends of Old-Time Radio annual conven-
tion. Holiday Inn, Bridgeport, Conn. Information: Jay
Hickerson, (203) 795-6261 or 795-3748.

Qct. 5-8— National Radio Broadcasters Association
annual convention. Bonaventure hotel, Los Angeles.

Oct. 8-9— National Association of Broadcasters
television conterence. Hyatt on Union Square, San
Francisco.

Oct. 8-9—"The World Administrative Radio Con-
ference: An Analysis and Prognosis,” sponsored by
Communications Media Center, New York Law
School, 1n conjunction with International Law Associ-
ation, at the law school, 57 Worth Street, New York,
NY 10013

Oct. 8-10— Public Service Satellite Consortium, fifth
annual conference. Washington Hilton.

Oct. 9-12— Missouri Association of Broadcasters
meeting. Holiday Inn, Jophn.

Oct. 9-12— National Black Media Coalition annual
meeting. Mayflower hotel, Washington.

Oct. 11— Florida Association of Broadcasters meet-
ing. South Seas Plantation, Captiva Island, Fort Myers.

Oct. 12-13— North Dakota Broadcasters Associ-
ation fall convention. Ramada inn, Grand Forks.

Oct. 14-15-— Advertising Research Foundation's
second conference on business adverlising research
and research fair. Stouffer’s Inn on the Square, Cleve-
land.

Oct. 15-18— Society of Cable Television Engineers
annual fall meeting on “Emerging Technologies.”
Playboy Club Resort and Conference Center, Great
Gorge, N.J.

Oct. 15-168— National Association of Broadcasters
television conference. Hyatt Regency, Phoenix.

Oct. 15-17 — Kentucky Broadcasters Association tail
convention. Hyatt Regency, Lexington.

Oct. 15-19— American Association of Advertising
Agencies Western region meeting. Doubletree Inn,
Monterey, Calif.

B Qct. 22— International Radio and Television
Society Newsmaker luncheon. Waidorf-Astona hotel,
New York.

Oct. 22-24—-1980 Japan Broadcast Equipment Ex-
hibition co-sponsored by Electronic Industries Asso-
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ciation of Japan, National Association of Commercial
Broadcasters in -Japan and NHK (Japan Broadcast-
ing Corp.). Science Museum, Kitanomaru Park,
Chiyoda-ku, Tokyo. information: Japan Electronics
Show Association, No. 24 Mori Building, 23-5 Nishi-
Shinbashi 3-chome, Minato-ku, Tokyo.

B Oct. 26-28 — Kentucky CATV Association annual
fall convention. Hyatt Regency hotel, Lexington.

B Oct. 26-28—"Cities and Cable TV: Local Regula-
tion and Municipal Uses,” seminar sponsored by Na-
tional Federation of Local Cable Programers and Uni-
versity of Wisconsin Extension. Concourse hotel,
Madison, Wis. Information: Dr. Barry Orton, U of W,
610 Langdon Street, Madison 53706: (608)
262-3566.

Oct. 28-29— Ohio Association of Broadcasters fall
convention. Carrouse! Inn, Columbus.

Oct. 29-30— National Association of Broadcasters
television conference. Omni International, Atlanta.

|
November

Nov. 8-14 — Society of Motion Picture and Television
Engineers, 122d technical conference and equipment
exhibit. Hilton hotel, New York.

Nov. 10-12 — Television Bureau of Advertising’s an-
nual meeting. Hilton hotel. Las Vegas.

Nov. 12-14—American Association of Advertising
Agencies central region annual meeting. Ritz-Carlton,
Chicago.

Nov. 12-14— Institute of Electrical and Electronic
Engineers engineering management conference. Col-
onial-Hilton inn, Waketield, Mass.

Nov. 13 —Fifteenth annual Gabriel Awards banquet,
sponsored by Unda-USA. Capitol Hilton hotel, Wash-
ington.

Nov. 17-18—Society of Cable Television Engineers
technical meeting and workshop. Hyatt hotel, Phoenix.

® Nov. 19— International Radio and Television
Society Newsmaker luncheon. Waldorf-Astoria hotel,
New York.

Nov. 19-22—Sociely of Professional Journalists,
Sigma Delta Chi national convention. Hyatt hotel, Col-
umbus, Ohio

]
December

Dec. 3-4— Advertising Research Foundation’s sec-
ond Western conference and research far. Los
Angeles Biltmore.

Dec. 3-5-1980 U.S/Southeast Asia Telecom-
murications Conference and Exhibit. Mandann hotel,
Singapore. Information: John Sodolski, Electronic In-
dustries Association, 2001 Eye Street, NW., Washing-
ton 20006; (202) 457-4934.

Dec. 10-13 —Western Cable Show. Disneyland
hotel, Anaheim, Calif.

® Dec. 12— International Radio and Television
Society Chnstmas benefit Waldorf-Astoria hotel, New
York.

]
January 1981

® Jan. 12-14-—Pacific telecommunications con-
terence, sponsored by Pacific Telecommunications
Conference, \ndependent, voluntary membership
organization. llikai hotel, Honolulu.

® Jan. 14— International Radio and Television
Society Newsmaker luncheon. Waldort-Astoria, New
York.

Errata |

S

In‘May 19 *Monday Memo!' tirst name of

contributor was given Incorrectly: cor-

rect full name is David:C: Lehmkuh|, vice.

. presidentigroup medta supervisor, N W
Ayer ABH International, New York.




“The Information Establishment’ by
Charles S. Steinberg. Hastings House,
New York, 366 pp., $15.95.

The late Charles Steinberg, one-time vice
president for public information of the
CBS Television Network and later a pro-
fessor of communications at Hunter Col-
lege, New York, produced, before his
death in 1978, an analysis of that much
analyzed institution, the free press, but
from a new perspective. Actually, three
perspectives, all of them related, are
covered—the government informational
bureaucracy, the liaison between the mass
media and the ‘‘vast federal information
apparatus,” and the obligations of the
government and the media to each other
and to the public.

Steinberg notes that the technology that
speeds information to the public at a rate
undreamed of when the First Amendment
was drafted and the complexity and sen-
sitivity of issues with which government
deals, impose a greatstrain on the relation-
ship between media and government. That
strain, he points out, produces in a democ-
racy such problems as those involved in
the free press-fair trial controversy, the call
for reporters’ shield laws and the tension
between the right of privacy and the right
of the public to know. These issues are ex-
amined. And while Steinberg offers no
hard answers, he suggests both sides adopt
a more social and civilized approach to
each other and their work. Investigative re-

porting, he suggested, ‘‘can be less
destructive and less eager for explosive
‘scoops.” >’ Ombudsmen could be estab-
lished on newspapers to advise manage-
ment on the integrity of news flow. The
media, finally, could be ‘‘less truculently
adversarial in relation to government and,
at the same time, less of a willing conduit
for managed news”’ As for the govern-
ment, Steinberg suggests that it be ‘‘more
dedicated to giving the media a
straightforward and truthful account,” and
says ‘‘a greater effort could be made to
provide information instead of self-serving
propaganda.”’

Beyond those and other similar wishes
that to those in the media covering
government or in the government dealing
with the media might seem beyond fulfill-
ment, Steinberg suggests that Congress
undertake a study of the information es-
tablishment in government, including
Congress’s. He quotes then-Senator
William R. Scott (R-Va.) as stating the
government employs 3,390 public re-
lations personnel at an annual cost of $93
million. If true, Steinberg writes, the num-
ber of government publicists and their cost
‘‘certainly seem to be excessive.”’

“The Whole World is Watching,” by Tod
Gitlin. University of California Press,
Berkeley. 327 pp. $12.95.

The title comes from the cry of demon-
strators battling police in the antiwar riots
that wracked Chicago at the time of the

Democratic national convention of 1968.
For the battles were fought under the eye
of the television camera, and the episode
remains a symbol of the media’s role in
shaping and even transforming the New
Left. Gitlin, who was a president of the
Students for Democratic Society in
1963-64 and is now assistant professor of
sociology and director of the mass com-
munications program at Berkeley, seeks to
trace the nature of the media’s coverage—
from respectful to hostile—and to explain
the reason for the change. To his credit, he
does not claim a conspiracy. Rather, he at-
tributes it to a number of factors—to a
mindset holding that the established order
is legitimate and that opposition outside
normal channels is some kind of crime,
for instance, and to the pressures reporters
face of reducing possibly complex events
into an easily comprehensible piece under
difficult deadline conditions.

As for the New Left-type movements,
Gitlin says they face a dilemma: If they
stand outside the mainstream of society,
they are likely to be consigned ‘‘to
marginality and political irrelevance.’” But
if they play by conventional rules, they
come to be identified **with narrow (if im-
portant) reform issues,” and their opposi-
tional edge is biunted. But the established
order is not left untouched; in Gitlin’s
view. Some of the New Left rubs off, in
terms of changes in culture, in political
cynicism, and ‘‘hip ‘lifestyles’’” And in
the osmosis that affects both, Gitlin says,
the mass media play a crucial role.

More Job Opportunity

Means More Opportunity for Injury
and Job Related Health Problems

More active and independent women should pay more
attention to their health. But unfortunately many are
not. They are taking on new opportunities with zest, but
are overlooking the responsibilities that come with their
expanded roles. The big threat is that their health may

suffer.

Now, a fresh, new public service radio and television
campaign has been developed to show women how to
improve their abilities and protect their health.

ORDER NOW !

Women
have come
a long way!

EQUAL PAIN FOR EQUAL WORK

Free!

60 SECOND AND 30 SECOND

TO:

Station
Street Address

American Chiropractic Association
2200 Grand Avenue / Des Moines, lowa 50312
Piease send me copies of *EQUAL PAIN FOR EQUAL WORK'
public service spots for:
O Television (One 60-sec. & one 30-sec. Filmed Spots)
O Radio Six 60-sec. & Six 30-sec. Taped Spots)
I understand the spots will be sent without cost or obligation.
Public Service Director

PUBLIC SERVICE SPOTS

PREFER
SPANISH VERSION

City

State Zip

Broadcasting May 28 1880
25



EASTMAN
RADIO

proudly announces
Its appointment
as national sales rep

KEZK

St. Louis

A Metroplex Station
Eastman Radio also represents KSLQ

7’y

#
/'




®

Vol. 98 No. 21

TOP OF THE WEEK IEmanasneasi

Cable and NCTA
both bursting
at the seams

Convention attendance is up by
half; excitement rises accordingly

It was, in a word, astonishing.

The 29th annual convention of the Na-
tional Cable Television Association took
place in Dallas last week, host to some
9,000 followers of all descriptions and mo-
tives. The crowd which jammed every
meeting—including the six concurrent
7:30 a.m. sessions that began each working
day—was up a giant 50% from the 6,000
that attended last year’s spellbinder in Las
Vegas.

Even before the opening gavel news was
being made: on Saturday, when the NCTA
board convened a special meeting to worry
about the advent of the Premiere pay cable
service, and then on Sunday morning
when Premiere’s magnet drew hundreds
of convention delegates 1o Loews Anatole
hotel for a Hollywood-style showcasing of
that new program vehicle. By the time
NCTA opened its own show, with original
music (*‘Yoouuu ... Did I'"") and dan-
cers, it already seemed tame.

And then the skies over Dallas really
turned blue. When delegates got to their
sessions they found most of the talk
directed toward all the ancillary services
cable could provide, with security systems
leading the way (just beyond advertising,
in the opinion of J. Leonard Reinsch of
Warner Amex, as cable TV’s next cash-
flow generator). By the time it was all over
one analyst was heard to predict the day
would come when cable operators would
give away their basic service, and even
give away what’s now called pay, just to get
their wires into the homes and offices 1o
collect from the subsidiary services.
(lronically, if it all happens, cable may
have the federal government to thank for
making i1 possible. Security and many of
the other ancillary services require two-
way capability, a requirement mandated by
FCC rules in all cable systems built since
1972.)

As predicted. more conventional
programing remained the major concern
outside the meeting rooms. The word was
around that cable viewers couldn’t get too
much pay cable product. and that cable
operators hadn’t begun to reach the limits
of what the audience would pay. Said one:
““To think we’re charging only $25to $35a

Broadeastin

NCTA President Tom Wheeler

month for all we offer. [U’s the biggest
bargain in the country.”

If there was a cautionary note being
sounded in Dallas it was in the area of
franchising: by NCTA itself, concerned
about political backlash should a scandal
occur, and by financial analysts and ma-
jor MSO’s, who were beginning to wonder
whether all those promises (a) could be
met and (b) could be paid for.

While much of the focus was on soft-
ware, hardware had its day, t0oo. Much of
the talk was about 400 mhz technology,
which is conceded to be cable’s next
generation (it allows operators to pump
over 50 channels through one cable). But

Sliey 26

the verdict was not unanimous: There
were as many minuses as plusses among
the opinions about 400 mhz offered 1o
NCTA delegales.

Conspicuous among the convention
crowds was the growing number of broad-
cast interests crossing over into cable. The
biggest badges—if not the largest con-
tingent—belonged to CBS Cable, which
announced its formation on convention
eve and made sure NCTA delegates knew
it was there. Commented Donald G.
Jones, a former radio board member of
the National Association of Broadcasters
and the owner of two radio stations and six
cable franchises in Wisconsin: “‘I didn’t go
to the NAB this year for the first time in
15 years. I couldn’t take speeches telling
me that satellite-to-home will never hap-
pen. They’ve got their head in the sand.”
Amplifying his comments later, he said:
““‘Cable now is where radio was in the 30’s
and where TV was in the late 40’s and
early 50’s’”” He agreed with Leonard
Reinsch that, by the end of the decade, ca-
ble will be the dominant electronic com-
munications medium.

Next stop for cable followers: the Cable
Television Administration and Marketing
Society (CTAM) meeting in San Fran-
cisco’s St. Francis hotel Aug. 3-7. **That’s
a must for anyone who's looking forward
to the future,’ said Jones. The next
NCTA: in the Los Angeles convention
center. May 29-June 1, 1981.

The paradox of Premiere

While operators are impressed with
product and dazzled by presentation
at NCTA convention, competitors
beat the drums of lawsuit, and
association board goes to

unusual tength of publicly
questioning whether new venture

is anticompetitive in nature

Premiere, the joint venture of four motion
picture companies and Getty Oil Co. that
plans to provide pay television programing
to cable operators and subscription televi-
sion stations, made an appropriately lavish
bow ($500,000 worth) at NCTA in Dallas
last week. And while cable operators were
impressed by the top-of-the-line movies
Premiere is promising—nine months
ahead of any other supplier—the reception
by the NCTA board was cool and, by Pre-
miere’s prospective competitors. hostile.
Indeed. if one thing regarding Premiere
seemed likely at convention’s end. it was
that it would not get into the pay-program-
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ing business without a court fight.

The Premiere story at the convention
began and ended at NCTA board meet-
ings. In between, it unfolded at Premiere’s
multimedia presentation of its product; at
a news conference at which representatives
of the five companies involved fielded
questions, some of them tough, about the
new venture’s structure and plans, and in
and near Premiere’s elegant booth.

The traffic in the area seemed brisk, and
Premiere officials said they were pleased
with the interest shown and with the num-
ber of contracts they had signed, although
they would not be specific regarding num-
bers. (One customer that was identified
was Communication Services [nc., owned
by Tandem Productions. Philip Wilcox and
Bruce Plankingion, operations officers,
signed an order for service to 14 systems
in Kansas, Texas and Louisiana.) But con-
versations with those at the convention in-
dicated Premiere had made an impression.

Certainly the opening show, on a
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specially constructed set in a ballroom of
the Loews Anatole hotel, caught the
prospective buyers’ attention. Out of the
darkness and into a suddenly illuminated
geodesic dome, Charlton Heston ap-
peared, to the sepulchral-sounding in-
troduction of an off-stage announcer. And
after Heston’s brief description of Pre-
miere, snippets of the films the venture
plans to make available beginning in Janu-
ary were flashed on the screen—‘Coal

Miner’s Daughter” ... “‘The Jerk™ ...
“‘Smokey and the Bandit 11" ... “*Kramer
vs. Kramer” ... 1941 ... “‘Chapter
Two™ ... ““All That Jazz”’ ... ““American
Gigolo™ “Rough Cut” ““Urban
Cowboy” ... ““The Blues Brothers™ ...
and on and on.

In all, Premiere plans to offer by
satellite, 150 films a year, about half from
the four movie companies it comprises—
MCA Inc. (Universal), Columbia Pictures
Industries, Paramount Pictures Corp. and
20th Century-Fox Film Corp. (BROAD-
CASTING. May 19). Each is an equal
partner of Getty, although the oil company
is said to have provided the largest cash
share of the $35 million investment that
Premiere represents.

But if the presentation had cable opera-
tors’ eyes shining, the structure and
organization of Premiere—four produc-
tion companies combining in a joint ven-
ture and agreeing to make their films
available to it nine months before offering
them to other pay programers, such as
Home Box Office and Showtime—caused
concern among some at the convention, as
it has at the Justice Department. The
department’s Antitrust Division has sent
civil investigative demands to Premiere
and others. including its prospective com-
petitors, requesting information in con-
nection with an investigation of the possi-
ble antitrust implications of the venture.

NCTA’s outgoing board, in an unusual
action at a meeting on Saturday (May 17),
the day before the convention opened,
considered the Premiere matter, and
issued a press release that could hardly be
construed as a ‘‘welcome aboard™ to the
new company. It said that NCTA ‘‘has
serious guestions as to whether’” Pre-
miere’s structure and practices are ‘‘com-
petitive or anticompetitive’” and that it
would “‘continue to raise’’ those questions
~ “‘with the appropriate agencies of govern-
ment”” What’s more, the statement said
the board’s executive committee had been
authorized ‘‘to consider and take appropri-
ate action regarding any further actions as
warranted by any facts or developments.’’

Board members, most of them repre-
sentatives of substantial MSQO’s, were said
1o be concerned over the possibility of los-
ing the benefits of a competitive
marketplace. They are said 1o feel that Pre-
miere might so dominate the market,
through control of product, that it could
obtain higher prices for its product than it
could otherwise. Premiere’s proposed
fee —$3.75 per subscriber per month, plus
50% of any charge to a subscriber over
$8—is competitive with other fees cur-
rently charged cable operators. But the

Fielding the hard balls. You could cut the hostility with a knife at Premiere’'s opening
news conference May 18. There seemed as many in the audience from the competition—
and/or therr legal counsel—as from the press. L 1o r: Lawrence Hilford, Columbia; Stuart
Evey, Getty: Thomas Wertheimer, MCA: Rich Frank, Paramount, and Steve Roberts, 20th,

contract Premiere is offering permits it
unilaterally to change the fee, provided it
gives 120 days notice.

Premiere officials, however, dismiss
speculation of plans to capture the market
and then drain it dry. “*This is a business;
we’re not going into it for the short term.”
Stephen Roberts, president of Fox, has
said. *‘This is a long-term venture for us.”

Premiere representatives had declined
an opportunity to appear at the board
meeting to present their case; they pleaded
lack of time because of the work involved
in preparing for the introductory show the
next day. But they appeared to have been
stung by the board’s action, and they spent
much of the next several days in an effort
to stay out of a fight with NCTA. As
Thomas Wertheimer, vice president of
MCA, said at the news conference,
‘“We're not here to go to war with NCTA .’
Premiere, he said, ‘‘very much wants to be
a part of this industry.”’

Lawrence Hilford, senior vice president
of Columbia Pictures, took that message
personally to NCTA’s new board, at a post-
convention meeting on Wednesday after-
noon. “‘They had gotten the feeling at the
convention that the board was upset they
hadn’t come in on Saturday,’ said an
official who was present. ““They didn’t
want the board to feel they were arrogant.”
(There were some at the convention who
had used the word in describing Pre-
miere’s rejection of the invitation.) “‘They
just didn’t have time, because of the
show,” the official reported Hilford as say-
ing. ‘*‘He hoped no one took offense.”’

Whether Hilford, who appeared before
the board for only about five minutes,
changed any minds, is doubtful. “‘He
offered no new facts,” said the NCTA
official.

Anxious as they were Lo ease tensions
with NCTA, the Premiere officials did not
wholly hide their feelings regarding the
news release. That was evident at the news
conference that atiracted an overflow
crowd—including large contingents from
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the cable industry and from Premiere’s
prospective competilors—to an
auditorium in the Anatole following the
Premiere presentation on Sunday.

*‘! was somewhat dismayed they chose
to issue this press release this morning,”
Wertheimer said. He thought it inap-
propriate for a trade association to say any-
thing that might be construed ‘‘as not
welcoming a new competitive force in the
industry”” He also said it was unfair to
single Premiere out as being the subject of
a Justice Department investigation with-
out mentioning a similar one—involving
HBO—that is under way.

Wertheimer and other representatives
of the joint venture also defended Pre-
miere against charges of anticompetitive-
ness. “‘l believe we will be a procompeti-
tive force in the industry,” Wertheimer
said. **We will be providing a different ser-
vice from our competitors.’”” And he noted
that each member of the joint venture is
free to negotiate individually with cable
systems and MSOs, provided they do not
use satellite distribution services, within
the nine-month window. He defended the
window itself—the denial of product to
compelitive companies—as reasonable:
““Universal doesn’t distribute 20th Cen-
tury-Fox pictures.”

Premiere was aiso regarded sym-
pathetically by some securities analysts.
Bill Suter of Merrill, Lynch, Pierce, Fen-
ner & Smith, said at a sidebar panel of ca-
ble and theater figures that producers’
earnings from pay cable as against those
from theater box offices indicates the pro-
ducers have legitimate cause for concern
about the fees earned from pay program-
ing sources. But he also saw Premiere as
having a positive impact on the market; in
time, he said, it would force cable opera-
tors to develop other sources of program-
ing.

But the prospective competitors were
not impressed. Officials of HBO and
Showtime, in almost identical terms, de-
nounced the proposed Premiere operation
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as illegal and certain never to function. at
least in the form presently proposed. In
the angry statements of both. there was an
implicit threat of court action.

*“We don’t believe Getcom will start as
presently configured.”” HBO Chairman N.
J. Nicholas Jr.. said (using a name the joint
ventures have explicitly rejected) ata news
conference called to announce HBO’s new
Cinemax service (see page 61). ‘*We
believe it’s illegal and won’t happen.’
Asked if HBO would file suit in an effort 10
block Premiere’s plans, he said HBO and
others concerned about Premiere ‘‘are
doing everything we can to make sure the
legal system in this country is ap-
propriately employed.”

Two days later, during a convention ses-
sion on “The Great Programing and
Marketing Debates of the 80’s.’ John Sie,
Showtime’s senior vice president of
marketing and affiliates, was asked
Showtime’s position on Premiere. He
snapped, *‘[U’s patently illegal, and | don’t
think it will happen.”

While no one was prepared to state
publicly his company would initiate court
action, a lawyer connected with one of the
firms predicted that an order seeking to
restrain Premiere from beginning opera-
tions before questions regarding the
legality of its proposed structure are
resolved would be filed this summer.

The question was, who would go first?
[t was evident in Dallas that the private
parties hope the Justice Department will
pick up the lance. But if it does not, obser-
vers agreed, one or more of the private
parties will.

Iin’ BEEL

Search for president to run Premiere pay cable joint venture (story page 27) was continuing
at deadhne last Friday. Consortium was hoping to land leading light from cable industry, both for
expertise and to cool some of heat raised by new entry. Among those approached: Burt Harns of
Harns Cable, Robert Hughes of Prime Cable Corp., Robert Schmidt (former NCTA president) of
Communications Technology Management, even current NCTA President Tom Wheeler. Harris
was considered first choice, if “certain complications” could be worked out. J RKO General
Inc., which faces loss of three TV stations, 1s now confronted with loss of fourth. Biracial
group called New South Media Corp. has petitioned FCC to revoke RKO's license for wHBQ-Tv
Memphis on ground that FCC has already found RKO ungualified to be licensee of wNAC-Tv
Boston, woRr-Tv New York and kHJ-Tv Los Angeles. New South also said it 1s prepared to apply for
purchase of station on distress sale basis, for S45 mithion, for purpose of initiating “biracial
television in Memphis” New South said at least 51% of its stock would be minonty owned. O
Leonard Kahn, proponent of his own AM stereo system, has asked FCC for emergency relief-
Kahn wants commission to halt work on report and order supporting selection of
Magnavox system. Kahn has already asked for oral argument in matter. SIN President Rene
Anselmo’s hunger strike, held in van parked by New York’s World Trade Center, has ended
after two weeks. He said he's received assurances from Port Authority of New York and New
Jersey that two Spanish-language U’s, one of them his, would be allowed to start transmitting from
antenna farm atop center on June 8. He lost 12 pounds. ] House Ethics Committee has
recommended that camera system providing coverage of floor activity be used also to monitor
voting by members to discourage use of “proxy” balloting. Eleven-member FCC delegation
headed by Chairman Charles Ferris returned last week from China. With commission back to full
force, seven face 45-jtem agenda this Thursday, with clear channel proceeding at top of list.
0O Creation of new pay-TV network for performing arts, culture and entertainment (PACE) will
be chief recommendation of Carnegie Corp. task force report on new technologies, due out this
week. ] ABC-TV carried fewer commercial minutes during first quarter than either of its
rivals, but got 30% more for each one, on average, than did CBS-TV and almost 40% more than
NBC-TV, according to Broadcast Advertisers reports estimates. Sign-on to sign-off, ABC carred
9,774 during three-month period, at average ot $48,905 each. CBS had 10,540 at $37,511
average, and NBC 10,243 at $35,164. Three-network sales for quarter totaled $1.2 billion, up
13.7% from year before. 1 C. Phyll Horne, 59, who retired in February as chief of FCC Field
Operations Bureau, died last Thursday of cancer at George Washington hospital, Washington. He
was with commission 18 years, serving as engineernng assistant to Chairmen Richard Wiley,
Dean Burch and Rosel Hyde. He was named bureau chief in 1973. Survivors include his wife,

Lella, four daughters and three sons. O

Premiere but the tip of the iceberg in programing

NCTA was marketplace for numerous
other software hopefuls, from
24-hour news and sports to R movies

Premiere’s premiere appearance before
the cable industry guaranteed that
programing would be a dominant subject
at the NCTA convention. The Premiere
controversy, however, almost obscured a
wide range of topics and services on the
software side of the business.

This is, after all, the year that 24-hour
news, via the Cable News Network, and
24-hour sports, via the Entertainment and
Sports Programing Network, are slated to
become realitiess—CNN on June |, ESPN
on Sept. 1. The dispute over the best for-
mats for multiple levels of premium pay
service was being waged in various
forums, detailed elsewhere in this issue
(see page 61). And as those staffing the
booths testified, the interest of advertisers
and agencies in advertising-supported ca-
ble programing has grown dramatically,
with representatives of close to 50 agencies
and clients touring the convention floor.

The floor itself was part of the program-
ing story, with a collection ol over 25 soft-
ware suppliers whose presence evidenced
the appetite for programing that has

developed in this industry that had been so
long dominated by technical and delivery
concerns. There were the crowds drawn to
booths by such program-related attractions
as Showtime’s poster-autographing Dallas
Cowgirls, who had been featured in the
pilot of Ed McMahon and Company, and
Las Vegas Entertainment Network’s scan-
tily clad showgirls.

Nonprogram-related materials proved to
be attention getters as well: in fact, the
desire of some conventioneers seeking
Warner Amex Satellite Entertainment
Corp.’s ‘“*The Movie Channel’ beach
blankets proved to be a minor embarrass-
ment to the company. At the same time,
the Warner Amex crew was quite proud of
its booth, whose bank of 37 monitor
screens displayed the 37 films in “‘The
Movie Channel’s’ May schedule. Several
broadcast news crews filing reports on the
convention selected it as a backdrop for its
graphic representation of the programing
diversity cable can offer. Warmer’s other
product is ‘‘Nickelodeon’ the ‘‘young
people’s channel’ that provides 14 hours
of programing each day.

ESPN’s display was also drawing lots of
attention, with its studio set from which
the company said it transmitted interviews
with ‘‘every major sports figure in the
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Dallas area’’ including one sports-club
owner who just happened to be visiting—
Ted Turner. By far the largest booth of a
programer at the convention, ESPN’s in-
cluded a massive mobile unit that com-
pany chairman William Rasmussen said
demonstraled that *‘cable no longer has to
settle for second best.”

By whatever coincidence, right next
door was the booth of another company
with ties to Getty Oil: Premiere. Officials
there claimed that over the course of the
convention, they gleaned from visiting ca-
ble operators a sense of a ‘‘great tur-
naround in the basic perception’’ of Pre-
miere.

Across the length and breadth of the
hall, programers used words like ‘‘terrific’’
and ‘‘excellent” to describe the traffic
they were experiencing from cable and,
where applicable, advertising representa-
tives. HBO’s Peter Frame, for example,
found ‘‘very gratifying’’ the preliminary
acceptance ol the Cinemax concept, which
he said was the talk of his booth.
Telefrance-USA’s Jean-Claude Baker, who
said he was just at the convention to meet
with cable owners, since over 300 cable
systems already receive his program, said
his booth was ‘‘mobbed.”’

Showtime, said John Sie, vice president
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for marketing and affiliates, ‘‘did very
well”” at NCTA. He said the company had
gone into the convention with 3.8 million
homes passed in the sold category. and
emerged from Dallas with another three
million homes passed in its pocket.

One of the phenomena of this year’s
convention, which many were calling the
best NCTA they had ever attended, was
the number of programers who were
reporting appreciable levels of hard sales
being made, as opposed to the typical pro-
cess of drafting contacts that would
hopefully be turned into sales in the
following weeks.

Roy Bliss, whose common carrier,
United Video.transmits wGN-Tv Chicago’s
signal via Satcom I, put the number of
solid signings he'd done during the con-
vention at three dozen, although he noted
“‘some’” would have happened anyway.

Advertising interest and system traffic
were also strong at the wTBS(TV) Atlanta
booth and, according to Turner Broadcast-
ing’s Terry McGurk, the original supersta-
tion’s younger sibling, Cable News Net-
work, even signed 10 systems at its Mon-
day night cocktail party.

Rounding out the superstation comple-
ment, Eastern Microwave, which carries
wOR-TV New York’s signal, said it signed
over a dozen contracts by Tuesday, and
had dispensed the entire supply of
promotional brochures it had brought
along.

Someone else who ran out of publicity
material was Robert Johnson, president of
Black Entertainment Television. Providing
two hours a week of advertiser-supported
black-oriented programing on the trans-
ponder of USA Network, BET announced
at the convention that as of Sept. | it
would charge one cent a month per
subscriber to affiliates in the top 100 black
markets, as well as all other systems
signed after that date. The charge is tied to
a simultaneously announced plan to put
$1 million this year into the production of
black college sports and special events.

USA Network, meanwhile, was finding
that the ‘‘big questions’ at its booth cen-
tered on the name change resulting from
the union of UA-Columbia Satellite Ser-
vices and Madison Square Garden Sports
and the distribution of BET and C-SPAN
programing. But the network, working
toward contract renewal period in Septem-
ber, found acceptance of its package of live
major league sports and the Calliope ser-
vice for children running very high.

Cinemerica, with its plans for a Septem-
ber start of a full-time service targetted at
the over-45 age group, split booth space
with Las Vegas Entertainment Network.
Both are now associated with common-car-
rier Satellite Communications Network.

Another specialty demographic service,
the Spanish-language GalaVision, was
firming up new system commitments for
its package that runs eight hours on week-
days, 13 on Saturdays. and 14 on Sundays.
Home Theater Network, providing G and
PG films as a mini-pay package, was also
on the floor and was reporting a high

volume of sales. Down the aisle, Modern
Satellite Network’s Jim Campbell said he
was most satisfied with both systems and
advertiser response (o his 35 hours a week
of daytime programing.

Satori Inc. generated quite a bit of traffic
with taped clips from its new ‘‘Private
Screenings’” late-night R-rated package,
and hopes to be signing systems in the
next few weeks. Although *‘English Chan-
nel’s’” booth traffic ran light on two days,
its sales staff felt successful in accomplish-
ing their primary goal, meeting with ad-
vertising representatives regarding their
package of ‘‘high quality”” British and
Canadian programing that’s set to expand
to two nights a week.

Meanwhile, scattered throughout the
hall were news services and the NOAA
weather service as well as such religious
program suppliers as Trinity Broadcasting
Network whose new portable earth station
from Compact Video was parked right out-
side (see picture page 73).

400 mhz;:
too much,
too soon?

NCTA convention greets, with
noticeable reservation, new
technology that greatly increases
number of channels on one cable

It should have been a given that the advent
of 400 mhz technology —which allows ca-
ble operators to squeeze upwards of 50
channels into a single cable—would be
greeted warmly at the NCTA con-
vention in Dallas last week. But instead of
being welcomed, the technology was met
with suspicion and apprehension.

While nearly every cable electronics
manufacturer was prominently displaying
400 mhz equipment, cable operators and
engineers in technical sessions and the ex-
hibit aisles expressed serious concern
about the feasibility of the technology.

Many felt that the 400 mhz equipment
is just one more bad symptom of the
franchising fever. Cable technology, they
felt, was being pushed too hard and too
fast by operators demanding new products
and services to one-up the competition in
the franchising battles.

According to James Stilwell, vice presi-
dent for engineering, research and
development for Times Mirror. most
engineers al the convention ‘‘have great
apprehension that we are pushing too
rapidly ... without an adequate full test
application in a major urban market.”

Stilwell said that putting 50-plus chan-
nels of television into a cable is compara-
ble to putting 50 cars on a highway with no
room between them. Not only are they lia-
ble 1o bang into one another, he said, but
there is no room for pedestrians. or bicy-
cles (data and other nonvideo services).

And in a comment that was
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answered by applause from his fellow
engineers during a lechnical session,
Hubert Schlafly, an engineer with
American TransCommunications Corp.,
said that instead of playing the franchise
game by offering ‘‘fantastic numbers of
channels,’ the cable companies should
offer a reasonable number of channels in
their franchise bids and ‘‘develop the
technology that we have.” Engineers, he
said, have ‘‘to take a stand with manage-
ment against the wildness of franchising.”’

There were a few bulls among the bears
al the convention, most notably Israel
Switzer, a leading cable television consult-
ing engineer who is designing a 400 mhz
cable system for Suburban Cablevision in
New Jersey. From the audience at the big
Wednesday meeting on the subject,
Switzer admitted that 400 mhz was a
“‘poker’’ game but said he was staking $80
million in the suburban New York City
community that 400 mhz would work.

The equipment manufacturers, almost
by necessity., were also pushing the 400
mhz technology but in some cases only
half-heartedly. Jim Palmer, president of C-
COR. was worried that cable operators had
“‘over-promised and over-extended them-
selves” in some of the franchise battles.
Although he felt his line of electronics
was capable of doing the job,
Palmer was worried that the hybrid cir-
cuits, the tiny semiconductor devices at
the heart of the trunk and line amplifiers,
would not be available in sufficient num-
bers to meet the demand.

Except for Jerrold Electronics, which
uses its own upgraded quad circuits to
drive its 400 mhz equipment, the cable
manufacturers must rely on semiconduc-
tor manufacturers to supply the hybrids—
and only two companies, TRW and
Motorola, are pursuing the market.

According to Dennis Campbell, a design
engineer at Motorola. full production will
begin on the 17 db hybrid at the end of
June and limited production will begin on
the higher gain but noisier 34 db hybrid in
October, ‘‘give or take two or three
months.”

Warren H. Gould, product line manager
of CATV products for TRW, said that
TRW already has 17 db hybrids in limited
production. Full production is hampered
by limited production capacity and by com-
mitments to supply 300 mhz hybrids that
must be honored. Despite the problems.
TRW also expects to have an improved hy-
brid with less distortion ‘‘in pilot produc-
tion,” by the end of the year.

The forecasts did not impress every-
body. Palmer said TRW. for one. makes
and breaks promises. For a number of
years, he said., TRW promised him an im-
proved 300 mhz hybrid but that after
several deadlines for its appearance
passed, TRW told Palmer that the hybrid
would not be available. He felt it par-
ticularly ironic that TRW would promise
an improved 400 mhz hybrid when it
couldn’t deliver on an improved 300 mhz
device.

Part of the semiconductor manufac-
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turers’ problem was expressed by Georg
Luettgenau, senior scientist at TRW, at a
morning panel session. He said TRW was
forced to convert to 400 mhz *‘on a much
faster time frame than it had in mind.”
Of the TRW hybrid itself, Luetigenau said
that it was an extension of the 300 mhz
hybrid and that although its specifications
are not as good as the 300 mhz’s, the specs
‘‘are still impressive.”

Alex Best, engineering manager of
Scientific-Atlanta’s cable division, said
that in the past, technology was the driv-
ing force behind the moves to 200 mhz
and 300 mhz, but that the impetus behind
400 mhz was franchising. Although he
warned that 400 mhz systems would have
little margin for error, he said he has confi-
dence that S-A can deliver the technology
and that it will produce pictures *‘subjec-
tively’’ just as good as the pictures of a 300
mhz system.

Doug Jarvis, president of Barry Cablevi-
sion Services, said that he came to the
convention ‘“‘mad at my peers’’ that they
had all jumped on the 400 mhz band-
wagon and were talking about installing it
“‘without any real field experience.”

After talking with his peers at the con-
vention, however, Jarvis said his ‘‘fears
dissolve into a whole range of questions.”

When asked what advice he would give a
city government that was confronted with
a proposal for a 400 mhz system, Jarvis
said, “‘l don’t know what [ would do. ex-
cepl 1o be damn cautious at this point.”’

Archer Taylor, of Malarkey Taylor &
Associates, said that in the major markets,
system designers shouldn’t expect to wire
the whole town from a single headend. He
said, ‘*You have to shorten cascades [the
number of amplifiers on one line] in the
distribution area to keep within the [FCC]
specs.”” One way he suggested of doing this
is through a number of sub-hubs linked to

To 400 or not to 400. Delegates to the NCTA conv

PROMISE &
TELEVISIONPERFORMANCE

CADLE

Storm over 400. This panel was entitled “New Distribution Technologies but the discus-
sion—sometimes heated —never got beyond the pros and cons of 400 mhz, the technoiogy
that allows cable operators to carry over 50 channels of television on one cable. The panel
included (I-1) Michael Jeffers, vice president of engineering, Jerrold Electronics; Georg
Luettgenau, senior scientist, research and development, TRW; James A. Hart, Scientific-
Atlanta; Frank Bias, vice president, science and technology, Viacom International, and
James Palmer, president of C-COR Electronics.

the main headend. “‘AML is an excellent
procedure,” he said. adding that it is both
transparent and easy lo maintain. The
problem with AML links, he said. is that
they preclude two-way service unless the
operator wants to go to the expense of
building a transmitter at each of the hubs.
‘““Cable might be the answer for the
return.”’ he said.

James Stilwell said he was of the opi-
nion that the industry might be trading off
reliability for 400 mhz. If there were more
time, Stilwell said, engineers could
develop a ‘‘new and unique’ system for
passing high numbers of channels without
sacrificing reliabtlity. .

One alternative he suggested was ““split-
band amplifiers.’ Instead of trying to pass

»

s s
ention got a handle

all the channels through one amplifier,
blocks of channels can be passed through
different amplifiers, he said.

Despite the apprehension expressed at
the convention, it appears that 400 mhz is
here to stay. All the manufacturers are con-
fident that their equipment works.
Whether 400 mhz becomes the hit that
some of them promise will depend mostly
on the system designers and how they use
the equipment. At the convention, C-
COR. RCA, Magnavox, Texscan, Lindsey,
Jerrold, Scientific-Atlanta and Sylvania
were all showing 400 mhz gear.

The view of most of them was ex-
pressed by Jim Hart of Scientific-Atlanta:
““If you like i1, and want to build it, we will
supply it.”

nold, manager, distnct equipment, RCA Cablevision; Gunter; Jim Stit-

on some of the problems they are likely to face if they decide to install
400 mhz systems in their new builds at a Wednesday marning sesston
deftly moderated by Ken Gunter, executive vice president, UA-Columbia
Cablevision. The panelists (I-r): Colin O'Brien, president, Jerrold
Electronics; Doug Jarvis, president, Barry Cablevision Services; Bert Ar-

well, vice president, engineernng, research and development, Times Mir-
ror Cable Television; Alex Best, engineering manager, cable com-
munications, Scientfic-Atlanta, and Archer Taylor, engineering consul-
tant, Malarkey Taylor & Assocrales. The engineering perspective: that
400 mhz is at best a mixed blessing.
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in your city don’t
you to read this?
Arsonists would like you to go on thinking there’s

“nothing you can do to stop them.” Because
when people start doing something the results are inspiring.



In New Haven, Connecticut —a city where suspicious fires
increased by over 400% between 1973 and 1976 —a new
anti-arson program is already paying off. A $175,000 arson-
for-profit scam was broken up, and the man convicted won't
be burning any more bulldmgs where he’s going for the next
years:
ew Haven’s program also calls for potential arson-for-
profit buildings to be identified by computer—a preventive
_measure to save the inner city of New Haven.

Can your city fight arson as successfully as New Haven?

/Ftna says you can.

We're developing pilot anti-arson programs, spreading in-
4 formation, and tightening up our own claims procedures’
/Etna also supports fighting fire with legislation. The recent
congressional classification of arson as a crime on a level with
murder is just a start. The proposed Anti-Arson Act of 1979
goes further...it puts federal law enforcement tools in the
hands of state and local governments!

Arson cost over $1-billion and 700 lives in 1977, It’s a
crime we all have to pay for. Don’t underestimate your own
influence. Use it, as we are trying to use ours.

. Ktna
wants insurance to be affordable.

!New Haven is but one exam-
ple of organized anti-arson efforts
proving their worth. Seattle,
Washington has reduced arson
by 30%; Tampa, Florida by 47%
in just two years!

2New Haven’s crack Arson
Squad is made up of city inves-
tigators, prosecutors, and the po-

Ftna Life & Casualty
151 Farmington Avenue
Hartford, CT 06156

lice and fire departments. Cities
with divided anti-arson forces all
too often fail to detect or convict
the culprits.

3/Ftna is supplying funds to
establish two model anti-arson
programs: for New Haven
($97,000) and for the California
District Attorney’s Association

($140,000) to develop manuals
for national distribution on how
to prosecute arsonists success-
fully. We've hired John Barracato,
one of the nation’s foremost arson
experts whose credentials in-
clude Deputy Chief Fire Marshal
of New York City, to coordinate
our anti-arson efforts. To learn

e

LIFE & CASUALTY

how you can help your city, write
to John Barracato at Atna Life &
Casualty, Hartford, CT 06156.

4 Connecticut recently passed
some of the toughest arson laws
in the country, and /tna is
working hard to get such laws in
other states. This effort needs the
help of every citizen.
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Pillsbury’s Wyman
new CBS president

Vice chairman at his current firm,
he’ll step into Backe slot June 2

Thomas Hunt Wyman, vice chairman of
the Pillsbury Co.. former head of the
Green Giant Co. and previously in high
posts at Polaroid Corp. and Nestle Co.,
was tapped last week to succeed John D.
Backe as president and chief executive of
CBS Inc.

CBS said the 50-year-old executive
would take office June 2. The presidency
has been vacant since May 8, when Backe
resigned after losing a showdown with
CBS Chairman William S. Paley
(BROADCASTING. May 12). The function
of chief executive has been handled since
then by a specially created ‘‘Office of the
Chairman.”’

Paley announced the selection of
Wyman Thursday afternoon, saying the
board of directors had authorized him to
do so. His statement sketched the back-
ground of the search and gave Wyman his
“‘enthusiastic endorsement’’:

*“The choice of Mr. Wyman concludes
an intensive re-evaluation of the qualifica-
tions of the chief executive post at CBS
which was undertaken over the past
several months by the executive commit-
tee [of the board] in consultation with all
of the outside members of the board.
Based on this re-evaluation, Mr. Wyman
became our choice to fill the company’s
most important post, and he has my
enthusiastic endorsement.

“Mr. Wyman'’s intellectual qualities are
of the highest order. His leadership
qualities and his management skills have
been tested in a wide range of assignments
in which he has proved himself a broad-
gauged. imaginative and unusually suc-
cessful executive.

‘‘He has extensive experience, both in
the U.S. and internationally, in marketing,
financial, technological and policy-making
administrative posts. These are the
management talents CBS desires at the
helm as the company faces the future,
determined to maintain our positions of
leadership and to continue our growth.’

Wyman joined Pillsbury as vice chair-
man in February 1979, when Pillsbury ac-
quired the Green Giant Co., of which he
had been president and chief executive
since 1975. Pilisbury’s domestic and inter-
national consumer operations reported to
him, as did its research and development
department.

Pillsbury associates described Wyman
as ‘‘dynamic,” ‘‘polished’’ and ‘‘good at
dealing with people.”” He was said to be
“interested in what’s going on in the
world.’ a member of—among other in-
terests—the Council on Foreign Relations
and the Presidential Commissjon on
World Hunger.

A native of St. Louis, he was a trainee in
the overseas division of First National City

Bank in New York in 1951-52, after gra-
duation from Phillips Academy in An-
dover, Mass., in 1947, and getting a BA
degree magna cum laude in English from
Amherst College in 1951.

[n 1952-55 he served as a first lieute-
nant in the U:S. Army Corps ol Engineers
in Korea. On his return he joined the Nes-
tle Co. in New York as a salesman, rising
to assistant to the president and also new
products division manager. Nestle sent
him to the Management Development In-
stitute at Lausanne, Switzerland, for a
year's graduate study in 1960-61 and aflter-
ward he remained in Europe until 1965,
first as assistant to Nestle’s managing
director there and later as vice president of
the parent company.

He left Nestle in 1965 10 join Polaroid as
vice president to set up ils international

division. He rose to senior vice president,
general manager and chairman of the ex-
ecutive committee. Before he left to join
Green Giant in 1975 he was said 1o be
widely regarded as heir apparent to Dr. Ed-
win Land, Polaroid founder and longtime
head.

Wyman, named one of Time
magazine's ‘200 rising world leaders’ in
1974, is a director of Scott Paper, North-
western Bancorporation, Toro Co. and the
National Executive Service Corps. He is a
trustee of Amherst College and the Min-
neapolis Society of Fine Arts, serves on
the Associates of the Graduate School of
Business Administration at Harvard and is
the founder and a member of the board of
the Minnesota Project on Corporate
Responsibility. He is married and the
father of four children.

Nervous only about passing the test

Thomas H. Wyman says the summary
dismissals of his two immediate predecessors
gave him no qualms about accepting the posts
of president and chief executive officer of CBS
Inc.

“My anxieties are of a different sort," he said
Friday in a telephone interview. “The principal
one is the [lack of broadcasting] experience
question”

John Backe had resigned the posts eatlier
this month when, learning that Chairman
William S. Paley and outside members of the
CBS board were “assessing” his performance,
he demanded and failed to get a vote of
confidence. But any jobholder, Wyman feels,
must expect to have his performance
assessed.

“To be concerned about the fair-treatment
question,” he said. “you have to believe that it
was unfair before. Clearly there was a huge
awkwardness in the events of the last months.
But | really am persuaded that the CBS board
was very much involved with Paley in the
performance evaluation process.

“They hadn’t quite come to their conclusion,
actually, and they didn't handle that very well—
| don’t mean to say that critically; it just sort of
got a little complicated. But | believe that the
fundamental ingredient of the process was fair.
Obviously, anybody in any job, this one
included for certain, has got to be evaluated,
and by stern standards.

“I'm not nervous about that" he said, adding
with a laugh: “I'm nervous about passing the
test”

Wyman reportedly got a three-year contract
at $800,000 a year, plus a $1-million bonus. He
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wouldn't comment on that, but did deny a
pubhshed report that included not only those
figures but also a provision for two years' pay if
he 1s dismissed.

He concedes his lack of experience in
broadcasting bothers him, but not enough “to
be scared to death”

“It's a sobering piece of the equation, but |
guess I've sorted out in my head the difference
between Polaroid and the character and nature
of that company and the Pilisbury-Green Giant
soft of world," he said, referring to earlier career
transitions. To him, “management involves the
orchestration and motivation and organization
of people doing things, hopefully effectively,
and not the technical content or the specific
content of the business.”

Wyman said he first met Paley in January,
through an acquaintance on the CBS board,
and Paley invited him to his apartment for a
drink and to talk about his possibly joining the
CBS board. “We talked about life and business
and broadcasting—he talked a littie bit more
about broadcasting than 1 did, and we had a
very pleasant time," he recalled. But he was
already on three outside boards and told Paley
he would have to “change that geometry” first,
but perhaps could do it over the next year.

“He said, 'Great, let's keep in touch! " Wyman
said. "Then a couple of weeks ago he called
with a little different sort of proposition.” At
Paley's invitation he went to New York “two or
three times," and on Thursday, May 15, after a
CBS executive committee meeting on
Wednesday, Paley called again and offered the
job. Wyman said he spent the weekend
thinking about it and accepted last Tuesday.



The:Media

Franchising: a booby trap for the cable industry?

Industry warned against making
promises it can’t or won’t keep;
more contact is urged between

operators and officials

There is growing concern within the cable
industry about cable franchising and the
extremes o which cable operators will go
to win these awards. This and related con-
cerns were aired at a Monday morning ses-
sion at the NCTA convention: “‘Franchis-
ing Faces the Future: Today's Promise and
Tomorrow’s Performance.”’

According 1o NCTA President Tom
Wheeler, who moderated the session, ca-
ble franchising is the ‘‘hottest topic in ca-
ble television.”” He said ‘‘franchising is at
one time the industry’s greatest potential
and its greatest potential for exposure.’’
While franchising means the introduction
of many new cities and subscribers into
the cable universe, he said, it could also
mean cable operators, the victims of their
own ‘‘exuberance and expediency,”’ going
to excesses that could damage the indus-
iry.

The panel assembled representatives
from all sides of the franchising picture —a
local government official, cable operators,
franchising consultants and an expert who
had studied the economic ramifications of
cable. If there was a consensus it was that
the franchising communities and the cable
operators need to work closely together,

\

Promises, promises. Although NCTA President Tom Wheeler ad-
monished the panelists and audience alike to refrain from using the
names of specitic cities or companies, a Monday morning session
frankly discussed many of the concerns surrounding cable franchising,
while avoiding naming names. The panel for the session (I-r): Wheeler;

educate each other and create a sense of
mutual trust. Such cooperation, it was felt,
would ameliorate some of the current
franchising excesses and reduce the risks
of greater excesses in the future.
Dick Loftus, president of AmVideo and
a member of the NCTA execulive com-
mittee, was the most blunt of the
panelists. He blamed both the cable opera-
tor and the franchising municipality for
problems stemming from franchising.
““We are our own worst enemies,” he said,
‘‘engaged in an orgy of excesses, blinded
by the belief that nothing can go wrong.”’
There is a history, he said, of cable
operators making promises and cities ex-
tracting promises of product and perfor-
mance with which the operator has little
experience and for which there is no need
or demand. ‘‘One need only search less
than a decade into our past for countless
examples of where and how we fell on our
collective and individual bums,”’ he said.
The current franchising ‘‘frenzy,”’
Loftus said, is made worst by the universal
acceptance of the premise that there is no
such thing as a ‘‘bad’® market. ‘*Cable
television,” he said, ‘‘has reached the
equivalency of sex. ... The result is a fran-
tic free-for-all, a scramble among existing
and would-be operators for what is per-
ceived by some to be the last chanceat ...
landing a girl before the bar closes.”
Such a frenzied atmosphere, Loftus
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said, is not conducive to ‘‘altruism, ac-
curacy or candor,” but instead, ‘‘costume,
sophistry, pretense, boast, exaggeration
and hyperbole.”’ And, he added, it can lead
10 “‘lying, fraud, cheating and, finally, bri-
bery.’

The cities, too, share some of the blame
for the frenzy, Loftus said. All too often,
he said, they ‘‘turn into a temptress’’ de-
manding more and more from the cable
operator.

By way of advice, Loftus urged ‘‘cau-
tion, deliberation and sincerily on both
sides.”” He said he would like to see ““the
adoption of an attitude between munici-
pality and applicant akin to the creation of
a partnership.”’ Cable franchising, he said,
should be ‘‘more like a wedding than a
bedding.”’

Harold Horn, a cable franchising con-
sultant with the Cable Television Informa-
tion Center, shared Loftus’s concern that
cable history might repeat itself during the
current wave of franchising. ‘‘Many
cities,”” he said, ‘‘still remember the pro-
mises made by your industry during the
early 1970°s that have never been
fulfilled”’ He said the industry is being
watched closely for “‘any sign of reneging
on your current wave of promises.’’ He
warned that if the operators fail to make
good on promises this time around they
won’t get another chance, and suggested
that the spoils would go to the telephone

i

Doug Dittrick, NCTA chairman; Harold Horn, president of the Cable
Television Information Center; Martin Malarkey of Malarkey, Taylor &
Associates; Richard Loftus, president of AmVideo; Charles Horn, mayor
of Kettering, Ohio, and Sally Streter, vice president of economics,
National Economic Research Associates.



Strategy. That it takes more than good demographics and high population density to con-
vince cable operators to spend the enormous amounts of time and money to enter highly
competitive franchise contests is the lesson of Prince George’s county, Md., a sprawling
suburb of Washington. Warner Amex considered making play for the two large franchises
the county is oftering (about 100,000 homes in each), but backed off because it felt that
the political situation was stacked against it. There is also speculation that American
Television & Communications has given up on the county for essentially the same reason,
speculation that Richard Aurelio, senior vice president, government affairs, ATC, would
neither confirm nor deny. “It is not our policy to comment before the deadline for bids has

passed,” he said.

Although a number of companies, large and small, have expressed interest i\n the coun-
ty's franchises, Storer Cable of Prince George's, a subsidiary of Storer Broadcasting, and
Cablecom of Maryland Inc., a group of local businessmen and politicians, have emerged as
the politically strongest combatants. Storer's efforts in the county are headed by Winfield
Kelly, the former Democratic county executive, and John H. McAlhster, who headed the
county's cable television commission during Kelly's tenure as executive. On CableComm's
team are a couple of close political allies of Larry Hogan, the current county executive —

Gerard F Holcomb and Charles Dukes.

As Storer's chief in the county, Kelly has already been successlful in landing franchises
for five incorporated communities within the county. Although none of the communtties is
large, they do give Storer a base from which to launch the county-wide campaign.

companies. ‘‘You have some formidable
competitors that have joined in the race
and may just thrust you into obscurity’’

Horn also said there is a division within
the cable industry today with some saying
that the industry leaders ‘‘have gone wild”’
in the franchising battles and that they
never intend to keep their promises while
others are saying that those same com-
panies ‘‘are on the leading edge of a major
technological breakthrough.” The first
group, Horn said, contains the industry
conservatives and the other, its “‘liberals.”’
The liberals, he added, are caught in a
“‘more-is-better syndrome and desperately
need a convincing showcase.”’

One of the problems of franchising that
Horn isolated was the practice of “‘rent-a-
citizen,”” which he called a ‘‘personifica-
tion”’ of the cable industry’s cynicism
about local government. ‘*While local
ownership is to be encouraged if it truly
represents a real equity involvement, this
process more often results in local people
being involved for little or no investment
and for the sole purpose of influence ped-
dling”’ The rent-a-citizen approach, he
said, ‘‘is increasingly resented by many
cities and regarded almost as an insult.”” It
and its variation, ‘‘rent-an-institution’” in
which equity is given to local institutions,
often pits friend against friend and institu-
tion against institution, ‘‘leaving rather
deep community scars long after you have
gone to another city,” Horn said.

Horn also is disturbed by another prac-
tice that is beginning to come into
fashion —municipal interest in the cable
company. He said cities are being seduced
into taking an ownership interest in a com-
pany with ‘‘visions of bulging treasuries.”
But, he said, many of them don’t realize
that at the cable company’s first request
for a rate increase they will be torn be-
tween their confllicting roles ‘‘as a
stockholder— [and] as elected representa-
tives entrusted with protecting the public’s
interest.”’

A problem that Horn runs into as he at-
tempts to evaluate franchise proposals for
various cities is a lack of information, par-
ticularly on the extravagant systems now

being proposed. Proposals, he said, are
**making promises so fast over the last six
months that there is virtually no way to
measure their validity. The best informa-
tion will come from your having built a
major city with the current set of pro-
mises.”

Another of his concerns that he said is
not going unnoticed by local city officials
in wired cities is the cable operator’s using
profits from one cable system to finance
systems in other cities. With this in mind,
Horn asked: Why haven’t the cable opera-
tors tried out their promises in one of the
cities where they already have a franchise
before taking on the unknown risks of the
major cities?

While most of the panelists believe that
the franchising process can be cleaned up
to some extent, Martin Malarkey of
Malarkey Taylor & Associates, a Wash-
ington-based consulting firm, seemed
resigned to the fact that the franchising
process has inherent, insoluble problems.
The reasons for his resignation: the long-
term value associated with franchises; un-
sophisticated, politically oriented and
pressure-sensitive local governments that
award the franchises, and human nature.
As long as these three conditions remain,
he said, there is nothing left to improve
upon as far as the process is concerned.
And he felt that it would not do much
good to try to impose any remedies.
‘“*Codes, rules and regulation never built a
cable system,’ he said. ‘‘Private com-
panies do.”

Sally Streter, an economist with Na-
tional Economic Research Associates, re-
mained more detached than the others.
She said that before a franchise process is
begun it must be decided whose interest
the franchise is supposed to serve. If it’s
the consumer, the most important con-
sideration is ‘“‘good quality service,” but
she admitted that this is not easy to deter-
mine. How many channels and what
special services made a good system? she
asked. Also, she said, it has to be deter-
mined ‘‘how much tribute the local
government [should] exact from the con-
sumer to finance other functions of
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government’’ through the franchise fees.
She said that governments should be
aware that it is indeed the consumer who
ultimately is footing the bill of franchise
fees.

On the other hand, she said, ‘‘if the
government is to be the chief beneficiary
of the cable system, it must decide how it
wants to collect its franchise fees.’” She
said the government has at least three op-
tions: an up-front tax, a percentage of an-
nual revenue or an annual flat fee.

Streter felt there was a danger of local
government ‘‘killing the goose that lays
the golden egg'’ through oppressive
franchise fees. She therefore suggested
that if the FCC wants to encourage the
development of broadband communica-
tions, the best thing it could do would be
to retain its limit on franchise fees. (She
said the ceiling now stands at 3% but can
be pushed as high as 5% in special circum-
stances.)

Wheeler, prompted by industry concern
and acting on the premise ‘‘that there are
two parties at the dance,”’ said that NCTA
has moved recently to safeguard against
the excesses of cable operators and bridge
the gap between the cable operators and
the franchising community. Wheeler
pointed out that he and members of the
NCTA board and staff met with staff and
members of the National League of Cities,
a Washington-based association represent-
ing local government officials, and that
NCTA proposed a ‘“‘four-point program”’
(BROADCASTING. May 12). The program
consisted of a joint NCTA-NLC educa-
tional project by which the NCTA would
set up seminars to inform local officials
about the cable industry; the publishing of
a book containing summaries of the vari-
ous seminars for wider circulation; the use
of each other’s forums for exchange of in-
formation (Wheeler said the presence at
the NCTA convention of Charles Horn,
mayor of Kettering, Ohio, was ‘‘the first
indication of our commitment to that
goal’’), and the creation of a *‘joint code of
good franchising practices’” that would be
binding on both parties.

The big picture

Tuesday-morning NCTA meeting
features Nader on consumers,
Besen on the FCC, Reinsch on
computers, Heneberry on disks
and Grant on satellites

Offering an observation on new tech-
nologies and the consumer, Time Videc
Group vice president Gerald Levin
opened Tuesday’s general session at the
NCTA convention by noting that those
who work in the field ‘‘are not so much
impressed by the technologies but by the
profound respect for the consumer.”’
Following such a statement, it seemed
only natural that the panel Levin was
moderating (**The 80’s: New Tech-
nologies to Meet Consumer Needs’’), in-
cluded a man who has come to be iden-
tified as perhaps the consumer advocate in



Nader Grant
America, Ralph Nader, making one of
several appearances at the convention.

Nader, taking note of the FCC trend to
deregulate cable, voiced a hope that the
commission would move concurrently to
establish seminars and training sessions to
acquaint consumer groups with the work-
ings and potentials of cable. Nader pre-
dicted that as the level of regulation in the
cable industry declines, the level of com-
munity access and involvement will cor-
respondingly rise, and that the next decade
will see the emergence of media access
groups interested in developing “‘a higher
level of literacy’” about the new tech-
nologies.

Looking at examples of what those tech-
nologies can mean to consumers, Nader
mentioned comparison shopping at home
via cable, and programs that can ‘‘break
down competitive barriers in other indus-
tries’” by telling consumers such things as
that 80% of ail visits to doctors are not
needed. Nader also discussed the impact
cable could have on transportation and
work and housing patterns if more and
more functions could be performed within
the home.

Cable operators have a chance to ‘‘ex-
plore and innovate™ in serving the con-
sumer, Nader said, and he said it will be ‘‘a
shame”’ if cable becomes ‘‘overcommer-
cialized” or ‘‘merely a conduit for the
same type of programing’’ as that found
on commercial broadcast stations.

Nader had followed the panel presenta-
tion by Stanley M. Besen, co-director of
the FCC’s network inquiry, who in-
troduced the subject of deregulation.
Besen said the cable industry ‘‘stands on
the verge of almost total deregulation,”’
but that it’s important to recognize that
the same developments of technological
change and relaxed regulatory policy
affecting cable also “‘influence other in-
dustries’’ and ‘‘provide potential competi-
tion.”’ Cable’s prospects look bright to
Besen, but so do those of the competition.
He cautioned that “‘there’s no free ride for
cable.”’

Looking at the regulatory area, Besen
noted that the commission has demon-
strated a willingness ‘‘to stand aside”
when people want something and are will-
ing to pay for it and entrepreneurs are will-
ing to provide it.

Reinsch

Areas at which the commission is likely
to be looking, according to Besen, are the
increasing concentration of ownership in
cable systems, and links between program
suppliers and MSO’s and other operators.
Also *‘likely to be revisited,’ as Besen sees
it, is the dual networking rule applying to
the broadcasting business.

Leonard Reinsch, co-chairman of
Warner-Amex Cable Corp., reviewed a list
ofl 17 services that have potential for cable
operators, starting with home security and
ending with data retrieval. Operators
“‘have to move now before others move
into our birthright,’ Reinsch told the
system managers in the audience. One
caution he had for them was that although
these services ‘‘sound wonderful,” they
largely ‘‘center on a new element about
which we know litile,” the computer, and
he stressed that the CATV industry needs
to acquire such knowledge. Satellites were
one move forward for the industry,
Reinsch said, and ‘‘the next great leap”
will be computers. *‘By the end of the
decade, cable will be the dominant force in
communications,”” he concluded.
Paraphrasing Pogo, he said ‘**We have seen
the future, and it is us.”

Asked by Levin to identify one service
as having the largest cash flow potential,
Reinsch said that would be security
systems, although advertising on cable
had the potential to yield a faster cash flow.

Also appearing on the panel was David
A. Heneberry, staff vice president-market-
ing for RCA SelectaVision videodisks.
Reviewing the plans RCA has for produc-
ing and marketing its disk system,
Heneberry noted that where RCA’s and
the cable industry’s interests cross is in
assuring a sufficient flow of funds to pro-
duction companies to generate material
meeting the American consumer’s expec-
tations for high production quality.
**Mutual funding’’ —that is, using both ca-
ble and home video as revenue sources—
will make that possible. And Heneberry
insisted that there is *‘a business for each
of us” in the coming years.

C. Gus Grant, president of Southern
Pacific Communications, a specialized
common carrier, rounded out the panel.
His company, he said, would welcome the
opportunity to work with any operator to
set up an experiment using the cable
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Heneberry

system as the local distribution service for
Southern Pacific’s communications traffic.
Local distribution is ‘‘a great opportunity’’
for cable, Grant claimed, adding that “‘the
window may be small, but the potential
may be tremendous.”’ Another area for co-
operation Grant mentioned is Southern
Pacific’s application for a four-satellite net-
work, with one bird devoted to C band
video. “‘If required,”” Grant said, Southern
would furnish earth stations for users of
the bird.

Just for openers

NCTA’s starting session features
positive words from Collins,
Dittrick and President Carter

Despite a cast of singers and dancers and a
few songs written to laud cable operators,
there remained some room for rhetoric at
the Sunday afternoon session that offi-
cially opened the NCTA convention on
May 18.

After welcoming the delegates in the
Dallas convention center, Representative
James Collins, a Republican serving the
Dallas metropolitan area, told them that
they ‘‘have the greatest future in the
world” if they grow with “‘logic and not
with expediency.’’ Next up, Steve Sim-
mons, a White House adviser on com-
munications policy, apologized for the ab-
sence of President Carter but read a con-
gratulatory letter from his boss. And then
NCTA Chairman Douglas Dittrick gave a
‘‘state of the industry’’ speech.

Collins warned that cable operators
ought not overdo their demands for
deregulation. He said demanding too
much could create a ‘‘tremendous back-
lash’’ from the FCC and from broadcasters
and other programers. He also told them
what most already knew: that there would
be *‘no basic communications legislation
this year”’ He added, however, that they
should take that as good news. ‘‘The more
we let you run your own business,” he
said, ‘‘the better off you are.”’

Despite his belief that the best thing he
can do for the people of Dallas and the
communications industry is to block legis-
lation instead of proposing it, he said: “‘We



Collins

do need a telephone bill.”” There is a great
need, he said, 1o isolate certain services of
the telephone company in a separate sub-
sidiary. There also must be, he said, a fix-
ed limit on the ‘‘tax’’—the franchise fee —
that a locality can charge a system
operator. Without federal protection, Col-
lins said the cable operator “‘would be a
perfect pigeon’ for the municipalities.
Five percent of gross annual revenues is
the most an operator should be required to
pay, he said.

Collins also had high praise for the
NCTA. For its size and the size of the in-
dustry it represents, Collins said it carries
more ‘“‘weight ... by far’” than any other
trade association in Washington.

Chairman Dittrick surveyed the recent
past and present of the cable industry and
predicted a sanguine future. ‘*We can be
proud of what we ... have accomplished
thus far. Our flexibility and adaptability
have placed us in an ideal position to lead
lhe way into the 80’s—a decade so often
referred to as the age of communications.”

The ability of the industry to prosper in
the future, Dittrick hedged, depends upon
how the industry meets its challenges.
Among them: MDS, subscription televi-
sion, satellite-to-home broadcasting,
videodisks and telephone and computer
companies that ‘‘are developing data
transmission and conferencing systems.”

“The list of challenges goes on and on,”’
he said, ‘“‘and so do lhe crucial implica-
tions: This industry, working with NCTA,
must stay one step ahead of our competi-
tion. To date, we have more than met this
challenge.”’

[n the area of regulation, Dittrick said
he hopes the FCC’s current economic in-
quiry produces significant deregulation of
signal carriage and exclusivity. And, he
said, ‘‘the NCTA must rely on your vital
assistance to once again put the copyright
issue to bed’’ —an issue that arose after a
short sleep primarily through the efforts of
the Motion Picture Association of
America.

Dittrick said close ties between the
NCTA and the state and regional associ-
ations are needed because of the ability of
states to pre-empt FCC jurisdiction over
pole attachments and will be needed if the
FCC decides to eliminate franchise fee
limits.

President Carter’s letter to the NCTA

Simmons

Dittrick

said the cable industry has been ‘‘in the
vanguard of the communications revolu-
tion, and your technological triumphs
have substantially broadened the horizons
of public knowledge and understanding.
Cable has brought us across the threshold,
from the restrictions of spectrum scarcity
to the freedom of a medium of diversity.”
The President also said he supports the
move away from imposed government
regulation. ‘‘The economic marketplace
can betlter serve the public by giving the
consumer the ultimate voice in selecting
how he wishes 1o be entertained and
enlightened,” he said.

. |
The future is

for the taking,

in several ways,

NCTA session hears

Simmons leads off by delivering
Carter endorsement of medium;
others cite business opportunities

The cable television industry received at
least two ringing declarations from Wash-
ington last week, both anointing it as the
telecommunications medium to watch.
“You people are the wave of the
future —at least that’s our feeling in the
[Carter] administration~in terms of
telecommunications.” said Steve Sim-
mons. assistant director of the President’s
domestic policy staff. at a breakfast panel
session last Monday during the NCTA
convention. Later that same morning, at
another panel session (see this page),
Representative Allan B. Swift (D-Wash.),
a member of the House Communications
Subcommittee and a former broadcaster.
called cable TV “‘a major communications

industry’’ and ‘“‘the one that | think has

the brightest future.”’

The Simmons endorsement came as he
and other panelists discussed the
possibilities of cable networking beyond
salellites. and principally the common
ground between cable and public broad-
casting. He had suggested that cable
operalors engage in cooperative dialogues
with PTV stations—discussions that might
even lead 10 the creation of a public broad-
casting ‘‘superstation’” similar to those
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now operating on the commercial side of
the medium. Simmons noted the idea was
a 1wo-edged sword. in that it might tend 1o
cut into the contribution base of other
public stations in their own communities.
but said there might be possibilities of ca-
ble carrying some of the three service net-
works now being programed by the Public
Broadcasting Service. That system had
been described to the delegates by Eric
Sass. PBS director of development.

Simmons also said that a wedding of pay
cable and PTV might augment the latler’s
financial base—although not enough to
end the need for federal funding. And he
also suggested public staltions might be
willing 10 program some ol cable’s spare
channel capacity—another suggestion of
broadcast-cable cooperation (hat was
echoed al other points during the NCTA
meeting last week.

Two other panelists emphasized the op-
portunities they saw for cable operators —
and particularly those now building in ur-
ban markets—1to tap the business com-
munity as a possible revenue source. Both
Gregg Skall. general counsel of the Na-
tional Telecommunications and Informa-
tion Administration. and Elizabetlh
Young. president of the Public Service
Satellite Consortium, felt cable was in
danger of missing the boat in this regard.
In NTIA’s opinion. Skall said, the forma-
tion of nationa! information retrieval ser-
vices will be right down cabie’s alley—not
necessarily in two-way configurations, but
perhaps one-way with telephone call-up of
data. Indeed. that may be the best way to
develop viewdata services, he said.

Young cited the changing strategy of
Satellite Business Sysiems, which. she

. said. had run into difficulty placing receive

stations in urban locations and might find
cable’s transmission paths a more efficient
way 0 reach ils potential business
customers. ‘‘You may have business op-
portunities™ in this area that ‘*‘no one had
anticipated. she advised the NCTA deleg-
ates.

When one cable operator in the au-
dience noted he had encountered reluc-
tance from his local public television sla-
tion, afler approaching it with an offer of
cooperation, Sass remarked that ‘‘all
broadcasters always fear cable at first.”” but
that they later find the medium can be
used to their advantage.

More alike
than different

Broadcasting, cable and telcos
find their interests overlapping;
NCTA panel looks at new ways
to change rivalry to cooperation

The edges were beginning to blur in Dallas
last week—those boundaries that have
historically divided broadcasters from
cablecasters, and telephone companies
from either of the other two. Not many
were slepping across the lines yet, and. at
least, officially the old rivalries remained
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Coming closer. Representatives of the cable. broadcast, print and telephone industries
found they had more and more in common at this NCTA panel last week. L tor Congress-
man Allan Swift (D-Wash.); Andy Margeson of Rotelcom, Rochester, N.Y,; Allen Gilliland of
Gill Cable Inc, San Jose, Calif., Robert Wormington, kema-Tv Kansas City, Mo, and

Chnstopher Burns, Washington Post Co.

intact. but it was becoming hard not to
acknowledge that those merging tech-
nologies the futurists have been talking
about were beginning to come logether.

Take what happened during a panel ses-
sion entitled ‘“Changing Perspectives- Old
Adversaries Look at the New
Marketplace.”’ It was led off by Robert
Wormington of KBMA-Tv Kansas City,
Mo.. a man who by all definitions has 10
be counted as a broadcaster (among other
distinctions, he is chairman of the Associ-
ation of Independent Television Siations).
Of course. Wormington has always been a
little different from other broadcasters: He
was one of the first to offer his signal to ca-
ble. and was the second in the nation to
have his own satellite earth station. But
there he stood last Monday, suggesting (o
cable operators that they invite the broad-
casters in their towns 10 program some of
their cable channels. And suggesting that
broadcasters use their over-the-air
facilities 10 promote the cable channels
they program. And saying that the major
networks will begin to develop strong sec-
ondary affiliation line-ups with alternative
media (cable) alongside their primary
affiliations.

The government won’'t let broadcasters
own co-located cable systems. Wor-
mington said. but it doesn’t say broad-
casters can’t program those cable chan-
nels.

Not only was he suggesting that broad-
casters get into cable. but he was saying
that cable operators should start 10 act
more like broadcasters. For one thing. by
developing their own regional cable net-
works to operate much as regional broad”
cast networks do.

And then there was Andrew J.
Margeson. director of services for
Rotelcom, a subsidiary of the Rochester
telephone company in that upstate New
York city. *‘I don’t see cables and telcos as
adversaries in the next five years.”” he said.
Yes. there would continue to be minor
skirmishing on pole attachment problems,
and, yes. there would be some jockeying
for position in those areas where cable

subscribers were fewer than 30 per route
mile. but, by and large. *‘that’s just back-
ground noise,” Margeson said. What he
did expect was more acquisition of cable
systems by telephone companies outside
their own areas.

From five 1o 20 years out Margeson said
there would be ‘‘peripheral’’ competition
between cable and telcos. but that both
would face greater competition from
others—cable from MDS and STV, for ex-
ample. and AT&T from [IBM and Xerox.
Where cable and telephone companies will
compete will be in the new information
services that will develop between their
traditional service boundaries.

“‘Both of us.’ Margeson said, ‘‘have
more to fear from the government than
from each other”

Margeson also offered cable operators
some advice he said telephone companies
had been too late in learning: not to be so
resistant to competition that they bring on
their own Carlerphone decision—the rul-
ing that telephone companies must allow
outside companies to connect to their cir-
cuits. Similar advice came later in the
panel from Representative Allan Swift (D-
Wash.). who said ‘*‘the thing that can bring
government in the fastest is greed. The
medium that wants it all will be the firsi 1o
draw attention to itself’ Added Swift still
later *‘The worst thing you can do is 10
stonewall it. By resisting [competition]
you build up a lot of hostility and you may
end up with overregulation.”

Christopher Burns, vice president-plan-
ning for the Washington Post Co.,
emphasized that the average American
family will spend $500 per year on media
during the 1980’s, and argued thal any rise
in cable’s revenues would have 10 come at
the expense of other media. “*There's no
new money in the world’ said Burns.
““You have o pry it away from somebody
else”’ (There’s also. he said. no more
time.) By his reckoning. Americans have
spent roughly 3.5% of the gross national
product on media (movies. records. news-
papers. magazines and the like) for the
past three decades. and he sees no sign
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that the percentage will change.

Although he acknowledged that cable
and other electronic technologies will play
an increasingly compeltitive role in the dis-
tribution of information. he declared that,
al the moment. newspapers and maga-
zines are the information media. And
although the Washington Post Co. is in-
lerested in electronic industries beyond
broadcasting. and ‘‘at some point in the
future®’ may decide to join them. it will be
after a decision that *‘it has become the
best way to get the news through.”

Congressman Swift began his remarks
by saying that cable’s effort 10 ‘‘elbow its
way in’’ among the media had been made
infinitely more difficult by broadcasters
seeking to maintain the status quo. The
shoe will be on the other foot when other
new media try to muscle into cable’s turf,
he said—but added that cable won’t have
had as much time as broadcasters had for
attitudes to harden.

Nevertheless, Swift said that cable will
not for long be able 10 mainuain its image
in Washington as ‘‘this small cotlage in-
dustry.”” He described loday’s cable as ‘‘a
giant tiptoeing across Lhe stage hoping not
1o be seen.” and said: **You can’t get away
with it any more. You will be increasingly
perceived as you are: a very big. very suc-
cessful industry with enormous implica-
tions for the audience.”

Swift also noted that, 10 the extent that
cable displaces broadcasting in the
markeltplace. so will it begin to raise the
question of whether it should assume the
public trust responsibility no longer being
exercised. so predominately, by broadcast.

Hearst buys TV
in Dayton, plans
move into cable

First acquisition in 15 years
signals expansion by firm;
Joslin heads new CATYV division

The Hearst Corp., New York-based news-
paper and magazine publisher and group
broadcaster, announced last week two ma-
jor moves to expand its electronic com-
munications holdings: The acquisition of
WDTN(TV) Dayton, Ohio, for a price esti-
mated at $45 million-$48 million and the
formation of a cable division. The actions
are the first in 15 years that Hearst has
taken to expand its TV-related holdings.

WDTN was purchased from Grinnell
Communications, owned by Grinnell
(lowa) College, which acquired the station
in 1976 for $12.9 million (BROADCASTING,
May 10, 1976). In January, WDTN became
an ABC affiliate after a number of years as
an NBC affiliate.

According to Franklin C. Snyder, vice
president and general manager of broad-
casting for Hearst, the current manage-
ment team at WDTN “‘will continue in their
important roles with the station.”” Ray W.
Colie is executive vice president and
general manager of the Dayton outlet.
WDTN is on channel 2 with 100 kw visual,



20 kw aural and antenna 1,000 feet above
average terrain. Dayton is the 44th TV
market. Howard E. Stark of New York was
the broker in the transaction.

Heading the newly formed Hearst Cable
Communications is Raymond E. Joslin,
currently a Hearst vice president. He was
vice president from 1967 to 1979 of Conti-
nental Cablevision Inc., Boston-based
MSO. He has been delegated the task of
developing the over-all structure and game
plan for the new cable division. The
strategy, says Joslin, will be threefold: (1)
Acquire cable systems, (2) develop
programing and (3) explore data transmis-
sion possibilities. The goal of acquiring ca-

ble systems is the most immediate.
Although no specific dollar commitment
has been determined, Joslin will be look-
ing toward acquisitions that will “‘establish
[for Hearst] a presence in the industry”’
The company will not now be looking to
establish new franchises, Joslin said.

The programing and data transmission
phases of the cable strategy are longer
range. Two areas to be explored in pro-
graming strategy are subjects of interest to
women and do-it-yourselfers, to which the
magazine division of Hearst Corp. is ex-
pected to contribute. Hearst publishes
Cosmopolitan, Good Housekeeping, Popu-
lar Mechanics and Science Digest.

 —

Changingaflends

P PROPOSED
B WKLS-AM-FM Atlanta: WQAL(FM)
Cleveland; KRLY(FM) Houston; WIIT(AM)-
WKTU(FM) New York; wysp(FM) Philadel-
phia; WuUsST(AM) Washington, and
WIMD(FM) Bethesda, Md.: Sold by SJR
Communications Inc. to Gulf United
Corp. for $62 million plus $5-million
assumption of liabilities (*‘In Brief> May
19). Seller is subsidiary of New York-
based, publicly traded San Juan Racing
Association, which will retain only

KNUS(FM) Dallas in its broadcast portfolio.
Principal stockholders include Hyman N.
Glickstein, chairman and president; Ber-
nard S. Needle; Sidney E. Cohn, and Har-
ry L. Gilman. Buyer is publicly traded,
Dallas-based insurance conglomerate. It
owns wWvol(aM) Jacksonville and wTSP-Tv
Largo, both Florida; WNDE(AM)-WFBQ(FM)
Indianapolis; WKAP(AM) Allentown, Pa.;
WWNR(AM) Beckley, W.Va.; wGHP-TV High
Point, N.C., and KTXQ(FM) Fort Worth.
Alan Henry, president of broadcast divi-

—~

has been closed.

The sale of

KIKI-KPIG

Honolulu, Hawaii

for

$1,200,000

from James J. Gabbert to John and Kathleen Parker

We are pleased to have served as broker
in this transaction.
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sion, said four stations will be spun off:
WYSP(FM) Philadelphia, WIJIT(AM)-
WKTU(FM) New York, and wusT(AM)
Washington. Grant Fitts is chairman of
Gulf United. WKLS(AM) is on 970 khz with
5 kw day. WKLS(aM) is on 96.1 mhz with
97 kw and antenna 930 feet above average
terrain. WQALis on 104.1 mhz with 7.8 kw
and antenna 1,060 feet above average ter-
rain. KRLY is on 93.7 mhz with 20 kw and
antenna 720 feet above average terrain.
WIIT is on 1480 khz with 5 kw full time.
WKTU is on 92.3 mhz with 4 kw horizon-
tal, 3.8 kw vertical and antenna 1,220 feet
above average terrain. Wysp is on 94.1
mhz with 16 kw and antenna 900 feet
above average terrain. WUST is | kw
daytimer on 1120 khz. WIMD is on 94.7
mhz with 50 kw and antenna 780 feet
above average terrain. Broker: Cecil L.
Richards Inc.

8 WDTN(TV) Dayton, Ohio: Sold by Grin-
nell Communications to The Hearst Corp.
for between $45 million and $48 million
(see story, page 39).

® KHOF-TV San Bernardino, Calif.; KVOE-
TV San Francisco, and WHCT-TV Hartford,
Conn.: Sold (distress sale) by Faith Center
to Hispanic-American Communications
for $15 million. Seller is Glendale, Calif -
based religious organization. W. Eugene
Scott is president. It also owns KHOF(FM)
Los Angeles. lis application for renewal of
license for KHOF-Tv had been in discovery
phase of hearing since December 1978 for
allegedly fraudulent fund-raising practices
on air, but it was dismissed on March 17
for failure to prosecute. Faith refused to
hand over certain records to Administra-
tive Law Judge Edward Luton. Faith is ap-
pealing but question of whether it now has
right to assign license of KHOF-TV is yet to
be determined. Technigally, it retains
license for station until all appeals are ex-
hausted. Buyer is owned by The East Los
Angeles Community Union (TELCU),
community development corporation
comprising 15 associate members. George
Solis is chairman, and David C. Lizarraga
is president. TELCU has withdrawn its
50% interest in applicant 1o purchase KSBA-
Tv Guasti, Calif. (BROADCASTING. April
7). It has no other broadcast interests.
KHOF-TV is independent on ch. 30 with
269 kw visual, 26.9 kw aural and antenna
2,340 feet above average terrain. KvoF-Tv
is independent on ch. 38 with 895 kw
visual, 145 kw aural and antenna 1,310
feet above average terrain. WHCT-TV is in-
dependent on ch. 18 with 158 kw visual,
31.6 kw aural and antenna 6,405 feet
above average terrain.

® KTVvN(TV) Reno: Sold by Washoe Em-
pire to Sarkes Tarzian Inc. for $12.5
million. Seller is owned by Lee D. Hirsh-
land (28.57%), H.G. Wells and Robert A.
Paisley (19.05% each) and nine others.
They have no other broadcast interests.
Buyer is owned by Sarkes Tarzian
(33.06%), son, Thomas Tarzian (53.59%),
daughter, Patricia Tarzian (11.03%), and
University of LaVerne (Calif) (2.3%).
Sarkes Tarzian Inc. is electronics manufac-
turer that owns WTTS(AM)-WGTC(FM)
Bloomington, WATI(AM) Indianpolis and



WPTH(FM) Fort Wayne, all Indiana. Sarkes
Tarzian is chairman and son is president.
Patricia Tarzian is reporter for Oakland,
Calif., weekly newspaper, The
Montclarion. Tarzian family sold
WTTV(TV) Bloomingion, Ind. (In-
dianapolis). independent on ch. 4 for $26
million in 1978 (BRODCASTING. May 22,
1978). Armen Sarafian is president of
University of La Verne and will vote its
stock. KTvN(TV) is CBS affiliate on ch. 2
with 34.7 kw visual, 6.9 kw aural and an-
tenna 490 feet above average terrain.

B KiwoE(aM) Honolulu: Sold by Da Kine
Hawaiian Radio [nc. to Sunbelt Com-
munications for $1.1 million. Seller is
owned principally by Everett James and
family who have no other broadcast in-
terests. Buyer is owned by Franklin Fried
(50%), Jeffrey P Sudikoff and Robert L.
Baum (25% each). Fried owns manage-
ment consulting firm in Los Angeles.
Sudikoff owns Santa Monica radio
program production company. Baum is St.
Louis law student. He is also vice presi-
dent of Sudikofl’s production company.
They have no other broadcast interests.
KioE is on 1080 khz with 5 kw full time.

® KBET(AM) Reno, Nev.: Sold by Sierra
Broadcasting inc. to Sterling Broadcasting
Inc. for $800,000 plus $100,000 noncom-
pete agreement and assumption of
$100,000 in liabilities. Seller is owned by
Royce P Adams (38%), Robert H. Day Jr.
and wife Julie (19% each), Marvin Bear
(18%) and John Costello (6%). They have
no other broadcast interests. Buyer is
owned by Robert N. Ordonez (75.5%) and
Richard Van Schaick (24.5%). Ordonez is
former vice president and director of
Donrey Inc., Las Vegas-based group
owner of four AM’s, one FM and one TV.
Van Schaick is president of Mazda auto
dealership in Reno. They have no other
broadcast interests. KBET is 1 kw daytimer
on 1340 khz.

@ KsyL(aM) Alexandria, La.: Sold by
KsyL Inc. 1o Cenla Broadcasting Co. for
$450,000 plus $150,000 noncompete
agreement. Seller is owned by Melvin
Wheeler and G. Russell Chambers (30%
each), Herman Reavis (20%) and Albert
Smith and James Smithwick (10% each).
Wheeler owns 70% of WSLC(AM)-WSLQ(FM)
Roanoke, Va.; KDNT-AM-FM Denton, Tex.;
KEDW-TV Clovis, N.M., and 50% of
KITT(FM) San Diego. Chambers owns
KPLC-TV Lake Charles, La., and 50% of
KITT. Buyer is owned by Taylor C.
Thompson (51%) and Charles Soprano
(49%). They own KQID-FM Alexandria.
KsyL is on 970 khz with 1 kw full time.

® WART(FM) Plainfield, Ind.: Sold by
A&R Broadcasting Inc. to Radio One Five
Hundred for $500,000 (including assump-
tion of liabilities and noncompete agree-
ment). Seller is owned by Thomas M.
Allebrandi and Keith L. Reising (50%
each). Allebrandi owns 25% of WTRE-AM-
FM Greensburg, Ind. Reising owns 75% of
WTRE-AM-FM, 50% of WQXE(FM) Elizabeth-
town, Ky., and 25% of Corydon, Ind., ca-
ble system. Buyer is owned by Edwin
Tornberg, Edward Wetter and Douglas D.

Kahle (one third each). Tornberg owns
Washington-based broadcast station bro-
kerage firm and 50% of KBND(AM) Bend,
Ore. Wetter owns broadcast station broad-
cast brokerage firm in Havre de Grace,
Md. Kahle is former associate with
Tornberg’s firm and owns 50% of both
KBND and KFia(aM) Carmichael, Calif.,
and one-third of wBRI(AM) Indianapolis,
Ind. Buyers own one-third each of
WFIA(AM)-WXLN(FM) Louisville, Ky., and
WABS(AM) Arlington, Va. WART is on 98.3
mhz with 3 kw and antenna 200 feet above
average terrain.

B KEYJ(AM) Jamestown, N.D.: Sold by
KEYJ Inc. to Great Western Broadcasting
Inc. for $250,000 plus $100,000 for con-
sulting services and $65,000 noncompete
agreement. Seller is owned by Robert L.
Richardson who has no other broadcast in-
terests. Buyer is owned by Roger C.
Greenley (33.4%), Robert H. Ferguson
(23.1%), David A. Middaugh (12.9%) and
seven others. Greenley is salesman and
Ferguson announcer and salesman for
KEYJ. Middaugh owns Fargo, N.D., in-
surance company. Buyers are applicants
for new FM in Jamestown. KEYJ is 1 kw
daytimer on 1400 khz.

® WLGA(FM) Valdosta, Ga.: Sold by Ev-
Co Broadcasters Inc. to Metro Media
Broadcasting Inc. for $340,000 (including
liabilities). Seller is owned by Al H. Evans
who also owns wWvLD(AM) Valdosta. Buyer
is owned by Harrison Cooper who owns
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Quitman, Ga., recreational vehicle parts
and supplies store. He was vice president
of WVLD(AM)-WLGA(FM) until January
1979. He has no other broadcast interests.
WLGA is on 95.9 mhz with 3 kw and an-
tenna 300 feet above average terrain.

B WLEA(AM) and CP for wCKR(FM) Hor-
nell, N.Y.: Sold by Patricus Enterprizes to
Channick Broadcasting for $243,000.
Seller is owned by Kevin Doran who has
no other broadcast interests. Buyer is
owned by Herbert Channick, Chicago at-
torney and real estate investor. He has no
other broadcast interests. WLEA is on 1480
khz with 2.5 kw day. WCKR has been
granted 92.1 mhz with 8.3 kw and antenna
15 feet below average terrain.

® KwrD(AM) Henderson, Tex.: Control
(50%) sold by Wilton Freeman and Lynn
Roy (25% each) to Wes Dean & Associ-
ates for $240,000. Freeman and Roy have
no other broadcast interests. Buyer is
owned by Helen. Dean who is president,
general manager and 50% owner of KWRD.
KWRD is on 1470 khz with 500 w day.

® Other proposed station sales include:
KIGOo(AM) St. Anthony, Ildaho, and
WFMM(FM) Johnstown, Pa. (see ‘‘For the
Record,”’ page 74).

IR APPROVED MR

B Wzzp(AM) Philadelphia: Sold by Fair-
banks Broadcasting Co. of Pennsylvania to
Communicom Corp. of America for
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$4,025,000. Seller is principally owned by
Richard M. Fairbanks (82.7%) who also
owns WIBC(AM)-WNAP(FM) Indianapolis;
KVIL-AM-FM Highland Park (Dallas), Tex.;
WKOZ(AM)-WVBF(FM) Framingham, Mass.,
and WJINO-AM-FM West Palm Beach-Palm
Beach, Fla. Buyer is owned by Kenneth E.
Palmer, who also owns wwDj(AM) Hacken-
sack, N.J. Wzzp is on 990 khz with 50 kw
day, 10 kw night.

® KiuP(AM)-KRSI(FM) Durango, Colo.:
Sold by Radio San Juan Inc. to Fordstone
Inc. for $1.55 million. Seller is owned by
Doug Morrison, who has no other broad-
cast interests. Buyer is owned by former
President Gerald Ford and Leonard Fire-
stone (50% each), ambassador to Belgium
during Ford administration. They have no
other broadcast interests. Kiup is on 930
khz with 5 kw day and 1 kw night. KRrsJ is
on 100.5 mhz with 100 kw and antenna
200 feet above average terrain.

® WWNS(AM)-WMCD(FM) Statesboro, Ga.:
Sold by C.H. Grider, W.C. Woodall Jr.,
James Orndorff (30% each) and J. Barton
Lanahan (10%) to Nathan Hirsch and Dell
Pressey (50% each) for $790,000. Grider
owns WIMO(AM) Winder, Ga., and 21% of
WPFA(AM) Pensacola, Fla. Woodall owns
WDWD-AM-FM Dawson, 51% of WBBK(AM)
Blakely and 25% of wWGRA(AM) Cairo, all
Georgia; 50% of wGgsw(aM) Greenwood,
S.C., and 50.2% of wWPFA(AM) Pensacola,
Fla. Orndorff and Lanahan have no other
broadcast interests. Hirsch is operations
manager of WWNS-WMCD. Pressey owns
TV sales and repair shop in Statesboro.
They have no other broadcast interests.
WWNS(AM) is on 1240 khz with 1 kw day
and 250 w night. WMcD(FM) is on 100.1
mhz with 3 kw and antenna 300 feet above
average terrain.

® WxLM(FM) Savannah, Ga.: Sold by
WxLM Inc. to Bay Communications for
$735,000. Seller is owned by Leonard
Morton who has no other broadcast in-
terests. Buyer is owned by WLOX Broad-
casting Co. which in turn is owned by
James Love III (30%), sisters, Mary Love
McMillan and Jo Love Little (30% each),
and John Hash (10%). James Love is con-
sultant with N.Y. research and data analyst
firm and, with sisters, owns Jackson,
Miss., cemetary. Hash is president of
WLox Broadcasting which is licensee of
WLOX-AM-TV Biloxi, Miss. WLOxX Inc. also
owns 55% of wkxt(aM) and 50.1% of
WTYX(FM), both Jackson, Miss. WXLM is
on 97.3 mhz with 100 kw and antenna 500
feet above average terrain.

® WDEA-AM-FM Ellsworth, Me.: Sold by
Grindstone Broadcasting Corp. to Helen
Stoane Dudman for $600,000, plus
$100,000 for covenant not to compete.
Seller is owned by E Eugene Dixon Jr,
who is on board of directors of noncom-
mercial WRTI(FM) Philadelphia, licensed to
Temple University. He has no other broad-
cast interests. Dudman is former public re-
lations officer for Public Broadcasting Ser-
vice, WETA(TV) Washington and Post-
Newsweek Stations. She has no other
broadcast interests. WDEA(AM) is on 1370
khz full time. WDEA-FM is on 95.7 mhz

with 50 kw and antenna 320 feet above
average lerrain.

® WFBG-AM-FM Altoona, Pa.. and
WEIR(AM) Weirton, W. Va.: Control (74%)
sold by Leonard and Mary Fiore (husband
and wife) and 16 others to Edward Giller.
now owner of 26%, for $528,750. Sellers
have no other broadcast interests. Giller is
president of Gilcom Corp_, licensee of sta-
tions. WFBG is on 1290 khz with 5 kw day
and | kw night. WFBG-FM is on 98.1 mhz
with 30 kw and antenna 1,020 feet above
average terrain. WEIR is full time on 1430
khz with | kw.

® Other approved station sales include:
WQMV(FM) Vicksburg, Miss.; WNIK-AM-FM
Arecibo, PR., and KLUF(aM) Lufkin, Tex.
(see “‘For The Record,”’ page 74).

NN CABLE

® Oceanic Cablevision Inc., Honolulu:
Control (85%) sold by stockholders to
American Television & Communications

Corp. for approximately $36 million. Local
residents will retain 15% of stock. Seller is
owned by approximately 20 stockhoiders.
largest block owned by CTW Com munica-
tions Inc., for-profit subsidiary of
Children’s Television Workshop, New
York-based nonprofit children’s teievision
production company. Joan Ganz Cooney is
president. Buyer is multiple system opera-
tor, subsidiary of Time Inc., and owns ca-
ble systems in 32 states. Time owns
woTv(TV) Grand Rapids, Mich. Monroe
M. Rifkin is chairman and president of
ATC. ). Richard Munro is vice chairman
and will become president and chief ex-
ecutive officer of Time Inc. on Oct. |
(BROADCASTING. May 19). Oceanic
Cablevision serves Honolulu, Aiea, Foster
Village, Halawa, Mililani, North Shore,
Pear{ City, Wahiawa, Waimalu, Waipahu,
Waipio, and Honolulu county, all Hawaii.
[t has 52,000 basic subscribers and 32,000
pay subscribers, passing 106,000 homes.
Broker: Blackburn & Co.

Lay those pistols down, Intra-broadcasting squabbles of Television Bureau of
Advertising and Radio Advertising Bureau (BROADCASTING, Feb. 25, April 21) have drawn
censure of Illincis Broadcasting/Association. IBA board irf unanimous resolution said it
“deplores’ TVB and RAB campaigns “that have as their primary emphasis the vicious
maligning of the othef medium.” IBA board suggests that “since radio and television
advertising have commendable merils unique to each, the trade association of each
industry should confine its advertising efforts to'the promotion ol the positive factors of its:
own industry and not dwell on the undermining of competitive media.” It also said radio
and TV are from same family with history that has been “basically frarmonious”
&}

Joint committee. Ohic Association of Broadcasters and Ohio State Bar Assaciation are
forming commiittee to'evaluate experiences in expefiment with broadcast coverage of
courts. Committee hopes to make recommendations about the rule governing access for
cameras in future, :

| O

Spanish study. National Association of Broadcasters has joined A.C. Nieisen Co., Arbitron
and: Spanish International Communications in funding study of Spanish audiences,
scheduled to begin in San Antonio, Tex. this month: Four groups, under umbrella of .
Coaperative Research Group-Television, have hired National Analysts of Philadelphiato do
study.

0
Word from Rome. Pope John Paul |l has called on parents and educators to take stranger.
role inhelping children develop skills 1o make mte!hgent and constructive use of television
and other mass media. In message for 14th annual World Communications Day, May 18,
Pope noted dangerof becoming “passive and uncritical reciplents of media
presentations, and observed that media at times transmit values “inimical to family life."
He did, however, praise media for potential fof good, saying “there are few vocations:which
make such demands orithe energy, the dedication, the integrity and the eonscience of a
man-or.a woman as are made by a profession in the media . .. and let it not be forgotten
that the truly dedicated professional communicator of today can'be a force for good in the
world which has few parallels”

a

apullihg engagements. Speakers for meeting of Association for Public Broadcasting,

during annual public television meeting in Washington, have been confirmed, Keynote
‘speaker for June 2 morning session will be Representative Allan Swift (D-Wash);
luncheon speaker will be Frank Mankiewicz, president of National Public Radio; afternoon
speakers include Richard Dresner, president of National Survey Research Inc., and David
Carley, president of ARPB. Dinner speaker will be Ted Turner. Following dinner, members will
be off to White House reception, hosted by Rosalynn. Carter.

| g
How big Is cable? Arhitron Television has issued "Cable Trends Sourcebook,’
compilation of TV household cable penetration estimates on nationwide county-by-county
basis. For each county, felevision households and cabie TV household estimates and cable
penetration percentages are given for current broadcast year (1979-80) and far previous
years. State and national totals are given for each of these estimates. -
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Business’

Cable getting high marks from money lenders

Even in the current economy,
NCTA sessions are told,

there’'s cash available, although
systems have to be innovative
in their approaches to getting it

Cable is going to need vast sums of money
over the next several years, and interest
rates, while down from their recent peaks,
are going to remain high. But the bottom
line at the several financial sessions at the
NCTA convention was that the funds are
out there, in various forms, and there are
people not simply willing but eager to in-
vest in or lend to cable.

Caution signs were raised by a number
of the panelists: The promises being made
in current franchising bids and the high
acquisition prices being paid for some
existing sy stems pose questions about the
ultimate profitability of those systems.
Yet again and again, cable operators
heard lenders speak confidently of the
basic health of the cable industry and
highly of the managerial skills and finan-
cial acumen of those in charge of it.

Over the course of several days,
panelists provided explanations of why tra-
ditional sources of financing have
recently dried up. Alternative financing
methods that received attention were
equity offerings, funding from specialized
cable lenders, and methods of using this
capital intensive industry’s tax situation
to good advantage, such as “tax shelter”
partnerships or joint ventures and the
issuing of tax exempt industrial revenue
bonds under the aegis of local govern-
ments.

Perhaps the best testament to an op-
timistic outlook for funds availability for

cable was the high proportion of lender
representatives in the overflow crowds for
the sessions, and the number of lenders
and others such as investment analysts
who were meeting formally and informally
with managemen!l representatives
throughout the convention.

® Goldman Sachs & Co. investment
analyst Ellen Sachar kicked off the first fi-
nancial session with a review of the history
of the cable industry’s up and down stock
performance over the last decade, with a
view to revealing what such ‘‘outside ob-
servers’’ as herself expect of the industry
before committing capital to it. The recent
upswing in cable multiples, she said, has
been fueled by earnings and cash-flow ex-
pansion from pay services, the expectation
of increased penetration levels, advertising
revenue potential, and the possibility of
high-priced buy-outs or take-overs.

Equity markets ‘‘for the first time in
many years, may now present a viable
long-term financing alternative,” particu-
larly for companies whose shares are sell-
ing well above book value, Sachar said.
Looking to the future, she noted that
although she now senses a ‘“‘euphoric”
mood regarding cable, ‘‘certain trouble
spots do seem possibly to be lurking on
the horizon.” Some franchise applications
promise so much while having restrictive
fee schedules that ‘‘given today’s cost of
capital one has to wonder whether or not
these operations will prove to be profitable
in any reasonable time period.”” And some
acquisition prices, Sachar feels, leave one
to wonder ‘“‘what upside potential is left
for the buyer.”

Saying that she didn’t want to sound a
negative note, Sachar expressed her belief

that as cable matures the industry will be
increasingly evaluated on such traditional
lines as return on invested capital, return
on equity and debt-lo-equity ratios. The
only unanswered financial question Sachar
now sees is that of rate of return on in-
vested capital for ‘‘the elaborate new
builds being pursued and the probable
rebuild situations likely to catch on in the
years ahead.”

Loren Young, vice president of Heller
Oak Communications Finance Corp., was
of the opinion that specialized cable len-
ders, having proved their viability, “will
dominate the lending picture for years to
come.” It’s his view that there has been
“no turning off of funds ... the cost is
high, but they’re there.” Young is expect-
ing long-term interest rates to drop back
10 12% by yearend (hey’re now 13%-plus)
and thereafter to be “sensitive to infla-
tion.”

Travelers Insurance Co. assistant invest-
ment officer David Byerly said the shor-
tage of long-term financing funds from in-
surers can be traced to two causes. The
well publicized run on policy holder loans
went so far as to force some insurers to
dip into their bond portfolios to meet out-
standing loan commitments. And with
historically high interest rates, insurers
committed larger than usual portions of
their anticipated cash flow to long-term fi-
nancing, only to have one of their prin-
cipal sources, pension funds, hold on to
their cash to take advantage of the even
higher interest rates being charged for
short-term financing. Although short-
term rates have dropped to 10% from their
high of 17%, Byerly said, he doesn’t ex-
pect long-term rates to go lower than their

Mutual Life. At right, ['to 1 Robert Patterson of the First National Bank of
Chicago (speaking), moderator Daniel Aaron of Comcast, Carolyn
Chambers of Liberty Communications and David Croll of TA. Associ-
ates.

Capitalists. These panelists were among the many talking money at
the NCTA convention last week. At left, | to rr David Wicks of Warburg.
Paribus, Becker, Paul Kagan of Paul Kagan Associates, Henry Harns of
Metrovision and (at the podium) Nathaniel Coolidge of John Hancock
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Taking a hard look at long-term financing. L to r- panel host Clive Runnelis, president
of Mid Coast Cable Television; Ellen Sachar, senior security analyst, Goldman Sachs & Co.,
Loren Young, vice president, Heller Oak Communications Finance Corp., and David Byerly,
assistant investment officer, Travelers Insurance Co. (Not pictured, panelist Julian Brodsky,

vice president and treasurer, Comcast Corp.)

current mid-13% level because long-term
funds are limited (most insurers are lent
out through mid-1981, he said) and peo-
ple wanting the funds are now ‘‘coming
out of the woodwork.”

According to Byerly, cable’s challenges
for the future are (1) ‘“‘the test of the
recession-resistance of tiers of service
beyond basic pay,” 2)inflation (‘we may
not see 8%-9% money for a long time, if
ever”), which “reduces the amount of
borrowing supported by a given cash-flow
stream’’ and (3) the competition of other
media. ‘‘Long-term lending isn’t dead
yet,” Byerly claimed, but he indicated that
operators can expecl to see an increasing
proportion of short-term lending in the
future.

Lenders will be looking for inflation pro-
tection, he said, shortening the period be-
tween setting rates and actually funding a
deal, using floating or renegotiable rates,
and by looking at equity features— “‘kicker
deals” —that will permit them to “partici-
pate in the increasing value” of systems
through warrants or earnings participa-
tion.

The final panelist on this first finance
panel was Julian Brodsky, treasurer of
Comcast Corp., who put the discussion
into the perspective of a system operator.
““We have a product whose hallmark is de-
pendable, predictable cash flow that
deserves reasonable long-term debt,”
Brodsky asserted. Among his several
charges to the audience, he warned system
operators that if they are forced into float-
ing interest commitments, they should
secure a commitment that would let them
refinance down the road.

Brodsky introduced the notion of cable
‘‘trading on tax attributes’’ at the session.
The changing nature of the industry has
made it more capital intensive than five
years ago, he said, and systems should
translate tax breaks common to capital in-
tensive industries into leveraged borrow-
ings. On another tax-related subject,
Brodsky called industrial development
bonds *‘ideal financing for the cable indus-
try,’ noting a $4.7 million package of 16-
year 8.25% bonds sold in January 1979.
Brodsky, too, sounded the call for equity
financing, saying both that the industry
needs more equity and that current multi-
ples make the market more attractive.

® Daniel Aaron, president of Com-

cast’s cable division, and moderator of a
session on creative financial strategies for
the short term, began by calling attention
to projections that over the next year, $1
billion will be needed by the cable indus-
try fqr new builds or extensions, not
counting acquisitions.

Robert Patterson, loan officer with First
National Bank of Chicago, pointed out
that for the next several years, interest rate
swings and the regulatory impact of federal
efforts to control money supply would be
having their impact on credit markets.
Noting the Federal Reserve’s discourage-
ment of ‘“‘nonproductive’” acquisition
loans by banks in recent months, Patter-
son told the cable operators that banks
won'’t be trying to find ways around those
policies. He urged them to ‘‘plan going
forward’” by securing long-term revolving
credit arrangements, and fixed-rate fi-
nancing as well, saying that over the next
five years, they would have to ‘“balance’’
their long- and short-term debt. First Na-
tional Bank of Chicago intends to be ‘‘ag-
gressive’’ in short-term financing of new
builds, according to Patierson, although he
vpiced concern over today’s franchising
picture.

Peter Farnsworth, vice president at
Chase Manhattan (which Aaron identified
as the largest cable lender, with $83
million in loans outstanding) said he ex-
pects the maximum credit crunch to come
“‘in the very near term.” Cable operators
should ‘‘create opportunities’” for them-
selves with an eye to some difficult times
ahead, and he proposed a four-point pro-
gram to accomplish that end. ‘‘Create liq-
uidity immediately,” he advised, by work-
ing on the balance sheet and such
mechanisms as tightening and staggering
billings. “‘Put through a price increase
now,”’ he suggested, and he told the opera-
tors that they should take on more bank
lines, projecting that banks will tighten
credit availability in the near term.

““Create flexibility”” was his second
point—gelling revenues as much as possi-
ble out of the franchise itself and into
unregulated subsidiaries, sharpening fi-
nancial staffs and making arrangements
with banks now because *‘things will get
worse before they get betier”” His third
suggestion was to “‘re-create your plans”
focusing on the return on investment of
individual projects, and establishing a
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priorities “hit list” of costs that can be cut.
Finally, he advised the system managers to
‘‘forget your balance sheel, go to your
bank and say you want to be on a cash-
flow basis,”” and do it immediately.

David Croll, partner in the Boston-
based financing firm of T.A. Associates,
gave his personal assessment of what lies
ahead for cable financing, saying he sees
sustained high long-term rates in the
12%-15% range over the next one to two
years, and an increase in the availability of
short-term bank funds at reduced rates,
with federal credit pressures starting to
ease. Croll pointed to “mezzanine financ-
ing” alternatives—“loan or stock issues
below your bank but ahead of your
equity”’—and he told the session there are
currently $100 million-$200 million of
such funds available in that market.

In Croll’s view, the next two to three
years are the ‘‘opportunity years’’ for ca-
ble —after that point fertile acquisition and
franchises will be picked over. ‘‘Leverage
your people and financial resources now,”’
he urged cable systems, and borrow more
by increasing senior lending and adding
mezzanine financing as a two-to-three-
year bridge that can be refinanced later
when a project’s ratios approach maturity.

Such financing can be used for acquisi-
tion purposes as well as new builds, with
SBIC (Small Business Investment Com-
pany) funds a key source. Using the
mezzanine approach, Croll, said, there’s
no reason an operator ‘‘can’t get in front
of a good acquisition and retain owner-
ship’’ of his current properties over the cri-
tical time ahead.

Carolyn Chambers, vice president and
treasurer of Liberty Communications, ad-
ded a CATYV perspective to the panel. Not-
ing the previous talk of funds availability,
Chambers’s observation that *‘it’'s at a
price,”” struck a responsive chord with
other operators in the audience. But she
went on to say “we might as well pay the
rates now. If we wail until rates go lower,
they’ll only be higher’” The individual
question mark on each project, in her
view, is what really will be the return.
While operators will look hard at each pro-
posal, Chambers concluded that recession
or no, ‘‘we are going to be out looking for
those funds.”

The panel also stepped beyond the sub-
ject of short-term financing, as Herbert J.
Sims, whose firm specializes in tax-ex-
empt bond placement, detailed his han-
dling of the Comcast bond issues that
Julian Brodsky had discussed. Asked after
the session about negative aspects of such
bond arrangements, Sims noted that he
has perceived a reluctance on the part of
CATV operators to become involved in
such an arrangement, w hich he attributed
to some apparent generalized fear of pub-
lic bodies on the part of the cable indus-
try.

® As the financial sessions moved to
ever larger rooms at the convention
center, the size of the crowds they at-
tracted grew right along with them. Tues-
day’s panel on ‘‘Financial Challenges in
the ’80’s: the Economy and Implication
for Cable,” w as no exception. Paul Kagan,
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Optimist. A man who's written a book
on “The Next 200 Years" took on the job
of forecasting the first 10 of those for
the NCTA last week. Leon C. Martel, ex-
ecutive vice president of the Hudson In-
stitute, presented a Monday luncheon
with a generally optimistic scenario.

with telecommunications one of the
principal gamers. He said the 80's
would see the "second compuler
revotution” with microprocessers ubi-
quitous by the end of the decade-—
many of them associated with the home
television set. The 80's also will be "the
decade of video,' he said, with the con-
sumer no longer the "slave” of a limited
amount of programing but the “master”
of a programing abundance. Martel said
it was “ironic” that the media have been
the messengers of "gloom and doom”
about the high price of progress at the
same time they have been among the
greatest beneficiaries of technological
advance. Among his nonmedia predic-
tions that, absent unforeseen
“surprises,” the prospects for energy are
good. and that future nistonans will be
amused over present concern on that
front. Once the future’s energy supples
come on stream, he said, the world "will
never run out”

]

the Carmel, Calif.-based industry analyst,
led off with his observations on the state
of the cable business. Kagan said he was
impressed not only with the “size and
shape” of this year’s convention, but with
the attention it received from the finan-
cial community. Looking down the road,
he projected that two currently “low
profile” segments of the business—adver-
tising and security services—will be tre-
mendously important. o

The advent of the Premiere pay
program service was the major topic of
the convention, Kagan felt, saying it is
something whose economic impact, if it
proves legal, is yet to be determined.
Should it go on, there will no doubt be a
change in the pricing of pay service at the
‘ retail level, Kagan said, and he ventured
a preliminary guess that cable operators
wouldn’t suffer through its use.

Looking at the subject of financing,
Kagan suggested it was a measure of the

industry’s maturity that financing had
“taken a back seat” as far as the conven-
tion was concerned, with the financial peo-
ple now chasing the cable companies.

An overview of the economy was sup-
plied by John Wilson, executive vice presi-
dent of the First National Bank of Dallas.
He began with statements on unemploy-
ment and Washington’s panicked reac-
tion—which he then noted were lifted
from a speech he gave in 1975. That il-
lustrated the proposition that there will al-
ways be business cycles, Wilson con-
tended, and that they have to be con-
sidered in planning. Wilson predicted 10%
or greater average annual inflation over the
next decade, saying we will “*follow the
path of Great Britain’ during that time
period.

Turning to cable, Wilson said ‘it has ar-
rived” as an industry, one which has ‘‘left
some of its entrepreneurial spirit behind”’
and developed ‘top-nolch managers.”
Problems from a lender’s point of view
include the ability of manufacturers to
deliver the necessary hardware for expan-
sion, and competition from STV and
direct-to-home satellite broadcasting. But
Wilson’s over-all assessment is that cable,
as an industry, ‘‘has gained professional-
ism and the respect of lending institu-
tions” so that “raising funds will not be
the primary problem of the 80’s.”

Nathaniel Coolidge, senior investment
officer of John Hancock Mutual Life In-
surance Co.. reviewed the reasons for the
dry-up of long-term funds from insurers—
the yield curve inversion with higher
short-lerm than long-term borrowing
rates, and the drain from policy loans.
There’s been a dramatic improvement in
recent weeks as long-term rates dropped,
Coolidge said, but he stressed that ‘‘it
could happen again.’”’

Looking to the supply side of funds.
Coolidge said he wanted to make three
main points, that loans to CATV have
gained ‘‘respectibility’’ and no longer re-
quire as much ‘‘education’ of lenders,
that the supply side will be more volatile
than in the past so investment officers will
have to be ‘“‘more nimble.’” and he also ex-
pressed his opinion that the ‘“‘demise of
the bond market has been exaggerated’ —
““it’s not dead yet and in the future will
serve us well”’

On the demand side, Coolidge said that
just as there was a shift in the early 1970’s
from debt/subscriber ratios to debt/cash-
flow ratios as a basis for lending, now there
is a shift from a five times debt/cash-flow
multiple to a debt/operating cash-flow
multiple. With current interest rates, he
said, that change had to be made to insure
sufficient cash flow 1o meet payments.

Coolidge said his institution believes the
decision to add tiers of service is a sound
business decision, and, comparing this
period with the last recession, he said ca-
ble companies are now seen as being bet-
ter run, although the franchising competi-
tion does present cause for concern.

Summing up, Coolidge said there will be
ample funds at lower multiples, but with
an eye to volatility, he urged operators to
*‘take advantage of this window’’ because
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the NCTA convention
opened with a bang, it ended, it not with
a whimper, at least on a note of caution.
Addressing a disappomtingly small end-
ing session Wednesday morning ("Here

Pessimist. |If

you are, 200 strong. he joked).
economist Pierre Rinfret told his au-
dience that things are bad and are
going to get worse. High inflation will
continue for the rest of his children’s
lifetimes, he said, and the pnme rate will
be back to 20% by 1985. His advice to
today's entrepreneurs: get your money
while you can, borrowing at today's fall-
ing-interest-rate dollars to pay back with
cheaper dollars later on. The big culprit
is big business, he said, which has
made nadequate investment in capital
formation and has spent too httle for
research and development to keep the
U.S. competitive with the rest of the
world. Nevertheiess, Riniret managed to
leave them, it not laughing, at least not
prostrate. “The greatest opportunity ever
known to Amencan business now ex-
ists” he said. How to do 1t? “Raise any
price you can as much as you can as
frequently as you can’ And remember
that “the more others will not pursue
modern technology, the more oppor-
tumity for you to do it"

if times get rough the funds ‘‘may disap-
pear faster than a cold beer on a hot day.”

David Wicks, managing director of the
investment banking firm of Warburg,
Paribus, Becker, stressed financial flex-
ibility and alternate sources of funding in
his remarks. Last year, he said, institu-
tions lent $1.4 billion to cable systems,
and Wicks indicated that a recent survey
by his firm showed that ‘“‘by December
1980 they expect to lend you just under $2
billion.”

Regarding flexibility (which he called
his “buzz word”), Wicks said ‘that con-
trary to what some people believe,
entrepreneurial opportunities have not dis-
appeared in the cable field. He did express
the by-now-familiar concern over ‘‘non-
economic franchises,”” adding that he has
an underlying concern that ‘‘maybe some
unethical practices’ could be involved.

Reviewing what he termed the ‘‘broad
scope of sources of funds,” Wicks listed
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three categories and their components:
base equity, public markets and ‘‘your own
pockets,”’ as well as money from corpora-
tions on an investment basis, such as
funds from family trusts and tax shelter
partnerships.

In the subordinated or preferred catego-
ry, Wicks placed SBIC’s (which he said
“have tremendous interest in your indus-
try”), foreign investors, pension funds,
insurers (“to a degree and from time to
time”’) and traditional mezzanine financ-
ing. Senior money’s three categories are
banks on the short-term, intermediate
funding in the 10-to-12-year range and
insurers for 15 years or more.

““You’ve come a long way from having

your back against the wall}’ as was the
case in the 1974-75 period, Wicks told the
cable companies. Now, he said, they're
poised “on the springboard for the 80’s.
Harry Harris, president of Metrovision
in Atlanta, rounded out the panel’s pre-
sentation. Acknowledging that cable is
‘‘obviously in the last major wave’ of
franchising, he urged other cable opera-
tors to look at the services now being
developed. Cable owners ‘‘don’t have the
luxury of not rebuilding’” because if they
don’t within the next five years, some-
body else will try to gain the franchise. It’s
a situation that requires careful study
along with lenders, Harris said, as no one
yet knows what the perception is of cable’s

inherent value in older systems where
prices are at the $7-88 level, or what pro-
portion of subscribers in those areas might
simply be content to stick with a basic ser-
vice if pay were introduced. But for opera-
tors, Harris suggested, there is a necessity
lo engage in rebuilding systems, both to
increase revenues and protect the
franchise. ‘' The time is right now for plan-
ning.”’ he said.

Panel moderator John Saeman, presi-
dent of Daniels Associates, closed the pre-
sentation by noting that the cable industry
is unique in its ability to ‘*“manipulate in-
ternal factors to meet debt service’ and,
in consequence, is ‘‘blessed as an industry
with great dynamics.”’

Greater sense of security for cable

NCTA session says it’s possible
now to make plenty of money
with home-protection services

To some cable operator veterans it might
have seemed like a scene out of the 1960’s
or early 1970’s. There was that talk of two-
way interactive services cable could offer
subscribers, and of burglar and fire alarm
systems. It was all so much ‘‘blue sky”’
then, and it opened a credibility gap the
cable industry hasn’t completely bridged
yet. But this time—at a session of the
NCTA convention last week—those doing
the talking were, it seemed, really serious.

After all, there was an investment
analyst predicting that security systems
could become ‘‘the most profitable’’ ser-
vice cable systems could offer.

If that wasn’t enough, there was the
owner of an alarm system company plead-
ing with cable operators to do no more
than provide the channel capacity for com-
panies like his. Don’t actually compete
with alarm system companies, he said.
That seemed like the kind of plea that
would have cable operators rushing into
the alarm business.

Then. too, there was Robert Schmidt,
former president of NCTA, who now
heads Communications Technology Man-

Blue sky again? The potential of cable as a condutt for burglar and fire
alarm signals and computer software was discussed at a technical ses-
sion by (I-r) Robert Tenten, engineering director, Manhattan Cabie TV,
New York; Thomas D. Smith, operations director, Communications Pro-

agement. He was still fulfilling the role of
statesman: ‘‘We’re not in the cable busi-
ness; we’'re in the communications busi-
ness,’ he said. To those with fresh memo-
ries of blue-sky talk, that might have
sounded suspicious—except that Schmidt
said he has his own plans to experiment
with a two-way system, complete with a
computer terminal in the home.

The session, on ‘‘nonentertainment
services,' was billed in the convention
program as one that would feature a dis-
cussion of the ‘‘personal security market
[that] offers enormous potential for prof-
it.”” It attracted an audience of several
hundred who heard from those who had
been there.

Michael Corboy, president of TOCOM,
of Dallas, which is regarded as a pioneer
and leader in the provision of two-way, in-
teractive services, reported on the com-
pany’s experiences over the past eight
years in installing security systems. Thus
far, it has installed systems in 35 cities
around the country and five in Canada,
and plans to use them as the basis for add-
on data services. And to the bottom-line
question of, ‘**Can you make money?” he
responded, *‘l think we’re in the process
of proving it He said, as far as price is
concerned, subscriber resistance is not en-

countered until the asking price hits $20 a
month. ‘“Where there are good demo-
graphics and discretionary income,’ he
said, ‘‘there is business’’

Corboy also said he was ‘“‘delighted”
that Warner-Amex Cable Corp. has en-
tered the home security field. ‘It has
given us more credibility,”’ he said.

According to its senior vice president for
new business development, Miklos B.
Korodi, Warner-Amex is delighted, too. It
has designed and developed a proprietary
system in connection with its Qube two-
way project in Columbus that Korodi said
will ‘‘set a precedent for the industry.”’
One feature involves the use of the
telephone line as a backup for the Warner-
Amex cable that is connected to the com-
puter terminal in the home.

Business, Korodi indicated, is booming.
He said Warner Amex began marketing
the burglar and fire alarm system six
months ago, has already installed it in
1,000 homes, and is continuing to make
sales at a clip of 40-60 systems a week.
Even local fire houses have installed the
system, he said. Nor is it an item for the
affluent. Korodi said some subscribers

earn $15,000 a year and live in $45,000
houses.

Corboy said there are three approaches
cable systems can take in getting into the
business—leasing a channel for the ser-
vice, engaging in a joint venture with a
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ducts Group, Scientific-Atlanta: Charles Déges. manager, subscriber ter-
minal engineer, and Kenneth Coleman, vice prestdent marketing, Jerrold
Electronics. C.B. Shrock, president, CabieBus Systems, was also on the
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partner., or owning the system outright.
George Smith, of Smith Alarm Systems
Inc., of Dallas, expressed the hope cable
operators would decide to restrict them-
selves 1o providing channels for those in
the alarm business. ““We’re excited about
the prospects of using an alternate security
system,” he said. ‘‘We've had trouble with
Bell. Their rates increase, intervention at
the FCC is very costly, and Bell places our
problems on a low priority.”

But, he said, he was disappointed when
he found some cable operators were com-
peting for security business. Some, in fact,
would not even grant access to their chan-
nels while competing. In any event, Smith
said, security business is not a good one
for cable operators. [U's very com petitive,
consumers are reluctant to buy, and costs
of insurance, to guard against suits result-
ing from system failure, is very high. ‘‘In-
stead of competing, we should work
together to provide services to the public,”
Smith said. “‘You’ll be richer, we’ll be
richer, and the public will be better
served.”’

For his part, Schmidt seemed at |east as
much concerned with what he called *‘vi-
sion’’ as with profits. He spoke of the cable
industry as having ‘‘a foothold in the en-
vironment of communications.”” The
video path cable has built, he said, can be
converted into several ‘‘revenue streams.”
Cable, he said, ‘‘can offer an alternative to
Bell.”

He cautioned against being ‘‘greedy’ —
against, for instance, denying Smith access
if there is available channel capacity.
Public benefit aside, ‘‘if we are a
monopoly, we should be regulated. [ don’t
want that,”’ he said.

Schmidt was not fixated on security
systems. He saw a whole field of ‘‘retail”’
services available to cable operators—at
least those with the necessary capacity
(and he noted no more than half of the ex-
isting systems have more than 12 chan-
nels). He talked of shopping and banking
from the home via closed circuit televi-
sion, of educational services and of news-
paper distribution by video, as well as of
security systems.

He noted that the cable business once
was accused of selling blue sky, and that
there is a question whether it can deliver
on its promises. But he said he is ‘“‘com-
mitted’’ to such services. And his com-
pany, which is now engaged in research
and development of nonentertainment
services it will later market to cable
systems, will build a two-way interactive
service in Annapolis, Md.

*“We’ll do it with a computer terminal in
the home,” Schmidt said. **1 don’t know if
it will work. But we’ll get the answers.”’

To some in the audience, Anthony
Hoffman, vice president of Bach, Halsey,
Stuart & Shields, seemed particularly per-
suasive. He represents a presumably un-
sentimental investment house, and is
aware of the credibility gap into which ca-
ble tumbled when its spokesmen talked
glibly about two-way services in the not
too distant past. Yet, there he was, talking
of the financial impact nonentertainment
services could have on the future of cable

television, and predicting that security
home systems would become cable’s lead-
ing profit maker. The *‘$50 10 $60 a
month’ a cable operator could charge for
“‘a sophisticated system,”’ he said, ‘‘is
equivalent 1o two or three maxi’s on pay
television.”” And, he said, ‘‘there is no
partner who will take 50% off the top.”

Among the other plusses he sees in se-
curity systems: The healthy reduction in
insurance premiums given homeowners
who install them is ‘‘a powerful selling
tool”” And the presence of an alarm
system in basic cable packages ‘‘virtually
eliminates disconnects.””

Hoffman’s vision was not restricted to
security systems, either. He said cable
systems could be used in ‘‘energy man-
agement” —in monitoring power levels to
guard against blackouts. They couid aiso
be used—and profitably—to monitor
viewing levels of individual stations and
networks.

But there are problems. Hoffman agreed
with Smith that premiums on insurance to
protect against suits in the event of system
failure are expensive. He also said the
employes engaged in providing the se-
curity would have to be bonded —another
expense. And—although Corboy said his
company has the marketing and other
specialists needed to engineer, offer and
maintain security systems— Hoffman said
such skills are not widely available in the
cable industry. “‘They’ll have to be
brought in, and it will be expensive.”

Blue sky, he suggested, doesn’t come
cheap.

Advertising
on cable TV:
It’s working

NCTA panel agrees that feasibility
is no longer the issue and that
this medium is a ditfferent animal
from conventional television

The prospect of extra money to be made
attracted hundreds of delegates to still
another of the NCTA’s SRO sessions last
week, on the subject of advertising. No
one raised the question of whether cable
was to become an advertising medium;
the only question was when, and of what
kind.

One of the panelists—Neil Orr of Cable
Program Services Inc., Reston, Va.—dealt
forthrightly with the when question.
“Cable is an advertising medium of right
now, not of the future,” he declared.
“People are making money at it.”

Earlier, Gabriel Samuels, vice presi-
dent-director of media research for .
Walter Thompson advertising agency in
New York, had dealt with the what kind
question. “It will not be merely another
manifestation of broadcast television”
advertising, he said. Rather, it will be a
medium for “relevant” advertising—rele-
vant both personally and geographically
to a particular viewer.

Programing will be the key to such
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advertising attractiveness, Samuels said.
Size, obviously, is not the attraction.
Those who say such programing will be
hard to find are “totally lacking in
imagination,” he said. “They assume you
need casts of thousands; they assume the
pool of talent is limited. All of these
assumptions are just plain wrong.” The
sources of supply he called “inexhausti-
ble.”

Will advertisers support such program-
ing? Yes, he said, if they find it financially
rewarding. JWT is thinking about
introducing a number of new advertising
forms to cable, including long-form com-
mercials (10 minutes and longer) and
even program-length commercials f@n
hour or longer).

Samuels warned cable operators not to
compete head-to-head with broadcast
television for advertising prospects.
Instead, he recommended they compete
against direct mail, print and radio.

Robert Hosfeldt, executive vice presi-
dent of Gill Cable Inc., San Jose, Calif.,
saved his best line for last: “Remember,”
he said, ‘“‘the systems that connect
together collect together.”’

Hosfeldt described how Gill is intercon-
necting three channels an systems in the
Bay Area, with 230,000 homes now on
line and 500,000 anticipated in the next
year. Gill’s basic premise: that cable has
to deliver a significant percentage of the
standard television ADI in order to be
viable for advertising purposes. (He said
the Gill interconnections could deliver 16
ADI rating points.) “Alone we are not a
salable commodity,”” he said. ‘‘Together
we can be.”

Hosfeldt described the coming wave of
cable advertising as the TV alternative of
the 1980’s. “Broadcasters have become
smug,” he said, and as conventional TV’s
costs per thousand went soaring its cost
effectiveness plummeted.

Neal Orr of Reston advised the cable
operators to concentrate on delivering
results, not numbers. “Once the cycle of
comparing results with expectations has
begun, it continues,” he said. Asked how
to get started with a cable rate card, his
advice was just to publish one and then
negotiate from there. “You’re not any-
thing until you’re something,” he said.

Carl Weinstein, president of the new
Eastman Cable TV Representatives, New
York, an arm of one of the leading radio
representatives, said that cable most
closely approximates magazines in its
appeal—along with “one hour per day
per family more viewing than conven-
tional TV homes.” Eastman already
represents more cable homes than the cir-
culation of Forbes or Psychology Today, he
said—and with similar demographics.

The advertising approach in cable is
that of the rifle rather than the shotgun of
conventional TV, Weinstein said. And
“there are no rules—you can do an 82 1/2
second commercial if you want to.”’

Weinstein established a parallel bet-
ween cable’s advent as a completion of
conventional TV and FM’s emergence in
a medium previously dominated by AM.
“It helped the whole medium grow,” he
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said. “It didn’t fragment and destroy.”

Robert Johnson, president of Black
Entertainment Television (BET),
Washington, told the audience that “if
you want to take a risk, try to sell black
cable subscribers to advertisers. [ can be
bought,” he said.

The market itself should be an attrac-
tive one, he said, citing figures indicating
that the black audience views 68 hours
per week versus 48 hours per week for
w hites. The gross national product repre-
sented by the U.S. black community is
larger than that of 14 nations, he said.

But BET is up against a chicken and egg
problem: “We need advertising dollars to
provide programing,” and “1 don’t even
know how many black cable subscribers
there are.” The cable.industry, he said,
should provide such data.

How will advertisers know if cable
works for them? Responded Samuels of
JWT: “If we putan ad in we’ll know soon
enough if it works. It’s that simple; it
doesn’t require great research; you can
tell at the cash register.”

Too fast to
take a fix?

Research on cable is necessary
for advertising development, but
difficult because of the rate

of growth of this exploding medium

One of the problems in measuring cable
audiences—and one of the reasons no
two research reports seem to agree—is
that the medium is growing so rapidly
that the universe won’t stand still for a
clear picture.

Meanwhile one of the attractions—and,
indeed, the imperatives—of measuring
cable audiences is that the medium is
growing to such dimensions that it’s
becoming attractive as an advertising
vehicle.

Thus the standing-room-only crowd at
least week’s NCTA session devoted to the
grow th of measurement services. The two
major broadcast rating services—w hich
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Make way for advertising. Cable's commerctal(s) prospects were the
subject of bullish discussion last week by (I to 1) Gabnel Samuels of
JWT, Robert Hosfeldt of Gill Cable, Neal Orr of Cable Program Services

anticipate being the two major cable rat-
ing services as well—were represented,
as was Video Probe lndex, a company
specializing in custom as opposed to syn-
dicated research.

Robert Schultz, president of VPI, led off
with the declaration that now is ‘“‘D-Day
for the Rating Services,” preparing for a
multichannel assault on viewing. 1t was,
he said, “assault by consent”—reflecting
the consumer’s eagerness for the program
multiplicity cable affords. Schultz gave
some advance results of a joint Arbitron-
VPI study of new electronic media, due
out this July. Among the more startling
indications: that viewers have a. low
resistance threshold to the introduction
of commercials on movie channels.
Asked about placing commercials bet-
ween movies, 45% said it was a good idea,
30% said it was not, 25% said they didn’t
know. Resistance was somewhat higher
to the idea of commercials during movie
“intermissions”: 35% yes, 44% no, 21% no
opinion. ( Schultz noted the question was
asked in the context of keeping pay cable
fees lower.)

Schultz noted a number of reasons
advertisers would be attracted to pay

Counting the house. Three cable research specialists brought NCTA delegates up to

inc., Carl Weinstein (speaking) of Eastman Cable TV Representalives,
Robert Johnson of Black Entertainment Television and moderator
William Pitney of Cox Cable.

channel consumers. That “‘up-scale”
universe comprises a mix of larger
families, younger household heads, both
hard-to-reach lighter TV viewers and
heavy viewers.

David Harkness of A.C. Nielsen and
Thomas Delaney of Arbitron described
their companies’ independent approaches
to measuring cable. Harkness said
Nielsen was measuring both the broad-
cast and nonbroadcast services, with up
to 10,000 households surveyed per report.
And Delaney, describing Arbitron’s
CAMP—Cable Audience Measurement
Profile—said it was accomplished by
telephone surveys measuring the preced-
ing 24-hour period during the course of a
week. Among findings from one report:
that 67% of the cable homes 0,000, in
this particular case) watched the auto-
mated weather channel during a day, and
78% (35,000) watched during the week.

All the panelists agreed that the ulti-
mate future of cable ratings will be
electronic. But Delaney noted that
the awaited advent of two-way systems is
still along way off, and Schultz remarked
that “l don’t think I'll see it in my
lifetime.”

date on the state of their art. L to r: David Harkness of A.C. Nielsen, Robert Schultz of Video
Probe Index, moderator Chariotle Beales (NCTA's director of research) and (speaking)

Thomas Delaney of Arbitron.
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Optimistic
for 1980

ABC executives expect slight
drop in earnings due to rise

in programing costs and start-up
of video and motion picture
divisions, but expect these

to pay dividends later; see
recession having little effect

ABC Inc. stockholders heard encouraging
words last week about prospects for 1980,

Though both Leonard H Goldenson,
board chairman, and Elton H. Rule, presi-
dent, acknowledged that the recession
would have some effect on earnings in
1980, they expressed confidence that the
negative impact would not be substantial.

Goldenson told stockholders at the an-
nual meeting in New York last Tuesday
(May 20) that although ABC expected
earnings for the full year to be lower than
in 1979, they stitl would be “"high enough
1o make 1980 the second-best year in our
company’s history.”

The two-hour meeting proceeded
smoothly without any outbursts of rancor
on the part of stockholders. Several
shareholders complimented Goldeason
for conducting an informative meeting
and praise even came from an unexpected
quarter. Reed Irvine, president of Ac-
curacy in Media, whose resolution for the
establishment of an ombudsman’s office
at ABC was defeated, congratulated
Goldenson for conducting “‘an excellent
meeting in a fair-minded way.”’

Goldenson explained in detail the
reasons for the expected decline in net in-
come for 1980. He cited the recession as a
primary factor. and added:

*“The competition between the lelevi-
sion networks was unusually intense this
season. While we retained our leadership
in total audience and in the demographic
breakdown most desired by advertisers, we
did lose ground in the highly visible arca
of prime time. A full program effort on
our part was implemented to reverse this
decline.

““We are encountering extraordinary
cost increases in our news service this
year. The presidential selection process
adds markedly to our costs every fourth
year. The cost of covering the crises in the
Persian Gulf has been significant. But out
of this coverage, we have developed a new
news program, Nightline, in the late-eve-
ning period.”’

Goldenson also mentioned the cost in-
volved in starting up two new divisions,
ABC Video Enterprises and ABC Motion
Pictures. He noted that these businesses
appear ‘‘very promising’’ but said “‘they
cannot be expected to return a profit in the
early stages of development”’

He reported that the company is adopt-
ing strict measures to reduce controllable
costs, but said it doesn’t make sense 1o
cancel or defer the efforts that will insure
the company’s future.

In this context, Goldenson referred to

the increased invesiment ABC has been
making to improve its television network
news and to the payments it has made to
obtain the rights to the 1984 Olympics.

“They [the games] represent an invest-
ment in our compelitive slature in every
year from the present through 1984 he
continued. ‘*‘And. in a larger sense, they
are an investment in the vitality of the
free, advertiser-supported television
medium. As independent television sta-
tions and pay television systems become
more aggressive, a lelevision network
must maintain its ability to present the
best atlractions—or else face potential
fragmentation and erosion of its au-
dience.”

Goldenson made it clear that he felt that
ABC Motion Pictures and ABC Video En-
terprises would develop in ways that would
not be directly competitive with broadcast-
ing. He said that through its television,
radio and publishing operations, ABC has
“‘a reservoir of expertise and program
material to build upon.” and insisted these
assets will be a supplement to the com-
paity’s existing broadcasting operations.

He described ABC as being “‘in ex-
cellent financial condition™ despite the
clouded outlook for 1980: At the end of
1979, after-tax return on sales was 7.8%;
alter-tax relurn on shareholders’ equity
was 21% and current assels were more
than three times greater than liabilities.

President Rule provided an overview of
the various operations, concentrating on
ABC Television. He said the television
network continues 1o be the largest single
advertising medium in the world and
finished in a virtual tie [with CBS] for
teadership in over-all viewing.

“But with a significant lead in the
under-55 audience most sought by adver-
tisers,”” Rule pointed out.

He outlined for shareholders some of
the program commitments ABC has made
to bolster its prime-time network TV
schedule for next season, stressed that
ABC has been the leader for nine consecu-
tive guarters in daytime TV and pointed to
excellent progress ABC has made in the
early-morning and late-night time periods.

‘‘As we meel today, the selling season
for the network’s new fall schedule is
about 19 begin.”” Rule told stockholders.
“From all early indications, broadcasting
has proved to be one of the more robust
segments of the economy during reces-
sionary periods, as both new and ex-
perienced advertisers recognize the
necessity of advertising in order to main-
tain market shares. Over-all, the three-net-
work economy is expected L0 grow approx-
imately 13-15% in 1980

Despite the softening general economy,
Rule said he expected good results from
the ABC-owned television stations. the
ABC Radio division and ABC Publishing.

BotiomueLling

Road, Saginaw, will be rented or sold.

prompted abandonment of takeover effort.

theatrical productions.

14% and FM stations, 21%.

Move planned. Meredith Corp. will spend approximately $2.5 million to renovate Goff
building in downtown Saginaw, Mich., and move main studios and administrative office of
its wneM-Ty Bay City-Flint-Saginaw to remodeled facility. Work on project will begin this
summer and is expectled to be completed by spring of 1981. WNeM-Tv will occupy 30,000
square feet of 55,000 in Goff building. Station’'s present studios and offices at 2700 Becker

Take that. Warner Amex Cable Communications Inc., New York, has filed countersuit
against TOCOM Inc., Irving, Tex,, claiming TOCOM patents in cable television are “void and
invalid” and firm has “attempted unfairly to disparage Warner Amex's superior technology
and to influence award of Dallas cable TV franchise in favor.of one of TOCOM's customers”
Warner's countersuit was filed in U.S. District Coutt in Dallas, as was TOCOM's earlier suit
charging Wainer's Columbus, Ohio, Qube system infringed on several TOCOM patents.

Gave up. Filmways Inc. said that proxy fight to take over control of company has been
abandoned by Norman Cohen, New York film producer, and Harold Levy, executive of
Flaggstaff Food Service Corp. (BRoOADCASTING, Aprit 28). Filmways said personal pressures

Taft to expand entertainment group. Taft Broadcasting Co., Cincinnati, has announced
agreement in principle to purchase assets and assume certain liabilities of Schick Sunn
Classic Productions, subsidiary of Frawley Corp., for net cash price of $2.5 miilion. Seller
will retain potential tuture profit participation in Schick Sunn'’s film library up to maximum
of additional $2.5 million. Transaction is subject to execution of definitive agreement,
approval ot board of directors and stockholders of Frawley Corp., and filing of required
government notifications. Schick Sunn’s principal officers are in Salt Lake City. it is creator
of motion picture, “The Life and Times of Grizzly Adams,” and subsequent TV series of
same name. Schick Sunn's film inventory consists of 57 productions made for TV and 22

Big in Big Apple. New York Market Radio Broadcasters Association says that sales in first
quarter of year rose by 16.2% over a record-breaking 1979 quarter. Based on resuits from
24 major stations in market, NYMRAD reported that national/regional sales forged ahead
by 50% and local safes by 12%. The organization said AM stations posted an increase of
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Silverman and
Pfeiffer: with
a little bit

of luck ...

NBC chiefs think they’ve got
what it takes next season

to keep on improving—a mix
that addresses changes in
viewer tastes and needs

NBC President Fred Silverman went 1o
Los Angeles last week looking forward to
his 1980 meeting with his television affili-
ates ‘“‘much the same way a turkey looks
forward to Thanksgiving”’ It had not been
a good year for the beleaguered executive,
and, in sharp contrast to the affiliate meet-
ings held earlier by CBS-TV and ABC-TV,
the NBC meeting last Monday and Tues-
day was quiet, subdued, even, at times,
funereal.

In his Tuesday speech, Silverman
claimed that the 1980 fall schedule was
‘‘the most competitive prime-time
schedule since the 1974-75 season. In ad-
dition, the changes we are making in
daytime, in late night, in the children’s
area and in news throughout the broadcast
day will strengthen us sign-on to sign-off”’

Last year, Silverman claimed that NBC
had the chance to win three and possibly
. four nights of the broadcast week. He also
told a story about the Christmas tree in
Rockefeller Center and then made his oft-
quoted prediction that NBC would lead the
networks by the end of this calendar year.
There were no such claims last week.

Instead, Silverman and Chairman Jane
Pfeiffer spoke of ‘‘class’’ and of
“‘character’’ and ‘‘new directions.”’

“NBC is changing television right
before your eyes,” Silverman and she said,
picking up on the network’s advertising
slogan that was heard throughout much of
the two days of speeches. He addressed the
network competition as well as the new
technologies that will come to compete
with the networks in the coming decade.

“l believe our new fall schedule suc-
cessfully navigates changing and tradi-
tional viewer needs,’ he said. ‘*Our ap-
proach recognizes the intensely competi-
tive aspects of 1980-81 —and it sets us
firmly on course for long-term leadership
in the new television environment of this
decade.”’

Much of Silverman’s speech dealt with
what he termed the successes of NBC last
year—an over-all increase in viewers, im-
proved viewership among younger groups,
improvements in sports and daytime, new
aggressiveness at NBC News,
reintroduction of major cultural program-

Programing

the -

Pleiffer

ing to commercial television, as well as the
“‘proud failures’’ of United States, The Big
Show and Skag.

But certainly the most pointed of
Silverman’s remarks were directed to the
coming age of television, the ever more
intense competition among the networks
and the new technologies.

Commercial television and NBC, he
said, ‘‘must develop and broadcast the
kind of programs that are not available
elsewhere, and that other services cannot
provide. We must distinguish ourselves
with programs and personalities that are
unique to us, that we have developed our-
selves, that say to the public: ‘Don’t miss
this; you can’t get it anywhere else.” "’

‘““What | am saying is that we are posi-
tioning ourselves for the future. We are
laying claim to it by trying new things, by
being bold, by having a fall schedule that
puts a premium on changing the face of
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television, not just applying new make-up.
And we are doing it morning, noon and
night”’ he said.

“NBC is the only one of the three net-
works taking the chances in going for what
truly is different on television. And 1 will
tell you right now, our future in this busi-
ness and our survival in this business de-
pend on it. There aren’t just two other net-
works out there, there is a growing assort-
ment of new technologies, pay cable,
subscription television, videodisks and all
the rest. And they are dealing in many of
the same programs we deal in—movies,
sports events, entertainment specials.

*“[ am tired of hearing that the revolu-
tion is in technology. A delivery system
only gets something somewhere, and that
something is programing, whether it gets
to us by satellite, cable or carrier pigeon.

“‘So, let’s look at the real problems of
the future—our programs against their



programs. As the prices of major motion
pictures and the rights of major sports
evenls move into the stratosphere it will
become increasingly difficult 10 acquire
product of this kind. [ can assure you that
we will still go after blockbuster films and
major sports events. We may not always
succeed. But if we plan the right way—and
we will—our future will not depend on ac-
quiring product from other media and
other fields.”

Among the 700-plus in attendance last
week, the mood was subdued as well.
There was liltle expectation in the air and,
in contrast to last year’s meeting, little
feeling that Silverman was about to usher
in an era of unsurpassed leadership. There
was still hope among the delegates that
their fortunes were on the rise, and they
were, indeed, pleased with the network’s
better performance in 1979-80. Still, one
delegate summed up what seemed the
consensus of the group: *‘It’s the only net-
work we have, and he’s the only president
we’ve got.”’

In her Monday speech, Pfeiffer turned
the rhetoric away from numbers and the
quantitative criteria of the television busi-
ness. ‘*‘“NBC has made a commitment to be
the very best in everything it undertakes,
to achieve success and to innovate,’ she
said.

“There is at NBC today a strong new
sense of pride in performance, an across-
the-board attitude of building, a pervasive
climate in which talent can flourish.’ she
said.

There was a reasonable candor among
the NBC executives last week. Unlike the
meetings of the other networks, the public
and private comments of NBC officials
demonstrated that, to a large extent, they
were not glossing over the network’s gen-
erally poor position in the three-way com-
petition.

““What more can [ say?’’ said Silverman.
“‘All the elementsare in place —the people,
the programs, the philosophy, the strategy.
And with this, the commitment to quality
and innovation that sets NBC apart.

“What we have to do now is work
together—you and we —a proud collabora-
tion to make it happen. We are firmly on
course—and 1 still have my eye on that
Christmas tree.”’

Tartikoff:
nowhere to
go but up

Programer tells NBC-TV affiliates
how he hopes new schedule will
play off opponents’ weaknesses
and build network’s momentum

NBC Entertainment President Brandon
Tartikoff, standing before the network’s
affiliates last week in Los Angeles, at-
tempted to mollify the criticism that has
been leveled at the network’s prime-time
schedule for the fall. He admitted that the
1980-81 line-up ‘‘is probably one of the
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Tartikoft

most important and controversial NBC
schedules of all time’’ and that it is
“different than a lot of people—critics,
competitors and suppliers—thought it
would look like’

In the schedule released earlier this
month, NBC renewed a number of pro-
grams performing in the mid-20s-au-
dience-share range and failed to deliver
any new, and promised, half-hour situa-
tion comedies.

““What have they been putting in the
drinking water in Burbank?’’ asked a self-
effacing Tartikoff.

Of the marginal shows, Tartikoff said
that The Misadventures of Sheriff Lobo
(Tuesday. 8-9 p.m. NYT), Buck Rogers in
the 25th Century (Saturday, 8-9), Here’s
Boomer (Friday, 8-8:30) and Facts of Life
(Friday, 8:30-9) were ‘‘all trending up-
ward.”’

“All have attractive demographic make-
up and are growing in previously
depressed time periods,” he said. He also
pointed out that NBC’s hit of the season
just ended, Real People, started out with a
25 share and that two years ago CHiPs was
in the 26-share neighborhood.

“*As for comedy on NBC.” he said, ‘‘we
have four half hours on this schedule—
versus two a year ago.”’ He also said that
two new programs, Harper Valley PTA.
and Hill Street Blues, were hour com-
edies—giving the network six hours of the
genre.

NBC will be adding five new programs
to its series schedule. All but one of the
new shows, Hill Street, first appeared on
the network as either a made-for-televi-
sion movie or as a special presentation.
Excerpts from the new shows were seen by
affiliates last week, but only Hill Street’s
pilot was seen in its entirety.

In addition to Tartikoff’s presentation of
the prime-time schedule, he also pre-
sented a complete line-up of theatrical
films, made-for-television movies,
specials and series highlights for the entire
1980-81 season, September through May
(page 57).

As the only new show screened last
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week, Hill Street Blues (Saturday, 10-11)
attracted most of the attention during the
presentation last week. A gritty, realistic
portrayal of life in a big-city police station,
the program marks a distinct departure for
its production company, MTM En-
terprises. The pilot was exceptionally
violent, with one scene of two officers
being shot leaving the audience momen-
tarily stunned. Despite Tartikoff’s descrip-
tion of the show as a ‘‘comedy-drama”
and the clever touches of humor similar to
that of MTM’s Lou Grant, several in the
audience failed to see the comedic ele-
ments of the program. “‘{t wasn’t very fun-
ny,’ said one affiliate. ‘‘It sure was
different,” said another.

Grant Tinker, president of MTM, de-
fended the show, however. Saying that it is
really modeled after Barney Miller; but in
a more realistic mode, Tinker suggested
that later episodes will become lighter.

The program is scheduled opposite
ABC-TV’s Fantasy Island and CBS-TV’s
new Secrets of Midland Heights, two dis-
tinctively different types of programs.
Steve Bochco and Mike Kozell are the pro-
ducers.

Other programs new to
schedule include:

Harper Valley PTA. (Tuesday, 9-10) —
Coming off the lead-in of a revamped
Lobo, this Universal Television hour is yet
another of the rural-oriented programs
that dominate the new crop of shows for
the year. Based on a movie hit of last
season, Valley features Barbara Eden in
her first series lead since I Dream of -Jean-
nie. Sam Denoff and Cynthia Cherback
are the producers.

Flamingo Road (Tuesday, 10-11)—
Lorimar Productions makes it three
prime-time serials for three networks with
this remake of the old Joan Crawford
movie. Michael Fillerman is executive pro-
ducer, and Edward Feldman is producer.

Thursday Games (Thursday, 8-9)—
NBC Sports and executive producer Don
Ohlmeyer move into the prime-time mag-
azine field with this montage of off-beat
sporting events. ‘It will not contribute to
‘trash sports’ on television,” declared Tar-
tikoff. ‘It is unlike anything else on televi-
sion.”” It will debut in August.

Speak Up America (Friday, 9-10)—
After two episodes of this George Schlat-
ter production aired, many affiliates com-
plained about the show’s lack of balance.
[t was the subject of more discussion at the
closed affiliate-network meeting on Tues-
day afternoon than any other new pro-
gram. Affiliates were especially concerned
about possible fairness doctrine com-
plaints, and some affiliates accused it of
being ‘‘antibusiness’” and ‘‘anticapital-
ism.”” NBC officials assured the delegates
that the program would be balanced in the
fall. 1t, too, will debut in August.

In addition to introducing the new pro-
grams, Tartikoff went through the week
night-by-night to explain the network’s
programing rationale for the fall. Monday,
generally a good night for the network,
returns intact. **Our Tuesday night looks
just like CBS’s Friday night,” he said. “‘It’s
got a comedy-action-adventure early in

the NBC



the evening and an adult serial at 10. We
hope to do as well as CBS does on Friday
and think we can.”” Wednesday has a com-
plete line-up of returning shows. ‘‘We not
only expect to be competitive on Wednes-
day, we expect to win.’ Thursday will be
relying on the sports series and a new
movie block. Tartikoff is hoping that

Thursday Games will ‘“‘cut into The
Waltons and the weakened Mork and Min-
dyj?

On Friday, NBC is playing off
demographics. The network is betting
that its early comedies will effectively com-
pete against more adult-oriented shows on
ABC and Incredible Hulk on CBS. Later
in the evening, opposite CBS’s blockbust-
ing Dukes of Hazzard and Dallas and
ABC’s movie, NBC is countering with in-
formational programing including the
thrice-moved Prime Time Friday. Satur-
day will see a revamped Buck Rogers lead-
ing off a pot-pourri of program types, in-
cluding a rural-oriented BJ and the Bear
and an urban-oriented Hill Street.

Sunday will be of interest, Tartikoff
noted, because the 27-year-old Disney
show will become a showplace for the pro-
duction company’s move into new pro-
gram directions, as it has done in the past
two years in the movie business. CHiPs re-
mains at 8-9 against whay may shape into
the slugfest of the season— ABC’s
Charlie’s Angels versus CBS’s established
comedies.

Programing, not
delivery, counts,
says Mulholland

NBC Television Network chief
tells affiliates company is

not getting into cable, predicts
tougher network competition

in all dayparts for next 10 years

““NBC intends to stay in the business it
knows best—free. over-the-air, advertiser
supported broadcasting.” said Robert E.
Mulholland. president of the NBC Televi-
sion Network. to his affiliates last week in
Los Angeles. “‘NBC isn't going to an-
nounce a new cable division a few days
after the close of its affiliate convention.
The delivery system is not what counts.
It’s what you deliver that counts—your
programs. Technology is no substitute for
creativity.”

Mulholland’s comments were made at
the opening session of the network’s con-
ference. the last of this spring’s round of
meeltings between each of the three televi-
sion networks and affiliates. He billed his
présentation as a ‘‘state of the network™
address. and, in many ways, it lived up to
that. Mulholland recounted the progress
that he and other NBC executives felt that
NBC made in the 1979-80 season and at-
tempted to prepare the stations for what he
and others said would be ‘‘the most com-
petitive 10 years in the history of this in-
dustry.”

That competition, most clearly evident

Mulholland

last year in the race for prime-time domi-
nance which NBC lost. will extend to “‘ev-
ery minute of the broadcast day and every
day of the broadcast year and every year of
the decade.”” Mulholland said.

“The old ways will no longer do.”’ he
continued. “‘And the new ways—and
words — will become obsolete overnight as
we enter this new era of competilion and
change.

“The jargon of our business—blunting
and stunting. ridgepoles and lentpoles.
First season and second season. All these
that describe today's competition will
change and be replaced with new jargon to
describe the new competition of the new
decade.”

Part of that new era of television.
Mulholland suggested. was the new com-
petition among the three commercial net-
works. Citing the tighter three-way com-
petition, Mulholland called the new, closer
contest ‘‘the ultimate sign of the 80’s.”’

*“The days of daypart dominance by any
network are ending,”” he declared.

And, further citing NBC’s ratings
progress in the past year. Mulholland said
that the network is committed to ‘‘innova-
tion, creativity and leadership.”

“We mean it when we say NBC is
changing television right before your
eyes,”” he concluded.

NBC-TV lays out
a year’s worth
of movies, specials

Hoping to stick to schedule,
network gives season’s dates

Shogun, the 12-hour miniseries based on
James Clavell’s epic of Japan, will kick off
the 1980-81 television season for NBC-TV
as a three-hour Big Event Sunday, Sept.14,
it was announced last week at the net-
work’s affiliate meeting in Los Angeles.
The miniseries leads a list of specials,
movies, made-for-television films, other
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miniseries and special series episodes for
the new year announced last week.

In an unusual departure from tradition,
NBC revealed its complete package of
nonseries programing for the entire
season, September to May. NBC officials
acknowledged that as much as half of the
list could change through the year, but, as
of last week, the network was declaring
that the schedule would be aired virtually
intact.

September will include the miniseries,
Backstairs at the White House, as well as
Shogun. Movies include ‘‘Boys from
Brazil.” ‘‘Eyes of Laura Mars’’ and
““‘Gauntlet.”” Specials include a Bob Hope
fall television season preview, the annual
Johnny Carson anniversary, the Emmy
awards, an NBC Theater presentation, the
Miss America pageant and a Shogun pre-
view. Series highlights will include a one-
hour Here’s Boomer (‘‘Boomer at the
Miss America Pageant’’), a two-part Buck
Rogers, a two-hour season premiere of B.J
and the Bear, a two-part Little House with
the marriage of characters Laura and
Almanzo, a two-part Lobo (‘‘Lobo Moves
to Atlanta’’), crossover premieres of
Diff'rent Strokes, Facts of Life and San-
ford, a three-part opening for Hill Street
Blues and a two-hour CHiPs special.

In addition to the World Series, October
will see the six-hour miniseries, Beulah
Land, and the made-for-television version
of The Diary of Anne Frank. Theatrical
films include ‘‘Julia,’ ‘‘Magic’’ and
“‘Sophia,’ the autobiography of actress
Sophia Loren, in which she will play both
herself and her mother.

The critical November ratings sweeps
will include ‘‘All the President’s Men,”
““The Day JFK Died,” ‘‘Paradise Alley”
and ‘‘Flight of the Enola Gay’’ Specials
will come from Bob Hope, Alan King and
George Burns.

The February sweeps include ‘‘Charlie
Smith: The Oldest Living American,” *‘I
Was Elvis’s Girlfriend,” ‘‘Smokey and the
Bandit’’ and **World War I11.”” Mel Brooks
will present his first television special, and
there will be other specials with Lucille
Ball, magicians Siegfried and Roy, Frank
Sinatra and Steve Martin. Bob Hope,
Johnny Carson and George Burns will pre-
sent Love Letter to Jack Benny. Two Pro-
ject Peacocks, the network’s new semi-
weekly prime-time anthology of children’s
programs, will also air.

Other movies set to air during the
season include: “‘Movie Movie,’ *“‘Act of
Love,” “Rage,’ ‘‘Damien: The Leper
Priest,”” “*Scout’s Honor,’ “‘Of Mice and
Men,” *‘New York, New York,’ “‘Goldie
and the Boxer Go to Hollywood,” ““The
Boys in Company C,)’ ‘“‘Kent State,’
*‘Family Reunion,” ‘“‘Revenge of the
Stepford Wives™ and ‘“‘High Times.”

Other specials will feature Fred Astaire,
Debby Boone, Mac Davis, Doug Henning,
Dean Martin and the Osmond family.

Three Live from Studio 8H presenta-
tions are planned—the Broadway musical,
“‘Ain’t Misbehavin’, >’ and a concert that
tells about America’s past through popular
music. Zubin Mehta and the New York
Philharmonic will also return to the series.



Miss USA wins
week for CBS

Beauty pageant helps network
capture week ended May 18;
ABC is second, NBC third

With four winning nights and five of the
week’s top-10 programs, led by the Miss
U.S.A. Beauty Pageant, CBS-TV turned in
the leading prime-time average for the
week ended May 18.

The scores were CBS 17.4 rating/30.6
share; ABC-TV 16.6/28.6, and NBC-TV
14.5/25.1.

Despite a competitive improvement a
week earlier (BROADCASTING., May 19),
NBC fell back to a distant third, with only
two of its shows— Little House on the
Prairie (22.7/36) and Real People
(18.6/32) —managing to come in about
the 30-share mark.

Program leaders of the week were CBS’s
Miss USA Beauty Pageant (23.7/39) and
60 Minutes (23.6/43); ABC’s Three’s
Company (23.5/38). NBC’s Little House
on the Prairie (22.7/36), CBS's M*A*S*H
(21.8/33). and Jeffersons (19.7/31);
ABC’s Laverne & Shirley (19.6/34) and
Taxi (19.6/32); CBS’s Alice (19.5/31) and
the ABC movie, ‘“‘Looking for Mr. Good-
bar’’ (19.4/33).

Elsewhere, CBS found success devoting
all of Wednesday prime time to the movie,
Haywire (17.9/34). But NBC’s similar
scheduling move the following night with
the three-hour FDR’s Last Year suffered
from Miss U.S.A. and other competition,
bringing only a 13.8/24.

Against ABC’s ‘“*Goodbar’ movie and
CBS’s regular line-up, even Marilyn
Monroe’s story couldn’t get out of third.
Part one of the NBC miniseries, Moviola,
““This Year's Blonde,” was third-placed on
Sunday at 16.8/27. And if that wasn’t bad
enough. the ‘“‘Flamingo Road" movie,
earlier in the week on Monday, dropped 10
share points from its Little House lead-in,
earning a 16.1/26. NBC likely was count-
ing on a stronger introduction for what will
become a series in the fall.

CBS took Wednesday, Thursday, Friday
and Sunday; ABC won Tuesday and Satur-
day, and NBC claimed Monday.

May sweeps standings through the week
from Arbitron gave CBS 16.8; ABC 16.5,
and NBC 15.0. From Nielsen, they were
CBS 16.8; ABC 16.3, and NBC 14.9. Ar-
bitron started counting April 30; Nielsen
began a day later.

PSA performance
and preferences

A survey of television stations nationwide
reveals that the average number of public
service announcements run in a typical
week per station is 205.

The survey. conducted by Planned
Communications Services Inc.. solicited
data from 419 stations on their preferences

for PSA’s. Results showed that stations air
spots an average of 29 times, with close 1o
63% of the spots running during daytime
hours. By comparison. 10.9% run during
prime time. and only 3.4% run during late
fringe time.

Of those responding to the survey. 67%
said they prefer receiving 30-second spots.
while the 10-second PSA was the least
favored. In addition. the most preferred
format was 16 mm film, with three-
quarter-inch tape and slide/script being
the least favored formats.

When asked what types of PSA's for
special audiences they would like to
receive. 78% said (hey want spots directed
at children. Other preferences were PSA's
for older citizens. handicapped and
minorities.

For special subjects. the grealest interest
was for energy conservation spols, with
drug abuse. crime prevention and health
close behind.

BBC drops Time-Life
to renegotiate contract

BBC officials in London said last week that
the surprise announcement to terminate
the agreement with Time-Life (BROAD-
CASTING. May 5) is largely a negotiating
move.

According to a BBC source, officials ex-

pect Time-Life to offer fresh terms for
the partnership. At present, Time-Lite
acts as the agent for BBC programs in the
United States and Latin America.

There is concern among BBC officials
that with Time-Life’s own expanding
portfolio of programs, BBC material is
‘‘taking a back seat.”” There is particular
interest in changing the currently ex-
clusive nature of the partnership. With
what they see as major changes upcoming
in American television, BBC people are
anxious to assure that they have flexibility
in U.S. sales.

Sources said, however, that the BBC was
not upset over the failure to secure many
sales for BBC programs in commercial
television —most programs go to the
Public Broadcasting Service instead.

The sudden cancellation, which because
of the contract terms will not take effect
for two years, is in sharp contrast to the
BBC attitude a year ago when the partner-
ship was renewed, to run until 1985. The
renewal came with a series of co-produc-
tion projects with a total budget of $50
million. Alasdair Milne, managing direc-
tor of BBC Television, said the projects
should have dispelled any ideas that the
partnership had gone “‘limp.”

BBC officials said there are no negotia-
tions taking place with any outside parties,
reinforcing the suggestion that the BBC
wants to remain with Time-Life, but on
different terms.

during contest.

Middelveen at (212) 354-4144.

9578.

by the Oak Ridge Boys on MCA.

Pleyusack

Upping the odds. WasHiFM) Washington, D.C. recently awarded Mercedes-Benz 450D to
winner of its Kollege of Rock ‘n’ Roll Knowledge promotion, on air for past month, Of 25,000
entnes station received, 4,500 were handwritten by winner of contest, Michael J. Cortese,
midshipman at U.S. Naval Academy. Cortese correctly identified five songs broadcast

Economics for people. As a Matter Of Fact, daily, two-to-three-minute radio
commentaries by economics professors and scholars, is being offered by International
Center for Economic Policy Studies in New York. Series is offered free and is currently
heard in 35 states on over 100 stations, including woxitFm Atlanta, wTixiam) New Orleans,
waxy(FM) Fort Lauderdale, Fla., and wwostrmi Philadelphia. Program deals with current
policy 1ssues and trends and has included such titles as “Windfalls and Windbags,” “How
To Create an Energy Crisis” and “The Schmoo, R.I.P.. " For information, contact Lynne P

Tune in to tune up. Bill's Car Care, two-minute, daily radio program, offers advice on do-
it-yourself auto mechanics. Program is adapted from nightly, 60-minute call-in program
hosted by master mechanic and teacher, Bill Adelsberger. Series deals with problems
most often raised on Adeisberger’s program and.is planned to cover most typical problems
in four major weather zones. Available to stations in U.S. and Canada, program offers
market exclusivity on first-come, first-served basis. information: Charles Fuller, (312) 579-

First fives. The top five records in contemporary radio airplay, as reported by
BroaDCASTING's Playlist: (1) Biggest Part Of My Life by Ambrosia on Warner Bros.; (2) Lost
In Love by Air Supply on Arista; (3) Hurts So Bad by'Linda Ronstadt on Asylum; (4) Call Me
by Blondie on Chrysalis; (5) Funky Town by Lipps, Inc. on Casablanca. The top five in
country radio airplay: (1) Lucky Meby Anne Murray on Capitol; (2) Don 't Fall In Love by
Kenny Rogers and Kim Carmes on United Artists; (3) Good Old Boys Like Me by Don
Williams on MCA; (4) My Heart by Ronnie Milsap on RCA; (5) Trying To Love Two Women
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Bates picks CBS
as fall winner

Agency predicts four-tenths
of a point prime-time win
for network in 1980; notes
over-all drop in viewing

by young adult category

Ted Bates & Co., New York, projects that
CBS-TV will edge out ABC-TV for the
leadership spot for regular prime-time
series during the fourth quarter of 1980,

Bates estimates that CBS-TV will lead
the trio with an average audience rating of
19.4, followed by ABC-TV, 19.0, and
NBC-TV, 17.4. Compared with the fourth
quarter of 1978, Bates says, these esti-
mates show a 7% increase for CBS-TV, a
9% decrease for ABC-TV and a 2% dip for
NBC-TV.

Assessing the fourth quarter 18-49 age
group ratings of regular prime-time series,
Bates predicts that ABC-TV will retain its
number-one spot with an average rating of
13.5, which represents a decline of 18%
from fourth-quarter 1978. CBS is in sec-
ond position with 12.9, a jump of 7% over
the fall of 1978, while NBC-TV is in third
with an 11.9 rating, the same as two years
ago.

Bates rates each of the program series in
prime time on the basis of share points:
failure (26 or less), borderline (27-29),
success (30-34) and smash (35 plus).

Bates tabs Three's Company as ABC’s
only ‘‘smash.”” The ‘‘success’’ shows are:
That’s Incredible, Monday Night Football,
Happy Days, Laverne and Shirley, Too
Close for Comfort, Hart To Hart, Eight Is
Enough, Taxi, Soap, Vegas, Mork and
Mindy, Bosom Buddies, Barney Miller, It’s
A Living, 20/20, Love Boat, Fantasy Is-
land and Sunday movie. No ‘‘borderline”’
shows are picked, but ‘‘failures’ are Ben-
son, But I'm a Big Girl Now, Friday
movie, Breaking Away, Those Amazing
Animals and Charlie’s Angels.

_Bates lists five “‘smash’’ shows for CBS-

TV: M*A*S*H, Dukes of Hazzard, Dallas,
60 Minutes and Archie Bunker’s Place.
The *‘success’ programs chosen: House
Calls, Lou Grant, Tuesday movie, Mag-
num, Knot’s Landing, Incredible Hulk,
Midland Heights, One Day At a Time,
Alice, The Jeffersons and Trapper John,
M.D. Tabbed as “‘borderline’’: Wednesday
movie, The Waltons, WKRP in Cincin-
nati, Tim Conway, and Freebie and the
Bean. In the ‘‘failure™ calegory: Flo,
Ladies Man, White Shadow and Enos.

There are no ‘‘smash’’ series on NBC-
TV, according to Bates. Picked as “‘suc-
cess’’ programs are: Little House on the
Prairie, Real People, Diffrent Strokes,
Chips and Big Event. In the ‘‘borderline”’
group: Monday movie, Lobo, Harper
Valley, Flamingo Road, Sanford, Quincy,
Here's Boomer, Buck Rogers and B.J and
the Bear Slotted for ‘‘failure’: Thursday
Games, Thursday movie, Facts of Life,
Speak Up America, Prime Time, Hill
Street Blues and Disney’s World.

Monilen’!

Revamp. Johnny Carson gets half-hour off under his new Tonight contract, and Tomorrow,
late-night interview show, will be expanded and altered to fill void, it was announced last
week-during NBC-TV affiliates meeting. Under new format, show willtbecome’ :
ente,ftainment-new‘s—inlokrmation magazine in'90-minute version, beginning at 12:30 a:m.
NYT. In addition to other changes, new program setto start up in Septeémber when Carson
goes to one hour will-include at least two “news burstsbrief up-to-minute news segments,

=
Here’s David. New 90-minute The David Letterman Show will debut June 23 (10-11:30
a.m. NYT).on NBC-TV with weekly commentaries from columnist Jimmy-Breslin and
Senator William Proxmire (D-Wis ). Regulars:in cast include Letterman, comedians Edie
McClurg, Valeri Bromfield and Bob Sarlatte. Mark Goldstein will be show's “On the Road”
reporter, and Wil Shriner-will supply film and video features. NBC News correspondent
Edwin Newman will supply two news updates for live show. '

=,

On line. CBS-TV announced fast week it had ordered. 10 new episodes of Palmerstown
U.S.A.; seven episodes of which aired in spring. Norman'L.ear and Alex (Roots) Haley are
executive producers of Haley-TAT series. No changes in show’s staff are planned, CBS
said. '

Gl
Moving along. Failing to sel any of eight series pilots to any of networks, Columbia
Pictures Television top executives are jumping ship in droves. President Larry White
announced plans to react’iyalehls_independent production company with agreement to
produce for-Columbia. Executive Vice President Tom Tannenbaum-named president, MGM
Television. Ed Gradinger, senior vice president for business affairs, named group executive
vice president, 20th Century-Fox Television —jeining former Columbia producer, Harris
Katleman, who was named chairman of Fox TV division, earlier in year.Columbia had five
pilots with.NBC-TV, two with CBS-TV and one with ABC-TV.

B

In MPC’s camp. Jerry Paris, while continuing as producer/director for Paramount's Happy
Days, has taken on other role with Metromedia Producers Corp. He's s»gned there for
development of TV movies and series.

- O
‘Runaway’ success. Capital Cities Television Productions.last week was claiming more
than 97% clearance and 194 TV stations forlatest Capital Cities Special Report,
"Runaway." It's largest station tally for-Capcities special, and producer/distributor believes
it could be biggest ad-hoc network for syndicated public-affairs special. Air-date for barler
special is Thursday (May 29).

| ]
Cassette numbers. International Tape Association, New: York, is compiling data on sales
of home video programs through cooperation of 24 ITA member firms: Data should be
available by late summer or early:fail. Cooperating firms include Columbia Pictures Home
Entertainment, Walt Disney Productions, Time-Life Video, United Artists Corp,, Universal-
Pictures, Video.Corp. of America: and Warner S Home Video Inc..

From PTV to ABC. “French Chef" Julia Chlld has joined staff of ABC-TV's GoodMornmg
America. Chlld who became national celebrity-with her program on Public Broadcasting
Service, will offer recipes, cooking'advice and kitchen tips in two three-minute segments.
weekly: Also, ABC correspondent Hughes Rudd will begm making once-weekly
appearances on morning show. [

o .
Thirteen include ‘10. Bo Derek film is among 13 movies Warner Bros. Television has
announced will be released to pay-TV market from July through October. Aside from “10"
{available Sept. 2}, others are *Every Which Way But Loose;"*The Main Event,” "Going in
Style” “Just Tell Me What You Want" “An-Enemy ot the People; “The Ace’ “Heart Beat"
“Hooper," “The Music Man; “W|Ily Wonka and the Chocolate Factory “The Gumball Rally”
and "‘Blume in Love

0

. Methodists on new tack. United Methodisl Church has given go-ahead to-$25-miltion

venture into TV station ownership and program syndication. Plan was authorized in
Indianapolis at quadrennial general conference of 9.7-million-member denomination. It
calls for ownership.and operation of station, from which profits would be channeled into
tax-exempt foundation that would fund Methodist-oriented programs for syndication to
othercommercial-outlets. Decision is departure from position of other.main-line Protestant
denominations that believe broadcasts should be cooperatively produced, should contain
no denominational bias and should be carried free by stations in fulfilment of pUbIIC
service responsnbnlat:es
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NCTA’s war stars

Three mini-debates engage
convention: on marketing,
advertising and tiering

Cable borrowed a page from the early days
of broadcast television when the NCTA
convention staged ‘‘The Great Program-
ing and Marketing Debates of the 80’s,” a
series that drew its motif from old boxing
telecasts. Complete with its own cham-
pionship ring, boxing gloves, bell and
robed combatants, and sporting names
like Fighting Ted and Maxi Mauler, the
promise of hard-hitting discussions of
three ‘‘heavyweight issues’’ —cable adver-
tising, premium product marketing and
specialized program services—drew an
SRO crowd.

The first event on the card pitied
Anthony Cox, senior vice president of
Home Box Office, against John Sie, senior
vice president of Showtime, with ringside
post-bout commentary from Robert
McGoarty of Warner Amex Satellite En-
tertainment and James Brown of Womet-
co. The debate itself reprised arguments
that HBO and Showtime each advanced in
their own press conferences earlier in the
convention (see page 61). Cox
argued that offering subscribers two maxi
services, which he called ‘‘bundling,’’ as
opposed to ‘‘true tiering,”’ led to viewer
perceptions of high duplication and conse-
quently to disconnects—at least for the
second service. HBO’s new Cinemax ser-
vice, which Cox claimed is tailored to com-
plement HBO, was presented as an exam-
ple of true tiering. Cox closed by suggest-
ing that if Showtime and Warner Amex
‘‘really believe in maxi-maxi,’’ they
shouid each start their own second service.

Sie countered by asserting that
Showtime was a betler second service o
combine with HBO than Cinemax could
ever be, because it offered the same type
of programing as HBO, with its
acknowledged appeal, but with “‘different
titles’* and low duplication. Sie contended
that actual system experience showed the
number of disconnects in maxi-maxi
situations was low and that people are
satisfied. Cinemax, Sie charged, is really
aimed at a fringe audience, different from
the HBO core, and consequently wouldn’t
help operators maximize their incremental
revenues.

Wometco’s Brown turned the question
on its head in his commentary, saying the
real question was how many maxi and
mini services a system should carry. He
advised his colleagues to ‘“add as many as
possible and as soon as possible”” An ex-
ample he used to illustrate his point im-
pressed many in the audience: one
Womelco system, he says, offers four pre-
mium services, with a $34 monthly tag for
the full set, and 20% of the pay subscribers
take all four. ‘‘Let the marketplace
decide,”’” Brown concluded—a philosophy
also adopted by McGoarty of Warner
Amex, who added that the individual
operator would know his local area better

s,

Bell-ringer. A main bout that would have been more comfortable in the Dallas convention
center's arena packed delegates into one of the side rooms last Tuesday afternoon. There
were three “Greatl Program and Marketing Debates,” of which this was the first. In the ning
to slug out the maxi-maxi battle were (I to ) John Sie of Showtime, referee Mark Van
Loucks of United Cable Television and Anthony Cox of HBO (at podium).

than any network could.

A somewhat surprising attitude toward
advertising on cable was presented in the
second ‘‘debate,”’ involving Robert Ro-
sencrans of UA-Columbia and Ted Turner
of Turner Broadcasting and the Cable
News Network. Both indicated a less
bullish attitude toward that type of cable
revenue than was expressed in other
forums at the NCTA (see page 43).

Rosencrans, particularly, was bearish on
the subject. Although he acknowledged
that advertising will play a role in the
medium’s future, it cannot be the role, he
said. **This industry will depend first for
its financial support on the cable operator,
not the advertiser,” Rosencrans said. And
he admonished the audience to remember
that ‘‘the one thing we are not is a broad-
caster ... tied to a single frequency. Ad
dollars do not support our medium . .. the
advertiser is not the key, and will never be
the key.’

Rosencrans emphasized his belief that
basic cable was the backbone of that
medium’s appeal. “The most important
thing that we have is our channel capacity,
sustained by the monthly fee. The whole
thrust of [cable’s effort] must be to justify
and reinforce the value of basic service.
Without it, there would be none of the
other services.”’

Turner spoke principally of CNN’s im-
minent debut—a service to be supported
both by subscriber fees and advertising (so
far, only Bristol-Myers is aboard in a big
way). ‘‘Over-the-air advertisers have put a
premium on quantity, not quality,” Turner
said, adding a familiar slam at the broad-
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casting industry by saying ‘‘they [the net-
works] will film the murders of their own
mothers to get those ratings. They will do
it without compunction—and the adver-
tisers of America will buy it”’

Noting that cable operators could hope
for spot dollars, Turner said CNN could
not. **We're limited to the Procter & Gam-
bles and the Colgates and the General
Foods—all of which are here present, but
none of which have done anything yet.”

Turner did have one CNN success story
to relay. A Honolulu system that will pay
$50,000 to carry CNN through the end of
1980 has already sold the entire coverage
for $80,000, he said.

Should all the specialized services now
available to cable operators be placed in a
single service or be tiered?

That was the question put to Mark
Savage, president of Tulsa (Okla.) Cable
Television, and Gregory J. Liptak, senior
vice president of operations for the Times
Mirror Co., in the third *‘debate.”

Savage saw cable television service in
terms of ‘‘a pyramid, with a strong broad
base supporting other services.”’ Tulsa has
‘‘one tier—HBO-—but the pyramid is
growing’’ It has added 18 services in the
past three and a half years and will soon
add others, including Cable News Network
and Cineamerica.

Liptak said 1979 was known as ‘‘the
year of the tier,” and 1980, *‘the year the
tier became clear”’ He listed the program
descriptions being bruited about: **maxi,”’
‘‘maxi-mini,” ‘“‘maxi-maxi-mini.”’ ‘‘maxi-
maxi-maxi-mini.”> But for Liptak, he is
“‘in favor of a basic cable tiering grouping



in an optional package at an extra price in
the cable marketplace.”’

From the floor, there were the com-
ments of Lawrence Howe, vice president-
cable programing, of American Television
& Communications Corp., Englewood,
Colo.., and Graham Moore, director of cor-
porate marketing services, Tele-Com-
munications Inc.. of Denver.

Howe said he favors six to eight services
in various tiers, with pay television on top,
and supported by a basic service. ATC also
sells advertising and doesn’t worry about
losing control as a result; the advertising
helps cover costs.

Moore suggested that cable operators
remember the fundamentals of their busi-
ness—that it is ‘“a medium of choice.’” one
in which the consumer ‘‘can pick what he
wants.” And the suggestion of some that
cable should offer ‘‘a basic service,”” he
said, recalls the old argument: “‘You can’t
sell it if you have been giving it away.”

Showtime’s time

Pay programer announces new
shows with Ralph Nader,
Ed McMahon, John Byner

Showtime wasted no time in leveling its
gung at HBO’s new Cinemax service. A
Moni,day press conference had Showtime
president Jeffrey Reiss tagging his service
as ‘‘the best programed single market pay
television service, therefore the most
profitable dual service.” It was theme
later repeated during the Great Debates
(page 60).

As against a package such as HBO’s
Cinemax, Reiss called Showtime*‘‘a full-
service pay television network,’’ one
whose ‘‘program package is composed of
targetted segments designed in total to ap-
peal to the largest pay television au-
dience.”

In announcing Showtime’s new plans,
the company’s senior vice president of
programing and operations, Jules
Haimovitz, struck a note that commercial
broadcasters have been saying for years:
although ‘‘theatrical films will remain the
backbone of our schedule’’ . .. the way to
keep the subscribers that movies attract
‘‘is through series—both anthological and
episodic ... series will insure that con-
sumers will tune into Showtime on a regu-
lar basis.”” Indeed the big draw at the con-
ference was the presence of the star of a
pilot for a possible Showtime series, Ralph
Nader: For the People.

The proposed format would have Nader
going head to head in debates with ‘‘titans
of government and industry.”” Though no
titans have yel agreed to appear, Nader
named Herbert Schmertz, vice president,
public affairs, of Mobil Oil, and John
Swearingen, head of Standard Oil of In-
diana, as among the types of individuals
he hoped would join him on the program.
Other segments of the program would pre-
sent ‘“‘field reports’’ —investigative jour-
nalism pieces, show ‘‘models of superior
performance,”’ and provide ‘‘mobilization

process’’ information—showing people
how to go about ‘‘getting things done’’
about particular issues.

Another Showtime series announced at
the convention is Bizarre—an ‘‘offbeat
comedy series’’ starring John Byner set
for a fall premiere. Showtime has made a
24-episode commitment, whjch Haimovitz
called ‘‘unprecedented” for pay TV. Ex-
ecutive producers are Allan Blye and Bob
Einstein in association with the Canadian
Broadcasting Corporation.

David Sheehan’s Hollywood will join
Showtime in September following a one-
hour special from Cannes, and Army
Archerd will host another series pilot,
The Best Joke I Ever Heard, described as a
‘‘laugh packed tribute to the joke.”

Showtime even taped a pilot at the con-
vention, for a variety program titled The
Ed McMahon and Company to star the
familiar Tonight Show personality.

HBO adds
a hew service

It announces new, all-movie
service, Cinemax, with features

‘aimed at different viewers in

different parts of the day

Home Box Office is offering a new pay
television service that it says is designed to
complement its basic foundation service
and avoid what an HBO news release calls
the ‘*drawbacks’ of ‘‘bundling’’—the
packaging of several pay services that are
each designed as a foundation service.
HBO’s new Cinemax, as it is called, is an
all-movie service that includes films
chosen for their appeal to selected rather
than mass audiences. HBO describes
Cinemax as the pay industry’s first ‘‘true
tier”’

(HBO offered its own definition of foun-
dation, bundled and tiered services. A
“‘foundation’’ service, it said, is a maxi
pay TV service providing product with
broad audience appeal. A ‘‘bundled’’ ser-
vice is two or more compelitive foundation
services offered as one package. A
‘“tiered”’ service is two or more noncoms-
petitive services offered as one package,
consisting of a foundation service and a
maxi service. What is a “‘maxi’’ service?
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Showhime's Reiss with Nader

One for which a cable operator would
charge about $8 a month, according to an
HBO executive, and one with more pro-
graming hours per day than a “‘mini’’ pay
TV service—3$3 10 $4 a month.)

The Cinemax service was announced at
a press conference in Dallas on Sunday
(May 18) as the National Cable Television
Association’s 29th convention was gelling
under way. The announcement, in a small,
crowded room in Dallas’s convention
center, was overshadowed by the spectacu-
lar multimedia presentation at Loew’s
Anatole hotel that the joint venture of four
motion picture companies and Getty Oil
Co. used to introduce Premiere, ils new
pay lelevision service (see ‘“‘Top of the
Week”’). But HBO was able to announce
that Cinemax was off to a strong start.
James O. Heyworth, HBO president, said
20 cable television companies, ranging
from single systems to MSO’s, had com-
mitted themselves to the new service.

HBO is making Cinemax an indepen-
dent service, but is promoting it as com-
plementary to the HBO foundation ser-
vice. In that connection, HBO said its
research indicates viewers perceive
duplication of product in ‘‘bundled”
markets. Cinemax, on the other hand, is
said to provide ‘‘viewing options which
augment the HBO foundation service.”

Cinemax will offer family and children’s
movies. more classics and foreign films
than are seen on HBO, action-oriented
R’s. special interest features and selected
“‘blockbusters.”’ X-rated films will not be
in the mix. All told, Cinemax will offer, on
average, |8 new titles a month.

But, although it has the ability to pro-
vide programing entirely different from
that seen on HBO., Angela Shapiro,
vice president and general manager,
program services, said there would be 30%
duplication over a 12-month period.

Different titles are not all that set
Cinemax apart from HBO. It will offer ex-
tended programing hours during daytime
and late-night hours not programed by
HBO, and programs will be scheduled to
match different audiences during the
day—for instance, women’s films between
10 a.m. and 1 p.m.; children’s, between 4
p.m. and 8 p.m., and adult (PG and R),
between 8 p.m. and sign-off.

The basic rate formula at which HBO is
offering the service is $3.20 per subscriber



There’s no business like .. NCTA staged its own mini-spectaculars in
Dallas last week, the first during the opening session on Sunday and

plus 35% of any retail rate in excess of $7.
There also will be volume discounts.

Discussion of the price brought from
Irving Kahn. of Broadband Communica-
tions, who was in the audience, the obser-
vation that pay cable operators are not
charging enough. He said he thought
Cinemax ‘‘can be terrific.” and plans to
offer it **at $12.50 a month or more. All of
us."‘he added. ‘‘have underpriced our pay
service.”’

But he also had a word of advice for the
HBO officials present, including Chairman
Nick Nicholas. Don’t offer Cinemax and
HBO as a **brother and sister act,” he said.
Cinemax. he said, ‘‘is different; it will pick
up a different part of the audience. But tie
them together, and you’re defeating your
own best interest”’ Kahn noted that
Cinemax would be offered as a third tier
on his systems—presumably atop both
HBO and Showtime—and he didn’t want
10 be forced to tie two of those offerings
together.

Industry honors

Steve Allen helps NCTA hand out
individual and Ace awards;
UA’s Rosencrans gets DAA

NCTA’s own ‘‘Big Event” last week was
the Tuesday night awards presentation
with Steve Allen as M.C. There was some
tension in the air after a late-arriving
Dionne Warwick showed up minutes
before she was due on stage and had a tiff
with her producer, and some weariness as
the event wore on, but all in all, the even-
ing was adjudged a success.

NCTA presented its first Distinguished
Achievement Award, bestowed upon one
whose achievements have revolutionized
the cable television industry through a
programing mode. It went to Robert Ro-
sencrans, president of UA-Columbia, for
his achievements in connection with the
development of satellite programing for
cable, and for his role in creating C-Span.

There were eight National Awards pre-
sentations, then the President’s Awards,
followed by the Awards for Cablecasting
Excellence, or Ace Awards.

The national awards and their winners:

Walter Kaitz Award—Spencer R. Kaitz, general
counsel and executive secretary of the California
Community Television Association.

Outstanding Committee Chairman Awards—Ken-
neth S. Gunter, executive vice president of UA-Col-
umbia Cablevision Inc.. San Angelo, Tex.

Engineenng Award tor Outstanding Achievement in
Operations—Harold Rosen, vice president,
engineenng, Hughes Aircraft Co. Space and Com-
munications Group, El Segundo. Calif,

Engineering Award for Outstanding Achievement in
Development— Kenneth S. Gunter.

Robert H. Beisswenger Memonal Award —Sidney
Topol, president and chairman of the board, Scien-
tific-Atlanta Inc,, Atlanta.

Jerry Greene Memorial Award —Brian P. Lamb,
president and chief operating officer, C-Span,
Arlington, Va.

Idell Kaitz Award — Gail F. Sermersheim, regional
director, Home Box Otfice Inc, Atlanta.

Larry Boggs Award —Robert Rosencrans, presi-
dent, UA-Columbia Cablevision inc., Westport, Conn.

President’s awards were given to Ted
Turner, chairman of the Turner Broad-
casting System, William B. Strange, vice
president of Sammons Communication
and Charles S. Walsh, partner in the law
firm of Fleishman and Walsh.

The Ace awards and their winners: ’

Excellence in community programing —Suburban
Cablevision, East Orange, N.J. Greg Vandervort,
program direclor.

Excellence in community involvement in program-
ing— Berks Cable Co., Reading, Pa. Bruce Shaak,
program director.

Excellence for a single program: documentary or
public affairs—Marin Il, San Rafael, Calif.. Point
Bonita: The Last Manned Lighthouse, Peter Rafalow,
director of community programing.

Excellence tor a single program: sports —Warner
Qube, Columbus, Ohio, The All-American Soap Box
Derby, Janice Hines and Peter Tours, producers, Scott
Kurnit, executive producer.

Excellence for a single program: entertainment—
Durham Cablevision, Durham, N.C, Channe! 86
News Fest, David Reid, program director and
TeleFrance-USA, New York, Ladies and Gentle-
men: The Legendary Josephine Baker, Jean-Claude
Baker, vice president and executive producer.

Excellence tor a single program: educational of in-
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again, with the same cast of singers and dancers. at the “Big Event”
awards ceremony Tuesday night. Steve Allen (at left) was the M.C.

structional — Marin W, Things Father Never Told You,
Peter Rafalow.

Excellence for a stngle program: unclassified —
Marin ll, Christmas in Marin, Peter Rafalow.

Excellence tn a program series: documentary or
pubhc affairs—-Warner Qube, Columbus,
Qubesumers Mean Business, John Steinberg, pro-
ducer.

Excellence in a program series: sports— Suburban
Cablevision, Action Arena, Greg Vandervort,

Excellence in a program senes: entertainment—
Marin Il, Showcase II, Peter Rafalow and Warner
Amex Satellite Entertainment Corp., New York,
America Goes Bananaz, Sandy Kavanaugh. program
director.

Excellence in a program sernes: news—Guam Ca-
ble TV, Agana, Guam, Cable News, Lee Holmes,
president.

Excellence in a program series: children’'s—
Warner Amex, Pinwheel, Sandy Kavanaugh.

Excellence in a program series: educational or in-
structional — Continental Cablevision of New
Hampshire, Concord, N-H., I Like Kids Creating, Gre-
gory Uhrin, program director.

Excellence in a program seres: unclasstfied—
Warner Qube, Coiumbus, Ohio, Someone Wants to
Know, Carole Stevenson, producer.

Excellence \n a pay cable program: general enter-
tainment—Home Box Office, New York, Standing
Room Only: Here It Is, Burlesque! Michael Brandman,
producer.

Excellence 1in a pay cable program: music enter-
tainment —Showtime Entertainment, New York, On
Tour: Willie Nelson Plays Lake Tahoe, Charles Bra-
verman, producer.

Excellence in a pay cable program: sports —Home
Box Oftice, SportsScene, Tim Braine, producer
Michael Fuchs, executive producer.

Excellence in a pay cable program: unclassified —
Home Box Oftice, Time Was ... the 1930%, Bruce
Cohn, producer.

There were 1wo special recognition
awards. The first was presented to those
men and women whose efforts went into
the production and distribution of A Con-
versation with the President, between par-
licipants at last year’s NCTA convention
in Las Vegas and President Carter at the
White House. The executive producer for
that program, involving 12 cable and com-
munications companies, was Bob Luff,
vice president of engineering, U A-Colum-
bia Cablevision.

The second special recognition award
went to Whaling City Cable TV of New
Bedford, Mass., for Panorama De Por-
tugal, Joseph Langhan, program director.



Law & Regulation”

Snowballing technology too much for regulators?

NCTA panel features Washington
policymakers who point to
problem of keeping up with change

For a long time. there’s been evidence that
lelecommunications technology has been
developing at a rale exceeding govern-
ment’s ability 1o review and make changes
in its basic telecommunications policy.
There was further testimony at last week’s
NCTA convention that the situation
hasn't changed.

Winston E. Himsworth Jr.. vice presi-
dent of the Salomon Bros. investment
firm. pointed out. al one general session.
that companies like AT&T and IBM. once
thought of as representing different indus-
tries, are compeling in an ever growing
number of areas—in both hardware and
services—in what is now considered the
“information industry.””

And FCC Chairman Charles D. Ferris.
appearing on videotape in an interview
with William J. Bresnan. president of
Teleprompter Cable TV (recorded before
the chairman left for a visit to the People’s
Republic of China), said the commission
is having trouble sorting out and categoriz-
ing the emerging service. At a time when
the commission has separate bureaus for
broadcasting. cable television. common
carrier and private radio, he said. it must
deal with domestic broadcast satellites that
embody fealures applicable 1o each. In-
deed. at the end of the century, he pre-
dicted. “‘there will be a merger of all ser-
vices, including broadcasting.™

Yet. Congress—while regarding efforis
by the FCC and the courts to deal with the
changing nature of telecommunications
services as a ‘‘usurpation’’ of its function,
as Senator Harrison Schmitt (R-N.M.) put
it—is unable to conclude work on basic
revision of the 1934 Communications Acl.
Representative Timothy Wirth (D-Colo.).
of the House Communications Subcom-
mittee, said that four years after the panel

Himsworlh Wiley

began work on Chairman Lionel Van
Deerlin’s (D-Calif.) ‘‘attic-to-basement’™
overhaul of the Communications Act, il is

© within “*a couple of weeks'™ of final mark-

up of a measure limited Lo common carrier
aclivities—based on a bill drafted by
Wirth. He said finishing touches are being
pul to language defining the role AT&T
may play as a regulated and as an unregul-
ated entity. And Wirth seemed confident
that the bill could move through the parent
Commerce Committee and to the House
floor in reasonably prompt order.

But Schmitt., a member of the Senate
Communications Subcommittee. is no
longer optimistic about chances of con-
gressional action this year on basic com-
munications legisfation. He said the
Senate version is not ready for mark-up.
And. he said. ‘‘the chance that we can gel
through [a Senate-House conference on
the legislation]. even if bills are passed. is
very small. Time is against us.” The Re-
publican and Democratic conventions will
interrupt Congress for a week in July and
again in August, and adjournment is ex-
pected in Oclober.

There is also basic disagreement bet-
ween the House and Senate over the scope
of the legislation. While the House sub-
committee jettisoned brodcasting and ca-
ble provisions rather than let controversy
over them bar action on the common car-
rier section, the Senate bill deals with
broadcasting, and Schmitt said limiting the
bill to common carrier would be a mistake.
“There is a link between broadcasting and
common carrier,” he said.

Among the members of the panel there
was genera!l acceptance of the by-now
commonly held view that deregulation is
the wise course to follow. Ferris. for ins-
tance. in his videolaped remarks. stressed
the marketplace approach to regulation. **1

hope FCC actions will assume thal none of |

the participants will be handicapped and |,

that the race will be decided by the

Bresnan
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energies of the participants rather than by
predelermination of government.”’

But former FCC Chairman Richard E.
Wiley. who is now praclicing law in Wash-
ington, pointed out thal, for the cable in-
dustry, long hobbled by regulations
designed to protect broadcasters. obliga-
tions as well as benefits are involved.*

What. he wondered, would be the cable
industry’s response o the entry of new.
competitive telecommunications tech-
nologies — videodisks, direct broadcast
satellites and viewdata, among others. *‘I
feel federal regulation should be as limited
as possible.”” he said. ‘1 hope your
response will be to compete in the
marketplace. not in the FCC or on Capitol
Hilt™

But Wiley. who led the commission into
the era of ‘‘rereguylation’ in the
mid-1970's, when *‘deregulation’” was not
popular as it is today, would not shelve all
regulatory tools, at least where AT&T is
concerned. He noted that the commission
has adopted rules permitling AT&T to
enter some fields previously denied it—
compuler and information-exchange ser-
vices (BROADCASTING. April 14). But he
said neither Congress nor the FCC should
permit AT&T lo take advantage of its uni-
que siructure as a partially regulated
monopoly in its competition with others in
nonregulated areas.

One area in which Congress will not
turn AT&T loose is programing, an area
from which it is now banned. Wirth said
that, as a policy matter, the House bill
makes clear that ‘‘Bell may not originate
mass media service that may influence the
public.”” And mass media refers
specifically to broadcasting, cable televi-
sion, pay television, print or electronic
communication. *‘It goes beyond the com-
petitive issue.’ Wirth said. ““The Bell
system can’t be in control of information
that goes out to 220 million people.”

However. as Schmitt indicated. it won't

Schmitt



be until the next Congress. at the earliesl.
that legislation containing that prohibition !
as part of a new congressional mandate
regarding telecommunications policy will
be enacted.

The quarreling
over copyright

At NCTA, congressmen argue that
FCC must hold up drive to
deregulate cable further while

Hill takes a look at schedule

of payments to rights holders

Two members of Congress traveled to
Dallas last week 1o explain to cable televi-
sion operators why they have asked the
FCC to delay action on the NCTA's pro-
‘posal to deregulate cable 1elevision. Three
other members of the panel. designed to
discuss signal carriage and copyright.
argued thal delay was unnecessary if not
pointless. [t wasn’t until the moderator.
Monroe Rifkin. president and chairman of
American Television & Communications.
invited questions from the audience that a
broadcaster and a copyright owner could
offer their views.

Representative Robert Kastenmeier (D-
Wis.). chairman of the House Subcom-
mitiee on Courts, Civil Liberties and the
Administration of Justice, said he had
asked the FCC to hold off on proposals to
repeal the distant signal and syndicated ex-
clusivity rules until the Copyright Royalty
Tribunal. created under the 1976
Copyright Act. completed a review of the
rates charged cable television operators
under their compulsory licenses (BROAD-
CASTING. March 24). The review is being
made in light of inflation and changes in
subscriber rates since 1978, when Lhe
copyright law became effective.

But Kastenmeier said adoption of the
commission proposals might be construed
as altering existing conditions to such an

extent as to require a change in the
copyright law. Indeed. he said. ‘‘we have
been importuned by broadcasters and
copyright owners™' to provide the tribunal
with ‘“‘more latitude to render economic
justice.”” He said broadcasting. copyright
owners and professional sporis interests
feel they have been disadvantaged by
developments since the acl was passed—
the success of Ted Turner's satellite-aided
superstation concept, for instance.

Kastenmeier said he has no position on
the merits of the commission’s proposals.
But. he said. he has asked FCC Chairman
Charles D. Ferris for a meeting to discuss
the matter. Ferris has told Kastenmeier
the commission will not defer action on
the proposals.

Representative George Danielson (D-
Calif.). another member of the subcom-
mittee who asked the commission to
postpone action, said the subcommittee is
““trying to make sure property right is pro-
tected.”” Congress. he said. adopted a for-
mula for copyright payment without
knowing the fair market value of the pro-
perly rights involved. “*We don’t know if
it's good. We want to review it."”

On the other hand, he suggested a for-
mula to determine a fair rate: Use the
figures that cable systems are willing to pay
for programing and for which producers
are willing to sell. But he confessed he
does not know what. if anything. Congress
will do. Danielson does know, however.
that it won't be this year. **We will adjourn
in October.” he said.

Then the audience heard three speakers
who saw no need for the commission to
delay action-

Wiltard R. (Randy) Nichols, chief of the
FCC’s Cable Television Bureau, said the
unfair competition argument that had
been used to justify commission regula-
tion of cable television had been wiped out
by the Copyright Act of 1976 and its im-
position of copyright liability on cable
systems. and the fear that cable would
have a deleterious effect on broadcasting

had been rebutied by commission studies.

Furthermore. he said. the FCC’'s pro-
posed action should not have an effect on
the tribunal. **Their relationship should go
the other way —adoption of the [copyright]
law requires the commission 1o review the
rules.”” he said, because the rules “‘were
only a substitute for copyright liability.”

Alan Pearce, an economic consultant
formerly on the commission's staff, said
all that is required of the commission and
Congress in the copyright area is to con-
tinue monitoring the situation. For the
moment, he said. all parties involved in
the programing issue—cable Lelevision.
broadcasters and program suppliers—are
prospering. He said. in fact. that producers
are selling their product *‘at record profits™
as they have learned how 1o make broad-
casters bid against one another for
malerial. He said prices have gone as high
as $325.000 per episode for Laverne and
Shirley.

Nor did Barry Simon. general counsel of
Teleprompter Corp.., take issue with
Nichols or Pearce. ‘*‘Money is coming in™
under the rate schedule contained in the
legislation—$14 million is to be divided
among copyright owners. once the tri-
bunal can resolve how the pie should be
apportioned among them. ““The amount
of money received will go higher.”” he said.
‘*and the tribunal is functioning.”

Let the commission repeal the rules and
the tribunal do ‘*what it was supposed to
do—review in light of FCC changes.’
Simon said. ‘“When that task is com-
pleted. we will be able to say whether a
change in the copyright law is appropri-
ate.”

The only rebuttal came from members
of the audience.

A broadcaster who is also a member of
the National Association of Broadcasters
copyright commitiee. David Polinger of
wrIX-Tv New York. said that if Kasten-
meier and Danielson ‘‘continue 1o review
the tribunal’s activities. we'd be grateful.”
He said the five-member tribunal, which

Who pays whom how much. Representative George E. Danielson (D-
Calif.) addresses an NCTA session on signal carriage and copyrnight.
Willard R. Nichols, chief of the FCC’s Cable Television Bureau, and
moderator Monroe Rifkin, president and chairman of American Televi-

York, are to his left.
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sion & Communications, Denver, are on Danielson’s right, and Alan
Pearce, economic consultant, Representative Robert Kastenmeier (D-
Wis.), and Barry Simon, general counsel of Teleprompter Corp., New



lacks professional assistance. is over-
whelmed by its present task of reviewing
cable rates. even withou! considering the
rules changes proposed by the commis-
sion. “*We hope you'll realize there are
limitations.”

Polinger also disputed some of Pearce’s
conclusions regarding cable’s impact on
broadcasting. In New York. he said. ‘‘eight
rating points have been lost to cable televi-
sion—one million people out of 12
million.”” And although Pearce said he had
not mentioned audience siphoning.
Polinger said. ‘‘some very large numbers
of audience are gone."" But Polinger wasn’t
entirely unhappy about cable’s success.
““We're in cable. oo, so it’s OK."

The copyright owners had a spokesman
in Bud Yorkin. vice president of a caucus
of independent producers in California.
His response to Pearce’s talk of
“‘skyrocketing’® prices for syndicated
material was that. “‘of all shows produced.
only 12 to 14 get into syndication.”” He
said it is ‘‘impossible’ 10 divide the $14
million the cable operators have paid in
copyright payments, and he took issue
with Pearce's picture of unrelieved
prosperity among those involved in pro-
graming, ‘‘We average 65%-70%
unemployment. To say everything is fine,
[that] everyone is making money. is not a
fact.”

Van Deerlin says

cable can’t rest
on its laurels

Potential for corruption could

make franchising a time bomb,

he warns NCTA; he also tells
convention-goers that the medium
must pay more to rights holders and
move beyond being ‘giant antenna’

Representative Lionel Van Deerlin (D-
Calif.), chairman of the House Com-
municalions Subcommiliee, who lasl year,
in Las Vegas, told the cable industry it
ought to give in to retransmission consent,
was nevertheless invited back to address
the NCTA convention in Dallas last week.
This year he told the cable operators it was
time to clean up their act in franchising.

Bracing his audience on that subject, he
said ‘‘industry observers know that
franchising fights are growing increasingly
fierce and, in some cases, simply corrupt.”
He noted that the Communications Sub-
committee was getting an increasing num-
ber of calls from city officials and reporters
who “*fear that their cities are about to be
ripped off by a combination of greedy ca-
ble operators, local officials and business-
men.”’

“I’m sure that many of you read the sto-
ry in the Texas Monthly about the
franchising fiasco in Houston,”” Van
Deerlin continued. **That report is a glar-
ing exception to the collection of favorable
press clips your industry has accumulated
over the last few years. Read that story.

Van Deerlin

Remember that even one major franchis-
ing scandal can seriously damage your en-
tire industry.”’

The congressman commended NCTA
for joining forces with the National League
of Cities to try to do something to guide
and/or police the process. But he didn’t
stop with that pat on the back. He under-
scored his view of the seriousness of the
matter by adding: “‘It suggests you're not
wasting your time trying to decide how
you will react to a major scandal, but are
bent on preventing that scandal by striking
clean, ethical deals. You're making sure
that at future conventions your industry is
still regarded as reputable, still promising,
still run by men and women of intelligence
and skill. You have fought hard to achieve
your independence,” Van Deerlin said.
““You must fight equally hard to preserve
it.”

The potential of disaster at the hands of
a franchising scandal was one of three
themes around which Van Deerlin built
his speech. The other two: copyright and
the specialized services cable might add to
its mix.

Addressing the first, Van Deerlin made
it clear he still felt cable was falling short
of its obligation to compensate copyright
owners for the programing it retransmits
from broadcasi stalions: Although
acknowledging that the 1976 Copyright
Act called for what he called ‘‘token con-
cessions to full liability,” Van Deerlin said
the industry would have to go beyond that.
Regardless of what the FCC does in
response lo its own consideration of
retransmission consent, he said that Con-
gress, ‘‘sooner rather than later,” will have
to revise copyright policy for cable.

*“The Copyright Royalty Tribunal is not
working,’ Van Deerlin said. ‘*‘Nor should
it,” he added. His position is that such
compensation arrangements belong in the
private sector.

Van Deerlin emphasized that those ser-
vices that are truly cable’s own are the key
to the industry’s continued success. *‘l
don’t think it is unreasonable to assume
that even the most addicted video junkie
has only a finite capacity for entertain-
ment,” he said. To hold subscribers over
the long haul he cited the need to ‘‘dis-
cover new applications for broadband tech-
nology”” Those that caught his fancy—
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cited from a franchise application in Port-
land, Ore.—are packet-switching data
transmission (o provide institutional
subscribers with business services, access
to the Telenet computer network and an
information retrieval service (in that in-
stance, Telidon, the Canadian teletext and
videotext system).

Van Deerlin said that both SBS-Tymnet
and Cablesystems Pacific—the two com-
panies vying for the Portland franchise—
“have refused 1o see cable as just a giant
TV antenna or an alternative to network
fare ... they have refused to keep cable
tied to the broadcasters’ apron strings.”’

Early in his speech, recalling a four-
years-earlier NCTA convention in Dallas,
Van Deerlin recalled that ‘“‘the FCC had
crippled your industry, almost to the point
of paralysis, with a slew of regulations.
Wittingly or not, the FCC had become the
broadcasters’ shill, passing off as sound
public policy what was nothing more than
marketplace protection for the networks
and their affiliates.”” A series of hearings
begun by the Communications Subcom-
miltee that year, he said, resulted in the
wave of cable deregulation that continues
to this day.

Citing the industry’s dramatic growth
since then, Van Deerlin characterized ca-
ble as now ‘‘flying high—in mid-leap be-
tween the minor and the major leagues.”

Rewrite eulogy

NCTA hears House Communications
Subcommittee staffers report on
affect death of legislation will

have on cable, including possible
growth of AT&T competition

House Communications Subcommittee
staff members, invited to the NCTA con-
vention to discuss the Communications
Act rewrile and its implications for the ca-
ble industry, could only, in effect, offer a
kind of last rites. Communications Act
revision, as others from Washington had
already made clear, is dead for this Con-
gress, the staffers indicated. Bul in the
death of the bill there are ominous im-
plications for the cable industry.

The implications involve AT&T, the
giant $50-billion-a-year company whose
very mention as a possible competitor of
the $1.5-billion a year cable industry
seemed to send ripples of uneasiness
through any convention audience that
heard it.

Harry M. (Chip) Shooshan, chief
counsel for the subcommittee staff, pre-
dicted AT&T would reorganize itself and
enter the information business, in accord-
ance with major rule changes adopted by
the FCC (BROADCASTING, April 14).
*“But,”’ Shooshan said, ‘‘you won’t find
the same protection [against unfair com-
petition by AT&T] as in Congress. So,
while we may spend more time debating
legislation, you'll find AT&T in the
marketplace with fewer protections than
now.”’

Indeed, Charles Jackson, staff engineer,



CABLE PRO

TELEVIS

N PERFORMANICE

Capitol comments. Some of the word from Washington heard at the NCTA convention
was brought by members of the House Communications Subcommittee statf. Addressing
a "breakfast with” session is Bernard Wunder Jr, minority statf counsel. At left: Harry M.
(Chip) Shooshan, outgoing counsel and staff director. On the right: Charles Jackson, staff
engineer, and the session’s host, Richard S. Leghorn, president of Cape Cod Cablevision,

South Yarmouth, Mass.

said anyone building teletext or PBX
systems is ‘‘already competing with
AT&T”

Concern over the unleashing of AT&T
without what the staffers regard as ade-
quate protection for the rest of the indus-
try was not the only regret expressed over
the fate of the rewrite, on which work
began almost four years ago. Another was
the decision, last fall, to drop broadcasting
and cable television provisions in the hope
that action would speed passage of a com-
mon carrier bill.

‘I would prefer to have Congress elimi-
nate cable regulation,’ Shooshan said.
““There is no need for it. The search for
perfection.” he added, ‘‘may not have
been wise,” perhaps self-defeating.

But with or without legislation, he said,
cable faces increased competition—from
pay television, MDS and direct broadcast
satellites, in terms of programing, and
from telephone company and broadcasters
in the transmission of information ser-
vices. Such competition, however, should
be viewed as ‘‘an opporlunity,’ not a
threat, Shooshan said. For instance, he
said, cable should call on broadcasters to
use their special programing skills to fill
some channels.

Shooshan, who has announced plans to
leave his subcommittee post this summer,
took the occasion to say his farewell, as a
representative of government, to the cable
industry. And he tied it in with an appeal
for understanding of the effort (o revise
the Communications Act.

“I'd be wary of those who say, ‘Govern-
ment is out to get you.’ Congress, he
said, is dealing with a number of different
groups—broadcasters and motion picture
people, among them —and is attempting to
resolve conflicting interests.

“New legislation is needed,” Shooshan
said. And, he added, efforts will be made
Lo pass it.

For the industry, Richard S. Leghorn,
president of Cape Cod Cablevision, of
South Yarmouth, Mass., who moderated
the panel, offered Shooshan a kind word.

‘“We have had our differences.”’ he said,
“‘but you’re the champion of cable
deregulation—and have been, since
1976.°

Cable vs. telco’s

CATV wants to keep FCC

out of franchising, but at same
time wants protection from
phone companies that make
promises they don’t keep

just to win franchises

Cable television operators, concerned
about telephone company competition for
franchises in rural areas, face a dilemma.
Or so it appeared at a breakfast session at
the NCTA convention in Dallas last week.
They don’t want the FCC operating as a
“‘super franchising authority,” yet they are
concerned about telephone companies
making promises to obtain commission
authority to operate in rural areas—and
then not keeping them.

Michael B. Isaacs, director of planning
and government affairs for Colony Com-
munications Inc., of Providence, R.l., ex-
pressed concern about the FCC as a
“*super franchiser,” comparing qualifica-
tions of a cable system and a telephone
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company that is seeking a waiver o oper-
ate in a rural area. Commission rules bar
telephone companies from owning
systems in areas they serve. Isaacs’s sug-
gestion was that the commission deal with
the problem by granting waivers on a
county-by-county basis, rather than on the
basis of the entire area served by the com-
pany.

But then there were cable operators in
the audience who complained about
telephone companies they said did not
make good on the kind of service they pro-
mised in pelitioning the commission for a
waiver. Greg Ballard, legal assistant (o
FCC Chairman Charles Ferris, said the
commission does not want to follow up on
telephone company promises. “‘But.” he
said. ‘‘this is a problem, and we may have
to spur local franchising authorities on

Ballard also indicated such problems
could become more complicated. The
commission now grants waivers on the
basis of home density—30 homes per mile
or less (density the NCTA considers too
high) or ‘‘other good causes,”’ which are
not defined. He hypothesized a situation in
which the commission is offered a choice
between a telephone company and a cable
system that is based not on relative degree
of penetration but on, say, the number of
channels of service.

*“If the telephone company offers 104
channels of service and the cable operator
something less, the commission will have
to rely on ‘other good causes, whatever
that means,”’ Ballard said. Then, if the
telephone company does not keep a pro-
mise identified as ‘‘other good causes,”’
Ballard asked, “‘do you accept the principle
[of foltow upl]? It’s a problem. The FCC
could have to become a ‘super franchising
authority”

The NCTA is organized to alert cable
operators around the country of petitions
for waivers of the ban on telephone com-
panies offering cable television service.
Jadz Janucik, NCTA associate director of
operator services, described the service—
and NCTA's willingness to aid cable opera-
tors in opposing petitions.

But the NCTA is concerned about what
it sees as a sympathetic attitude at the FCC
toward telephone companies interested in
providing cable television service in rural
areas. NCTA General Counsel Brenda
Fox, who moderated the session, men-
tioned Commissioner Joseph Fogarty in

S0y Jadz Januck
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The cable-telco connection. Telephone company/cable crossownership was the topic
of another "breakfast with” session at the NCTA. L tor: Greg Ballard, of the FCC; Michael 8.
Isaacs, director of planning and government affairs, Colony Communications Inc., Provi-
dence, R.l; Jadz Janucik, associate director of NCTA's operator services, and Brenda Fox,
NCTA general counsel, who served as moderator.
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The other kind of tiers. These representatives of state and local cable regulatory bodies,
with the ard of some congressional counsel, discussed their common interests at an NCTA
panel in Dallas last week. L to r- Mornis Tarshis, director of franchises for New York City;
Representative Bruce Young (D-Caiif); Jeffrey Forbes, Massachusetts Cable Commission;
moderator Frank Scarpa of Valley Video Cable Co, Vineland, N.J., and Representative

Thomas A. Luken (D-Ohio)

that connection. She also said some at the
commission feel ‘‘it shouldn’t lean over
backwards to help late-coming cable com-
panies when a telephone company wants
the franchise.”

NTIA wants to lift
fairness obligations
from cable systems
with access channels

The Carter administration’s communica-
tions agency has asked the FCC to start a
proceeding looking toward a fairness
doctrine exemption for cable systems with
a public access channel.

The National Telecommunications and
Information Administration has filed a
petition for rulemaking that says the
‘““‘modern cable system, with numerous
channels and capability for diverse ser-
vices, presents a technology that differs
significantly from broadcast technology
and its underlying premise of scarcity.”’
Thus, NTIA argued, fairness require-
ments of ‘‘system-originated programing’’
are no longer necessary.

The fairness doctrine stems from *‘scar-
city considerations in the broadcast field,”
NTIA said. But, ‘‘today, with many urban
systems in the range of 20-30 channels,
and the next generation of urban systems
being double or more in the major
markets, the problem of scarcity vis-a-vis
providing a public access channel on a
voluntary basis has been diminished
greatly or reduced entirely.”

‘““Moreover,’ the petition noted, ‘‘as a
part of the process of obtaining franchises,
applicants typically have offered or are
offering access channels whereby the
public may present their views or pro-
grams. The method of access is no longer
a federal matter and thus varies from
locality to locality.”’

NTIA concluded that the FCC has
statutory authority [in implementing its

fairness requirements] to apply ‘‘broad
discretion”’ to cable operators. NTIA also
noted, ‘‘it is our understanding that the
doctrine has not been enforced for cable”

NTIA proposed that in addition to the
exemption, the FCC should inquire
whether there should be any limitations or
definitions as to what constitutes access,
and address any other legal or policy issues
raised. NTIA does not believe, however,
that the FCC should make this proceeding
a ‘‘general forum for in-depth considera-
tion of all issues that may arise in the cable
field.’

The commission, while asked for a simi-
lar rulemaking in the past, has not ad-
dressed the issue squarely. One commis-
sion source said that perhaps now the com-
mission should look to the fairness
doctrine and how it applies to cable
systems. While it may not be possible for a
total exemption because of statutory re-
quirements, he said, some proposal could
be worked out to insure fair application of
the rule.

Rights holders agree
on one thing: Cable
isn’t paying enough

Broadcasters, programers and
sports interests file with
Copyright Royalty Tribunal,
arguing that subscriber rates—
on which payments are based —
aren’t keeping pace with inflation

Claimants who have been unable to agree
on how to divide $12 million in cable
copyright fees collected in 1978 came to an
agreement on a different—although re-
lated—matter last week: The Copyright
Royalty Tribunal should adjust cable
royalty rates upward.

In a joint filing with the tribunal, broad-
casters, music licensing groups, sports in-
terests and program producers argued that
basic cable rates have not kept up with the
rate of inflation—meaning that lower cable
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royalty payments, which are computed on
the basis of gross subscriber revenues, are
being collected than should be.

According to the filing, subscriber
charges have lagged 15% behind infation
since copyright rates were established,
meaning that copyright owners are receiv-
ing less than 85% of the fees entitled to
them.

But the claimants argued that even if the
tribunal makes a one-time adjustment of
rates, the same type of situation may
develop again, and copyright owners will
be undercompensated until the next ad-
justment is made. in 1985.

*“Thus, the royalty rates will constantly
fall short of their proper level, and the tri-
bunal will be required to conduct lengthy
proceedings every five years to determine
what the rates should be as of the date of
adjournment, what additional increment is
necessary to make up for shortfalls in pre-
vious years, and what further increments
may be required in anticipation of future
shortfalls,” the filing said.

A major problem, the claimants added,
is that cable companies often have free ser-
vice tiers, which means that no royalty
payments are required.

*“The law requires copyright owners to
be compensated even when cable opera-
tors give away their programs or provide
them for a very modest charge as a ‘loss
leader’ The tribunal must provide some
mechanism to assure that such compensa-
tion is received,”’ they argued.

To correct the situation, the claimants

suggested that the tribunal adjust the
revenue basis, requiring cable systems to
compute future royalty payments on the
real constant dollar value of their 1976
subscriber charge. with current figures
moving up in proportion to the consumer
price index.

With this type of system in place, they
argued, no further adjustments would ever
be required. Rather, the tribunal would
only have to issue semiannual percentage
increases by which cable operators would
compute the adjusted value of their
subscriber charges.

Congress approves
FTC legislation

Commission appropriations look
certain with bill’s OK by
President Carter assured;
two-house veto is included

The Federal Trade Commission last week
cleared the last major hurdle in its bid for
authorizing legislation.

By a vote of 272 to 127, the House ap-
proved a compromise bill adopted by a
House-Senate conference committee. The
Senate followed with a 74 to 15 vote in
favor of the measure, which allows the
FTC to operate through fiscal 1982. It was
anticipated late last week that President
Carter would sign the bill early this week.

There were some last minute complaints

W@@hﬂﬁﬂ@ﬁmW{g@h 5

Latest battle in code ease. Counsel for National Assocnauon of Broadcasters and for
Department of Justice's Anmrust Division went.another round before'U:S: District Court
Judge Harold Greene in Washington, in: department’s suit charging.that NAB code’s .
television commercial time standards violate antitrust law. William Simon for NAB and
Thomias Greaney for Justice each argued for summary judgment. Simon, noting that
television licensees are obhgated 1o serve publuc interest,-argued that “rule of reason”
must govern case. He also leaned heavily on fact that Justice Department had defended
FCC's'decision, in Action for Children’s Television case, holding that federal rules limiting
- commercial time in children's programing were not needed because of industry’s self-
regulation. Greaney; who argued that code'is “per se violation” of antitrust law-—since its
limit on supply-affects price —said “most glaring defect” in NAB's request for summary
judgment is that it contains no information.as to how code is pro-competitive.” That, said.
Greaney, “is the test, not whether reasonableness exists under a large public.interest
standard." In rebuttal, Simon said code promotes competmon by putting “greater emphasis
on programing; programing is the key factor. That's-where competition is free, and it's
premoted.” Judge Greene took: competmg requests under adwsement
]
Turned down. FCC has denied Nationaj Association of Broadcasters request for
extension of time in. rulemakmg looking toward increasing-avaitability of M assignments.
NAB had filed request saying parties interested in'commenting on proceeding should be
able to take into account FCC decision on petition for reconsideration filed by National-
Telecommunications and Information Admnmstratron which asks FCC to include proposal
for use of directional antennas for short-spaced FM assignments in proceedmg
i O

Turned down—again. U.S. Court of Appeals in Washmgton has denied-petition-for
rehearing in Carter-Mondale reasonable access case. Networks and National Association
of Broadcasters asked for rehearing after three-judge pane{l reaffirmed. FCC decision that it
was contrary to communications law for networks to refuse to sell 30°'minutes of prime time
to Carter campaign (BROADCASTING, Aprit 21). Court, in upholding FCC, said candidates for
federal office have right of “affirmative access” to broadcast media under reasonable
access provision of Commumcallons Act. As of late last week no decision had been made,
by appellants whether to take case to Supreme Court.
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about the legislation—both from House
members who complained that the bill did
not go far enough in restricting FTC ac-
tivities and from those who said the bill
went too far. The consensus, however, was
that some sort of authorization bill was
necessary and that the final compromise
worked out was better than no bill at all.

The most vehement objections were
raised on the House floor by Representa-
tive Marty Russo (D-Ill.), who com-
plained that his position was not ade-
quately represented in the conference
committee. Russo had been pushing for
adoption of an amendment, which the
House had earlier approved, that would
have exempted the funeral industry from
FTC action. The final language, however,
was only a watered down version of
Russo’s original proposat.

“I am saying, then, that I do not feel
the House position was fairly represented
in this conference because of actions taken
by certain of the House conferees,” Russo
said. ‘‘Quite frankly, I did not like what [
saw during the FTC conference and [ don’t
think a lot of you would either.’

Representative Elliott Levitas (D-Ga.),
who had pushed for a one-house veto, said
he was satisfied that the form of legislative
veto finally approved was adequate. ‘‘The
dome of resistance to regulatory reform
has been breached today,” Levitas said.

Under provisions in the compromise
language, FTC rules would be subject to
review by both houses of Congress, with
90 days for the legislators to overturn com-
mission actions.

In addition, the children’s advertising
inquiry would be allowed to proceed. The
complete text of a new rule would have to
be published in advance, however, and the
inquiry would have to be based on false
and deceptive advertising, rather than un-
fair, as in the past.

FTC Chairman Michael Pertschuk ex-
pressed optimism that the bill would allow
the agency to get back to business. ‘The
FTC’s authorization bill was clearly a com-
promise on a number of issues,”’
Pertschuk said. ‘‘The fact, though, of a
more than 2 to 1 margin in the House and
Senate votes is a clear signal that Congress
wants this agency to be able to get on with
its important work of policing the
marketplace. We expect this sentiment to
result in prompt action to provide the
funding now authorized by Congress.”’

The bill also limits the FTC’s public par-
ticipation funding, stipulating that no per-
son or group may receive more than
$75,000 for participating in a rulemaking
proceeding, nor may any person receive
more than $50,000 per year from public
participation funds.

It pays to talk

Congressmen pick up healthy fees
talking to communications groups;
senators usually paid more

Financial disclosure statements, filed by
all members of Congress, reveal that it can
pay, on the lecture circuit, to be a senator



rather than a member of the House.

While members of both the House and
Senate Communications Subcommittees
were in demand as speakers last year, the
senators generally received higher
honoraria for their efforts.

Representative Lionel Van Deerlin (D-
Calif.), for example, chairman of the
House Communications Subcommittee,
received $11.500 last year for speaking
engagements, $2,750 of which was do-
nated to charities. For a speech at the Na-
tional Association of Broadcasters conven-
tion in Dallas, Van Deerlin received $750,
the same amount received by Representa-
tives Marc Marks (R-Pa.) and Thomas
Luken (D-Ohio), also members of the
subcommittee.

By contrast, Senators Ernest Hollings
(D-S.C.), chairman of the Senate Com-
munications Subcommittee, Barry Gold-
water (R-Ariz.) and Larry Pressler (R-
S.D.) all received $1,500 for their NAB
appearances.

For speeches to the Kentucky Broad-
casters Association and the U.S. [ndepen-
dent Telephone Association, Van Deerlin
received $750 and $1,000 respectively. For
appearances at the same events, Gold-
water received $1,500 and $3,000.

There was, however, equity at the Na-
tional Cable Television Association con-
vention in Las Vegas, with both House
and Senate members receiving $1,000 for
their efforts.

Goldwater was the most active speaker
of the two subcommittees last year. In ad-
dition to his three speeches mentioned, he
addressed the Southern Cable TV con-
ference, where he received $500. He was
also paid $303 by wrc-aM Washington for
commentary he does, and was paid $2,225
for four magazine articles, one of which
appeared in TV Guide.

Van Deerlin was also in demand last
year, with 16 speaking engagements, in-
cluding the Minnesota Broadcasters Asso-
ciation, the North Carolina Broadcasters
and the American Association of Adver-
tising Agencies.

Hollings was also a prolific speaker in
1979, earning $25,000 above his salary of
$58,291. Communications-related
speeches, in addition to NAB and NCTA,
included the South Carolina Cable TV As-
sociation, for which he received $500, and
the Southeastern Telecommunications
Association, $750.

Senator Howard Cannon (D-Nev.),
chairman of the Commerce Committee,
made two appearances before NAB meet-
ings, for which he was paid $1,500 each.
He also donated to charities his fees
received—$1,000 from each engage-
ment—for appearances at NCTA and a
common carrier conference.

Senator Harrison Schmitt (R-N.M.) had
three communications-related ap-
pearances last year, which accounted for
$3,000 of the $7,000 he received in
honoraria. Schmitt spoke to the BBC as
well as NCTA and AAAA.

Pressler, meanwhile, added NCTA and
the lowa Broadcasters to his NAB ap-
pearance, the lowa speech paying $1,500.

Other House members making com-

munications-related appearances included
Representatives Tim Wirth (D-Colo.),
Allan Swift (D-Wash.) and Carlos
Moorhead (R-Calif ).

Moorhead was paid $1,000 for a speech
to the Western Cable Show: he donated
the money to charity.

Swift received $500 for a speech to the
Washington State Association of Broad-
casters, $1,000 from the National Associ-
ation of Regulatory and Utility Commis-
sioners, $500 from Pacific Northwest Bell
and $1.500 for two NCTA appearances.

Wirth had only one communications-re-
lated appearance—a speech to the NCTA
convention, for which he received $1,000.

In addition to NAB and NCTA ap-
pearances, Marks was paid $800 for an ad-
dress to the Pennsylvania Cable Television
Association, while Luken also had an ap-
pearance before the Kentucky Cable TV
Association, for which he received $1,000.

Court takes up
Kennedy request
for TV time

Candidate’s campaign committee
goes to Appeals Court in quest
to get time after network
appearances of President Carter

The question of whether the Kennedy for
President Committee will get time on the
three networks for its candidate to respond
to two televised appearances of President
Carter is now with the courts.

Last Tuesday (May 20) the committee
petitioned the U.S. Court of Appeals to
review the latest FCC refusal to order the
networks to give Kennedy tlime, during
prime time, to air his views on the eco-
nomic crisis. [t also told the court that it
would have no objection to folding this
case into one to be argued on May 28.

The court set the May 28 date for an oral
argument after the committee asked the
court to review an FCC May 2 decision
upholding a March 7 order of the FCC
Broadcast Bureau, denying Kennedy time
to respond to statements made by Presi-
dent Carter in a Feb. 13 news conference.

The FCC, in its decision, reiterated its in-
terpretation of its policy that “‘if an ap-
pearance of a candidate falls within an ex-
empt category of news broadcast and no
lack of good faith on the part of the broad-
caster is shown, no equal opportunities are
warranted’’ (BROADCASTING. May 12).

The latest FCC decision came last Mon-
day (May 19) when a quorum of four com-
missioners— Abbott Washburn, Anne
Jones, James Quello and Tyrone Brown
(the last just returned from China ahead of
the rest of an FCC delegation) —upheld
another Broadcast Bureau ruling denying
the commitiee’s request for free network
time to respond to President Carter’s
March 14 economic policy address
(BROADCASTING, May 19).

The request had been submitted March
14, the day Carter addressed the nation on
live television twice on economic mat-
ters—in remarks at 4:30 p.m. and again in
a press conference in prime time. And the
complaint against the networks’ refusing
time was premised on what it said was the
commission’s responsibility ‘‘to redress
the pattern of conduct causing an unaccep-
table imbalanced presentation of impor-
tant facts’® (BROADCASTING, April 14).

The complaint asked the commission in
effect to chart new communications law by
weighing three ‘‘sometimes conflicting”’
considerations—the ‘‘fairness’ and ‘‘ac-
cess’’ interests of Kennedy, the rights of
viewers and listeners to be informed on
matters of importance and the news judg-
ment of broadcasters.

The Broadcast Bureau, in denying the
request, said ‘‘the committee has not pre-
sented any evidence that the networks
have failed in their over-all programing to
present contrasting views on the issue of
the economic crisis facing America.
Furthermore, under the fairness doctrine,
no specific individual or group is entitled
to present the contrasting viewpoints ...
Therefore, on the evidence offered us, we
must conclude that Senator Kennedy has
no fairness right to present his views on
the economy in a free prime-time broad-
cast.”’

The bureau added that ‘‘given the
availability of prime-time access for
purchase, the networks’ failure to furnish
time does not raise [reasonable access]
questions.’’
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Technology

Ancillary services seen for the future of cable

Cable operators are urged into
teletext, alarms, data, etc.
before competition steps in

The cable industry has just gone through a
decade fraught with technological change
and, judging from three consecutive tech-
nical sessions at the NCTA convention, it
had better brace itself for another such
decade.

If the changes foreseen in those ses-
sions become realily, the typical cable
system—in addition to being an entertain-
ment medium —will soon be a conveyor of
a host of nonentertainment and for the
most part nonvideo services. The ses-
sion’s panelists presented papers on vari-
ous types of these services, ranging from
teletext to traffic light control to local dis-
tribution of satellite data transmissions,
and urged operators to seize the oppor-
tunity to offer those services before they
are usurped by other communications
media.

Chief among the new services that can
be expected to flourish in the next few
years is teletext and its more sophisticated
cousin, viewdata or videotext. As ex-
plained by John Lopinto, an engineer with
Home Box Office, teletext is the sequen-
tial transmission of screenfuls of
alphanumerics on ‘‘unseen scan lines of
regular broadcast or cable television sig-
nals’” Lopinto, who used to work for CBS,
said tests currently are being conducted to
check the feasibility of using lines 13, 14,
15 and 16 of the vertical blanking intervals

—

From blue sky to black ink? Nonentertainment services appeared to
be emerging from their “blue sky” status last week at the NCTA. This
session was devoted to that area, and particularly to home security
systems. L to r: Michael Corboy, president of TOCOM, Dallas; Robert
Schmidt, president of Communications Technology Management;

(VBI). A typical system, he said, might
send out 800 pages, with the amount ol
time it would take to transmit those pages
dependent on a number of variables. The
formula he gave: 1.7 pages per second for
each line of the vertical blanking interval
used.

Viewdata is similar to teletext, Lopinto
explained, except that the transmission is
directly over telephone lines or cable.
Although viewdata can clearly take better
advantage of cable’s broadband capability,
Lopinto thinks that cable’s first venture in
text transmission will be with the teletext
technology. The reason, he said, is that
broadcasters and the broadcast networks,
restricted to the teletext method, will lead
the way in the technology, and cable
systems will retransmit their signals. Lo-
pinto added, however, that cable will be
able to carry as many as 80 three-VBI
teletext channels on a single 6 mhz chan-
nel.

One of the issues critical to the future of
teletext and of viewdata is the cost of the
decoding equipment at each receiving set.
Lopinto said the present cost is $200 1o
$250 for suitable decoders. Nonetheless,
he predicted that teletext ‘‘will come into
widespread, practical use within the next
few years.’

Another service that Thomas Albright,
senior vice president of Printer Terminal,
said cable operators could assume is local
data distribution. His company, he said, is
currently using subcarriers of two Los
Angeles FM radio stations (Kis-FM and
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KiQQ) to provide one-way data com-
munications. His customers include the
Los Angeles Times, which uses the LADD
system (local area data distribution) to
keep its circulation route managers up to
date on paper starts, stops and complaints.
The terminals of the LADD system data
links are hard-copy printers, reflecting
Albright’s belief ‘‘that business runs on
paper.”’

Albright urged cable operators to con-
sider using their plants for such systems.
He said that Six Star Cablevision has
designed nine systems in the Los Angeles
area with the transmission of data infor-
mation in mind.

Perhaps the biggest nonentertainment use
of cable may be as an electronic pipeline
for the flood of information that has
already begun to flow between businesses.
Certainly, on the basis of the NCTA dis-
cussions last week, it would appear that
there is a place for cable in creating in-
tracity streams, which may be as an ad-
junct to other forms of communications,
such as satellites.

David Russell, manager, voice and data
marketing development for Satellite Busi-
ness Systems, said there is a definite role
for cable in the kinds of voice, data, image
and teleconferencing services that his
company hopes to provide via three
domestic satellites. Primary interconnec-
tions in the networks that SBS proposes
are made by earth stations, but, as Russell
pointed out, cable is needed to insert loca-

Anthony Hoffman, vice president of Bache, Halsey, Stuart & Shields;
Jerry Lindauer, senior vice president, CPI/Times Mirror Cable TV, the
moderator; Miklos B. Korodi, semor vice president, new business
development, Warner Amex Cable Corp., and George Smith, president
of Smith Alarm Systems Inc. of Dallas.



tions without earth stations into the net-
work.

Russell noted that cable is not the only
way lo creale the necessary intracity inter-
conneclions—they can also be provided by
telephone lines, infra-red systems, point-
to-point microwave, omnidirectional
digital radio and fiber optics —but it does
have the necessary bandwith, bi-direc-
tional capability and the interface equip-
ment that the SBS network will require.

The cable operator has an inside track
on picking up this type of business, but,
Russell said, to take advantage of these
opportunities the operator will first have (o
ask himself a few questions. Can the eco-
nomic feasibility of providing regional net-
work services be established? Can cable
meet the reliability standards? And are
rights-of-way available in the business
hubs of the franchise?

One of the oldest ancillary services as-
sociated with cable is passive alarm
systems. Scientific-Atlanta has been active
in the business since 1969. But it is only
now that Thomas Smith, of S-A’'s Com-
munications Products Group, feels the
time for alarm systems—burglar and fire—
linked to central computers by cable has
finally arrived. He pointed out that fewer
than 2% of all homes have alarm systems
in a country where, according to a Gallup
poll, 20% of the people don’t feel safe in
their home and where one in every four
homes was hit by crime last year.

Smith said cable companies have the
right qualifications to fill this apparent
need. First of all, he said, cable companies
are visible and honest, qualities important
in ‘‘a business that has been plagued by
fly-by-night operators.”” Cable operators
also have the financial and technical
resources and, finally, the marketing skills
and apparatus to make the door-to-door
sales.

While it is no secret that alarm systems
are technically feasible, whether they are
financially feasible is a long-standing ques-
tion. Clifford B. Schrock, of CableBus
Systems Corp., used a computer and four
model systems to come up with several
answers. ‘‘Large metropolitan cable opera-
tors can almost certainly profit from
alarms,” he said. “‘Operators of smaller
systems must look more carefully before
they decide’’ He also said, however, that
““there are cases where alarms will lose
money, and no operator should enter the
business without carefully examining his
unique position.”” Schrock also said that
there are some economies in joint ven-
tures with alarm companies.

Thomas J. Lowenhaupt,of H.C.L. Inc.,
suggested that the cable system has the
potential for enhancing transportation in
the big cities by providing scheduling in-
formation for buses, trains, planes and
taxis and by providing the basic network
for a system of managing and controlling
trafhic flow.

Such scheduling information can be pro-
duced in a number of different ways. The
cheapest method, according to
Lowenhaupt, is to use a camera aimed at a
blackboard. Such a ‘‘blackboard’’ can be
several levels of sophistication: character

Video words. Teietext and viewdata, means of sending pages of textual matter to televi-
sion sets by cable, dominated technical session on standards and techniques of “informa-
tion technologies”" The panelists (I-r): John Lopinto, systems engineer, Home Box Office;
Gary Tjaden, vice president, engineering and technology. Cox Broadcasting: Thomas
Albright, senior vice president, Printer Technology, and Harold Katz.

generator, teletext, viewdata or a teletext-
telephone line interactive hybrid system.

The transmission of the transportation
information is not restricted to homes.
Lowenhaupt said. It can also be sent to bus
stops, major terminals, tourist areas and
shopping centers, he said. As did some of
the other panelists, Lowenhaupt warned
that if cable balks at providing these ser-
vices, “‘other technologies will move in’

Cities are computerizing their traffic
control. According to Lowenhaupt, New
York has budgeted $40 million over-the
next five years to computerize 6,000 inter-
sections. The question is: Who will supply
the wire between computer and intersec-
tion?

Charles Farell, traffic control manager
for TOCOM, would answer that the cable
operator has as good a chance as anyone.
Farell said that traffic control actually con-
sists of two major categories: urban street
surveillance and freeway surveillance. Sen-
sors placed under the pavement send sig-
nals to a central computer which decides
how the lights should be timed. Farell ex-
plained that the computer has several
different light sequences in its memory
and that, based on the information it
receives, it activates what it judges to be
the best light sequence.

Farell said that TOCOM is currently in-
volved in implementing traffic control
systems in three major projects. One, an
Arlington county, Va., project serving 400
intersections, will use the cable television
plant of ARTEC.

Although it can’t be called a nonenter-
tainment service, PlayCable, the new pay
service currently being test marketed by
Jerrold, is certainly unlike cable’s conven-
tional cable services. For a fee of, say, $10
per month, PlayCable will offer subscri-
bers access to a library of software for Mat-
tel’s [ntellivision video game. According
to Charles Dages of Jerrold, the technique
it uses for sending out the software pro-
gram for storage—in an adaptor interfaced
between the cable and the Intellivision
console—is similar in concept to teletext
(The Jerrold-Mattel system contemplates
adding a computer terminal keyboard
within the next year).

Using 200 khz of FM bandwidth, the

Broadcasting May 26 1880
71

system’s headend unit, which can store up
to 21 different video games, is constantly
and sequentially sending out the software
game programing. When a consumer calls
up a certain game for storage, the adaptor
waits for that particular game to appear in
the cycle and stores it. Dages said that the
wait is a maximum of 10 seconds. If more
programs are added to the library, Dages
said that instead of increasing the access
time, the bandwidth used to transmit the
data will be expanded. Bandwidth, he said,
is, after all, the advantage of cable.

The similarity between teletext and
PlayCable was so great that Jerrold also
will be testing—in Moline, [Il.; Rochester,
Minn.; Jackson, Miss., and Boise, ldaho —
a DataChannel text service using the same
basic technology as PlayCable. Kenneth
Coleman, vice president-marketing for
Jerrold, said that by present estimates, the
DataChannel decoder would be 20%
cheaper than the typical teletext decoder.

Sizing up
competition

NCTA hears assessments of Comsat
proposal, over-the-air pay TV,
as well as other rival services

Comsat’s proposed direct-to-home
satellite service presents no danger to ca-
ble, and indeed ‘*where cable is available,
delivery of our programing via cable would
be mutually beneficial,” Comsat’s vice
president for planning and new ventures,
Michael Alpert, told those attending the
NCTA convention session on ‘‘Emerging
New Competitors: What Do They Mean
To Cable?”

Alpert also indicated his belief that
Comsat ‘‘will find a niche within the na-
tion’s broadcast system’’ existing *‘‘side-
by-side with this nation’s system of local
stations”’ As for networks, the projected
market penetration of Comsat service to
the home is ‘‘insignificant compared to
the television networks’ share.”

Detailing Comsat’s plans to beam pre-
mium pay TV service off ‘“*high powered



satellites.”” Alpert said a fully developed
system would include two operating
satellites and one in-orbit spare which
could offer at least two channels across the
country, and up to two additional channels
in selected regions covered by spot beams.
““In terms of available spectrum and or-
bital arc, we are dealing with an environ-
ment of abundance, not scarcity,” Alpert
maintained, claiming that Comsat’s
studies show “‘that at least 15 similar direct
broadcast systems are technically possible
in North America.”’

Comsat’s intention is to use a scrambled
signal, with addressable decoders, and to
give subscribers the option to buy or lease
the home equipment, including the dish
antenna.

Alpert expressed hope that “‘the FCC
will recognize the significant public
benefits of our proposed system and will
grant us an expeditious approval’’ once
Comsat files with the commission. Sharing
the dais with him was, among others, FCC
Commissioner James Quello, who offered
his opinion that the FCC’s responsibility is
to provide for an ‘‘orderly thought-out
plan of transition” in the face of rapid
technological advancement and that Com-
sat’s proposal will call for ‘‘the most far-
reaching’’ study.

Directly addressing the cable operators,
Quello said that anyone with any doubts
about cable has but to ‘‘think about where
all the smart money in broadcasting is
going.”” *‘Other people envy’’ what the ca-
ble owners have, Quello told them, and he
praised the ‘‘hard work and guts’ with
which they have developed a successful
business. Giving his personal view on
where cable is headed in the face of in-
creasing competition, Quello said he sees
the medium not as a common carrier, but
as ‘‘a coordinator and marketer of
different signals™ as well as a program
originator.

A Brandeis University assistant profes-
sor of economics, Yale Braunstein, pro-
vided what he called the perspective of
““an outsider with a professional interest’’
on the subject of competition. In addition
to the forms of pay programing competi-
tion such as STV, MDS and direct-to-
home, competitors that cable will have to
worry about are security services, shop-
ping, information retrieval and video
games.

Other issues with which CATV opera-
tors will have to be concerned, said
Braunstein, are those of consumer accep-
tability which will involve questions of pri-
vacy, pricing, programing access options,
and access to the home. Wanting ‘‘to end
on a positive note,”’ Braunstein closed his
presentation with an observation that hav-
ing seen people pay for programing, there
is certainly a new audience for the coming
“‘nontraditional programing’’ and that the
future for cable ‘‘is bright, but not cioud-
free.”

John Gwin, president of Oak Com-
‘munications, examined the impact on ca-
ble of over-the-air pay TV, with which Oak
is heavily involved. His conclusion: that
“both industries will succeed”” And he
said he doesn’t think ‘‘cable has much to
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What cable’s up against. Oak Communications Inc, President John Gwin discusses ca-
ble competition from STV operations, while looking on are (I to r) Daje Hatfield, associate
administrator for policy and analysts development, NTIA; Yale Braunstein, assistant profes-
sor of economics, Brandeis University; FCC Commissioner James Quello. and Michael

Alpert, assistant vice president, Comsat.

worry about’’ if its opportunities are *‘pro-
perly handled.’

The STV industry itself, Gwin said, has
attractive profit margins and rapid start-up
potential. [n Oak’s case, the security and
control afforded by the addressable con-
verters Oak developed ‘‘are major factors
in the high level of profit.”” Mapping out
his company’s development strategy, he
indicated that his principal targets are non-
cable communities, such as Dallas (where
Oak plans a Nov. | start) and Chicago
(slated for an Aug. | sign-on).

Oak won’t aim at cable’s entrenched
areas, and ‘‘if competition develops’’ in
those areas where Oak has a head start,
Gwin anticipates that the company will
have recovered a sufficient portion of its
initial investment to compete against cable
by offering new programing or cutting
prices. Even without competition, increas-
ing numbers of subscribers and the recov-
ery of capital costs may permit reduction
in the ‘‘modest” rates for STV. Respond-
ing to a question from the audience, Gwin
indicated that typical current subscriber
costs would be a $40-$70 installation fee
and $18-520 monthly payments. Answer-
ing a separate question, Gwin noted that
Oak is testing a videotext system that
would effectively add channel capacity to
STV systems.

Dale N. Hatfield, associate administra-
tor of the National Telecommunications
and Information Administration. made
three basic observations about local dis-
tribution systems, a category in which he
said cable generically belongs. First, com-
munications networks are handicapped by
the high cost and technological limitations
of available local systems. Second. long-
haul carriers will pressure for adaptation of
those systems or for new ones 1o gain cost
or performance advantages. And, finally, a
host of emerging technologies and adapta-
tions of existing ones offer increasing local
distribution options.

The three potential providers. Hatfield
believes. are cable systems. local
telephone companies and such services as
MDS, digital termination service and 900
mhz cellular radio systems. His tentative
policy conclusions are that current local
distribution systems represent a cost and
performance bottleneck, that there seems
to be ‘‘a real possibility for meaningful
competition in local distribution™ with
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competitive forces relied upon to create
improvements, that the level of competi-
tion seems sufficient to permit reduced
regulation, and finally that the compara-
tive hearing process for mutually exclusive
radio licenses for local distribution should
be streamlined or eliminated.

Two-way converters
hot ticket at
NCTA exhibits

Warner-Pioneer Qube It is ready
for market; it has capacity to

go to and from home;

TOCOM’s takes 55 channels,
including one for teletext;

Oak to get into business soon

Aside from the ubiquitous 400 mhz gear.
the hottest items on the exhibit floor of
the NCTA convention were highly
sophisticated interactive decoder/conver-
ters.

Warner Amex Cable Communications
and Pioneer Electronics jointly announced
Qube [Il, a more complex and versatile
version ol the highly publicized system
Warner has operated in Columbus, Ohio.
According to a Warner executive, Qube [1[
is the system that will be installed in
Pittsburgh, a major [ranchise the company
landed earlier this year.

Pioneer is the builder of the home ter-
minals for the system and. in a break from
its previous posture, it will make the Qube
L1l terminals (the BT-1300) as well as the
original Qube terminals (the BT-1100 for
30-channel systems and the BT-1200 for
60-channel sysiems) available to the en-
tire industry.

(The new system and the equipment
that makes it go are apparently still in the
developmental stage; none of the hard-
ware was on display at the convention.)

The Qube I[[ system employing the
Pioneer terminal will be capable of han-
dling up to 45 channels of programing. Its
12 interactive response buttons can be
used for a variety of two-way functions—
information retrieval, electronic banking
and shopping. summoning pay-per-view
programing. The two-way also allows for
passive security, fire alarm and energy



management systems.

Addressability allows a cable operator to
turn off and on service or tiers ol service
to specific subscribers through a computer
at the headend. Most of the high-end,
one-way converters and all the two-way
converters are addressable to one degree
or another.

The Qube L1l system has 12 addressable
tiers or single channels. In other words,
four blocks of channels—tiers as they are
called—can be controlled along with eight
single channels.

Because the Qube system employs a
relatively high-speed data rate on the
home-to-computer link, the system can be
upgraded by employing more sophisticated

home terminals with [lull computer
keyboards.
While Warner announced its new

system at the convention, TOCOM was
denied that publicity splash for its new 55
Plus interactive home system. A month
ago, three of the six companies that made
bids lor the Dallas franchise had included
the TOCOM system in their proposal.

Designed to handle 55 channels, the
TOCOM system is similar to the Qube 11
in a number ol ways. In its interactive
setup—it is initially being marketed as a
one-way addressable system—it offers a
number of different services: electronic
shopping and banking, pay-per-view, poll-
ing, information retrieval and security.
The shopping and banking require op-
tional or more complex home terminals.

The system’s addressability is based on
an internal microprocessor that can be told
by the headend computer to unscramble
particular channels of service.

One feature the 55 Plus has that the
Qube doesn’t have is a teletext decoder.
The 55 plus is consequently costlier. In its
one-way mode with teletext, the 55 Plus
home unit costs approximately $200, the
same price given by the Pioneer spokes-

Flagship. Compact Video finally had its Compact 42 mobile earth station ready in time for
inspection by the delegates to the NCTA convention. The earth station 1s equipped with a
collapsible, 5-meter dish and fully redundant uplinking and downlinking electronics, all
supplied by Scientific-Atlanta. The Compact 42—it takes its name from the 42-foot flat-
bed trailer it's built upon —has already been sold to Tnnily Broadcasting. According to Bob
Manahan, National Sales Manager for Compact Video, the price of a Compact 42 equipped
like the Trinity model is $600.000.

man flor the BT-1300 which includes two-
way capability.

Cabledata, as TOCOM calls the service,
operates on the teletext principle, utilizing
one or more lines of the vertical blanking
interval to transmit cyclically digitized
pages of text. Each of the 55 video chan-
nels sent out over the system will have 10
pages of text hidden in the vertical blank-
ing interval. TOCOM points out that the
pages can be marketled as a pay service.

Spurred by the news of the TOCOM in-
teractive converter last month, Oak Com-

munications felt compelled to keep pace by
announcing that it too would begin testing
a sophisticated interactive converter this
summer at an unnamed cable system and
have a system available some time in
1981. C.J. Bach, vice president of market-
ing for Oak, said the system, which Oak is
calling TotalControl Dimension 2, has
been under development since 1975.

Like the 55 Plus system, the Total-
Control will have a decoder for the
videotext service it expects to offer, using
the subcarrier of each video channel.

For theRecord:’

As compiled by BROADCASTING May 12
theough May 16 and based on filings,
authorizations and other FCC actions.

Abbreviations: AFC— Antenna For Communications.
ALJ— Administrative Law Judge. alt.—alternate.
ann.—announced. ant,—antenna. aur.—aural. aux.—
auxiliary. CH—critical hours. CP—construction per-
mit. D—day. DA —directional antenna. Doc.— Docket.
ERP—effective radiated power. HA AT — height of an-
tenna above average terrain. khz—kilohertz. kw—
kilowatts. m—meters. MEOV—maximum expected
operation value. mhz—megahertz. mod.—modifica-
tion. N—night. PSA —presunrise service authority. S-
A—Scientific Atlanta. SH—specified hours. S_L—
studio location. trans.—transmitter. TL—transmitter
location. TPO—transmitter power output. U—
unlimited hours. vis.—visual. w—watts. *—noncom-
mercial.

New stations

FM application

® Fordyce. Ark.—Dallas Properties Inc. seeks 101.7
mhz, 3 kw, HAAT- 289 fi. Address: 303 Spring St..
Fordyce 71742. Estimated construction cost: $83.000;
first year operating cost: $31.600; revenue: $60.000.
Format: Contemporary. Principals: Gary Coates
(39.75%). Gerald Keith (25%). Barbara Rosenbaum
(20%). and Paul Coates (15.25%). Gary Coales is
39.75% owner of KBJT(AM) Fordyce. Keith is associ-
ated with Housing Authority. Hope. Ark. Rosenbaum
is Texarkana. Tex.. invesior. Gary's brother, Paul, has
29% interest in KCON(AM) Conway, and 7% of
KXAR(AM) Hope. both Arkansas. Keith also has
29% interest in KCON which has been sold. subject to
FCC approval (BROADCASTING. May 19). He has
10% interest in KXAR and 25% in KBJT. Control of
KXAR has been sold. subject to FCC approval. but in-
terests of Keith and Paul Coales will remain the same
(BROADCASTING. May 19). Ann. May 14.

AM action

® Pineville, La.—BLAC Inc. granted 680 khz, 250 w-
D. P.O. address: 711 Washingion Si.. Alexander. La.
71301. Estimated construction cost $70.271; first-year
operating cost $50.000. revenue $50.000. Format:
Black. Principals' Seven stockholders. no cther broad-
cast interests. Action Apr. 15,
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FM actions

® Columbia. S.C.—ALJ James F. Tierney granted
(initial decision) application of Midcom Corp. for
103.1 mhz. 3 kw. HAAT 300 fi. P.O. address: 2405
Pine Tops Rd.. Columbia 29210. Estimated construc-
tion cost $41.165: first-year operating cost $64.800;
revenue $100.000. Format: MOR. gospel. Mutually
exclusive application of Nuance Corp was denied (see
below). Principals: Six stockholders; no other broad-
cast interests. (BC Doc. 78-297-8). Ann. May 14.

8 Columbia. S.C. —ALJ James F. Tierney denied (in-
itial decision) application Nuance Corp. for 103.1 mhz.
3 kw, HAAT 300 ft. P.O. address: Box 565, Columbia,
S.C. 29202. Estimated construction cost $57.275; first-
year operatling cost $92.600. revenue $130.300.
Mutually exclusive application of Midcom Corp. was
granted (see above). Principals: 1.S. Leevy Johnson
(35%). J. Wade Degraffenreidt (23%) and Elliot E.
Franks 1l (21%). Johnson is member of South
Carolina House of Represeniatives. Degraffenreidt
owns car wash. Franks is chairman of human affairs
commission.

AM license
® WCEYV Cicero. lIl.



FM license
® KREO Healdsburg. Calif.

Ownership Changes

Applications

®m KHOF-TV San Bernardino. Calif., KVOF-TV San
Francisco and WHCT-TV Hartford. Conn. (KHOF-
TV ch. 30. 269 kw vis.. 26.9 kw aur.. KVOF-TV: ch.
38. 895 kw vis.. 145 kw aur., WHCT-TV- ch. I8, 158
kw vis.. 31.6 kw aur.) —Seeks assignment of license
(**Distress Sale™") from Faith Center Inc. to Hispanic-
American  Communications Inc. for S15 million.
Seller: Glendale. Calif -based religious organization.
W. Eugene Scotl is president. It also owns KHOF(FM)
Los Angeles. Iis application for renewal of license for
KHOF-TV has been in discovery phase of hearing
since Dec. 1978 for alleged fraudulent fundraising
practices on air. Buyer: The East Los Angeles Com-
munity Union (TELCU), community development
corp. comprising 15 associate members. George Solis
is chairman and David C. Lizarraga is president.
TELCU has pulied out of 50% interest in applicant (o
purchase KBSA-TV Guasti, Calif. (BROADCAST-
ING, Apr. 7). It has no other broadcast interests.

® WLGA-FM Valdosta. Ga. (FM" 95.9 mhz. 3 kw)—
Seeks assignment of license from Ev-Co Broadcasters
Inc. to Metro Media Broadcasting Inc. for $340.000
(including liabilities). Seller Al H. Evans who owns
WVLD(AM) Valdosta. Buyer' Harrison Cooper. who
owns Quitman. Ga. recreational vehicle parts and sup-
plies store. He was vice president of WYLD(AM)-
WLGA-FM Valdosta until Jan. 1979. He has no other
broadcast interests. Ann. May 14.

8 KIOE(AM) Honolulu. Hawaii (AM- 1080 khz. §
kw-U)Seeks assignment of license from DaKine
Hawaiian Radio Inc. 1o Sunbelt Communications for
St.1 million. Seller: Everett James and family. They
nave no other broadcast interests. Buyer: Franklin
Fried (50°%). Jeffrey P. Sudikoff and Robert L. Baum
(25% each). Fried owns management consulting firm
in Los Angeles. Sudikoff owns Santa Monica radio pro-
gram production co. Baum is St. Louis, Mo. law stu-
dent. He is also vice president of Sudikoff"s production
co. They have no other broadcast interests. Ann. May
14.

# KIGO{AM) Si1. Anthony, Idaho (AM- 1400 khz. 1
kw-D. 250 w-N)—Seeks assignment of license from
Estate of Theodore W Austin lo Dale and Renee
Smith (100% jointly) for $160.000. Seller: Ted Auslin
Jr. i1s administrator of father's estate. He owns
KADQ(FM) Rexburg. Idaho. Buyers own and operate
KRSA-AM-FM Salmon. ldaho. Broker: Blackburn &
Co.

#® WART(FM) Plainfield. Ind. (FM- 98.3 mhz, 3
kw) —Seeks assignment of license from A&R Broad-
casting Inc. t1o Radio One Five Hundred for $500.000.
(including assumption of habilities and noncompete-
consulting agreement). Seller Thomas M. Aliebrandi

and Keith L. Reising (50°% each). Allebrandi. owns
25'% of WTRE-AM-FM Greensburg. Ind. Reising
owns remaining 75% of WTRE-AM-FM. 50% of
WQXE(FM) Elizabethtown. Ky. and 25% of Corydon.
Ind.. cable system. Buyer’ Edwin Tornberg. Edward
Wetter and Douglas D. Kahle (one-third each). Torn-
berg owns Washinglon broadcast slation brokerage
firm. He is 50% owner of KBND(AM) Bend. Ore..
one-third owner of WFIA(AM)-WXLN(FM)
Louisville. Ky.. and WABS(AM) Arlington. Va. Wet-
ler also owns broadcast firm. Havre de Grace. Md. He
also owns one third of WFIA(AM)-WXLN(FM) and
WABS. Kahle is former associate with Tornberg’s
firm. He owns 50% of both KBND and KFIA{AM)
Carmichael. Calif. He owns one third of WFIA(AM)-
WXLN(FM). WBRI(AM) Indianapolis, Ind.. and
WABS. Ann. May 14,

m KSYL(AM) Alexandria. La. (AM" 970 khz. 1 kw-
U) —Seeks assignment of license from KSYL Inc. to
Cenla Broadcasting Co. for $450.000 plus $150.000 for
noncompele agreement. Seller: Melvin Wheeler. and
G. Russell Chambers (30% each). Herman Reavis
(20%) and Albert Smith and James Smithwick (10%
each) Wheeler owns 70% of WSLC(AM)-
WSLQ(FM) Roanoke. Va.. KDNT-AM-FM Denton.
Tex.. KFDW-TV Clovis. N.M. and 50% of KITT(FM)
San Diego. Chambers owns KPLC-TV Lake Charles.
La.. and 50% of KITT Buyer: Taylor C. Thompson
(51%) and Charles Soprano {(49%). They own and
operale KQID-FM Alexandria. Ann. May 14.

m KBET(AM) Reno. Nev. (AM" 1340 khz. | kw-
D) —Seeks transfer of control of Sierra Broadcasting
Inc. from stockholders (100% before. none afier) 1o
Sterling Broadcasting Inc. (none before: 100% after).
Consideration: $800.000 plus $100.000 noncompelte
agreement and $100.000 assumption of liabilities.
Seller- Royce P. Adams (28%). Robert H. Day Jr.. and
wife Julie (19% each), Marvin Bear {18%) and John
Costello {6%). They have no other broadcast interests.
Buyer- Robert N. Ordonez (75.5%) and Richard Van
Schaick (24.5%). Ordonez is former vice president and
director of Donrey Inc. Las Vegas. Nev.-based group
owner of four AM’s. one FM and one TV. Van Schaick
is president of Mazda auto dealership in Reno. They
have no other broadcast interests. Ann. May 14.

B KTVN(TV) Reno. Nev. (ch.2, 34.7kw vis.. 6.9 kw
aur.) —Seeks assignment of license from Washoe Em-
pire to Sarkes Tarzian Inc for $12.5 million. Seller: Lee
D. Hirshland (28.57%). H. G. Wells and Robert A.
Paisley (19.05% each) and nine others. They have no
other broadcast interests. Buyer. Thomas Tarzian
(53.59%). father. Sarkes (33.06%). Pairicia (daughter
of Sarkes [11.03%]) and University of La Verne
(2.3%). In addition to broadcasting properties Sarkes
Tarzian Inc. is electronics equipment manufacturer. 1t
owns WTTS(AM)-WGTC(FM) Bloomington,
WATI(AM) Indianapolis and WPTH(FM) Fort
Wayne all Indiana. Sarkes is chairman and Thomas.
president of corp. Patricia is reporter for Oakland
Calif.. newspaper. Univ. of La Vemne is in La Verne.
Calif. Armen Sarafian is president and will vote all of
its shares of stock. Ann. May 14.

| KEYJ(AM) Jamestown. N.D. {AM- 1400 khz. 1
kw-D)—Seeks assignment of license from KEYJ Inc.

Summary of broadcasting

FCC tabulations as of March 31, 1980

CP’s CP’s
Qn air on Total not Total
Licensed STA" air on air on air authorized*"
Commercial AM 4546 3 9 4,558 104 4662
Commercial FM 3.165 2 1 3,168 181 3,349
Educational FM 1,030 0 5 1,035 96 1,131
Total Radjo 8.741 5 15 8,761 381 9,142
Commercial TV
VHF 514 1 2 517 9 526
UHF 224 0 5 229 68 297
Educational TV
VHF 99 1 5 105 6 11
UHF 155 2 5 162 8 170
Total TV 992 4 17 1,013 91 1,104
FM Translators 293 0 0 293 152 445
TV Translators
1,262 0 0 1,262 412 1,674
VHF 2510 0 0 2510 187 2,697

*Special temporary authorization

*“Includes off-air licenses
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to Greal Western Broadcasting Inc. for $250.000 plus
$100.000 for consulting services and $65.000 noncom-
pete agreement. Seller: Robert L. Richardson who has
no other broadcast interests. Buyer: Roger C. Greenley
(33.4%). Robert H. Ferguson (23.1%). David A. Mid-
daugh (12.9%) and seven others none of whom owns
more than 7.5%. Greenley is salesman for KEYJ and
Ferguson is announcer and salesman for same. Mid-
daugh owns Fargo, N.D. insurance co. Greal West is
applicant for new FM in Jamestown. None of buyers
has other broadcast interests. Ann. May 14.

® WFMM(FM) Johnstown, Pa. (FM: 92.1 mhz, 175
w) —Seeks assignment of license from Bland Group
Inc. 10 Fred Glosser for $115.000. Seller William C.
Bland who also owns WNCC(AM) Barnesboro. Pa.
Glosser is Johnstown businessman who has no other
broadcast interesis. Broker: Keith H. W. Horton Co.

® KWRD{(AM) Henderson. Tex. {AM- 1470khz. 500
w-D)—Seeks transfer of control of KWRD from
Wilton Freeman and Lynn Roy (50% before; none
afler) 1o Wes Dean & Associates (50% before: 100%
after). Consideration' $240.000. Principals® Freeman
and Roy (25% each) have no other broadcast interests.
Buyer: Helen Dean who is president. general manager
and 50% owner of KWRD. She has no other broadcast
inlerests. Ann. May 14.

Actions

m KIUP(AM)-KRSJ(FM) Durango. Colo. (AM- 930
khz. 5 kw-D. | kw-N; FM: 100.5 mhz, 100kw)—
Granted assignment of license from Radio San Juan
Inc. to Fordstone Inc. for $1.55 million. Selleris owned
by Doug Morrison. who has no other broadcast in-
terests. Buyer is owned by former President Gerald
Ford and Leonard Firestone. ambassador 1o Belgium
during Ford Administration. Neither has other broad-
cast interests. Action May 7.

8 WWNS(AM)-WMCD-FM Siatesboro. Ga. (AM:
1240 khz, | kw-D, 250 w-N; FM 100.1 mhz, 3 kw)—
Granted transfer of control of Radio Statesboro Inc.
from C. H. Grider. W.C, Woodail Jr.. James Orndorff
and J. Barton Lanahan (100% before: none afler) to
Nathan Hirsch and Dell Pressey (none before; 100%
after). Consideration: $790.000. Principals' Grider.
Woodall and Orndorff (30% each): Lanahan (10%).
Grider owns WIMO(AM) Winder, Ga. and 21%
WPFA(AM) Pensacola. Fla. Woodall owns WDWD-
AM-FM Dawson. 51% WBBK(AM) Blakely and 25%
WGRA(AM) Cairo. all Georgia: 50% WGSW(AM)
Greenwood. $.C. and 50.2% WPFA. Lanahan has no
other broadcast interests. Buyers are equal pariners.
Hirsch has been with stations since 1970 and is cur-
rently operations manager, Pressey owns TV sales and
repait shop in Statesboro. They have no other broad-
cast interests. Action May 7.

m WDEA-AM-FM Ellsworth. Me. (AM" 1370 khz. 5
kw-U: FM: 95.7 mhz. 50 kw)—Granted transfer of
control of Grindstone Broadcasting from F. Eugene
Dixon Jr. to Helen Stoane Dudman for $600.000 plus
$100.000 noncompete agreement. Dixon has no other
broadcast interests. Dudman is former public relations
officer for Public Broadcasting Service, WETA(TV)
Washingion and Post-Newsweek Siations. She has no
other broadcast interests. Action Apr. 29.

® WQMV(FM) Vicksburg. Miss. (FM: 98.7 mhz) —
Granted assignment of license from WQMV Radio Co.
1o Omni Media Corp. for $275.000. Seller: Waymond
E. Underwood of Vicksburg who has no other broad-
cast interests. Buyer' Ronald E. Hale and Glenn D.
Mobley (50% each). Hale is general manager and 28%
owner of WHTV(TV) Meridian. Miss. He is also 50%
owner of car rental agency in Meridian. Mobley owns
mens retail clothing shop and has one-third interest in
real estate development company. both Muscle
Shoals. Ala. Hale and Mobley own WIFL(AM)
Vicksburg. Action Apr. 15.

® WZZD(AM) Philadelphia (990 khz; 50 kw-D; 10
kw-N)—Granted assignment of license from Fair-
banks Broadcasting Co. of Pennsylvania Inc. 10 Com-
municom Corp. of America for $4.025 million.
Richard M. Fairbanks is president. treasurer and prin-
cipal owner (82.7%). Fairbanks Broadcasting also
owns: WIBC(AM)-WNAP-FM Indianapolis:
KVIL-AM-FM Highland Park (Dallas). Tex.:
WKOX(AM)-WVBF(FM) Framingham. Mass.:
WINO-AM-FM West Palm Beach-Palm Beach. Fla.
Buyer is owned by Keaneth E. Paimer who is chairman
and vice president of Communicom. Buyer also owns
WWDJ(AM) Hackensack, N.J. Action May 7.

8 WNIK-AM-FM Arecibo. P.R. (AM: 1230 khz: FM:
106.5 mhz) —Granted transfer of control of Arecibo
Radio Corp. from Manuel Cabrera. Jose Cabrera &
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Hector Reichard Jr. (100% before. none after) (o
A.E.C. Holding Co. (none before: 100% after). Con-
sideration: $400.000. Principals: Transferees have no
other broadcast interests. The Cabreras are brothers.
AEC Holding is owned by Carmen Phipps and Pablo
Llerandi (50% each). Phipps is Arecibo physician.
Lierandiis owner of Arecibo movie theater. They have
no other broadcast interests. Action Apr. 29.

® KLUF(AM) Lufkin. Tex. (1420 khz. 1 kw-U)—
Granted transfer of control of Radio Lufkin Inc. from
Radio Laredo Inc. (80% before:; none afier) 1o KLUF
Radio Inc. (20% before: 100% afier). Consideration’
$400.000. Seller is principally owned by John Hicks
and family. who also own KLVI(AM) Beaumont and
KLAR(AM) Laredo. both Texas. They have sold
KLUF(FM) Lufkin (BROADCASTING. Dec. 3) and
WTAW-AM-FM College Station. Tex. (BROAD-
CASTING. Mar. 24). Buyer is owned by Ralph
Ridinger. who has owned 20% of station since 1975,
Action May 7.

Facilities changes

FM applications

8 WILO-FM Frankfort. Ind. —Seeks CP 10 increase
ERP 10 50 kw: HAAT: 460 f1.: change TL to | mi W. of
Middiefork on St. Rt. 26 near Middlefork. Ind. and
make changes in ani. sys.

& KJOK(FM) Ariz.—Seeks CP 10 increase ERP 1o
100 kw, HAAT 80 fi.: change TL 10 12th & Ave. B.
Yuma: and make changes in anlt.

AM actions

B WFUL(AM) Fuhion. Ky.—Granted waiver of sec-
tion 73.1201(B)(2) of rules to identify as Fulton. Ky.-
South Fulton. Tenn. Action Apr. 9.

® KLMS(AM) Lincoln. Neb.—Granted mod. of CP
10 increase power 10 5 kw. change ant. sys. (increase
height). conditions (BMP-790308AE). Action Apr.
15.

8 KYAC(AM) Seattle. Wash. —Granled mod. of CP
to make changes in N-DA sysiem:. conditions
(BP-14.625). Action Apr. 2.

FM actions

® KADX(FM) Denver—Granted CP 1o change
trans.. change ant. and transmission line: increase ant.
height 320 ft. (H&V) (BPH-800108AJ). Action Apr. 1.

# WWWK(FM) Granite City. lll.—Granted CP 1o
make changes in ant. sys.. change TL 1o Mercantile
Trust Tower 7th Si. and Washingion Ave.. St. Louis;
change type trans. and ant.;. decrease ERP 39 kw: in-
crease ant. height 560 fi.; and change TPO: conditions
(BPH-781102AD). Action Apr. 1.

® KRST(FM) Albuguerque. N.M.—Granled CP 10
decrease ERP 22 kw: increase ant. height 4160 fi.. and
change TPO (BPH-800307AH). Action Apr. 15.

| WVSP(FM) Warrenton. N.C.—Granted CP 1o
change (ype trans.: increase ERP 100 kw. and change
TPO (BPED-790202AG). Action Apr 15.

@ WZZP(FM) Cleveland. Ohio—Granted CP to
change TL 10 4800 Bruening Road. Parma. Onio: make
changes in ant. sys.: ant. height 1.060 ft.. ERP 7.8 kw
(BPH-800111AD). Action Mar. 31.

8 KEBC-FM Oklahoma City—Granted CP to utilize
former main trans./ant. site at 9701 S. Bryani.
Oklahoma City. ERP 22.5 kw: ant. height 330 ft.
(BPH-800114AQ). Action Mar. ||

® *KTCU-FM Fort Worth, Tex.—Granled CP 10
change TL 1o Ed Landreth Hali. Texas Christian Uni-
‘versity, 2900 S. University Dr.. Fort Worth: increase
ant. height 10 300 fi. (BPED-790605AL). Action Mar.
31

In contest

FCC decision

8 Kansas City. Mo.—FCC has denied request by Bar-
bara S. Uehling for waiver of television-cable TV cross-
ownership rules 10 permit her 10 own stock and be
direclor of American Cablevision of Kansas City. Inc.
(ACKC). new Kansas City. Mo. cable franchisee. as
well as director of Meredith Corp.. licensee of Kansas

Cily. Mo. station KCMO-TV. Uehling who is director
and .85% owner of ACKC stock was asked by Meredith
1o join its board of directors if requisite waiver of TV-
Cable rules could be obtained. Section 76.501 of rules
prohibits cable sysiem from carrying signal of any TV
station if system directly or indirectly owns. operates.
controls or has interest in national television nelwork
or TV station whose predicted Grade B coniour over-
laps in whole or part service area of system. Action
Apr. 30.

Allocations

Actions

® Swunigart and West Helena. both Arkansas—In
response 1o petition by West Helena Radio. Inc. and
counterproposal by John D. Miller assigned 104.9 mhz
1o West Helena and 105.5 mhz to Stutigart effective
June 26 (BC Doc. No. 79-53: RM-3250. 3368). Action
May 9.

m Geneva. Ohio—In response io pelilion by Ameri-
can Ethnic Voice of Northeast Ohio proposed assign-
ing 104.9 mhz to Geneva as its first FM assignment,
comments due July 7. replies July 28 {BC Doc. 80-212;
RM-3452). Action May 6.

@ Beaufort and Ridgeland. both South Carolina—In
response to petition by J. Olin Tice. Jr. proposed
substituting either 100.1 mhz or 99.7 mhz for 104.9
mhz at Beaufort and reassignment of 104.9 mnz to
Ridgeland as its first FM assignment, comments due
July 7. replies July 28 (BC Doc. No. 80-214:
RM-3443). Action May 6.

a Elioree. S.C.—In response Lo petition by Santee-
Cooper Broadcasting Co. proposed assigning 99.3 mhz
to Elloree as its first FM assignment. comments due
July 7. replies July 28 (BC Doc. 80-211. RM-3579).
Action May 6.

B Mount Pleasant. S.C.—1n response lo petition by
John M. Dunnagan proposed assigning 92.1 mhz to
Mount Pleasant comments due July 7. replies. July 28
(BC Doc. 80-213: RM-3406}. Action May 6.

Satellites

® There are approximately 3.330 licensed earth sla-
tions. Approximately 330 are transmit-receive earth
stations with remaining 3.000 being receive only earth
stations. Receive-only earih siations are not required
10 be licensed with FCC (BROADCASTING. Oct. 22,
1979). FCC estimates that ratio of unlicensed 10
licensed receive-only earih slations is approximately 3
to 1.

Earth station applications

® Bishop. Calif —Bishop Cable TV Lid. (4.6 m; S-A:
E2123).

B Brighton. Colo.—Jones Intercable Inc.
AFC: E2120).

@ Belle Glade. Fla.—Jones Intercable Fund VII-ABC
Venture (5 m: S-A; E2122).

& Jacksonville. Fla.— Area Communications Inc. (7
m: FCC reference: E2117).

® Miami Beach. Fla. —Hi-Net Communications Inc.
(5 m: Microdyne. E2119).

® St Augustine. Fla. —Jones Intercable Fund VII-
ABC Venture (5§ m: S-A:; E2121).

8 Osburn. Idaho—Teleview Antenna Systems Inc. (5
m: Hughes: E2116).

@ Highland. lll.—Dow Jones & Co. (11 m: FCC
Reference: E2125).

B Bowling Green. Ohio—Dow Jones & Co. (11 m:
FCC Reference:. E2126).

® Marlin. Tex. —Marlin TV Cable Co. (5 m: Hughes.
E2118).

B Wylie. Tex.—Media Systems Inc. (6 m. Hughes:
E2124).

Earth station grants

B Huntsville., Ala.—American Satellite Corp.
(E2016).

® Tucson. Ariz.—Hi-Net Communications (KZ92).
| Covinglon. Ga.—City of Covington (E2027).

(43 m:

Broadcasting May 26 1980
76

® Madison. Ga.—Gem Communications lInc.

(E2023).

& Sac City. lowa—Warner Amex Cable Communica-
lions Inc. (KZ61).

B Baxter Springs. Kan.—City of Baxier Springs
(KZ9D).

B Coldwater. Kan.—Coldwater Community TV Inc.
(KZ62).

& Wichila. Kan.—American Satellite Corp. (E2044).

& Corbin.
(E2038).

® Kansas City. Mo.—American Cablevision of Kan-
sas City Inc. (KZ28. 31, 32).

@ Lamar. Mo.—Southiwest Missouri Cable TV Inc.
(KZ90).

8 Fredonia. N.Y.—~K W R Sysiems Inc. (WZ52).

& Cambridge. Ohio—Hi-Net Communications Inc.
(E2024).

8 Dayton. Tenn. —Clear-Vu Cable Inc. (E2025).

& Bridge City. Tex.—Bridge City Cablevision Inc.
(KZ88).

8 Vidor. Tex.— Vidor Cablevision Inc. (KZ89).
® Staunton. Va.—Staunion Video Corp. (E2022).
® Tacoma. Wasth.— Teleprompter Corp. (KZ30).

Ky.—Hi-Net Communications lInc.

Other

® Total of 3.918 complaints from public was received
by Broadcast Bureau in March 1980. an increase of 359
over February. 1980. Other commentsand inguiries for
March totaled 2.373. decrease of 707 from previous
month. Bureau sent 1.824 letters in response (0 these
comments. inquiries and complainis.

Services

COMMERCIAL RADIO

MONITORING CO.
PRECISION FREQUENCY
MEASUREMENTS, AM-FM-TV
Monitors Repaired & Certified
103 S. Market St.

Lee’s Summit, Mo. 64063
Phone (816) 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 Commercial Contractor
AM-FM-TV & NRBA lists —tarift

updates-search services-mailing
lists, C.B., Amateur, etc.
1114 21st St, N.W,,
Wash,, D.C. 20037 202 452-1422

AERONAUTICAL CONSULTANTS
Tower Location/Height Studies
FAA Negotiations
JOHN CHEVALIER, JR.
AVIATION SYSTEMS

ASSOCIATES, INC.
1650 So Pacific Coast Hwy
Redondo Beach, CA 90277

213} 3782281




Professional Cards

ATLANTIC RESEARCH CORP.
Jansky & Bailey
Telecommunications Consulting
Member AFCCE
5390 Cherokee Avenue
Alexandnia, Virgima 22314
(703) 642-4164

EDWARD F. LORENTZ
& ASSOCIATES
Edward F. Lorentz, P.E.
Charles I. Gallagher. PE.
1334 G St. N.W., Suite 500
Washington, D.C. 20005
(202) 347-1319
Member AFCCE

CONSULTING RADIO ENGINEERS
Suite 500
1140 Nineteenth St, N.W.
Washington, D.C. 20036
(202) 223-6700
Member AFCCE

A.D. RING & ASSOCIATES

COHEN and DIPPELL, PC.
CONSULTING ENGINEERS
1015 15th St., N.W,, Suite 703

(202) 783-0111
Washington, D.C. 20005

Member AFCCE

CARL T. JONES ASSOCS.

(Formerly Gautney & Jones)
CONSULTING ENGINEERS

7901 Yarnwood Court
Springtield, VA 22153
(703) 569-7704
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 AND SILLIMAN
8701 Georgia Ave. #805
Silver Spring, MD 20910

ROBERT M. SILLIMAN, P.E,

(301) 589-8288
THOMAS B. SILLIMAN. P.E.
(812) 853-9754
Member AFCCE

Moftet, Ritch & Larson, P.C.

{Formerly Siliman Moftet & Kowatski P C )
CONSULTING ENGINEERS

1925 North Lynn Street
Arlington, VA 22209
(703) 841-0500

Member AFCCE

STEEL, ANDRUS

& ASSOCIATES
Dawid L Steel. St, PE
RD. 1, Box 276, Grasonville, Md. 21638
{301) 827-8725
Alvin H. Andrus, PE.
351 Scott Dr. Silver Spring, Md. 20904
(301) 384-5374

Member AFCCE

HAMMETT & EDISON, INC.
CONSULTING ENGINEERS

Radio & Television
Box 68, International Airport

San Francisco, California 94128
(415) 342-5208

Member AFCCE

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 Snowville Road
Cleveland, Ohio 44141
Phone: 216-526-4386
Member AFCCE

VIR JAMES

CONSULTING RADIO ENGINEERS
Applications and Field Engineering
Computerized Frequency Surveys
345 Colorado Blvd.—80206
(303) 333-5562

DENVER, COLORADO
Member AFCCE

E. Harold Munn, Jr,
& Associates, Inc.
Broadcast Engineering 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
Consuiting Radio 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 98103
(206) 633-2885
Member AFCCE

MIDWEST ENGINEERING
ASSOCIATES
Connu[h’ng gngiru;u
6934 A N. University
Peoria, illinois 61614

(309) 692-4233
Member AFCCE

MATTHEW ]. VLISSIDES, PE.
STRUCTURAL CONSULTANT
TOWERS, ANTENNAS, STRUCTURES
Studies. Analysis, Design Modifications.
Inspections. Supervision of Erection
7601 BURFORD DRIVE McLEAN.VA 22102
Tel (703) 356-9504

C.P.CROSSNO & ASSOCIATES
CONSULTING ENGINEERS
P. 0. BOX 18312
DALLAS, TEXAS

75218
Computer Aided, Design & Allocation Studies
Field Engineering,

{214) 321-9140

RADIO ENGINEERING CO.
Box 4399 RR 1, Santa Ynez, CA 93460
CONSULTANTS

ALLOCATIONS, INSTALLATIONS, FIELD
ANTENNA & TYPE ACCEPTANCE MEASUREMENTS
NORWOOD J. PATTERSON

(805) 688-2333

JOHN FX. BROWNE
& ASSOCIATES. INC.
CONSULTING ENGINEERS
1901 Pennsylvania Ave.. NW
Washington, D.C. 20006
525 Woodward Avenue
Bloomfield Hills, Ml 48013

Member AFCCE Member AFCCE Serving Broadcasters over 35 years Tel (313) 643;'225,6/‘}?02) 293-2020
o iting Electrical Eng to Educa-
WILLIAM B. CARR tion and Industry specializing in instruc. confact

& ASSOCIATES, INC.
DALLAS/FORT WORTH

WILLIAM B. CARR, PE.
1805 Hardgrove Lane,
Burleson, Texas 76028. 817/295-1181
MEMBER AFCCE

tional and broadcast television, cable dis-

sound reinfo

t, to meet
short and Iong mnge needs of engineering
and the obj

POHTS ENGINEERING
301 South Allen St.—Suite 301
State CoHege, PA 16801 814/234-9090
Member AFCCE

BROADCASTING MAGAZINE
1735 DeSales St. N.W.
Washington, D. C. 20036
for availabilities
Phone: (202) 638-1022
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UNDERSTANDING SOUND,
VIDEO, AND FILM RECORDING
by Michael Overman, All about the
history, theory, practice and hard-
ware of recording and reproducing
sound and picture on cylinders,
discs, films and tape. Here's an
authoritative, readable analysis of
sound, video and fitm recording, a
fascinating insight into their techni-
cal evolution and theory with precise
explanations of how each works. Of
interest to anyone involved in the
technical side of audio or video
recording. 140 pages, 74 llus.

$8.95

CATV PROGRAM ORIGINATION
AND PRODUCTION by Donald
Schiller. For anyone currently operat-
ing or interested In starting a CATV
system This book explains how to
produce effective audience-building
programing and how to show an
operating profit. Topics include
developing and scheduling CATV
shows, conducting market surveys,
and how to meet FCC requirements.
There's also a full chapter on how to
manage a CATV programing depart-
ment. Learn how to assess the most
pertinent types of shows needed to
attract a given audience Both
veteran cablecasters and those new
to the field can benefit from the wide
range of topics covered in this handy
volume. 252 pages. 73 illus. $14.95

HOW TO WRITE, DIRECT & PRO-
DUCE EFFECTIVE BUSINESS
FILMS AND DOCUMENTARIES
by Jerry McGuire. Designed for any-
one involved In the production and
direction of business films. An infor-
mative behind-the-scenes course in
the art of writing, directing and pro-
ducing compelling documentaries
and bustness films. All aspects of
this topic are covered, from
researching, interviewing, and writ-
ing a script, nght down to the actual
shooting of the film. 280 pages, 32
iltus. $14.95

HOW TO MAKE NEWS AND INF-
LUENCE PEOPLE by Morgan Har-
rs and Patti Karp. The secrets of
gaining publicity for any business
from small local organizations to

T485.

T468

large national groups. Starting with
the basics of writing a news story,
the authors proceed to unveil the
process of planning a fuli-scale pub-
licity campaign. Relations with edi-
tors, photographers, correspondents,
and other news people are hignh-
lighted. Sample radio announce-
ments and correct formats for sub-
mission are a large part of the sec-
tion on radio. There I1s a similar sec-
tion on television. News releases,
newsietters, and handbslls can pack
a meeting or event, and the authors
have detailed pointers on therr pre-
paration and distribution This
volume 15 slanted towards fattening
a group's treasury, increasing its
membership, and getting those all-
important messages over the air-
waves o7 Jn prnt so they can reach
the desyed audience. 140 pages.

$7.95

RADIO PROPAGATION
HANDBOOK by Peter N Saveskje
For anyone involved in the technical
aspeclts of broadcasting. wntten by
a professional with 25 years
experience in the field. Total
coverage of ground wave propaga-
tion, back scatter, diffraction, tropo,
microwave, millimeter wave, and
every type of propagation known
including VLF, LF, MW, SW, HF. VHF,
UHF. and TV, 504 pages. 276 illus.

$17.95

TELEVISION PRODUCTION
HANDBOOK by Douglas O. Ward-
well. if you are involved in any phase
of TV produclion or want to learn
about t this book I1s Indispensable.
The author begins with a clear
explanation of the workings of televi-
sion program production and
transmission and the vital functions
of the managemeni/production
team He then goes on to provide
detailed insight into the daily routine
and technical aspects of television
production with emphasis on direc-
tion, on-camera appearance and
performance, and electronic editing
of the tape recording for final refine-
ment. Designed not only to teach but
to serve as a day-to-day problem
solver. 304 pages 15.95

SEND ORDER WITH PAYMENT TO:

BROADCASTING#BOOK DIVISION

1735 DeSales Street, N.W.
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THE ART OF INTERVIEWING
FOR TELEVISION, RADIO AND
FILM by Irv Broughton. Here's a con-
cise, well-written guide for anyone
whose job 1t 1s to ask questions:
writer, disc jockey, documentary
filmmaker, and talk show host. The
author covers a wide range of topics
from preparing for the interview to
selecting a subject and asking the
right questions. There are hints and
helpful suggestions on how to
famiharize yourself with the scope
and limitations of technical equip-
ment. This book goes a long way
toward establishing the interview as
a science as well as an art. 266
pages, 54 1llus. $14.95

ALL-NEWS RADIO by Phillip O.
Keirstead. A valuable guide for those
involved in any phase of the opera-
tion of an all-news radio station. This
fact-filled book covers promotion,
mini-documentaries, interviews, for-
mats, features, syndicators, national
and regional networks, advertising
sales and much more. There’s also a
section on the history of the concept
of all-news radio; where 1t stands
now and where it's going. A notewor-
thy addition to broadcast journaiism
literature and a priceless guide for
any all-news station. 210 pages, 40
illus. $14.95

CABLECASTING PRODUCTION
HANDBOOK by Joel Efrein. This
guidebook 1s intended to serve as an
introduction to cablecasting produc-
tion for the novice, as weill as a work-
ing handbook for those already in
the field. A comprehensive study
covering all aspects of cable pro-
duction including program format
and scheduling, promotion and sales
organization, program buying,
program and production flow, station
marntenance and FCC regulations.
Also included are eteven informative
appendices supplying technical
specifications and performance
standards for video equipment, sam-
ple program schedules, suggested
telephone and mail questiornaires
and much more. An indispensable
aid to CATV planners, directors and
producers. 210 pages. 44 illus.

$12.95

Washington, D.C. 20036



Classified Advertising

See last page of Classified Section for rates,
closing dates, box numbers and other details.

RADIO

HELP WANTED MANAGEMENT

The Robert ingstad Broadcast group with proper-
ties from Montana to Florida is filling a few key man-
agement positions. Managers and sales managers. ..
If you have a record of success and are looking for an
opportunity to join a professional, aggressive, growing
group ... respond now. Send resume immediately to
Jerry Gutensohn, WTNT Radio, Box 1047, Tallahassee,
FL 32302.

Aggressive, experienced, sales-oriented person to
manage a successful FM station in medium-size
Northern Wisconsin City. Send a contidential resume
lo: Box E-142.

Looking for experienced manager strong on
sales, who can handle a new beautiful music station in
deep south market of 40,000. Our manager is already
a pro, and 1s Jooking for possible equity. J. Boyd in-
gram, President, Superior Broadcast Group, PO Box
73, Batesville, MS 38606.

Major market station Jooking for a Sales Manager to
motivate local sales staff by leadership and utilization
of sales tools including research. Must be able to
maintain strong personal billing. Excellent opportumty
for the right professional. Excellent base, incentives
and fringes. EQE. Box E-154.

General Manager: Strong in sales for solid, fast-
growing California AM. Investment opportunity EOE.
Box E-213.

Maryland adult contemporary daytimer has m-
mediate opening for tst ticket/DJ. Send tape, resume.
WSER, 192 Maioney Road, Elkton 21921

General Manager/Sales for new FM 60 miles
southwest of Chicago. Send resume and references to
WLMT, PO Box 119, Wilmington, iL 60481.

HELP WANTED SALES

Very successful South Florida radio station seek-
ing expenenced sales people for expanding sales
force. Excelient pay and benefits. Equal Opportunity
Employer. Send resume to Box E-122.

New Southern Oregon FM. Region’s most powerful
station. Manager, plus 3 creative, assertive, hard-
workers who know or are willing to learn consultant
selling. Sales guarantee $1000 p/mo. 2805 Irvington
Way, Madison, Wi 53713.

Experienced Sales Manager, for California
daytimer, who can and will personally sell, recruit,
motivate, direct sales staff, community oriented, with
successful history of promotional, merchandising pro-
grams. Resume, references. Box E-148.

Growing broadcast group located in the Sunbelt
seeking experienced sales manager and salespeople.
Excellent benefits. E.O.E. Contact: Marilyn S. Gamer,
PO Box 529, Laurinburg, NC 28352, 919—276-2911

KJO is growing again! We need another natural
sounding jock/production person. Top 40 or AOR ex-
perience preferred. Tapes to Tom Greenleigh, KJQ.
1506 Gibson Ave. Ogden, UT 84404. EOE mf.

WEZ), Memphis, TN. ... No. 1 Beautiful Music Sta-
tion now accepting apphcations for tuture openings
for staff announcers. Send tapes and salary require-
ments to Phyllis E. Moore, Operations Manager, 5900
Poplar Ave., Memphis. TN 38138. Equal opportunity
employer.

Experienced Announcer: KURM Radio in Rogers,
AR, the strongest signal in Northwest Arkansas, is
looking for an experienced announcer who has pro-
duction skills and can handle remote broadcasts, etc.
KURM Radio is community involved. Send tape and
resume to Dwayne Mosely, c/o KURM Radio, 212
North Second Street, Rogers, AR 72756.

Announcer for East Coast beautiful music FM. EOE.
Resume to Box E-189.

WNBF Radio s looking for full time on air personality.
10 PM - 2 AMor 2 AM to 6 PM. 3 Years experience.
Minorities are urged to apply, E.O.E. Send tapes and
resume to: Don Daniels, P.D., WNBF Radio, Bingham-
ton, NY 13902

Media Specialist (radio station manager). Indiana
University-Purdue . Umversity, Fort Wayne, is seeking
qualitied manager for 1ts two-year-old non-commer-
cial radio station (WIPU FM). Ability to organize and
implement fund raising efforts and work with active
Community Advisory Board important; three-five
years non-commercial radio management experience
destred. Resume and supporting documents to: Jerry
Morgan Medley, Director, Universily Relations, IPFW,
2101 Coliseum Boulevard East, Fort Wayne, IN
46805. IPFW I1s an Equal Opportunity, Affirmative Ac-
tion Employer.

Lynn Canal Broadcasting, non-profit corp: man-
agement of tull service FM facility. Business manage-
ment experience and familiarity with broadcast opera-
tions. Knowledge of S.E. Alaska helpful. Apphcations
postmarked through June 2. Wnte or call for full job
description. Salary: $20,000-524,000 D.O.E. An Equal
Opportunity Employer. PO Box O, Haines, AK 99827,
Phone 907 —766-2598.

Growing broadcast group iocated n the Sunbelt
seeking experienced statton managers. Excellent
benefits. E.O.E. Contact: Manlyn S. Gamer, PO Box
529, Laurinburg, NC 28352, 919—276-2911.

Operations supervisor for new FM college radio
station. Requirements: experience in programming,
budgeting, ability to work with students, serve as
liaison with administration. Radio experience re-
quired, college radio expenence preferred. Fuli-time
position, one year appointment, $9,000-$10,000.
Résumes to Director of Student Activities, Coliege of
Staten Island, C-131, 715 Ocean Terrace, Staten |s-
land, NY 10301. No phone calls. CSl is an Equal Op-
portunity/Atfirmative Action employer.

Public Radio Station manager. Supervise six full-
time, 50 part-time employees at University's 30KW,
stereo, CPB, NPR, jazz, classical and public affairs-
oriented station. Satellite. Newly-remodeled facilities
and studios from HEW Facilities grant. Bachelors in
broadcasting or other appropriate area; five years
broadcast expenence, two of which are in manage-
ment/supervision; Third Class. $17,000-$20.000. im-
medtate opening. Letter of application, resume, list of
three references to: Les Bradley, Acting Station Man-
ager, KUOP-FM, University of the Pacific, Stockton, CA
95211. Phone: 209 —-946-2582. An equa! opportunity
and affirmative action employer.

General Manager, Southeast, growing station In
growing market. Must be able to supervise staff and
program. Salary plus tncentive and car. Opportunity
for advancement. Strong sales background preferred.
Submit resume and references in confidence. Box
E-204.

Florida. Single station market. Big S. There may be a
recession where you are, but not here. Come get your
large share, If you can sell. Radio sales experts only
need answer. Call sole owner direct in confidence 1 —
813-453-7129 nights. Ask tor Bob Stoehrdays 813—
453-3139. Let's talk S.

We are looking for a trained, aggressive pro to
represent top-notch operation. The person I'm looking
for is currently employed at small market station-iook-
ing for first move up. We belteve hard work should be
rewarded. Send resume to: WERK Radio, PO Box
2465, Muncie, IN 47302

Beautiful Music FM station \n medium sized
market, looking for the right kind of sales people.
(Marginal sales people need not apply). If you would
rather sell advertising than repiace Walter Cronkite,
you're a possibility. Box E-181.

Wanted versatile announcer. Also interested in an-
announcer-sales. 5000 Watt 40 minutes out of St
Louts. 314—586-8572.

Commercially experienced DJ o upgrade AM FM
Southeastern New York. Adult contemporary. Salary
open. EOE. Box E-173.

Country & Western program director announcer
needed badly. Strong 1n production and promotions.
Send tape and resumes to KHEM, Box 750, Big Spring,
TX 79720. (915—267-2523).

HELP WANTED TECHNICAL

Chief Engineer for automated Class A FM in Univer-
sity town, some air work. Resume with references or
call: General Manager, WUUN, 412 West Washington,
Marquette, MI 49855. (An equal opportunity
employer)

HELP WANTED ANNOUNCERS

Chicago classical music/fine arts station. You must
have fluent pronunciation of major languages and a
working famitiarity with all penods of classical music.
Candidates must be able to evaluate and prepare
news for broadcast, and excellent writing/editing
skills are required. This is a full-time position. Combo
operation. Send letter detailing interest and resume
to: Mr. Mace Rosenstein. Chief Announcer, WFMT inc.,
500 North Michigan Avenue, Suite 440, Chicago. IL
60611.

Top rated Northern Indiana station looking for an
afternoon jock with easy relaxed personality who can
entertain audience with more than introduction of
records. You will be working with other professionals
in an MOR format. An excellent opportunity to hone
your skills betore the big time! Send air-check and
resume to Allen Strike, PO Box 699, Elkhart, IN 46515.
EOE

Chief for leading AM-FM NY metro area. Ex-
perienced, take-charge worker can find a home with
real pros in congenial operation. Good pay, good
benefits, good future, EEO employer. Box E-174.

South Florida FM and directional AM looking for ag-
gressive, self-starting chief good with maintenance.
EOE. Send complete resume and salary history to Box
E-225.

Major southeastern station looking tor talent.
Several dayparts open. Applicants must be talented,
natural, mature and mentally together. All inquiries
confidential. Excellent compensation for right people.
4/28/80. E.O.E. Box E-58.

New Southern Oregon FM. Region’'s most powerful
station. All new equipment. Wanl announcers with
pride in air work and production abilities. 2805 Ir-
vington Way, Madison, WI 53713.

Personality pop —adult station in competitive Rocky
Mountain region is now accepting apphcations for
future openings in news and announcing. EOE/MF.
Send all information including salary requirements to
Box E-208.

Broadcast Chief Engineer/radio needed im-
mediately for group owned WPOC FM, Baltimore.
Complete charge of technical department. Hire own
assistant. Position 1s Chiet Operator of station in
charge of all maintenance, construction, hiring of tech-
nical people and ensurance of station's complete
technical compliance to FCC rules. Candidates must
have management experience, FCC First Class
License, own automobile, plus expernence in both
studio and transmitter construction and maintenance.
Salary commensurate with experience. Great benefits
package. For interview call General Manager at
301-366-3693, or send resume with references to
General Manager, WPOC, 711 W. 40th Street,
Baltimore, MD 21211. No beginners please. A Nation-
wide Communications, Inc. Station, An Equal Oppor-
tunity Employer.

Chief Engineer —Immediate opening for person with
experience in directional arrays and automation
systems for AM-FM station. Please send resume and
requirements to General Manager, WINA, PO Box
1230, Charlottesville, VA 22902.

Growing, FM, Midwest, needs chief engineer with
selling or sports. Send resume to Professional Com-
munications, Inc., KIEE - FM, 207 East Pear!, Harrison-
ville, MO 64701. Equal Opportunity Employer.
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HELP WANTED TECHNICAL
CONTINUED

Chief Engineer full-ttme AM/FM, must have ex-
perience and expertise in equipment and transmitter
maintenance repair. Send resume to Calvin Booker,
WYLD Radio, 2906 Tuiane Ave. New Orleans, LA
70119.

Chief Engineer—for the leading AM/FM facility in
one of the most attractive medium markets of the
Pacific Northwest. Directional 10KW AM, Class C
automated FM with transmitter on ski resort. Need
permanent, hard working individual with good track
record and good ears, This 1s a super opportunity with
an excellent group orgamzation. Send resume and sal-
ary requirements to Jeft Hatch, Commumncations In-
vestment Corp., 312 East South Temple, Sall Lake
City, UT 84111,

Technician for new FM college radio station. Re-
quirements: First class license, experence with studio
design, equipment maintenance. Abihty to work with
students necessary. Part-time position, one year ap-
pointment, $3,000-$4,000. Resumes to Director of
Student Activities, College of Staten Island, C-131,
715 Ocean Terrace, Staten Island, NY 10301. No
phone calls. CSl is an Equal Opportunity/Aftirmative
Action employer.

HELP WANTED NEWS

Experienced News Director: An experienced news
person, or news director 1s needed in beautiful North-
west Arkansas. KURM Radio, a community involved
radio station, 1s looking for a news director. Send tape
and resume to Dwayne Moseley, c/o KURM Radio, 212
North Second Street, Rogers, AR 727586.

Regional identity seeks individua! for tarm broad-

casting. Minimum two years expenence, Good pfo-

duction capabilities essential. Potential for personal

grow(h excellent. Send resume and salary history. Box
-226.

Extraordinary News Operation in AP-award-win-
ning, Billboard's “Station of the Year” needs ex-
perienced pro who can dig, read, and write by our
standards. if you're good enough to join our expanding
department, send tape and resume to Bob Bender,
WDIF Radio, PO Box 10,000, Marion, OH 43302. EQE.

WGH, Norfolk, Virginia’s best radio news operation
(winner of 4 A/P news awards this year) needs re-
porter/anchor. Must be aggressive, have experience
writing, gathering and editing. Smooth, polished deliv-
ery essential. Send T & R to Carl Holland. ND, Box
9347, Hampton, VA 23670. No calls. EOE M/F.

Reporter/co-anchor. Southwest station, strong
commitment to news. Call News Director 713—
963-1276.

News Director for mdwest AM/FM. Midwest ex-
pernence or native only. 30,000 market. Box D-145.

HELP WANTED PROGRAMING,
PRODUCTION, OTHERS

Opening for a newsperson. Broadcasting and jour-
nalism skills required. Job includes gathering, writing
and airing news. Send tape, resume, three references
to WSLB, Box 239, Ogdensburg, NY 13669. EOE.

New Southern Oregon FM. Region's most powerful
station. All new equipment. Want program/operations
director who can establish objectives and follow
through. 2805 frvington Way, Madison, Wl 53713

News Director for respected adult news station.
Guide four person department of pros. Emphasis on
strong delivery with conversational content. Need ex-
penenced 2 years+. Beautitul Big 10 city in ag-
gressive media market. Good salary plus benefits in
broadcast group ... respond /mmediately with tapes
and resume Mark Renier, KXIC/KKRQ, Box 2388, lowa
City, 1A 52244,

News Reporter. WBT Radio is still looking for that
right combination of experience in street reporting
and anchoring. We'll hold the job until we find it. Tapes
and resumes only, no calls, to Scott White, News
Director, 1 Julian Price Place, Charlotte, NC 28208. An
Equal Opportunity Employer.

News Director —Pacific Northwest, superb lifestyle,
AM-FM powerhouse. A minimum of 10 years broad-
cast journalism experience and 5 years news-director
or assistant news director expenence required. Salary
commensutate with qualifications. Send resume and
recent aircheck to Dave Woodward, KPNW AM-FM,
PO Box 1120, Eugene, OR 97440, No calls please
Equal Opportunity Employer.

News and sports combination. Sports play by play
sports talk show development, and local news writing
ability. Must be experienced and a good voice. Ex-
cellent benefits. Send resumes, tapes to PD, WSOW
Radio, Box 2250, Decatur, IL 62526. ECE.

Experienced News Director, (Califomia daytimer)
to gather, dig, write, produce actualities, community
participating. Resume, references. Box E-162.

KLIX Radio: Southern idaho's largest radio news
department has an opening for the morning anchor
position. Job includes gathering, editing and ajring.
Call Annette Jenkins, news director, for details. 1—
208—-733-1310.

WFNC-AM 50,000-watt County Powerhouse
needs program/operations director. Organized. detail-
conscious pro. Country radio background preferred.
Automation expenence helpful. Tapes/resumes to:
Paul Michels, WFNC, Box 35297, Fayetteville, NC
28303. Females and minorities encouraged to apply.

Broadcasting Producer —Plan, write, produce and
announce regularly scheduled and special classical
music programs. B.A. in Music or Communications
preferred. Knowledge of classical music. Previous an-
nouncing expenence. Working knowledge of various
toreign languages. Salary: $11,520-$13,920 plus
benefits. Deadline: June 16, 1980. Contact: Music
Director, WOSU-FM, The Ohio State Uniwversity, 2400
Olentangy River Road, Columbus, OH 43210. AA/JEEO
employer.

Western New York State. Join exciting revamped
stations - We're looking for a special person to do
hand’s on production for our AM & FM Stations. Must
have commercial experience in radio production.
EOE. Write Box E-210.

SITUATIONS WANTED MANAGEMENT

General Manager. Lengthy experience with excep-
tional performance record in major and medium
markets, AM & FM, various formats. Availability due to
sale of station. Excellent administrator, strong sales
management, plus all other qualifications for suc-
cessful station managerment ... with references to
prove it. Carefully looking for long term association
with quality organization. Box E-7

QGM/G8M presently employed Central California
Coast 1ooking for opportunity to grow with small to
medium market station. 22 years all aspects radio. I'lt
look at opportunity before $$$$SS. Box E-144.

Berkshires —award winning news dept, now accept-
ing tapes, resumes and writing samples for possible
future openings. Looking for a self-starter, go getter
and aggressive news gather. WUPE/WUHN, Fred
Lantz, PO Box 1265, Pittsfield, MA 01201.

Aggressive Reporter. Experience required, strong
sports background preferred, ability to generate sto-
ries. Send tapes and resumes to News Director, KPAC,
7700 Gulfway, Port Arthur, TX.

All-news anchorperson for number 1 all-news sta-
tion in number 2 radio market. Must have strong news
background, not just announcing. Bright “up” sound
essential. Send resume, tape, salary requirement, one-
page essay on your anchor philosophy to: T. Land-
phair, 204 Larsson Street, Manhattan Beach, CA
90266.

Absentee Owners. Stop losing sleep. | am a suc-
cessful radio manager with a strong sales back-
ground, accustomed to absentee ownership, and
capable of total control over your facility(s). Willing to
back up my ability with minority stock purchase. Box
E-109.

Successful broadcast executive (36) Eight years
San Francisco radio station general manager. Current
management for LA indie TV station with no expansion
opportunity. Aggressive in sales management, pro-
gramming, promotion and leadership. Seeking growth
opportunity. Box E-209.

Will buy in. Successtul radio manager, strong sales
background. Looking for turnaround situation. Prefer
Florida, but will consider all markets. Will invest in
right property. Box E-106.

Hard working, dedicated individual with long histo-
ry of success. Seeking management opportunity.
Proven record of leading station to, and maintamnmg
number one posstion. Stable, creative, practical. Capa-
ble of increasing station ncome. Experienced in all
phases, with supenor strength in adminstration,
organization and operations. Resume on request. Box
E-180.

'Gonoral Manager. 13 years of broadcast experience

can work for you! Intelligent, aggressive, dependable
Program Director looking for career opportunity as
GM. Would eventually like to purchase share of sta-
lion. Master's degree and family. References. Prefer
Mid-South. Box E-170.

Aggressive salesperson seeking a future. Over 12
years of successful broadcast sales & management.
Degree in marketing. Experience in local and national
sales, promotion, advertising and merchandising.
Wilhing to travel. Bottom line oriented. Growth position
desired. Box E-171.

Hard-working, enthusiastic business manager
seeks accounting, traftic or wniting posstion leading to
sales/mangement opportunities. Charles Tatter, Box
47121, Atlanta, GA 30362, 404—329-9292.

General sales mgr. 18 years expenence selling
locally, nationally and nternationally specializing in
turning station around. Background includes TV and
print call Herb at 609—768-3236 or write Box E-212.

SITUATIONS WANTED SALES

Experienced, productive saleswoman available
for medium or small market station that promotes
from within. Lets get to know each other as | bolster
your sales department. Please wnite about your station
and its opportunities. Box E-202.

Ready to sell. Experienced announcer, news, ready
to enter sales. Prefer midwest small to medium.
Available new. 915—593-1146.

SITUATIONS WANTED ANNOUNCERS

Black female dedicated, talented., reliable, mature,
3rd. Will relocate immediately. Call for tape and
resume. Sharon Givens 312—276-7647 or 312—
787-3188.

Witty, warm and wide format expenence, including
part time forty miles from N.Y.C. Smooth at 18 months
all AM & PM drive. Joe King 201 —288-6358.

Young black jock air personality 3rd will relocate
immediately. Knowledgeable, creative, versatile. For
tape, resume call 219—845-5978 Clarence Collins,
2912 178th Dr. Apt. 1, Hammond, IN

Combo? Yes! | have a first class ticket and per-
sonality to go with il. Call Doug Crounse 215—
785-6100.

Ready to go! Male DJ know country inside and out!
Prefer country. Tape and resume ready! Matt Swan-
son, 2149 Hartrey Evanston, IL 60201, 312—
864-3304.

AFRTS broadcaster, 12 years on duty, 6 n fieid,
wants to come home. Experienced all phases broad-
casting, broadcast management. Box E-137.

Employed dependable, conscientious profes-
sional seeks advancement to operations manager/
public relations. Free to travel. Box E-150.

Ambitious articulate small market newsman-dj,
serious about news. Looking for step up. Lets talk.
Mike 703-980-4084.

Your pbp search is over. Sportscaster with commer-
cizl experience, capable air shift production sales, will
relocate. Mitch (212—-376-4664.

Highly experienced radio person. Hard worker-
first phone, prefers small, med. market. Call 904 —
771-7386.

The Thinman is vacationing. Wiil return May 27.
Looking for new opportunities. High energy. Top 40
killer communicator. Call Cliff 405—799-5133.

Experienced communicator with nine years in all
size markets. Relaxed, friendly authoritative voice.
Telephone talk show host, news gathering and crea-
tive wnting experience. College degree ... but still
learning. Bruce King, 216—732-8383.
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SITUATIONS WANTED ANNOUNCERS
CONTINUED

Mature self starter requests medium market AOR/
MOR. Excellent news writing/production skils, Willing
to really work. T&R on request. John Carison, 9141
Federal Blvd, No. 314, Denver, CO 80221,

Award winning sportscaster wants more
challenges; play-by-play all sports; telephone, talk,
Box E-177.

Energetic Black male third phone, broadcast
school grad, wrniting, announcing, some production
seeking frest start in radio. Hard working can reiocate:
Phone R. Alexander 1 -313—337-7699, 1055 Philip,
Apt. 15, Detroit, M! 48215,

Experienced Top 40 Air Talent, ambitious and en-
ergetic, with the warmth of a real person. Available
now. 315—232-4181

Are there still stations in good-sized markets that
want a well-experienced personality, instead of
simply a jock, in morning drive? I'd like to hear from
them! Box E-179.

Air personality desires position within 120 mile
radius of Chicago. Prefer top 40, ACR, all inquires
welcome. 3rd Will relocate immediately. Tape and
resume. Call Kevin, anytime 414—437-0566.

Annxing/producing: classical & jazz; wide knowl-
edge of CM; some experience; good written com-
munication skills, audio editing. intercultural/cross-
cultural sensitivity; also famiiar with film/theater.
Location less important than growth potential. Salary
negotiable. McDonald, 201 Blackwood, Tnnidad, CO
81082.

Broadcaster with seven years expenence looking
for position on east coast. Write Box E-199.

High school science teacher seeks summer DJ
job. Prefer East. Ph.D. Candidate, member AMS. Male,
27, 3rd Endorsed, experience, single. Box D-54.

SITUATIONS WANTED TECHNICAL

Network and major market experience, former
assistant director of engineering for group. Heavy ex-
perience in AM/FM construction and maintenance.
Box E-153.

Chief Engineer: Experienced; diverse background.
1st phone. Resume available. Box E-117

Studio installations —licensed professional
engineer available for construction projects. Com-
plete packages available from conception to deljvery.
References. Box E-165. '

Chief Engineer desires PBS or Religious Non-Profit.
Likes to work 17 years experience. Come with
engineenng, management, computer, automatlion, and
top fund raising capabilities. | ke a station that 1s a
challenge East or Central. Box E-197.

Chief Engineer. Experienced AM-FM-DA. Now In
Wash.-Balt, area. Box E-214.

Outside reporter position sought by stable pro-
fessional. 4-1/2 years experience in all phases of
radio news, including small market ND. Prefer Rocky
Mountain, or South Central areas. Box E-146.

Local television sales: We're looking for excep-
tional sales people to seil the only commercial televi-
sion station in town. If sales is your only desire in life,
send resume and track record. Box E-183.

Experienced news and sports. Third endorsed.
Also teacher looking for summer work. Can do PBP
baseball. Will fill vacations. Love travel. Andrea Sea-
man, Pittsburgh, 412—462-3241

News Announcer/Writer with five years commer-
cral experience seeks employment in Los Angeles
area. Just completed temporary posttion at KABC. Call
Cheryl Bardowell 213--787-7974.

Goodbye Japan, Hello America. Returning to
America after 19 years  Japan. Presently news edi-
tor, announcer for NHK. Journalism BA. Proven crea-
tive commercial writer. Available for interview anytime
in July. Minimum $20,000. Prefer West Coast. For tape
and resume, please phone or write; John Leinfelder,
746 Pinta Lane, Foster City, CA 94404. Tel. 415—
574-2861.

HELP WANTED TECHNICAL

Maintenance Technician. Minimum 2 years of
maintenance experience. First phone and state of the
art technical background required. Send resume and
salary requirements to Ken High, KAMR-TV, Box 751,
Amarlio, TX 79189. 806 —383-3321. An EOE.

Assistant Chief Engineer with proven ability for
South Texas or Gult Coast VHF. EOE. Box E-91.

Needed immediately. Two good TV supervisors,
heavy on maintenance. One studio and one transmut-
ter with studio responsibilities. Salaries fow 20's. Op-
portunity Assistant Chief Engineer. Contact Bob Har-
die 918—583-3344, 507 So. Main, Tuisa, OK 74103.
ECE.

Chief Engineer with best technical qualifications for
South Texas VHF. Box E-105.

SITUATIONS WANTED PROGRAMING,
PRODUCTION, OTHERS

Horse for hire: GM, PD, major college play by play.
sales, news, award winning morning man. ... Choose
one or any combination. Box E-188.

Former WWRL., WLIB. NY DJ Ready for pro-
grammers position. Box E-190.

Killer medium market communicator. Knowledge
of station operation with nine years experience includ-
ing music director. Creative programming to make
your station a winner. Super numbers, ‘excellent
references, dependable with administrative abilities.,
Call Cliff 4056—799-5133.

This is directed to the program director that thinks a
pleasant voice and wit can get ratings. Wiliing to relo-
cate. 3rd phone. Box E-211

TELEVISION

HELP WANTED MANAGEMENT

Operations Manager: Sunbeit area Aggressive sta-
tion wants an individual with heavy promotion back-
ground for southwestern market. Cail, will discuss on
phone — Station Manager 713—833-7512. EOE.

General Sales Manager—Network Affiliate—sec-
ond fifty market in Southwest sun belt. Applicants
must have a mimmum of two years as TV sales man-
ager with impressive results to show. An Equal Oppor-
tunity Employer. Write Box E-116.

Accounting Manager: Excellent opportunity for a
peoplelresults-oriented Financial Manager. Send
resume to WPLG/TV 10, a Post-Newsweek Station.
3900 Biscayne Blvd,, Miami, FL 33137, Attn: Person-
nel. An Equal Opportunity Employer.

SITUATIONS WANTED NEWS

Just 23, six years radio. Worked two 100,000 watt
stations. Experienced college, high school PBP, most
sports, features, interviews. Also news director, board
shift, some sales. Looking for job with heavy college
sports, and fill in elsewhere if needed. Looking for
medium market. Can relocate. Resumes, referénces,
airchecks available. Box E-70.

Experienced Sports Director, 4 years exciting
PBP, can combine with news. Sales experience can
help you set up profitable sports programming. 208 —
624-3246.

Hard working sportscaster with strong writing
skills. 3 years sports, news experience in Milwaukee.
Some PBP. Will relocate. Afternoons calls 414—
276-8294.

Experienced female news anchor/reporter,
strong conversationat delivery, seeking position with a
dedicated news team. Available immediately. 315—
232-4181.

National Sales Manager job opportunity fora 4-sta-
tion regional TV network n 143rd ADi. Must have ex-
perience In working with national rep and agencies.
Sales development experience desirable. Send
resume to Dave Stuart, General Sales Manager, KFYR-
TV, Box 1738, Bismarck, ND 58501. Equal Oppor-
tunity Employer.

HELP WANTED SALES

Looking for good Assistant Chief Engineer,
familiar with RCA transmitter—TR 600, TK 630, Sony,
Phillips Engineer. Contact: Jim Robinson/WECA-TV
904-893-3127

Chief Engineer—TV. VHF group owned Rich. Va. TV
station. Strong administrative and technical skills re-
quired. Modern, well-equipped facilities. Excellent op-
portunity for the right individual. Forward resume to or
contact Don Watkins, PO Box 2349, Knoxville, TN
37901; phone—615—637-9666. EOE.

Operating Maintenance Engineer for an expand-
ing NBC affihate. Must have First Class license and
experience in all areas of engineering. Earth station
experience helpful. Send resume to: William A
Canora, Chief Engineer, WVIT, Viacom Broadcasting
Inc., 1422 New Britain Avenue, West Hartford, CT
06110. WVIT 1s an Equal Opportunity Employer.

Director of Engineering, Chief Engineer, and
maintenance engineers for expanding Midwest AM,
FM, TV operation. Installing new state of the art
transmitter, new film island, 1’ type-C VTR's, color
radar, EN.G. sony BVU, TCR 100, installing all new
equipment for PM Magazine, new automation for FM,
and more. Outstanding opportunity for experienced
chief to bring along or hire at least two additional
maintenance personnel. We mean business! (Live in
beautiful indiana). Contact: Personnel Director, WTHI-
TV, Terre Haute, IN 47808, 812—232-9481. An Equal
Opportunity Employer.

Transmitter Maintenance Technician: Major
market TV station has an opening fortransmitter main-
tenance technmician. Minimum 5 years experience,
preferably with RCA E & F hines. Knowledge of ENG,
STL and TSL microwave. Strong in preventive mainte-
nance. Digital knowledge. Send resume to WDIV Per-
sonnel, 622 Lafayette, Detroit, Ml 48231. Equal Op-
portunity Employer.

Local Sales Manager with know-how and drive for
VHF in beautiful Texas Gulf Coast city. EOE. Box E-98.

Account Executive. North Central ABC top 100 slta-
tion anxious to fill opening due to retirement. Top list
$30M. Must be experienced either in buying or selling
with top references. Equal Opportunity Employer.
Send resume to Box E-149.

Television Sales Manager for powerful, new ABC-
TV station in Florence, S.C. Must have strong back-
ground in on-street selling to retailers. Exceptional op-
portunity for expenenced salesperson. Send resume
to Jerry Condra, WPDE-TV, Box F-15, Florence, SC
29501.

Engineer Assistant Chief. Instructional TV. The in-
structional Telewision Department of a central N.J.
educational institution 1s seeking an assistant chief
engineer. The position requires a Bachelor's degree or
equivalent experience in electronics or related field,
plus extensive operations ‘experience in a recognized
closed circuit or broadcast color television facthty.
Benelits include three weeks vacation, sick ieave, free
hospitalization and free tuttion for employee and
children. Annual salary in the m:d-teens. Send resume,
indicating salary requirements and Ref. No. 231, to:
Division of Personnel, Rutgers University New
Brunswick. NJ 08903. An Atfirmative Action/Equal Op-
poftunity Employer

Director of Engineering Operations —responsible
for all engineering, administrative and technical level
duties necessary for maintenance and operation of
public television station—operating a transmitter and
3 translators, PBS satellite equipment, color studio,
remote unit, editing and EFP equipment. Development
and maintenance of operating and capital budgets
and supervision ot engineenng staff. Requires: col-
lege degree, 5 years of experience, 3 ot which must
have been in a supervisory/administrative position.
First class FCC license required. Starting salary $21,-
400. Send resumes only ... WVPT, Port Republic
Road, Harrisonburg, VA 22801. Equal opportunity
employer M/F.
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HELP WANTED TECHNICAL
CONTINUED

Transmitter maintenance engineer needed.
Prefer experience on RCA TT50 transmitters. Salary
excellent depending on experience. Send resume or
call Larry Young, C.E. WMBB-TV, Box 1340, Panama
City, FL 904 -769-2313.

Chief Engineer for KVZK-TV, Pago Pago, American
Samoa; salary $20,000 to $22.000 per year; inexpen-
sive housing provided by government. Reply to Ham-
mett & Edison, PO Box 68, International Airport, San
Francisco, CA 94128,

Television station in the Southeast has immediate
opening for a qualified technician with FCC First Class
License. Operating and maintenance expenence re-
quired. Not an entry jevel position. Send resume to PO
Box 10502, Byrmingham, AL 35202. Equal opportunity
employer.

Co-anchor —Top on-air pertormance and journalistic
know-how 1s a must. Field reporting background 1s a
plus. Pleasant eastern community near the mountains
and the sea. A top 60 markel. EEQ employer. Send
details to Box E-166.

Producer needed to run documentary unit for ag-
gressive news organization in growing southeast Top
50 market. Must be strong writer and able to produce
hard hitting documentaries and mini-docs. Ex-
perience required. Send tape and resume 0 News
Director, WVTM-TV, PO Box 10502, Birmingham, AL
35202. An equal opportunity employer.

Producer —West Coast medium market network
affilate looking for aggressive, innovative leader with
at least 2 years experience producing a tast-paced,
people-oriented one hour newscast. This position will
be filied by someone who I1s used to having a lot of in-
put mto assignments and content. EOE M/F. Resumes
and salary history to Box E-201.

Assistant Chief—immediate opening on the
beautitul Californta Coast. Modern well equipped VHF
network affiliate seeks a fully qualified working
engineer capable of supervising maintenance opera-
tions. Self starter with minimum 5 years maintenance
experience, maintenance supervisor background
preferred. Electromcs school graduate or equivalent
technical education, including digital technology.
Career opportunity with excellent salary and company
paid benefits, including pension plan. EQE/M/F. All
replies In confidence to Box E-176.

Associate needed for San Francisco consulting
engineering firm specializing jn AM-FM-TV broadcast-
ing. cable television, and microwave systems.
Bachelor degree essential, advanced degrees
welcome. Systems design, FCC applications, forensic
engineering, lmited field work and travel. P.E.
registration essenhal but may be obtained iater. Sal-
ary commensurate with qualifications and experience.
Participation in ownership possible. Enjoy the benefits
of a small specialized professional firm with an estab-
lished nationwide practice. Entry level position also
available. Send resume in confidence to: Hammett &
Edison, Inc., Box 68, San Francisco International Air-
port, San Francisco, CA 94128.

Maintenance Engineer —Excellent opportunity at
network affiliate (TCR100, TR600, Ampex type C1”.
Vital switching, color radar, full EIN.G. Sony BVU,
TK76). Must be very good maintenance engineer with
good work habits. Send resume, includ:ng salary re-
quirements, to Box E-28.

HELP WANTED NEWS

Midwestern station looking for talented, motivated
news and sports reporter ... weekend anchor work,
good pay, strong benefits, growing company that ap-
preciates imtative ... immediate opening. EEO, M/F.
Box E-66.

Week-end anchor/reporter, upper midwest CBS
affiltate, experience preferred, tape and resume to
News Director, WISC-TV, 4801 West Belthine High-
way, Madison, Wi 53711. EOE.

Reporter. TV news reporting experience required.
Must be extremely enterpnsing, with above-average
imagination and productivity. Anchor experience
helptul. Send resume and tape to News Director,
KOTV, 302 South Frankfort, Tulsa, OK 74119,

Need news reporter —weekend sports anchor able
to shoot and edit ENG. Resume and tape to News
Director. KTHI-TV, Box 1878, Fargo, ND 58107

Midwestern station looking for talented motivated
news and sporls reporter with strong play by play
capabihty. Good pay and benefits with growing com-
pany. EQOE, M/F. Box E-215.

Weather: M-F 6 and 10 p.m. Looking for weather per-
son with versatility in either ENG photography. report-
ing. or fishing and hunting interest. Salary in low teens
depending on qualifications. Send tape, resume to:
Bob Nelson., News Director, WMBB-TV, Box 1340,
Panama City, FL 32401. EQE.

Group owned stations in Five Mid western Markets
looking for self-motivated TV people possible
openings for anchors, reporters, sports people. Ex-
cellent benefits, good pay, growing company with
room to move up. We are an equal opportunity
employer. M/E Send resume to Box E-222.

HELP WANTED PROGRAMING,
PRODUCTION & OTHERS

Producer/Director — 2 years experience, This per-
son1s responssble for producing and directing educa-
tional and community television programs. Make ap-
plication to Edward Sexauer, WRJA-TV, 18 N. Harvin
Street, Sumter, SC 29150 An Equal Opportunity
Employer

Producer/Host—Coordinate and develop public
affairs programing. Responsibilities will include pro-
ducing and hosting a weekly public affarrs series; par-
ticipating in regular legislative coverage; and working
on periodic public affairs spectals. Applicants should
have a journalistic background and prioy on-air broad-
cast experience, Experience in producing public
affairs programing, location production on ENG equip-
ment, and VT editing 1s desirable. College degree or
comparable expenence required. $15.000-16,500.
Contact Dick Hoffman, Semor Producer, WMUL-TV,
Third Avenue, Huntington, WV 25701. Closing date —
June 9, 1980. EOE. Please send resume and
videocassette.

Field Producer for magazine show in midwestern,
middle market station. We're {ooking tor expenenced
ENG/EFP photographers who can produce and edit
great features. Equal opportunity employer. Send
resume and salary requirements to Box E-186.

Television Production Asst. Radio/Television de-
gree desired. Send resumes to J. Graham, WKEF-TV,
1731 Soldvers Home Rd., Dayton, OH 454 18. EEQ M/F.

SITUATIONS WANTED MANAGEMENT

Aggressive 10 years radio & lelewtsion station &
sales management!. Expenence in local/regional and
national sales. Excellen! references. Box E-196.

General Manager —young experienced professional
with outstanding track record seeking challenge and
opportunity. Box E-206.

General Sales Mgr experienced with local national
& international accounts. Background includes radio,
print and pay TV. 18 vyears of success seeking
challenge. Call HR. at 609—768-3236 or write Box
E-223.

SITUATIONS WANTED SALES

Organized AE—(50 kw sold) —print. R-TV, Agency
PR, on-air experience—seeks R-TV. All offers con-
sidered. Credentials, References, Degree. Box E-129.

Position open for writer, co-producer of film, video
productions depicling research, instruction and clins-
cal efforts of faculty, University of Flonda Health
Center. Must be skilled in wnling, cinematography.
and film editing. Masters degree required. Starting
date 6/20/80, Title, Assistant-in. Send resume by
6/2180, to J. Chance, College of Journalism, University
of Florida, Gamnesville, FL 32611. Equal Employment
Opportunity/Affirmative Action Employer.

Executive Producer for established, daily, talk-
variety strip. Must have production experience, admin-
istrative ability, creativity, and be able to motivate a
highly talented statf. Resume to Richard Thrall, WLWT,
140 W. 9th St, Cincinnati, OH 45202, An E.O.E. M/F/H.

Meteorologist: To appear on prime evening
newscasts. Minimum two years television weather-
casting experience. Send resume, VTR and salary re-
guirements to Don Hickman, News Director, WICS-TV,
2680 East Cook St.. Springfield, IL 62708. E.O.E.

Sports Director —our man is ready to move on and
we are looking. Field packages and anchoring plus
keen sports knowledge a must. Eastern top 50 with
professional approach to news and sports. Resumes
to Box E-164.

Sports Director: Minimum two years experience,
with ENG and 16 mm equipment. Strong emphasis on
local sports. Send resume, VTR and salary require-
ments to Don Hickman, News Director, WICS-Tv,
2680 East Cook Street, Springfield, IL 62708. EO.E.

Co-anchor. Top salary for top station which wants
top return on its money. Very demanding job for some-
one who can dig up the news as well as deliver it. Sun-
belt seacoast market. Box E-121.

Anchor/Producer opening for 6:00 and 11:00
News, M-F, on Northern Califormia CBS alfiliate. We
are aggressive, No. 1, and looking for someone with a
solid news background who can communicate. Send
tape, resume to Dan Adams, KHSL-TV, PO Box 489,
Chico, CA 95927  EQE.

Cinematographer/videographer for award win-
ning PTV. Req. degree plus 1 year professional ex-
penence or 3 years professional expenence. Salary
$13,416. Deadline June 22. Contact Bill Berg, KUID
TV, RTV Center. Moscow. |ID 83843. An AA/EQO
employer and educational institution.

Producer/Director —Initial assignment to produce/
direct elementary music senes designed for possible
national distribution. Work in one of American’s most
modern production facilities. BA with three years ex-
perience In television production, including writing,
directing, producing: additional expenence may
substitute for education on year for year basis. Salary
commensurate with experience, minimum $15,840.
Apply by June 16. Contact: Paul E. Few, Assistant
Manager-Administration, University of Nebraska, Box
83111, Lincoin, NE 68501. Equal Opportunity/Affirma-
tive Action Employer.

Production Manager: We're looking for three to five
years experience in professional television producing/
directing. Production Management experience
necessary. Challenging position demanding strong
leadership and communication skills, commercial,
crealive and technical background. EEQO Empioyer.
Send resume and tape to Employeee Relations Direc-
tor, WISN-TV, PO Box 402; Milwaukee 53201. No
calls,

SITUATIONS WANTED TECHNICAL

TV-FM-AM-Field Engineering Service. Estab-
lished 1976. Installation-maintenance-system design-
survey and cnitque-intenm maintenance or chief
engineer. Available by the day, week or duration of
project. Phone Bruce Singleton 813 --868-2969.

TV Production Engineer. 1st phone, expenenced in
camera work, switching, editing, etc. Willing to relo-
cate. Call Jim, 301 —465-0864.

Twenty years experience, VHF, UHF, AM, FM,
shortwave (VOA). Construction, maintenance, facihity
design, chief engineer. Field engineering service, will
consider responsible permanent position. Jim Cason,
POB 1254, New Bern, NC 28560. 919—638-5956.

SITUATIONS WANTED NEWS

Award-winning investigative producer looking
for similar job jn top 35 markets Also interested in In-
vestigative Reporter or Assistant News Direclor posi-
tion. Only competitive stalions need apply. Box E-44.

The magazine show which | host, write and field
produce was just nominated for an Emmy in Los
Angeles. | am looking for new challenges in news and
public affairs. 714—673-7086,

Major market newswoman. 8 years experience In-
cluding Milwaukee, Tampa. Seeking street reporting
or anchor position In top 35 market. Call 414—282-
0508 after 6:30 CST.

Seeking entry level position. MA Mass Com-
munications/Broadcast Journalism, BA Journalism. 1
year radio experience. Experienced all phases news
and production; videotape. 303 -—-989-6424.

Minority TV News reporter/anchor/producer/editor/
photographer/writer/master control technician seeks
challenging position N medium or major market only.
6 years experience. Excellent track record. 1st phone.
Spence 615—632-2831
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SITUATIONS WANTED NEWS
CONTINUED

Nationally Known Sportscaster. Professional play
by play network sportscaster and sports director
radio/TV all sports, seeks to relocate in top 25 market.
21 years expenence in all phases of sports announc-
ing and sports production. Current contracts expinng
please respond immediately to Box E-134.

1 am what you ahve been looking for. Anchor-Reporter
with small and medium market experience, seeks
career advancemen!. Cail mornings and evenings at
609-—-561-8532.

Can’t miss prospect looking for first sports anchorf
reporter job. Creative, wniting talent. Solid sports
background. Intelligent approach good presence.
Tape available call Lou Frangella 312 —944-3488.

Weathercaster position wanted. Have 2 years ex-
perience medium markel, 7 days a week! Have severe
weather experience. Can interpret color radar & NWS
matenals. Can make use of graphics & KK's. Looking
for steady 6 & 10 position. Write Box E-203.

Award-winning sports anchor. Informative
packages, people oriented, community involved 32
year old family man, sojid not just flashy. Want no less
than top 50 station that's committed journalistically to
the best and committed to the people it employs. Box
E-195.

{ am a 28 year old Sony executive who fills-in part
time doing sporlscasts at a major market station. |
seek a full time position with a station, regardless of
market size that employs people who are positive,
confident and enthusiastic. Have a coliege degree,
know ENG. Paul Sherry 707 —584-9481.

New ENG photographer/tech. New Cable news
department seeks videographer who knows photo
journahsm as well as the technical aspect of equip-
ment. Send tape and resume to: News Director, TV-1,
1002 E. New Haven, Melbourne, FL 32901. Calls not
accepted.

SITUATIONS WANTED MANAGEMENT

Account Executive with interest ;n management
and investing. Experience in sales, business manage-
ment, and programing. Proven capabilities. Currently
employed n Chicago. Contact Mr. Jody Duke, 312—
475-1834 after 7 pm,

Ready, willing and cable TV performer/programmer,
10 years expenence Sui Generts Box E-133

ALLIED FIELDS

HELP WANTED MANAGEMENT

Customer Service Manager needed by broadcas!
manufacturing firm. Applicant should have broadcast
engineering experience, preterabiy including AM and
FM transmitter mamntenance, and be able to work well
with people, especially over the telephone. Excellent
location. Company has good growth record. Please
send resumes with salary history to Personnel Man-
ager, McMartin Industnes, 4500 S. 76th St, Omaha,
NE 68127. 402—331-2000.

HELP WANTED SALES

Syndication Salesperson—knowledge of both film
sales and half-hour shows. Aggressive, goal setter
with eye on the future. Good salary, incentive and
benefit package. Send resume to Box E-115,

SITUATIONS WANTED SALES

Broadcast Equipment Sales —employed salesman
with extensive broadcast background, including
engineering and management, wants change. Now in
Chicago. Box E-172.

WANTED TO BUY EQUIPMENT

Wanting 250, 500, 1,000 and 5,000 watt AM FM
transmitters. Guarantee Radio Supply Corp., 1314
lturbide Street, Laredo, TX 78040. Manue!l Flores
512—723-3331.

Instant Cash For TV Equipment: Urgently need
transmitters, antennas, towers, cameras, VTRs, color
studio equipment. Call toll free 800 —241-7878. Bill
Kitchen, Quality Media Corporation (In Georgta call
404—-324-1271)

FOR SALE EQUIPMENT

AM and FM Transmitters —used. excellent condi-
tion. Guaranteed. Financing available. Transcom,
215—-379-6585.

5" Air Heliaz Andrews HJ9-50. Canbe cut and termi-
nated to requirement. Below Migrs Price. Some 3"
also available. BASIC WIRE & CABLE 860 W.
Evergreen, Chicago, IL 312—266-2600.

1 KW AM Continental 314-D, all new tubes, ss.
rectifiers, excellent condition. M. Cooper 215—
379-6585.

For sale: Harns system 90 automation equipment
with two NTI “go carts”, logging and full encoder, less
than one year old. Call George Langan 217 —789-
0880.

Degreed journalist with a fervor for features desires
reporter spot. Reared in radio news. Currently CATV
reporter. Box E-192.

News Reporter/Producer secks demanding posi-
tion, 4 years TV expenence, articulate, efficient, crea-
tive. B.A. Communication/Journalism. Mary Ann Her-
man, 1855 Independence Rd., No. 211, Columbus, OH
43212. 614 —-422-9678/486-2882.

Will work hard for first break innews. Television pro-
duction and radio stringer experience. BA in Brodcast
Journalism, Will relocate. For video tape and resume
contact Charles Freiman, 1404 Hillwood Court,
Charlotte, NC 28210 704—552-2473.

Creative young newswoman —community
oriented-seeks position 1n TV news/public affairs.
Qualified writer-researcher-producer. Top 50 market
expenence. Network trained. Box E-198.

HELP WANTED TECHNICAL

A National Organization is looking for a Broadcast
Technician with two years of electronic training (tech-
nical school or military) and at least one year of telew:-
sion engineering expenence. The person must also
have a basic knowledge of radio production tacilities.
Send resume to: Box E-138.

Customer Service Manager needed by broadcast
manufactunng firm. Applicant should have brodcast
engineenng experience, preferably including AM and
FM transmitter maintenance, and be able to work well
with people, especially over the telephone. Excellent
Jocation. Company has good growth record. Please
send resumes with salary history to Personnel Man-
ager, McMartin Industries, 4500 S. 76th St, Omaha, NE
68127. 402 -331-2000.

HELP WANTED INSTRUCTION

Strong 8 and 11 p.m. anchorman in medium
market seeks major anchor challenge. Excellent cre-
dentials. Award-winning documentary producer. Solid
writer and reporter. Box E-205.

SITUATIONS WANTED PROGRAMING,
PRODUCTION, OTHERS

Photographer, 32, hardworker. Knows 16 & 35mm,
eager to learn all facts of ENG. Relocation or travel
O.K. AB. Brown, Box 276, Manchester, VT 05254,
802—-362—-1379.

Creative Producer-Director, Editor, Technical Direc-
tor, Cameraman desires responsible position. Eleven
years of quality experience in all phases of production.
Box E-219.

Young aggressive broadcaster with seven years
experience at major market independent, anxious to
get back into the business. Can offer heavy on-air pro-
motion experience, as well as management in high
volume film department. Gary Amend, 2525 So. Shore
Apt. 13C, Milwaukee, Wl 53207,414—481-5131

CABLE

HELP WANTED NEWS

News Reporter: general assignmentreporter to join
all new ENG Cable news depariment dedicated to the
highest standard. Unlimited growth potential for
enthusiastic self-starter who wants to join innovative
organization. Recent grads encouraged to apply. Send
tape and resume to: News Director, TV-1, 1002 £. New
Haven, Melbourne, FL 32901. Calls not accepted.

Broadcasting, Search Extended: Instructor,
Assistant Professor; Tenure track position teaching a
vanety of courses in radio and telewision, plus a basic
course in speech communication. Some professional
broadcasting experience in addition to teaching ex-
pernence 1s desirable. Masters Degree in appropriate
field required. Apply by June 15, 1980 to Dean Ronald
0. Champagne, Salem College, Salem, WV 26426.
Affirmative Action, Equal Opportunity Employer.

Tenure track position open in Department of Mass
Communication involving teaching broadcasting
courses and administering university instructional
television services. Doctorate preferred; master man-
datory. Salary range from $13,700 for instructor to
$19,600 for assistant professor with doclorate. 9
month basic contract; summers negotiable. Send
complete resume with tour letters of reference to Dr.
David Eschelman, Head, Department of Mass Com-
munication, Central Missouri State University, War-
rensburg, MO 64093. CMSU is an equal opportunity/
affirmative action employer.

Broadcast Engineering Technology Instruc-
tor: For two-year associate degree program training
technicians in maintenance of broadcast equipment
and facilites. Formal teaching experience not re-
quired. Excellent opportunity for the person who likes
to work with young people. Program presently one of
fastest growing in Ohio's fourth largest technical col-
lege. Coliege has own studio. Experience in the broad-
cast engineering field and First Class FCC license te-
quited. Salary commensurate with experience and
education. Affirmative action, equal opportunity
employer. Send resume or call Personnel Office, Hock-
ing Technical College. Nelsonville, OH 45764 614 —
753-3591.

Four Series 750 ITC Reel-to-reel reproducers. Best
ofter over $2500. Call 301 —228-4800.

3 KW FM CSI FM 3000E, 3 yrs. old w/exciter and
stereo. Excellent condition. M. Cooper 215—
379-6585.

FM Equipment, used-Collins 31021 exciter, with fac-
tory warranty, Spectrosonic 610 comp limiter,
Microtack 6401 stereo preamp, Wilkinson SR-20-12
rectifiers, Revox A77. M. Cooper 215— 379-6585.

RCA TT-10AL VHF Transmitter —Working good,
Channel 6, many spares, $5,000.

RCA TT-35CH VHF Transmitter — All spares, good
condition, Channel 10, $20.000.

RCA TT-50AH VHF Transmitter — Excellent, many
spares, Channel 11, $12,000.

Complete film istand — PE 240, Eastman 285's, TP7,
Eastman multiplexer, $30.,000.

CVS 504B Time Base Corrector—Recently re-
conditioned, $4,000.

GE PE-400 Color Cameras— Pedestals,
super low price! ea. $7,000.

GE PE-350 Color Cameras — All accessories, good
condition, ea. $4,000.

GE PE-240 Film Camera—Automatic gain & blank-
ing, $8.000.

ADC 558-3 Switcher— 540,000 if new, loaded, per-
tect, $20,000.

CDL VSF 741 Switcher— 12 input, chroma key.
54,000.

RCA TK-27A Film Camera—Good condition, TP 15
available, $12,000.

RCA 1800 Film Projectors — New, factory cartons,
TV shutter, ea. $900.

Eastman 250 Projectors —Recently removed from
service, ea. $2,000.

Eastman CT-500 Projector—Optical and mag
sound, ea. $7,000.

RCA TP-8 Projectors — Reverse, good condition, ea.
$1,000.

Ampex 1200 A VTR'S — Amtec, Colortec, one with
editor, ea. $22,000.

IVC 880C VTR’S —Portable model, working good,
ea. $3,000.

Norelco PC-70 Color Camera— 16x1 200M Lens,
2 available, new low price, ea. $14,000.

Norelco PCP-70 Color Camera—Portable or
studio use, $4,000.

VHF Antenna—RCA Batwing. Available now.

UHF Antennas—Vanous Models and Prices.

30 Brands of New Equipment—Special Prices We
will buy your used TV equipment To buy or sell, call
Toll Fiee B00-241-7878. Bill Kitchen, Quality‘Media
Corporation In GA call 404—324-1271.

racks,
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FOR SALE EQUIPMENT
CONTINUED

RCA-TK-44B w/head, pedestal 75' cable,
Angenieux 18-180, 2.2 lens. Good condition 15,000
EmCom, Inc. 612—-835-4001.

Remanufactured Ampex 1200B VTR, Amlec, Col-
ortec, Mark il Editec, overhead bridge, spare head,
compressor, Venturi Vacuum System, manuals, and
extenders. Less than 125 hrs. use since AFA rebuild,
mint condition. Call Bob Chetrick 616—774-8338.

Ampex RA-4000 Editing Systems, Ampex
HS-100 Slo-Mo Disc Recorders, Ampex VR-2000
Video Tape Machines, Ampex VR-1200 Video Tape
Machines, Mobile Unit-1969 Relhance 40 leet com-
plete with 6 PC-70 Cameras, excellent operating con-
dition. For more detailed information and inventory list
contact: Jim Richards/ABC, 40 West 66 Street, NYC
10023, 212 —-887-4906.

1000 watt FM like new. Gates 1-C with stereo
generator and solid-state exciter. Low hours, used as
stand-by. Perfect condition, recent proof. Delivery
from stock. Besco Internacional, 5946 Club Oaks Dr.,
Dallas, TX 75248, 214 —630-3600. Other AM and FM
units In stock.

2 SMC Carousaels with 50 event random select con-
troller. $3000. Call 609 —468-2585.

RCA TR50 VTR, CAVEC, DOC, editor, new head-
wheels. Laird character generator. 801 —750-3128.

100KW Generator with change-over panel. Interna-
tional Harvestor Diesel. Bill Elks, WECT-TV. 919—
791-8070.

RCA 10 D FM transmitter with RCA BTE-15A Solid
State Exciter. Now 1n use, available soon. Also RCA
BC-6A Dual Channel Console, recently removed from
service. 414—743-4411. Ed Allen, Jr.

An automation system that can do anything! BE
Control-16 with time announce, four carousels, full
logging. $40.000 worth of equipment for $25,000.
Alvin Wood, WTRO. Box 100, Dyersburg, TN.

Hitachi SX-80 mini-cam ... excellent condition ..
all accessories included. Reply to Potomac News,
5217 S. 11th. St. Arlington, VA 22204, Phone 202—
484-4002.

FM radio station equipment for sale. Xmtr, tower,
cable, monitors, stereo generator, 3 bay antenna, Marti
remote, and much more to start or fully equip your
3,000 watt FM stereo station; Cash: $39,570. Hear 1t,
see 1t in operation. Rick Martin 303—-392-4219,
KWYD, Colorado Springs, CO.

Schafer 802 Automation, demonstrator for pro-
gramming service. 3 stereo Ampex decks, recently
rebuilt. 3 carousels with random access controllers, in
3 racks. $12,900. Toll-free: 800—527-3262.

For Sale: Collins Stereo Console (212 —S1) Six pots,
10 years old Out of service 30 days replaced by
larger board. Contact Jim Butts, WAKS, Box 588. Fu-
quay, NC 27526 919--552-2263.

Super$pots make money for you! New radio produc-
tion sales service. For demo: Toby Arnoid & Associ-
ates, 4255 {.BJ, Dallas, TX 75234,214—661-8201

RADIO PROGRAMING

“The Soviet objective is world dommation by
1985"— Leonid Brezhnev. "It does not matterf three-
quarters of mankind 1s destoyed; ail that counts is
that ultimately the last quarter becomes Com-
munist”—Lenin. Robert Cunningham, former NBC cor-
respondent, newspaper publisher and expert on com-
munmsm analyzes the likelihood of a Soviet nuciear
missile attack on the United States trom Cuba and the
Caribbean. Wnte on your station letterhead to Action
80, PO Box 597, Pawleys island, SC 29585 for free 8
minute public affairs cassette; no obligation.

Big band breaks. Stereo library of newly recorded
arrangements for adult radio. Sales/Programming
feature. Demo: Toby Amnold & Associates. 4255 LBJ,
Dallas, TX 75234 214 —661-8201

INSTRUCTION

Free booklets on job assistance. 1st Class F.C.C.
license and D.J.-Newscaster training. ATS. 152 W,
42nd St. N.Y.C. Phone 212—-221-3700. Vets benefits.

FCC “Tests-Answers” for First Class License
Plus—"Self-Study Ability Test" Proven! $9.95.
Moneyback guarantee. Command Productions, Box
26348-B, San Francisco, 94126.

REl teaches electronics for the FCC first class
license. Over 90% of our students pass their exams.
Classes begin June 17 and September 2. Student
rooms at the school. 61 N. Pineapple Ave. Sarasota,
FL 33577.813—-955-6922.

San Francisco, FCC License 6 weeks 6/23/80.
Results guaranteed. Veterans Training Approved.
School of Communication Electronics, 612 Howard
St. SF 94105. 415—392-0194.

Announcers: Get a better job. My publication tells
how. Send $7. 2355 Ala Wai; Suite 206; Honolulu, HI.

COMEDY

RADIO

Help Wanted Management

SALES MANAGER

Growing broadcast group looking for
Sales Manager to run Sales department
of AM/FM property in the East. We are
only Interested n someone with ex-
perience. This career opportunity offers
salary and benefits commensurate with
experience. Opportunity for advance-
ment to Station Mgr. or GM. All applica-
tions should include an extensive
resume and personal references. We
are only interested in success-onented
people. Please reply to Box E-224. Equal
Opportunity Employer.

Free sample of radio’s most popular humor service!
O'LINERS, 1448-C West San Bruno, Fresno, CA
93711,

Guaranteed Funnier! Hundreds renewed' Freebie!
Contemporary Comedy, 5804-B Twineing, Dallas, TX
75227.

MISCELLANEOUS

Artist Bio Information, daily calendar, more! Total
personality bi-weekly service. Write (on letterhead) for
sample: Galaxy, Box 20093-B, Long Beach, CA
90801. 213 ~438-0508.

Do you have a client who needs a jingle? The
Ideacassette makes it easy. Call or write for demo.
PMW, Inc., Box 947, Bryn Mawr, PA 18010. 215—
525-9873.

Records wanted —Have format changes left you
with unneeded records? Top doilar paid for all types
LP's. We'll travel for gquantity. Nuggets— Boston 617 —
536-0679.

GENERAL SALES MANAGER

Upstate New York, hightly rated AM/FM facility
is looking for a self assured, aggressive and
able to motivate four member sales staff,
general sales manager. Thorough knowledge
ol retail sales a must. Candidate must be up
and comer with strong organizational
qualities. Annual salary $27K plus override
and car. Relocation costs paid. Send resume to
Box E-65. Equal opportunity employer.

General Manager

wanted immediately for AM radio station in
large, progressive southern city, pop 300,000-
plus. Must know programming and be able to
direct sales dept. Only motivated, self-starters
willing to work hard to turn around an ailing
AM need apply. Compensation for right person
in the 60’s. Write Box E-156.

Help Wanted News

WSYR Sports Director

Exceptional play by play skills
required, result of sale of TV
sister. Feeding station, Syracuse
University football, basketball.
Heavy sports commitment. Tape
of both sports, resume, salary re-
quirements. Hugh Barr, GM,
WSYR Radio, 1030 James
Street, Syracuse, NY 13203. An
Equal Opportunity Employer.

IMMEDIATE

New Jersey’s Largest Radio
News Team
needs an experienced,
dedicated
anchor/reporter

* full medical/dental (including
dependants)

paid vacation/sick personal
days

* holiday pay

*

Plus the sun and fun
of the Jersey Shore

Tape and resume only:
News Director
WOBM-FM
Toms River NJ 08753

Equal Opportunity Employer

Situations Wanted Management

TOP G.M. AVAILABLE
NOW!
Profit, sales, people and com-
munity oriented. Super track,
fine references. Turns a station
ON! Send for details. Box E-127.

MAJOR MARKET
MANAGEMENT

If you're locking for a top man-
ager, | know what you're going
through. I've been through it
from station level to group level.
From starting up new stations to
getting more out of old-line sta-
tions, to trouble-shooting those
with problems. | would welcome
the opportunity to discuss how |
could probably help you get
more out of your station or sta-
tions. Available now due to sale
of company.

Box E-217
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Situations Wanted Management
Continued

Help Wanted Programing,
Production, Others
Continued

General Manager

18 years experience N highly competitive
medium markels. Station sale dictates rmove.
Excellent track record. Proven leadership and
organizational abilities, as well as first-hand
experience n all facets, sales, programming,
budgets. promotion, news, music, FCC. Box
E-207

NEW HAT

Agency head n northeast major market In-
terested in wearing additional hat. Desires to
represent radio rep firm or group-owned com-
bine of stations. Will cover-business in middle
Atlantic slates. Well-schooted and long ex-
perienced in broadcast sales. Office avajlable
Pump up your sales with a new hat. Write Box
E-182

Situations Wanted Announcers

BEAUTIFUL MUSIC

CREDENTIALS: Top voice, top produc-
tion, 15 year pro. Dependable, mature,
single, stable. Now working in N.Y.C.
Looking for very stable operation in
Top-20 markets only please. Call
607-722-9593.

=]

MAgR2Iine

The top television communicator in the country is
being sought for the nation’s number one market.
Candidate must have both talent and field producing
experience in similar format, and must be immediately

available.

Send resume and cassette (no phone calls please!) to

John von Soosten, Program Manager,
WNEW-TV, 205 E. 67th Street, NYC, 10021

Metromedia is an Equal Opportunity Employer,

TELEVISION

Help Wanted Programing,
Production, Others

MAgRzine

America’s highest-rated PM station
is losing female co-host to larger
market. Her replacement will be a
dedicated, experienced person
who writes and produces stories.
Previous magazine or news ex-
perience a must.

Send resume and tape to:

Deborah Messana, Producer
PM Magazine

KFDM-TV

P.O. Box 7128

Beaumont, Texas 77706

An Equal Opportunity Employer

TALK SHOW PRODUCER

Top 10 network affiliate looking for an organized,
creative, take charge professional to develop and pro-
duce daily hve studio program. Mus! have field pro-
duction knowledge and major market tatk show ex-
perience demonstrated on tape.

Send complete resume to Box .E-220

Equal Opportunity Employer

MRAgR2ine

Producer and co-hosts for PM
Magazine premiering in Sept.
on no. 1 station in the market.
On-air and production exper-
ience preferred. Send resume
to Marijane Landis, WGAL-TV,
P.O. Box 7127, Lancaster, Pa.

- 17604. No phone calls please.

An equal opportunity employer.

A Pulitzer Broadcast Station

Lancaster, Pa.

SWITCHER/
PROJECTIONIST

Operation experience with RCA TP-66
projectors, Maier-Hancock hot splicer or
equivalent. A knowledge of film editing
a must. Practical experience with RCA
TS 51 switcher or degree in Broadcast-
ing. Send resume to Kent Doll, Produc-
tion Manager, KTUL-TV, PO Box 8, tulsa,
OK 74101. EOE/MF.

KTULTV

TULSA

Help Wanted Sales

ACCOUNT EXECUTIVE
KTUL-TV, Tulsa, Oklahoma is seeking
applications for Sales Account Execu-
tive. Broadcast or advertising agency
experience required, or Broadcasting
degree. Send resume {0 Saidie Adwon,
KTUL-TV Regional Sales Manager, PO
Box 8, Tulsa, OK 74101. EOE/MF.

KTULTV

TULSA
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Help Wanted Technical

Television Engineer
The King Faisal Specialist Hospital and Research Centre
Riyadh, Saudi Arabia

Immediate opening for a qualified individual with a B.S. in Electronic
Engineering and five or more years practical experience in mainte-
nance and repair of television or video systems. Should be familiar with
TV cameras, monitor systems, and video tape recorders. Must have
thorough understanding of system set-ups and use of test equipment.

The setting is a modern, 250-bed acute care hospital and research
centre located in the capital city of Saudi Arabia. The Hospital and the
Audio Visual Department are rapidly developing and expanding.

Salary and benefits are exceptional. The 24 month contract includes
nousing, transportation and a 30 day vacation.

Interested, qualified candidates should submit a resume with current

salary to:

Linda Hogin
International Representative
Hospital Corporation International
One Park Plaza
Nashville, Tennessee 37202

HOSPITAL

CORPORATION

1INl

RINATIHONAIE

An Equal Opportunity Employer

Help Wanted Management

PROMOTION
MANAGER

TV Station in top ten market
looking for a manager of crea-
tive services department. We
are a strong VHF, network affili-
ate. If you are an experienced,
creative, advertising person,
good al both creating promotion
and administrating a depart-
ment maybe we should get
together. Send resume to Box
E-218. An Equal Opportunity
Employer.

Help Wanted News

For Fast Action Use
BROADCASTING’s
Classified Advertising

SPORTS REPORTER/

PHOTOGRAPHER
Seeking third person for Sports Depart-
ment. Must have ability to shoot 16mm
film and video tape; edit same; write
sport scripts; cover sporting events, n-
cluding on-air reporting and anchor
work. One year experience and/or
Broadcasting degree required. Send
resume/tape to George Stewart, News
Director, KTUL-TV, PO Box 8, Tulsa, OK
74101. EOE/MF.

KTULTV

TULSA

NEWS PHOTOGRAPHER

Two positions open for News Photo-
grapher. Duties include filming or taping
news events with 16mm or ENG equ!p-
ment; processing; editing. One year ex-
perience and/or degree in Broadcasting
required. Send resume to George
Stewart, News Director KTUL-TV, PO
Box 8, Tulsa, OK 74101. EQE/MF

KTULTV

TULSA

NEWS REPORTER

KTUL-TV s accepting applications for a News
Reporter. Job duties include reporting on
news events (n Channel 8 viewing area; writ-
INg news scripts; working with news photo-
graphers in producing filmed or taped news
stones. One year expenence and/or Broad-
casting degree required. Send resumeftape to
George Stewart, News Director, KTUL-TV, PO
Box 8, Tulsa, OK 74101. EOE/MF.

KTULTV

TULSA

TOP NOTCH PRODUCER

Needed for fast-moving dynamic styled
newscasts. Experienced line-producers
only should apply. Write, don't call:
News Director, KPIX-TV, 855 Battery
Street, San Francisco, CA 94111. EOE.

TV ANCHOR

Dynamic, personable anchor
with track record & reporting ex-
perience. Send Tape & resume
to: Phil Thomas, 1100 Walnut
St, Des Motnes, 1A 50308. An
Equal Opportunity Employer.

METEOROLOGIST/
ENVIRONMENTAL
REPORTER

Top 25 market station searching for
Meteorologist/Environmental Reporter
who can communicate. We are commit-
ted to News/Weather. Qur commitnfent
includes Color Radar, NAFAX, UNIFAX II,
ACCU-WEATHER, several microwave
mobile units and live helicopter. Please
send resume to Box E-178. An Equal
Opportunity Affirmative Action
Employer, M/F.
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Situations Wanted News

TV SPORTS BUILDER

Will build strong TV sports department as non-
air sports director.

20 years experience and dedication in all
phases of local TV station sports.

Succes built on hustle, organization and dis-
cipline. Currently on-air. Box E-4.

Sports Director/

Sportscaster
Tired of sending in the clowns and
former ballplayers? Experienced Sports
Journalist who knows the score, what's
behind it and how to visually package it
desires medwum/major market move.
513—771-0188.

PRODUCER

Top 40’'s experience on No. 1-
rated news and No. 1-rated
magazine seeks challenging
position/career advancement.
Box E-200.

SPORTSCASTER WITH
NETWORK EXPERIENCE

seeking new posttion with stable shop. 5 years
television, 4 years rado, 1 year Group W. De-
pendable, reliable family man. Versatile and
professional. All markets considered. Will res-
pond to all inquines. Box E-194.

ALLIED FIELDS
Help Wanted Technical

ENGINEER FOR RANK
CINTEL SERVICE
East Coast & Midwest

Electronic Engineer for Installation and Field Ser-
vice of Rank Cintel Flying Spot Telecine equipment.
Must be fully conversant with state of the art analogue
and digital circurtry and servo systems. Understand-
ing of ophcs and precision mechanics desirable. At
least 3 years experience in the maintenance of com-
plex eiectronic equipment. Preferably, bul not
necessarly presently employed in the Television or
Motion Picture industry. Expenience and track record
are more important than qualifications Product tran-
ing will be provided. Willing and able to travel within
the USA and occasionally overseas. Company car pro-
vided. Salary negotiable. Based in New Jersey. Please
contact Mr. William Liento at (201) 791-7000.

Help Wanted Sales

FILM SALES TO TELEVISION

Major Chicago fitm distnbution company now ex-
panding into TV broadcast sales seeks aggressive ex-
perienced salesperson. Responsibility for marketing
ot documentaries, humor, sports fiims to broadcasters
nationally and nternationally. Requires knowledge or
experience In film and TV sales. Degree preferred. Ex-
cellent salary and comnussion arfangements. Send
resume to Box E-216.

Help Wanted Sales
Continued

" SALES SERVICE |

REPRESENTATIVE

NEW YORK OFFICE

Arbitron, one of the nation’s leading radio and television audience measurement
firms, has an entry-level position available which requires a college degree or
equivalent work experience. Radio station experience would be helpful as well
as sales aptitude. Duties will include extensive telephone contact and corres-
pondence with clients. Promotional opportunities are available. If you are
gualified and have the initiative to work your way up, send a resume with salary
requirements to:

THE ARBITRON COMPANY
@@ aresearch service of
CONTROL DATA CORPORATION
1350 Avenue of the Americas
New York, New York 10019

An athrmative action employer

SALES

Account Executive

OUTSTANDING OPPORTUNITY

. With Arbitron’s New York office Fast growing
recognition and acceptance of our service has generated an
exceptional opportunity for an account executive to join our
Radio Station Sales Department.

The person we're seeking should have at least b+ years ex-
perience in Radio Broadcast Sales. You should be a self starter,
ready to travel, committed to hard work and ready to meet the
challenge of a competitive environment.

We offer an excellent starting salary and incentives, generous
and comprehensive fringe benefits, and a professional atmos-
phere conducive to professional advancement.

To explore this unusual opportunity, send your resume,
with salary history, in confidence, to:

PERSONNEL DIRECTOR

THE ARBITRON COMPANY

@ E a research service of

CONTROL DATA CORPORATION
1350 Ave. of the Americas, New York, New York 10019
An Affirmative Action Employer
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Employment Service

“It's your move!”

STEVEWYMAN
& ASSOCIATES, INC.

BROADCASTING
Executive Search & Recruitment

100 COLONY SQUARE ® SUITE 2301
ATLANTA, GEORGIA 30361

(404) 873-2959

Radio Programing

Miscellaneous

The MEMORABLE Days
of Radio

30-minute programs from the golden age of radio
VARIETY * DRAMA * COMEDIES * MYSTERIES " SCIENCE FICTION
..included in each series

Program Distributors
410 South Main
Jonesboro, Arkansas 72401
501—972-56884

Public Notice

B BROADCASTER’S
ACTION LINE

The Broadcasting Job you want
anywhere in the U.S.A.
1 Year Placement Service $40.00
Call 812—889-2907
R3, Box 84, Lexington, Indiana 47138

The City of Erie, Pennsylvania is
soliciting proposals for a cable
television franchise. For a copy of
the RFP contact: James Klemm,
City Clerk, Municipal Building, 626
State Street, Erie, PA 16501.

MANAGEMENT

irr search of Broadcast Promotion Talent? Pro-
motion Pro ready for a change? Send job
specifications and/or resume to the Broad-
casters Promotion Association Employment
Bureau, c/o Box Q-45.

The Board of Trustees of the Association for Public
Broadcasting will meet June 3, 1980 in the Cabinet
Room of the Washington Hilton Hotel, 1919 Connecti-
cut Avenue, N W.. Washington, D.C. Meeting begins at
9:00 am. Elect at-large trustees and officers ot the
Board. adopt a budget tor FY 1981- discuss the agen-
da and organization of the business of the Board and
its committees for FY 1981: discuss previous day's
activities of tne Delegates; conduct such other bus:-
ness as may be appropnate

Products

| 30 g VW 9°Y\e

A\
.‘“\_0“0\“0 M43 /

s
w\ﬂ r A

Mm 3121298—5800

11233 Rand au + Des Plaines, IL 60018

Business Opportunity

June 4, 1980, Public Broadcasting Service An-
nua) Meeting of the Board of Directors, 9:00 a.m.,
Lincoln Room, Washington Hilton Hotel, 1919 Con-
necticut Avenue, Washington, D.C Elect officers of
the Board and managemerit Adopt budget tor FY
1981 Appoint auditors tor FY 1980 Discuss agenda
and organization of the business of the Board and 1ts
committees, publhc television system development,
CPB-public television tinancial and planning relation-
ships, reform of station program cooperative. journai-
1Ism standards, and 'mplementation of human
resources responsibiities. Consider a statement of
policy on assessments.

PUBLIC NOTICE
APPLICATIONS FOR CABLE TELEVISION
LICENSE
NORWOOD, MASSACHUSETTS

The town ot Norwood. MA will accep! applications
for a cable lelevision license pursuant 1o the regula-
tions established by the Massachuselts Community
Antenna Television Commission Applications may be
tiled at the address below until 4:00 PM. on August
15, 1980. Applications must be filed on the Massa-
chusetts CAT.V Commission Form 100 and must be
accompanied by a $100 non-refundable filing fee,
payable to the town ot Norwood. Ten copies of each
application are required by the town ot Norwood. A
copy of the applicabion shall also be filed with the
Massachusetts CAT.V. Comnussioner.

Trs 1s the only pernod during which apphcations
may be tiled

Board of Selectmen
Municipat Buiding
Norwood, MA 02062

THE THREE BIGGEST WORDS IN
TELEVISION
CABLE - CABLE - CABLE’
There are more than 4,200 cable television systems 1n
operation throughout the country. "Hundreds more
being built or in the planning stages.

What does this mean to you? Opportunity. An oppor-
tunity to capitalize on localized television guides in
your area.

How do you do this? By becoming a local Associate
Pubtisher for your area and producting a localized T.V.
magazine. Each locally owned and operated maga-
zine acquired advertising for insertion in his/her local
edition. TV. Tempo supplies all scheduling and infos-
mation about the happenings in TV.

You will receive complete training. An investment of
$10,500.00 is required. Call 800—241-7089 tor com-
plete information or write TV. Tempo, Inc.. 387 Old
Commerce Road, Athens Georgia 30607.

NOTICE OF AVAILABlLoI;Y OF AN INVITATION
F

APPLICATION FOR A CABLE
COMMUNICATIONS FRANCHISE

The City of Saint Paul, County of Ramsey, Min-
nesota, invites application for a cable communica-
tions francnise A standard application form shall be
completed and submtted in accordance with the
system design and services as specified in the “in-
vitation tor Apphcations”, both of which are available
from the undersigned. Applications wiil be accepted
until August 1, 1980, at 2:00 p.m. Ail applications
recerved will be available tor public inspection during
normal business hours at the City Clerk's Ottice, 386
City Hall, St. Paul, Minnesota. Each such application
shall be accompanied by a $10,000 non-refundable

filng tee payable to the City of Saint Paul. Dated
May 14, 1980 Rose Mix

City Clerk

386 City Hall

St Paul, MN 55102
612/298-4231
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FOR SALE

Full day, individual seminar for broadcast investors,
given o you and your associates privately by an ex-
perienced owner-operator. Property selection,
negotiation, hnancing, FCC requirements, takeover,
among the topics Find out how to buy your next or
tirst station through my personal experienge.

Robin B. Martin, President, Deer River Broadcasting
Group. Surte 1001 141 East 44th Street. NY. NY.
10017 212-599-3303

For Sale Equipment
o N\

SYSTEM
ASSOCIATES

5801 Uplander Way e Culver City. California 90230

USED BROADCAST
TELEVISION EQUIPMENT
WANTED AND FOR SALE

It you are nol receiving our free flyer of

equipment listings, please call or wrile
to be added to our mailing fist.

L (213) 641-2042 J

Wanted To Buy Stations

DESIRE TO PURCHASE
Small AM, FM or combo in
Southern California. Write: J.
Madas, 2222 Kansas Suite L,
Riverside, CA 92507 (714)
682-2222.

For Sale Stations

BROKERS ¢ APPRAISERS » CONSULTANTS

Dallas, Texas 75225 e Denver, Colorado 80237

5944 Luther Lane, Suite 505 8340 East Pninceton Avenue
{214) 696 1022 » (303) 771-7675

THE
KEITH W. HORTON
COMPANY. INC.

P. O. Box 948
Elmira. NY
14902
(607)733-7138

Brokers and
Consultants
to. the
Communications
Industry




For Sale Stations Continued

o Daytimer. NC. About 50 miles from )
coast. $240,000. Terms.

® Chattanooga area daytimer. Good real
estate with living accomodations at
studio. $350.000. No down payment,
$5,225.80/month for 10 years.

® Two AM’s. CA. fulltimer and daytimer. ’

o Class C plus powerful daytimer. S.E $4 FOR SALE
million cash.

® S.E 50,000 watt AM. 3.8 million. Top 25 market AM/FM combo
o Fulltimer. City in lowa. $680,000.
Terms. Class “C” FM... Fulltime AM

e AM/FM in No. Mich. $190,000.

e Atlanta area daytimer. 3680,%0860

® Loulsville area daytimer. $450, . i . R

o Fulltimer W. Va. city. $420,000. P”nC|pa|S only. Box E-97

o Eastern Kentucky AM/FM. Bargain.
$990,000. Terms.

® VA. Coastal. Attractive. $800,000.

® Powerful daytimer in Atlanta area.
$980,000. Terms.

® AM/FM both powerful. N.C. $800,000.
Unusual situation. Lots of leverage.

® Powerful daytimer in Northern
Michigan. $430,000 Terms.

o Fulltimer. Wyoming. $260,000. Terms.

® Class C In Colorado. $590,000.

Terms.
e N.C. daytimer. Big town $400,000. SUNBELT AM
o AM/FM near North Florida resort city.
o $340.000. 33:'000 D':u th AM i Top market with high power.
uper ‘“Powerhouse” w n . .
Eastern Texas. $750,000. SELECT MEDIA BROKERS Fulltime coverage of this top 20
e Dynamic Fulitimer covering half of Market. Cash preferred but terms
Alaska population. $1,600,000. _ can be arranged. Box E-185.
® Powerful Daytimer in Eastern central NC  Daytime AM 165K Small
New Jersey. $650,000. MO Daytime AM 225K Small
e Fulltimer. Coastal city in Southeast. WY  Fulltime AM 235K Small
$500,000. MS Daytime AM 295K Medium
e Daytimer. Northeast Texas. $660,000. KS ?&n-commem'al 350K Vet
etro
e ::h;l:ooo!;gon in large Northern city. GA Daytime AM 100K Mediam
A MA  Daytime AM 650K Major
® South Alaske. Includes Real Estate. SC  Daytime AM 150K Small AM/FM - CATV -TV
$200,000. Terms. FL Fulllime AM 340K Medium
e Indiana. Large metro. $200,000 down. SC  Daytime AM 375K Medum CURRENT INVENTORY
Good coverage. VA Daytime AM 180K Small S}[E
e Daytimer. Boston area. $680,000. GA  Daytime AM - 385K Small RMANand
e Fulltimer. Dominant. Metro. TX. NC Fulltime AM 750K Medium
$1,200,000. Estat IN Daytime AM 1.25 M Major BROWN ASSOC
e 1 kw AM in Southern Ga. Real Estate. co Daytime AM 300K Small
$250,000. Good terms. sSC Daytime AM 155K Small MEDIA BROKER SPECIALISTS
o Southern Arizona. Fulltimer. Good co Fulltime FM 500K Metro
county population. $390,000. Terms. (305) 371-9335 (904) 734-9355
912-883-4917 GORDON
Let us list your station. Confidential! PO Box 5, Albany, GA 31708 SHERMAN ga)OBEVR;
BUSINESS BROKER ASSOCIATES 1110 Br_ickell Ave. PO. Box 1586
615-—-756-7635 24 HOURS _ Suite 430 -
Miami, Fla. 33131 Deland, Fla. 32720
s

MEDIA BROKERS - APPRAISERS

STEREO FM :I::o:::::CE WITH OVER 20 YEARS EXPERIENCE ' 901 / 76 7-7980

Class B facility in Top 50 Market. | | GSHISHE@ TR MILTON 0. FORD & ASSOCIATES
Available on terms to credit- S35 NORTHMICHIGAN AVE - CRICAGO'608 1 MEDIA BROKERS—APPRAISERS
worthy buyer. Insert Box E-175. 312/467 - 0040 “Specializing In Sunbelt Broadcast Propertles”

: 5050 Poplar - Suite 816 - Memphis, Tn. 38157

( Dan Hayslett MAJOR MIDWEST MARKET LARSON/WALKER & COMPANY
& associates. inc, Fulltime AM signal in Top 20 Brokers, Consultants & Appraisers

: M market available. Very valuable real :13/02210‘-0305 zoz/z‘z::'-:gg

estate is included with package. 116818 1730 Rivode

RA201'2' 1‘9’11";':,22.” $4,250,000 is the asking price. Box Vicente Bivd. lsland Ave. N.W.

11311 N, Central Expressway - Dallas, Texas E-221. Los Angeles, CA- 90049 Washington, 0.C. 20036
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For Sale Stations Continued

CHAPMAN ASSOCIATES®

©

media brokerage service

STATION CONTACT

S Small AM S$185K  S$54K J. T Malone (404) 458-9226
S Small AM $375K  29% Dan Rouse (214) 387-2303
MW Small AM/FM S1100K  Nego. Peter Stromquist (218)728-3003
SW  Medium Fullime S$475K  Terms  Bill Whitley (214) 387-2303
NW  Medwum AM/FM  $1700K $189K  Larry St John  (206) 881-1917
w Medium Fullime S2300K  $500K  Ray Stanfield (213) 363-5764

To receive offenings of stations within the areas of your interest,
write Chapman Co., 1835 Savoy Dr., N.E. Atlanta, GA 30341

For Fast Action Use
BROADCASTING’s
Classified Advertising

H.B. La Rue, Media Broker

RADIO . TV . CATY . APPRAISALS

West Coast:
44 Montgomery Street, 5th Floor, San Fran-
cisco, Calitornia 94104 415/434-1750

East Coast:

500 East 77th Streel, Suite 1909, New York,

NY 10021 212/288-0737
BROADCASTING'S

CLASSIFIED RATES

Payable in advance. Check or money order only.
(Billing charge to stations and firms: $2.00).

When placing an ad, indicate the EXACT category
desired’ Television, Radio, Cable or Allied Fieids;
Help Wanted or Situations Wanted, Management.
Sales, etc. If this information 1s omitted, we will
determine the appropriate category according o
the copy. No make goods will be run if all informa-
tion 1s not included.

The publisher 1s not responsible for errors in print-
ing due to illegible copy. All copy must pe clearly
typed or printed.
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only on display space.
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Word count: Include name and address. Name of
city (Des Moines) or state (New York) counts as
two words Zip code of phone number including
area code counts as one word. Count each ab-
breviation, intial, single figure or group of figures
or letters as a word Symbols such as 35mm, COD,
PD..etc. count as one word. Hyphenated words
count as two words. Publisher reserves the right to
abbreviate or alter copy

=
)

;
N
-y
-
ay
Yy
Ry,

American Broadcasting Company’s
Rise to Power

by Sterling “Red” Quinlan

Here's the complete story of the
American Broadcasting Company’s
spectacular climb to leadership after
more than 25 years of continual third
place network position. Sterling
“Red” Quinlan, former Vice President
and General Manager of ABC's
Chicago station, candidly tells of the
people and events that have shaped
the highly individualistic style of the
network and made it the innovative
force it is today. Based on extensive
research including interviews with
numerous past and present ABC
employees, previously unpublished
information from company files and
the author’'s own experiences, IN-
SIDE ABC offers a unique look into
the executive suites of the broadcast
industry. 320 pages, 39 photographs,

bibliography, index. $12.95
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Washington, D.C. 20036

Please send _______ copy(ies) of
INSIDE ABC @ $12.95 each.
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Fates & Fortunes:-

Media

L.H. Curtis, VP-corporate development. Bon-
neville [nternational Corp., Salt Lake City, has
announced he will retire early, effective Oct. 1.
He will join Consolidated Capital Corp., real
estate development company. He was president
and general manager of Bonneville's KsL Inc.,
which includes kSL-AM-FM-Tv Salt Lake City.
from 1971 to 1978, when he was named VP-cor-
porate development for parent.

Harold F Gross, 79, chairman and founder of
Gross Telecasting, group owner based in Lans-
ing. Mich.. has announced his retirement.
effective Dec. 31. Gross is licensee of WiIM-AM-
FM-Tv Lansing. and WKBT(Tv) La Crosse, Wis.
Successor has not been named.

Bill McMahon, VP-station manager, KIRO(AM)
Seattle, joins KSDO(AM)-KEZL(FM) San Francisco
as president and general manager. Larry
Shushan, sales manager of KSDO-KEZL,
assumes additional duties as station manager of
KEZL.

William M. Boyd, publisher of The Home
News, New Brunswick, N.J., elected chairman
of board of Holston Valley Broadcasting Corp.,
licensee of WKPT-AM-FM-Tv Kingsport, Tenn.
The Home News and Holston Valley are subsidi-
aries of Home News Publishing Co. Robert
Ratcliff, executive VP-general manager of
Holston Valley, elected president. He is also VP
and chief operating officer of broadcasting divi-
sion of Home News Publishing Co., of which
Holston Valley is one of five subsidiaries.

New officers, ABC affiliates board of governors:
Terry Shockley, Wisconsin Television Net-
work, chairman; Ward Huey, wraa-Tv Dallas,
vice chairman; Thomas Cookerly, wiLA-TvV
Washington, secretary, and Max Sklower,
KOAT-Tv Albuquerque, N.M., re-elected
treasurer. Shockley, former vice chairman, suc-
ceeds Jeff Davison, wxiAa-Tv Atlanta.

James D. Johnson, former executive VP-
general manager of Nebraska Television Net-
work, Kearney, named executive VP-general
manager of new station, KFTY(Tv) Santa Rosa,
Calif., which is being constructed by Sonoma
Broadcasting Co.

David Milner, general sales manager of Taft
Broadcasting’s wTvN(amM) Columbus, Ohio,
named general manager of Taft's WYNF(FM)
Tampa, Fla.

John Kelly, general sales manager of
WTRY(AM)-WHSH(FM) Albany, N.Y., named
general manager.

James Meltzer, from waBx(FM) Detroit, joins
wTRX(am) Flint, Mich., as general manager.

Jay Clark, VP-operations, WTIC-AM-FM Hart-
ford, Conn., joins waBc(aM) New York as
operations director.

Bob Hensky, former general manager of
KUDL(FM) Kansas City, Mo., who left station
last summer, rejoins KUDL in same capacity.

Christopher Beck, from KLIF(amM) Dallas,
joins KMYO(FM) Broken Arrow, Okla., as VP-
general manager.

Peter Chunka, sales manager, Eastern region.
RCA Cablevision Systems. joins Northern
CATYV Sales. Syracuse, N.Y., as general man-
ager.

Fred Silverman, president of NBC, elected
trustee of Syracuse (N.Y.) University, where he
graduated in 1958.

Frank Shakespeare, president of RKO
General, has received honorary doctor of laws
degree from Delaware Law School. where he
gave commencement address May 17.

Donald H. McGannon, board chairman of
Group W, New York, received honorary doctor
of humane letters degree from Georgetown
University May 25.

Lamar Cochran, controlier for Cox Broadcast-
ing’s WsB-AM-FM Atlanta, named to newly cre-
ated position of manager of financial analysis
and planning for Cox Data Services. Atlania.

Don Palmer, senior auditor, Coopers and
Lybrand, Indianapolis, joins WANE-TV Fort
Wayne, Ind., as financial manager.

New officers. Pennsylvania Association of
Broadcasters: Jerry Duckett, wkapr(am) Allen-
town, president: Eugene McCurdy, WPHL-TV
Philadelphia, first VP; Arthur Greiner,
WSHP(AM) Shippensburg, second VP, Harry
Haas Jr., wFLN-AM-FM Philadelphia, secretary,
and Robert Zimmerman, wrsc(aM) State Col-
lege, treasurer.

New officers, Association of California Public
Radio Stations: Jim Berland, KPFK(FM) Los
Angeles, president; Frank Lazone, KCBX(FM)
San Luis Obispo, VP; Warren Deacon,
KSBR(FM) Mission Viejo, secretary, and Ralph
Peralex, KQED-FM San Francisco, treasurer.

Daniel Helmick, manager of federal govern-
mental affairs for Columbia Gas Distribution
Companies in Washingion, named executive
director of Ohio Cable Television Association in
Columbus.

|
Advertising

Ron Kovas, senior VP-general manager of J.
Walter Thompson’s San Francisco office,
named president and chief executive officer of
JWT Canada. Frank Mainero, senior VP-man-
ager of corporate communications division of-
fice in Washington, succeeds Kovas in San
Francisco. Doug Bibby, VP in Washington of-
fice, named senior VP and will succeed
Mainero. Larry Olshan, senior VP-general
manager of JWT’s Los Angeles office, named
senior VP in charge of West Coast operations
for JWT’s entertainment division in Los
Angeles. David Geyer, deputy manager of Mc-
Cann-Erickson in Los Angeles, succeeds
Olshan.

William A. Murphy, managing director and
chief operating officer, McCann-Erickson Ad-
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vertising Ltd., London, named executive VP
and general manager of Detroit office of agency,
succeeding E. Michael Roche, who will
iransfer 1o another position shortly. David A.
Lubeck, senior VP and management super-
visor on Buick account, named to new post of
deputy manager of Detroit office. Jan Kimball,
media supervisor in McCann's Chicago office.
named associate media director.

Cleve Langston, account supervisor, and
Douglas McMullen and John Roth, associate
media directors, D'Arcy-MacManus & Masius/
deGarmo. New York, named VP’s. Alan Jaffe,
account executive with DM&M in Chicago,
named account supervisor. Jetfrey Clark, also
with DM&M in Chicago, named national ac-
count executive. Michael McNeal, from Mar-
tin Advertising. Llitle Rock. Ark., joins
DM&M in St. Louis as regional sports buyer.

Named VP’s, SSC&B, New York: Jay
Malcolm Press, account supervisor; Fred
Levitt, manager of broadcast business affairs;
G. Paul Nye, executive art director. and Frank
Murakami, senior art director, named VP-ex-
ecutive art director.

Steve Levine, VP-media director, W.B. Doner
and Co., Detroit, named senior VP-director of
media services.

Dinaz Boga, Michael McCartan and Karl
Maier, account supervisors, and Jerry
Shapiro, copy group head, Ketchum, MacLeod
& Grove, New York, named VP’s. Charles
Kahao, media director, Clyne Co., New York,
joins Ketchum as VP-director of media. Elyse
Van den Bosch, associate research director,
Marsteller, joins Ketchum as VP-director of
research.

Joseph Prior, VP-account supervisor, Mc-
Cann-Erickson, New York, joins Backer &
Spielvogel there as VP-account director. Tony
Morgan, from Grey Advertising, joins Backer
& Spielvogel as research director.

Thomas W. Smythe, executive VP of client
services, Keller-Crescent Co., Evansville, Ind.-
based advertising agency. named president and
chief operating officer. Alan 8. Graf has
assumed title of chairman and continues as
chief executive officer.

Joel Margulies, creative director, Hecht, Hig-
gins & Petterson, San Diego, named VP-associ-
ate creative director for New York office.

Janice Jeannie Boyle, from Competitive
Edge advertising agency, New York. joins Mc-
Caffrey & McCall there as account executive.
Marti Thalor, from Bozell & Jacobs, joins Mc-
Caffrey as media planner. Ronald Thomas also
from Bozell & Jacobs, joins McCaffrey as media
research director. Leslie Singer, from
Marschalk Co., named art director for Mec-
Caffrey.

Jeanne Burritt, associate media director,
Sonder Levitt Advertising, Philadelphia, joins
Norman Robert Associates there as media
director.

Colette Newman, media buyer and planner,



Foote, Cone & Belding, Chicago, joins Long,
Haymes & Carr Advertising. Winston-Salem,
N.C.. as media supervisor.

Jan Davis, media supervisor with William
Cook Advertising in Jacksonville, Fla.. joins
Caraway Kemp Communications, advertising
agency there, as media direclor.

Charles Conway, marketing representative
from Pepsi Cola Bottling Group, joins
FitzGerald-Toole & Co., Providence. R.l., ad-
vertising and public refations firm. as account
executive.

Debra Dickinson, from in-house agency of
General Electric, and Jim Craig, formerly with
Tracy-Locke, join Crume & Associates, Dallas,
as account executives.

Gordon Lee, who recently look early retire-
ment from Dow Chemical Co., joins Parker,
Willox, Fairchild & Campbell Advertising,
Saginaw, Mich., as account executive.

Nancy Abrams, former associate beauty editor
for Harper's Bazaar, New York. joins Hicks &
Greist there as copywriter on fashion and cos-
metics accounts.

Sue Mullin, reporter, The Washington Star,
joins American Advertising Federation in
Washington as legislative services manager,
responsible for covering proceedings of Federal
Trade Commission and other regulatory agen-
cies that deal with advertising, and House and
Senate legislation affecting AAF members. She
will also write AAF legislative newsletter.

Ira Schloss, who manages Public Afflairs
Council, Research Practices Council and Televi-
sion Copy Research Council, assumes addi-
tional duties as assistan! research director of
Advertising Research Foundation, New York.

Tom Masone, divisional VP, Katz Radio, New
York. appointed VP. stations, Pacific division,
based in New York. David Halberstam, mem-
ber of Katz Radio’s sports division, named
manager of division.

Allan E. Keir, account executive with Blair
Television, Los Angeles, appointed assistant
sales manager, Blair’s NBC team. Robert M.
Manown, account executive. Blair Television,
Los Angeles, named assistant sales manager,
ACI (ABC/CBS/Independen! stations) team.

David Wisentaner, former Katz Radio net-
work specialist and Los Angeles office manager,
joins McGavren Guild Radio as Western divi-
sion account executive.

Vivian Thomas, assistant director of local
broadcast. Benton & Bowles, New York, joins
Harrington, Righter & Parsons in Chicago as ac-
count executive.

Rick Mills, account executive, Storer Televi-
sion Sales, Detroit, named national sales man-
ager for Storer’s wJBK-TvV Detroit.

Sandy Rahimi, group sales manager in
Chicago for RKO Television Representatives,
joins wnAc-Tv Boston as national sales
manager. Haig Sarian, account executive,
WNAC-TV, named local sales manager.

Joe Mazza, from wrse-Tv Hartford, Conn.,
joins WPTE-Tv Durham, N.C., as general sales
manager.

Bill Goetze, local sales manager, KMBR(FM)
Kansas City, Mo., named general sales manager
for KMBR and co-owned KMBZ(AM) there.

Larry Harris, executive VP-general manager

of marketing. KLTv(TV) Tyler, Tex.. joins KFVs-
Tv Cape Girardeau, Mo.. as general sales man-
ager.

Richard Feinblatt, former general sales man-
ager for wcau(aM) Philadelphia. joins WI10Q(FM)
there as local sales manager.

Mark Kreuger, account execulive. KAUM(FM)
Houston, named sales manager.

Laura Kirby, sales manager, WHSH(FM) Albany,
N.Y., named general sales manager for WHSH
and co-owned WwTRY(AM) there. K. Patrick
Brady, account executive, WTRY. named
regional sales manager for WTRY-wHsH and co-
owned WMBO(AM)-WRLX(FM) Auburn, N.Y.

Phil Bell, from sales position with KQEO(AM)
Albuquerque, N.M., joins wGOE(aM) Rich-
meond, Va., as general sales manager.

Bruce May, former account executive, WFFT-
Tv Fort Wayne, Ind.,, named general sales
manager, WNUS(AM) West Springfield, Mass.

By Williams, general manager, TPC Com-
munications, Sewickley, Pa., joins wwsw(aM)-
wPEZ(FM) Pittsburgh as marketing director.

Katherine Gulick, buyer, Meier and Frank,
Portland, Ore., joins Fisher Broadcasting. Port-
land. Ore., as retail marketing specialist for
Fisher’s KOMO-AM-Tv Seattle and KATU(TV) Port-
land.

Rita Rowe Caldwell, account executive,
kMOD(FM) Tulsa, Okla., joins KkMYo(FM) Broken
Arrow, Okla., as sales manager.

Ray Sasser, account execulive, WSJS(AM)-
WTQR(FM) Winston-Salem, N.C., named local
sales manager.

Charles Smith, account executive, WzzC(FM)
East Moline, Ill., named sales manager.

Jeff Roll, formerly with KMWX(AM)-KFFM(FM)
Yakima, Wash., joins KIT(AM)-KATS(FM) there as
sales manager.

Bob Rice, account executive, wSTU(AM) Stuart,
Fla., joins wswr(FM) Lehigh Acres, Fla., as dis-
trict and local sales manager.

Marty Daniels, former group sales manager in
Chicago office of Harrington, Righter & Par-
sons. joins wCVB-TV Boston as account execu-
tive.

David Slavin, account executive. Engel
Marketing, Tucson, Ariz., adverlising agency,
joins KGUN-Tv Tucson as account executive.

Jim Dyer, account executive, KKMA(FM) Pryor,
Okla., and J.B. Maner, account executive with
Voss and Associates, Kansas City, Mo.. join
KUDL(FM) Kansas Cily as account executives.

Patt Hintenach, executive assistant to general
manager of KMGC(FM) Dallas, and Doug Curry,
sales representative for Nestle Co., White
Plains, N.Y., named account executives for
KMGC.

Maureen Knorr, account executive, WLEQ(FM)
Fort Myers. Fla., named senior account execu-
tive.

Bill Poole, announcer and account executive,
wGcp(aM) Chester, S.C., joins WRNB(AM)-
wazz(FM) New Bern, N.C., as account execu-
tive.

Tyron Kelvin Taylor, account execulive
intern, KSD(AM)-KCFM(FM) St. Louis, joins KDNL-
Tv St. Louis as account executive.

James Garner, program manager, WDHO-TV
Toledo, Ohio, and Bill Charles, formerly with
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wspD(aM) Toledo, named account executives at
WDHO-TV.

G. Robert Lahn, account executive, WGNN-TV
Winston-Salem, N.C., joins wxl(TVv) there in
same capacity.

Dennis Reese, account executive,
Washington Star, joins WMAL(AM) there in same
capacity.

Philip (Rocks) Silva, account executive,
KavI-aM-FM Rocky Ford, Colo., joins KOAQ(FM)
Denver as sales specialist.

Robert Shaw, local sales manager, WCLT-AM-
FM Newark, Ohio, joins wspD(aM) Toledo,
Ohio, as sales representative.

Greg Carpenter, account execulive, WGUY-
AM-FM Bangor, Me., joins Maine Information
Radio Network, Augusta, in same capacity.

Programing

Mel Harris, who has supervised development
of original nonnetwork programing and market
research functions of television distribution
division of Paramount Pictures Corp.. Los
Angeles, named senior VP-programing and
video distribution.

Miskit Airth, execu-
live producer, WABC-TV
New York, joins
Viacom Enterprises
there as director of pro-
gram development,
East Coast.

Roger R. Smith, VP-
director of investor re-
lations, Warner Com-
munications, New
York, named VP-cor-
porate affairs.

Airth

Alan Raphael, former
director of employe relations, West Coast,
NBC, named VP. industrial relations, Warner
Bros., Burbank, Calif.

Tim Flack, director of casting. dramalic pro-
grams. ABC Entertainment, Los Angeles,
named director of casting, ABC Entertainment.
Susan Glicksman, associate director, talent
and casting, CBS-TV, joins ABC Entertainment
as director of casting, West Coast.

John Pike, program director, NBC’s wkyc-Tv
Cleveland, named VP-program development,
NBC Owned Stations Division, Los Angeles.
Marian Searchinger, who headed her own
literary agency in New York, joins NBC Enter-
tainment there as VP-literary affairs.

Marian Searchinger, who headed her own
literary agency in New York, joins NBC Enter-
tainment there as VP-literary affairs.

Andrew Denemark, director of affiliate station
relations, D.[.R. Broadcasting Corp., New York,
named regional manager, affiliate relations, for
The Source, NBC’s young adult radio network,
New York.

Aaron German, assistant controller, CBS
Television Stations division, named VP, finance,
for CBS Cable. newly formed to produce, ac-
quire and distribute programing by satellite to
cable systems (BROADCASTING, May 19).

Nancy Hamilton, director of operations, in
charge of production, engineering and post pro-
duction., MetroTape West, division of
Metromedia, joins Group W Productions, Los
Angeles, as director of operations.



Edward Gradinger, senior VP-business
affairs, Columbia Pictures Television. joins 20th
Century-Fox Television. Los Angeles, as group
executive VP, primarily responsible for busi-
ness, financial and administrative areas.

Gregory Cascante, director of co-produc-
tions for Time Inc’s Home Box Office. named
general manager of program acquisition for
Time-Life Films Television Distribution, New
York.

Ronald Gunning, consultant reporting to
board of directors of SelecTV. Los Angeles,
named president. He will be responsible for
SelecTV of California and SelecTV of Wiscon-
sin. which is scheduled 1o start its over-the-air
pay TV operation in Milwaukee this summer.
Gunning succeeds James LeVitus, who has
been named board chairman.

Monte Lousbury, Midwest sales manager,
Paramount Television, Chicago, named Mid-
west sales manager, Gold Key Entertainment,
Chicago.

Tim Steele, former executive producer of
special programs, ABC Entertainment, Los
Angeles, named VP of Osmond Television
there. He will be involved in development and
supervision of television programing and will
produce Country Roads, syndicated series of
half-hour country music programs.

Jerry Atchley, VP-general manager of TM
Productions, and Ken Justiss, VP-operations
of TM Productions, Dallas, have resigned.

Michael Mellon, manager of syndication au-
dience measurement, Paramount Pictures. New
York. joins International Creative Management
Television Marketing as manager of syndication
research services, responsible for sales, station
and promotion research activities.

Jay Stohler, formerly with TM Programing,
Dallas. joins Drake-Chenault Enterprises,
Canoga Park. Calif., as regional manager for
Western U.S.

Charlie Tuna, host of Weedeck Corp.’s radio
network program, Inside Rock, and Los
Angeles radio personality, named announcer
for syndicated Mike Douglas Show.

Walter Schaar, general manager of noncom-
mercial xsps-TV Spokane, Wash., joins Cox Ca-
ble Communications, Atlanta, as director of
educational and information services.

Donald Kyser, former sales executive for Ziv-
United Artists Television programs, and for-
merly with Metromedia Television and Hearst
Magazines. joins Enterprise Radio. Far-
mington, Conn., as VP-advertising sales.

Gail Vetter, anchor and reporter, KSHO-TV Las
Vegas. joins A&G Productions, San Diego
videotape production firm, as assaciate pro-
ducer.

Robert Monroe, former national sales man-
ager for World Broadcasting division of Fre-
derick W. Ziv Co., joins Motor Racing Network,
Daytona Beach, Fla., as director of affiliates.
Company produces racing events for radio and
television.

Mike Byrd, assistant treasurer, Lorimar Pro-
ductions, Los Angeles, joins Barry & Enright
Productions there as chief financial officer.

James Schmidt, associate program producer
of Evening Magazine on KYw-Tv Philadelphia,
named executive producer of programing. El-

wood (Woody) Johnson Jr., from Motown
Record Corp., joins Group W’s KYW-TV as asso-
ciate producer of AM/PM. Martin Zied, com-
mercial producer for Schulman Berry Kramer
Co.. Philadelphia production company. joins
KYW-TV as associale producer of Impact,
monthly documentary program. Susan
Draper, writer and video producer with Group
W’s wBz-Tv Boston, joins KYw-Tv as video pro-
ducer. Anna Marie McGruddy, graduate, Tem-
ple University, Philadelphia, and former intern
with KYW.Tv, joins siation as production assis-
tant on AM/PM.

Terry Dolan, VP-programing, KAAL(TV)
Austin, Minn., joins wNEM-TV Bay City, Mich.,
as program director.

Clynne Morgan, from Public Broadcasting
Service, Washington, joins KHou-Tv Houston as
producer of PM Magazine.

Harvey Kurek Ovshinsky, producer, wxyz-Tv
Detroit, joins wbIv(Tv) there as special projects
producer.

Neil Bobrick, producer-director, KYyw-Tv Phila-
delphia joins wNAC-TV Boston in same capacity.

Jack Randall, former program director,
KAAY(AM) Little Rock, Ark., joins WKYG(AM)-

WQAW(FM) Parkersburg, W.Va., in same capacity.

Harvey Steele, afternoon announcer,
WBNQ(FM) Bloomington, Ill., joins WMLA(FM)
LeRoy, Ill., as operations manager and program
director.

Tim Couch, from KRMG(AM) Tulsa, Okla.. joins
KMYO(FM) Broken Arrow, Okla., as program
director.

Lauren Casteel, producer, KWGN-TvV Denver,
and David Ryan, producer, South Carolina
Educational Television Network, join noncom-
mercial KRMA-Tv Denver as producers.

New officers, Concert Music Broadcasters As-
sociation: John K. Major, WFMT-AM-FM
Chicago, president; Paul Posen, KCMs(FM) [n-
dio, Calif., and Elizabeth Whitley, WGH-FM
Newport News, Va., VP’s; Robert D. Conrad,
wcLv(FM) Cleveland, secretary, and Elise
Topaz, wNCN(FM) New York, treasurer.

. ]
News and Public Affairs

Tina Press, director of editorials, WCBS-AM-FM
New York, joins ABC News there as manager
of news for American Information Radio Net-
work.

Patricia McCarty, newscenter editor in Lon-
don for UPl, named London bureau manager.
Dennis Kinsella, regional executive for
Michigan, transferred to Los Angeles as UPI’s
regional executive for southern California.
Richard Boggs, who has managed UPI’s all-
news television project, UPI Newstime, suc-
ceeds Kinsella in Michigan. Enrique Durand,
editor of UPI’s Latin American department in
New York, reassigned to Washington bureau.
Herman Beals, assistant Latin American edi-
tor and sports editor for Spanish service, suc-
ceeds Durand. Steve Caminis, wiAR-TV Provi-
dence, R.l., and Roger Allan, WRKO(AM)
Boston, elected chairman and vice chairman,
respectively, of UPI New England Broadcast
Advisory Committee.

Cecil Tuck, news director, wLs-Tv Chicago,
joins KTVK(TV) Phoenix in same capacity.

Jim Willi, assistant news director, WGR-TV
Buffalo, N.Y., named news director.
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Boyd Britton, news director, KWST(FM) Los
Angeles joins KHTZ(FM) there in same capacity.

Bill Avery, news director, KEVN-Tv Rapid City.
S.D., joins WNEM-TV Bay City, Mich., in same
capacity.

Ron Vandor, 6 p.m. news producer, WLS-TV
Chicago, named executive producer of early
newscasts.

Clarke Bergeon, assignment editor and
morning co-anchor, koa(aM) Denver, named
news director.

Gene Strul, acting director of public relations
for University of Miami, Fla.. and former news
director of WCKT(TV) Miami, joins WKAT(AM)
Miami as operations-news manager. Del
Frank, former noon anchor on WTVI(TV)
Miami, joins WKAT as co-anchor of morning
news and entertainment program.

Ernie Schultz, information and public affairs
manager, KTvY(Tv) Oklahoma City, has
resigned. He joined station in 1955, and was
news director from 1962 1o 1979. His plans have
not been announced.

Steve Rondinaro, Broward, Fla., news anchor
for wckT(TV) Miami. named 6 p.m. co-anchor
for wcKT

William McGowan, producer of 6 on the
Road, human interest series on WTVR-TV Rich-
mond, Va., named assignment editor. Jeanne
Meserve, producer and reporter for Maine
Public Broadcasting Network, joins news staff
of WTVR-TV.

Barry Peel, formerly with wrvqQ-Tv Lexington.
Ky.. who left station last year to pursue doctoral
studies, rejoins station as assignment editor and
acting news producer. Linda Rae Frederick,

Please send

Broadcasting i

The newsweekly of broadcasting and allied arts

Name

Company

O Business Address
[ Home Address __

City

State

Type ot Business _
Title/Position =
Are you in cable TV operations 7} Yes 2 No

Signature (required)

0 3 years $120 [ 2 years $85 O 1 year $45
{Canadian and international subscribers add $12/year),

0O 1980 Yearbook $55.00
(If payment with order: $50.00)
O Payment enclosed O Bill me

= ™ = o= ommm -

\'l—---—_ﬁ

For Address Changes Place Most
Recent Label Here.

Y iy WSS

1735 DeSales Street, NW.. Washington, D.C. 20036




news intern. KVUE(TV) Austin, Tex.. joins wTvQ-
TV as reporter.

Wayne Shannon, fealure reporter, WIBK-TV
Detroit, joins KYw-Tv Philadelphia in same
capacily. Karin Phillips, freelance writer,
named writer and newsroom-based reporter for
KYW(AM) Philadelphia.

Bonnie Urbe, reporter and substitute anchor,
wTVT(TV) Tampa. Fla., joins wDVM.Tv Washing-
lon as general assignment reporler.

Robert Sokoler, general assignment reporter.,
KUTV(TV) Salt Lake City, joins wiz-Tv Baltimore
as reporler.

Rick Sallinger, reporter. WRTV(TV) In-
dianapolis, joins KBTv(TvV) Denver in same
capacity.

Ed Clark, documentary producer. WAPI-TV Bir-
mingham, Ala., now WVTM-TV, joins WMBB(TV)
Panama City, Fla., as anchor.

Jonathan Knopf, from news department of
wWrAA(AM) Dallas, joins KTBS-TV Sheveport, La..
as general assignment and city hall reporter.

Gabe Dalmath, 6 p.m. anchor, WHEC.TV
Rochester, N.Y.. assumes additional duties as
producer of newscast. Andrea Nissen, re-
porter and producer of noon program on WHEC-
TV, named co-anchor of 6 p.m. news.

Matt Lytle, formerly with wWvue(Tv) New
Orleans, joins WEAR.TV Pensacola, Fla., as
weekend anchor. Ray Orlando, weather re-
porler, WEAR-TV. assumes additional duties as
assignment editor. Bill Greene, reporter-
photographer, wMaz-Tv Macon, Ga.. joins
WEAR-TV in similar capacily.

Don’t call us,
unless you want
more audience,
more sales and
more community
respect.

\ [
A MY
NOLAN - RYAN

Communications Consultants
390 Commonwealth Ave Boston,.MA 02215

Call us: 617-266-1225

—or write for our brochure—

Robert McMahon, formerly with WELlI(AM)
New Haven, Conn., and wcss-rM New York,
joins WEEI{AM) Boston as anchor.

Mark Savan, from news department of
KFWB(AM) Los Angeles. joins Kvi(aM) Seattle as
host of news and information program.

Gregory Groce, broadcast execulive for
Florida. based in Tampa. AP. named national
cable lelevision execulive. Lee Perryman,
WULA(AM) Sylacauga, Ala.., succeeds Groce.
Roger Allan, wrRKko(aM) Boston, elected presi-
dent of Massachuselts AP Broadcasters. Mike
Wells, KLIN-AM-FM Lincoln. elected president
of Nebraska AP Broadcasters Mike
McKnight, wowT(Tv) Omaha. elected VP for
television for Nebraska AP Broadcasters. Dick
Roeser, kiBC(FM) Ogallala, Neb.. elected VP for
radio. Ted Felts, kkan(aM) Phillipsburg, and
Mike Manns, KEwi(aM) Topeka, named presi-
dent and president-elect, respectively, of Kansas
AP Broadcasters.

Don Hewitt, executive producer of CBS’s 60
Minutes, has been named to receive Broad-
caster of the Year Award from International
Radio and Television Society at its annual meet-
ing June 3 in New York.

Bill Kurtis, wssM-Tv Chicago. awarded Alumni
Honor Chation by University of Kansas, Law-
rence. Dale McCoy Jr, Kkov(aM) Chanute,
Kan., given university's Grover Cobb Award
for broadcast service.

. ]
Promotion and PR

Alan Raymond, director of projects for media
liaison in White House Office of Communica-
tions, joins ABC in New York as director of
news information, succeeding Mary Fifield.
who has been named senior producer of ABC’s
20/20 (BROADCASTING, April 14).

Joel Wolk, VP-associate media director.
SSC&B, New York. joins RCA Corp. there as
director of advertising and media services.

Ann Tallman, assistant promotion manager.
wDIV(TV) Detroit, joins wGR-Tv Buffalo, N.Y., as
promotion manager.

Maureen Buckley, copywriter for display ad-
vertising department at Montgomery Ward in
Chicago. joins WLS-TV there as listings editor in
public relations department.

Arlene Leib, in charge of publicity and promo-
tion for annual auction of noncommercial
WHYY-TV Wilmington, Del., joins wysp(FM) Phil-
adelphia as promotion director.

. ]
International

William J. Peck, formerly with Richard Price
Television Associates, London, joins Time-Life
Television’s new London office for interna-
tional sales as head of European sales.

New regional sales managers for Sony Broad-
cast Lid., based in England: Gunter Von
Cavallar, formerly with Hewlet1-Packard and
[ndependent Broadcasting Authority, named
sales manager for Austria and Eastern Europe,
based in Vienna; Sunuhi Cav, from Interna-
tional Telecommunications Union, named sales
manager for Africa, and Keith Dunford, sales
manager for Middle East with Harris Corp.,
named 10 same post with Sony.

Sally Busby, from BBC Enterprises, joins Gra-
nada Television International, one of Britain’s
regional commercial slations. as sales execulive
for Africa and Far East.
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Technology

Richard S. Bodman, senior VP-finance and
corporation development, Comsat, Washing-
ton. named president and chief operating officer
of Comsat General Corp.. which is involved in
satellite subscription lelevision.

Paul Lego, VP of lamp division of
Westinghouse Electric Co., Bloomfield, N.J.,
named executive VP and head of company’s
new electronics and control group, which will be
involved in solid-slate technology.

Allied Fields

James Ridings, VP-general manager.
wriz(aM) Knoxville. Tenn.. joins Arbilron as
manager. Midwestern Radio Advertiser/ Agen-
cy Sales in Chicago. Susan Dingethal, with
Arbitron Radio. New York, named regional
manager. Arbitron Eastern Radio Station Sales.

John Kurtz, assistant professor in radio-televi-
sion department of Southern lilinois University
at Carbondale., named chairman of Ball Siate
University’s telecommunications department,
Muncie. Ind.. effective September |.

Gary Chapman, VP and general manager.
wWTEV(TV) New Bedford. Mass., named by Na-
ltional Association of Broadcasters to one of five
NAB seats on Broadcast Rating Council.

Deaths

Thomas W. Carroll, 55. VP and West Coast
sales manager. Harrington, Righter & Parsons,
Los Angeles. died on May 18 when he was shot
by unknown assailant in Los Angeles parking
lot. He had been with HRP since 1969 and ear-
lier had been with HR Television in New York.
Surviving are his mother and two sisters.

Joel Friedman, 54, director of program pro-
duction services, NBC-TV. and 28-year
employe of company, was found dead in ap-
parent suicide in his office in New York May 14.
Surviving are his wife, Laury Ann. and two
children.

C.T. Lucy Sr, 88. founder of wrvA(aM) Rich-
mond, Va., died May 16 after long illness at
Richmond Memorial hospital. He put station on
air in 1925 as president and general manager. In
1956, he supervised design and construction of
wRVA(TV) Richmond, now wwaT(TVv). He retired
in 1961. Survivors include his wife, Kathieen,
one son and daughter.

Richard B. Benes, 29. sales manager of
KTRM(AM)-KALO(FM) Beaumont, Tex.. died of
heart attack April 17 in Beaumont. Before join-
ing KTRM-KALO. he worked for WYLD-AM-FM
New Orleans and wGAC(AM) Augusta, Ga.. as
account executive. Survivors include his father,
Joseph W. Benes, VP-general manager of
Coachella Valley (cable) Television in Palm
Desert, Calif., owned by Paimer Communica-
tions Corp.

Edwin B. Self, 84, former advertising director
of Joseph Schiitz Brewing Co., died of heart
disease May 9 in Van Nuys, Calif. Self,
who also was playwright and novelist, was
father of William Self, CBS Entertainment VP
for programs. motion pictures for television and
miniseries, and grandfather of Edwin Self, TV
executive with QM Productions. Survivors also
include wife. Elizabeth: sister and daughter.
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ABC.................. 27 3/4
Capital Cities......... 48 1/2
CBS...........oovinn 48 7/8
COX.uviiiiiiiiiinn 731/8
Gross Telecasting .... 22 1/2
LIN. ... 43

Metromedia........... 70

Mooney............... 73/4
Scripps-Howard .. . ... 57 1/2
Storer ................ 27 1/4
Taft........ocoinnnnn. 28 1/4

Adams-Russaell ....... 187/8
Affiliated Pubs. ... .... 19 1/4
American Family...... 7 3/8
John Blair............ 161/8
Charter Co............ 26

Chris-Craft........... 221/4
Coca-Cola New York. 51/8
Cowles ............... 201/4
Dun & Bradstreet..... 43

Fairchild Ind. ......... 46 5/8
Fuqua ................ 151/8
GannettCo. .......... 43 3/8
Generai Tire.......... 16

Gray Commun......... 33

Harte-Hanks.......... 223/8
Heritage Commun..... 101/4
Insilco Corp........... 123/8
Jefferson-Pilot ....... 27 1/4
Marvin Josephson.... 14 1/2
Kansas State Net. .... 28

Knight-Ridder ........ 231/2
Lee Enterprises ...... 18 3/4
Liberty ............... 14 3/4
McGraw-Hill .......... 30 3/8
Media General........ 253/4
Meredith.............. 38 174
Multimedia............ 191/2
New York Times Co... 21 1/8
OutletCo. ............ 16 5/8
PostCorp............. 13 3/4
Rollins................ 24 1/4
San Juan Racing ..... 16

Schering-Plough...... 39 3/4
Stautfer Commun.* ... 35

Tech Operations
Times Mirror Co

Turner Broadcasting.. 12 1/2
Washington Post ..... 17 3/8
Wometco ............. 19 374

Stock: Index

Market

Closing Net Percent Capitali-
Wed.  Change Change PIE zation
May 14 in Week in Week Ratio (000,000)
27 + 314 + 277 [§] 782
471/4 + 1 1/4 4+ 264 13 641
443/8 + 21/2 + 5863 7 1,358
741/4 — 1118 — 151 14 493
201/2 + 2 + 975 7 18
431712 — 172 - 114 10 118
651/4 + 43/4 + 727 10 322
7114 + 1/2 + 6.89 3
57 1/2 10 148
247/18 + 23/8 + 954 14 296
27 + 114 + 462 10 246

183/8
191/2
7518
151/8
23172
213/4
5
221/4

+

L4+

L+ + 0+ 1+ + 1

R

INTERESTS

112
114
114

N

1/2
112
1/8

1/8
3/8
1/8
5/8
3/8

5/8
14
11/8
3/4

1712
1/4
1/8
1/4
3/8
13/8
7/8

1/8
11/8
1/4
5/8
3/8
21/8

3/8
1/4
3/8
31/4

+ 272
- 1.28
- 327
+ 661
+10.63
+ 229
+ 250
- 898
- 254

79

8.03

L+ 4+ + 1+ |+ +
N
()]
o

[
o X =]
- ol

B I T i Sy
~
N
[8)]

+ 448
+ 2.04
+ 220
+19.69

15

w
o
>

RN CABLECASTING |

ZO00ZZ00Z0000ZO>»

Acton Corp. .......... 107/8
Ameco+ ..............
American Express ... 33 1/2

Athena Comm.*....... 51/8
Burnup & Sims ....... 91/8
Comcast***........... 181/2
Entron*............... 5

General Instrument ... 44 7/8
Geneve Corp.......... 27 1/4
Tele-Communications 22

Teleprompter ......... 17
Timelnc. ............. 44 1/4
TOCOM............... 16 1/2
UA-Columbia Cable .. 51
United Cable TV...... 30
Viacom............... 347/8
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Amer. Intl. Pics 8 3/4
Chuck Barris Prods... 41/2
Columbia Pictures.... 31 7/8

Disney................ 50

Filmways ............. 8 5/8
Four Star*............ 15/8
Gulf + Western ... ... 151/2
MCA.................. 49

Medcom .............. 33/4
MGM.................. 215/8
Reeves Commun. ..... 21

Transamerica......... 17 1/4
20th Century-Fox .... 48 5/8

Video Corp. of Amer.. 5
Warner
Wrather...............

BBDOInc............. 35172
Compact Video ........ 137/8
Comsat............... 34

Doyle Dane Bernbach 24 1/2
Foote Cone & Belding 25 3/4
Grey Advertising. .. ... 43

Interpublic Group..... 29

MCI Communications. 6 3/4
Movielab. ............. 61/4
MPO Videotronics .... 6 3/4
A. C. Nielsen ......... 24 1/2
Ogilvy & Mather ...... 25 3/4
Telemation............ 11/4
TPC Communications. 6 3/8

J. Walter Thompson .. 30 3/8
Western Union........ 20
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AEL Industries........ 71/8
Ampex................ 201/2
Arvin Industries ...... 103/8
CCA Electronics*..... 1/8
Cetec................. 51/2
Cohu................. 55/8
Conrac ............... 17 1/4
Eastman Kodak....... 521/8
Elec Missle & Comm.. 3 1/4
General Electric ...... 47 5/8
Harris Corp. ... ....... 32
HarvelInd ............ 61/2
intl. Video* ........... 7/8
Microdyne ............ 187/8
M/ACom............. 23 3/4
M. . 54 5/8
Motorola.............. 48 1/2
Nippon Electric....... 44

N. American Philips... 26 1/4
Oak Industries........ 321/4
Orrox Corp............ 57/8
RCA .................. 225/8
Rockwell Intl ......... 47 5/8
RSC Industries ....... 33/4
Scientific-Atlanta. . ... 45 3/8
SonyCorp. ........... 91/8
Tektronix ............. 42
Texscan .............. 81/4
Valtec ................ 21 3/8
Varian Associates .... 24 1/2
Westinghouse ........ 231/8
Zenith ................ 101/4

Standard & Poor’s 400

Industrial Average 120.99
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12
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14
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12
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968
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217
6,362
1,327
1444
315
167

1,693
1676

220
1.967
755

85
167
1988
193

Notes: A-American Stock Exchange, B-Boston, M-Midwest, N-New York, P-Pacific,
O-over the counter (bid price shown, supplied by Shearson, Hayden Stone, Wash-
ington). P/E ratios are based on earnings per share for previous 12 months as
published by Standard & Poors’ or as obtained by Broadcasting’s own research.

Earnings figures are exclusive of extraordinary gain or loss. Footnotes: O Stock did
not trade on given day, price shown 1s last traded price ** No P/E ratio computed,
company registered net loss. ***Comcast stock split three for two +Stock traded at
less than 12.5 cents.
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Added  Attractions

BROADCASTING's editors and writers are at work on a number of special re-
porting assignments scheduled (%) to appear during the next few months.
Among the more prominent prospects:

Jun 9 @ The Washington Lawyers. Who's who among the influential
legal elite populating the communications corridors of the na-
tion's capital, who occupy so pivotal a role in affecting both the
country’s telecommunications policy and protecting their clients’
interests.

Jul'7 B A long hard look at the prospects for satellite-to-home TV —
whether, when, how and why.

Jul 14 [ The annual Awards Issue, pulling together in one place all the
major winners of the principal national awards competitions dur-

ing the preceding 12 months.

Jul 28 Bl A special report on local TV journalism —a national canvass of
extraordinary news coverage and public affairs efforts on the
local firing line.

Oct 13 B The beginning of BROADCASTING magazine’s celebration of its own
first 50 years —with a companion, year-by-year celebration of
the Fifth Estate with which its fortunes are joined. A major histori-
cal retrospective that will illuminate each issue of the succeeding
12 months, and climax in BROADCASTING’s 50th Anniversary
Issue on Oct. 12, 1981.

BROADCASTING will continue to update this schedule as appropriate, (a) to
give readers an idea of what's upcoming, (b) to give sources due notice that
we're at work 1n their territories and (c) to give advertisers a chance to plan
their own marketing strategies in tandem with these editorial opportunities.

You Belong in Broadcasting:Every Week

* Publication dates are subject to change, dependent on the progress of research and the pres-
sures of and pre-emptions by other breaking news developments.




TIO’s Danish: Taking
TV’s case to the public

As director of the Television Information
Office, Roy Danish is one of TV’s premier
PR honchos, and has been for nearly 20
years. It is TIO’s job, and therefore his,
not only to help put out fires but to antici-
pate them and, if possible, keep them from
breaking out. Or, as TIO’s charter put it
more delicately when the organization was
set up in 1959, to provide ‘‘a two-way
bridge of understanding between the
television industry and its many publics.”

The man in charge of the bridge traffic,
director since 1962 and assistant director
for two years before that, defines the job
more specifically: ‘““Essentially, it’s to
create an atmosphere, nationally and in
communities, in which those who take a
serious interest in television, critically or
otherwise, have an understanding and an
appreciation of what the medium is and
what it can do and can’t do, so that televi-
sion can be constructively criticized on the
one hand and used positively on the
other”’

To get that job done, TIO under Danish
has a staff of about 20 persons —not quite
twice TIO’s size when he arrived 20 years
ago—and a budget that is not officially dis-
closed but is believed to be around $1.2
million a year. Structurally, TIO is under
the umbrella of the National Association
of Broadcasters, but financially it has to
raise its own funds (through station dues;
it currently has about 250 members, or
‘‘sponsors,” a record high). Danish’s
board of directors is the NAB’s Television
[nformation Committee, which he says
has been uncommonly dedicated and
hard-working through the years, but “‘as a
matter of fact, of courtesy and good
sense’’ he also reports informally to the
NAB television board at its meetings,
seeks its advice and exchanges ideas with
its members.

Under Danish’s leadership, TIO has
developed a long-range educational pro-
gram in a variety of formats to reach
educators, students, government agen-
cies, the clergy, the press, librarians, other
communications professionals and opin-
ion leaders—and the general public. Every
two years it underwrites the so-called
Roper survey of public attitudes toward
TV —this year’s will be the 12th—that
has been extensively used in television’s
behalf in government hearings and other
forums. [t has underwritten other public
opinion studies and a long list of special
reports aimed at helping the public—and
public leaders—understand TV better.

For TIO members, or ‘‘sponsors,” TIO
provides programs and spots for air, pre-

Profile”

Roy Bertram Danish—director, Television
information Office; b March 2, 1919, New York;
BA, Columbia College, 1940; MBA, Harvard
Business School, 1942; lieutenant, U.S. Naval
Reserve, 1942-46; with Mutual Broadcasting
System, 1946-55, successively as research
clerk, assistant director of research, station
relations field man, director of station relations,
director of commercial operations and vice
president and assistant to president; with
Interpublic Group of Companies, 1955-59,
assigned first to new business for McCann-
Erickson and later as vice presidentand
account supervisor with new business
responsibilities for Marschalk Co., partner,
Smith/Greenland Advertising, 1959-60;
assistant directlor, TIO, 1960-62; present
position since 1962; divorced, children —
Elisabeth, 23, and Caroline, 20.

— -~ ]

sentation material for use with local
organizatons, reprints and special
material —calculated to help them answer
specific criticisms and queries.

Then there’s the TIO library, almost cer-
tainly the largest of its kind in the U.S.,
which answers 15,000 to 17,000 requests
for information each year. And there’s the
travel. Danish and his people are almost
constantly on the go, to appear on panels,
make speeches, teach classes, appear on
local TV programs, be interviewed in local
press conferences —whatever the occasion
demands. ‘“We figured once,’ Danish
says, ‘‘that TLO is on the air or in a public
place, speaking for the industry, about
four times a week.”

Danish himself travels about a third of
the time — 120 days last year. On a reasona-
bly typical recent day, in Seattle, he made
three station appearances and one univer-
sity appearance and held a press con-
ference—none of which counted against
his total of about 20 to 25 formal speeches
a year.
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He is currently overseeing production of
the fourth in a series of half-hour pro-
grams that are sent free to all stations and,
on average, have been broadcast by 200 or
so, plus a new presentation for local show-
ing on how TV works and what some of its
problems are. He is also excited about the
month-long experiment that TIO con-
ducted in cooperation with the three com-
mercial TV stations in Madison, Wis., last
month, designed to heighten local aware-
ness of TV’s contributions (BROADCAST-
ING, May 5), which he hopes may be
expanded into other markets.

Almost from its beginning, TIO has
worked closely with educators. It under-
wrote for the National Council of Teachers
of English the production of ‘‘Television
and the Teaching of English.”” a manual on
classroom use of commercial television,
plus a similar project with the National
Council for Social Studies. It supports the
twice-yearly ‘‘Teachers Guides 1o Televi-
sion.” produced with an advisory council
that includes ‘‘every organization of any
consequence in the educational field.”

The effort, he believes, is paying off.
““We’ve seen surveys, mostly by educa-
tors.” he says, ‘‘that indicate television in
one form or another is being used by more
than half the teachers in this country, and
the curve is constantly upward.”

Danish is fast on his feet and speaks in
complete English sentences, seeming to
edit them for style as well as grammar and
content before he utters them. Long-time
T1O-watchers give him good marks.
“‘Sometimes,”’ one said, ‘‘he has struck
me as a little too pin-striped for his au-
dience, but on the whole he comes up with
the right answers at the right time and gets
the industry viewpoint across.”’ Another
said that ‘‘on a scale of one to 10, I'd give
him eight,”’ because ‘‘in any organization
where you have 100 bosses, you're not
going to satisfy all of them all of the time.’

Danish points out that T10 has been out
in front on a lot of issues. [t won a special
Peabody award for a book on children’s
programing nearly 20 years ago, ‘‘when
nobody was really making much fuss
about children’s programing.’ Its first ma-
jor publication was a study of local public
affairs programing. And for years it has
been stressing localism as the one factor
that will most clearly distinguish broad-
casters from the emerging media they may
have to compete with.

I like to think.” he says, ‘‘that we have
served for many broadcasters as a kind of
scouting band, sniffing out the issues
before they were apparent to most people
and attempting very early in the game to
come to grips with them in ways that
broadcasters could take advantage of. I'm
rather proud of that ..’



Editorials”

Missed message

The gut instinct of print salesmen will be to seize the television
‘“‘miscomprehension’’ study unveiled a couple of weeks ago
(BROADCASTING, May 19) and use it for all it’s worth as a sales
tool. As a sales tool, however, what it’s worth may be less than
meets the eye.

The study, underwritten by the Educational Foundation of the
American Association of Advertising Agencies, contains
startlingly negative findings for television. The hard nub is that
more than 90% of TV viewers misunderstand some part—usually
from one-fourth to one-third—of what they see on the screen,
whether it’s commercials, programing or PSA’s.

Bieak as all this appears, the findings are not all negative. The
report offers the “‘mildly positive note’’ that ‘‘the major portion
of most televised communications seems to be correctly com-
prehended.’ That is, if one-fourth to one-third of a message isn’t
getting through, the mathematics of it means that two-thirds to
three-fourths are registering as intended. Given TV’s vastly
superior track record for advertising effectiveness, the print sales-
man may be smart to curb his gut instinct long enough to wonder
whether his own medium would do as well in a similar test.

Apparently the AAAA has no plans for a similar test of print.
~ We don’t like that. It is not the AAAA’s business to create sales
tools for one medium to use against another, even flimsy sales
tools. Its purpose here, of course, is to show that much govern-
ment and other criticism of advertising is misdirected: that adver-
tising is often an innocent victim, wrongly blamed for faults that
reside in the viewer. We’ll buy that. We’ll also buy the suggestion
that advertisers and agencies should try very hard to raise the
comprehension quotient of their commercials. If TV is as effec-
tive as it has proved to be at the 70% comprehension level, just
think how much better it might sell at, say, 90%.

Worm in the golden apple

Glittering promises were on display last week at the National Ca-
ble Television Association convention, which itself was big and
glittering enough to persuade disbelievers that the promises may
one day come true. Through it all, however, ran an undercurrent
of apprehension about a growing problem in the industry, the in-
tensifying competition for cable franchises in major cities.

As was noted on this page in the magazine of last April 7: *‘As
the prize of cabling population centers magnifies, the struggle for
it worsens. Fortunes are being spent to win city council votes that
can decide whether bigger fortunes will be made. Promises are
escalating. Political influence is being openly manipulated.
Nobody says so for the record, but the ingredients for scandal are
at hand.”

Last week it was out in the open in Dallas. Franchise pressures
were the main subject of a speech by Lionel Van Deerlin (D-
Calif.), chairman of the House Communications Subcommittee,
and of a special panel session moderated by the NCTA’s presi-
dent, Tom Wheeler. The subject came up again and again when
cable’s financial future was discussed. Bankers and investment
analysts worried aloud whether franchise winners were destined
to go broke while trying to perform up to promise. Industry
figures worried aloud about the consequences when unrealistic
promises are made and then unkept.

Cable operators who emerged from long broadcasting ex-
perience may be thinking that this is where they came in. When
the FCC issued its television allocations plan of 1952, the con-

tests that developed over VHF assignments in important markets
were no less deadly than those going on now for cable franchises.
The parallels are inexact: A television station permit gives its win-
ner only one channel among many in a given community: a cable
franchise awards monopoly control over as many channels as the
winner wants to promise. Television station grants are made by a
federal commission under the scrutiny of the national press. Ca-
ble franchises are awarded locally, usually in conditions of lower
visibility.

Still, history is there to repeat itself for those who choose to ig-
nore it. As a sequel to a 1957 investigation of television grants,
conducted by a subcommittee of the House, one FCC commis-
sioner was forced to resign for taking bribes, a former FCC chair-
man was implicated in tainted grants, several station licenses were
lost and others subjected to prolonged rehearing.

There may be no way to immunize the franchise process
against the ‘“‘orgy of excesses’’ that Dick Loftus, president of
AmVideo, described at a panel session of the NCTA last week.
Indeed Martin Malarkey, a veteran consultant who has been per-
sonally at the scene in many franchise contests, was unrelievedly
pessimistic about changing the human conditions that cause
franchise fights.

If Malarkey is right, however, the orgy of excesses is bound to
exact its own penalties. The cooperative program that Tom
Wheeler has explored with the National League of Cities at least
addresses the more conspicuous threats that unstructured is-
suance of franchises presents. The program may be incapable of
repealing greed and political corruption, but perhaps it can sup-
press the worst. At any rate, NCTA and the league ought to be
cheered on to wider effort.

Far over the line

The Public Broadcasting System is exploring the possibility of ac-
cepting what it euphemistically calls ‘‘underwriting’’ from makers
of cigarettes and liquor. It is also thinking of asking the FCC to
repeal its rule against the use of company logos in the on-air cre-
dits that ‘“‘underwriters’ get.

The suggestion that the permitted use of logos would invite
more ‘‘underwriters’’ to pony up is an admission that underwrit-
ing is advertising after all and would simply be more effective if
Exxon appeared in the familiar letters seen on service station
signs. Called by its right name, broadcast advertising for
cigaretles is prohibited by law and for liquor by’ common consent
of commercial broadcasters. Does PBS really want 1o stir up this
nest of snakes?
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“We're still getting some current through mike number two.”
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How the Midwest
was won.

On KOLN-TV/KGIN-TV’s public affairs program, “Thurs-
day Magazine,” Dorothy Creigh saw a project she initiated five
years earlier come to life on the air.

To capture the colorful story of the settlement of the Great
Plains, she inspired and directed a series of six 30-minute
programs. The best local talent was recruited to write, film
and narrate “The History of the Great Plains,” which the
Adams County Nebraska Historical Society produced. To
prompt further study and discussion, a guidebook was
prepared as a companion piece to the series.

In addition to broadcasting the programs, KOLN-TV /KGIN-
TV offered dubs of all the shows to any other station wishing
to air the series. Providing our viewers with the opportunity
to discover their own rich heritage is all part of the Fetzer
tradition of total community involvement.

WKZ0 WKZO-TV KOLN-TV  KGIN-TV

Kalamazoo Kalamazoo Lincoin Grand Istand

WJFM WKJF(FM) WWAM KMEG-TV
Grand Rapids Cadillac Cadillac Sioux City




~ Convergence
editing power
for 53990.

Convergence Corporation, the proven leader in
video tape editing technology, brings you the speed,
simplicity and convenience of joystick editing at a very
affordable price.

Whether youe in industrial, educational, broadcast
or post-production television, you can benefit from the
versatility and low cost of this powerful new system.
Advanced features include...

O Fully variable Joystick control of tape speeds
O Preview, perform and replay of edits

[ Interchangeable VTR formats

O Independent control of audio and video channels
[0 Programmable high-speed search

[ Mark-In/out on the fly

[0 CRT display of edit data

O Programmable pre- and post-rolis

I Full VTR remote control

O Auto tag

[0 Control track or optional SMPTE time code

Here’s an editor you can start with and stay with.
And it protects your hardware investment by easy

Prices slightly higher outside continental U.S.

;"’M'A, e

installation with yourpresent VTR's. New. direct plug-in
interface connegts-to industrial 1/2 inch cassette and
3/4 inch U-mati¢ format recorders with absolutely no
modifications. | | . e it

Discover ithe rew low price.of high:quality editing.
Circle the readér sefvice nymber or-contact your nearby
Convergence Corporation dealer for a hands-on demon-
stration. We'll brihg the ECS:90, plug it in to your VTR,
and show you power you can't match for the price.
convergence Corporation; 1641 McGaw, Irvine, CA 92714
(714) 549-3146 T

Convergence...
simply the best.

CONVERGENCE
CORPORATION



