AU WOGINGK

NgT123S B

v

2119t

HE NEWSWEEKLY OF

THE FIETH ESTATE

BroadcastingzMay3

THE LEADER IN

'I'EI.ECOMMIIHICA'I'IONS

- o B
[l == .
YR —

022 il Iil I l o | ir{ i ll %“‘
] {OPCRS OHO IED] _I‘ D l_ Jﬁ

= "1-—— oy

ajd

58 /230 NS HRIGEY




INTRO
SOMETHIN

RADIOF
TELE]

ABC Superadio knows that if you want to ~ gram that not only includes great program-

get to the top of your market you need great ming but great marketing too.
programming and promotion. That’s why we And that’s exactly what you get with A
have Rick Sklar and Pat Pantonini, the bestin ~ Superadio. A complete program that not o
the business, doing ours. includes great programming and promotio:
But today, even that’s not enough to suc- the air, but great advertising support off th
ceed in major markets. Because if you want to  air as well. And, most important, you'll get
be a big hit in radio, you've got to be a big hit all at no extra cost>
in television too. And a big hit in newspapers, Superadio gives you a complete marke
magazines, billboards and everywhere else. package from one of the nation’s leading ac
In other words you need a complete pro- tising agencies, The Marschalk Company.

*Applies only to stations in the top 1 through 89 Arbitron TVADIS. Terms for other markets will vary. © 1982 ABC Radio Enterprises, Inc.



SION.

eir award-winning creative staff will cus- Dick Purtan, Dr. Don Rose and Jay Thomas.

nize ads and commercials for your station, In short, Superadio gives you all the program-

earch test them, and make sure your adver-  ming, promotion, advertising and total

ng is seen and heard in all the right places. mar keting support you need to build bigger
Only Superadio gives you the best on-air audiences and keep them.

:nt available today, like Paul Barsky, Now, all that's left for youto doto be a

ice Bisson, Dan Ingram, Larry Lujack, major voice in your market is call Dave Pollei

1 Lundy, Carol Mason, Robert W. Morgan,  collect at 1-(212) 887-5051.

SUPERADIO :=.....




Whatdo Xerox

and Coke

havein
cCommon?

A great name.

But that’s only part of the answer.

In both cases, those great names
are also great trademarks.

And great trademarks are as
valuable to you as they are to the
companies that own them.

That’s because they ensure that
when you ask for something, you
get what you ask for.

The Xerox trademark identifies
arange of products.

XEROX® 1 a tradenark of XEROX CORPORATION

So it should always be followed
by the name of the one to which it
refers—“Xerox copier,” “Xerox
information processor” or “Xerox
electronic printer.”

Whether you want a certain soft
drink or a certain copier, you want
to be sure that what you get s the
real thing.

XEROX

COKE is a registéred trademark of THE COCA-COLA COMPANY
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ABC’s dramatic pay TV plan O Municipal ownership
loses in St. Paul O The state of the
cable art O International dealings at MIP

ABC’S BOLD LEAP INTO PAY TV O Proposed Home View - follow fine line in furthering new media and should not

Network service would permit affiliates to send jeopardize existing services. PAGE 74.
scrambled signal during early morning hours into ,
unattended videorecorders in subscriber homes. COPING IN NEW AD CLIMATE [0 AAAA symposium
PAGE 27. speakers analyze complexities imposed by

burgeoning electronic media, stress importance of
NBC'S FALL LINEUP [0 Network slots record numberof  agency expertise in that area. PAGE 78.
sitcoms. ABC and CBS scheduies due later this week.

PAGE 29. CRIES OF FOUL O Group W's Werner and Turner's
, - LeBrun exchange verbal blasts about tactics used to
NAB’S DUAL FOCUS (J Fritts says association must promote respective satellite news services. PAGE 84.

also re-examine its role in changing times as it looks
for successor to now-resigned Wasilewski. PAGE 30.  CHANGE OF CLIMATE AT MIP-TV O Global economic

) restraints, political tensions and possibility of conflict
TRADE-OFFS O Cannon-Hollings alternative dampen some sales at Cannes program marketplace.
legislation for cable regulation would give cities more Byt activity remains brisk and presence of new media
authority over systems. rather than FCC as called forin g altering things worldwide. PAGE 89.
Goldwater bill. But cable would not face mandated

access. PAGE 34. CABLE'S TOP 50 MS0O’s (0 Tele-Communications goes
acquisition route to head latest list compiled by

ST PAUL REJECTED [0 Voters vote down referendum BROADCASTING. PAGE 99.

for city-owned cable system that industry feared could

be dangerous precedent. PAGE 34. CABLE FINANCING OO Though practice is not

_ widespread. some MSQO's have been setting up limited
THE CABLE CONNECTION O Oneve of NCTA'82,cable  partnerships with private investors. One hitch is need

finds itself in 23.7 million homes and well on its way t0 {5 educate brokers about cable. PAGE 104.

being major TV medium in 1980's. However, it stili

faces established and new electronic competitors. LIN EYES CELLULAR RADIO [J Pels says company will

Here's how those involved assess situation. PAGE 37. invest about $70 million, file for franchises in five

Since satellite debut of HBO in 1975, cable major cities and be co-venturer in another. PAGE 105.

programing choices have expanded dramatically.

Question: Which will survive? PAGE 48. In interview ABC REBOUNDS [J First-quarter income and per-share

with BROADCASTING editors. NCTA President Wheeler earnings up sharpty over same period in 1981, nearly

discusses realities facing cable in 1982. including return to 1980 level. PAGE 106.

competition from newer technologies and presence of , . m gy

AT&T. PAGE 586. Revisit to agenda of NCTA 82, in Las NCTA'S GILLILAND OJ Cable's potential first intrigued

Vegas begins on PAGE 64. Allen Gilliland nearly 20 years ago. It converted him

from broadcaster to cablecaster and industry

QUELLO CAVEATS O Commissioner says FCC must leader as NCTA board chairman. PAGE 127.
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T.M.PEN.

Presenting the 24-hour satellite nostalgia music format.

A combination of 30, 40's, 50’s and 60's hits is now the fastest growing
radio format —designed to reach adults 35+, an audience with real
buying power,

The great names and the great songs of American popular music are

now available to your station as a complete format package, including music,
talent and features.

All songs are the original hit versions, reprocessed in stereo to the
highest audio standards.

Continuous programming provides substantial savings in your station’s
programming costs. There is also enough flexibility for local service,
personalities and news to meet special market needs.

Since Primetime Radio was introduced last summer at Taft's WDAE-AM
in Tampa, Florida, the ratings have shown consistent and dramatic
improvement. For details:

Contact Mark Hubbard, Vice President, Taft Radio Group,
(513-721-1414) for further details.
Taft Broadcasting Company, 1718 Young Street, Cincinnati, Ohio 45210
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fhat recession?

irst-quarter TV network revenue
itimates by Broadcast Advertisers
eports, due for release shortly, show

les up 13.8% trom year ago, reaching
1,433,269,600. No less significant in

ne of general economic recession, gain
.me from incrcases in both unit sales and
1t prices. In 1981 first quarter, networks
ild 30,053 minutes averaging $41,907
ich. This year 30,570 minutes were sold
1d average was 346,885, for 1.7%

crease in minutes and 11.9% increase in
‘erage minule price.

Revenues were up in all major dayparts
1t one: Late night was down 1.6%. Prime
ne was up 15.5%, Monday-Friday
iytime 6.8%, weekend daytime 21.7%,
irly morning 28.2% and early fringe
}.1%. Though individual network figures
:re not available, it’s assumed football
iper Bowl helped make CBS quarter’s
2ar top biller.

T P PR
ountertrends

ot television business promises to wind

y first six months with healthy 15%
crease over 1981, while spot radio is
.pected to chalk up modest gains of 7%
8%. Spot television had strong first
rarter with advances in 18-20% area,
ough activity has tapered off in April and
ay, resulting in probable 11-12% jump in
cond quarter. Spot radio registered
9-10% advance in first quarter, but April
1s only 3% over last year's pace and May
1ly slightly better. But sales specialists
ink June will be blockbuster, helped by
rong business climate at TV networks

id in spot TV, creating spillover effect.

|

ahn on first

thn Communications’ AM stereo

stem will probably be first on air, giving
eg up on competition. Its application for
e acceptance of stero equipment, FCC
proval of which is required before stereo
sadcasts can begin, was first

seived by FCC (it arrived last
ednesday) and, hence, is first in line for
scessing. If all is in order, FCC official
d, gear could be type accepted within

. weeks. According to Leonard Kahn,
>sident of Kahn Communications, 14
itions —some in major markets—will go
:re0 as soon as word comes down.

ey L ——|
rwwven no natural

:C Chairman Mark Fowler's project to
minate ‘‘rule of seven’ and lift lid on
mber of outlets in each class (AM, FM,
/) authorized for single ownership isn’t

winning rave support. Independent
owners, as distinguished from networks or
groups, are concerned that bigger entities
would invade their territories and, with
greater resources and skills, pre-empt
much of business. But Fowler feels that if
marketplace is to govern, local
management superiority, plus local
incentives, should prevail.

A T o

Centralizing policy

Bill to establish executive branch task
force to coordinate U.S. policy for
international communications is likely to
be introduced early this week by Senate
Communications Subcommitiee
Chairman Barry Goldwater (R-Ariz.). In
works since last summer (*‘Closed
Circuit,”” Aug. 3, 1981), bill would also
establish permanent private-sector
advisory committee to counsel
administration on all international
communications matters, including treaty
and conference preparation.

Bill will contain reciprocal trade
provisions similar to those in pending
cable TV legislation (see story, page 32)
and would address structure of publicly
funded satellite carriers, Comsat, Intelsat
and Marisat, and their relationship with
commercial subsidiaries.

T O .|
Watching calendar

Speculation circulating at FCC is that
reason commission agendas have been
remarkably lacking in major broadcast
deregulatory proposals is that FCC
Chairman Mark Fowler is still in search of
solid four votes. According to that line of
thought, Fowler is awaiting departure of
Commissioner Abbott Washburn, whose
term expires June 30, and arrival of secure
vote to help assure that Broadcast Bureau
notices of proposed rulemaking aren’t
thrown off track.

. ]
Asia hands

Bernard J. Wunder, Jr., head of National
Telecommunications and Information
Administration, will head delegation of
government telecommunications
specialists to People’s Republic of China
late next summert. Visit would be in
response 10 one Chinese officials made 10
Washington last September. And both are
in accord with June 30, 1980,
memorandum of understanding calling for
U.S.-China scientific and technical
exchanges in telecommunications. Two
countries have exchanged such visits
before, during Carter administration.
Delegation, which will visit Peking,
Shanghai and possibly other cities over 10-
day period, will not include chairman of

Broadcasting May 3 1982
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FCC, Mark S. Fowler. Wunder said FCC’
would be adequately represented by
Commissioner Mimi Weyforth Dawson
and Kalmann Schaefer, assistant to Fowler
for international communications. Others
thus far picked are Ronald Frankum, of
White House staff; William Diefenderfer,
staff director of Senate Commerce
Committee, and Lieutenant General W.J.
Hilsman, director of Defense
Communications Agency. Delegation will
ultimately include three to five more
members.

]
Throwback

President Reagan relishes writing his own
copy for five-minute Saturday-afternoon
radio reports, now in sixth week with
response in **hit’’ category (**Closed
Circuit,” April 26). It’s throwback not only
to his on-air days as ‘“‘Dutch’ Reagan at
wHO(AM) Dcs Moines and woC(AM)
Davenport, both lowa, but also to his
syndicated radio commentaries {for pay)
out of Los Angeles before he became
avowed candidate for GOP nomination in
1980.

Ed Meese, President’s counselor and
confidant, has revealed that President
himself likes to block out scripts. He
writes in keeping with his easy mike
style —regarded as best presidential voice
since Franklin Delano Roosevelt’s heard
in “‘fireside chats™ in 1930’s.

.|
Promoter

As usual, sellers of TV programs on
international markets at MIP-TV in
Cannes last week (sec story page 88) were
debating whether they really needed to be
there. Complaints were same: too many
international conventions, and MIP taking
place before the American networks have
announced their fall program schedules,
so that series salesmen have little new
product to push. Though most agree that
in final analysis MIP is 100 big (o miss,
MIP commissioner general, Bernard
Chevry, didn’t help matters when he
announced that second MIP would be
staged in October this year, in conjunction
with his VIDCOM convention for home
video market. Seldom was trial balloon
shot down with such ferocity, and that plan
was abandoned for this year at least.

But irrepressible Chevry has not
surrendered. In 1983, he says, new event
will be staged, something ‘‘entirely
different.”” This something **won’t happen
in France,” Chevry revealed, but he would
say no more, promising announcement in
month. Other sources believe that Chevry
has resurrected his plan to make assault on
American shores, possibly in Miami.
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start with the right core.

The very idea behind multi-pay packages is
offer the most enduring and exciting enter-
inment available. The kind of entertainment
at not only attracts subscribers, but keeps
em, long term.

With Showtime as the core of your package,
u can offer subscribers what they want:
aximum quality programming with minimumn
plication.

For instance, during January-April, 1982,
lowtime carried more titles than any other pay
v service. And in combination with HBO,
1owtime offered, on an average, 147 titles per
onth with only 10 duplicated titles* As a result,
iowtime subscriber satisfaction has continued

SHOWITVIE(

Total Entertainment.

to climb, reaching unprecedented levels, while
disconnects have never been lower.

Just look at what Showtime offers: more
movies than any other broad-based service,
highly acclaimed original programming, and a
full commitiment to new and innovative program-
ming, like "Romance," the first adult Pay TV soap
opera. That's the Showtime total entertainment
difference.

So if you want to appeal to a broad subscriber
base, offer a broad-based multi-pay package.
And start with the right core. Showtime.

Total Entertainment 25 hours a day. Eight
days a week. Come visit us at booth 1509 at the
NCTA Convention. *Includes premieres. encores, and holdovers

25 hours a day.

Showtime Regional Directors: Northeast: Art Gusow, (516) 671-6104. Southeast: Bob Mason, (404} 633-4326. North Central:
Dick Ingebrand, (312) 993-0100. South Central: Jeffrey L. Wade, (214) 239-7212. Western: Reva Melniker, (415) 820-1046.
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All about cable TV. Doyle Dane Bernbach, New York, has issued 200-page book on cable
television titled Television In Transition. It traces evolution of cable television, satellite
technology, pay TV, DBS and teletext. ODB has section on advertising in which it projects
that cable advertising will climb to $2.7 billion in 1990 from estimated $200 million in 1982,
volume also lists various cable networks with estimates of subscriber homes as of July
1982. A description of programing for each cable network is included plus information on
unit commercial cost, when applicable. Author of report is W.S. {Jay) James, DDB vice
president, video technology/programing. Copies of Television In Transition are available
from DDB at 437 Madison Avenue, New York, 10022, at $185 each.
a

New book. Arbitron Radio is introducing a new radio diary coincident with summer 1982
survey that will incorporate changes aimed at providing more information, improving
quality of diary-keeping and reducing amount of diary editing. Both English and bilingual
{Spanish and English) versions will contain additional questions in listening record and
demographics pages. Both cover and instruction pages of the new diary will be
redesigned. Arbitron said that on listening record page, new subcolumn has been added to
"Away From Home" section. Until now, all "away from home" listening was listed in one
category. In new diary it will be possible to separate "in a car” listening from other out-of-
home listening.

o
Weedeck goes national. Major Market Radio Sales will represent Weedeck Radio Net-
work in national time sales for syndicator's Country Report and Inside Music, weekly series
currently airing on about 200 stations.

m]

Eariy summer. Foote, Cone & Belding breaks new campaign for Clairol’'s Summer Blonde
hair lightener this week with spots on network radio and TV plus spot radio in 20 markets
later this month. Tag line in commercials is “Why wait for the sun to get the look of summer
blonde.

Cable
Financing
Specialists

BCAs commitment to the cable TV industry is
well established. With a group of specialists who
collectively offer more than 50 years of cable TV
financing experience, we can help you solve your
financing problems. We have money available to
provide creatively structured financing for new or
expanding cable systems. To learn more contact:
Jim Ackerman
(317) 923-2353 (Indianapolis)

Harold Ewen or Ed Canty
(312) 630-5035 (Chicago)

Becker Communications Associates 11
1800 North Meridian Street/Indianapolis, Indiana 46202
Tiwo First National Plaza/Chicago. Illinois 60603

Broadcasting May 3 1982
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Wm. Underwood Co. O B&M baked
beans. Begins May 10 for 22 weeks in 10
markets. Day, fringe and weekends.
Agency: Kenyon & Eckhardt Advertising,
Boston. Target: women, 25-54.

Procter & Gamble O Dash detergent.
Begins in May for second quarter in
Amarillo, Tex.; Oklahoma City; Tulsa,

Okla.; Cedar Rapids, Davenport, lowa City
and Sioux City, all lowa, and Omaha.
Agency: Young & Rubicam, New York.
Target: women, 25-54,

Dillard Department Stores O Vvarious
products. Begins June 28 for 13 weeks in
about 25 markets. Agency: Faulkner &
Associates, Littie Rock, Ark. Target:
women, 18-49.

Homemaker Shops O Home
furnishings. Begins this week for seven
weeks in nine markets. All dayparis.
Agency: Goldfarb, Hoff & Co., Southfield,
Mich. Target: women, 25-54.

SP Communications O Sprint system.
Begins May 17 for five weeks in over 10
markets. All dayparts. Agency: J. Walter
Thompson USA, San Francisco. Target:
adults, 25-54,

General Cigar & Tobacco O Silver
Creek brand. Begins May 24 for four
weeks in about eight markets. All
dayparts. Agency: Stuart Ford, Richmond,
Va. Target: men, 18-34; men, 25-49,

Maytag O Dishwashers. Begins August 2
for six weeks in over five markets. All
dayparts. Agency: Leo Burnett & Co.,
Chicago. Target: adults, 18-49.

Amoco Foam Products O Begins May
24 for one week in Columbia and
Charleston, both South Carolina, and
Greenville-Spartanburg, S.C.-Asheville,
N.C. Prime, prime access, late fringe and
news times. Agency: D'Arcy-MacManus &
Masius, Atlanta. Target: women, 25-49.

Athena Corp.O Echol's roach killer.
Begins in June for varying flights in 10
markets. Day and late fringe times.
Agency: A. Eicoff & Co., Chicago. Target:
total adults.

McCrea’s Department Stores O Image
campaign. Begins this week for four
weeks in seven markets. Agency:
Goodwin, Dannenbaum, Littman &
Wingfield, Houston. Target: total adults.

Rich!s O Frozen desserts. Begins June
15 for two weeks in 11 markets. Day,
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SOAP is the kind of brilliant ensemble SOAP. 93 hilarious half-hours that
comedy that makes syndication legends. will add ratings respectabmty to every
It has a proven network track record. lineup.

Brilliant writing. Awaid win-
ning production. And a cast
of the funniest, most talent-
ed and popular stars on
television. ~

THE SURE WAY TO REALLY CLEAN UP.
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The promise
of Hughes Galaxy I has become a reality:
All of Galaxy I's primary
transponders have been purchased by
eminent cable programmers.

No longer is there any question
about a second TVRO and where
it should look.




The cable industry can
turn to Galaxy for the strongest mix of
entertainment, sports, news and information
programs available anywhere.
That was the Galaxy plan.
This is the Galaxy reality.
Commitment. Certainty. Confidence.
Galaxy 1 is the future cable can count on.

HUGHES COMMUNICATIONS

GALAXY I PROGRAMMERS

TIME INC.

GROUP W SATELLITE COMMUNICATIONS
TIMES MIRROR SATELLITE PROGRAMMING
VIACOM INTERNATIONAL

TURNER BROADCASTING SYSTEM

SPANISH INTERNATIONAL NETWORK
C-SPAN




BarclaysAmerican/Business Credit?”

“Hello,

et

Dialuswhen _
you communicate, but
your lenders don’t.

For professional service and straight talk, call the
communications people, BarclaysAmerican/Business
Credit.

We can bring you programs for station or equip-
ment upgrading, refinancing and expansions, or an

acquisition. Loans start at $1 million, terms can range

to 10 years, and no equity kickers are required.
We can protect your cash flow against money mar-

ket fluctuations—you don’t have to forecast prime rate

movements. Loan amounts and principal repayment
schedules are based on your projected cash flow.

Our years of experience with radio, television, cable
television, satellite communications, and newspapers
can channel you smoothly through the rough spots.

So talk with BarclaysAmerican/

Business Credit—a power buy in
any market.

Business Credit Call our Special Industries Office.
An afriliate of E

Service is the difference between our money and other money.*"

Corporate Headquarters:
111 Founders Plaza, E. Hartford, CT 06108. 203-528-4831

© BarclaysAmerican/Business Credit. Inc. 1982

Broadcasting May 3 1982
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RepuReport

Wrip.Tv Chattanooga, Tenn.: To Adam
Young (no previous rep).

]
Kmir-Tv Palm Springs, Calif: To Adam
Young from Katz Communications.

WRLH-Tv Richmond, Va.: To Adam Young
(no previous rep).

prime, late fringe and fringe times.
Agency: Campbell-Mithun, Chicago.
Target: women, 25-54.

S$.C. Johnson & Son1 Gypsy moth
insecticide. Begins June 14 for two
weeks in about 10 markets. All dayparts.
Agency: Foote, Cone & Belding
Advertising, Chicago. Target: adults,
25-54

Associated Mills O Pure Air 99. Begins
in May for one week in 110 markets. Day
and fringe times. Agency: Kelly, Scott &
Madison, Chicago. Target: total adults;
adults, 50 and over.

C——————— RADIOONLY —————
Ricoh Cameras [ Begins this week for
nine weeks in 23 markets. Agency: Calet,
Hirsch, Kurnit & Spector, New York.
Target: adults, 18-48.

Touraine Paint O Begins in May for eigh
weeks in at least three New England
markets. Agency: McDougall Associates,
Salem, Mass. Target: men, 25-54.

Canandaigua Wines [J Aimonte. Begins
May 5 for six weeks in three test markets.
Agency: Helfgott, Towne & Siiverstein,
New York. Target: adults, 18-49.

Resorts International CasinoO
Begins this week for six weeks in four
markets. Agency: Elkman Advertising Co.
Bala Cynwyd, Pa. Target: adults, 25-64.

Singleton Packing Co. Frozen
seafood. Begins in third quarter for three
weeks in approximately 40 markets.
Agency: Louis Benito Advertising, Tampa
Fla. Target: women, 18-49.

Penn Mutual Life Insurance O Begins
May 24 for two weeks in about eight
markets. Agency: Spiro & Assaciates,
Philadelphia. Target: adults, 25-54.

Gorton’s O Frozen foods. Begins
October 4 for undetermined period in
New York, Boston, Los Angeles, San
Francisco, Chicago, San Diego and
Philadelphia. Agency: Laurence, Charles
& Free, New York. Target: women, 25-5¢

1 RADIOAND TV ————————
MPACT O Automated teller networks. TV
and radio campaign begins May 10 for
four weeks in seven TV markets and thre
radio markets. Agency: The Richards
Group, Dallas. Target: adults, 18-34.



You get a

TOWER OF
STRENGTH

When you buy

¥

Better engineering, better construction,
better installation — you get all

these when you buy Ultility.
Utility Towers are easier to tune,
easier to maintain,

And these money-saving extras cost
you no more from Utility,

There are Utility Towers in every

state in the nation . . . in Canada,

.~
W

-

South America, Puerto Rico, Europe

and Korea.

Choose Utility — known the world over

as the “Tops in Towers.”

[d &, T

- -———. e B ——— =

.-—» =
—————

3 2N
‘i-_‘ - . - v - '._ o
Neison
Box 12369
thoma City, Oklahoma 73157

e A bEa e 30 YEARS SERVING BROADCASTERS COMPANY
THROUGHOUT THE UNITED STATES




HOW’™ O SE . . C/
WHO ARE TU:

NEWYORK CHICAGO ATLANTA DENVER DALLAS LOS ANC
John Shaker Scorr Widham Jon Thrasher Carohn McCron E. A. "Buss” Hassetr  Biruce Bra
21204 4-548i 312/661-1670 4047 320-6808 303/741-3600 247241142 213/506



1,370 PARINS
N3 OFF BY' TV,

Some parents will do anvthing to keep their kids from watching too
much TV,

And who can blame them? Commercial television
isnt doing much to improve the quality of kids’
programming,

But now you can. With Nickelodeon.

Nickelodeon is the only channel, on free TV.or
cable, devoted exclusively to children. (i

For 13 hours a day, 7 davs a week, Nickelodeon “Pinwheel” Fun learning
gives klds the kind of quality entertainment they for pre-schoolers.
deserve. With no violence. No adult situations. And no
commercials.

Nickelodeon has shows for pre-schoolers. Comedy
shows and science-fiction for older kids. Theres even a
talk show for teenagers and their special concerns.

“Reggic Jackson’s World of And since Nickelodeon is endorsed by the
3ports™looks at kids in action. National Education Association, its the one "T'V.channel
sarents will actually encourage their kids to watch.

[ts this unique type of programming that has helped our childrens chan-
el grow at such an incredible rate.

"loday, Nickelodeon is seen in almost 8,000,000
10mes. And by the end of this vear, we expect that fig-
are to reach an overwhelming 10,000,000.

"lo find out how you can get Nickelodeon in vour
yasic cable package, call one of our sales representatives ﬂ
1sted below. “The Tomorrow P(.()lt.,

And see for yourself why parents who hate T'V.love ascience-fiction adventure.

Nicketodeon. -
NlCKEI.ODEON "

WARNER AMEX SATELLITE ENTERTAINMENT COMPANY
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Datelbookms

——
This week

May 2-5— National Cable Television Association an-
nual convention. Convention Center, Las Vegas.

May 3—Deadline for entries in fifth annual Com-
munications Excellence to Black Audiences (CEBA)
Awards, sponscred by World Institute of Black Com-
munications. Information: Terrie Williams, WIBC, 10
Columbus Circle, New York 10019.

May 3-7—Community Antenna Television Associ-
ation advanced CATV technical training seminar. Best
western Thruway House, Albany, N.Y.

May 4-7 — American Women in Radio and Television
31st annual convention. Speakers include Mimi
Weyforth Dawson, FCC commissioner. Hyatt Embar-
cadero, San Francisco.

May 5—George Foster Peabody Awards luncheon,
sponsored by Broadecast Pioneers. Pierre hotel, New
York.

May 5— Natioral Academy of Television Arts and Sci-
ences, New York chapter, drop-in luncheon. Speaker:
Imero Fiorentino. president. Imero Fiorentino Associ-
ates. Copacabana, New York.

& jndicates new or revised listing

8 May 5— Northern Cualifornia Broadcasters Associ-
ation and Ad Club of San Francisco fifth annual Radio
Day. Mark Hopkins hotel, San Francisco.

May 86— Radio Advertising Bureau's ldearama for
radio salespeople. Sheraton Inn and Conference
Center, Madison, Wis.

May 6-7-"Implementing Telidon" conference and
trade show sponsored by Secioscope Inc., Ottawa-
based research and consulting firm. Palais des Con-
gres, Hull, Quebec. Information: (613) 235-9220.

May 6-8— Califernia Public Broadcasting Commis-
sion conference, “Taking a Lead in the New Frontier:
Minorities and Telecommpunications in California.”
Davidson Conference Center, University of Southern
California. Los Angeles.

8 May 6-B— Women in Communications Northeast
regional meeting. Hotel Lenox, Boston.

8 May 7— American Advertising Federation "Best in
the West” awards banquet. St. Francis hotel. San Fran-
cisco.

May 7-B— Florida AP Broadcasters annual conven-
tion. Hilton, Tallahassee, Fla.

May 7-9— Texas AP Broadcasters annual conventicn,
Hyatt Regency. Austin, Tex.

May 3-5 — National Cable Television Association
annual convention. Convention Center, Las Vegas.
Future conventions: June 12-15, 1983, Houston;
May 20-23, 1984, San Francisco; March 31-April
3, 1985, New Qrleans; March 16-19, 1986, Dallas,
and May 15-18, 1988, Las Vegas.

May 4-8— American Women in Radio and Televi-
sion 31st annual convention. Hyatt Embarcadero,
San Francisco. Future meetings: May 3-7, 1983,
Royal York, Toronto; May 1-5, 1984, Renaissance
Center-Westin, Detroit: May 7-11, 1985, New York
Hilten, New York, and May 27-31, 1986, Loew's
Anatoie, Dallas. '

May 10-13—ABC-TV affiliates annual meeting.
Century Plaza. Los Angeles.

May 12-15—American Association of Advertis-
ing Agencies annual meeting. Greenbrier, White
Sulphur Springs, W. Va. Fulure meetings: May
18-21. 1983, Greenbrier, White Sulphur Springs,
W. Va; March 11-15, 1984, Canyon, Palm Springs.
Calif, and May 15-18, 1985, Grigenbrier White
Sulphur Springs. W. Va.

May 16-18—NBC-TV affiliates annual meeting.
Century Plaza, Los Angeles.

May 23-26— CBS-TV affiliates annual meeting.
Nob Hill Conterence Complex, San Francisco.

June 6-9— Broadcasters Promotion Association
26th annual seminar and Broadcast Designers As-
sociation fifth annual seminar. St. Francis hotel,
San Francisco. Future seminars: June 22-26,
1983, Fairmont hotel, New Orleans: June 10-14,
1984, Caesars Palace. Las Vegas. and 1985,
Chicago.

June 24-27— Public Broadcasting Service/Na-
tional Association of Public Television Stationsan-
nual meeting. Crystal City Hyatt, Arlington. Va.

July 19-21—Cable Television Administration
and Marketing Society annual meeting. Hyatt
Regency, Chicago.

Aug. 29-Sept. 1— National Association of
Broadcasters Radio Programing Conterence. New
Orleans Hyatt.

Sept. 9-11 —Southern Cable Television Associ-
ation Eastern show. Georgia World Congress
Center. Atlanta. Fulure Eastern shows: Aug. 25-27,
1983; Aug. 2-4, 1984, and Aug. 256-27, 1985, all at

e
Maen- eetings

Georgia World Congress Center.

Sept. 12-15— National Radio Broedcasters As-
sociation annual convention, Reno. Future conven-
tion: Qct. 2-5, 1983, New Orleans.

Sept. 12-15— Broadcast Financial Management
Association 22d annual conference. Riviera Hotel,
Las Vegas. Future conference: Sept. 25-28, 1983,
Hyatt hotel, Orlando, Fla.

Sept. 18-21—Ninth International Broadeasting
convention. Metropole Conference and Exhibition
Center, Brighton, England.

Sept. 30-0¢t. 2— Radio-Television News Direc-
tors Association international conference. Caesars
Palace, Las Vegas. Future conferences: Sept.
22-24, 1983, Las Vegas. and Dec. 3-5, 1984, San
Antonio, Tex.

® Nov. 7-10—Association of National Adver-
tisers annual meeting. Breakers, Palm Beach, Fla.
Future meetings: Oct. 2-5, 1983, Homestead, Hot
Springs, Va., and Now. 11-14, 1984, Camelback
Inn, Scottsdale, Ariz.

Nov. 7-12— Society of Motion Picture and Televi-
sion Engineers 124th technical conference and
equipment exhibit. New York Hilton, New York.

Nov. 17-19— Western Cable Show. Anaheim
Convention Center, Anaheim, Calif.

Nov. 17-19— Television Bureau of Advertising
28th annual meeting. Hyatt Regency, San Fran-
cisco.

Jan. 30-Feb. 2, 1983 — National Religious
Broadcasters 40th annual convention. Sheraton
Washington, Washington.

Feb. 6-9, 1983— Association of Independent
Television Stations (INTV) 10th annual convention.
Galleria Plaza hotel. Houston.

March 17-22, 1983- National Association of
Television Program Executives 20th annual con-
ference. Las Vegas Hilton. Future conferences:
Feb. 12-16, 1984, San Francisco Hilton and
Moscone Center, San Francisce.

April 10-13, 1983 —National Association of
Broadcasters 61st annual convention. Convention
Center, Las Vegas. Future conventions: Las Vegas,
April 29-May 2, 1984; Las Vegas., Aprit 14-17,
1985: Las Vegas, April 20-23, 1986; Atlanta, April
5-8, 1987, and Las Vegas. April 10-13. 1988.
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May B— Radio-Television News Directors Associatio)
Region 13 meeting, with Virginia AP Broadcaster
Association. Fort Magruder hotel, Williamsburg, Va.

May 8—Arizona AP Broadcasters meeling. Fiest
Inn, Tempe, Ariz.

— — — ——1
Also in May

May 10-13— ABC-TV gffiliates annual meeting. Cer
tury Plaza. Los Angeles.

May 10-13—"The Public and the Media"” conferenc
for journalists sponsored by Washington Journalis:
Center. Watergate hotel, Washington.

May 11— Radio Advertising Bureau's |dearama f(
radic salespeople. Holiday Inn Chariotte Nortf
Charlotte, N.C.

May 11— Radio Advertising Bureau \dearama fc
radio salespeopte. Sheraton Plaza La Reina hotel, Lc
Angeles International Airport, Los Angeles.

May 11—Southern California Cable Club lunchec
meeting. Speaker: Tom Wheeler, president, Nation.
Cable Television Association. Holiday Inn, Long Beac
Calif.

May 12— National Academy of Television Arts ar
Sciences, New York chapter, drop-in luncheo
Speaker: Robert Pittman, senior vice president, pf
graming. Warner Amex Satellite Entertainment C
Copacabana. New York.

May 12—New York Women in Communicatio
luncheon, "The Future of Cable TV—What Peop
Really Want" Speaker: James Heyworth, presider
Home Box Office. Lexington hotel, New York.

May 12-15—American Association of Advertisi
Agencies annual meeting. Greenbrier, White Sulph
Springs, W. va.

May 13— Television, Radio and Advertising Clud
Philadelphia communications seminar. Holiday Ir
Philadelphia.

May 13— Radio Advertising Bureau’s Idearama !
radio salespeople. Red Lion Motor Inn-Airport, Sacr
mento, Calif.

May 13— Radio Advertising Bureau’s |dearama |
radio salespeople. Holiday Inn-Airport, Sandston, V

8 May 13— Federal Communications Bar Asso
ation luncheon. Speaker: FCC Commissioner Her
Rivera. Touchdown Club, Washington.

® May 13-15— Women in Communications Sot
regional meeting. Sheraton Center, Charlotte, N.C.

May 14—Deadline for entries in American P
chological Association/American Psychological For
dation National Media Awards for reporting that
creases public knowledge of psychology. Informatit
Publi¢ Information Office, APA, 1200 17th Street, N.'
Washington, 20036,

May 14— Foundation for Aceounting Education E
tertainment and Sports Industries Conference. Topi
include accounting for motion picture compani:
broadcasting, cable television records and music a
sports. Sheraton Center, New York.

8 May 14— Pacific Fioneer Broadcasters lunche
salute to Lux Radio Theater Sportsman’s Lodge. L
Angeles.

May 14-18— Pennsylvania Associated Press Broc
casters Association annual conventicn. White Bea
View Resort, Lake Wallenpaupack, Pa.

May 15— Radio-Television News Directors Asst
ation meeting withr Pennsylvania AP Broadcasters
sociation. White Beauty View Resort, Lake Wall
paupack, Pa.

May 15—Deadline for papers for Society of Ca
Television Engineers’ fall engineering conference.
fermaticn: SCTE, PO. Box 2665, Arlington, Va,, 222

May 16-18— NBC-TV affiliates annual meeting. C:
tury Plaza, Los Angeles.



May 18-18— University of Wisconsin-Extension
warkshop, “Municipal Administration of Cable Tv*
wisconsin Center, 702 Langdon Street, Madison, Wis.
Information: Barry Orton, (608)262-2394 or
(608)262-8953.

May 18— Radio Advertising Bureau's |dearama for
radio salespeople. Ramada Inn-Airport, Cleveland.

May 18— Radio Advertising Bureau's |dearama for
1adio salespeople. Sheraton Orlando International, Air-
port Inn, Orlando, Fla.

May 18— Radio Advertising Bureau's |dearama for
radio salespeople. Ramada Inn. Evansville, Ind.

May 19— National Academy of Television Arts and
Sciences, New York chapter, drop-in luncheon.
Speaker: Ted Turner, president, Turner Broadcasting
System. Copacabana, New York.

Ma.y 19— Connecticut Broadcasters Association
spring sales and management seminar. Lord Cromwell
Inn, Cromwell, Conn.

May 19— Information Industry Association
workshops on "Opportunities —and Risks—in Today's
Explosive Information Industry” Grand Hyatt hotel.
New York.

& May 20— Radio Advertising Bureau's |dearama
for radio salespeople. Hilton Airport Inn, Nashville.

8 May 20— Radio Advertising Bureau's |dearama
for radio salespeople. Holiday Inn Airport, Birmingham,
Ala

8 May 20— Radio Advertising Bureau's |dearama
for radio salespeople. Hilton Inn Lansing. Lansing.
Mich.

May 20-21 —Conference on "The Implications of the
AT&T Settlement,’ sponsored by TeleStrategies,
lelecommunications consulting firm based in McLean,
va. Speakers inClude Tom Wheeler National Cable
Television Association; Richard Wiley; Kirkland & Ellis;
>hilip Verveer, Pierson, Ball & Dowd, and Richard
Neustadt, Kirkland & Ellis. Washington Hilton, wash-
ngton.

May 20-22-— First Amendment Congress, compris-
ng news media organizations, seminar on First
Amendment values in changing infermation system.
Steve Nevas. First Amendment counsel, National As-
sociation of Broadcasters, and Jean Otto, op ed page
2ditor, Milwaukee Journal, are co-chairmen, Xerox In-
:ernational Center, Leesburg, Va.

May 21-23—Carolinas UP! Broadcasters Associ-
ation Spring meeting. St. John's Inn, North Myrtle
3each, S.C.

8 May 21-23— National Federation of Local Cable
Programers’ Northeast regional workshop. Riverside
Church, New York.

May 23-26— CBS-TV affiliates annual meeting. Nob
Hill Complex, San Francisco.

May 24-25—Conference on “Future Directions in In-
ormation Policy,’ sponsored by National Telecom-
nunications and Information Administration. Bernard
Nunder, NTIA, will host conference. Commerce
Jepartment, Washington.

May 24-25-— Energy Bureau conference “Satellite
communications Systems.” Stoutfer's National Center,
Arlington, Va.

May 25— International Radio and Television Society
innual meeting with Broadcaster of the Year award.
Naldorf-Astoria, New York.

" May 25— Radio Advertising Burecu's [dearama
of radio salespeople. Sheraton Airport Inn, Albany, N.Y.

8 May 25— Radio Advertising Bureau’s |dearama
or radio salespeople. Red Lion Motor Inn, Spokane,

Nash,
Exratals

In baseball special report in March 1
issue, kNBC was incorrectly listed as
radio originator for Los Angeles
Dodgers. kaBC(am} Los Angeles is and
has been radio originator for Dodgers

since 1974,
a

® May 25 — Radio Advertising Bureau 'sIdearama for
radio salespeople. Sheraton Inn, Scranton, Pa.

May 25-27—0hio Association of Broadcasters
spring convention. Kings Island, Cincinnati.

May 26-27 — Federal Bar Association’s fifth annual
telecommunications {aw conference. Shoreham hotel,
Washington.

May 27-30—Satellite Services Bureau Northeastern
Satellite-TV Exhibition. Howard Johnson's Conference
Center, Windsor Locks. Conn.

May 31-June 3— Canadian Cable Television Associ-
ation annual convention. Sheraton Center, Toronto.

| t—
June

June 1 —Deadline for entries in Armstrong Awards for
excellence and originality in radio broadcasting, spon-
sored by Armstrong Memorial Research Foundation
in cooperation with Nationa! Radio Broadcasters As-
sociation. Information: Armstrong Foundation, 101
University Hall, Columbia University, New York, 10027.

June 1-3—Seminar on “Telecommunications Trends
and Directions” sponsored by Communieations Divi-
sion of Electronic Industries Association. Dunfey's Hy-
annis hotel and conference center, Hyannis, Mass.

June 3-—Advertising Research Foundation con-
ference on "Key Issues Workshop on the New Media
and Research Technology' Marriott's Essex House.
New York.

June 3-4— Northeast Cable Television eighth techni-
cal seminar and exhibition. Empire State Plaza Con-
vention Center, Albany, N.Y. Information: Bob Levy,
(518) 474-1324.

a8 June 4-8— NBC consumer press tour. Century
Plaza hotel, Los Angeles.

June 5-— Radio-Television News Directors Associ-
ation region seven meeting. Medill School of Journal-
ism, Northwestern University, Evanston, IIl.

June 6-9—National Indian Media Conference spon-
sored by Native American Public Broadcasting Con-
sortium and American Film Institute. Old Town
Sheraton hotel, Albugquerque, N.M.

a8 June T-8B-—Southern California Cable Club and
Advertising Club of Los Angeles seminar, "Advertising
and Cable: The Affair Heats Up." Speaker Kay
Koplovitz, president, USA Network; Bob Alter, presi-
dent, Cabletelevision Advertising Bureau, and Mike
Roarty, vice president, Anheuser Busch. Beverly Hilton
hotel, Los Angeles.

June 7-9—Great Lakes Conference and Exposition,
sponsored by Hlinois-Indiana Cable Television Asso-
ciation. Indiana Convention Center, Indianapolis.

& June 7-11—CBS consumer press tour Arizona
Biltmore, Phoenix.

June 7-July 9— Rochester Institute of Technology's
School of Photographic Arts and Sciences motion pic-
ture workshop. RIT, Rochester, N.Y.

June 6-9— Brouadcasters Promotion Association 26th
annual seminar and Broadcast Designrers Association
fifth annual seminar. St. Francis hotel, San Francisco.

June 10-12— Montana Cable Television Association
annual meeting. Sheraton hotel, Great Falls, Mont.

June 10-13— Missouri Broadcasters Association
spring meeting. Holiday Inn, Lake of the Ozarks. Mo.

June 10-13—American Film Institute’s National
Video Festival, sponsored by Sony Corp. Kennedy
Center, Washington.

June 11-—-"The Lawyer and the New Video
Marketplace” sponsored by Forum Committee on
Communications Law and Forum Committee on En-
tertainment and Sports Industries of American Bar
Association. Speakers include: Richard Wiley, Kirk-
land & Ellis, washington; William Lilley, CBS. New
York: lrving Goldstein, Satellite Television Corp..
Washington; William Baxter, Department of Justice.
Washington; Henry Geller, Duke University; Larry Har-
ris. FCC's Broadcast Bureau; Jack Valenti. Motion Pic-
ture Asscciation of America, and Tom Wheeler, Na-
tional Cable Television Association. Waldorf-Astoria,
New York.

8 June 11-13 —Chesapeake AP Broadcasters Asso-
ciation annual meeting and awards banquet.

Henlopen hotel, Rehobeth Beach, Del.

June 11-18— Radio-Television News Directors As-
sociation of Canada annual meeting. Mount Royal
hotel, Montreal.

June 12— UCLA Extension program, "The Video
Revolution: Opportunities and Prospects for Pay TV.
Videocassettes and Videodisks” Coordinated by
James Jimarro, president, Walt Disney Telecom-
munications. Beverly Hilton hotel, Los Angeles. Infor-
mation: (213) 825-7031.

8 June 12—Cable TV industry press tour. Century
Plaza hotel, Los Angeles.

June 12-16—American Advertising Federation an-
nual conference. Omni International, Atlanta.

a June 13=TV Critics Association Day (part of
Consumer Press Tour). Century Plaza hotel, Los
Angeles.

June 13-14— Radio-Television News Directors As-
sociation board meeting. Mount Royal hotel, Montreal.

8 June 13-15—MDS Association annual conven-
tion. Washington Hilton, Washington.

June 13-16—Kansas Association of Broadcasters
32d annual meeting. Holidome, Hutchinson, Kan.

June 13-17=International Conference on Com-
munications, "The Digital Revolution” sponsored by
Institute of Electrical and Electronics Engineers and
Communications Society Conference Board. Franklin
Plaza hotel, Philadelphia.

& June 14— PBScensumer press tour. Century Plaza
hotel, Los Angeles.

a June 14-17—ABC consumer press tour. Century
Plaza hotel, Los Angeles.

8 June 15-17—Armed Forces Communications
and Electronics Associgtion 36th International Con-
vention and Exposition. Sheraton Washington hotel,
Washington.

June 16+18—Broadcast Financial Management/
Broadcast Credit Association board of directors meet-
ing. Biltmore hotel, Los Angeles

[ THE BECK-ROSS COMMUNICATIONS STATIONS =)
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AND IT DOESN'T MATTE

EXPLOSIVE GROWTH OVER LAST YEAR'S PROGRAMMING.

Station Market Rating Share Rtg. Sh. Women
Iner. Iner. 1849
Incer.
WNEW, New York 9 17 +50% +42% +52%
KTLA, Los Angeles 12 20 +50 +43 +36
WRC, Washington D.C. 6 22 +100 +100 <27
WKYC, Cleveland 5 14 +67 440 +28
KCPQ, Seattle 4 T 433 +40  +46
WAGA, Atlanta 9 gaF 429 .27 4116
KGTV, San Diego 5 22 +25 422 478
WMC, Memphis 15 36 +36 +44 +56
WDRB, Louisville 11 17 +22  +21 465
KERO, Bakersfield 6 16 +20 +14 450

Source: Nielsen, All M-F Telecasts Average, Feb. ‘81 and Feb. "82.
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Charlie’s Angels looks more beautiful

than ever. It’s now sold in over 60 markets,
including 23 of the top 25.

CHARLIE’'S ANGELS

A Spelling/Goldberg Production in assoeiation with
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COLUMBIA PICTURES TELEVISION
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A broadcasting-cablecasting commentary from Laurie Leonard, president-general manager, WMTV(TV) Madison, Wis.

Broadcasters and
cablecasters:
Localism is the
tie that binds

SYNERGY: a cooperation of two entities
resulting in a total effect greater than the
sum of two or more effects taken indepen-
dently.

Today that definition seems newly relevant
to two industries that used to view each
other as enemies—broadcasting and cable.
In the world of the Fifth Estate, it used to
be common to see broadcasters distribut-
ing **Keep Free TV Free’” bumper stickers
and financing anticable ads in local
reterendums. Most cable operators would
never consider atltending a NATPE or Na-
tional Association of Broadcasters conven-
tion, and most broadcasters wouldn’t
dream of setting foot inside a National Ca-
ble Television Association gathering.

Well, all that’s changing now—or at
least it should if we're smart. Cable and
broadcasting are both well-entrenched
facts'of life; neither industry can destroy
the other, and we're probably all mature
enough to recognize that fact. But the time
has come to take a step further. Rather
than just accept each other's existence, we
should use each other’s capabilities to ac-
complish more together than either of us
can accomplish separately.

Broadcasters and cablecasters are miss-
ing enormous opportunities if we view
each other only from slightly hostile,
arms-length position. Each has capabilities
that could make the other prosperous. On
the one hand, cable ¢an provide the broad-
caster with sorely needed channel capacity.
We broadcasters have grown used to living
in a world of 24-hour days, with both pro-
graming time and commercial inventory
fixed. However, with access to a cable
operator’s vastly greater channel capacity,
we could find ourselves closer to the posi-
tion of newspapers, able to add extra
““pages’” to fulfill our programing and ad-
vertising needs.

Broadcasters, on the other hand, can
provide special skills to the cable operator
in production, news gathering, equipment
maintenance and sales. Our staffs are in
place; our equipment is extensive; we have
years of experience supporting these ac-
tivities, and we have well-solidified re-
lationships with news sources and adver-
tising clients. Many cable operators have
come o tlake for granted the ragged
amateurish look of most local organization
productions; but with broadcasters’ assis-
tance, cablecasting can acquire a more
polished on-air look.

In Madison, we at wMTV are currently
involved in a parinership agreement with
our local cable system, Complete Channel

Laurie Leonard, president and general
manager of wMTviTv) Madison, Wis., has worked
both sides of the broadcast-cable fence. She
started in 1971 in broadcasting with various
positions including reporter, anchor and
account executive. In 1977 she swilched to
cable by becoming assistant regional manager
for American Television and Communications.
She later became ATC's manager of new
market development and then director of
operations planning. She joined wmTv in 1979
as vice-president-station manager. Leonard is
a graduate of the University of Wisconsin and
the Harvard Graduate School of Business
Administration.

TV. We provide the system with a 24-hour-
a-day weather channel. It is largely auto-
mated, but it also uses taped programs
done by our weather personalities, and in-
serts using such broadcast equipment as
color weather radar. On another cable
channel we tlelecast weekly the meetings
of the Dane county board, Madison city
council and Madison school board, live
and in color, and on a third channel we
plan to produce such other forms of local
programing as local sporting events and
informational programing. In return for
access to the cable system’s channels, we
provide the operator with a percentage of
the revenue from advertising we sell on
these channels, and we are fulfilling some
of the operator’s franchise requirements
for local programing.

That is our specific agreement in
Madison, but all markets are different and
many different types of parinership ar-
rangements can evolve. The important
thing to keep in mind is what both the
broadcaster and the cable operator can
gain in such arrangements. First, let’s
look at what the broadcaster can gain:
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1. Improved local image. Localism is
crucial to broadcasters’ survival in the face
of increased competition from new tech-
nologies. When a broadcaster is con-
fronted with imported signals bringing in
the same or similar off-network reruns
and syndicated game shows that he is run-
ning, his only real opportunity to gain a
competitive advantage that will give
viewers a reason to watch him rather than
imported cable signals is by producing
local programing. Bob Bennett, president
of wcvB-Tv Boston, said it best in his
keynote address 1o the 1981 NATPE con-
ference when he said ‘‘the station that re-
mains principally a conduit will ultimately
be replaced by a more efficient conduit.”’

On cable channels broadcasters can pro-
duce long-form special interest programs
that enhance local image but would be im-
practical to run within a commercial televi-
sion station's standard format. For in-
stance, a local trial of widespread com-
munity interest can be telecast in its en-
tirety on a cable channel. A softball cham-
pionship can be cablecast, as could an an-
nual holiday parade. Such programing will
not be of interest to as many in the au-
dience as Dallas or Real People, but those
who are interested will remember thai
your broadcast station was the local en-
terprise that brought them what they
wanled to see. And if you're at the cily
council every week cablecasting its meet-
ings, viewers especially interested in loca.
government may be more inclined to trust
your newscasters 10 have the special ex-
pertise they want.

2. Cross promotion for on-air per
sonalities. In a similar vein, the broad-
caster can take advantage of cable chan-
nels to obtain greater exposure for his on-
air personalities. For instance, if your sta
tion’s weatherperson appears on a cable
weather channel, it could increase his o
her recognition factor within the com
munity.

3. Combating fragmentation. Arbitror
surveys have shown that in homes with ca
ble, the local stations’ shares of audience
viewing time are less than in homes with
out cable. Overall fragmentation can b
expected to increase as cable increases it
penetration. “*If you can’t beat ‘em, joir
‘ern”’ applies here; if a broadcaster has 1«
compete against programing on other ca
ble channels, competing against himsel
may be better than competing agains
other program sources.

4. New aduvertising forms. On cable, thi
broadcaster can take advantage of non
broadcast advertising forms. For instance
the broadcaster can air a program of ver:
narrow interest, but one that a specializec
advertiser is more than willing to support
The broadcaster also can run program



think 1 ever want to

see him again

A one-of-a-kind programming service
that can cut costs and brighten up
nighttime sales. Bruce Williams and
Sally Jessy Raphael weeknights.
Bernard Meltzer weekends. So distinc-
tive you have to hear it to believe it.
Call Meddy Woodyard at NBC Radio.
collect today (212) 664-4745.




lzngth commercials on cahle—he can pro-
duce a half-hour commercial showing
items for sale at a local department store,
for example. On automated cable chan-
nzls, the broadcaster can use
alphanumeric advertising, e.g., “‘classified
ads’’—here the broadcaster will be com-
peting with newspapers and shoppers
rather than traditional television advertis-
ing—and can thus increase his overall
revenue without stealing from himself.

5. Training ground. On cable channels,
the broadcaster can experiment with less
risk and train new personnel; future
broadcast on-air personalities and pro-
ducers can get their start with cable pro-
graming.

The cable operator also has much to
gain from a partnership:

1. Better on-air look. As mentioned
before, the operator can take advantage of
the broadcaster’s more sophisticated
equipment and production capabilities.
Local cable programing may then acquire a
more polished on-air look than program-
ing produced by a cable operator with
limited resources.

2. Added revenue. By obtaining a por-
tion of the advertising revenue from the
ads the broadcaster sells on the cable chan-
nels, the cablecaster will have a new
source of revenue without any additional
capital investment or operating expenses.

3. Lift. The cable operator may obtain
additional subscribers from new program-
ing the broadcaster provides—for exam-
ple, parents who wish to see their son’s lit-
tle league team on TV, or citizens inten-
sely interested in local governmental
meetings.

4. Improved relationship with the city
council. Many franchises require a cable
system to do some forms of local program-
ing, such as city council meeting
coverage. !t a broadcaster’s involvement
can improve the quality of that coverage,
the city council will be happier. In addi-
tion, if citizens of the community see
more and more local programing on a ca-
ble system that serves their special in-
terests, they will feel more inclined to view
their cable TV system as an organization
interested in their welfare, rather than a
disinterested utility (and often a utility
owned by geographically distant interests).
Additional warmth and friendliness
toward the cable system from the local
citizens and the city council itself can
make life much easier for a cable operator
governed by numerous city regulations.
This perception of the cablecaster’s com-
munity involvement and cooperation can
also make requests for subscription rate
increases a lot easier.

So, for mutual benefit, let’s forget past
stereotypes and animosities. For economic
reasons, if for nothing else, we broad-
casters and cablecasters need each other.
We will soon both face—indeed, we
already face—such common threats as
DRBS and subscription television. Localism
is our mutual salvation. Together we can
maximize our potential and insure our
survival. 7]

.,
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The Cuban connection

EDITOR: On my desk when 1 returned from
Cuba was a sheaf of letters from some an-
gry viewers. Their message, more or less:
“*Why give those Commies all that
publicity? We’ll not watch Thke Two any-
more.”" Happily, I discovered a lot of other
nice letters from viewers a bit later, but the
hostility from some Americans toward our
14 hours of live programing from that
country was evident.

Take Twoe is the weekday news/informa-
tion program that | co-host with my wife,
Chris Curle, on Cable News Network. We
originated Tuke Two live from El Mormo
Castle, overlooking the Havana harbor
from noon to 3 p.m. Eastern time April
12-16—the first live show from Cuba to
the U.S. since Fidel Castro took power 23
years ago.

What some people have criticized as
somehow aiding our adversaries, we see as
fulfilling our journalistic responsibility to
report what is going on in the world as best
we can. The opportunity to do an unen-
cumbered, unrestricted and uncensored
live TV news program from Cuba, while
relations between the U.S. and Cuba are so
precarious, is a chance in a million.

| said that we were uncensored. That is
true, but the Cubans did try to change a
couple of things. They failed, but they did
try. For example, they wondered why we
wanted to interview Americans in
Washington, live by satellite, while we
were in Cuba. We explained that we do
that routinely and that we wanted the U.S,
view for balance and perspective. They
didn’t say anything more. Then, too, the
Cubans told us we could not do a live in-
terview with the top American diplomat
now in Cuba, Wayne Smith, chief of the
U.S. Interest Section there. Videotape was
fine, they said, but not live. We 1old them
that we had to do the program our way or
we would not do the program. They ac-
quiesced and we heard no more about it,

Ironically, Wayne Smith never appeared
on Take Two. The morning of his
scheduled interview, the U.S. State
Department told him he was not
authorized to appear. So the Cubans got
their way, after we refused 1o cater to
them, thanks to the State Department.

To Chris and me, showing American
viewers a bit of life in Cuba today is not
only journalistically responsible, it is a
matter of personal pride. If U.S. policy
toward Cuba is to act and talk tough, to
staunchly oppose Castro’s regime and his
efforts around the world, then surely we
need to know as much as we can about the
country he runs. If U.S. policy changes,
and if our government decided that better
relations with Cuba are in our own na-
tional interest, then, again, surely we need
to know as much as we can about Castro’s
Cuba.— Den Farmer, CNN, Atlanta.
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Reaction

EDITOR: It's been particularly gratifying
for me to work with your staff. Not only
because of the ‘‘Fifth Estater’’
[BROADCASTING, April 19], but also be-
cause¢ the magazine has responded so
quickly and well to the coverage of cable.
BROADCASTING truly has led the field in
exciting, active journalism; it’s a pleasure
to read and it was an honor 10 be
featured.— Robert W. Rittman, senior vice
president, programing, Warner Amex
Satellite Entertainment Co., New York.

Convergence

EpiTOR: Your April 19 coverage of the
U.S. Court of Appeals decision not to
reverse the Copyright Royalty Tribunal’s
allocation of 1978 royalty fees was an ex-
cellent story—as far as it went—but [
couldn’t help being disappointed that it
didn’t go far enough. For all of your
readers who pay music licensing fees,
there was an important part omitted.

As many of your readers know and, un-
fortunately have sometimes believed,
there has long been a myth about BMI’s
share of the broadcast music market. That
myth was finally put to rest when the
court, in its published opinion, noted;
**The tribunal did not act unreasonably in
concluding that the BMI and ASCAP
shares of the music industry have been
converging since 1972 .. "

For all the obvious reasons, | was partic-
ularly delighted by the fact that the court
chose to emphasize the continuing
strength and increasing significance of the
BM1 repertoire in broadcasting. This is a
point we've long held at BMI, a view sec-
onded some months ago by the Copyright
Royalty Tribunal and a view now reaf-
firmed by a distinguished high court.—
Edward M. Cramer, president, Broadcast
Music Inc., New York.

Growing

EDITOR: On behalf of the board of direc
tors of Broadcast Capital Fund Inc.,
would like to thank BROADCASTING for thy
support’ and assistance it has givel
BROADCAP Your articles and editorial
have helped make this industry effort t
increase minority ownership in broadcast
ing a great success.

So far $3,750,000 has been invested i
[5 minority-owned stations. In addition
our training and management assistanc
programs are in place.

The requests for assistance have bee:
growing steadily—the result no doubt ¢
reading about BROADCAP in BROAL
CASTING —and we are moving ahead at fu
speed to meet the challenge. Thanks fc
the help. — Donald A. Thurston, chairma
of the board, Broadcast Capital Fund Inc
Washington.
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Now available on the new, low-
cost Reuter Monitor terminal:

—Stock Prices
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~-News-View
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—Personal Portfolio Marketwatch
and many other services
available.

For your cable system—

the professional information
retrieval terminal available for
home or office.

2 Wall Street NY NY 10005 and
offices in key cities throughout
the United States.




Making the
Junior Miss a hit.

The Junior Miss Pageant in Wexford County, Michigan
enjoyed an extra element of excitement because of the involve-
ment of WKJF Radio in Cadillac.

In addition to providing public service announcements to
attract entrants, WKJF helped create enthusiasm for the pro-
gram by conducting personal interviews with each of the
contestants in a special series of Community Close-Ups.
Station personnel also volunteered their time to help judge
the pageant.

In thanking the station for its contribution to the success of
the event, the publicity and production chairman of the local
Junior Miss Association wrote, “Once again, WKJF has
proven its leadership in Northern Michigan when it comes
to community service.”

Takingan active interest in such worthwhile youth activities
as this talent and scholarship program is all part of the Fetzer
tradition of total community involvement.
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ABC’s bold leap into pay TV

Proposed Home View Network would
marry broadcast, videocassette
technologies; affiliates would

beam scrambled signals in early
morning hours to be transcribed
automatically in subscriber homes;
new Sony decoder key to system;
FCC would have to authorize STV
operations; Fowler calls it
‘Innovative’; reaction supportive

Imagine a scrambled television signal of,
say, a new movie being transmitted across
network lines in the early morning hours
to affiliates that beam it into viewers’
homes. The homes are dark but a
videorecording device, which has been
preset, is silently recording the signal.
Then, at the viewer’s convenience, the
scrambled program is played back through
a decoder that unscrambles the signal.

That is the concept of the Home View
Network being proposed by ABC-—a mar-
riage of television and videocassette tech-
nologies and the use of dead time for
transmission. ABC says it would offer
eight feature-length movies new to the
service each month, as well as cultural,
theatrical, children’s, educational and
other special interest programing.

In short, ABC is proposing what it
hopes is a new magnet for attracting
viewers—and rebuilding audiences being
chipped away by the new technologies, in-
cluding, individually, pay television and
videocassettes,

And, at the FCC, where the introduc-
lion of new services and technologies is
regarded as an article of faith, the ABC
proposals aroused considerable interest.
Chairman Mark S. Fowler called it **very
innovative’’ and said it ‘‘clearly pointed in
the direction of getting government out of
the way and letting the players play’’ He
also said it was proof that broadcasting,
despite the multitude of new telecom-
munications technologies, is not only not
dead but ‘‘alive and vibrant.” Larry Har-
ris, Broadcast Bureau chief, described the
proposal as ‘‘creative’” and said it would be
ziven prompt attention.

ABC introduced the plan on Thursday
ifternoon, when Everett Erlick, senior
vice president and general counsel, and
Jene Cowen, Washington vice president,
yriefed six commissioners—all but Joseph
“ogarty—in separate meetings in the com-
nissioners’ offices. They also filed applica-
ions for individual subscription television
wthorizations for each of ABC’s five

owned and operated stations—wABC-TV
New York, KABC-TvV Los Angeles, WLS-TV
Chicago, KGO-Tv San Francisco and wxyz-
Tv Detroit. A second part of the applica-
tion seeks limited STV authorization to
provide subscription television service
through affiliates that choose to partici-
pate. That section of the application would
require waiver of several STV rules.

As described by ABC, HVN would
transmit three hours of scrambled pro-
graming over the 0&O’s and participating
affiliates between the hoursof 2a.m.and 6
a.m. (ETand PT) or | a.m.and 5 a.m. (CT
and MT), Monday through Friday.
Viewers would be charged a monthly
subscription fee of $19.95 plus an initial
installation charge of $100. Homes with-
out videocassette recorders would be able
to lease them through HVN for an addi-
tional $29.95 monthly.

As for affiliates, according to a model
contract filed with the commission as an
exhibit, ABC would pay them $1 per
month per subscriber within their area of
dominant influence. Affiliates would be

@W@

free to reject programing, as they may now.
But their compensation would be reduced
proportionately.

HVN, as set forth in the application, will
be a national service; the marketing, in-
stallation and maintenance of the home
decoder will be coordinated by the net-
work. **[t is anticipated,”’ ABC said, ‘‘that
potential subscribers will ... order HVN
by contacting a central ordering location.
This will be accomplished by a non-toll
telephone call or by mail.”” ABC will hire
companies in each market to handle the
instailation and maintenance. The affili-
ates’ only job, it seems, will be to clear the
air time,

ABC had not yet reviewed the HVN pro-
posal with its affiliates when it filed the ap-
plications. It planned to supply affiliates
with copies of the bulky applications as
soon as they were filed and, subsequently,
to consult with affiliates individually to
determine which would be interested in
participating in HVN. ABC officials see
one of the virtues of the plan as being its
employment of the affiliates and the over-
the-air system. **It will strengthen the net-
work-affiliate relationship, and strengthen
the affiliates in their markets,” one official
said.

The competitive edge ABC thinks HVN

o Prosed Start

 Subscriber Inserts Cassotte
* Overnight Delivery Time

s Scrambled Program Recorded
= Key Sent and Stored After Program Defivery
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e

THE HOME\IIEWNETWORK

Granath and cassette

» Scrambled Program can be played | .-'II
back only through authorized decaoder

+ Low cost VCR to consumer
» No consumer need for multiple p&y services
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will give its owned and affiliated stations
was described by Herbert A. Granath,
president of ABC Video Enterprises, a
subsidiary of ABC Inc. *“The Home View
Network will provide a new, convenient
alternative for consumers, one that will
use an already existing national distribu-
tion system.” he said. **'Thus, HVN will be
able to enter, relatively quickly, many
markets not presently served by pay cable,
STV or MDS™

He added that the system offers viewers
*“total viewing flexibility and tremendous
diversity at a low unit cost’ and, for the
program supplier, *‘substantially more se-
curity and accountability than current

videocassette rental plans.”’ And he said it
offers ABC affiliates ‘‘a unique oppor-
tunity to participate in the new tech-
nologies without detracting from the im-
portant local and national services they
now offer throughout the regular broad-
cast day™’

For those commission officials con-
cerned with increasing the efficiency of the
manner in which the spectrum is used, the
application said, ““HVN will utilize largely
unused broadcast time, representing a
highly efficient and innovative use of
available spectrum space.” It also said that
HVN will enhance the availability of STV
service in markets of various sizes *‘with-

The first returns are upbeat

Because ABC chose to spring the news of its incipient Home Video Network venture
late last week, many in the industry chose not to comment, and those who did qualified
their statements by saying they were based on sketchy information. Wall Street analysts
were generally positive about the concept. "It's a unique use of the existing distribution
network to reach the consumers,” noted Drexel Burnham Lambert’s John Reidy. David Lon-
doner, of Wirtheim and Co., predicts that "movie companies will eat it up,’ weicoming
another competitor to the pay TV market now dominated by Home Box Office. Ed Atorino of
Smith Barney Harris Upham thought HVN might prove “a potential gold mine. ... It puts
ABC into an entirely new business.” If one million subscribers come on board, he said, ABC
picks up $240 million in annual revenues. Another analyst said ABC suggests it could offer
the movie companies a little better deal than HBO, which, in turn, suggests ABC is looking
to carve out an earlier window that would give it a competitive edge over pay cable. On the
negative side, Reidy said the necessity of the VCR (which costs upwards of $650) makes
the service prohibitively expensive for many consumers. And, he said, it's unlikely that cur-
rent cable subscribers would switch to take HVN.

Most ABC affiliates were as surprised as the rest of the world by the announcement,
although some got a little advance notice by telephone. Ciayton Brace of xG1v(v) San
Diego, who competes in the largest cable market in the country, said he might be in-
terested in offering the service, but that it would depend on the compensation. It costs
money to keep the station running all night.

Robert Rice, of wrau-Tv, Peoria, Ill, thought the HVN idea was not only new and different
but might, for the first time in recent years, "give affiliates a real chance to share in a ven-
ture with the network” Tom Cookerly of wJiLA-Tv Washington was "excited by the concept,”
which provides "a way to use our facilities at hours that are virtually meaningless to us
now." The technical feasibility of the system still needs to be proved, he said. He also
offered that with cable, STV and MDS, ABC needs to "act quickly or risk ... being the last
one n.’

Although CBS and NBC had no comment. James G. Babb of wetv(tvi Charlotte, N.C.,
chairman of the CBS affiliates, worried that by adding another tier of pay TV the service
would further fragmentize broadcast audiences. He suspected HVN was a defensive move,
intended to keep ABC affiliates from signing up for Turner Broadcasting System's CNN2.

In Washington, William Wewer, an atlorney representing the Subscription Televislon As-
sociation, said STA welcomed ABC to the STV business and extended an invitation for it
to join the association.HVN was an example, he said, ot how broadcasters can enter
the pay TV field rapidly and efficiently without the need for laylng miles of cable or hag-
gling with local officials over franchise rights.

Isaac Blonder of Blonder-Tongue Laboratories, a manufacturer of STV equipment, con-
ceded that the Sony encoding system (dubbed Aesop 1) may be unigue, but not necessarily
better than the systems he and other manufacturers now have on the market (and, accord-
ing to ABC, not really competilive as the signal has to be recorded before it can be
decoded, making it unsuitable for conventional real-time STV) Blonder had suspected that
Sony was up to something, because, he said, it has been making “raids" for engineers at
his plant and those of other manufacturers. He also says he knows the Sony system still
has “a lot of bugs in it. That's why they are hiring a lot of engineers —to work them out”” Be-
cause of the high cost of subscribing to the service—$600 a year if one chooses to lease
the VCR from ABC —Blonder said he “would bet [his] last dollar that it will tail”

An engineer at Oak Communications expressed keen interest in the fact that the HVN
service could be broadcast without modification to the transmitter. He said also that ABC
will have to buy a huge computer to address and control all the decoder boxes. Although a
computer to do the job is feasible, he said, a telephone system to handle all the calls of a
national séervice may not be. (m]
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out diluting or precluding frequency Space
(existing or potential}) for conventional
broadcast use.”’

ABC will conduct a field test of the
HVN system this summer, and it plans to
initiate the service early in 1983.

The HVN system is addressable, ABC
said, ‘‘permilting tiering, pay-per-view
(which is not presently contemplated) . .,
various programing options . . . {and] can-
cellation of service for non-payment.”

The heart of the system is encoding and
decoding technology developed jointly by
Sony Corp. and Sony Corp. of America.
As described by ABC:

® The program is encoded onto
videotape in advance of transmission (in-
stead of at transmission, as in conven-
tional STV systems), which means partici-
pating stations will broadcast HVN pro-
graming with the same equipment they
normally use. ABC says that *‘for the first
time in the history of U.S. subscription
television,” all technical standards for
television transmission will be mez.

@ The encoding can be done in a single
ABC studio, ‘“‘providing maximum se-
curity for the programing, with programs
distributed as network material is nor-
maliy.”’

® The scrambled program can be
recorded by virtually any videocassette
recorder—but can be played back in viewa-
ble form only through a special Sony
decoder. ABC says that because the
scrambled recording contains decoding
keys, ‘‘the reception and decoding compo-
nent of the system is unusually secure’’
(However, there would be nothing to pre-
vent the owner of a Sony decoder from
copying a program as it is played back in
unscrambled form, using a second VCR )

@ The system does not require a special
antenna at the subscriber’s home. And the
reception, ABC says, would be of the same
quality as that normally associated with
the signal available from the ABC affiliate.
No modification of the receiver o1
videocassette recorder is required.

According 10 economic projections
made by the consulting firm of Browne
Bortz & Coddington, of Denver, HVM
should be a money maker. A baseline prc
forma evaluation was made assuming ¢
subscriber growth increasing from 350,00(
at the end of one year 10 3,100,000 a1 the
end of the fifth year of operation. The
scenario shows revenues increasing from
$79 million in the first year 1o more thar
$800 million in the fifth, with incomt
before taxes rising from $241,000 to $12°
million. A low growth scenario, preparec
for comparative purposes, showed 200,00(
HVN subscribers in the fifth year and in
come before taxes of $122 million.

*“This initial pro forma assessment sug
gests that both scenarios . . . present viable
business opportunities,”’ the consultant
conclude. ““The primarily variable natur
of most major cost elements and the ust
of existing network distribution and affili
ate broadcasting facilities will allow a rapic
rollout of HYN, to provide a nationwid:
subscription television service.” C
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NBC-TV shows its hand for fall

Jetwork is banking on comedy

0 pull it out of ratings pit

The underdog was first out with its plans
last week as NBC-TV unveiled its 1982-83
prime-time schedule. The ABC-TV com-
petition is 1o be announced this Wednes-
day (May 5) and CBS-TV’s on Friday.

Every night but Monday has been
altered by NBC, with total overhauls on
Friday and Saturday. On tap are 11 new
series joining 13 that have been renewed.

NBC is pushing strong on comedy.
Newcomers Family Ties, Cheers, Mama’s
Family and Silver Spoons along with
veterans Facts of Life, Gimme a Break,
Diff rent Strokes and Love, Sidney amount
0 the greatest number ol sitcoms the net-
work has had since its 1965-66 schedule.

New hour dramas are Gavilan, St
Elsewhere, The Devlin Connection, The
Powers of Matthew Star, Knight Rider,
Remington Steele, and—for the 7-8 p.m.
sunday slot — Voyagers.

Off the schedule are Bret Maverick,
Flamingo Road, Chicago Story, One of the
Boys, McClain’s Law, Harper Valley PTA,
Barbara Mandrell and the Mandrell
Sisters and NBC Magazine. The Mandreil
lecision was said to have been the star’s
hoice. Regarding NBC Magazine’s can-
zellation, the network said a different news
series will be added early next year.

In presenting the fall lineup 1o adver-
isers in New York last Thursday (April
29}, NBC Entertainment President Bran-
lon Tartikofl stressed the words **comedy,
sontemporary, fresh, stability” as indica-
ive of the network’s strategy.

In addition 10 more sitcoms and current
hemes, he said, the network is looking (o
levelop **fresh faces” Last season NBC
1ad been boasting veteran well-known
stars. Tartikoff added that 11'4 hours of
yograming are remaining in their original
stots— 10 of the 13 renewed series. Mon-
lay, Wednesday and Thursday have eight
» them.

QOverall, however, and excluding the two
egularly scheduled movie slots continu-
ng on Monday  and Sunday, NBC's
ichedule gives new entries as much prime
ime as veterans: nine hours cach.

Coming off 1981-82, the neiwwork's
vorsi-rated season (BROADCASTING, April
'6), NBC’s fall lineup follows:

Monday remains the same but with a
elocused and rctitded Little House on the
®rairie: A New Beginning leading into the
novie. Little House now will revolve
round daughter Laura Wilder (Melissa
Silbert) and her family, with the tather

Michael Landon) out of the regular cast
yut continuing as executive producer.

Tuesday opens with Father Murphy,
eturning 1o the slot it had last fall before
)eing moved to Sunday at 7 p.m. Two new
rour dramas follow: Gavilan, with Robert
Jrich, now as an ex-ClA agent, and St.
Tlsewhere, about the statl at a rundown
Joston teaching hospital.

Wednesday, for the most part, remains

intact with Real People, Facts of Life and
Quincy. Sandwiched between Facts and
Quincy 18 the new Family Ties, about
liberal parents raising conservative
children. TartikofYf called Ties NBC's ‘‘top
development comedy.”

Thursday still opens with Fame,
followed by Gimme a Break in a new slot,
then the new Cheers comedy, set in a
Boston bar, and Hill Street Blues.

Friday’s all new. Opening the night is
The Powers of Matthew Star, about a teen-
ager with supernatural powers. This series
originally had been planned for the
1981-82 season but was delayed because
of burn injuries suffered by lead Peter Bar-
1on. Knight Rider, about an ex-cop and an
“‘indestructible® car follows, starring
former soap-opera star David Hasselhoff.
Closing prime time is Remington Steele,
aboutl a temale private eye who uses a
plavbov 10 front her business.

Saturday has Diff'rent Strokes with Gary
Coleman now as the lead-in. According to
Tartikofl, the show had built comedy
blocks on Wednesday and Thursday, a per-
formance the network expects it to repeat.
it is followed by the new Silver Spoons,

_

terprises. last season, he said, it was Fame,
from MGM, and in 1980-81, Hill Street
Blues, also from MTM.

In addition to the NBC Magazine
replacement, Tartikoff said the network is
commited to four other shows for the
season. Those replacements would be
Casablanca, based on the classic film and
starring David Soul; The Second Family
Tree, about second marriage; a series for
Dabney Coleman, whose credits include
the theatricals “‘On Golden Pond’ and **9
10 5. and a comedy being developed by
Hugh Wilson, producer of CBS's WKRP
in Cincinnati.

Tartikoff added that NBC still has an op-
tion on Teachers Only, a sitcom that has
been given a spring tryoult this year.

Among special programing and in addi-
tion 1o the World Series and Super Bowl,
NBC plans a rerun of the 12-hour Shogun
and the eight-hour Jesus of Nazareth.
There also will be four-hour first runs of
The Executioner’s Song, Little Gloria . ..
Happy at Last, Rage of Angels and Prin-
cess Daisy.

Made-for-TV movies include Honey
Boy; A Day for Thanks on Walton'’s Moun-
tain; Remembrance of Love; A Tangle of
Roots; Born Beauti{u I, The Joan Kennedy
Story (docudrama); Living Proof: The

also a child-star vehicle, this one with
Ricky Schroder. Mama’s Family is next,
based on the *Eunice’ characters from
the oid Carol Burnett Show. Vicki Law-
rence and Ken Berrv star, with Burnett and
others making occasional appearances.
The evening wraps up with the Rock Hud-
son detective show, The Deviin Connec-
tion, delayed from last season because of
Hudson’s heart surgery.

Sunday has Voyagers, about time fra-
velers, then CHiPs and the movie. With
the Voyagers lead-in, Tartikoff said he ex-
pects improved CHiPs performance.

During his presentation, Tartikoff said
that NBC’s most impressive entry in
quality during 1982-83 would be St
Elsewhere, produced by MTM En-
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Tartikoff at the unveiling

Hank Williams Jr. Story; The Kid with
the 200 1.Q.; Prisoner Without a Name,
Cell Without a Number;, Comeback; Facts
of Life Goes to Paris; Cocaine and Blue
Eyes; Witness to Murder; The Return of
Jeremiah Johnson, and The Story of In-
grid Bergman.

Theatricals are “The Blue Lagoon.”
“Dressed to Kill,” **Seems Like Old
Times,” **Little Darlings,” “*Oh, God, II."
“Hopscotch,” **This is Elvis,” “*A Change
of Season,” “*The First Deadly Sin,” ’'On
the Road Again,” ““Touched by Love™ and
“*Hurricane.”

Specials will feature such stars as John-
ny Carson, Bob Hope, George Burns,
Loretta Lynn, Barbara Mandreil, Mac
Davis and Doug Henning.
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Wasilewski exit triggers introspection at NAB

As assoclation begins search
for new successor, it

is also taking hard look at

its role in the coming years

The National Association of Broadcasters
‘*is moving very quickly toward the
forefront” in *“addressing the problems of
broadcasters’ and ‘‘providing them with
the knowledge they need to pursue oppor-
tunities in new technologies,” said NAB
Joint Board Chairman Edward O. Fritts
last Wednesday. *‘The problem is, we've
come from so far behind.”

In sharing that perspective, Fritts con-
templated the NAB’s task for the coming
years, as well as its more immediate task —
that of finding a successor to Vincent
Wasilewski, who last Monday announced
he will retire after 17 years as the associ-
ation’s president.

Wasilewski's announcement, which has
been anticipated for weeks, will force NAB
to review its role in the changing com-
munications world, said Fritts. ‘‘By
necessity now, we'll have to look at every
option,” he said, including proposals for a
federation of electronic and print media.

““The NAB recognizes there are changes
taking place,”” in its industry and
has begun to develop a ‘‘higher profile’ in
the area of new technelogies, said Fritts.
**Some of our members are more slow 10
recognize that those things are coming for-
ward, and we feel we have a responsibility
to protect their interests to the maximum
extent possible’

In the recent past the NAB ‘“has made

Wasilewski

Fritts

More dereg for AT&T? The settlement of the Department of Justice antitrust suit against
AT&T may justify deregulation of AT&T's long-distance telephone services, according to a
report released by the FCC Office of Plans and Policy last week.

The report, "Deregulation After Divestiture: The Effect of the AT&T Settlement on Com-
petition,” however, concluded that better terms of interconnection for AT&T competitors to
local telephone networks would have to be provided first. And although the deregulation
could begin within five years, it should be “phased in" because AT&T would have a large in-
itial market share, the report said.

According to the report, the principle of “equal access” to local facilities for all competi-
tors, the "cornerstone” of the settlement agreement, will "for the first time allow competi-
tion to act as a complete substitute for regulation of interstate services.”

The report also noted that economies of scale in network transmission and distribution
needn't be insurmountable barriers for long-distance competitors. "Arguments that com-
petitors cannot succeed in a cost-based world are incorrect. ‘Cream-skimming’ is not a
complete explanation for interexchange competition. After restructuring, competitive
forces will constrain AT&T's pricing,” the report said.

The report further noted that, after the restructuring called for by the agreement,
menopoly pricing of equipment and services would be unlikely because, the report said,
both of those markets would develop along competitive lines. “Interexchange competitors,
local exchange companies and individuals purchasing terminal equipment all have access
to equipment preduced by independent manufacturers. A restructured AT&T will have no
great initial advantage in the enhanced services area. Moreover, this market will develop
with a number of highly differentiated services based on individual customer needs. A high
degree of product differentiation, together with low barriers to entry, will allow a muiti-firm
market structure to evolve as long as competitors have equal access to AT&T's interex-
change network,” the report said.

The report also predicted that improved terms of interconnection for AT&T competitors
would develop immediately with the restructuring. “There will, however, be a period after
restructuring during which AT&T may have a continuing interconnection advantage. During
this transition period, as now, a true market test of the long-term viability of competition is
not possible,” the report said.
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significant inroads,” said Fritts. ““You find
us negotiating with cable where previously
many would say we shouidn’t*’ com-
municate with that industry, and *‘you find
us trying to raise money for public broad-
casting,” he said. *‘There are a lot of things
once considered taboo that a new breed at
NAB—its executive committee and
board—is moving toward,” said Fritts,
“*and [ say that without criticism of any-
thing that preceded us.”

What does that say about the NAB’s
next president? ‘“The industry deserves a
person who can and will be effective in
working with the FCC, the Congress,
broadcasters, new technologies and related
electronic communications media,” said
Fritts. Will the association consider a well-
known figure or high-powered lobbyist
who might command a large salary, such
as the $400,000 that Motion Picture Asso-
ciation President Jack Valenti is said to
receive? “*This is the professional associ-
ation of the broadcasting industry,” said
Fritts. **Nothing is 100 big.”

The search for a successor to Wasilewski
will officially begin this week, when Fritts
hopes 1o appoint an 1l-member search
committee, comprising seven members of
the NAB executive committee and four
other broadcasters, some or al! of whom
could come from outside the NAB’s
board. That commitiee will be advised by a
six-member temporary futures commitlee
that last week began interviewing NAB
staffers as part of an overall review of the
association’s operations and future direc-
tion.

Wasilewski has said he'd like to leave in
Sepiember, but has told the executive
committee he’ll stay on longer or depart
sooner to assure a Smooth transition.
Fritts said he does not anticipate a ‘‘long
and protracted search’ but doubts the
search committee will have found a suc-
cessor in time for the joint board’s an-
nual June meeting, when a new execu-
tive committee will be elected.

High on the list of potential candidaies
is NAB’s executive vice president and
general manager, John Summers. If he is
chosen, NAB staffers predict no one will
succeed him, because Summers will prefer
1o retain hands-on management of the as-
sociation. Word had reached the NAB
board that NAB senior staffers were cam-
paigning to succeed Summers, if he wins
the presidency, said Fritts, and the staft
was admonished last week that continued
activity of that kind would be frowned
upon until after NAB’s next president is
chosen.

Former FCC Chairman Richard E.
Wiley, now a Washington partner in the
Chicago law firm of Kirkland & Ellis, is
considered a highly attractive prospect by
many NAB leaders, but Wiley has given
no indication to board members that he is
interested in the job.

The third most viable candidate, accord-
ing 1o NAB leaders and staff, is former
joint board chairman Donald Thurston,
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president of Berkshire Broadcasting Co.,
North Adams, Mass., who would fulfill
the long-felt desire ol many NAB mem-
bers for a hands-on broadcaster to head
the association. As with Wiley, NAB board
members do not yet know whether
Thursten would consider the position.
Announcing his retirement to the NAB
executive committee last Monday,
Nasilewski said he’d had **33 exceptional
rears at NAB,” but has decided it’s time to

step aside and let someone ¢lse take over
the helm. He said he plans to practice com-
munications law in Washington afler
retirement; it's widely assumed he will
join the law firm of Dow, Lohnes and
Albertson.

Wasilewski said the decision to leave
was entirely his—there was no pressure on
him to retire. Sources within the NAB
board and siaff have said he reached the
decision at a time that there was growing

desire in the industry for a new leader,
who can steer broadcasters through the
coming years when regulation of their in-
dustry is likely to give way to dramatically
increased competition and changing
market conditions.

**Maybe Vince sensed that the best way
to bring change 1o the association would
be for him to leave." Fritts told BROAD-
CASTING last week. ‘*Maybe he sensed the
timing was right.” (]

Riffling through the husks from Washington’s rumor mill

Washington craves information. In the absence of the official variety,
the town feeds on rumor, speculation and gossip—some of which
even turns out to be true.

The apparent stand-off between the White House and the Senate
Commerce Committee over the selection of a successor to FCC
Commissioner Abbott Washburn, whose term expires on June 30, is
a case in point.

What seems solid fact is that President Reagan remains firm in his
desire to nominate FCC General Counsel Steve Sharp, while Senator
Bob Packwood (R-Ore.), chairman of the Senate Commerce Commit-
tee, remains committed to backing colleague Senator Ted Stevens's
(R-Alaska) man, Marvin Weatherly, of the Alaska Public Utilities Com-
mission. "No Weatherly nomination, no confirmation hearing” was
essentially Packwood's last word on the subject.

But if the story hasn't really moved much since the meeting in the
White House at which Stevens and the President, in effect, agreed to
disagree {(BroapcasTing, April 26), there were sufficient rumblings
around the periphery to provide fixes for those hooked on the story.

For instance, there is the matter of the proposed legislation that
would reduce the size of the FCC from seven to five members. Rep-
resentative Timothy Wirth (D-Colo.) is interested in such a measure,
and last week was reported close to a decision to introduce an FCC-
trimming amendment during a markup session by the parent House
Commerce Committee on otherwise noncontroversial legislative pro-
posals oftered by the FCC. But the session (last Wednesday) was
canceled for lack of a quorum.

The proposal has attracted attention, among other reasons, for its
possible impact on the Sharp-Weatherly issue. If such a bill were
passed, the theorizing goes, the dispute could be solved easily: The
White House would not appoint a successor to Washburn; he could
serve until June 30, 1983, when Joseph Fogarty's term expires. Then
both would be on their way and the commission would be down to
five members.

From there on, however, things get murky. There is no certainty the
White House would cooperate. Indeed, there are those who
believe—FCC Chairman Mark S. Fowler confidentially among
them—that the President will proceed promptly with his plans to
nominate Sharp. And if the Wirth proposal were to be approved by
Senate and House, there are those in the Reagan camp who believe
the President would veto it. Never mind that the proposal would ap-
pear to be in line with Reagan's professed desire to reduce the size
of government. "It would be viewed as a clear effort to deny him the
opportunity to appoint people consistent with his philosophy" one
Reagan supporter said.

There also is the fact that Packwood, wearing his hat as chairman
of the Senatorial Campaign Committee, is attracting more attention
than he is as chairman of the Commerce Committee. His remarks
critical of the President's economic and social policies—that they
are affecting party unity and costing Republicans the support of
women and minorities, not to mention suggestions that the country
has a senile President on its hands—have enraged conservatives
who think Packwoad is too liberal and who want him removed. (The
Reagan camp's counterattack: suggestions that the senator from
Oregon may have taken leave of his own senses. And the return fire
from the Hill: that if Sharp's name does go up, there may be a
prolonged investigation of his stability)

According to one report circulating last week, Senator Paul Laxalt
(R-Nev)}, the President's closest confidant in the Senate, has asked

Laxalt, asked to check the report, came back with a “no comment"
Packwood to resign from the campaign committee post. An aide to
from his boss. But a Packwood aide said he knows of no “substantive
effort to remove [Packwood)] as chairman.”

Other than to suggest that relations between Packwood and the
White House are not of the best—which is already well understood —
it may not be clear to students of logic what the fuss over Pack-
wood's role as chairman of the campaign commitee has to do with
the Sharp-Weatherly issue. But to students of politics it may all be
perfectly clear.

A somewhat related bit of conjecture involves Packwood's interest
in a constitutional amendment to assure electronic media the same
degree of First Amendment protection from government interference
as is enjoyed by the print media (BroancasTING. April 12). Some see
Packwood resigning the campaign committee post to take over a na-
tionwide effort to generate support for the proposed amendment.
(“No way," says a Senate aide.)

But, the aide was asked, what about the report Packwood is “con-
sidering running for President” and will use a nationwide campaign
in support of the proposed amendment as a means of gaining na-
tional attention and media support. The aide cut that question off
right after "President” with a firm “bull - - - - . Packwood has denied
that report repeatedly”

Having said that, the same aide was more open to the suggestion
that Packwood will not seek re-election to the chairmanship of the
campaign committee next year. He is said to be interested in con-
ducting a serious campaign in behalf of his proposed amendment.
That would require a major expenditure of time and effort, and one or
another of his present responsibilities or projects may have to be
dropped. Aides have been asked to review his priorities with a view
to restructuring them. Aides are also preparing recommendations—
for his consideration this week—as to how a campaign in behalf of
the proposed amendment could best be mounted. The creation of a
citizen committee to inform the country about the issues is a likely
option.

Perhaps the most bizarre rumor going the rounds the past several
weeks is one that those circulating it seem to think does have a bear-
ing on the Sharp-Weatheriy matter. Put simply, it holds that Chairman
Fowler, Sharp’s principal booster, would resign from the commission,
to be replaced as chairman by Commissioner Mimi Weyforth
Dawson, a former Packwood aide. That scenario would indeed leave
a second Republican vacancy to be filled. But the loss of the FCC
chairman he appointed after little more than a year in the job would
seem a high price for a President to pay to avoid a confrontation with
a senator over an appointment that is the President's prerogative 1o
make—even if he must have the advice and consent of the Senate.

When asked for comment, Fowler, normally, polite, articulate and
friendly, said, "That's crazy'" Dawson just laughed.

There are a couple of other rumors bouncing off the Sharp-
Weatherly story. Both involve Washburn. One is that he will be in his
present job for some time after June 30. It's not unusual for the White
House to be late in making new FCC appointments, even when
things are running smoothly—and they certainly are not at the mo-
ment. {(Washburn could stay on the FCC until his successor is con-
firmed.) The other is that he will be named chairman of the US.
delegation to the western hemisphere conference to be held next
year to develop a plan for the use of direct broadcasting satellites.

But the way things work in Washington, you never know.
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On the offensive. NCTA Presint Tom Wheeler used visuals to make
his point (to Chairman Goldwater [I) and counsel Christopher Coursen,
in foreground) that cable is under an increasing competitive onsiaught.

Waiting for the curtain. NAB President Vince Wasilewski in conversa-
tion with Bowie Kuhn, the commissioner of baseball {c), as NAB's ex-
ecutive vice president, John Summers, stands by.

Goldwater’s cable bill: the pros and cons respond

Cities oppose FCC regulation;
mandated access given negative
reaction by most witnesses

A Senate proposal {(S. 1629) to revamp the
way cable TV is regulated drew mixed
reviews last week from the Reagan admin-
istration as well as from industry leaders,
city and state officials and spokesmen for
the public. Although he stressed during
three days of hearings that he is open to
suggestions for changing his bill, the Com-
munications Subcommittee chairman,
Barry Goldwater (R-Ariz.), said he plans
to push for its passage by the end of this
year and predicted he could do so easily if
interesied parties could *‘reach some con-
sensus’ on controversial issues.

Democratic leaders on the subcommit-
tee joined most of the 54 witnesses who
testified in expressing concern about key
provisions that would establish the FCC,
rather than cities and states, as the pri-
mary regulatory authority over cable TV,
and would require cable operators with 20
channels or more to set aside 20% of theit
capacity for public and leased access. Sena-
tors Howard Cannon (D-Nev.) and Ernest
F Hollings (D-S.C.) last Tuesday in-
troduced an alternative bill (S. 2445) that
would retain much of the power cities and
stales now have (o regulate cable and
woulid prohibit regulated leased access (see
story page 34).

Witnesses did not comment on the Can-
non-Hollings proposal because they had
not had time to review it, but were asked to
submit written responses during the next
three weeks.

As did many of the witnesses, Bernard
Wunder, chief of the National Telecom-
munications and Information Administra-
tion, praised Goldwater’s bill as a much-
needed attempt 10 set national policy for
regulating the cable industry, which is not
addressed in the incumbent Communica-
tions Act of 1934. The bill “offers a
reasonable framework for specifying the
extent to which federal and nonfederal
officials can affect cable TV develop-
ment,” said Wunder, but it contains provi-

sions that the administration cannot sup-
port.

Ownership of cable systems should be
left “*exclusively in the private sector,” he
said, and not permitted by cities even
under the restricted conditions that would
apply under S. 2172. (The bill would
prohibit a city from having direct or in-
direct control over any programing on a
system it owned.)

Access requirements—whether for
public or leased users—are not necessary
at the federal level, said Wunder, because
they can be worked out by franchising
authorities. If Congress decides to man-
date access, however, Wunder suggested it
do so only for larger cable systems, with
‘S0 channels or more,” rather than for
those with 20 channels or more, as
specified in the bill.

On the highly controversial question of
how to divide authority between the FCC
and local governments, Wunder said S.
2172 needs ‘‘clarification.”” The bill’s pre-
emption of state authority ‘‘may be
broader than you intended,’ he said.
States are not told specifically what they
can and cannot regulate, said Wunder, and
could interpret the bill to permit them to
move into new areas, such as regulating
pay cable rates.

FCC Chairman Mark S. Fowler concur-
red with Wunder in supporting a national
policy for regulating cable TV, but ques-
tioned the need to legislate now on some
of the issues in the bill. The FCC has
handed over to cities and states much of
its responsibility for regulating cable in re-
cent years, said Fowler. **This is a desira-
ble trend and I see no reason lo reverse it

Congress should keep federal ownership
restrictions to a minimum, said Fowler,
who urged that regulatory policy ‘‘be
directed to authorizing new services and
thereby expanding the supply of new
telecommunications goods and services
rather than attempting to perpetuate the
existing division of markets, channels,
revenues or program sources.”’

A ban on local telephone-cable cross-
ownership, presently under review at the
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FCC, could be set into law, said Fowler,
although the FCC *‘foresees elimination
of the ban some time in the future.” If kept
in the bill, the ban should include eco-
nomic efficiency as one of the criteria the
FCC may consider along with the public
interest, in deciding whether to waive the
ban in certain cases, such as rural areas
unlikely to be served by cable operators. It
should also, he said, give the FCC the
power to drop the ban allogether when it
sees fit to do so.

Fowler agreed with Wunder that
reciprocity provisions, permitting the FCC
10 prohibit ownership of U.S. cable
systems by companies based in countries
that bar foreign ownership of their own
sysiems, should be removed from the bill.
As both have testified before, sectoral
reciprocity can hinder the administration’s
overall effort to negotiate balance of trade
agreements.

Public access requirements in the bifl
amount to a ‘‘subsidy for benefitted
users, ' said Fowler, and would best be left
out. Requirements for leased access might
be desirable, he said, but Congress should
first determine whether there is a demon-
strated need for them at this time.

On key issues in the bill, cable operators
and city officials disagreed sharply. Cable
operators argued that their industry com-
petes increasingly vigorously with other
entertainment providers and that,
although federal guidelines on franchising
are essential to its development, regula-
tion of its rates and service are unnecess-
ary. Cities, on the other hand, maintained
that cable operators will abuse theii
monopoly on broadband channels into the
home if cities are unable to influence the
development of local systems.

Competition among entertainment
media is growing, said National Cable
Television Association President Thomas
Wheeler, but cable won’t be able to keer
up if it is burdened with more regulations
than other services. At least 20% of eact
subscriber’s monthly bill goes to paying
for the regulation of cable and for suppori
of public access channels, he said, anc
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many of those access channels are dark for
most or all of the day. In addition, at least
the first five cents of every dollar a cable
systeny earns must go directly to the city it
serves, he said.

Cities shouid lift these costly regulations
from the cable industry, said Wheeler, or
they should impose the same burdens—
including an “‘entertainment tax” —on
other providers of entertainment, such as
movie theaters, subscription and free TV
and multipoint distribution services.

Rate regulation of cable services is
“1otally unnccessary”’ except where recep-
tion of over-the-air TV signals is unavaiia-
ble, said Gustave llauser, co-chairman,
Warner Amex Cable Communications.
Not only is it a *‘subtle form of program
determination.’ said Hauser, but it is a
means through which city councils have
denied their constituents desirable but
more expensive programing by refusing to
allow rate increases.

Hauser joined Trygve Myhren, chair-
man of American Teclevision & Com-
munications Corp., in calling on Congress
to let the cable industry develop on its
own, without government restraints.

The Goldwater bill **fails 10 address the
refranchising process,”” said Myhren.
Manv cities are making unrcasonable de-
mands on cable operators at renewal time
and imposing tremendous cconomic bur-
dens, he said. **The only cure for the prob-
lem is a federally mandated renewal ex-
pectancy.”’

By pre-empting local and state authority
over such issues as ownership, access,
lranchise lees and rate regulation, the
Goldwater bill “*goes 100 far toward setting
national policy,” said Cathy Reynolds, a
member ol the Denver city ¢council who
spoke on behalf of the National League of
Cities. The bill should limit federal

authority, Reynolds said, to such issues of
national concern as insuring diversity of

information by setting minimum access
standards, insuring subscribers’ right ol
privacy through national standards and es-
tablishing a national ownership policy that

Fowier

Gilliland

would prevent local ownership concentra-
tion and encourage competition.

City administrators generallv agreed
with cable operators that sports blackout
provisions in the Goldwater bill would
deprive the public of much of the sports
programing it now enjoys. The probiems
of the sports industry can be solved from
within, through revenue sharing and other
means, said Ted Turner, chairman ol
Turner Broadcasting Sysitem—and himsell
a sports owner. Vincent Wasilewski, presi-
dent of the National Association of Broad-
casters, said he “‘leans toward Supporting
some relief’” for sports interests. but
believes the Goldwater bill *‘is much
broader than necessary’’ What's needed,
said Wasilewski, is "“‘more compromise
and give and take” between cable and
SpOrts interests.

Commissioner of Baseball Bowic Kuhn
countered, however, that sports leagues may
have to begin limiting the number of
games local teams may broadcast if cable
systems continue 1o be given “‘free access
10 our product”

Most cable operators who testified sup-
ported the foreign ownership provisions in
S.2172. **Canada has insulated its market
from foreign competition® while foreign
ownership has “*become a growing trend in
the U.S..”" said William J. Bresnan, presi-
dent of Group W Cable Co. (formerly
Teleprompier). By allowing the FCC to
impose reciprocity, he said, the Goldwater
bill would encourage Canada 10 open up
its market 10 American operators, while
nol necessarily restricting foreign owner-
ship in this country.

Disagreeing strongly was Robert M. Ro-
sencrans, president of Rogers UA
Cablesystems, a joint venture between
Canadian-owned Rogers Cablesystems
Inc. and American-owned UA Com-
munications Inc. Echoing the concerns of
many city administrators who testified,
Rosencrans said the reciprocity provisions
would limit the total number of competi-
tors in the cable industry and fhereby
**diminish the larger goals of the bill"”

Wunder

Bresnan Rosencrans
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Most of the cable operators 1cstifying
joined Wasilewski and Wheeler in urging
that Goldwater eliminate provisions in his
bill that would Icave it up 1o the FCC to
decide whether cable systems should be
required to continue carrying local broad-
cast signals. The cable, broadcast and mo-
tion picture industries have reached a com-
promise on the future of must-carry rules,
said Allen Gilliland, chairman of Gill Ca-
ble Inc. (and of the NCTA), and the
Senate will have an opportunity 10 review
that compromise when it considers
copyright legislation now pending.

Although he endorsed the compromise,
Gilliland noted that the must-carry rules
are ‘‘unnecessary regulations’’ that could
be eliminated if viewers used A-B
switches—devices that enable a TV to pick
up both over-the-air and cable channels.

Robert Johnson, president, Bluck En-
tertainment Network, called on the sub-
committee 1o eliminate the must-carry
rules, to free up cable channels now
unavailable to minority programers. BET
*‘challenges the subcommittee to explain
the difference between a mandaied set-
aside channel on a cable TV system for a
local broadcaster and a mandated sct-aside
contract for a minority firm," said
Johnson, alluding to Reagan's policics
against regulated preferences for minority
entrepreneurs. 11 one 1s economically in-
cfficient and contrary to the workings ol
the free marketplace, so is the other”

Provisions in the Goldwater bill would
provide statutory penalties for
unauthorized reception of video signais
transmitted over the air. Representative
Charles Rose (D-N.C.) urged the commit-
tee to amend the provisions to permit
home earth station owners 10 receive
whatever pfograming is available .

Rick Brown, a Washington attorney who
represents the Society for Private and
Commercial Earth Suations, said home
earth station owners have been unsuc-
cessful in convincing many pay TV ser-
vices to allow them to pay for the programs
they receive.

Johnson

Hauser
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The Cannon-Hollings alternative on cable regulation

Trade-offs: Cities would

hold reins on systems (rather
than the FCC, as called for

by Goldwater bill), but cable
would not face mandated access

As a Republican-sponsored proposal 1o set
national policy for regulating cable TV
came under scrutiny last week, an alterna-
tive proposal, which differs significantly
from the original measure in key sections,
was introduced by Democratic leaders of
the Communications Subcommittee. Say-
ing they hope to work with Subcommittee
Chairman Barry Goldwater (R-Ariz.)
toward passage of legislation, Senators
Howard Cannon (D-Nev.) and Ernest E
Hollings (D-S.C.) said their bill seeks to
‘*protect the integrity of existing franchise
agreements’’ and to ‘‘create and maintain
competition in the delivery of programing
and information at the local level.”

Instead of giving the FCC exclusive ju-
risdiction over cable regulation, as would
the Goldwater bill, the alternative (S.
2445) would permit states or cities to
**adopt or continue in effect any law, order,
rule, regulation or standard affecting cable
systems’’ that is not inconsistent with the
purposes and policies covered in the biil.
In awarding franchises, ‘‘the cable opera-
tor and the cable franchising authority
shall jointly determine the amount and
nature of basic service, the number of
channels to be utilized for program origi-
nation and the minimum capacity of
telecommunications facilities 1o be pro-
vided by the cable operator.”’ The FCC, ac-
cording to S. 2445, would *‘to the extent
necessary ... oversee the implementa-
tion™* of the bill and **when required, shall
more specifically define its purposes and
policies.”

The Cannon-Hollings alternative would
permit local broadcast-cable cross-
ownership, as would the Goldwater bill,
but only if the operator *‘carries on its ca-
ble system all TV stations that have a pre-
dicated grade B contour that overlaps with
the cable operating area.””

Local telephone-cable crossownership
would be prohibited by S.2445, except in
rural areas *‘with low population density as
defined by the FCC™' and except in larger
markets where the FCC has granted a
waiver. Any provider of both telephone
and cable services in the same market
must accept conditions, prescribed by the
FCC, to **minimize anticompetitive prac-
tices, including the elimination of cross-
subsidization devices.”

As would the Goldwater bill, S.2445
would permit cities to regulate the rates for
basic services, while prohibiting them
from regulating pay service rates. The FCC
could require a city to stop regulating rates
if it determines effective competition to
the cable system exists locally, and, in
cases where rate regulation has been elimi-
nated but competition has evaporated, the
FCC may require regulation to resume.

While the Goldwater biil permits the

Cannon Hollings

FCC 1o decide whether to require cable
systems to carry local broadcast signals
free of charge, the Cannon-Hollings alter-
native would require the FCC to “‘insure
that the provision of cable telecommunica-
tions will not materially impair the ability
of any person to receive signals from

broadcast stations which such persons
would otherwise receive’ in the absence
of the cable provision.

The alternative bill would require the
FCC to set a ceiling on franchise fees, as
would the Goldwater bill, and would re-
quire periodic review of that ceiling.

Mandated access to cable systems by
federal or state authorities would not be
permitted under the Cannon-Hollings
alternative, except in cases of local
telephone-cable crossownership. If the
FCC found, however, that a cable operator
had denied access to his system
unreasonably, it could require access on a
nondiscriminatory basis.

Finally, S. 2445 contains provisions re-
quiring the FCC to promote the develop-
ment of new, competitive services in
telecommunications whenever such ser-
vices are “*technically feasible’” and would
not cause ‘‘significant technical degrada-
tion or interference” with the signals of
existing licensees. These same provisions
were passed by the Senate in a broadcast
deregulation bill (S. 1629) in early April. D
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St. Paul rejects city-owned system

Voter decision turning down
municipal ownership is viewed

by industry as victory; new RFP
for 110,000 homes will be issued

The citizens of St. Paul struck a blow for
free enterprise and the cable television in-
dustry last Tuesday, rejecting the idea of
municipal ownership of their cable system.

They voted down a referendum that, if
approved, would have empowered the city
government to finance, build and own a
municipal cable system. There was no
question that the city would have exercised
that power. The unofficial tally: 39,120
votes against; 22,294 for.

Although about three dozen small cities
and towns scattered around the country
now own cable systems, none are any-
where near the size of St. Paul (110,000
homes) and the cable industry feared a
vote for municipal ownership there would
set a dangerous precedent.

The vote followed months of intense
campaigning on both sides of the ques-
tion, carried out primarily through the
city’s mass media. Proponents of munici-
pal ownership, led by Yes Public Cable,
argued that profits from a publicly owned
cable system could help keep taxes down.
“*Somebody stands to make millions on
cable TV,” the lobbying group proclaimed
on 15 billboards throughout the city.
“Why shouldn’t it be you?”

The opponents were led by the Commit-
tee for Risk Free Cable Now and financed
by the National Cable Television Associ-
ation, which put up $300,000 for the fight.
They contended that any system run by
government would be more costly and in-
efficient than one run by a private com-
pany. And, they said, government should
have no control over any communications
media. Roger Christianson, a local at-
torney and one of the five members of
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Risk Free Cable, said *‘government
should be a watchdog over cable, as op-
posed to an operator.”

As the Yes Cable billboards stated, the
cable system should be worth millions.
According to Linda Camp, a ¢ity cable offi-
cial, the city estimated that its system
would cost anywhere from $48 million to
$55 million, depending primarily on the
number of channels desired, and would
produce about $23 million in profits over
the next 10 years.

Guided by the procedures set down by
the Minnesota Cable Communication
Board, St. Paul went through the initial
phases of the franchising process with the
intention of awarding the cable system to a
private company. It went so far as to
receive and evaluate bids from seven com-
panies. But early in 1981, the city council
began considering other means of bring-
ing cable 0 its constituents and settled in
May 1981 on a plan for municipal owner-
ship. Before the council could act on it,
however, it had to get the permission of
the voters. The city charter, Camp said,
‘‘says you may not acquire a utility without
prior voter approval.”

Because of the setback at the polls,
Camp said, the city must go back to the
drawing board. She and other staff mem-
bers will begin working on a new request
for proposals. But because last week’s
election resulted in four new councilmen
(out of seven), she said, the job is *‘going
to take a couple of months.”

The vote reopens St. Paul to the cable
industry and the cable companies that
made bids on the first go-round are likely
1o reapply. Speaking for one of those com-
panies, Group W Cable, William Bresnan,
chairman and chief executive officer, said:
“It’s a good market, but we’ll have 10 wait
and see the new RFP’s terms and condi-
tions. If it makes sense, we'll apply”” O
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Infroducing the Ampex VPR-80.
Type “C” broadcast quality on a budget.

Excellent picture quality and low cost. That's what you get
with the VPR-80, the new professional video recorder

from Ampex. Whether you're adding to your present
facility, or moving into the professional video market, you'll
find the VPR-80 to be a totally new concept. Yet, it
incorperates the most demanded features of the world's
most popular one-inch Type “C” VIR, the VPR-2, plus
several new and advanced capabilities.

The VPR-80 provides the latest in recording tech-
nology. You get a transport designed for superior tape
handling of all reel sizes from &% inch “spots” to 2-hour,
11% inch reels. It has dual microprocessors to control all
VTR functions and servo systems, ¢ universal power supply.
built-in audio monitoring and a power-down feature that
remembers the control panel setup even when the
power’s off. Plus built-in diagnostics o keep operation and
maintenance costs to a minimum. But there’s more.

You also get as standard the Ampex exclusive AST™
automatic scan tracking for perfect slow motion and still

NE~INCH

frame picfures, plus frame-accurate editing with simple,
operator-criented controls. Not to mention table-top or
rack-rount versatility and compatibility with the entire
family of Ampex VPR accessories. With the VPR-80, every-
thing from setup to servicing can be accomplished with a
rminimum of effort and time.

The VPR-80 was truly designed for the operator. And
it's backed by the unique worldwide service and support
that Ampex is known for. To find out how the VPR-80 fits into
your application, contact your Ampex representative or
write Ampex Corporation, Audic-Video Systems Division,
401 Broadway, Redwood City, CA 94063 (415) 367-2011.

AMPEX
TOOLS FOR TOMORROW

Ampex Corporation « One of The Signal Companies ’._._i

Advanced
Transport Design
For fast and gentle
tape handling of all reel sizes
from 6% inch “spots” o
2-hour. 1% inch reels

Serviceabllity
From the top. front and back
with hinged door assembiies
providing easy access to the
audio systern. major plug-in
printed wiring assemblies and
power system

".j'..

AST™ Automatic
Scan Tracking
Delvers disturbance-free
slow motion from play
to still-frame mode

Individual Head
Repliacement
Quickly with only a sCrewdriver.
No mechanical adjustment of

drum change required.

Frame-Accurate Editing
Results from the VPR-80's precise
tape timer and search system,
AST™ and simple edit controls.

Fault And Non-Standard
Operation Detection
Performed as part of the power-
up sequence, If detected. the
specific condition appears
as a unique code in
the timer display.
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The cable connection

Link of wired medium with American
TV homes is stronger than ever;
from all appearances, cable will

be the medium to beat in 1980°’s—
but a growing number of media

are willing to give it a try

From all the numbers and outward ap-
pearances, the cable television industry is
in an enviable position, poised to become
the pre-eminent television medium in the
late 1980°s or early 1990's. Cable’s
electronic tentacles now reach into 23.7
million homes—29% of all the homes with
television sets in the country—and indus-
try observers feel cable could penetrate as
many as 70% of television homes by the
end of the decade.

Such big cities as Dallas, New Orleans,
Cincinnati, Pittsburgh, Omaha and Boston
and numerous high-income, high-density
suburban towns and counties (some of the
latter larger than the cities) are being wired
ind added to the cable universe. The pro-
digious expansion is adding subscribers to
:he industry roll at a rate of 250,000
subscribers per month.

The cable operators are building super
systems in the new markets. Many will

offer more than 50 channels and some
more than 100. And nearly all the big ur-
ban systems are being built with interac-
tive capability, permitting the subscriber to
send signals back to the cabie headend.
The capability opens up a host of new ser-
vice and revenue possibilities.

The cable operators are also upgrading
their existing cable systems, expanding
channel capacity to 20 or more channels to
increase services and revenues and to
make the systems, heretofore the bread
and butter of the industry, less vulnerable
to potential competition. According to ca-
ble consultant Paul Kagan, the number of
systems with more than 20 channels in-
creased by nearly 50% from 1980 to 1981
to 1,634. (There are more than 4,700 total
systems in operation today.)

As the cable salesmen knock on door
after door in the newly wired markets,
they are finding that the recession and the
high unemployment the country is ex-
periencing are having little effect on their
subscriber goals. And the industry is ex-
periencing few economy-related discon-
nects. The situation lends credence to the
industry’s oft-heard, but oft-ignored, sug-
gestion that its many-channeled television
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product is a bargain.

Cable continues to be a favorite in the fi-
nancial markets. The money men perceive
the industry as a dynamic, fast-growing
business that stands out among many
others that have been knocked on their
heels by the recession. Some of the major
cable operators can boast of being among
the elite ranks of the below-prime bor-
Towers.

The widespread introduction of satellite-
delivered pay television revolutionized the
industry in the latter half of the 1970’s,
providing an enormous leap in revenues
without significant additional capital in-
vestments. Multipay, the selling of two or
more pay services to the same home, has
proved viable and is counted on to fuel the
construction and operation of the high-
capacity urban systems. Pay-per-view pay
television (PPV) and advertising are seen
as the most immediate sources of addi-
tional revenues. And the so-called two-
way services—videotext, security,
teleshopping, telebanking—promise new
revenues for the latter half of the decade.

Cable has become what it always said it
would be: the medium of choice. Opera-
tors (and ultimately the subscribers) have
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a panoply of programing to choose from,
all delivered conveniently to their back-
vards by satellites. A survey by BROAD-
CASTING (see story, page 48) finds no
fewer than 47 program services—35 basic
and 12 pay—and 15 others in the wings.

Perhaps the best evidence of cable’s
good health is its increasing attractiveness

rauser

10 broadcast and other investors. RCA
(the parent of NBC), CBS, ABC and
Westinghouse are all actively engaged in
supplying cable programing. What’s more,
a growing number of broadcasters, includ-
ing Westinghouse, CBS and Taft Broad-
casting, are becoming involved in actual
cable operation. “*The broadcast industry
has come from its earlier efforts 10 kill ca-
ble outright,” says Gustave Hauser, chair-
man and chief executive officer of Warner
Amex Cable Communications, with ob-
vious pleasure, ‘10 a grinding admission
that cable is here to Stay. to a panic to get
into the business.”” Whether programer or
operator, he adds, ‘‘thev are certainly
welcome.”

With good reason the mood of the in-
dustry is unquestionably optimistic. There
are, however, plenty of problems and
question marks, creating an underlying
apprehension that cable may not blossom
10 the extent some once envisioned.

Reaganomics and its effects on the
economy are cutling two ways. Because ca-
ble involves a lot of hardware and is capital
intensive, aspecits of the Reagan adminis-
tration’s tax policy have been a boon to
the industry. For the same reason, how-
ever, the high interest rates that have
marked Reagan’s tenure are more
troublesome to cable than to other indus-
tries without immediate need for great
quantities of capital.

Perhaps the number-one concern of the
cable operators is regulation. Unlike
broadcasters, who are regulated solely by
the federal government {(primarily through
the FCC), cable operators are subject 10
three tiers of regulation: federal, state and
local. The regulators, the operators feel,
put cable at a competitive disadvantage
and make a significant dent in revenues
and profits. The clearest example is the
local franchise fee, the price every opera-
10r must pay to use a municipality’s rights

of way. The fee is often 5% of gross
revenues.

The wiring of the major urban markets
in the climate created by the high-interest
rates, the regulators and the competition
for franchises is a risky proposition. The
pay back date for many of the systems,
which typically cost more than S100
million to build, is being pushed further
and further into the future, prompting
some operators to speculate whether there
ever will be a payback on some.

The big city system is made even riskier
by the prospect of competition from other
media, each capable of delivering to the
home the same pay television product, es-
sentially movies, that have allowed cable
to thrive. That competition comes today in
varying degrees from subscription televi-
sion stations, multipoint distribution ser-
vice and satellite master antenna systems.
It could be aggravated in the future by
direct broadcast satellites.

The building and operation of new
systems and the expansion of old ones re-
quire operators o generate plenty of
revenue. Those operators counting on
anything but basic and pay revenues may
be kidding themselves. There’s no ques-
tion in the operators’ minds that advertis-
ing and PPV revenues are out there. But
gathering them is proving to be a
challenge. The fragmented cable au-
diences are not as attractive to national ad-
vertisers as established media are, and
many local systems are simply too small to
lure even local advertisers. PPV requires
new equipment that isn’t ready to go yet,
more money to buy it when it is available
and some innovative marketing to sell it.

It is simply unknown at this point
whether any of the two-way services will
ever be a business for the cable industry.
Like PPV, each requires development of
specialized equipment and a significant in-
vestment. With the possible exception of
home security, nobody knows what
markets exist for the services. What's
more, AT&T and other telephone com-
panies loom over the marketplace with all
the financial muscle and technical and
marketing know-how to do the job more
quickly and at least as well as cable.

The cable industry is experiencing the

Bresnan
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greatest building surge in its 30-year,
boom-or-bust history. To serve its 24
million current subscribers, the industry
has strung or buried 330,000 miles of ca-
ble. The industry will spend $1 billion an-
nually over the next three vears, expand-
ing that plant by nearly 50%.

Cable operators are bound by franchisc

Hostetter

agreement to promptly build the new
markets. But why do thev burden them-
selves with the additional task of upgrad-
ing existing systems? William Bresnan,
chairman, Group W Cable, says there are
plenty of good reasons. First of all. expan-
sion of channel capacity permits the addi-
tion of new basic and pay services. The
basic services enhance the value of the ca-
ble product, he says, increasing penetra-
tion even in well-established markets and
reducing churn, the costly connecting and
disconnecting of subscribers. Second, the
extra channels allow the introduction of
additional pay services that have proved
appeal. Third, he says, the old systems re-
quire considerable and costly mainte-
nance, the new upgraded ones don’t.
Finally, many operators are obligated by
““vague” clauses in franchise agreements
10 provide ‘‘state of the art™ cable service.
Neither Bresnan nor the municipaliti¢s is
quite sure what that is, but they are sure it
isn’t a 12-channel system with one or two
nonbroadcast services.

While the construction boom is reason
for self congratulation, it is also cause for
concern. Squeezed by high interest rates,
the upward pressure on sysiem size and
capabilities exerted by the franchising
competition, the demands of munici-
palities and the *‘cream skimming” by
other pay media, cable operators are ques-
tioning whether all the systems under con-
struction or promised are economically
feasible.

Of particular concern are the large, ur-
ban systems. To build a two-way system
with more than 54 channels, says Robert
Wright, president of Cox Cable, the cable
operator must spend between $700 and
$800 per subscriber. “*'That’s a big chunk
of change,” he says. **In order for him 10
get a return on that he has to have a plan to
get $50 or $60 per month per subscriber.””

To garner that kind of per-subscriber
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revenue, the cable operators are banking
on multiple pay. **People are going very ag-
gressively into three or four pay services,”
says Wright. "*Offer them all and hope
people buy three or four”” Amos Hostet-
ter, president of Continental Cablevision,
suggests that the consumer appetite for
the extra helpings of pay, however, are not
that voracious. [n their initial marketing,
operators were able to come up with 2.5-
or 2.7-to-1 pay-to-basic ratios. he says, but
over the past six months the ratios have
dwindled considerably. Regardless of
whether there is a lot of duplication among
the pay services. he says, consumers per-
ceive there is and are not buying as before.
“That means,” he says, “‘that feasibility
studies done at 2.5-10-1 ratios just aren’t
going to happen.”

Arno Mueller, president, Storer Cable,
argues that the urban system doesn’t re-
quire such high ratios. Mueller, who says
he has ‘‘no qualms™ about the systems
Storer has proposed, believes that 2-to-1
ratios in ‘‘urban areas are very do-able™’
and that all of Storer’s urban systems are
bused on more conservative 1.25- to 1.5-
to-1 ratios.

The problem with some of the big urban
systems is that they were designed more to
accommodate franchising and political
realities rather than economic realities. If
given their druthers, most cable operators
would put no more than 50 channels in
any market. That would be sufficient, they
feel, to offer a package of basic and pay
services that would maximize revenues
and insure a speedy payback on the
system. (Fifty channels may even be too
many, according to John Malone, presi-
dent, Tele-Communications Inc. **I would
be surprised if a 30-channel system opera-
tor won't be scratching to find things to
put on a couple of years from now,” he
says. ‘‘The basic services are going to boil
down to a handful’™)

But because of the desire to outbid com-
peting companies for cable franchises and
to meet the expectations of cities, the
operators continue to offer the super
systems with all the channels and all the
giveaways. Instead of bidding the efficient
35-or 50-channel systems, the cable
operators bid interactive systems with
more than 100 residential channels (many

set aside as access channels) and often an
“institutional loop’’ 1o interconnect a mu-
nicipality’s government, educational and
medical institutions. in addition, the
systems promise millions of doliars worth
ol production equipment and studios. The
extras are all very nice, but none produce a
dime’s worth of revenue. **We are making
a mistake in overcapitalizing as a result of
the competition,” says TCl's Malone. The
‘more is better’ philosophy *‘has gotien a
lot of industries in trouble and could well
get our industry into trouble”’

Knowing the stakes in the major
markets are high, cable operators have be-
come more cautious players of the
franchising game. They are taking hard
looks at the economics before plunging
ahecad. Trygve Myhren, chairman, Ameri-
can Television & Communications, said
that ATC had considered applying for the
Boston franchise (ultimately awarded to
Cablevision Systems) but didn’t because
of the difficulty of building the under-
ground portion of the system. “*When vou
recognize that the conduit space in large
part was either rotten or totally filled up,

A i

Myhren

you look at a situation where instead of
spending $20,000 per underground mile,
which would not be untypical, you might
spend $250,000."" Cable operators are also
reading the request for proposals from the
municipalities more- carefully. Group W
Cable and ATC walked away from Sacra-
menteo, Calif., despite its good
demographics and high cable awareness
(an indication of good cable penetration),
because of a clause that would allow the
city to buy the cable system at book value
(not market value) after the original 15-
vear franchise agreement expires. ‘‘Any
business person who has a responsibility
1o shareholders who agrees 1o a clause like
that doesn't have a right 1o run that busi-
ness, and any city that imposes a clause
like that is going to get just what it
deserves in the end: a rotten situation—an
operator who can’t financially hack it”” In
light of Myhren’s comment and as
testimony that the franchising fever is still
epidemic, four operators applied last
March for the Sacramento franchise.
While the more passive cable operator
can avoid the franchising battles, he can’t
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avoid the refranchising fights. The many
cable franchises that were granted in the
late 1960°s and early 1970°s are just com-
ing up for renewal now. Warner's Hauser
sees refranchising not only as a challenge
but as a test of the industry’s stability. The
threats to existing franchises are coming
from local, politically adept ‘‘pirates”
cager to take over a cable system as well as
from other major cable operators. He cited
Continental as one company that has been
out ‘‘preying’’ on other companies’
franchises. Of all the local problems cable
operators confront, Hauser says, nothing
will ““focus your attention like the threat of
having your sysiem taken away.”’

Adding to the cable operators’ troubles
are those three tiers of regulation and the
nagging competition from STV, MDS and
SMATYV. The problem with the regulators,
the cable operators say, with almost a
single voice, is that they don’t understand
the cable business. Regulatory policy, says
Charles Dolan, chairman, Cablevision
Systems Development Co.. *‘seems to
arise out of an overstimulated perception
of cable television, [ don’t know of any in-
dustry where people have been more anx-
ious to regulate before the event. There is
a conviction about cable that you had bet-
ter regulate it before it happens, because
after it happens it will be too late. That
seems to be a religion.”

Myhren believes regulation has a direct
impact on cable’s ability to compete with
present and future pay media. *“The cable
operator working 1o get a franchise is
working with people who absolutely do not
understand that cable’s competition is
growing.”" Consequently, he says, the cities
demand *‘an awful lot of nonrevenue pro-
ducing services, a heavy franchise fee,
more studios than are needed for public
access, more channels than anyone could
conceivably use, certainly more than can
produce revenue for you!’ The higher
capital costs and interest costs and lower
revenues (because of the franchise fee)
cable must endure to sate the demands of
the local regulator, he says, mean less
money to fight off the competition.

The fact that cable has three levels of
regulation to deal with is troublesome,
says Warner's Hauser. The three-tiered
regulatory structure “‘fragments the indus-
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try”’ [and] *‘tends to splinter our
resources,” he savs. ‘It prevents the
emergence of a truly national business.
We can’t make a national decision because
the circumstances under which we operate
may be different at each svstem. Because
we have 155 systems. we sometimes make
155 decisions. That's a lot of work.”

Since the FCC has gradually washed its
hands of regulatory restraint on cable over
the past several vears, the cable operators’
chief antagonists have been the munici-
palities, which regulate rates and oversee
the cable services. Dealing with municipal
officials is another hidden cost of running
a cable system, aggravated by the fact that
each municipality plays by its own set of
rules. “It’s awful. | can’t tell you how
much time. energy and money it drains,”
says ATC's Myhren.

When it comes to local regulation. the
cable operators’ number-one gripe is the
franchise fee. By taking five cents (in most
cases) out of every dollar a cable system
brings in, the fee has a profoundly nega-
tive impact on the economics of building
and running a cable system. And. as the
cable operators are wont to tell all, it isn’t
just the cable operator who suffers. “*It’s a
hidden tax,”” says Gene Schneider, presi-
dent and chiefl executive officer, United
Cable. “‘You know who's really paying,
whether it’s 2%, 5%, 10% or 20%"? It’s the
subscriber and it's just rottenly unfair”

The cable industry had great hopes of
slipping out from under some of its more

Schneider

onerous regulatory burdens last year after
the Senate Commerce Commitiee passed
a telecommunications bill (S. 898) con-
taining a number of highly favorable cable
provisions. The cable sections would have
effectively prohibited basi¢ rate regulation,
codified the FCC’s current franchise fee
ceiling of 5% and required local utilities o
grant cable operators reasonable access o
their poles. Unfortunately for cable, when
the cities realized what the provisions were
all about—the National Cable Television
Association slipped them into the bill at
the last minute—they campaigned hard
against them and forced their removal.

The industry is now focusing its hopes

“The person you describe

is the person
we’ll deliver”

It's not a slogan.
It's our track record.

_We've successfuily recruited for
virtually every kind of executive post in
broadcasting, cable television, and
publishing. At every level.

The executives we delivered were

right for our clients, for their companies,

and for the specmc responsibilities of
each position.

Our clients tell us we re the bestin our

field.

We know where to look. We dig deep.
We sift meticulously. We investigate
thoroughly.

And we do it all very. very quietly.

If you seek a key executive, let's
discuss why our search and
recruitment will be your most effective
way to get the person who's right
for you.

\\§

Joe Sullivan & Assomates Inc

Executive Search and Recruitment
in Broadcasting, Cable Television, and Publlshung

1270 Ave. of the Americas, New York, N.Y. 10020 (212) 765-3330

Broadcasting May 3 1882
42

CABLE B2 ot o e e | S

on S. 2172, a cable bill introduced by
Senate Communications Subcommittee
Chairman Barry Goldwater (R-Ariz.) last
March. As written, the bill codifies the fee
ceiling and provides other protections, but
some operators don't feel it goes far
enough. And a proposal to require cable
systems with 20 or more channels to set
aside 10% of those channels for public and
governmental access and 10% more for
commercial leased access draws mixed
reactions. The cable operators who went o
Washington to testify before the subcom-
mittee on the bill were opposed to the ac-
cess provision, Saying it was unnecessary
and threatened to turn cable into a com-
mon carrier. John Saeman, vice chairman
and chiel executive officer. Daniels & As-
sociates, and chairman of the NCTA after
this week says: “'Somehow the indus-
try over the years had goiten amenable 1o
the idea of providing public access. It
sounded like a reasonable thing. But
somehow the idea of commercial access
smacks of impropriety.”’

Not all cable operators agree.

TCI's Malone sees the provision as pro-
tection against the capriciousness of mu-
nicipalities. The bill requires some access
channels, he says, but *‘not an absurd
number, ' noting that any cable system can
probably carry some ‘‘dead weight” and
still compete. If left up to the munici-
palities. he fears, operators would be
forced to turn over, in many cases, more
than the 20% Goldwater proposes. To have
a fixed percentage is itself important, he
says. “*It’s good to have an absolute under-
standmg of what you must carry so vou
can plan your system and finance accord-
ingly”

The industry is still concerned about the
fate of the compulsory license, which it
considers vital until it can wean itself from
distant signals. Feeling that the compulso-
rv license was in jeopardy. the NCTA
began hammering out a compromise last
fall with the broadcasters and program pro-
ducers. By giving producers syndicated ex-
lusivity and broadcasters the must-carry
rules, the NCTA was able to hang on to
the compulsory license. The compromise
sharply divided the cable industry. Many,
particularly the smaller operators, felt the
changes are unnecessary and that the
status quo should be preserved.

Says Cablevision’s Dolan: ““We wouid
never have traded the position that was
gained after such a long time before the
FCC on distant signals for protection
against a possible legislative action. We'd
much rather deal with Congress when that
1ssue arises on its merits than to take out
an insurance policy.”

Despite Dolan and many others, the
compromise has won the grudging support
of the majority of cable operators, or, at
least the big ones that dominate NCTA,
the only ones that count in Washington.
None of the proponents is entirely happy
with the proposal, however. Warner’s
Hauser dislikes the idea of etching the
must-carry rules into stone, an effect of
the compromise if the Congress passes il
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into law. ““One has to sit back and ask why
are broadcast signals given a preference
over other signals. For example, why must
we carry CBS, but not CNN or Nickelo-
deon?”

For years, cable had always assumed it
would be alone as the purveyor of pay
television into the home. Perhaps STV,
MDS, videocassettes and videodisks
would cause some erosion of the pay
markets, but their effects were seen as
either short term or too small to worry
about.

The cable operators’ perception of the
video environment may be beginning to
change. As a study commissioned by the
NCTA points out, STV has the ability to
compete head-to-head with cable in the
major markets, especially where it gets to
the market first, as it has in such markets
as Boston, Chicago and Washington.

SMATYV or private cable systems, which
operate on private property—large hous-
ing developments or multi-unit dwell-
ings—are also doing their share of
‘“‘cream-skimming,’” as the cable operators
call it.

Because of the MDS’s poor propaga-
tion, nobody was too concerned about
MDS’s ability to compete. But operators
began taking a second look at the medium
after Microband submitted a proposal for a
five-channel MDS service in each of the
10p 50 markets with the expressed intent
of creating a service capable of competing

directly with cable.

Right around the corner are the SMATV
operators, who propose to program multi-
ple channels of pay and feed them to
multiple-unit buildings through high-
powered, high-frequency satellites. The
extra satellite power will allow reception of
the programing on dishes smaller than
those needed to receive the programing off
the cable satellites.

On the horizon and perhaps the greatest
threat of all, are direct broadcast satellites,
which could be beaming several channels
of programing 1o virtually every home in
the country within five years. And all it
will take to receive that programing is a
one-meter dish antenna and a cable-like
converter.

Of all the competing or potentially com-
peting media, the one that currently cre-
ates the biggest stir is STV. Nationwide,
STV counts more than 1.5 million subsecri-
bers and many of them reside within ac-
tive cable franchises. The NCTA study re-
ported that in one community where STV
arrived first, it still maintained an 18%
penetration level.

How can a single-channel STV service
compete with a multichannel service like
cable when they are priced the same?
ATC’s Myhren says it’s not that difficult to
understand. The STV operators, covering
a large area, can use the mass media—
radio, broadcast television, the newspa-
pers and regional ads in national maga-
zines—to sell their product. Often
possessing just a fraction of a market, ca-
ble is handicapped. ‘‘You just can’t afford
the marketing dollars required to buy the
major vehicles,'” says Myhren. “*And when
you can’t do that, you have a very tough
uphill battle”

And in some cases, Myhren says, the
STV operators have been able to do a bet-
ter job of programing. In the case of Oak
Communications’ ON-TV in Los Angeles,
he says, it has been able to put together a
local sports package, giving it a distinct
and attractive product.

The multichannel competitors —
multichannel MDS (if it ever comes to
fruition), SMATV and eventually DBS—
can challenge cable’s market in a different
way. According to the NCTA study, most
consumers want only four or five non-
broadcast services. If any among the other
media can price itself low enough to offset
the value of cable’s other channels, that
medium can compete.

SMATY is the only present multichan-
nel threat to cable. The National Satellite
Cable Association was formed last month
to represent SMATV operators and esti-
mates put the number of SMATYV subscri-
bers at more than 50,000.

TCI is co-owner in the Houston-based
operator of SMATV systems, Columbia
Satellite Systems. As a silent partner,
TCY's Malone says he doesn’t know all the
details of the operation, but says that
CSS’s 19-channel SM ATV package, priced
at half what cable would charge, ‘‘is via-
ble”* ““There's no bullshit on it,”’ he says.
“I1’s just straight good stuff that people
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really want' Nineteen channels are
enough to compete with cable, Malone
says. In fact, he adds, 19 channels could
“*kill this industry dead now.”

The cable industry remains confident
that it can beat back any of the competition
from the other media. But until it does,
the competing media will dip into cable
revenues and test the cable operators’
marketing savvy. **We have never thought
that cable in any way saved us from com-
petition,” says Cablevision’s Dolan. **You
still need to provide an excellent level of
service at a price.

*‘It so happens that the technology we
are using is absolutely the right technology
for this period,” he says. ““There is no
question that other technologies will move
into the picture, but we have this decade
pretty much to ourselves. And that’s as
much as you can ask for. In that time, you
should have built a very strong company.”

Some cable operators have absolutely
no fear of the competing media—single-
channel or multichannel. Referring to the
NCTA study that found most people
would be content with a handful of non-
broadcast channels, Storer’s Mueller says:
“*Sure they would be satisifed with four or
five channels, but they’ll be more satisfied
with more channels. If they can get more
for the same or less money, why would
they opt for less.’” And those additional
channels, Mueller says, could be filled
with attractive advertiser-supported, basic
cable services like the Cable News Net-
work, Music Television, The Weather
Channel and The Health Channel. *‘It’s
got 10 give you a leg up. It’s got to give you
an advantage.”

According to John Goddard, president,
Viacom Communications, the alternative
media will test cable’s ability *‘to market
against the limited value of these other
services.”’ The cable marketers must make
consumers aware, he says, that cable is
more than HBO, Showtime and The
Movie Channel. **The perception has to
be built in the public’s mind of all the
other things that are available.”

To fuel the industry’s expansion in the
face of the costly regulatory demands and
the increasing competition, the industry is
looking to PPV and advertising for help in
boosting revenues. All agree both have
rosy futures in cable television, but it will
be awhile before either makes a significant
contribution to the cable coffers.

PPV’s problem is that it requires ad-
dressability, an advanced technology that
allows the cable operator 1o control the set-
top descrambler in the home of each
subscriber from the cable headend. In
either its one-way (ihe subscriber orders
PPV events by telephone or mail) or its
two-way (the subscriber orders by sending
a signal back up to the headend over the
cable system) version, addressability is an
expensive enhancement of a cable system.

Not only, as Cox’s Wright points out, is
addressability unaffordable to most cable
operators in their present circumstances,
but the addressable systems are not yet
perfected. “‘“The hardware is not what it



] . /B LE D2 e e s s e P S e

=5

Goddard

should be ) says ATC's Myhren. “*and the
software needed 10 control the hardware
and to interconnect the control system
with the billing svstem is also sub par.
Nonetheless, TCl is charging ahcad with
addressability. According to Malone, TCI
will begin upgrading its systems 1o one-
way addressability early next vear. ™'l
suspect TCI will find itsell’ the major ad-
dressable company in a year or o year and
a half* he says. Malone feels TCI's transi-
tion will be less financially painful than it
would be for others because it's not going
to have to throw away any converters, he
says. Most of the systems will be lcaptrog-
ging from converierless 10- or [2-channel
systems into the new technology, he says.
TCI's concept of PPV is different from
most. Malone docsn’t think big events—
major sporting events and conceris—are
“a great business”’ With the exceptions ol
the “‘really big fights,”” which are self-pro-
moting, he says, i’s 100 expensive 10 pro-
mote cach event. He secs addressability as
a means of reaching “'small and targeted
audiences efliciently and at relatively low
charges.”” Instead ol big events, he sug-
gesis the technology be used to offer pay-
per-series programing, perhaps a two-eve-
ning-a-week opera service or “‘Plavboy
channel’ **1t will change evervthing.” he
says. “including how we sell advertising,
how we merchandise, how we support our
product and how we run our operation.”
While addressability and PPV can be ex-
pected 1o make @ big splash in cable in the
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near luture, advertising's impact will be
felt drop by drop. “*There will be an in-
creasing amount of advertising revenue,”
savs Continental’s Hostetter, *“‘but five
years from now | think advertising will sull
generate less than 3% ol our total
revenues.”

Selling loca! spots on the advertiser-sup-
ported networks, individual sysltems serv-
ing large-market Iranchiscs are beginning
to attract some big money. United’s
Schneider savs the company's Tulsa, Okla..
system is sclling ad time at a rate of $1
mitlion per vear. That works out 1o S10 per
sub per year, he says. "I can remember
when we dreamed about such a number,”
he says. “*We think that will go up 10 520 in
the next years.””

Bevond PPV and advertising are the
two-way or enhanced scrvices. such

*blue-sky'" ofllerings as vidcotext
telebanking, teleshopping and home se-
curity. Such services cannot, ol course, be-
come widespread until two-wayv cable
systems are pervasive. Although the new
urban systems have Lwo-way capability,
the day when the bulk of cable subscribers
are linked to such sysiems is several vears
off. There is no guarantec that even when
the two-way systems are commonplace,
anv of the services thus far conceived will
be a profitable cable business. Operators
do scem fairly certain, however, that home
sccurity will be a winner. Many have
already started dabbling extensively in it
United’s Schneider notes that home se-
curity is entering a major growth period in
which homes subscribing to such a service
over cable or telephone will increase from
today’s 3% to 20% in the next 10 years.

How strongly a cablec operator lecls
about the cnhanced scrvices as future
revenue producers usually determines
how he feels about putting regulatory
shackles on AT&T. Most cable operators
scem smug in the belief that AT&T will
not venture into the video entertainment
business. What bothers some greatly, how-
ever, is that AT&T will cross-subsidize ca-
ble right out of the potentially lucrative
enhanced services busincsses. Warner's
Hauser, who is a great proponent of the
two-way scrvices. wants the salcguards.
A monster like AT&T could lose money
in anv business indefinitely,”” Hauser
warns, ‘‘drive all the competitors out and
remain the sole convevor of that service.””

Danicls’s Sacman is simply bothered by
the idea of cutting AT&T loose. **We have
had some very bad experiences as cable
operators and we are very, very reluctant 1o
just say: ‘Welcome on board guvs: it’s
super t¢ have you with us’ "’

The Reagan administration has been a
mixed bag for cable. lis tax rulings have
been a blessing, but the high interest raies
it may or may not be responsible for have
been a curse.

Just about everybody was able to take
advantage of the accelerated depreciation
of equipment allowed. And, according to
Continental’s Hosietier, the “'safe harbor
lease arrangements were a bonanza™ for
the quicker cable operators. They were
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only able to make such deals from June
1981 until Senator Robert Dole (R-Kan.)
*shut the window’’ in January 1982 by an-
nouncing he would hold hearings aimed at
putling a stop to the practice.

The safe-harbor ruling permitied opera-
tors with excessive new equipment to sell
the investment tax credits and deprecia-
tion to companies in search of tax deduc-
tions. As Hostetter explained it, the cable
operator would sell equipment to the other
company and take back a note in payment.
The cooperating company would then
lease the equipment back to the cable
operator. The lease payments exactly
offset the payvments on the note. **You just
swapped paper”’ For the tax benefits, the
cooperating company would then pay the
¢cable operator a lump sum amounting to
25% 10 30% of the total asset value In-
volved. “*If you put §100 million worth of
equipment in place during the period the
window was open, vou could take $25
million right away, ' Hostetter says.

Continental was able to realize S8
million by striking three such deals,
Hostetter says. [t was worth $10 million to

United, says United's Schneider. **It was a
good deal for purchasers and a good deal
for us,’ he says. “The economics are
sound.”” Robert Rosencrans, president.
Rogers UA Cablesystems Inc. did not say
how much his company netted from its
deals, but said it got as much as 30% of the
asset value from some.

Regardless of whether they are the fault
of administration policies, high interest
rates have had a deleterious effect on the
cable industry. ““Whereas it was easy 1o
wait two or three vears for things to come
along when the interest rates were 7% or
8%, says TCl's Malone, “‘it's pretty
tough when they're 16% or 17%. The
payback may never come.’

Although he says the high interest rate
may jeopardize a system’s payback,
Maione feels the effect will not be that dra-
matic in most cases. The major-market
systems will still turn out 1o be good in-
vestments, he says, ‘*but not as good as if’
the interest rates were a |ot lower."

The high interest rates are ameliorated
by the fact that at least there is money
available and major cable operators can
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borrow at or below prime which stood at
16 1/2% last week. United's Schneider sees
no repetition of the 1974 crunch, when **vou
could have been General Motors and there
wasn't any money.” And although major ca-
ble operators can borrow at favorable rates,
Schneider notes, the smaller operators might
not be so lucky. “"A lot of compantes do get hit
with one. two, three points over prime and
maybe a little bit more and that can get
rough”’

Newcomers might come up dry, sug-
gests Continental’s Hostetter. **We con-
tinue to be received warmly in the finan-
cial markets, but that is a reflection of our
balance sheets, our existing systems and
our prior performance,” he says. ‘It is a
very hard market for new entities. If Joe
X, no prior cable experience, walked in
with the Washington franchise, | doubt
that he's going to find financing””

Unlike the high interest rates, the cur-
rent recession seems to have had little im-
pact on the consumer acceptance of cable.
United’s Schneider understands that
‘‘there is some point where obviously the
recession and unemplovment would affect
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Cable’s programing cornucopia in the sky

Since the satellite debut of

HBO in 1975 the cable programing
choices have exploded; the
question is which will survive

The cuble operator, like the cable viewer,
has more programing than he knows what
to do with. Some of it may not suit his pur-
poses, but it’s certainly there. From
sutellites alone there is enough for every-
body, and then some.

The latest count finds that before this
week is out, no fewer than 47 program ser-
vices—35 basic and 12 pay—will be on
satellites, available 1o systems all over the
country. That's just this week. At least 15

others are on the way. And none of these
lallies count the other programs and ser-
vices, undoubtedly scores. being offered,
sold or developed in the hopeful convic-
tion that they'll find a place on one of the
existing networks, stand alone or at the
very minimum get enough takers here and
there 10 make 1t all worth while.

How many will succeed is another ques-
tion. Skeptics speculate that the land rush
will thin down, eventually, to maybe 10 or
12 or |5 really successful national services.
Certainly, few are making money now.
Many are pouring doliars by the millions
into their undertakings, unsure when
they’ll begin to recoup and move into the
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black but convinced that their day will
come. Some, without millions to pour,
haven't got much beyond the drawing
board and are looking for new financing. A
few have gone out of operation, or pushed
back 1heir target dates, while they look for
more money. But the hope is still there.
The most successful, by all accounts,
are the pay services that specialize in
movies. Home Box Office, cable’s satellite
discoverer, clearly leads the list. Showtime,
HBO’s biggest competitor, for another ex-
ample, is moving into profit land. Among
the smaller pay operations, Home Theater
Network, principally owned by
Westinghouse Broadcasting and specializ-



marketing. But so far we cannot discern
any fallout”

Warner's Hauser remembers the angst
he experienced when he won the franchise
for Youngstown, Ohio, *‘the same week
the stee! mills announced they were clos-
ing"* Warner hesitated, but.finally decided
10 go ahead with construction. **We made
the right decision; it’s a good system.”

**Qur product is a bargain,” according to
Hauser, “*and it’s an even bigger bargain
10 those who have few alternatives availa-
ble to them because they are out of work.
As a result we are seeing it appeal even
more to people who have less money than
to the wealthy. It’s not a rich man’'s ser-
vige."”

Indicative of cable's general health is
the great interest in cable systems on the
trading blocks. Although not as many as a
year and a hall ago, Saeman says, there are
a “*lot of buyers out there.”* Specifically, he
says, a number of Fortune 500 companies
are *‘looking to make long-term commit-
ments to the cable industry with hopefully
minimal impact on the short-term earn-
ings per share”” When Group W

purchased Teleprompter {now Group W
Cable) last vear, it had to promise lo Spin
off 12 systems to come into compliance
with the FCC's broadcast-cable
crossownership rules. Group W Cable's
Bresnan savs there are ‘“‘quite a few
buyers’ in the marketplace showing “*a lot
of interest’ in the system being spun off.
The intcrest is being expressed by other
cable operators and by ‘‘outsiders,’ he
says, particularly newspapers and tax-
shelter syndicates.

To a man, the cable operators feel their
business is a sound one. All they need,
they say, is a fair shake from government.
**Cable right now is one of the few exciting
businesses in America,” says Warner's
Hauser. **It"s at the beginning of a vast ¢x-
pansion in a recession economy. Cable is
invesling a lot o money, which shows a lot
of faith in the busingss, and is employing a
lot of people. And | wish that regulators
would consider those things very carcfully,
because you can kill the golden goose.
They risk chilling the atmosphere for this
investment, and, if they do, we will all be
the sadder.” ]

t
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ing in “*family’® movies and travel and re-
lated programing, says it's making money.
[t is also in transition from four hours a
day (0 12 at midyear when it becomes
HTN Plus.

That 12-hour day (4 p.m. 1o 4 a.m.), in-
cidentally, is half the operating time of
such larger pay operations at Time Inc's
HBO and its all-movie Cinemax, the
Viacom-Group W Cable Showtime ser-
vice, Warner-Amex Satellite Entertain-
ment's The Movie Channel and the MSO-
owned Spotlight service, which currently
provides movies and specials for only its
owners (Times-Mirror, Cox Cable, TCI,
Storer Cable and Cablevision Co.) but, ac-
cording to officials, is considering dis-
tributing to other systems as wefl.

Since there are only so many movies,
most of these systems— The Movie Chan-
nel and Cinemax being the major excep-
tions—include a wide range of other
material, including sports and original pro-
ductions. Showtime, for one, cites
children's programs, movie classics,
Broadway shows and ‘“adult after-hours
entertainment.”

“Adult” entertainment, meaning R-
rated or unrated movies, may be found at
appropriate hours on many services, and
on three it is virtually the only fare.

On Escapade, a service of Rainbow Pro-
graming Services—which is owned by
Cablevision Co., Cox Cable and Daniels &
Associates, and which also offers the
Bravo fine arts service at the other end of
the program spectrum—the adult films
and specials include a large dollop of the
Playboy Channel, a joint venture of Rain-
bow and Playboy Productions, and run
from 8§ p.m. 10 6 a.m.

Private Screenings, from Satori Produc-
tions, went oft the satellite last September,
blaming dissatisfaction with transmission
quality, but says it is currently re-evaluat-
ing the question. Meanwhile, officials say,
they're selling three packages ranging

from two films a night on weckends to two
each night of the weck, all with *‘adult
content and a high titillation factor™™ A
third R-rated pay network, Eros, from
Broadcast Programing Inc., is scheduled to
commence operations this week (May 6),
offering such feature-length films as “Em-
manuel and Joanna,”” ‘‘Sensuous Wife'”
and **Man for Sale”" from 11 p.m. 10 2 a.m.
on Thursday, Friday and Saturday nights,
with expansion to six nights in July.

For systems and viewers who prefer
their sports in the ring, Main Event Pro-
ductions launched Super Fights of the
Month via satellite last month with an eve-
ning of bouts from Resorts International
in Atlantic City and plans a monthly card
beginning in June, after a pre-emption for
a larger bout this month.

For Spanish-speaking pay customers,
Spanish International Network's Galavi-
sion offers first-run movies, variety
specials, novelas (in 90-minute seg-
ments), mini-series and sports—and,
under a new pact, Spanish-dubbed first-
run American movies from Warner Bros.
Television and Wescom Productions.
Galavision is on 24 hours a day on
weekends and from ! p.m. to | a.m. on
weekdays. [t plans 10 go to tull 24-hour
service by 1983. Officials say they hope 10
start making money about nine months
from now, some three years after Galavi-
sion started.

The tiniest niche in the current pay-ca-
ble spectrum is occupied by Rainbow’s
Bravo, which concentrates on performing-
arts programing, including award-winning
international films (about 60%), ballet,
opera and symphony orchestras, plus
special productions. Like Rainbow's
Escapade, Bravo is in service from 8 p.m.
to 6 a.m. Observers of human nature may
note that Escapade subscribers outnumber
Bravo's by more than four 1o one.

Among pay services in the wings, one of
the most talked about, The Entertainment
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Channel, seems aimed at Bravo’'s target
audience, but with a broader focus encom-
pussing middlebrow along with highbrow
vicwers, A joint venture of RCA and
Rockefeller Center Cable, The Entertain-
ment Channel says it will feature BBC pro-
grams primarily, plus theatcr productions
{about 25%), movies (20%) and in-house
productions (5%). Servicc will be 24 hours
a day, seven days a week, and the start date
is June 4.

Other pay services in the works include
The Disney Channel, a joint venture of
Westinghouse Broadcasting and Walt Dis-
ney Productions that will have access to
the celebrated Walt Disney film library.
With obvious attractions for children and
family viewing, the service is scheduled (o
start in early 1983, 7a.m. to 11 p.m.

In the music line, the Home Music
Store plans to commence pay-cable opera-
tions Nov. I, offering seven channels of
music from rock through classical, with
video 10 match. A service of Washington-
based Digital Music Co., the Store says ils
signals will be transmitted digitally, with
conversion to analog occurring in a
decoder in the home.

Sports is scheduled to come to pay cable
as a feature business with ABC/Getty
Sports, the current, unofficial name of the
alignment between ABC Video and Geltty
Oil’'s Entertainment and Sports Program-
ing Network. The plan is to offer a major
sports presentation each month on a pay
subscription basis, with all-sports ESPN
also to get supplementary coverage of
some events from ABC Sports. The start
date has apparently been delayed, how-
ever. Originally it was set for this spring.
More recently, sources there said the date
is uncertain.

O

Among the basic services — predominantly
advertiser-supported, or meant to be—
specialty is the name of the business. Ex-
cept for the superstations and other broad-
cast-related programers, virtually every-
body picks an audience segment and goes
after it.

ESPN, all-sports and sports-related, has
the widest reach of all the ‘‘pure’ cable
networks (its potential home audience is
exceeded only by the Spanish-language
SIN TV network, seen on a network of TV
stations as well as cable, and WTBS-Tv
Atlanta, the original and still most ag-
gressively promoted superstation).

Another speciality, religion and pro-
social values, is the province of the third
largest service, Christian Broadcasting
Network, which offers a variety of enter-
tainment, including a soap opera, along
with religious fare.

Still another highly popular specialty —
news and information—is the heart of the
third most widely distributed, the Cable
News Network.

By far the most successful general-in-
terest approach in basic adverlising sup-
ported cable is provided by the USA Net-
work (which started, incidentally, as a
sports network under its original owner-

ship). Now it’s a 24-hour service offering
general-interest sports and entertainment,

including Calliope for children, The.

English Channel, the Alive and Well
health and fitness series, drama and, in-
troduced last month, a 10-hour Daytime
block that replaces its carriage of C-SPAN
programing.

O

The news and information field is widely
served, one way or another. CNN, which
offers news, in-depth coverage and
special-interest features around the clock,
opened CNN2 in January as a headline
service, also around the clock. And two
other full-time cable news services,
Satellite News Channels One and Two, are
being developed jointly by Westinghouse
Broadcasting and ABC Video and pro-
mise—to the loud dissatisfaction of CNN
owner Ted Turner—to bring more com-
petition into the field. News Channel One,
with world and national news plus regional
reports, is scheduled for launching June
21. News Channel Two with in-depth
coverage and analysis begins in early 1983.

Special-interest news is available in a
wide range of subjects and formats.

UPI Cable News provides news, sports,
features and stock-market reports in
alphanumeric format in 15-minute blocks
around the clock.

The Financial News Network, serving
broadcast TV stations primarily, is on cable
mostly as a result of FCC must-carry re-
quirements, but nevertheless estimates
the nonbroadcast reach for its business, fi-
nancial and economic reporting in the
millions, and says it is expanding its
efforts to add cable outlets directly.

North American Newstime, which
claims to have been *‘the original all-news
network™ when formed by UPI in 978,
offers, under present owner Jim Uglum, a
slow-scan service that, as of yesterday
{(May 2), was dropping agricultural and
women's news in favor of travel and tour-
ism reports as a supplement for its hard-
news coverage.

Reuters NEWS-VIEW offers two chan-
nels of alphanumeric news reports—one
providing general news on a 24-hour-a-day
basts, seven days a week, and the other
delivering financial news from 9 a.m. to 8
p.m. Monday-Friday, followed by sports
and features at night and on weekends.

Dow Jones Cable News also is a 24-
hour, seven-day alphanumeric service,
providing business, financial and econom-
ic reports drawn from the Dow Jones
newswire and the company’s Barron’s and
Wall Street Journal.

In the public-affairs category there is C-
SPAN (Cable Satellite Public Affairs Net-
work), providing live coverage of the U.S.
House of Representatives (and hoping the
Senate, too, will open its doors). C-SPAN
also presents tapes of House and Senate
hearings, does interviews and covers the
politically minded speakers at the National
Press Club.

The subject everybody talks about—the
weather—is covered continuously by the
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newest service in operation, The Weather
Channel, which was due to begin satellite
distribution yesterday (May 2). Owned by
media group owner Landmark Com-
munications, Norfoik, Va., the service
offers live weather coverage around the
clock—both national and regional, with
provisions for local as well.

Another highly specialized service is
due to start June 30, when the Cable
Health Network begins operation. With
Viacom I[International among its leading
backers, it promises 24 hours daily of ncws
on developments in science, health and
medicine, along with segments on fitness,
nutrition and diet, the emotions, human
relationships, life styles, self-help,
children and aging.

Offering even more precisely specialized
information and already in operation, is
the Electronic Program Guide. EPG, a ser-
vice of United Vide¢o, which distributes
wGN-TV Chicago and wrMT(FM) Chicago
to cable, provides an alphanumeric pro-
gram guide, tailored to individual systems
on a half-hour by half-hour basis.

Information on more diversified sub-
jects is provided by other suppliers. The
Satellite Program Network (SPN), from
Southern Satellite Systems, delivers a 24-
hour *‘life style™’ service that includes in-
ternational, talk, how-10, business, finan-
cial and health programing along with
classic movies—and, after some three
years of operation, is said to have reached
the break-even point if it’s not actually
making money.

The Modern Satellite Network {(MSN),
owned by Modern Talking Pictures Inc.,
sees itself as basically a consumer infor-
mation service for the housewife in the
home, operating from 10 a.m. 10 1 p.m.
Monday through Friday and including a
Home Shopping Show. Officials say it's
made money almost from its start in Janu-
ary 1979.

A newer woman-oriented information
service is Daytime, a joint venture of
Hearst and ABC Video. In a magazine for-
mat, it offers information women may
need 1o improve themselves and their
lives, including segments on beauly,
careers, cooking, fashion, health, sex-
uality, home decorating, diet and pet care.
Launched March 15, it runs from | 10 §
p.m. Monday through Friday.

Self-improvement of another kind is
available from the Appalachian Com-
munity Service Network (ACSN), which
offers adult education and instruction, col-
lege credit telecourses and consumer and
community programing from 6 a.m. 10 4
p.m. Monday through Friday and 6 a.m. 10
I p.m. on weekends. Formerly a govern-
ment program, ACSN now is funded by
cable system fees, participation fees from
those (about 5,000) who take courses for
college credit and some federal grants.

(Another effort in education via
satellite, the American Educational Televi-
sion Network, hasn’t been so lucky.
AETN suspended operations several
weeks ago and is “‘trying to refinance,” ac-
cording to a spokesman. He said the net-
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PACKAGES...

Modern Satellite Network offers your
clients a better media mix through
cable. Our unique package gives you
more ways to advertise. With conven-
tional :30 and :60 spots in a key day-
part — at surprisingly reasonable rates.
With unique and innovative
infomercial programming like our
nationally acclaimed “The Home
Shopping Show,"" and “Viewpoint™ —
long-form advertising which can be
created and produced at a fraction of
the cost of traditional messages. And
with program sponsorships within our
magazine-format series — timely fea-
tures dealing with consumerism,
health, travel and finance.

Modern Satellite Network is the day-
time source for consumer information
on cable. Unique programming that
viewers want, and watch and respond
to. A subscriber base of more than 4
million households nationwide, reach-
ing a targeted audience of adult
women 18-54.

Whatever your need, MSN is the
viable choice for cable advertising. To

get the full story, contact Les Tolchin
at (212) 582-5500 or 582-5962.
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1350 Avenue of the Americas New York, NY 10019

A dwision of Modern Talking Picture Service. In¢ . a KDI company.
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work hopes to resume, but probably not
before fall. AETN is publicly owned and
would like to live up to its charter as a
profit-making organization, according to
the spokesman.)

)

Religion is the moving spirit of at least
five networks. Unlike most other basic ser-
vices, they program for a general au-
dience, the religious motif being their
unifying common denominator.

Heading the list, at least in number of
subscribers, is the Christian Broadcasting
Network (CBN). Started in 1977, CBN
offers 24 hours of religious and entertain-
ment programing, including the US AM
morning show and the Arother Life soap
opera—both stressing pro-social values—
and college sports and movie classics. Its
700 Club, a news and information maga-
zine conducted by the Rev. Pat Robertson,
CBN’s founder, is said to have half a
million ‘‘members’”” who contribute
monthly.

Peopte That Love (PTL) offers inter-
denominational Christian entertainment,
news and specials in a 24-hour-a-day
schedule. Oral Roberts, Rex Humbard
and Robert Schuller are among the evan-
gelists in PTL's lineup. There’s also
Richard Hogue Weekdays, a ‘‘Donahue
style’” audience show, plus dramas,
children’s shows, sports and Christian
music.

The Trinity Broadcasting Network
(TBN) presents a mixed fare of Christian

programing, including movies, talk,
drama, variety and children’s shows. [ts
support, leaders say, comes from viewer
donations, solicited in two one-week
telethons a year. The programing is round
the clock,

The Eternal Word Television Network
(EWTN) offers nondenominational
Christian programing that spokesmen say
is about 50% family entertainment and
50% syndicated Catholic programing. The
former includes movies and syndicated
programs like Lassie, while the latter in-
cludes Christopher Closeups and pro-
grams that feature the late Bishop Fulton
Sheen. EWTN operates from 7 to 11 p.m.
daily, and leaders emphasize ‘‘no on-air
solicitation,” explaining that their financial
support comes from donations solicited
through the mail.

The National Christian Network (NCN)
stresses the multidenominational aspect of
its religious programing, which leaders say
provides ‘‘open access’” to all interested
groups and thus offers “‘the widest possi-
ble variety.”’ They also emphasize that *‘we
do not raise funds in any way’' during the
programing, which extends from 6 a.m. to

p.m.

The Episcopal Television Network, run
by a private nonprofit group based in New
York, has been ‘‘temporarily’’ out of com-
mission since the end of January, when it
lost its subleased transponder. But leaders
say they hope to find another and resume
distribution of its weekly two-hour ser-

vice—6-8 p.m. Sundays—by midyear,
perhaps as early as this month.

D

The class acts of satellite programing for
basic cable are, by common agreement,
ARTS and CBS Cable. They are quite
possibly the ones, too, on which the most
money is being spent by their creators.

ARTS, whose rarely-used formal name
is Alpha Repertory Television Service, is a
joint venture of the Hearst Corp. and ABC
Video, offering three hours a night—9
p.m. to midnight —of programing devoted
to the performing and visual arts: drama,
music, ballet and other dance forms,
opera, literary works, sculpture, painting,
photography and design. It’s now into its
second year, having started April 12, 1981.

CBS Cable, the CBS/20th Century-Fox
entry in the cultural-programing field, pro-
vides ‘‘quality” drama, opera, music,
variety, Broadway plays, symphony
orchestras, paintings, cabaret perfor-
mances and documentaries. The program-
ing is in three-hour blocks that are repe-
ated three times within a 24-hour period,
providing a 12-hour daily service (4:30
p.m. to 4:30 a.m. Monday-Friday and 5
p.m. to 5 a.m. Saturday and Sunday). It’s
been in service since last Oct. 12.

If there are any potential rivals in the
offing to compete for this audience—and
for advertisers to reach it—they haven’t
vet disclosed their intentions. The closest
approach appears to be in pay cabie—with

Basic Services 31. National Christian Network 50 318,000
32. Electronic Program Guide 22 .'233.0002
Number of  Subscriber 33. SIN TV Network 600 20,500,000
Service systems homes reached 34. Reuter Monitor NA NA3
35. Good Stuff NA NA4
1. WTBS(TV) Atlanta 4,052 20,375,000
2. ESPN 3,545 15,382,271 ! FNN serves broadcast TV’ p[imarilst Hgn;ggl:slimate represents those
through must-carry requirements ol h
il 8EN 3'1 28 }1g?ggg8 rzesa‘:lh_?s serveg. ninesinlercgnn:cted TV stations and number of low-power and
‘ ! ' ’ other TV stations in addition 1o cable. o
5. C-SPAN 1,100 10,500,000 3Reuter Monitor is data Service on unspecified. but limited number of systems.
6. USA Network 1,700 10,000,000 4Good Stuff is primarily on TV stations. As of May 29 it will be off satellite and
7. Black Entertainment TV 845 9,100,000 sold to systems on lape basis.
8. Nickelodeon 1,725 7,700,000
9. Financial News Network ) 320 ;_.500.0001
10. WaN-Tv Chicago 520 000,000 :
11, ARTS 1600 6,500,000 Pay Services
12, PTL 600 5,200,000 _
13. Daytime 250 4,900,000 ) Number of  Subscriber
14. WOR-Tv New York 1,309 4,864,600 Service systems homes reached
15. Satellite Program Network 458 4,366,883
16. Medern Satellite Network 330 4,100,000 1. Home Box Office 3,300 8,500,000
17. CBS Cable 350 4,000,000 2. Showtime 1,500 3,000,000
18. Music Television 600 4,000,000 3. The Movie Channel 2,150 2,200,000
19. Reuters NEWS-VIEW 300 3,500,000 4. Cinemax 200 1,500,000
20. UPI Cable News 500 3,500,000 5. Super Fights of Month 20 1,000,000
21. Weather Channel 172 2,500,000 6. Spotlight 50 300,000
22. Naticnal Jewish Television 87 1,850,000 7. Escapade/Playboy 1156 206,000
23. ACSN 220 1,500,000 8. Home Theater Network 275 155,000
24, Trinity Broadcasting Network 152 1,202,478 (Closing June 30, see HTN
25, CNN2 83 1,100,000 Plus, below)
26. North American Newstime 85 870,000 9. Eros (Due to start May 6) 10 100,000
27. WrMT(FM) Chicago 107 700,000 10, Galavision 134 100,000
28. Lifestyle 50 482,300 11. Bravo 26 48,300
29. Dow Jones Cable News 300 400,000 12. HTN Plus (Replaces HTN as of NA NA
30. Eternal Word TV Network 24 320,000 June 30)
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Wherever theres music, theres BMI.

1

When you run highly rated motion pictures like
Raiders of the Lost Ark, Superman, Superman II,
Star Trek, Saturday Night Fever, Star Wars,
Stir Crazy, 9 to 5 and Jaws,
you can be sure they are BMI.

And we’re more than just licensers
of great TV and film music.

We're friendly.

We're caring.

We're attentive to your needs.

And those are only a few of the reasons why
BMI is the largest music licensing organization
in the world.

y \

_ Wherever there’s music,
) there’s BMI. BMI
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Bravo, already-operating; with the upcom-
ing Entertainment Channel, though it ap-
parently will seek a much wider audience;
and, a few years down the road, with the
Public Broadcasting Service through its
projected “‘grand alliance’ with cultural
and educational institutions.

(i

Children’s programs, featured as compo-
nents of many basic services, are the ex-
clusive fare on Nickelodeon, Warner-
Amex’s 13-hour-a-day service for young
people. The widely praised and widely car-
ried programing runs from 8 a.m. to 9 p.m.

Another basic service catering 1o
youngsters—in this case, those in the 7-14
age group primarily—is Good Stuff, which
serves low-power television stations for
the most part and which is dropping its
satellite delivery effective May 29. After
that, it’ll be selling 1o cable on a tape basis,
at half a cent a subscriber per month,
based on subscriptions at time of signing.
Good Swuff is a service of the Agency for
Instructional TV, Bloomington, Ind., a
nonprofit organization. Chet Tomczvk,
director of special markets, hastens to add,
though with a laugh, that **Good Stuff is
hetping us stay that way.’

Black and ethnic programing is currently
available from at least three basic services,
and more are under development.

The SIN TV network's Spanish-

thf focus group
simple
butvery
effective!

Finally someone has dis-
covered that a full-serivce
television consultant should
be a television broadcaster.
Not a psychiatrist. Not a
computer-speak genius

A television broadcaster!
Offering focus group research
and testing techniques for:

¢ News and talent evaluation.

¢ Promotion pre-testing and post-
evaluation.

¢ Program strategy planning.

¢ Local program development.

* Management recruiting and key
on-air talent searches.

Call Dave Chase (404) 955-1550

Burkhart/ Abrams/Michaels/Douglas
& Associates, Inc.
6500 River Chase Circle East
Atlanta, Georgia 30328

language series, specials and news
coverage serves both television stations
and cable systems—and the network pays
its system affiliates according to the num-
ber of Spanish surnames among their
subscribers. It’s a 24-hour service.

Black Entertainment Network (BET)
provides feature films, musical specials,
sports and public affairs programing
oriented to black audiences for three hours
a week, 11 p.m.to 2 a.m. on Friday nights,
and is scheduled to expand to six hours a
night—8 p.m. to 2 a.m.—seven nights a
week on Aug. 1.

National Jewish Television delivers pro-
graming aimed primarily at Jewish au-
diences for three hours a week (1-4 p.m.
Sundays). Included: commentary and dis-
cussion with Israel’s Abba Eban as host, a
one-hour magazine dealing with life in
Israel and discussions of controversial
issues before a studio audience.

Among the basic services in preparation
is the Apollo Entertainment Network (for-
merly called the Black Music Network) by
New York-based media group owner Inner
City Broadcasting. AEN officials say
they’re shooting for an Oct. 1 start with
music oriented to the urban contemporary
audience, celebrity interviews, video jocks
and record promo tapes, 6 p.m. to mid-
night.

Buena Vista Channel, Buena Vista Ca-
ble Communications, Los Angeles, is
looking to provide a bilingual service—
70% in English, 30% in Spanish —starting
this fall. It expects to start with microwave
interconnects in southern California, and
get onto a satellite later.

—_
ul

Music and music-related programing is in-
creasingly popular basic fare, if the num-
ber of companies getting into it is any clue.

Warner-Amex’s MTV: Music Televi-
sion leads the list of current specialists
with its 24 hours a day of taped concerts
and music programs in Dolby FM. It
claims to be the only all-day, all-stereo
video music channel, and offers contem-
porary stereo music integrated with televi-
sion.

WEFMT(FM) Chicago provides ‘‘fine arts
radio in stereo’ around the clock, while
Lifestyle, a service of group station owner
Capito! Broadcasting’s Seeburg Music Li-
brary, Raleigh, N.C., offers ‘‘upbeat in-
strumental’’ easy-listening music, also
around the clock.

High on the list of music and music-re-
lated services in the making is the
Nashville Network, being developed by
the Nashville-based NLT Corp. and its
Opryland Productions, with Group W
Satellite Communications handling dis-
tribution. Plans include a variety and in-
terview show, situation comedy, country
game show and segments built of country
music record charts. Target date: first
quarter of 1983,

Heartbeat Media, which plans to offer
music and related programing fanging
from classical to jazz, is shooting for a
December launch. Derek Meade, presi-
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dent, said he will have a co-venturer but
isn’t free to say who it is.

Video Concert Hall was on satellite for
two and a half hours a night from Novem-
ber 1979 until February 1981, when it
went off ““for several reasons, but mainly
because we were undercapitalized,” a
spokesman reported. VCH, owned by
Henderson-Crowe Productions, Atlanta,
has since linked up with Sea Shells Inc., a
media venture firm, also of Atlanta, as its
administrative general partner, and hopes
to return 1o satellite in midyear with two
hours a night of audic-video service in the
style of ‘‘contemporary hit radioc—includ-
ing country, soul, jazz or whatever be-
comes a hit”’

]

Among other basic services reported in
various stages of preparation, offering
diverse specialties are:

Chromatic Animation, Chromdtic Com-
munications, New York— Plans to provide
a variety of animated programs for about
two hours a night, five nights a week, pro-
bably piggybacking on an existing cable
network. Target date: sometime this sum-
mer.

Don King Sports and Entértainment
Network, Rancho Palo Verdes, Calif —
Three hours of boxing matches (9 p.m. to
midnight) on third Wednesday of each
month, starting July 21. Also planned:
One pay-per-view bout every three
months.

Kidvid, from ARP Films, New York.—
Planning about 21 hours a week or pro-
graming for children, mostly animation.
Target date: October.

UTV Cable Network, Fair Lawn, N.J.—
To feature ‘“‘Involvision™ programing, or
audience participation ‘““without the two-
way’’ Plans include phone-in, discussions
with hosts, polling, ‘“‘Super Bingo.’
Target: last quarter of 1982.

L

On the horizon, too, is an expanded use
of satellite-and-cable combinations for in-
formation-retrieval services. Examples:

The Dow Jones News/Retrieval Ser-
vice, widely used in business as a source of
financial data since it was started in 1974,
is testing cable in Park Cities, Tex., and
Clearwater, Fla., and expects to be on
three other systems—and on a satellite—
before the end of the year. Time Inc. is
relying on satellite distribution to get its
Video Text service—offering news, enter-
tainment, advertising and *‘other material
of value’ with provisions for inserts by
participating local newspapers—from New
York to systems in San Diego, Calif,, and
Orlando, Fla., in tests due 1o start in Septem-
ber. And Reuter Monitor, also a high-speed
information service, is alresady on  Satcom
111-R, serving an unspecified number of
systems in addition to others that get it
through phone lines. The Reuter service is
available 1o cable systems generally, and
Time’s Video Text may soon be declared
available to operators who want to test it
themselves.

The horizon is getting closer.
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NCTA PRESIDENT TOM WHEELER

Cable, 1982 and the New Realities

An interview with the president of the National Cable Television Association

What are you going tc tell the cable industry at this year’'s NCTA
convention? What do the delegates need to know?

The main theme is one of where are we going and what are we
going to do about it. I’s a litlle different from what we had in
years past, when we were oriented toward the message that
“You've gol to broaden your horizons and recognize there are
other business opportunities.” Now it’s more. ‘‘How do you deal
with the new marketplace realities?’” The big difference in 1982 is
that other delivery media have taken the idea that cable
developed—that is, the premium delivery of product targeted to
specific audiences —and they’re competing for that market.

Before, we might have been the only way 10 deliver that kind of
premium product. Today we have to compete like mad for the
consumer’s loyalty.

And how do we do that? We're going to focus on what that
means in terms of our own marketing efforts, what that means in
terms of our own business planning and the kinds of services we
have 10 be offering or the manner in which we ought to be offer-
ing them, and what it means in terms of public policy.

I’ll give you a for instance. We had Browne, Bortiz & Cod-
dington do a study for us on the impact of STV on the cable
market [BROADCASTING, April 26]. And we found that 50%—it
blew me away —50% ol STV subscribers do not switch to cable
when cable comes 10 their area. Now that’s an incredible number.

Is that a change in actuality or in perception of reality? A couple
of years ago the accepted wisdom was that STV had a window
only until cable got there. That’s no longer thought to be true?

The research sure shows something different. It’s a fascinating
study. What it shows is that il you took two markets—an area that
was cabled before STV was introduced, and an area where STV
was introduced before it was cabled—interestingly enough, in
both areas, 54% of the people chose not 1o subscribe to either.
But, whereas 46% went to cable in the cable-first area, in the STV-
first area, only 15% switched 10 cable when it arrived. Which
means that, in essence, STV was getting a third of what we had
come 10 expect was our market. And that doesn’t account for the
competitive impact of SMATV [satellite master antenna TV] or
multichannel MDS or DBS.

Or multichannel STV, which is here apparently, technologically.
God, it's a new day!

How big an impact is SMATV making now?

I’ll give you an example. Warner is trying to build an 80-channel
cable system, a two-way Qube system, in Dallas at a cost of $100
million. It is competing with three STV’s, one MDS, and in-
numerable SMATV’s. The hot bed for SMATV’s is Dallas right
now.

I'll give vou another example. In the heart of the Brooklyn
franchise area sits Co-op City, with 15,000 units. Co-op City is
now being organized to have its own SMATV. You might as well
pull it out of the franchise area. It’s incredible.

We've got 1o approach the marketplace the way Procter & Gam-
bie upproaches the marketplace. I mean, we’re selling Duz against
Oxydol, is what is going on.

We've got 1o talk about pricing. We have to go after product
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MADIS®N SQUARE GARDEN
NETWORK IS CHANGING
THE RULES OF THE GAME.

At MSG, we believe there's more than one way to
telecast a sports event. So, we offer four different ways
for you to make the most out of any broadcast.

We are experts in the art of sequential distribution
and we continually provide events on cable television
and commercial TV at the same time in different
sections of the country. That’s becauig MSG is really
four networks in one. L)
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MSG CABLEVISION is the largest producer of live

sports telecasts coming from the same venue. Over

300 hours of live programming reach over 1.22 mil-

lion subscribers on 47 cable systems in the New York

metropolitan area, and our link with the USA Cable

Network adds another 10 million nationally. MSG

TELEVISION is our syndication arm. With outstand-

ing properties such as leading college basketball

e games, the Holiday Festival and the NIT Finals, we're

becoming one of the leading syndicators in the
country. Our connection with WOR-TV, the New York
superstation, and The Hughes Television Network
gives us a wide range of capabilities to interconnect
all kinds of broadcast outlets and technologies.

For more. information

— about all the ways MSG is
changing the rules of the game, why not connect i
with MSG Network at (212) 563-8000, or write |

Madison Square Garden Network, Four Pennsylvania
Plaza, New York, N.Y. 10001.

You'll see why MSG is the one network that gives
you four networks in one.
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differentiation. We've got to go promotion, we’ve got tb go adver-
tising—all of which are things we have never really had to engage
in in the past. And so we're going to be focusing on those things
at the convention.

In addition, we’re going to be focusing on something near and
dear to my heart, obviously, and that's public policy —the impact
of it. [ don’t think it’s fair when a cable operator in Brooklyn or a
cable operator in Dallas (I'll keep picking on Dallas to keep con-
sistent) has to compete with three STV’s, one MDS and in-
numerable SMATV’s that, for instance, pay no franchise fee.
While the first five cents off the top of the cable operator’s dollar
goes to the city, Nor do [ think it fair when cable has to meet
public access requirements, and set aside funds in order to get the
franchise, to meet the terms of the franchise, and the SMATV
operator doesn’t have to. Or, that the cable operator has must-car-
ry rules, for instance.

What it means is that an SMATYV operator can offer just the

““What we do want them to do is to say
that the competitors are going
to compete on a level playing field”’

things consumers want and buy cable for—which is not must-car-
ry rules, nor access channels, He can offer the things that
customers want with about half the channel capacity, and, of
course, at less cost,

| thought they wanted distant signals.

What we’ve always said is that the customer wants a limited num-
ber of distant signals, and that the value of distant signals
decreases as their number increases. Remember the FCC’s eco-
nomic impact study? It showed that the first distant signal
brought you 10%, the second distant signal brought you 6%, the
third distant signal brought you 1%. So, yes, they want a limited
number of distant signals. But it’s not a driving force—nor in the
last five years have we held it out to be a driving force.

I’m not running out and selling my cable stock, but it’s a
different world than we perceived it 1o be until very recently, and
than public policymakers still perceive it to be. What I'm trying to
say is that there are new realities we've got to deal with, They
don’t spell the end of the business—unless they’re responded 1o
improperly. And if we don’t respond to them improperly from our
marketing approach, and if the government doesn’t respond 1o
them improperly from a public policy approach, we’ll be all right.
Those challenges didn’t exist 18 months ago

What do you want the government to do?

What we don’t want them to do is what the broadcaslers asked
them to do with regard to cable. We don’t want them to stop the
new technologies or to slow down the new technologies. We
believe there is room for all of us in the new marketplace.

But what we do want them to do is to say that the competitors
are going 10 compete on a level playing field. That you're going to

have equality of policy towards each operation. There are tremen-
dous disparities that exist today, and there are more disparities
that are being proposed—for instance, in the Goldwater bill,
which would have you wave bye-bye to 20% of your channel
capacity.

Doesn’t that waltz you into a corner on the compulsory license?
That's certainly not a level playing field.

In the best academic analysis, you're probably right. But in the
political and marketplace analysis, you’'re wrong unless you cou-
ple must-carry to it, You can’t have half a loaf.

Isn’t that the point of the copyright legislation—to preserve the
compulsory license at all costs?
Yes.

Do you stili believe strongly in that legislation?
I’ve tried my damnedest to get it passed, but it’s very hard.
What impact did the Eastern Microwave decision have?

I think it indicated to some of the folks who were not willing to
make what we thought were the necessary compromises that the
status quo in copyright may not have been as rosy a picture as
they had expected.

There are those who say that cable may have only a 10-year win-
dow. And that while the 1980's may be the decade of cable, the
1990’s would swing back to broadcasting again because of DBS
and other nonwired services. Are you saying there may be more
to that than you might have said a year ago?

No. I have said all along that broadcasting and broadcasters aren’t
going out of business; that if they will evolve both technologically
and in services there is room for them to continue to succeed in
the marketplace. [ think there is room for all of us.

Did you see that line in the ABC Inc. annual report? They have
an essay that ends up talking about the 1% solution: *‘With so
many new entrants competing for pieces of television audience,
none of them will be able to command a very large piece. Only
lhqse who can profit from a small audience will be able to profit at
all.”

[ think that’s a pretty good point, and [ think that’s the way the
marketplace is going. We've always said broadcasters have to
change their approach in the marketplace, and now I think what
we're saying is that it applies to us, t00. You know, we’ve got to
look at some new realities, also. It’s not the same business,

How do you respond to those realities in the marketplace, as op-
posed to Washington?

What are the traditional components of the marketplace? Pricing,
product differentiation, promotion, advertising. Coming out of
the grocery industry. as [ did five years ago. [’'m familiar with the
Procter & Gamble strategy of creating soaps that compete with
each other in order to get a little bit more total corporate market
share. You know, one soap is for colors and another is for cold
water and another for either hot or cold water and this is for kids,
et cetera.

That's what we've got to do. That's the challenge, and I'm
heartened, frankly, by the entrance of more and more former
packaged-goods consumer product marketers into this business,
because that’s where the future lies.

But don’t the marketers sell cable as a package, trying to go in
with the full service and smearing the distinction?

Bingo. That is the key point, Now, is that the way we should con-
tinue 1o sell cable? What we're finding in research is that it’s not
that you're selling 50 channels to someone that makes them
subscribe. I1’s the fact that there are five of those 50 channels—to
pick a number—that appeal to one household, and there are
another five that appeal to the folks next door, and five here in the
middle that appeal to the folks across the street. And that’s the
way you sell cable, You don't say, **I've got all of this” You say,
‘*Hey, here what you're interested in and this is why you ought to
subscribe to the whole panoply.”’

Is there another current in the mix now, with this economy? Is
there an undercurrent of caution, of anti-expansionism, that con-
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One hour

of your time can
help two
million Americans.

“The public needs to be informed
about epilepsy: told that people with it
can lead normal lives. That's why we
have twice run ‘Miles To Go'. It fills a
need, for families. Not just adults and
older children. But younger ones.
Because children with epilepsy go to
school. so it should be understocd
even at that level. There is definitely a
need for L.utheran Television's kind of
programming, especially today. When
they come out with a new show, we
don't have to see a demo tape. We just
schedule it."

Helen Johnson, Program Director, KTVE
Monroe. Louisiana — El Dorado, Arkansas

A lot of fear and misunderstanding is still attached

to the word “epilepsy.” Not just by the people who have it,
but by those who live and work with those afflicted.

In some ways, the prejudice is crueler than the disease.

“Mifes To Go" is a one-hour Special Production of “This is the
Life” from Lutheran Television. Since its premiere in 1979,
"Mifes” has won an Emmy, been seen by millions of viewers,
and helped clear away some of the prejudice. Much remains
to be done.

If your station wants quality programming to better serve your
community, schedule “Mifes To Go.” It is one hour of your time
in exchange for a better life for some of the two million
Americans afflicted with epilepsy.

Cali Anita Schmidt or Jan Naji at 314-647-4900. Today.
Nine minutes for sales/PSA. Closed captioned.
Available now through 1982.

Lutheran Television

A service of the International Lutheran Laymen's League.
2185 Hampton Ave,, St. Louis, Missouri 63139
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cerns you? Is there stil} fire in the furnace?

No. | think the same kind of entrepreneurial zeal, if you will, con-
tinues. The problem is that you're looking at a cable operator hav-
ing to make choices. Is he going to reformat his marketing, and
that’s going to be his route to market share and profits? Or, is he
going to put his efforts into advertising? Or is he going 1o put his
efforts into pay-per-view? Or is he going to put his efforts into
local data distribution? You know, shop-at-home or whatever it
is. The challenge is that there are so many things facing us that
you can’t give full due to all of them, and you've got to pick and
choose. And the question is: Where do you pick and choose?
And I don’t have any answers to that.

What's the state of your cable universe? s it growing at a pace
that seems appropriate?

Yes. We’re still growing at about a quarter of a million homes a
month. That's pretty good.

What about addressability and things of that sort? is that slow-
ing you down?

Yes. The new marketing approaches—addressability, multitier,
pay-per-view, etcetera—are clearly technology-dependent. The
business concept is there before the hardware 1o effectuate it is
there. But | think it's an interim probiem—a window that’s clos-
ing.

Is it true that most of cable’s revenues or that most of its profits
come from the small systems, the 12-channe! systems?

I'm not sure that 12-channel is the proper characterization, but
obviously it’s not the major markets that are generating the prof-
its today. The smaller, more classic cable sysiems, however, are
themselves going to be hit by this revolution that we're talking
aboult.

This is of interest. Did you know that 82% of all the building

permits in Dallas last year were for mulitiple-housing units? It’s
because of the economy, basically, and the costs of building that
it’s going that way. That’s the heart of SMATV’s. And that kind
of statistic, as off the wall as it may be, has to have an impact on
cable television. Remember, 85% of cable subscribers just
subscribe in order to get movies without commercials.

And Comsat’'s SMATV plan. That makes Comsat look awfully
good, doesn’t it?

It sure does. But it is not a reason 1o hang crepe on cable. Ifwe can
respond. If we can’t respond, then maybe we will be lefl behind.

Can cable sell something other than its foundation pay services,
or is that all you can really sell? Just the movies and the major
sports attractions?

Well, that is the 1%. That's the principte that’s driving everybody.
That you can?

That you can.

But who has been successful in that direction?

That's a different question, 1 don’t know.

Well, such services as CBS Cable certainly haven’t been.

But you've got to say to yourself: Why? It goes back to the fact
that none of us know how to market it.

What about AT&T? How does that change the game from last
year?

Well, of course, | continue 1o believe that yesterday's issue is
copyright and the relationship with broadcasters. Today’s public
policy issue 15 AT&T, because that will determine whether or not
we gel 1o tomorrow, and the other things that are coming down
the road in relation to cities and the other future issues.

I continue 1o have grave concerns about the AT&T settlement.
I’ve said this before and | say it again—1to call that an antitrust

THE BIG NEWS IN DALLAS

IS TVONTARIO

® TVOntario is an international award winner. In
fact, we've won 140 awards in just ten years.

® TVOntario is Canada's leading educational
broadcaster and producer.

® TVOntario is a successful cable packager.
Our daily children's package called Galaxie is
enjoyed by 1.5 million subscribers in Canada.

® TVOntario is an established supplier of
programming to the U.S market. PBS is one of
our many clients in the U.S.

And now you can reach us at our new
marketing office in Dallas. Check out such
outstanding productions as Fast Forward.
Readalong, and The Halfrta-Handy Hour

by contacting

Betty McLean.

U/S. Sales Manager

TVOntario

Suite 163

4825 LBJ Freeway
Dallas, Texas 75234

@ 1\VOntario

Distinctively Different
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WHAT IN
WORLD!

Ever find yourself wondering if the many worlds of cable are
passing you by? Our exploding cable universe can leave you a
little lost in space and fighting to keep up!

The 1982 Eastern Show offers a speedy trek through the new
frontiers . . . technologies, software, suppliers, operating tech-
niques, revenue sources . .. a short, compact visit to the MANY
WORLDS OF CABLE.

1982 EASTERN CABLE TV
TRADE SHOW & CONVENTION

SPONSORED BY THE SOUTHERN CABLE TELEVISION ASSOCIATION

SEPTEMBER 9, 10, 11
WORLD CONGRESS CENTER / ATLANTA, GA

PLAN NOW TO VISIT THE MANY WORLDS OF CABLE

Call or Write: CONVENTION & SHOW MANAGEMENT CO.

3355 Lenox Rd., N.E., Suite 952, Atlanta, GA 30326 / (404) 237-8228
Visit us at NCTA, booth #1738.



e s e S h e g ke o= =, I CIAGI BERM - —— - — -~ SR,

victory is the greatest deceptive ploy since Br'er Rabbit begged
not to be thrown into the briar patch. It is not an antitrust victory;
it is government complicily in a major corporate restructuring.
And government addressing itself only 10 a limited series of
issues. We’ve got 1o move ahead on it; we've got to have further
clarification of what AT&T can and can’t do. So long as they have
a 97% monopoly on long distance phone service, out of which to
crosssubsidize, then [ don’t see that they should have any role in
the emerging information publishing services that H.R. 5158
calls for.

What is it that scares you about AT&T, specifically ?

They had $29 billion in long-distance revenues last year. Now just
1% of that—which would never be felt in the market, which can
be hidden in the books—that's $290 million. Now what can you
do with $290 million that suddenly appears, to get into and pre-
datorially crosssubsidize a heretofore competitive area? That 1%
would have no impact on AT&T’s existing marketplace, but there
would be a huge impact over here, just because of the hugeness of
the number you'il be getting. That’s the kind of concern | have.

Well, what do you think they’re going to use that money to do? To
buy into cable, to do two-way services or videotext or what?

I don’t know. I don’t know and | don’t care. But [ don’t think that
they ought to use that money to further expand their monopoly
base.

Look at the history of AT&T. One hundred years ago they made
the decision that they were going to use their newly developed
long lines as the club to get local telephone companies to sell out
10 the Bell system. So they went 10 the Jessell Telephone Co. and
they said, “*Hey, Mr. Jessell, do you want to hook up to our
phone system so that people can do more than call across town?
They can call Aunt Minnie. Well, here are the terms, fellow—you
have to do it on our terms.”

And if he didn"t do it, they went to another phone company in
the town—at that point in time there were multiple phone com-
panies—and so somebody in the town had the advantage that the
Jessell Phone Co. didn’t, and they used that to gain their posi-
tion.

They have continued 1o use the existence of a long-distance

Wheeler on the AT&T settlement:
‘... greatest deceptive ploy since Br’er Rabbit
begged not to be thrown into the briar patch.”’

monopoly to expand into another area, a different area, with
either access to the facilities, or the money generated from the
facilities being the club to buy you out.

Now I don’t think that ought 10 happen again. { think we ought
to learn that that’s what the history of it is, and they can do the
same thing with long lines today in broadband that they did with
long lines in twisted pair unless someone says, **Wait, stop.”

What's behind your reluctance on co-located broadcast-cable
crossownership?

There needs to be an incentive for competitive services 1o grow
and to compete. And there isn’t if you’re all under the same cor-
porate umbrella. That's (a). And (b) it would seem to me from a
broadcaster’s point of view that they wouldn't want it, either,
frankly. If { were in a town where there were three broadcast out-
lets and one of the broadcast outlets also owned a cable system, |
wouldn’t like 10 be one of those other two broadcast outlets, hav-
ing to compete against what the first can do to put together dol-
lars 1o buy programs or events 10 take audience away from them
like mad. So it seems 10 me it’s also a question of balance from
the broadcaster’s point of view.

Well, how do you feel about broadcasters programing on cable
channels?

[ think it’s terrific. | made a speech to the Colorado Association of
Broadcasters two years ago in which [ said, ‘*Hey, where is it writ-
ten that you can only program one channel? Why don’t you take
that huge excess capacity that you've got sitting there, because
you use it for an hour or 90 minutes a day, and ptug it into the ca-
ble system?”” Interestingly, Satellite News Channels has an ele-
ment of that concept.

What are the other issues on the horizon as you go to the con-
vention? Is municipal ownership a big concern?

Yes. It's one of the three principal issues: copyright, the
telephone company and our relationship with the cities. Those
are the public policy issues. And then there are the marketing
issues of how we respond to the new competition.

Are you going to be here next year?
I hope so.
Are you in negotiations on your new contract as yet?

I'm not running away from the prospect of being here next year,
but 10 date | have not had substantive enough discussions with
the leadership of the association to make that kind of a decision.

How would you assess this past year from your own point of
view? Has it been an “up” year?

Yes, I've been very pleased. | think that over the past year the as-
sociation management has improved. We now have three-year
goals and objectives and combined objectives that we're trying 1o
live up 10. We have weathered the storm in terms of losing two
key senior executives simultaneously.

The copyright issue was very traumatic. Have you ever had as big
an issue as that one was this year?

No. But I don’t look back on the copyright experience with regret.
| wouldn’t go out and seek it again, but it seems to me that if you
are L0 have an association that provides some kind of leadership,
that risk happens. You have to just expect to go through those
kinds of experiences, and | hope that they pay us for more than
sitting down here and being ‘‘somewhere between a periscope
and a torpedo.” as someone once said. And if they don’t, they've
got the wrong people leading.

Do you think there is a greater chance of a federation of industry
associations than there was a year ago, or are we getting at all
close to harmony?

| think we are getting more and more close together. I don’t think
we've reached the magic moment yet, but I don’t think it’s
beyond the realm of possibility. I don’t think it's going 1o be in
the next week or in the next year, but down the road as we see this
market evolving, and talking about the changes that are taking
place in the 80’s, it’s entirely feasible. ]
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How to Build a Larger Market

Share & Increase Sales

here's a way to reach
beyond your current
audience and attract
thousands of additional
listeners/viewers to your
station.
Without using any competitive media.
It's called Primecasting. Advertising
that reaches a mass traffic audience.
Every hour. Every day. Every week of
the year.
But that's not all Primecasting can do.
It can arm your sales force with an
advantage no other station has. You can
sell time on it. Or use it 1o interest clients
into buying large promoticnal packages.
Just imagine a full color billboard-like
painted panel with your station's logo
and current promotional theme.
Undemeath, your Primecasting
display is attracting the attention of all

the traffic that passes by . . . with
messages you create.

In most cities, you'll be reaching tens
of thousands of people a day.

This ever-changing audience will be
exposed to your station's promotions,
contests, popular personalities and
exciting features.

And Primecasting is as immediate as
broadcasting. Late breaking news is a
natural. It will heighten public interest,
as well as highlight your regular news
program.

It's a powerful advertising medium
that delivers results. And it's yours. [t's
your station's competitive edge.

An American Sign & Indicator
Representative will help you find the
right location . . . and do all the things
necessary to allow a Primecasting
display to be built.

Revenue

This is not an ordinary way to
promote your station. It's extraordinary.

Primecasting is a profit-oriented
investrment. It'li pay its way . . . and
more . . . in value.

Contact American Sign & Indicator
today at 800-541-6453. Toll free.




NCTA annual convention finds an
industry in the best of health,
but keeping an anxious eye

on rapidly growing competition;
Reagan to speak via videotape

The National Cable Television Association
opens its convention doors to an expected
16,000 participants today in Las Vegas,
with a packed agenda and speaker list.

The theme of NCTA’s 31st convention
is “‘Cable Delivers’—a bullish message
being sent to cable operators who will be
given advice throughout the convention
on improving marketing methods in to-
day’s competitive media environment.

NCTA last week announced that Presi-
dent Ronald Reagan will tape remarks for
NCTA before C-SPAN cameras in the
White House library Monday afternoon.
The tape will be shown at Wednesday’s
luncheon, which will feature economist-
author Arthur Laffer, developer of the
Laffer curve, an influence on
Reaganomics.

(NCTA’s acceptance of a taped presi-
dential message is in contrast to what hap-
pened at the National Association of
Broadcasters convention in Dallas last
month. That association turned down a
taped message from the White House,
banking on hopes Reagan would appear in
person at the NAB next year. [**Closed
Circuit,” April 12].)

The NCTA convention also will see the
chairmanship gavel pass from Allen Gilli-
land of Gill Cable, San Jose, Calif, t
John Saeman of Daniels & Associates,
Denver. The formal changeover will take
place at NCTA's board meeting scheduled
for Thursday. {Monroe Rifkin of Rifkin-
Fox will take over as vice chairman.
Gustave Hauser of Warner-Amex moves

from secretary to treasurer and Jerry Lin-
dauer from treasurer to secretary.)
Among items on the board agenda are
H.R. 5158 and the FCC’s rulemaking on
network-cable crossownership. H.R. 5158
deals with restructuring the telecom-
munications environment in light of the

Justice-AT&T settlement, and it is ex-
pected the board will discuss the handling
of future amendments that may be added
to the bill as it passes from committee to
the House floor.

NCTA opposed the FCC crossowner-
ship proposal and has requested that the
commission put out a notice of inquiry on
the matter. The board also will pledge sup-
port for the industry’s Ace programing
awards as NCTA attempts to heighten
their importance. The 126 nominees will
be introduced at Wednesday evening's
banquet with the awards to be presented
on a national cablecast preceding the
Western Cable Show in November.

The board also will receive three new
members: E.B. Chester, Tar River Com-
munications, Rocky Mount, N.C.; John
Evans, Arlington Telecommunications
Corp., Arlington, Va., and Myron Pat-
tison, Crawfordsville Community Cable,
Crawfordsville, Ind., elected April 1.
Four at-large seats will be filled by a mem-
bership election Monday, and associate
members Jim Heyworth of HBO and
Robert Johnson of Black Entertainment

Television will move up from alternative
status to voting members of the board.
Bryan Blow, chairman of the independent
operators board, also will become an
NCTA board member.

In addition to NCTA, other media
organizations will be holding meetings in
Las Vegas. The board of directors of the
National Satellite Cable Association will
meet Monday, May 3. It is a new Chicago-
based group of satellite master antenna
(SMATV) or ‘‘private cable’ operators.
SMATYV operators differ from their cable
counterparts only in the legal sense. They
install cable on private property only,
whereas cable must secure public right-of-
ways. By wiring multi-unit buildings and
complexes they could cut into a cable
operator’s markel.

And a weekend seminar on MDS was (o
run from April 30 to May 2 at the Aladdin
hotel. Among the speakers: Rinaldo Bru-
toco, Dorason Corp.; John Calvetti, Select
TV John Shackelford, Microband; Dick
Herman, Golden West Broadcasting;
Diane Hinte, Standard Communications,
and Terry Easton, National Entertainment
TV.

Still, all eyes will be on the NCTA. The
convention numbers continue to grow,
with attendance expected to pace last
year’s which benefitted from walk-in par-
ticipants in Los Angeles and a healthier
economy. Exhibitors have grown from 350
to 398, filling 200,000 square feet.

Today’s opening session is designed to
start the convention off with a bang,
literally. After the introductory remarks by
convention chairman, June Travis of
ATC, NCTA President Tom Wheeler,
Gilliland and Sen. Howard Cannon (D-
Nev.) a marching band complete with fire-
works will send the convention on its way.

The NCTA Agenda: Day by Day Out West

Coverage contingent. BRoADCASTING'S editorial, advertising and cir-
Culation teams at NCTA will be headquartered in the Hilton and Sahara
hotels. On the scene: Larry Taishoff, Don West, Harry Jessell, Matt
Stump, Kathy Haley, Steve McClellan, David Whitcombe, Win Levi, John
Andre, Gene Edwards, David Berlyn, Charles Mohr, Tim Thometz and
Kwentin Keenan.

Sunday, May 2

Registration. Noon-6:30 p.m. Convention Center.

Reception. 6:30-8 p.m. Hilton Pavilion.

Monday, May 3

Registration. 7:30 am.-6 p.m.

Opening session. 9-11 am. Hilton Pavilion. June Travis, American
Television & Communications, convention chairman; Senator Howard
Cannon (D-Nev); Allen Gilliland, Gill Cable, NCTA chairman; Thomas
Wheeler, president. NCTA.

General session. Social and Economic Trends Affecting the Cable
Industry. Moderator: Thomas Wheeler. Panelists: Arthur White,
Yankelovich, Skelly & White; J. Richard Munro, Time; Louis Gerstner,
American Express Co.; Frederick Pierce, ABC.

Exposition grand opening. 11 am.

Luncheon. 12:30. Hilton grand ballroom. Speaker:
Timothy Wirth (D-Colo.).

Representative

Public policy sessions. 2-3:30 p.m. E-1. Cable Copyright: Can the
Compromise Survive. Moderator: James Mooney, NCTA. Panelists: Sena-
tor Patrick Leahy {D-Vt), Representatives Robert Kastenmeier (D-Wis),
Thomas Luken (D-Ohio), Carlos Moorhead (D-Calif), Matthew Rinaldo
(R-N.J), and Harold Sawyer (R-Mich.). Reactor: Mary Pittelli, Com-
munications Daily.

AT&T: A Competitor or a Predator. E-3. Moderator: Ralph Baruch,
Viacom. Panelists: Representatives Dan Lungren (R-Calif), Marc Marks
(R-Pa.), Al Swift {D-Wash.), W.J. Tauzin (D-La.), Harold Washington (D-
IIl). Reactor: Art Hill, TVC.

Technical speaker: 2-2:30 p.m. Room B. Howard Anderson, Yankee
Group.

Breakout sessions. 2:30-4 p.m. What's the Next Horizon in Pay Pro-
graming. A-4. Moderator: Ed Allen, Western Communications. Panelists:
John Cooke, Times Mirror; Greg Nathanson, Showtime; Robert Pittman,
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If you want to predict where

tomorrow’s cable innovations
will come from, here’s
a suggestion:

Look where
they're com- {558
ing from today.

If you want to
know where
tomorrow’s trends
will develop, look to the com-
pany with a proven reputation
for trend-setting.

If you want to know where your
support is coming from tomor-
row, look to the people who've
always been there when you
needed them.

Time after time, one company
has accounted for more than
its share of the cable industry’s
historic innovations, break-
through trends, and support.

That company is Turner
Broadcasting.

Time after time, it happens
here first.

FIRST BASIC SATELLITE SERVICE.

Until December 17, 1976, all that
most cable systems could offer their
customers was improved reception of

¥ a few local stations. Overnight, Turner

Broadcasting revolutionized the con-
cept of basic cable. By making
SuperStation WTRBS available,
operators could make basic cable
more desirable to viewers who had
never considered subscribing before.
From that moment on, the cable
industry has never been the same.

FIRST 24-HOUR CABLE SERVICE.

Today, with so many cable services
offering round-the-clock program-
ming, it seems almost routine. But
when Turner Broadcasting first
offered the SuperStation 24- g
hours a day it was revolu-
tionary. Subscribers and
operators alike respond- &
ed with immediate /
enthusiasm. Other
services have followed
the trend ever since.

FIRST NATIONWIDE
CABLE AD SALES.

At a time when advertisers and their

agencies had no room 1n their plans

Broadcasting w

establishing national advertis
offices to promote cable sales.

This groundwork is paying off to:

‘477 asmore and more major advertiss

devote significant portions of their
budgets to cable.

FIRST PROGRAMMING
SPECIFICALLY FOR CABLE.

As cable’s first satellite-delivered
bhasic service, SuperStation WTB
has developed programming that
responds to the needs and request
of operators and subscribers from
coast to coast. Classic movies, live
sports and great original program
have made the SuperStation the n
popular of all cable services.




“IRST NATIONAL
NIELSEN MEASUREMENT.

At a time when advertisers de-
nanded solid evidence of the size of
:able audiences, they found it in the
atings of SuperStation WTBS. The
superStation was the first cable
ietwork with national metered mea-
urement by the Nielsen Television
ndex —the accepted standard of the
['V industry.

\\:\; J\\J ’

IRST24 HOUR IN-DEPTH NEWS.

in June 1, 1980, Turner Broadcasting
took a step that changed the face of
TV forever. The debut of Cable
News Network gave cable opera-
tors a revolutionary 24-hour news
service unequalled in either broad-
p cast or cable TV history. CNN was
launched on time, has continued as

promised, and has established itself
as cable’s most important network.

With the introduction of CNN2 on
January 1, 1982, Turner Broadcastin
answered a need for a second kind o
cable news. CNN2 delivered the news
quickly, in capsule form, with a flair
that viewers responded to imme-
diately. Almost overnight, CNN2
attracted its own audience among
subscribers who wanted a lot of news
in a little time. It gave cable operators
another powerful tool to attract basic
subscribers—and keep them.

FIRST NATIONWIDE
CABLE INDUSTRY SUPPORT.

From the beginning, Turner Broad-
casting became part of the first line
of defense against attempts to legis-

FIRST 24-HOUR HEADLINE NEWS.

late away the gains of the cable
industry. To the public and the
government, Ted Turner has become
one of the most visible and articulate
defenders of cable television.

FIRST LOCAL SYSTEM
MARKETING SUPPORT.

SuperStation WTBS and Cable
News Network were the first services
to put all the tools of modern market-
ing in the hands of cable operators.
Turner furnished operators with plans
for launch and ongoing maintenance,
as well as complete marketing mate-
rials—and the advertising dollars
needed to make it all work.

FIRST LIVE, WEEKLY NCAA
FOOTBALL CABLECASTS.
Beginning in Fall, 1982, the
SuperStation will bring operators yet
another programming mnnovation to
help increase subscribers —live,
prime-time Saturday night college
football. The first season alone, 19
major college games are on the
SuperStation schedule.



NO, WEDIDN'T DO IT ALL ALONE.

Early in the growth of And it takes operator And it’s still the same
cable, Turner Broadcasting loyalty to helpa good service  philosophy we practice today.
recognized the kind of constantly improve and ex- It's what helped us grow.
supplier/operator teamwork pand upon its product. It's what helped cable
it takes to help build a pio- For a service to prosper, it  operators grow.
neering business enterprise.  must be sensitive to the on- It’s the reason we can say,

It takes the ability to pro- going needs of operators and “It happens here first”
vide programming excellence, be willing to deliver...on So if you're looking for
quality service and continu- time, and as promised. tomorrow’s innovations, look
ous support to help develop We've cultivated that to the people with the track
growth and retention for kind of teamwork from the record of performance.
cable operators. beginning. Look to Turner.

BROADCASTING.

THE LEADER IN TELEGOMMUNICATIONS.

Turner Broadcasting System, Inc., 1050 Techwood Drive, NW, Atlanta, Georgia 30318
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Warner Amex Satellite Entertainment; Michael Fuchs, Home Box Office;
Arnold Huberman, Rockefeller Center Cable Television. Reactor:
Jonathan Banner, View.

Text Services: Do You Go By the Book ? A-5. Moderator: Richard Loftus,
Scripps-Howard. Panelists: James Holly, Times-Mirror; Roy Bright, In-
telmatique; Larry Pfister, Time Video Information Services. Reactor: Gary
Arlen, Arlen Communications.

What's the Bottom Line in Cable Advertising? A-6. Robert Alter,
Cabletelevision Advertising Bureau. Panelists: Jack Clifford, Colony
Communications; Thomas McKinney, Teleprompter; James Heavner,
Village Cable; Whitney Goit, Wamer Amex. Reactor: Edmond Rosenthal.
CableAge.

People Make the Difference. G-2. Moderator: William Speisel, Cox Cable.
Panelists: William Dabney, East Bay Skills Center; John Mueller, Hay As-
sociates Management Consultants; Beverly Dreher, Times Mirror. Reac-
tor: Judy Rudrud, TVC.

Technical sessions. 2:30-4 p.m. Data Transmission Systems. Room B.
Moderator: Robert Tenten, Manhattan Cable. Panelists: Paul Baran,
PacketCable; Ernest Tunmann, Tele-Engineering; Robert Dickinson, E-
COM Corp.; Dr. Robert McNamara, Metronet.

New Developments in Addressable Hardware. Room D. Moderator: David
Large, Gill Cable. Panelists: Charles Eissler, Zenith Radio; M. Farouque
Mesiya, Times Fiber Communications; Patrick Birney, Pioneer; William
Thomas, Zenith Radio.

Public policy sessions. 3:30-5 p.m. Professional Sports on Cable:
Strike Three. E-2. Moderator: Jerry Lindauer, Times Mirror Panelists:
Senator Charles Mathias Jr. (R-Md.), Representatives John Conyers Ji.
(D-Mich.). Mickey Leland (D-Tex), Tom Railsback (R-lll), James Sen-
senbrenner (R-Wis.), Henry Waxman (D-Calif). Reactor: Pat Gushman,
Titsch Publishing.

Who Regulates Cable: The Markets or the Mayors? G-1. Moderator: Brian
Conboy, Time. Panelists: Senators Max Baucus (D-Mont). and Arlen
Specter, (R-Pa.); Representatives Thomas Bliley Jr. (R-va.), Cardiss Col-
lins (D-lIl.), Edward Madigan (R-IIl.), Mike Synar {D-Okla.). Reactor: Mer-
rill Brown, Washington Post.

Exhibits. 4-6 p.m.

Tuesday, May 4

Registration. 7:30 a.m.-6 p.m.
Exposition. 8 am.-6 pm.

Technical sessions. 8-9:30 p.m. Room D. Wky Aren't Fiber Optics
Being Used in CATV? Moderator: Dr. Paul Polishuk, Information
Gatekeepers. Panelists: 1. Sruki Switzer, Cablecasting Ltd.; Irving Kahn,
Broadband Communications; Archer Taylor, Malarkey, Taylor and Associ-
ates: Larry DeGeorge, Times Fiber.

Local Programing Facilities Design. Room B. Moderator: David Archer.
Panelists: Donald Langley. University of Cincinnati; Jerry Richter, Rice-
Richter Associates; Wayne Montone, Acoustical Engineering Group;
Tom Garofalo, Video Images; Peter Rafalow, Valley Cable TV.

Eyeopener sessions. 8:30-9:30 a.m. Franchise Renewal: Nuts and
Bolts. R-1. Moderator: John Evans, ARTEC. Panelists: Sally Davison,
Staunton Video; Charles Younger, Continental Cablevision; Gary Hoken-
son, Cox Cable.

Franchising and Financing for the Independent Cable Operator R-2.
Moderator: Alex Mercure. Panelists: Herb Wilkins, Syndicated Com-
munications; Eddie Pena, TelevVu Cable TV; Zakee Rashid, Telecable
Corp.

Apartment/Condos: Where Cable Challenges Dwell. S-1. Moderator:
Doug Jarvis, Jack Barry Cable Management. Panelists: Jack Gault,
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Manhattan Cable; Neil Burmeister. American Cable TV; Tom Campbell,
Campbell Management; Dan Shields, United Cable

Audience Research: Cable Advertising Key. S-2. Moderator: Bruce
Hoban. Panelists: Robert Sieber, Turner Broadcasting; Robert Maxwell,
Home Box Office; William Bernard, Daniels & Associates; Audrey Mor-
rison, Good-Vue CATV.

Emerging Security Issues. T-1. Moderator: Richard Burman, Warner
Amex. Panelists: Bruce Terry, Ackerman Security of Atlanta; John Mabry,
Central Station Electrical Protection Association; Don Hoke, Master Se-
curity Systems.

With Friends Like This. ... T-2. Moderator: James Holland, NCTA.
Panelists: Timothy Boggs, House Judiciary Committee; Thomas Cohen,
Senate Commerce Committee; Christopher Coursen, Senate Com-
merce Committee; Randall Davis, House Energy and Commerce Com-
mittee; Thomas Rogers, House Telecommunications Subcommittee;
Aubrey Sarvis, Senate Commerce Committee.

Distant Signals: Going, Going, Gone Z N-2, Moderator: Brenda Fox, NCTA.
Panelists: Gordon Fink, Senate Commerce Committee; Rodney Joyce,
House Telecommunications Subcommittee; Bruce Lehman, House
copyright subcommittee; Thomas Mooney, House copyright subcommit-
tee; Ward White. Senate Communications Subcommittee.

General session. 10-11:30 am. Hilton Pavilion. Making Cable Policy.
Moderator: John Saeman, Daniels & Associates. Panelists: James
Quello, FCC; Mimi Dawson, FCC; Bernard Wunder, National Telecom-
munications Information Administration.

Technical sessions. 10-11:30 a.m. Room B. Data Transmission Tech-
nologies. Moderator: Dr. Garold Tjaden, Cox Cable Communications.
Panelists. Jon GrosJean, Datavision; Stephen Klare, Scientific-Atlanta;
Jay Jubert, Wang Laboratories; A.H. Sonnenschein, Microwave Com-
munications Products.

Satellite Technology and Microwave System Design. Room D. Moderator:
Dean Popps, Communications Technology Management. Panelists: Mar-
vin Mason Jr, MetroVision: William Johnson, Microwave Filter; Allen
Koch, Compucon; John Wong, FCC; Dom Stasi, Warner Amex.

Luncheon. 12:30-2 p.m. Hilton Ballroom. Senator Barry Goldwater (R-
Ariz.).

Technical sessions. 2-4 p.m. Multibeam Satellite Antennas. Room D.
Moderator: Scott Tipton, HBO. Panelists: Eugene Augustin, Antenna
Technology Corp.; Gil Hodges, SAVAK International; Keith Larson,
Hughes Microwave; Marvin Shoemake, SatCom Technologies.

Interfacing CATV with New Consumer Electronics Products. Room B.
Moderator: Joseph Van Loan, Viacom Cablevision. Panelists: Gerald
Bahr, Cox Cable; 1. Switzer, Cablecasting Ltd.; Dt Walter Ciciora, Zenith
Radio; Robert Rast, American TV & Communications.

Breakout sessions. 2:30-4 pm. The Paper Chase: Sources of Financ-
ing. Room A-4. Moderator: Thomas Marinkovich, Daniels & Associates.

Panelists: Fred Joseph, Drexel-Burnham-Lambert; Herbert Wilkens, Syn-
dicated Communications; Steven Halstedt, Centennial Management
Co.; Jim Cavanaugh, Tribune Company Cable. Reactor: Tom Southwick,
Multichannel News.

How to Sell Buck Rogers When He's Real: Addressability and Pay Per
View. A-6. Moderator: Monroe Rifkin, Rifkin-Fox Communications.
Panelists: Robert Hosfeldt, Gill Cable; Christopher Derick, Teleprompter;
Ted Rogers, Rogers Cablevision. Reactor: Barbara Ruger, Cablevision.

Who Should Own Cable Systems: Network/Broadcast Crossownership.
E-1. Moderator Dan Aaron, Comcast Corp. Panelists: Bill Lilley, CBS; Lar-
ry Harris, FCC; William Bresnan, Teleprompter; Alan Pearce, George
Washington University. Reactor: Donald West, BRoaDCAsTING Magazine.

Switch to Cable: I Need Those Figures. E-2. Moderator: Frank Drendel, M/
A-COMM. Panelists: Sid Topol, Scientific-Atlanta; Allan Arlow, Centel;
Donald Silverman, Local Digital Distribution; Joseph Van Loan, Viacom.
Reactor: Dr. Jerome Lucas, DataCable News.

The Hide of a Rhinoceros: Penetrating the Market. G-1. Moderator: David
R. Van Valkenberg, Cox Cable, Panelists: Brian Gail; Ted Bates; Gary
Bryson, ATC; Bob Klein, Klein &; Edward Carter, Warner Amex. Reactor:
Nick Furlotte, Cable Marketing.

Wednesday, May 5

Registration. 7:30 am.-6 p.m.
Exposition. Open 8 am.-6 p.m.

Technical sessions. 8-9:45 am. System Reliability/Status Monitoring.
Room B. Moderator: Joseph Preschutti, C-COR Electronics. Panelists:
John Skrobko, Scientific-Atlanta; Neil Rapoport, RCA Cablevision
Systems; John Dahlquist. General Instrument; Henry Kallina, Cable
Communications of lowa; Mohamad Masri, RCA Cablevision Systems.

Applications of Fiber Optics in CATV, Room D. Moderator: Ray McDivott,
Warner Amex. Panelists: Dr. Paul Polishuk, Information Gatekeepers;
James Herman, Times Fiber; Dr. Douglas Pinnow, Times Fiber; Ray Tyn-
dall, Falcon Communications; Robert Sobczak, United Cable TV of Con-
necticut.

Eyeopener sessions. 8:30-9:30. A Slice of the Pie: Small Contractors
Can Compete. Moderator: Catherine LeBlanc, Scientific-Atlanta.
Panelists: Harry Hart, Nationwide Underground Cable; Mike Man-
nheimer, Cox Cable; A. Gus Warren, LBI Electro-Optics Corp.

Somebody’s Stealing My Signal. R-2. Moderator: Kenneth Gunter, UA
Columbia Cablevision. Panelists: Sam Towne, Gill Cable; Sgt. Jim Em-
mons, San Jose, Calif, police department; Neii McHugh, Viacom
Cablevision.

Is There a Computer in Your Future? S-1.

“Why a broker?

It's not a Court without a Judge.

Moderator: Myron Pattison.

Crawfordsville Community Cable. Panelists:
Dick LaPorte, Gill Management Systems; John
Hughes, NABU Manufacturing; Ray Madison,
Cable Data; Gill Varella, Rogers UA Columbia.

Cable and the National Advertising Revenue
Stream. S-2. Moderator: William Ryan, Palmer
Communications. Panelists: William McGee
Broadcast Marketing Co.; Robert Hance il
Eastman Cablerep; Robert Johnson, Black En-

Zhliniie
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tertainment Television; Ira Tumpowsky, Young
| & Rubicam.

Cable Embraces the Local Community. T-1
Moderator: Jeanne Cozad, Continenta
Cablevision of Ohio. Panelists: Larry Names
Valley Cable Television; Gene Linder, ATC
Anne Eason, Cox Cable.
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New Challenges at the System Level. T-2. Moderator: Sheidon Satin,
Sheldon Satin Associates. Panelists: Bruce Ellis, Cox Cable; Richard Er-
win, Cable TV of Puget Sound; Ted Livingston, Continental Cablevision;
James Robbins, Suffolk Cablevision.

Competitive Pay Practices in Cable. N-2 Panelists. Richard Tesauro.
Michael Adler and John Moyer, of the accounting firm of Ernst & Whin-
ney.

Technicali sesslons. 10-11:30 am. Satellite Spacing. Room B.
Panelists: Norman Weinhouse, Hughes Communications; James
Nelson, Prodelin; Marvin Freeling, RCA American Communications; Dr.
Guy Beakley, Scientific-Atianta.

Videotext on Cable: Is the Technology Here? Room D. Moderator: Gil
Tash. Times Mirror Cable TV. Panelists: Michael Dutfresne. Videotron
Communications; Gary Stanton, Southern Satellite Systems: Efrem
Goldberg, GTE Laboratories; Yves Noirel, CCETT.

Breakout sesslions. 10-11:30 am. How Much is a Cable System
Worth ? A-4. Moderator: Keith Cunningham, Prime Cabie Corp. Panelists:
Paul Kagan, Paul Kagan Associates; Fred Vierra, Daniels & Associates;
Jetfrey Marcus, Communications Equity Associates; Dougias Dittrick,
Tribune Company Cable.

Whose Subs Are They? A-5. Moderator: Edward Bennett, Viacom. Opera-
tors: Marc Nathanson, Falcon Communications; Martin Lafferty, Cox Ca-
ble; Burton Stanier, Teleprompter; Vivian Horner, Warner Amex. Sup-
pliers: Jonathan Hayes, Group W Satellite Communications; Chester
Simmons, ESPN; Robert Wussler, Turner Broadcasting; James Perkins,
Hearst-ABC Video Services; Kay Koplovitz, USA Network; Richard Cox.
CBS Cable. Reactor: Maurine Christopher, Advertising Age.

A Matter of Balance: Costs and Benefits of the Optimal Program
Package. A-6. Moderator: Frank Scarpa. Valley Video Cable. Panelists:
Charles Townsend, United Cable; Thomas Willett, Continental Cablevi-
sion; Larry Miles, Times Mirror Cable; Dale Parker, Heritage Com-
munications. Reactor: Les Brown, Channels of Communication.

The Front Page: A New Cable Connection. E-1. Moderator: Graham
Moore, Tele-Communications Inc. Panelists: Mel Tinney, ATC; Frank
Washington, EW. Scripps; Ben Smylie, Field Electronics Publishing.
Reactor: Neil Hickey, TV Guide.

Multitier Regulation: State and Local Public Policy Issues. E-2. Modera-
tor: Bill Strange, Jr, Sammons Communications. Panelists: Steven Sim-
mons, Simmons Communications; Kenneth Spigle, Community Antenna
Television Commission of Massachusetts: Frank Greif, Seattle telecom-
munication$ officer; Sheila Mahony, Cablevision Systems; Marvin
Weatherly, Alaskan public utility commission. Reactor: Norm Black, AP

Cable and the AT& T Settlement: Will it Reach Qut and Touch You? G-1.
Moderator: Gustave Hauser, Warner Amex. Panelists: lvan Wolff,
Donaldson, Lufkin & Jenrette; Randy Nichols, FCC; David Aylward,
House Telecommunications Subcomittee; representative of AT&T. Reac-
tor: Merrill Brown, Washington Post.

Luncheon. 12:30-2 p.m. Hilton Pavilion. President Ronald Reagan by
videolape. Address by economist Arthur Laffer.

Technical sessions. 2-4 pm. Future Technologies. Room B. Moderator:

Thomas Polis, Communications Engineering Management Services.

Panelists: William von Meister, Digital Music Co.; Robert Brown Jr, Cima
Telephone and Television; Dr. Charles Alvord, Communications Tech-
nology Management; Ron Jensen, 3M Co.

Control of Noise and Distortion tn Distribution Systems. Room D.
Moderator: Ann Muller, CTIC Associates. Panelists: |. Switzer, Cablecast-
ing Lid.; Harry Reichert, General Instrument; George Luettgenau, TRW
Semi Conductor; Clifford Schrock, CableBus Systems Corp.

General session. 2:30-4 p.m. Hilton Ballroom. Business Challenges in
an Evolving Technology. Moderator: Allen Gilliland, Gill Cable, Panelists:
Paul Bortz, Browne, Bortz & Coddington: Trygve Myhren, ATC: Leonard
Matthews, American Association of Advertising Agencies.

Banquet. 7:30 p.m. Awards presentation and entertainment by Sammy
Davis Jr.
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Stock( Index

Market
Exchange Closing  Closing Net  Percent Capitali-
and Wed. Wed. Charige Change PIE zation
Company Apr 28 Apr 21 in Week in Week Ratio (000,000)
TR O R OADCASTING
ININABClegs 2 siryu s wa s 36 35118 + 7/8 + 2.49 7 1.036
N Caplital Cities......... 76 76 12 989
NIMCBIS Y aas ia s dilmhsse o ps 421/8 4158 + 12 + 1.20 7 1,176
NN C OX= S o falm b g i bt 307/8 31 - 1/8 - 40 15 874
A Gross Telecasting.... 25 24314 + 14 + 104 6 19
OB TN A oy o by e 4 23 2214 + 314 + 337 14 236
N Metromedia.......... 2191/2 2091/2 +10 + 477 15 831
O Mooney............... 41/4 41/4 5 3
O Scripps-Howard ...... 17 17 10 175
N ISEOTOr < ik imiis 1oy dasanssore 291/2 29718 - 318 - 125 14 468
Ny UGS Ty ey r [y 313/4 311/14 + 1/2 + 160 S 303
O United Television..... 83/8 838 14 100

sesmsssmmmen  BROADCASTING WITH OTHER MAJOR INTERESTS  snuse—

A Adams-Russell ....... 245/8 23314 + 7/8 + 368 18 97
A Affillated Pubs. ....... 24 3/4 2414 + 12 + 208 9 128
O AH.Belo............. 181/8 1712 + 518 + 357 7 166
N Amerlcan Famlly...... 93/8 9 + 3/8 + 4186 9 126
N JohnBlair............ 323/4 29518 +31/8 +1054 9 122
N CharterCo............ 91/2 8314 + 3/14 + 857 7 205
N Chris-Craft........... 387/8 3958 - 3/4 - 189 10 87
N Cowles...... W o 351/2 331/2 +2 + 597 22 140
N Dun & Bradstreet....,. 68 655/8 +23/8 + 361 16 1803
N Falrchildind. ......... 15 14318 + 5/8 + 434 6 195
N GannettCo. .......... 363/4 351/8 +1518 + 462 12 1.949
N General Tlre.......... 185/8 191/2 - 7/8 - 448 7 438
O Gray Commun......... 34 34 7 16
N Gulf United........... 17 3/4 17 + 3/4 + 4.41 6 476
N Harte-Hanks.......... 251/4 26 - 3/14 - 288 10 245
N Insiico Corp........... 151/2 153/18 + 18 + 81 7 233
N Jefferson-Pilot....... 271/2 29318 -17/8 — 638 6 593
O Josephsonintl........ 8 3/8 758 + 3/4 + 983 7 32
N Knight-Ridder ........ 311/2 307/8 + 5B + 202 10 1.014
N Lee Enterprises ...... 261/4 25314 + 1/2 + 1984 10 181
N LIDerty) g o odapad 123/4 13 - 14 - 192 6 162
N McGraw-Hill .......... 52 49 +3 + 6.12 13 1.292
A Media Generai........ 377/8 3778 9 265
N Meredith.............. 591/8 561/8 +3 + 534 7 188
O Multimedia............ 313/4 3134 12 322
A New York Times Co... 411/4 361/4 +5 +13.79 10 509
N OutletCo............. 323/4 34118 -13/8 — 402 60 87
A PostCorp............. 271/2 271/8 + 3/8 + 138 15 50
NI ROIINS . wrpnry o 5oy s Py e 153/4 141/8 +15/8 +1150 9 432
N San Juan Racing ..... 221/8 221/8 35 95
N Schering-Plough...... 305/8 301/2 + /8 + .40 9 1628
N SignalCos............ 201/2 201/8 + 3/8 + 186 7 1480
O Stauffer Commun. .... 44 44 11 44
A Tech Operations...... 181/4 183/8 - 1/8 - 68 8 17
N Times Mirror Co....... 45 433/4 +11/4 + 285 10 1.536
C TurnerBestg.......... 121/2 111/2 +1 + 869 15 255
A  Washington Post ..... 333/8 3314 + tiB8 + 37 14 469
N Wometco............. 24 243/8 - 38 - 153 13 326

el CABLE e —

A ActonCorp. .......... 7 718 - 1/8 - 1.75 233 33
N American Express.... 47 7/8 497/8 -2 - 4.01 9 4442
O Burnup & Sims ....... 121/8 12v4 - 158 - 102 13 105
O Comcast.............. 201/4 191/4 +1 + 519 19 90
N General Instrument... 385/8 39 - 3/8 - 96 14 1.191
N Group W Cable ....... 371/2 37112 30 638
O Heritage Commun..... 9 3/8 9 + 3/8 + 416 26 67
O Rogers Cablesystems 6 5/8 718 - 172 - 701 133 145
O Tele-Communications 21 1/2 191/2 +2 +1025 52 600
N Timeine. ............. 34 33718 + 1/8 + 36 12 1,692
©  TOCOR mus s et snsanses 91/2 81/2 +1 +11.76 12 47
N United Cable TV...... 221/2 223/8 + 118 + 55 21 245
N VIACOmM i usiiansinsnsa 24 2358 + 3/8 + 158 17 271

Market
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‘and Wed. Wed.  Change Change PIE zation
Company Apr28  Apr 21 in Week in Week Ratio (000,000)

PROGRAMING |

O Barrisintl............. 11/8 2 - 18 - 625 14 10
N Columbla Pictures.... 701/2 7058 - 18 - 17 14 590
N Disney............. ... 571/8 561/2 + 58 + 110 17 1904
N Dow Jones & Co...... 461/2 461/8 + 3/8 + 81 18 1460
N Filmways ....... sl D174 51/2 = 114 - 454 1 30
O FourStar............. 21/2 214 + 14 +1111 14 1
N Getty Oil Corp. ....... 495/8 487/8 + 3/4 + 153 5 4,076
N Guif + Western....... 153/8 151/4 + 18 + 81 4 1135
N* MEAS . ot S o 5 ouaaliis 51 3/4 53 -11/4 - 235 14 1.231
N MGM/UA.............. B8 & 8 298
O Reeves Commun...... 32 30 +2 + 666 13 260
O Teteplctures .......... 91/8 8114 + 718 +1060 17 44
O Video Corp. of Amer. . 97/8 91/2 + 3/18 + 394 38 16
N Warner ............... 56 7/8 557/18 +1 + 1.78 16 3,487
A Wrather............ wip 25 26 -1 - 384 20 58

N SERYICE e —

C BBDOInc............. 44 43 +1 + 232 9 117
C Compact Video ....... 57/8 6172 - 518 - 961 6 18
N Comsat............... 64 3/8 62 +23/18 + 383 18 515
O Doyle Dane Bernbach 17 14 3/4 +21i4 +1525 9 93
N Foote Cone & Beilding 33 1/4 313/4 +1 12 + 472 8 89
O Grey Advertising...... -1:] 65 +1 + 153 6 37
N Interpubll¢ Group..... 27 3/4 2714 + 112 + 183 8 128
N JWT Group ........... 203/8 20 + 318 + 187 15 106
O MCI Communications. 36 1/2 373/8 - 7/8 - 234 31 1772
A Movlelab.............. 33/8 314 + 118 + 384 34 5
O A.C. Nielsen.......... 481/4 4812 - 14 - 51 14 541
O Oglivy & Mather ..... . 321/2 32112 8 138
O Telemation............ 25/8 2518 15 2
O TPC Communications. 1 3/8 114 + 1/8 +10.00 2 1
O UnltelVideo .......... 7 7 11 8
N Western Unlon........ 335/8 335/8 11 572

I ELECTRONICS/MANUFACTURING

O TAEL. e aoibiveh b atfd A1t 1112 1214 - 114 - 204 4 23
N Arvin Industries ...... 133/4 133/a 8 94
O C-Cor Electronics .... 22 181/2 +31/2 +1891 28 65
O Cable TV Industrles .. 7 7 8 21
A Cetec............... . 41/8 41/8 8 9
G, ChYron sumiishe wssd usms 183/4 183/a 15 50
A Cohu......ovevnnnnn 43/4 4718 - 18 - 256 7 8
N Conrac............... 251/4 26318 -11/8 - 426 19 54
N Eastman Kodak....... 72 7312 -114/2 - 204 9 11,620
O Elec Misslle & Comm. 161/2 171/2 -1 - 571 61 45
N General Electric...... 651/2 63314 +13/4 + 274 9 14924
N Harris Corp........... 311/2 158 - 18 - 39 11 985
O Microdyne ............ 133/4 13718 - 1/8 - 90 17 62
N M/A Com.inc......... 23 2114 +1 314 + 823 24 894
N M. e 5k 0 2t grorersmsrorene 555/8 56 - 38 - 66 10 6,534
N Motorola.............. 637/8 621/2 +13/8 + 220 11 2289
C Nippon Electric....... 793/8 741/2 +47/8 + 654 29 3076
N N. American Phillps... 391/2 375/8 +17/8 + 498 5 539
N Oak Industries........ 24 2458 - 58 - 253 11 340
A OrroxCorp...cocovan. 893/8 10 - 58 - 625 55 20
([ R — 211/2 2212 -1 - 444 12 1,624
N Rockweliintl.......... 311/2 283/4 +23/14 + 956 8 2.400
A  RSC Industries ....... 51/4 5 + 1/4 + 500 44 16
N Scientific-Atlanta. .... 183/4 1914 - 12 - 259 18 435
N Somy Corp............ 137/8 14 - 48 - 89 11 3.199
N Tektromnix ............. 551/8 55114 - 118 - .22 13 1.031
O Telemet (Geotelinc.). 2 1518 + 318 +23.07 6
A TexscaNs.c.::ssewgsss 135/8 14518 -1 - 683 17 62
N Varian Assoclates.... 36 341/8 +17/18 + 549 25 289
N Westinghouse ........ 265/8 25314 + 7/8 + 3.39 5 2270
N EOIMN o grs s e s § g e 141/2 1558 -118 - 720 18 274

Standard & Poor’s 400
industrial Average 129.97 12795 + 202

Notes: A-American Stock Exchange, B-Boston, M-Midwest, N-New York, P-Pacific
O-over the counter {bid price shown. supplied by Shearson/aAmerican Express.
WashIngton). P/E ratios are based on earnings per share for previous 12 months as
published by Standard & Poor's or as oblained by Broadcasting’s own research.

Earnings figures are exclusive of extraordinary gain or loss. Footnotes: * Stock did
not trade on given day, price shown is last traded price. ** No P/E ratic computed,
company registered net loss. *** Stock split 2 for 1. + Stock traded at less than 12.5
cents. **** Stock inactive due to limited bidding.
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A“THANK YOU”
AND A“PLEASE ”

We of the National
Guard Bureau would like
to thank you for your
support of our Public
Service efforts.

We gratefully ask
that you please continue
that splendid support.

Let’s face it. We
really need you. Because
our country really
needs us.

Fional
Eﬂllﬂl‘ll

If you are attending the NCTA convention, please stop by our exhibit
booth and view our latest reel of TV Commercials.




Quello warns of
overexposure
to the new media

Commissioner says that in
providing for new services,
commission must be careful
not to jeopardize free TV

The most important principle for the FCC
in the “‘new telecommunications environ-
ment”’ is forbearance ‘‘from regulation
whenever practicable,”” because competi-
tion often can better serve the public’s
needs, FCC Commissioner James Quello
said last week. Nonetheless, Quello said,
speaking before a meeting of the Public
Relations Society of America in Dearborn,
Mich., the commission should also
remember that ‘‘more is not necessarily
better”” The commission, in authorizing
new services such as low-power television,
and in contemplating the authorization of
such services as direct broadcast satellites,
“*may be trying to provide diversity for
aiready satiated broadcast markets,”
Quello said.

Among the ‘‘perplexing’’ issues 1he
FCC must address, Quelio said, is how the
consumer would be best served by addi-
tional cable c¢hannels, multipoint dis-
tribution channels, teletext, pay cable,
subscription television, superstations,
direct broadcast satellites, videodisks and
tapes; whether the commission was *‘inad-
vertently” advancing new pay services
from cable, MDS and STV over *“‘conven-
tional free over-the-air service'’; whether
direct broadcast satellite service would
‘*eventually circumvent local stations
licensed to serve their communities’;
whether support for local programing
would be dissipated, and whether con-
sumers will eventually have to pay 10 see
major sports and major, or even all,
movies over pay cable or STV.

**Cable companies have promised
multiple-channel operations of 50 to 107
channels to gain franchises,” Queilo said.
“What will be used for programs? Cable’s
principal source of good free programing is
what they have been transmitting from
television stations at unjustifiably low
copyright fees,”” Quello said.

“*Fifty or 100 channels might provide
more programing and two-way services
than an individual can handle,’ Quello

Quality satellite audio is a 1
profitable cable support sefvice
— it it's done right. That's why the
WEGENER Series 1600 main frame
satellite audio system was
developed — with lasting quality
and flexible economy to add
agch great satellite audio service
ceird-by-card
ER developed quality
mono especially for

Nercross, GA, 30092

Call today and we'll ship right away. Don’t wait to hear about
us, listen to our sound Series 1600 system today and
discover that at WEGENER We Are Sound!

| Wegener Communications, Inc.

150 Technology Park/Atlanta

1-404-448-7288
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said. ‘‘Audiences can be (racuonalized,
and advertising support for the more ex-
pensive quality programing could be dissi-
pated,” he said.

And although Quello said the potential
of DBS was ‘‘mind boggling,’ he also said
he thought that the FCC “*‘must preserve
future options in regulation and structur-
ing to assure a continuing local broadcast
service 1o communities throughout the
nation.”

‘[ believe local service 1o the public was
intended and is implied by the Com-
munications Act,”’ Quello said. **We must
be careful not to restructure the entire
communications system to favor pay ser-
vices over a [ree service to the public.”

Quello also said he thought the commis-
sion had the responsibility of assuring an
“‘orderly, stable transition’ from the TV
communications of the 1980s into the
1990s, paying heed to all the ‘‘complex
facets of the public interest,” which he
said he defined as ‘‘the best service (0 the
most people and at the most reasonable
price.”

Quello said he hoped that government
and industry could work together con-
structively for greater achievement. “l
propose that the FCC enlist the nation’s
foremost engineers, programers and ex-
ecutives from broadcasting and the
electronics industry to develop a com-
prehensive system for American broad-
casting,” he said. *‘This panel of experis
or a high-level task force could supple-
ment our staff in incorporating the latest
emerging technologies in a coordinated
plan that would assure the further growth
of free over-the-air broadcasting,” Quello
said. a

FCC uses hindsight
in reversing 1980
Curran decision

On second thought, says FCC,
WPAM licensee did not violate
Section 315; broadcasters’
rights must be considered as
well as political candidates’

Setting aside another action by the Ferris
administration, the FCC has granted Cur-
ran Communications Inc., licensee of
wpraM(am) Pottsville, Pa., reconsideration
of an October 1980 FCC letter that ad-
monished the licensee for, in effect, cen-
soring a political candidate’s radio com-
mercial.

The action stems from November 1979,
when the FCC received a complaint alleg-
ing that Curran had refused to accept with-
out revision a taped political announce-
ment for William Willard, a candidate for
Schuykill county, Pa., commissioner. An



FCC field investigation disclosed that the
Willard announcement had contained
“derogatory’ references to James Curran,
president and 50% owner of Curran Com-
munications.

After reviewing the tape, Kenneth
Meinhurdt, station manager, played it for
James Curran Jr., vice president and 50%
owner of Curran Communications.
Although Willard’s sponsoring committee
wus initially told that the tape couldn’t be
run. the station later agreed to run the lape
“as s, but suggested to the Willard
buckers that they might risk the conse-
guences of (presumably a defamation)
lawsuit.

As a result, the Willard sponsoring com-
mitlee requested that the announcement
not be run, and replaced it with an an-
nouncement that didn’t include the
“derogatory’ references.

In its October 1980 letter, the FCC said
that wraM's initial refusal to accept the an-
nouncement as submitted, Tollowed by
“grudging” acceptance coupled with 4
threat of subsequent legal action, caused
the candidate’s sponsoring committee (o
revise the announcement, constituting
censorship in violation ol Section 315(a)
ol the Communicuations Act.

In its petition {or reconsideration, Cur-
ran said the FCC “‘erroneously’” analyzed
the fucts and “‘improperly™ applied the law
10 the case. According 1o Curran, the facts
did not support a conclusion that wWpas's
acts were “tintimidating” or *‘required”’
the sponsoring committee 10 revise the
political announcement. Moreover, Cur-
ran said, the station’s warning Lo the spon-
soring committee could only be lairly in-
terpreted as “educating and advising’” the
commitlee on its legal obligations con-
cerning the announcement.

In a 6-1 vote {(with Commnussioner
Joseph Fogarty dissenting), the FCC
found the conclusion in “‘our first deci-

sion’” wasn’t the right one. “"On recon-
sideration, we believe that other inferences
can reasonably be drawn from the same
facts, including those inferences drawn
by** Curran. **This is a case of first impres-
sion and involves not only the rights of
candidates, but the rights of broadcasters
as weil. Lacking essential facts, we do not
belicve that this is the case upon which to
build a new body of law concerning threats
or intimidation.” the FCC said.

“*This is not 10 say that a licensee, hav-
ing disclosed fully to the candidate that the
broadcaster must and will broadcast a ‘use’
with any content decided by the candidate,
may not inform the candidate of potential
legal liability that might arise from such
broadcast. We are stating here that broad-
casters, with such warnings or otherwise,
may not intimidate candidates so as to
cause them to make changes in announce-
ments submitted as ‘uses.’ In the case
before us, however, the facts are insuffi-
cient to eswablish intimidation,” the FCC
said.

Fogarty said he dissented because “‘the
facts presented are sufficient to establish
censorship prohibited by Section 315(a),
and because this decision at besi leaves
this critical area of political broadcast law
in a confused muddle and at worst sub-
stantially weakens the broadcast ‘use’
rights of candidates as declared by Con-
gress and affirmed by the Supreme Court.

*“1 note in concluding this dissent that a
majority of this commission has declared
itself” in favor of the complete repeal of
Section 315 as an ‘infringement of the
First Amendment rights of broadcasters,
despite judgment of both the Congress
and the Supreme Court to the contrary. |
trust that this case and the issue it has pre-
sented have been decided according to ex-
isting congressional statute and intent and
not according 1o the majority’s current po-
litical predilections,” Fogarty said. ]

“UP

\ IN EARLY FRINGE -

KABC-TV Los Angeles
M-F 3:30 PM*

Rating women  Me
& Share 25-54 25-
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WTMJ-TV Milwaukee
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M-F 3:00 PM*
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NOV ‘81 % 2/15 9 3

WeshingtonaWertteh

Reporters rights challenged. National Association of Broadcasters has asked Supreme
Court to review decision by Washington Supreme Court upholding what NAB says is move
by lower court to establish prior restraint of press coverage of pre-trial hearing. Washington
trial judge had ordered reporters of both print and broadcast press to agree in writing to
hitherto voluntary guidelines or not be permitted to cover hearing. NAB called ruling
“unconstitutional” and “profoundly disturbing” because it will “encourage courts to
transform voluntary press guidelines into mandatory prior restraints.”

a

Pittsburgh RIF’ed. FCC has announced it shut down its Pittsburgh fleld office April
30. Richard Smith, chief of FCC's Field Operations Bureau, said office was closed as
part of pian to meet reduced budget for fiscal 1982. Same plan calls for FCC to shut down
Cincinnati office some time this summer, he said. Although FCC also had proposed to shut

; [T - f *NSI/Cassandra, as dated
down its Anchorage monitoring station, FCC has agreed to keep that station through end of
fiscal 1982 at request of Senate Commerce Committee

. NOW SOLD IN

OVER 100 MARKETS
Telepictures

CORPORATION

One Dag Hammarskjold Plaza, New York,
NY 10017 (212)838-1122 Telex: 645366
291 South La Cienega Bivd., Suite 410,
Beverly Hills, CA 90211 (213) 657-8450
TWX: 910-321-1038
1918 North Mohawk, Chicago, iL 60614
(312) 4401757

THE
PEOPLE’S

COURT

Dispute. John A. Piccirillo, former regional vice president and general manager of wyys(Fm)
Fairfield-Cincinnati, Ohio, is suing station licensee, HBC Inc., and its prinCipal owner,
Representative Cecll Heftel (D-Hawaii), for $10.2 million. Piccirillo claims he was fired on
Oct. 26, 1981, despite contract held by his company, John A. Plccirillo & Associates, to
manage both wyys(FMy and Heflel's wiks(rm) Indianapolis through 1983, Suit also says
termination made it impossible for Piccirillo to exercise option —provided in contract—to
purchase wiks if Heftel put it on market. Besides wyys and wiks, Heftel owns kGmb-Tv Hilo,
KSSK(aM) Honoluly, kaMv(Ty) Wailuku and kuLA(FM) Waipahu, all Hawaii, wkuetam) Chicago
and wxks-am-Fv Medford, Mass.
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Wunder predicts
reduced, but still
important, role
ahead for NTIA

While size of agency is being
trimmed, issues it will still be
concerned with include
copyright, cable jurisdiction

The National Telecommunications and In-
formation Administration isn't what it
used to be, in terms of size, and it’s going
to be even less. But reports of its demise
may be premature, according to its admin-
istrator, Bernard J. Wunder Jr., who is
assistant secretary of commerce for com-
munications and information. NTIA will
still have important functions to perform,
he says.

Wunder, who is the key administration
member for advising the executive branch
on telecommunications policy matters,
notes that NTIA, suffering from Reagan
administration budget cuts, iS now a
shadow of its former self. Where it had 464
employes under Henry Geller during
the Carter administration, he said, it now
has 200, and will soon be down to about
190.

He noted that the White House’s old
Office of Telecommunications Policy, out
of which NTIA was created, ‘‘peaked”
with 56 persons. However, the substantial
technical and research assistance that was
available to OTP was charged to the Com-
merce Department.

Wunder discussed NTIA last week at
the 10th annual Telecommunications
Policy Research Conference, in An-
napolis, Md., which was sponsored by the
National Science Foundation, the Annen-
berg Foundation, the Benton Foundation
and the Canadian Radio-Television and
Telecommunications Commission.

The major change in NTIA’s affairs will
be a reduction in domestic policy matters.
However, Wunder said there would be an
increased emphasis on international
issues, including international radio fre-
quency management and trade issues—
matters of increasing importance to the
Senate Commerce Committee.

Wunder also said the agency will con-
tinue to provide ‘“‘an executive branch
communications policymaking operation.”’
And he said that the communications and
related industries ‘“‘will become in-
creasingly important to our own as well as
the international economy.” But he also
said it is “‘certainly unlikely’ that, in an
administration pledged to reducing the
size of government, anything like a
““Department of Communications' or a
large **National Telecommunications
Agency” will materialize.

As for specific areas in which NTIA will
be involved, Wunder ticked off five:

& Copyright—or, “‘more broadly, pro-
viding the producers of intellectual pro-
perty with an adequate incentive to pro-
duce”” He said that would require the
difficult balancing of the producers’ need
for adequate incentives and compensation
and the general public’s interests in max-
imum availability.

® The relationship of federal, state and
local jurisdictions. Wunder said that no
one doubts the legitimacy of state and
local governments® interest in ‘‘some as-
pects of cable television.”” But, he said, it
would not make sense for a government
that has deregulated the business at the
federal level ‘1o allow non-federal regula-
tion to just well up and seek to fill the
ostensible regulatory void.”

® [nternational telecommunications.
Wunder said there is ‘‘needless overlap
and confusion’’ among government agen-
cies involved in that area, and some U.S. in-
ternational trade rivals “‘fully appreciate
and, indeed, not infrequently seek o ex-
ploit, divisions among and between
federal agencies.”’ He said NTIA would at-
tempt to develop ‘‘a more coherent,
reasonable means by which decisions are
reached and implemented in this area.’”

® The last two areas cited by Wunder
involve a determination as t0 how best o
provide a domestic regulatory environ-
ment for communications goods and ser-
vices vendors that will maximize their
effectiveness in international trade and
*‘ensure the continued success of volun-
1ary, private-secior efforts to safeguard in-
dividual rights to privacy’ in connection
with international daia processing ser-
vices. He said in that regard that NTIA has
been successful *‘in achieving a high de-
gree of voluntary compliance.” O

MDS modilfications. Microband Corp. of America’s proposal to expand and festructure
the multipoint distribution service, a plan it said would allow MDS operators to compete
with cable (BROADCASTING, Feb. 15), has been included in two FCC rulemaking proceedings
proposing reallocation of the 2500-2620 mhz band for shared use by MDS and the Instruc-
ticnal Television and Private Operational Fixed Microwave Services. In a filing |ast February
(BrROADCASTING, Feb. 15), Microband proposed transforming the MDS service into a "wire-
less cable system” by reallocating three groups of four channels from ITFS to MDS in the
50 largest metropolitan areas. Under the Microband plan, the 14 channels that then would
be available for MDS in those markets would be controlled by three MDS operators acting
as commaon carriers, with two receiving five channels each and one receiving four. Several
commenters had urged the FCC not to include Microband's proposals in the rulemakings,
noting that the comment deadlines for each proceeding had closed in October 1980. With-
out commenting on the merits of Microband's proposals, however, the FCC Common Car-
rier Bureau agreed to incorporate Microband's three-volume proposal into the proceedings.
The bureau said it would accept comments on Microband's proposals for 30 days after it
published notice of its action in the Federal Register
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Fogarty stands
firm in face of
marketplace winds

FCC commissioner says rules on
domsats should be kept while
satellite scarcity still exists

Until there is no scarcity of domestic
satellites, ‘‘and we can be sure that rates
set in the marketplace will not gouge
users,” the FCC shouldn't deregulate
domsats, Commissioner Joseph Fogarty
said at a seminar on *‘Successful Satellite
Networking’' in Vienna, Va.

Although Fogarty said that overregula-
tion could impair the development of
domsat services, “‘what is forgotten too
often these days is that in a monopoly
situation, characterized by scarcity of
facilities—which the satellite market
clearly is—underregulation can also dis-
courage the offering of the innovative ser-
vices and equipment upon which our ex-
pectations of growth in demand for
satellite services are based.”

That, Fogarty said, was the case because
of a domsat’s ability, once freed of
regulatory restraints, to charge unreasona-
ble rates. *‘In a normal market situation,
users would simply switch to another car-
rier. However, because of the scarcity of
satellite transponders, this option does not
exist today and many users may find
themselves forced out of the market no
matter how innovative their services,”
Fogarty said.

Although Fogarty said the commission
in January 1981 had authorized the con-
struction of 25 new domsats and currently
is considering a4 rulemaking to reduce to
two degrees the spacing between satellites
in the four and 12 ghz bands to ease
satellite scarcity, that scarcity still exists.

Nonetheless, Fogarty said, the commis-
sion, in its competitive carrier proceeding,
has proposed to rely on the marketplace as
opposed to regulation to set domsat tariffs.

Meanwhile, the commission has
launched another proceeding to feview
proposals by certain domsats to sell trans-
ponders on a noncommon carrier basis
and to determine appropriate rules and
policies for doing so, Fogarty said. The
commission has also permitted RCA
Americom to sell $13-million pre-paid
leases on Satcom IV, and the tariff “*was
not based on cost but RCA’s speculative
determination of market demand,”’ Fogar-
ty said.

**To say the least, | am very troubled by
these unregulatory policies,”” Fogarty said.
“I fear that instead of promoting innova-
tion in the satellite area, they will lead to
the worst type of monopoly abuses. These
policies ignore the actual reality of the
satellite market and instead focus on an
optional situation which is still years
hence,” Fogarty said.

**| believe that the public interest, your
ultimate interest, requires more of the
FCC than simply a blind faith in the com-



petitive marketplace—no matter how at-
tractive the theory,”” Fogarty said. ‘*Each
market is different and must be analyzed
in terms of its actual competitive reality
and not how we would like it to be. From
this perspective, 1 doubt very seriously
whether the domsat market is ready for
deregulation. When scarcity has come to
an end, and we can be sure that rates set in
the marketplace will not gouge users, I will
be among the first to support deregulation.
However, now is not the iime,"’ Fogarty
said. )

Geller, Shooshan

among dissidents
on AT&T pact

Former NTIA head and House
subcommittee counsel object
to local companies exclusion
from information services

Owners ol some familiar names from the
not-so-distant past in Washington have
contributed their comments on the Justice
Department’s proposed sctilement of its
antitrust suit against AT&T. And like a
number of others who have filed—but by
no means all—they took issue with the
provision prohibiting the 22 Bell operating
companies (BOC’s) that are to be spun off
from offering information secrvices and
selling customer premises equipment
(CPE). They are to be limited to providing
local telephone service.

The commenters are Henry Geller,
assistant secretary of Commerce for com-
munications and information and adminis-
trator of the National Telecommunications
and Information Administration, in the
Carter administration; Harry M. (Chip)
Shooshan 111, chief counsel for the House
Subcommittee on Communications from
1974 10 1980, and Dr. Charles Jackson,
now associated with Shooshan in a con-
sulting firm, and who served on the same
subcommittee staff during those years.

The three, who were joined us authors
of the comments by Ira Barron, an at-
torney and an associate of Geller's, and
Cuatherine M. Reiss, a graduate of George-
town University Law School, said exclu-
sion of the local companies from informa-
tion services would be *‘anticompetitive
and harmful to consumers'™: the com-
panies would be denied the opportunity to
meet the increasing consumer nccds for
information services.

The commeniters said concern over the
operating companies taking advantage of
their monopoly position could be met by
the creation of a separate subsidliary struc-
ture and/or accounting procedures 1o en-
sure that essential exchange fucilities are
made available on a nondiscriminatory
basis to the BOCs’ competitors.

As for the same of customer premises
equipment, the commenters say il is pro-
bubly a ‘‘corollary’’ to the bhan on
manulacturing of CPE, which is aimed at
removing the companies’ incentive 1o
favor their manufacturing affiliate,

Western Electric. But, they say, it doesn’t
follow that the companies shouid be bar-
red from selling CPE manufactured by
nonatliliates. *‘In fact,” they noted, ‘‘the
Justice Department gives no reason f(or
the prohibition™ in its analysis of the pro-
posed settlement.

Along with requiring AT&T 10 sever its
tics to the local operating companies, the
proposed settlement would free the com-
pany from the terms of a 1956 consent
decree it had signed to end an earlier anti-
trust suit. That one prohibits AT&T from
engaging in nonregulated businesses, such
as data processing, computer-to-compuier
transmissions and equipment sales. The
proposed settlement also would allow
AT&T 1o retain its long distance service,
the Yellow Pages, and its research and
development and manufacturing arms,
Bell Labs and Western Electric.

And companies that are potential or ac-
tual competitors of AT&T are equally con-
cerned about the prospect of such com-
petition, according to comments filed with
the Justice Department.

The Computer & Communications In-
dustry Association, speaking for more
than 60 companies in the merging fields of
computers and communication, said the
proposed setilement fails to “‘remedy the
anticompetitive eftects of the vertical in-
tegration” of AT&T’s long distance ser-
vice and its wholly owned Western Electric
Co. It called for **structural safeguards’” in
the form of a breakup of AT&T's service
groups—long lines and the operating com-
panies—from one another and from
Western Electric. That would be the only
means of obtaining an “‘inviolate and en-
during framework for competition in the
telecommunications industry,” CCIA said.

One of AT&T's present day competi-
tors, General Telephone & Electronics
Corp., called for a number ol modifica-
tions in the proposed decree. Among other
things, it said the proposed settlement
should be amended to require AT&T 1o
ofler unregulated facilities and services
only through a separatc subsidiary that has
no regulated activities, and 10 require man-
datory procurement by the local operating
companies and the Long Lines Division
from sources other than Western for a
limited period, in addition 1o requiring
open purchasing.

Another of AT&T’s competitors—and
one that has fought it ofien, before the
FCC and in the courts—took a more
tolerant view. MCI1 Communications
Corp. said the principal provisions—
divestiture and nondiscriminatory access
charges—""atford a landmark opportunity
to foster competition in the telecom-
munications industry.”” But it also pro-
posed a number ol changes. It called for
an amendment prohibiting AT&T from
discriminating against any intercity com-
mon carrier seeking acccss 10 local ex-
change facilities, and said that until the
“‘current discrimination in exchange ac-
cess is prohibited,” carriers receiving lcss
than equal exchange service should bc
charged less, “‘to rellect the reduced costs
of the facilities and scrvices they are
offered ™ ]
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The ascension of media at agencies

4A’s meeting stresses growing
importance of media departments,
future fractionalization and
growth of cable advertising

The decade of the 1980’s was termed the
‘‘golden age of media’ during an all-day
symposium of the American Association
of Advertising Agencies in New York last
week.

Peter £ McFadden, president and chief
operating officer of Dancer Fitzgerald
Sample, New York, noted that there were
previous ‘‘golden ages™ (creativity and
marketing), and now it is media’s turn be-
cause of the multiplicity and complexity of
dealing with the new electronic media.

McFadden and other speakers at the
AAAA Media Day meeting last Tuesday
(April 27) focused on the growing impor-
tance of the agency media department,
which must cope with planning and selec-
tion in an expanding universe and during a
period in which advertisers are in-
creasingly concerned over spiraling costs.

The Media Day meeting attracted about
200 agency and advertiser officials, well
below the 350 in attendance at the 1981
event. A 4A’s official suggested that belt-
tightening among advertisers, agencies
and media had contributed to the lower at-
tendance.

John S. Reidy, vice president and media
analyst for the stock brokerage firm of
Drexel, Burnham & Lambert Inc., New
York, predicted that although the three-
network share will decline in the next
decade, the total network audience will re-
main the same as the population grows and
sets-in-use increase. He pointed out that
the main competition to the networks
comes from the pay cable systems that do
not accept advertising, leaving the net-
works as principal carriers of commercials
for the foreseeable future.

Reidy decried the tendency of adver-
tisers and agencies to support ‘‘the win-
ning media,” such as the strongest two
networks (ABC-TV and CBS-TV). He ob-
served that the weakest network may pro-
vide a more advantageous cost-per-thou-
sand and said ‘‘going with the winner™ is
not always the soundest approach.

**If a network disappears or if a newspa-
per like the Daily News in New York shuts
down, a good part of their expenditures
disappears,” he remarked. “‘And agency
commissions disappear too.”

McFadden of DFS, who used the
‘*golden age’’ metaphor, said that until re-
cently, with the unquestioned dominance
of network television, media planning and
selection were relatively simple. With the
proliferation of cable channels over the

next decade, he said, choices are going to
be more difficult to make. He suggested
that the new media will be obliged to pro-
vide product usage and life-style informa-
tion and agencies must invest more money
in research.

McFadden’s colleague, Allen Banks,
executive vice president and director of
media for DFS, said the agency is attempt-
ing to meet the challenge of the 1980’s by
holding training seminars for media per-
sonnel and senior account executives,
constantly reviewing the various computer
systems the agency uses, and involving its
clients in media, particularly cable TV. He
added that DFS also is involving various
segments of the agency, including creative
and programing, in the new media.

James Henderson, president and board
chairman of Henderson Advertising,
Greenville, S.C., said the media depart-
ment always has been **an integral part of
the agency.”’ The department has been ex-
panded because of the new media, he con-
tinued, and more than ever before, media
specialists have become involved in man-
agement decisions.

Expanding on Henderson's remarks,
Robert Reuschle, senior vice president
and director of media for Henderson Ad-
vertising, said the fractionalization of
television will lead to problems and oppor-
tunities. He said costs are going to increase
because of the need for additional sales
and support personnel in an expanding
media universe, but added that there will
be the advantage of ‘‘better targeting.”

““The media people of the future must
be creative planners, savvy negotiators,
computer specialists and people-
watchers,”’ he concluded.

Thomas E. Lawson, president and chief
executive officer, Rosenfeld, Sirowitz &
Lawson, New York, said media depart-
ment costs have been outpacing media in-
flation and there is continuing pressure on
agencies in salaries and real estate costs.
The answer, he suggested, is improved
productivity through more extensive use
of the computer and the development of
the “‘superman’’ media employe capable
of coping with the fragmented media of
the future.

“‘We’'ve made a heavy financial invest-
ment in our media department; we spend
considerably more now on media
research,” Lawson stated. ‘‘More and
more we are training our top people to get
involved in disciplines other than their
own.”

From the advertiser side, David Smith,
vice president and director of brand man-
agement, Seven-Up Co., St. Louis, called
upon agency media departments to supply
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their clients with a flow of information on
network TV programs and audiences and
the latest developments in cable and the
new technology. He said clients, immersed
in many other aspects of their business,
may overlook published reports dealing
with the media and asked that they be
brought to the clients’ attention.

*“The media man of the future must be
a generalist, grounded in sociology, psy-
chology and mathematics,” Smith said.
“‘He must be able to spot trends in society
and alert clients to those that may affect
his advertising.”

Jan Soderstrom, vice president of cor-
porate advertising for Atari Inc., Sun-
nyvale, Calif., made a similar plea for in-
formation from the media departments on
latest developments in TV and cable
television and for psychographic informa-
tion on target audiences. She noted that
Atari is now advertising in some motion
picture theaters because movie goers fit
the profile of prospective purchasers of
video games.

Solderstrom also suggested that a
media department can be helpful in pro-
viding information on the advertising
plans of a competitor and by sending re-
ports on new TV programs that may pro-
vide opportunities for a company such as
Atari.

Hugh Downs, host of ABC-TV’s 20/20,
analyzed the impact of the new media on
the old and concluded that all forms of
communications will survive. He
acknowledged there will be some disloca-
tions but said all media will adapt and sur-
vive.

Downs reminded his audience that radio
was supposed to displace the newspaper.
Television, in turn, was supposed to sound
the death knell for radio and magazines.
He said the well-run media outlet will sur-
vive.

Michael Samet, vice president and man-
ager of media services, Benton & Bowles,
New York, suggested that a mini-com-
puter in a media department can help
reduce costs. Samet said B&B taps its
mini-computer for media research, net-
work TV buying and media planning. With
a minimum of employes, he said, the com-
puter has worked very well, and added,
**We let the computer compute; we let the
people think.”

Tom Greer, vice president and director
of creative services for new electronic
media, J. Walter Thompson U.S.A., New
York, proposed that advertisers invest in
cable TV now instead of waiting until it
grows because lack of support may arrest
its growth. He said low-cost programs for
responsive audiences can be made. ]
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.Food advertising: the staple
in spot and network for 1981

TVB releases BAR figures for
year: toilefries, automotive

rank as secand, third largest
categories, respectively;
fastest growing classifications:
office equipment, records, tapes

The food and food products category was
the largest advertising product classifica-
tion for national spot and network adver-
tising in 1981, according to figures com-
piled by Broadcast Advertisers Reports
and released last week by the Television
Bureau of Advertising.

Food and food products television ad-
vertising last year amounted to aimost
$1.5 billion, up 11% from 1980. Toiletries
and toilet goods captured second place

with television advertising of more than
$1.07 billion, an increase of 9% over 1980.
In third place was automotive advertising
with almost $785 million, up 6%.

TVB reported the fast-growing catego-
ries on national spot and network televi-
sion in 1981 were office equipment, up
48% to $105.6 million; records and tapes,
up 44% to $177.4 million and gasoline and
lubricants, up 35% to $163.2 million.

The Procter & Gamble Co. was the
kingpin advertiser in 1981 with $521.1
million, followed by General Foods with
$328.3 million; General Mills, $169.3
million and General Motors, $160.8
million. Asterisk indicates “‘local’’ activity,
Iwo asterisks is miscellaneous promotion.

1981 spot and network TV estimated expenditures by product

Spot TV Network TV TJotal TV

Agriculture and farming S 18,284,400 S - S 18,284,400
Fertilizers & seed treatment 749,600 - 749,600
Pest controls 14,692,800 - 14,692,800
Misc. agriculture & farming 2,842,000 - 2,842,000
Apparel, foctwear & accessories 107.541.900 156,065,900 263,607.800
Apparel fabrics & finishes 2,494,900 4,012,400 6.507.300
Footwear 11,626,300 6,870,200 18,496,500
Hosiery 3,477,700 48,124,600 51,602,300
Ready-to-Wear 64,099.800 30,952,500 95,052,300
Underwear, foundations & bras 21,603.500 63.057,700 84,661,200
Misc. apparel, accessories & notions 4,239,700 3,048,500 7,288,200
Automotive 276,785,400 507,938,500 784,723,900
Passenger cars 214,006,700 354,676.500 568,683,200
Tires & tubes 19,606,300 36,581,300 56,187,600
Trucks & mobile homes 32.392,600 62.434.800 94,827,400
Misc. auto accessories & equipment 10,779.800 54,245,900 65,025,700
Beer & wine 182,178,800 267.399.900 449,578,700
Beer & ale 124,825,600 194511,100 319,336,700
Wine 57,353.200 72,888.800 130,242,000
Building material, equipment &

fixtures 56,672,300 70,670,400 127,342,700
Building materials 6.835,700 9,820,200 16,655,900
Equipment fixtures & systems 43,010,100 32,281,700 75,291,800
Protective coating & finishes 6.826,500 28,568,500 35,395,000
Confectionery & soft drinks 252.380.500 283,358,800 535,739,300
Confectionery 73.648,300 154,245,600 227,893,800
Soft drinks 178,732,200 129,113.200 307,845.400
Consumer services 97,111,500 191,385,300 288,496,800
Communications & public utilities 63.168.000 63.728.800 126,896.800
Engineering & professional services 13.839.700 55,180,600 69,020,300
Financial 2,856,400 48,026.800 50,883,200
Schools & colleges 6.876.800 - 6,876,800
U.S. government 10,370,600 24,449,100 34,818,700
Department & variety stores o 110,682.500 110,682,500
Department stores " 98,882,400 98,882,400
Discount department stores 3 11,800,100 11,800,100

Continues on page 80.
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KOVR Sacramento
M-F 3:00 PM*

Rating women  Men
& Shore 25-54 25-54

FEB'82 "%’ 7/31 24 6
FEB ‘81 "Woe" 6/22 17 4

WRTV Indianapolis
M-F 4:00 PM*

Rating Women Men
& Share 25-54 25-54

FEB ‘82 "%+ 13/38 35 21
NOV ‘81 W 6/24 16 6

KGTV San Diego
M-F 3:00 PM*

Rating Women Men
& Share 25-54 25-54

FEB ‘82 "&a 7/31 17 5
FEB ‘81 wwe 4/21 11 4

THE
PEOPLE’S

COURT

*NSI/Cassandra, as dated

And coming this Fall from the same producers,

*'So You Think You Got Troubles?!’
Telepicltures

CORPORATION
One Dag Hammarskjold Plaza, New York,
NY 10017 (212)838-1122 Telex: 645366
291 South La Cienega Blvd., Suite 410,
Beverly Hills, CA 90211 (213) 657-8450
TWX: 910-321-1038
1918 North Mohawk, Chicago, IL 60614
(312) 440-1757
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CONTINENTAL’S

1 KW AM

Pulse width modulation n an
efficient 1 kW package; efficiency
and reliability of a tube-powered
final; clear, crisp sound of trans-
formerless modulation; ready for AM
stereo. Switch-mod system allows
maximum modulation level at all
power levels while providing cost-
effective operation.

Write for brochure on 314R-1;
Continental Electronics Mfg. Co.
Box 270879 Dallas, TX 75227
(214) 381-7161

C f i .! E%
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RENT IT

e
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Now . .
rent eqmpment for
Proof-of-Performance, field
strength measurement and
portable broadcast studios with
PA systems from the largest
fleet of broadcast rental gear in
America, Call for your copy of
our rental equipment catalog.

david

broadcast consultants coporation

Dox 590/Leesburg. Virginia 22075
Phone 703-777-8660

Continues from page 79.

Entertainment & amusement
Amusements & events

Mation pictures

Restaurants & drive-ins

Food & food products
Appetizers, snacks & nuts
Bakery goods

Cereals

Coftee, tea & cocoa
Condiments

Dairy products

Desserts & dessert ingredients
Flour & baking mixes

Fruit & vegetable juices

Fruits & vegetables

Health & dietary foods

Meat, poultry & fish

Pasta products & dinners
Prepared dinners & dishes
Salad dressings & mayonnaise
Shortening & oil

Soups

Sugars, syrups & jellies

Misc. food & food products

Gasoline, lubricants & other fuels
Horticulture

Household equipment & supplies
Cooking utensils

Deodorizers & air fresheners

Food wraps & foils

Householid paper products
Insecticides & disinfectants

Major appliances

Patio & barbecue equipment

Small appliances & equipment
Misc. accessories & supplies

Household furnishings
Floor covering

Fumniture

Household fabrics & finishes
Misc. household furnishings

Institutional & corporate
promotion**

Insurance
Fire & casually insurance
Life insurance

Jewelry, optical goods &
cameras

Cameras & photographic supplies
Jewelry, watches & optical goods

Office equipment, stationery &
writing supplies

Oftice machines & equipment
Stationery, pens & pencils

Pet foods & supplies
Pet foods
Pet supplies

Proprietary medicines
Cough, cold & sinus remedies
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580,798,100
23377800
57,085,600
64,304,800
75,652,400
31,916,300
68.398.800
16,842,900

8,047,300
11,680,000
23,302,700

3,934,600
59,253,400
22,496,700
39,163.400
17,014,600
22,338,900

7,118,800

5,749.600
23,108,600

83,913,600
33,761,600

118,633,200
4,656,500
5.964,700
5,190,200
37,083,700
11,163,100
20,427,000

5,817,800
14,214,000
14,116,200

25,204,800
4,029,300
11,894,600
2,821,500
6,459,400

13,036,800

47,513,500
16,174,600
31,338,900

56.360.800
23,734,400
32,626,400

19,916,400
17,299,200
2,617,200

37,290,600
30,216,700
7.073.900

101,614,100
28,507,800

253,692,300

138,800
112,469,300
141,084,100

915,641,300
71,683,700
65,683,800

171,333,800

127,869,100
48,435,100
22,200,600
48,271,500
35,699.000
40,637,000
27,322,000

3,332,400
39,539,100
20,312,100
10,142,800
35,017,800
52,282,600
24,487,400

7,860,700
61,530,600

79,243,100
14,088,800

232,523,100
3,689,000
19,875,400
42,577,100
29,111,600
15,733,500
51,847,700
6,041,700
47,581,700
16,051,400

19,855,000
7,556,800
6,570,200

598,000
5,130,000

42,062,500

76,207,900
51,882,600
24,325,300

129,051,400
94,886,600
34,164,800

85,717,200
55,950,700
29,766,500

141,775,200
134,622,800
7,152,400

488,988,900
138,636,900

253,692,300

138,900
112,469,300
141,084,100

1,486,439.400
95,071,500
122,779,400
235,638,700
203,511,500
81.351,400
90,699,400
66,114,400
43,746,300
52,317,000
50,624,700
7,267,000
98,792,500
42,808,800
49,306,200
52,032,400
74,621,500
31,607,200
13,610,300
84,639,200

163,156,700
47,850,400

351,156,300
8,355,500
25,844,100
47,767.300
66,195,300
26,896,600
72,274,700
11,859,500
61,795,700
30,167,600

45,059,800
11,586,100
18,464,800

3,419,500
11,589,400

55,099,300

123,721,400
68,057,200
55,664,200

185,412,200
118,621,000
66,791,200

105,633,600
73,249,900
32,383,700

179,065,800
164,839,500
14,226,300

590,603,000
167,144,700
Continues on page 82.
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Introducing
areliable
source for
financial
reporters.
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THE SOURCE: A GUIDE FOR FINANCIAL
REPORTERS. It’s the timely newsletter for financial
reporters, published by IDS. Each issue answers
your questions concerning today’s ever-changing
financial market. Such as “How does the new tax law
impact wrap-around annuities?” or “What'’s the
constant net asset value of a money market fund?”

THE SOURCE gives you a clearer picture of
new financial developments so you can better report
news. And you're free to quote or reprint any portion
of THE SOURCE.

We have over 88 years of experience in the
financial business. And we have the concise, accurate
answers you need. For a reliable new source of
information, consider THE SOURCE. Send in the
coupon for free regular issues of THE SOURCE,
or call an IDS expert at 612/372-3316.

or Fin .
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Send me THE SOURCE for
financial reporters.

Name Title

Company

K;idress

City State Zip

1DS, DS Tower, Suite 3359, Box 9464, Minneapolis, VIN 55172,
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Public serwice. Maticnz! Cancer
Society and its District of Columbia divi-
sicr kicked off a wear-long TV and radio
campaign last week (Apnl 271 aimed at
discouraging lean-aga girls from smok-
ing. Thiz theme of the mughly $325,000
campaign is Dot be a Draggin Lady?”
Two TV spots wers produced along with
a radio spol that is the sound track from
Ihe TV ad. The acltual "Don't be a Drag-
gif Lady” commarncial fealures a teen-
aga gqirl puffing away and alienating
avetyong in the pieoess, The second
spot teatures CES-TV'S [Dukes of
Hazzard star, John Schneider, who says:
“You know, | can't understand why girls
think smoking is sexy. Looking through a
cloud of smoke isn't exactly my idea of a
good time!" Later Schneider says: “Trust
me. Smoking is not sexy" The American
Cancer Society says it plans to seek
more celebrity endorsements.

The commercials were produced by J
Walter Thompson's Washington office,
which volunteered its services, along
with its public relations division, Hill &
Knowlton. The Kaiser-Georgetown Com-
munity Health Plan donated $25,000 to
the campaign. The spots will debut na-
tionally during the next two months.

Another public service campaign, this
one launched by the National Institute
on Alcohol Abuse and Alcoholism, is
aimed at curbing alcohol abuse by
women and teen-agers. The campaign,
in addition to radio and TV spots, in-
cludes magazines and brochures.

Connection
Communications Corporation
the cable TV franchisee for the
City of Newark, New Jersey

$9,500,000
Construction Financing

$7,000,000 Senior Long Term Debt
provided by
Prudential Insurance Company
and
Philadelphia Nationat Bank
$2,500,000 with warrants
provided by
eleven Minority Enterprise
Smalt Business Investment Companies

Syndicated
Communications, Inc.
(SYNCOM)
acted as financial advisor
and assisted in negotiations
leading to the consummation
of this transaction

SYNDICATED € M MUNICATIONS,

INERPORATED

Suite 412 1625 Eye Street, NW. Washington. D.C.
20006 202 293-9428

March 24, 1982
This announcement appears as a matter
of record only.
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Digestive aids & antacids
Headache remedies & sedatives
Laxatives

Medical equipment & supplies
Reducing aids

Skin products & liniments
Vitamins

Misc. proprietary medicines

Publishing & media
Books

Magazines & newspapers
Radio stations & cable TV

Records, tapes, radios & TV sets

Musical instruments

Records & tape recordings

Radios, TV sets, phonographs,
recorders

Misc. components & supplies

Smoking materials

Cigars & tobacco

Misc. smoking materials &
accessories

Soaps, cleansers & polishes
Cleansers & polishes

Laundry preparations

Soaps & detergents

Sporting goods & toys
Games, toys & hobbycraft
Sporting goods

Toiletries & toilet goods
Cosmetics & beauty aids
Dental supplies & mouthwashes
Depilatories & deodorants
Feminine hygiene products
Hair products

Men's shaving equipment
Men's toiletries

Toilet soaps

Women's shaving equipment
Misc. toiletries & toilet goods

Travel, hotels & resorts
Airlines

Buses & trains

Car & truck rental

Hotels & resorts
Steamships

Miscellaneous

Total

$2,846,644,100

7,547,800
12,541,200
4,303,600
7,547,700
6,414,500
17,158,800
11,376,000
6,216,700

61,258,900
7,986,000
73,262,900

76,631,000
941,400
41,337,700

22,816,300
11,535,600

11,561,300
10,104,600

1,456,700

115,839,600
43,033,900
18,282,500
54,523,200

117,302,500
100,921,400
16,381,100

225,466,100
76,993,700
43,156,600
11,216,500

4,761,500
41,246,400
3,708,100
16,866,800
21,543,000
2,368,100
3,605,400

89,946,600
70,312,800
5,829,400
7,439,000
5,980,400
385,000

19,639,800

37,376,100
136,191,800
20,152,300
10,407,700
27,794,700
48,720,800
33.217,200
36,491,300

38,640,900
7,493,900
29,919,800
1,227,200

100,740,800
78,800
4,248,700

64,551,600
31,861,600

15,170,300
15,170,300

314,276,900
110,025,100

72,187,200
132,064,600

113,683,800
90,279,700
23,404,100

851,777,100
180.459,400
164,668,400
88,137,200
69,063,800
175,174,400
35,405,200
39,983,500
85,035,100
2,749,000
11,101,100

57,214,000
14,844,700

4,305,000
17,865,300
20,199,000

34,969,700

$5,592,821,500

44,923,900
148,733,100
24,455900
17,955,400
34,209,200
65,879,600
44,593,200
42,708,000

119,899,800
15,489,900
103,182,700
1,227,200

177,371,800
1,020,300
45,586,400

87,367,900
43,397,200

26,731,600
25,274,900

1,456,700

430,116,500
153,059,000

90,469,700
186,587,800

230,986,300
191,201,100
39,785,200

1,077,243,200
257,453,100
207,825,000
99,353,700
73,825,300
216,420,800
39,113,300
56,850,300
106,578,100
5,117,100
14,706,500

147,160,600
85,157,500
10,134,400
25,304,300
26,179,400

385,000

54,609,500

$8,439,465,600
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Top 85 Television Advertisers-1981

Procter & Gamble
General Foods

American Home Products
General Mills

General Motors

Pepsico

Lever Brothers

Ford

AT&T

McDonald's

CO@PNDO LN

—_
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Spot TV

$128,356,000
90,213,400
40,381,500
83,044,700
13,940,700
70,537,200
42,950,300
22,477.300
60,924,000
75,269,300

Network TV

$392,760,400
238,099,300
131,384,000
86,280,000
146,867,400
68,735,000
95,041,800
113.867,700
68,874,800
54,110,000

Total TV

$521,116,400
328,312,700
171,765,500
169,324,700
160,808,100
139,272,200
137,992,100
136,345,000
129,798,800
129,379,300



Bristol-Myers

Philip Morris

Coca Cola
Warner-Lambert
Anheuser-Busch
Johnson & Johnson
Sears, Roebuck
Dart & Kraft
Pillsbury

Gillette

Ralston Purina
Kellogg
Richardson-Vicks
Chrysler
Consolidated Foods
Colgate Palmolive
Nabisco Brands
Sterling Drug
Toyota

Warner Communications

Mars (nc.

Heublein

Nesfood

Beecham Group
Chesebrough Ponds
wm. Wrigley Jr. Co.
Esmark

Clorox Co.

Gulf & Western
H.J. Heinz

Quaker Oats

ITT

Revlon

RCA

Norton Simon
Eastman Kodak
Schering-Plough
Union Carbide
Maobit

Mattel

Nissan Motors
American Cyanimid
Bayer

Squibb

Hershey Foods
General Electric
J.C. Penney

S.C. Johnson & Son
Time Inc.
Greyhound
Columbia Pictures
American Express
K Mart

CPC International
Volkswagen

R.J. Reynolds
Kimberly Clark
Morton-Narwich
Campbell Soup
Pfizer Inc.

Polaroid

Exxon

American Motors
Noxell

Smithkline

Jos. Schlitz Brewing
Trans World Corp.
Milton Bradley
£&J Gallo Winery

Goodyear Tire & Rubber

UAL

wendy's
Jeffrey Martin
Borden

MCA

11,515,100
20,020,400
48,151,800
29,788,300
31,634,000
3.633.400
12.707.200
44,081,300
32,579,600
8,593,600
18,254,700
17.276.800
14,818,200
18,996,900
21,805,500
22,182,200
19,999,900
9.030.400
38,616,600
16,440,600
32,220.200
29,743,200
27.252,500
5,128,200
8,180,800
13,661.500
8,453,200
6,813,400
23,527.800
15,857,600
14,452,700
27,664,600
23,375,300
11,799,200
14,978,500
5,587,500
6,661,500
3,397,400
33,629,400
16,084,800
20,006.600
9.812,200
5632,700
7,934,500
9,741,200
8,883,100
12.953.600
6,067,200
30,024,900
2,324,000
2,762,700
9,605,800
22,781,700
13,079,900
13,140,000
30,608,000
12,941,400
7,018,300
11,750,400
422800
1,458,000
6,245,700
20,178,100
3,687,600
3,412,400
10,734,300
11,977,100
15,188,800
1,032,600
10,568,700
16,739,300
15,818,700
9,088,500
5.654.600
5,456,600

109,934,900
99,526,900
60.957.600
76.763.100
73,511,800
97.770.000
86.812.300
53.310.800
59,118,900
76,391,200
66.658,000
67,163,800
67.578.200
54,859,000
50,208.300
47,971,900
44,639.100
55,352,400
25.506.300
47.473.800
31,161,300
33,620,400
34,991,700
54,853,000
49.304,300
42,173000
47,135,600
46,090,600
27,054,100
33,300,700
34,127,000
20,805,500
24,703,400
36.265.000
32,334,000
41,614,200
40,458,000
42,376,100
11,266,600
25,938,300
21,601,300
30,635,500
34,486,700
32,061,400
30,076,100
29,990,600
25,540,200
31,439,500

6.846,000
33,113,300
32,607,400
25,423,800
11,798,500
21,396,200
21,202,400

3,568,200
21,126,400
25,658,300
20,178,600
31,382,800
30,323,000
24,189,600
10,051,300
25,885,100
25,838,300
18,288,500
15,154,000
11,509,300
24,332,900
14,527,900

8,293,600
8,759,800
14,604,300
17,869,000
17,935,900
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121,450,000
119,547,300
109,109,400
106,551,400
105,145,800
101,403,400
99.519,500
97,392,100
91,698,500
84,984,800
84,912,700
84,440,600
82,396,400
73,855,900
72,013,800
70,154,100
64,639,000
64,382,800
64,122,900
63.914,400
63,381,500
63,363,600
62,244,200
59,982,200
57,485,100
55,834,500
55,588,800
52,904,000
50,581,900
49,158,300
48,579,700
48,470,100
48,078,700
48,064,200
47,312,500
47,201,700
47,119,500
45,773,500
44,896,000
42,023,100
41,607,900
40,447,700
40,119,400
39,995,900
39,817,300
38,873,700
38,493,800
37,506,700
36,870,900
35.437.300
35,370,100
35,029,700
34,580,200
34,476,100
34,342,400
34,174,200
34,067,800
32,676,600
31,929,000
31,805,700
31,781,000
30,435,300
30,230,400
29,572,700
29,250,700
29,022,800
27,131,100
26,698,100
25,365,500
25,096,600
25,032,900
24,579,500
23,692,800
23,523,600
23,392,500
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Verbal side of
24-hour news
battle heats up

Group W's Werner responds to
statements by Turner on Satellite
News Channels competition;
questions loyalty inference

Group W Cable fired its first volley last
week in the verbal conflict between Group
W-ABC's soon-to-be-launched Satellite
News Channels and Ted Turner’'s Cable
News Networks.

Lloyd Werner, senior vice president,
Group W Satellite Communications,
called Ted Turner’s plan to simulcast some
half-hours of CNN this week on co-owned
supersiation WTBS(Tv) an ‘‘unfortunate
misuse of a communications vehicle for
nothing more than blatant propaganda,”’ in
a speech before the Buffalo (N.Y.) Cable
Club last Monday. The propaganda charge
reflects Werner's view of promotional an-
nouncements, which would also be run on
WTBS, encouraging cable viewers to ask
their system for CNN if it weren’t already
carrying that service.

Werner’s remarks, which never referred
to Turner by name, were clearly aimed in
his direction. Since the announcement of
Satellite News Channels last August,
Werner claimed, ‘‘we have been swept up
in a whirl of innuendo and deliberately
misleading statements concérning our mo-
tives for wanting to become a part of the
cable business ... and as you know, most
of those comments have emanated from a
locale appreciably south of here”’ At
another point, Werner said ‘‘our partner’s
parent company— ABC —has been charac-
terized along with the other two networks
as some sort of insidious force, saddled
with a broadcast history filled with im-
moral and un-American programing, a
threat to national security. This from
someone who thinks Fidel Castro is ‘not a
bad guy. > (A reference to remarks Turner
made following a recent trip to Cuba.)

Responding to suggestions that cable
operator “‘loyalty’ might cause systems 10
stick with CNN to the detriment of
Satellite News Channels, Werner said:
‘““Loyalty is a funny thing. For it to be
valid —to have worth—it must have an air
of mutual credibility about it”’ After de-
fending Group W'’s record in programing,
and its own actions through former chair-
man Don McGannon in fighting the
broadcast networks 1o secure prime-time
access, Werner also interjected that Group
W has been operating cable systems since
1964.

He went on to charge that “*with the sale
of CNN 2 to broadcasters around the

country, the dilution of CNN has become
even more pronounced—and even more
importantly, the value of CNN and/or
CNN 2 to your subscribers has diminished
accordingly. What began as a service
designed for cable operators, now has
been turned into a service designed to
compete with you,”" Werner maintained.

Moreover, Werner charged, ‘‘the ser-
vice that claimed to be your most ardent
supporter—worthy of your loyalty—has
apparently misled you....Although CNN
2 represents itself as a live news service,
approximately 25% of CNN 2 is repeated
intact.” That, he said, is because the ser-
vice repeats two-hour blocks throughout
the day, updating only segments at the top
and bottom of the hour.

1 would respectfully suggest ... that
you embrace your loyalties without blin-
ders and realize your first loyalty is not to
CNN, or Satellite News Channels, or HBO
or CBS Cable, or any program supplier—
but to yourselves, your subscribers and
your stockholders.”

Werner asked that operators displeased
with Group W hold off on making com-
mitments to any news service until after
Satellite News Channels’s June 21 launch,
and then ‘‘evaluate us in the light of fair
competition.”

Responding last week to Werner’s
charges, TBS vice president, cable sales
and marketing, Nory LeBrun, said his
company ‘‘received a number of phone
calls” from cable operators ‘‘who view the
remarks made as unfortunate and not
reflective of the industry’s feelings about
how Turner Broadcasting cross-promotes
its service.”’ LeBrun went on to call it *‘un-
fortunate that GWSC is attacking us with
inflamatory rhetoric rather than promoting
its own service.” Werner’s remarks, he
said reflected ‘‘desperation” and he ac-
cused Group W of “‘taking the low road in
its marketing strategy.” (]

UNITED PRESS INTERNATIONAL

- EGE ST i |
Diamond anniversary. P which
celebrates its 75th enniverzary on June
27, recaived a congratulatory leitar from
Presidani Ronakl Reagan calling the
nenws Service “ona of the areatest in-
stitubicns of gur free press. AS a loimed
fadino annaunced whe ugesd whnal Wwas
then the newly launched UP wire, | am
especlally prowd and honored to join in
commemorating lhis ewvent”’ Reagan
seid, refarring to the oroadcasl news
wirg introduced in 1835
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Gergen’s respectful
words on the press

White House special assistant
for communications, speaking to
NATAS, calls reporters objective
and sophisticated but says White
House reserves right to speak up
when it feels stories are unfair

David Gergen, President Reagan’s special
assistant on communications who was
beating up on CBS two weeks ago because
of its People Like Us documentary
(BROADCASTING, April 26}, last week was
stressing there was nothing personal in the
criticism. The White House defends jour-
nalists” right to say what they wish, he
said. But, he added, when the administra-
tion has been the subject of a story it
regards as unfair or inaccurate, '‘there’s no
need for us to remain silent.”’

Gergen, who spoke at a luncheon of the
National Academy of Television Arts and
Sciences in Washington last week, tried to
make it clear that, as far as the White
House is concerned, its relations with the
press remain based on mutual respect. Re-
porters are objective and sophisticated
and, though studies indicate they are more
liberal than the general population, he
said, they *‘tend to check their opinions at
the door, not at the typewriter or camera.”

True, the honeymoon Reagan enjoyed
with the press pretty much ended in
August, Gergen said. But, again, he said,
the **harsh” stories reflected the reality—
the downturn in the economy, for in-
stance. If the White House felt some sto-
ries were off the mark, well, the important
thing ‘‘was not to engage in an assault on
the press in general.”

But neither, Gergen said, ‘‘is there a
need for us to remain silent”’ when stories
appear that the White House feels are
“‘unfair or inaccurate.” **We’ll always fight
for the right of the press” to speak its
piece, he said. *“‘But that should not
necessarily silence those who disagree,”’
Gergen said —not even the administration,
even though it recognizes there is a greater
degree of **sensitivity™’ 1o what it says than
to the comments of other critics of the
media.

Gergen’s remarks were a polished ver-
sion of a tougher line the White House
developed in the wake of the airing of Peo-
ple Like Us. White House aides said they
did not expect CBS to comply with the re-
quest for a half hour of prime time to re-
spond to the program. Rather, the criti-
cism of the program—Gergen had said it
“‘hit below the belt”’—and the request for
time were intended to send a signal that
the White House did not intend, as on¢
aid put it, 10 become *‘a doormat” for
those in the media who wanted to step on it.



Indeed, aides said they hoped the White
House reaction would cause CBS 1o pause
and consider carefully the way they treat the
White House in the future.

Gergen ciied two story lines in the press
that have disturbed the White House.

One was the reporting on the poor as ex-
emplified by CBS's People Like Us and a
recent cover story in Newsweek. Both,
Gergen said, raised questions of fairness.

The other was the reporting on the
fighting in El Salvador. But there, Gergen
thought coverage was improving—the
press, led, Gergen said, by the print press,
is abandoning a tendency to *‘romanticize
the rebel cause’’ and is beginning to un-
derstand *‘there is another side 10 the sto-
ry," that it 1s **more complex”’ than it orig-
inally thought.

Gergen indicated that the White
House’s readiness to defend reporters’
rights 10 express views with which the ad-
ministration disagreed extended in a sig-
nificant way to the stories out of El
Salvador. He said there were *‘great efforts
to look out for the interests of American
reporters,” specifically, their security. **We
made it clear that while we might disagree
with the stories, we understood and sup-
ported what the reporters were doing,”
Gergen said. The White House, particu-
larly concerned about the matter after the
slaying of lour Duich 1elevision jour-
nalists, directed the embassy in San
Salvador to pay ‘‘attention (o the security
of the press.””

As for White House-press relations in
the months ahead, Gergen is optimistic—
at least in part because he is optimistic
about the state of the economy. ““As the
economy picks up and things look
brighter, tensions will ease,”” he said. “‘To
the degree the tide [of criticism] is in, it
will reverse course.”

(Of course, he spoke before the break-
down in the efforts of President Reagan
and House Speaker Thomas J. (Tip)
O’Neill Jr. 10 resolve differences over the
budget. That breakdown is expected even
by the administration at least to slow
recovery. 1t is also likely to generate a spate
of tough stories on the budget battle now
shaping up in Congress.

(That battle spilled over to the public air-
waves last week. President Reagan asked
for broadcast time last Thursday night to
present his side of the budget battle. The
Democrats promptly requested equal time).

Gergen also is looking forward to a close
working relationship with the White
House Correspondents Association. [ts
new president, Tom DeFrank, of
Newsweek, has publicly pledged the asso-
ciation’s efforts to improve the at-
mosphere in the White House press room.
**| said we'd like to work with him and his
board,” Gergen said. **It’s my hope we can
establish a closer relationship, ventilate
problems and resolve them.”

But Gergen wasn’t seeking more than
he thought a professionally proper im-
provement in the relationship. **We can’t
have total cooperation, we shouldn’t
have,” he said. *‘But [ hope we can avoid
confrontation’”” 0

Fowler lays
First Amendment
fight before ANPA

FCC chairman says newspapers
should support their broadcast
colleagues for First Amendment
parity; warns they may be
targets of future legislation

FCC Chairman Mark Fowler took his cam-
paign for abandoning a ‘‘trusteeship’ ap-
proach to broadcast regulation o the
powers that be of the print media last
week, urging the American Newspaper
Publishers Association, at a meeting in
San Francisco, to support First Amend-
ment parity for broadcasters.

“*As co-venturers in this enterprise of a
free press, [ urge you to defend the rights
of yvour electronic brethren,”” Fowler said.
*“You who've fought the battles for
editorial independence are well equipped
to lead a united American press into an
age when the First Amendment, so far as
possible, means exactly what it says,” he
said.

Fowler, moreover, contended that the
campaign t0 repeal content regulation in
broadcasting didn't end with radie and
television because the electronic and
printed presses were ‘‘coming together™
electronically.

“*‘There’s a direct stake in the First
Amendment fight in broadcasting for
vou,” he said. **For the rights won or lost
in this decade by the broadcasters will be
the rights you inherit as broadband com-
municators,” Fowler said.

Just as he told broadcasters at the Na-
tional Association of Broadcasters conven-
tion {BROADCASTING, April 12), Fowler
told the publishers that this would be a
**year of decision™ for them. Although he
predicted that newsprint newspapers
would survive, there would be a demand
for new information delivery services, and
newspapers publishers would have 1o
decide 10 become part of the new source of
supply ““or see the demand be filled by
others,”” he said.

And, Fowler said, like broadcasters,
newspaper publishers were facing a “‘year
of decision™ when it came to First
Amendment rights. “*It’s not so hard to
see why some want 10 apply the content
regulation of broadcasting to leletext or to
information channels of cable. The com-
mission in 1969 made the equal-time laws
and fairness doctrine applicable to cable.
There are those who would extend these
rules to a newspaper delivered by facsimile
on a cable channel. Or maybe some inven-
tive bureaucrat will try to limit the number
of times you can carry commercial
messages at the bottom of a screen of
teletext information.”” Fowler said.

**So now is the time to make it clear that
when it comes to electronic publishing,
the laws that now restrict broadcasters
shouidn't be extended,” Fowler said.
"*The law that safeguards newspapers
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should; that is, ‘no law, >’ Fowler said.

Fowler said that what was needed was a
“‘united front”” formed by broadcasters
and publishers to *‘straighten out the First
Amendment mess’’ that a half century of
broadcast regulation had spawned.
**Unless you establish a clear ‘hands off’
policy for the new technologies, we may
even see a curtailing of freedoms that
newspapers already have won,” Fowler
said. ‘*So the year of decision, whether
you want to admit it or not, is upon those
in newspaper publishing just as it is for
broadcasters."

Fowler also told the publishers that get-
ting their First Amendment rights straight
from the start would be important, be-
cause defining all of the First Amendment
interests of the news marketplace of
broadband communications would be
complicated. “‘There are the interests of
those who provide information and pro-
grams—from electronic newspapers to ca-
ble news channels to specialty weather,
sports and entertainment services,” he
said. ‘*There’s also the task of defining the
scope of the First Amendment interests of
system operators—the ones who connect
homes and offices by wire, satellite or
microwave. When they engage in what
might be called discretionary activity—for
exampie, picking one pay cable movie ser-
vice over another or picking the informa-
tion channel of the morning daily instead
of the afternoon daily—will these be
viewed as raising First Amendment
issues?”” Fowler said.

Fowler said the next few years would

force Congress, the FCC and the courts to
wrestle with such issues. **One consistent
theme is that the government should take
no part in determining the content of any
program provider,” Fowler said. **1t’s also
clear that the First Amendment rights of
broadband operators, reflected by their
press-like activities, should be protected,”
Fowler said. 0

ANPA hears AT&T
footsteps too

‘Washington Post’ publisher

tells newspaper convention

that industry Is strong, but faces
threats from AT&T, electronic media

The newspaper business, despite reports
and expectations to the contrary, is
stronger than ever. But it faces increasing
competition in the years ahead —from old
and new competitors. And the major
threat it faces is in AT&T’s effort to enter
electronic publishing.

Katharine Graham, publisher of the
Washington Post and outgoing president
of the American Newspaper Publishers
Association, offered that analysis of the
state of the newspaper business, in her
keynote address to the 96th ANPA con-
vention, in San Francisco, last week.

As for the strength of the industry, she
noted that the number of morning news-
papers had climbed over 400 in 1981 for

the first time since 1925 and that the num-
ber of Sunday newspapers increased by
another 22, to a new record of 757. And
while afterncon newspapers continued to
fail, newspapers for the second year were
the nation’s largest manufacturing
employer — with 432,000 employes. Profits
were up, too—an average of 12.6% for the
13 major publicly held newspaper com-
panies, as against an 8% rise for all other
industries.

But, Graham said, ‘‘the informatior
business in the decade ahead will become
increasingly competitive.”” She said som¢
of the newspapers’ long-time com petitors
*‘like television news, are expanding anc
improving.' New ones, like cable televi.
sion, ‘“‘are lean and hungry. Our future
competitors, like videotext and direc
broadcast satellites, will be factors to be
reckoned with by the end of the decade.”

Graham believes newspapers are enter-
ing the new competitive environment witt
‘‘one enormous advantage’' —their ‘*long-
standing relationship with the Americar
public, which for two centuries has lookec
1o newspapers to fill their primary infor
mation needs.”

But, she also pointed to a vul
nerability —the fact that newspaper circula-
tion over the past 20 years has not come
close to matching population growth. Tha
failure, she said, increases newspapers
exposure to challenges from a variety o
competitors, from shoppers to ail kinds o
target marketing and total market coverage
schemes.

Furthermore, she said, ‘“‘unless we
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rebuild houschold penetration, we are
opening the door to encroachments by the
electronic media as well. These in-
creasingly will be competing for the scarce
time of our readers and the dollars of our
advertisers.””

Newspapers™ biggest worry is the possi-
ble emergence of AT&T into electronic
publishing. Graham noted that the **big-
gest government atlairs test’” has been the
ctfort 10 bar AT&T from becoming ‘‘an
electronic information provider over its
monopoly facilities.”” She noted that AT&T
has mounted a $2-miliion lobbying eftort
to advance its intercsts on the issue in
Congress. Thus far, however, the ANPA
counter effort has been successful.
Although the fight is not over, Graham
said, legislation passed by the Senate and a
bill that is working its way through the
House protects *“‘our interests—and the
public interest.””

AT&T calls truce
over Yellow Pages

AT&T Chairman Charles L. Brown sought
te turn tough opponents into eager
customers, in his speech last week o the
American Newspaper Publishers Associ-
ation meeting in San Francisco. He even
scemed to concede that AT&T could not
hold oft the publisher’s efforts in Con-
gress 1o deny AT&T the right to create an
clectronic Yellow Pages.

A major thrust of the speech was that
newspapers—as the suppliers of news—
and the telephone company—as the dis-
tributor of information—have more 10
gain from collaboration than from conflict.
And in that regard, he expresscd regret
over the debate about e¢lectronic Yellow
ages, which, he suid, ‘*is nowhere ncar
the core of my business.”

Indeed, he said he has *‘no stomach tor
an argument over turl.”” Then, in

acknowledgement of the vigorous battle
that publishers, worried about AT&T en-
tering their ficld over the facilities that now
reach virtually every home in the country,
he said:

**You obviously can gel pretty much
whatever you want in legislation on this
subject. It is left largely to your own judge-
ment as to how far vou want to go to build
fences around your primary communica-
tions supplier and for what reasons.”

He also said that if he could turn back
the clock two years, he would never have
permitted AT&T and the Beli companies
10 be drawn into a debate that focused on
whether or not and under what circums-
tances the Yellow Pages directories might
become electronic shoppers. “"That was
never the real issue.”’ he said.

Once past the discussion of the Yellow
Pages, Brown siressed the positive points
he saw in the relationship between news-
papers and the telephone company.
“*Clearly the mainstream of your business
and the mainsteam of my business are not
in conflict,” he said. “*The primary busi-
ness strategy ol the Bell System companies
will continue to be what it has always
been —universal communications ser-
vice."

Then, he made a sales argument, one
that suggested that Brown is determined to
outflank the cable television industry.

Ile touted the Bell System as one that,
from the standpoint of costs as well as
market coverage, **is by far the most pro-
mising medium for delivering vour
electronic news and advertising 10 con-
sumers.”’

And he cited what he said were specific
advantages over cable: The Bell System
“‘can be readily upgraded—indeed, it is
already being upgraded — 10 transport two-
way text and graphic. .. itisalready an in-
tereconnecied worldwide network which
can give vou on-line access 10 remote data
bases and shared data bases which could
augment the data bases created locally” C

/

UP

Presidential presence. President Reagan was the star altraction at the annual White
House Correspondents Association dinner, at the Washington Hilton, on April 24. He is
shown chatling with the oulgoing association president, Clifford Evans, of RKO General
Inc. and, next to him, Tom DeFrank, of Newsweek, the new president, and Judy Woodruft, of
NBC, the new vice president. Another broadcaster who is an association officer is William
J. Drummond, of National Public Radio, the new secretary.
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Both sides now at MIP-TV in Cannes

Political tensions, economic
restraints dampen some sales
activity; trend to co-production
intensifies; new technologies
are upsetting old order of things

It was amid an air of uncertainty and
upheaval that the buyers and sellers of in-
ternational television convened in
Cannes. France. last week for the 18th an-
nual Marche International des Pro-
grammes de Television (MIP-TV) as both
the politics of today and the technologies
of tomorrow promised radical change in
the nature of their business.

Politically, the Falkland Islands crisis
represented the most dra-

buying programs more cheaply abroad, or
whether 1o discourage purchases abroad in:
order to protect their production industries
at home. Probably the best example of the
latter approach was that of MIP's host
country. France.

The French minister of communica-
tions, Georges Fillioud, made his position
clear during a speech at M1P's opening day
ceremonies, just days before he was to pre-
sent a bill for the restructuring of French
television to the nation’s Parliament. He
spoke (according to the rather cryplic
translation supplied to the English-speak-
ing press) of the need to “‘withstand™
foreign competition in the new world

television environment in order (0
preserve French economy and culture.
“This double concern must not at all be
translated into a shivery attitude or into
protectionist measures,” he said, “‘but
into a resolutely offensive will. We accept
market conditions, but we want to have a
position in it.”

But despite his repeated assurances that
**this new situation does not mean at all
that France wanis to withdraw herself”
several American distributors in Cannes
last week maintained that, in fact, she
seemed to have done just that, as far as
program purchases were concerned; for the
moement at least. “*All the French networks

are represented in full

matic and immediate con- {7 =

cern, if not in the long
run thc most significant,
for broadcasters. ‘‘The
Argentinians are thinking
about business, but
they're also thinking
about their families,’” said
Len Giarraputo, vice
president of sales for
Group W Productions.
“*And the syndicators are
thinking of how they're
going 1o get their money
out of there if there’s a
change in the government
next week.”

The ramifications of
armed conflict elsewhere
in the same region were
also felt at MIP-TV last
week. ‘“‘Latin-America,”’
said Michael Jay Solo-
mon, chairman and chief
executive officer of
Telepictures Corp., ‘‘is
dead to us’

More representative of
the broader political issues
at stake, however, were
two decisions made by the
Argentine government
long before the Falkland
crisis: a devaluation of the
nation’s currency and an
imposed ceiling on the
amount of money broad-
casters may spend to ac-
quire television programs.
All over the world, coun-
tries facing global reces-
sion and inflation are
wrestling with the dilem-
ma of whether 1o cut back
on their own TV produc-
tions at home in favor of

18° Mazo
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force here,’’ said Stan
Golden of Alan Lands-
burg Productions.
“They're keeping their
¢yes open, but they're not
buying a lot. Let’s say
that they’re showing
restraint.”’

While there are other
countries where similar
policies prevail, notably
Greece, in many more the
basic problem is simply
that of currency. “*The
strength of the U.S. dollar
has certainly made it
harder to buy from U.S.
companies,”” said Ron
Devillier of Devillier-
Donnegan Enterprises,
Washington. “‘People are
haggling over prices, and
they're all looking for
bargains.”

Even in growth markets
there were signs of con-
servatism at MIP, In haly,
the advent of private
television stations and the
subsequent consolidation
of those stations into
three privale networks
over the past few years
has produced a buying
bonanza for MIP’s sup-
pliers. This year, however,
several distributors re-
ported a significant
slowdown .in Italian ac-
tivity because those in-
ventories are now stocked.
A similar story is told of
some of the American ca-
ble networks. After two
years of heavy start-up ac-
quisitions, ABC’s ARTS
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Big Ben comes to
Madison Avenue

London Weekend Television International
Richard Price Television Associates
Trident International

Primetime Television

For co-production and co-venturing, you now can communicate
directly with some of the best British television producers and never
leave the United States. In addition, the screening, selection and
negotiation for existing programming is just a phone call or visit
away. Included in this program library are such critically acclaimed
productions as LWT's Upstairs, Downstairs, The Agatha Christie
Specials, and Primetime's forthcoming Nicholas Nickleby.

; Now Big Ben is on your side!

Contact: Robert Shay
485 Madison Avenue ¢ Suite 206 < New York, NY 10022
(212) 980-6960 - Telex: 971375
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WE'VE BEEN REACHING
NEW HORIZONS

SINCE 1959

In an industry where things seem Want professionals in the finance
to happen overnight, we're proud side of cable? Taik to Bill Ken-

of our 23 year history in cable nedy. Kevan Fight. Bill Van Huss
financing. or Phii Thoben for a confidential
We're Firstmark Financial! We analysis. We believe in those
can put our track record to work new horizons. Since 1959.

for you.

We structure financial plans for

acquisition, new construction Iﬁlrstmark FlnanCIaI

and refinancing of existing debt.

We know where the industry’s Firstmark Financial Gorp.
going because we've been there fféﬂglwgsag'iggfoﬁ'gm Div.
since the beginning. We talk Indianapois. IN 46204

your language. 317638-1331%

SEE US AT THE NCTA, BOOTH 1122
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DATAWORLD, INCORPORATED

Computer services to the broadcast industry

Complete Database
AM e FM e TV ¢ LPTV
Computerized
Weekly updated Directories
Allocation Studies

“Flag Service” - FCC Actions
Remote Terminal Access

® LPTV Studies/New Rules/Mutual Exclusivity Analyses
¢ FM Studies - Present Rules and BC Docket 80-90

® AM Studies - Employing Standard/Augmented Patterns
® |nquiries Invited for Special Requirements

Use our new toil-free number
800/368-5754

—datawofﬂd 1302 18th St., N.W.  Suite 502

i
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and CBS Cable are said to have become far
more selective at this year’s MIP. **When
you first go out, you have 10 be assured of
a stream of programing,” confirmed Jack
Healy, vice president of development and
acquisitions for ARTS, “‘So on our part
some heavy commitments were made.
Now we're targeting specific holes in our
schedule and we're producing more pro-
grams ourselves.”’

All of this undoubtedly contributed to
the persistent whispers in the halls and
booths of the Palais des Festivals last week
that the 1982 MIP was slow for interna-
tional TV sales. Officially, business was
great, but even while the chief of sales of
one major U.S. production company was
insisting that sales were ‘‘super,” one of
his staff was saying the opposite in private.
**Most years the booth is knee-deep in
people,” he said, *‘and I'm handing out
literature all day. Not this year.”

This was not, of course, the position of
MIP founder, organizer and commissioner
general, Bernard Chevry, who produced his
customary figures showing that MIP ‘82
was bigger and better than ever before.
There were at least 1,122 companies repre-
sented, he said, and at least 4,17S partici-
pants from 107 countries, amounting 10 a
growth of at least 10% over last year’s con-
vention. Anybody complaining of slow
sales, Chevry told BROADCASTING, must
be selling mediocre product; “*the echoes
and contacts that | have had did not ¢oin-
cide with that view,”” he said.

To be sure, there were plenty of dis-
tributors who agreed with Chevry, and
there was certainly no lack of crowds in the
exhibition halls. (This is the last MIP to be
held at the Palais des Festivals; next year’s
moves to the new Palais des Congres,
which will offer twice the exhibition
space —at twice the price per square foot
to exhibitors, according to Telepictures’
Solomon.) But some of the crowds, at
least, had to be attributed 1o an increase in
sellers, as opposed to buyers. Again, be-
cause of the world economy, dozens of
countries have intensified their interna-
tional sales efforts in attempts to realize
some return {rom the programs they pro-
duce. An executive of BBC Enterprises
(an early example of the trend) said that
broadcasters all over Europe have come to
BBC-E for advice in the past year or two
on how they might pattern their own sales
operations after the BBC’s. *‘I think you’ll
find it a general rule that world broad-
casters are being pushed to sell their pro-
grams,” he said. Some reflection of the
depth of that push was evidenced in the
presence of the three new exhibiting coun-
;ries this year: Cuba, the Ivory Coast and
ran.

And Ametican broadcasters are no ex-
ception. U.S. public television executives
were out in force at MIP, as one might ex-
pect, but so were those from the commer-
cial networks. John Eger, head of the CBS
Broadcast International division, was
there, hot on the heels of concluding five-
vear agreements with [talian and
Australian companies for rights to all of
the programs in the CBS International
portfolio—agreements worth a reported



$10 million to $20 million apiece. Eger
said at MIP that similar agreements could
conceivably be negotiated with 10 or 11
additional countries s a micans of estab-
lishing a foothoid on which to base future
growth. NBC's Jerome Wexler, who said
his recent promotion from gencral man-
ager to president of the network’s En-
terprises division reflects its growing im-
portance, was also in attendance, and was
busily selling such NBC product as Father
Murphy and NBC News specials. “*We're
pleasantly surprised by the umount of peo-
[wlt;I\»'ho are here 1o comimit deals.”” he
said.

Among the many ABC executives in at-
tendance was Squire Rushnell, who was
looking for co-production deals,
specifically for child audiences. After MIPR
Rushnell was on his wav to Australia,
where he said co-productions have been
made especially attractive by a new tax
shelier; Producers may write off 150% of
cvery dollar they spend, and the first third
of their profits are tax exempt. **With the
tighter cost controls at the network,”’
Rushnell said, ‘*we’re all a bit more con-
scious of how we can maximize the dollars
we do spend.”’

More and more broadcasters worldwide
are thinking in similar fashion, with the
result that international co-production was
the focus of some of the most intensive
activity at MIP. Pamela Flower, head of
MIP’s co-production office, said 19 coun-
tries had registered proposals for some 319
program projects at her booth by mid-con-
vention. In his speech at MIP’s opening,
French communications minister Fillioud
had singled out co-production as a key part
of his new national communications
strategy, and, true to his word, France led
the co-production solicitors with 101 pro-
posals. The U.S. followed with 63 re-
quests, many from such public television
stations as WGBH-TV Boston. The major
American studios weren’t generally listing
their idecas on MIP’'s co-production
chalkboard, but some were actively pursu-
ing partners as well. Twentieth Century-
Fox, for example, was exchanging scripts
and ideas with the French networks, ac-
cording 10 Robert Morin, executive vice
president in charge of worldwide syndica-
tion. “*Our sales this yvear are very good,”’
he said, *‘but in terms of excitement,
we’re probably almost as excited about our
acquisitions and co-production. Not quite
as excited, because vou have to keep the
money coming in, but almost.”

Indeed. the co-production fever repre-
sented the other, considerably brighter
side of the MIP coin this year. New forms
and stvles of international distribution
with staggering potential are evolving, and
despite the convention’s hard-sell roots,
MIP "82 in many respects served as a
forum for laying the groundwork of that
evolution. **“The entire television business
is undergoing dramatic change in cable,
pay TV, home video and satellites,” said
Brian McGrath of Columbia Pictures In-
ternational, “*and | have found this MIP 10

be a veryv timely opportunity to get
together with peopie who are active in
those areas. My concentration has not
been on individual series or programs, but
rather on exchanging views, researching
and establishing relationships with the
people who are going to be major factors in
a very rapidly changing worid. It's almost
the difference between a sales convention
and a symposium.”’

MIP itself offered two symposia on the
new technologies this year (the first panel
discussions in its history), one on Euro-
pean experiments in direct broadcast
satellites and another on the principles of
narrowcasting to special-interest au-
diences. Although the panels were not well
attended by MIP’s sales forces (Chevry
said that future conferences will be offered
a day before the convention to avoid con-
flict with the marketplace), the question
was not dissimilar for many in both
spheres of activity: How might the new
technologies be used 1o get more program-
ing to more people more cheaply?

In the political sphere, too, there was
reason at MIP for optimism. Although
avenues of communications in some
countries may be closing down, in many
other countries they are opening wider.
CBS International’s Eger pointed out that
the current deregulatory climate in Wash-
ington is not an isolated policy; Britain,
Germany, Hong Kong, Singapore and
others are loosening restrictions on
telephone and data processing competition
as well, he said.

Neither is the growing hunger of televi-
sion viewers for more programing choices
a solely American phenomenon. In
response to that demand, governments in
dozens of countries are opening the way
for new programing opportunities, often
shaking the once comfortable monopolies
of their own state broadcasting Systems in
the process. Canada has opened the way
for pay TV Spain is considering private
broadcasting; France, Germany, Britain,
Switzerland, Luxembourg, Sweden and
Holland are among those actively pursuing
DBS; the British have begun extensive ca-
ble installations and are about to go on the
air next November with a fourth television
channel . .. The list goes on. And by all ac-
counts home video is raging in Europe: If
there were one opinion held unanimously
by every distributor at MIP, it was that the
number of home video companies scour-
ing the convention halls for cassette rights
had exploded this vear.

Even in the most receptive of countries,
this tremendous cross-pollination of com-
munications is bringing with it ¢qually tre-
mendous political tensions, of course, and
in aggregate the European battles over
copyright, censorship and other regulatory
questions are likely to dwarf those in the
United States. And then there remains the
challenge of creating programs to fill those
new distribution pipelines—programs that
somehow cross national borders as readily
as the technology that carries them. No
simple task, but it was toward that goal
that not a few of the 4,000 MIP attendee
proceeded last week. [
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SUPER
RATINGS

all through the afternoon

RATING SHARE
3IrPM
MILWAUKEE 26
OMAHA 32
DAVENPORT M
GREEN BAY § 32
BATON ROUGE 28
4 PM
PITTSBURGH 33
CINCINNATI
CEDAR RAPIDS 28
ROCKFORD 3!
EVANSVILLE 29
4:30 PM
DES MOINES 34
JOPLIN-PITTSBURG 38
5PM

TAMPA-
ST PETERSBURC 37

GREENVILLE 3 31
ROCHESTER 29

and many more
Source: feb. 1982 NSI Cassandra

It works —
any time
of day.

GROUP W
PRODUCTIONS

Westinghouse Broadcasting and Cable, Inc.




is the right
position

for quality radio representation

¢ 8 years old and growing fast

® A young, aggressive, hard selling sales staff that fights for your
national radic dollar,

Constant communication with our stations.

Professional, conceptual selling techniques.

Research oriented— complete computer capability.

Call or write George Stemberg, V.P. for Station Relations, in New York.

Lotus Reps

Division of Lotus Communications Corporation

New York — SOE. 49nd St Chicago — 203 N, Wabash Ave. San Francisco — 2225 Union Street
New York, N.Y. 10017/919-697-7601  Chicago, Ill. 60601/312-346-8442 San Francisco, Ca. 94123/415-563-3252
Atlants — Drawer 7308 Los Angeles — 6777 Hollywood Bivd.  Dallas — 7616 LBJ Freeway

Atlanta, Ga. 30309/ 404-881-09%0 Hollywood, Ca. 90028/213-466-8119  Dallas, Tex. 75251/214-960-1707

Now you can protect
transmitters, translators and other
solid-state equipment

from lightning-induced sur
and powerline spiKes.

Induced lightning and surges from power
company grid-switching often travel af high
speeds along power lines, inflicting costiy
damage to transmitters, translators and other
solid-state equipment. These surges can

result in program
interruptions, lost advertising [ o |

revenue a '
listenership.
Transiecior” Systemt, e

oldest and largest
manufacturer of transient
overvolliage protectors,
announces the first and only
complete line of silicon .~
junction surge protectors fhr
on-site solid-stote X
production equipment, g/

interrupting protection against costly
_éamage. Transtector features include solid-
state reliabliity . .. a five nanosecond
tesponse fime tor both turn-on and turn-off,
not only offering absolute protection against
high speed surges, but also

-~ ) virtually inslanteous resel to
the ready posifion with no
degradation in protection
capability ... and all units
& provide both normal and
.‘* common mode suppression.
Eliminote dead alr and
revenue (osses from
lightning-induced surges
nd power line spikes now
jith Transtector” . Call
Bellomy, National

well as ngnsmﬂlﬂs,aqd{ ager. toll free at
translotors ‘opérating # 808-635-25% 7 for tull details
remole locations. o stector's cost
Transtector ore ' effatlive insufbnce against
proven p-yeors of service to 3 elechycal surges.

provide permanent, non-

. /
BSOLUTE (\“‘\
TRANSIENT

\EROTECTION

of Konic international Corporation

" .
E. 52b0(Selfice Way e Past Office Box 1299 e Past Falls, ID 83854
l \
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eather Channel
debuts at NCTA

Three million subscribers have
been lined up for 24-hour
weather service from Landmark

With more than three million subscribers
and 114 cable systems nationwide in tow,
the Weather Channel was due to launch its
24-hour weather-oriented programing ser-
vice on Sunday, May 2 {(8:30 p.m. Eastern
time), the first day of this vear’s NCTA
convention,

Activities in Las Vegas (where NCTA is
being held this year) on launch day were to
have included a live two-way video news
conference from the Weather Channel’s
headquarters in Atlanta, with Robert
Wold Co. providing the uplink to a Westar
satellite.

The new service is 10 be advertiser-sup-
ported and the Landmark Communica-
tions-backed venture claims to have com-
mitments rom national sponsors,
although a Weather Channel spokesman
declined to say who they were or what
their total dollar commitment was. Spon-
sors may be identified at the convention.
A total of 12 commercial minutes per hour
will be aired over the Weather Channel,
two minutes for local affiliates and 10
minutes for national spots. National 30-
second spots will cost between $150 and
$300, depending on the advertiser’s
purchasing strategy. ‘‘Pure rotations.’”
where an advertiser buys spots throughout
the entire programing schedule, will cost
less than spots purchased for specific
features.

As an added incentive to sign up, affili-
ates will be paid a one-time-only 10 cents
per-subscriber fee.

So far, Landmark has invested about
$30 million in the Weather Channel,
which was created by John Coleman, its
president and a part owner, who is also
meteorologist for ABC’s Good Morning
America program. The $30 million in-
cludes $10.5 millton that Landmark laid
out to secure the rights for a Satcom |
transponder (subsequenlly replaced by
Satcom 111-R} last July. The bulk of the re-
maining capital has been used to establish
the service's Atlanta headquarters and
specially designed digital receivers sup-
plied free of charge to system affiliates
with 6,000 or more subscribers. Systems
with fewer than 6,000 subscribers tha
wish to become affiliates will have to
purchase a $6,000 receiver. Financing
terms can be arranged through the
Weather Channel.

The receiver is designed so affiliates can
access the local forecast put out by the Na-
tional Weather Service in text form. The
Weather Channel notes also that severe
weather warnings issued by NWS will be
transmitted to the affected affiliates in five
seconds. The receivers can be programed
so that in the event of a severe weather
warning, an audio override can be
transmitted over all the channels on a ca-
ble system to alert viewers of the warning



and 10 have them tune in o the Weather
Channel

Afliliates also will be provided with
weather instruments to be connected 1o
the receiver which will provide readings at
the bottom of the screen on local tem-
perature, rainlall and wind measurements.

In addition to nationa!l and local
forecasts, the Weather Channel will pro-
gram other weather-oriented programing,
including outlooks for particular sporting
cvents. Folklore secuments and coniests
will also be programed.

Live receivers will be activated and on
display at NCTA, showing conventioncers
how the service will look in five markets—
Chicago, Las Vegas, Atlanta, Norlolk,
Va., und New York. Except for the local
forccasts und inserts, the programing is
identical

As per his agrecment with ABC, Cole-
man  will not participate as an  on-air
meteorologist with the Weather Channel
until September. He may then participate
but not during the GMA broadcast hours
7-9 a.m.

“
Affiliation deals
on eve of NCTA

Entertainment Channel signs
with Warner; Cinemax added
to Group W Cable systems

In the week belore the NCTA convention,
two major affiliation agreements  were
being trumpeted by two dilferent pay cable
services. The Entertainment Channel said
last Monday that Warner-Amex Cable
Communications has agreed (o introduce
its service to 1,750,000 potential homes
pussed. And on Tuesday, Flome Box Oftice
said its second pay movie service,
Cinemax, will be introduced by Group W
Cuble (lormerly Telepromipter, see story,
page 98) “‘in morc than 75 sysiems this
year, representing more than 1.5 million
potential cable subscribers” (That lauer
announcement foliowed three lesser ones
issued on Monday regarding Cinemax).
There is a fair amount of inflation in
those figurcs though,—the 1.75-million

and 1.5-million tallies are homes passed or
franchised, not currently paving cable
customers. The industry average of
subscribers to homes passed is 54%—in-
deed, HBO notes that the 1.5-million **po-
tential”” of the 75 Group W systems
translates into 750,000 present cable
subscribers.

According to The Entertainment Chan-
nel, Warner-Amex has signed a three-year
agreement, providing for carriage of ser-
vice from its June launch on Pitsburgh,
Cincinnati, St. Louis and Chicago area
systems. Dullas and llouston residents
will get service ““later in the year”” {Thosc
sysiems are for the most part still under
construction.) The Houston deal also in-
cludes service 10 Gulf Coast Cable
customers. Those are Warner-Amex’s
“major new-build metro systems’’, the
cablecaster operates a 1otal of 146 systems.

The Entertainment Channel is calling
this its **largest affiliation signing (o date.””
Previously announced werc agrecmenis
with United Cable, Heritage and New
York Times Cable.

HBO divides the Group W introduction
of Cinemax into three phases, one of
which has already occurred—20 sysiems
are said 10 have launched Cinemax in
April during a preview period the service
used for marketing. Another 10-15 will
launch Cinemax in June, and the rest
*‘through the fall”” Group W will market
Cincmax as part of its Galaxy premium
package, and, according to Group W Ca-
ble’s senior vice president of marketing
and programing, Burt Swantar, this addition
will make the bulk of Group W markets
three-pay operations.

Cinemax aftiliation agreements with
three other operalors werc announced
earlicr in the week. Tribune Company Ca-
ble has launched or will launch Cinemax
in 1982 in nine systems passing 230,000
homes with 89,000 current subscribers.
Viacom Cablevision will introduce
Cinemax in San Francisco this June—that
system scrves 62,800 subscribers in a
184,000-homes-passed area. Finally, Har-
ron Communications Corp. has agreed 10
introduce Cinemax in all seven of its
systems, which pass 140,000 homes,
105,000 of which subscribe. Launches in
Harron sysiems have already begun and
will continue through September.

Rlay/’ Backs

Striking back. National Public Radio and Lucasfilm Ltd. have agreed to produce radio
version of “The Empire Strikes Back.” as foilow-up to 13-part “Star Wars” drama series
produced and distributed by partnership last year, in association with kusc(rm) Los Angeles

and others

In the marketplace. Hot Concepts, retail sales package for radio sales departments, is
new jingle combination available from Tuesday Productions of San Diego.

Radio remake. Chicago's National Radio Theater has acquired rights to Orson Welles's
adaptation of The War of the Worlds, dramatic classic that led to nationwide panic during

initial 1938 broadcast. NRT plans to remake program for distribution (ater this year
with Mutual taik-show host Larry King in role of announcer.
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UP

\\IN EARLY FRINGE y)

KDLH-TV Duluth-
Superior
M-F 3:30 PM*

Rating Women Men
& Share 25-54 25-54

FEB ‘82 "twe 10/30 4 3
NOV 181 Muppets 4/14 1 1

WABI-TV Bangor
M-F 4:30 PM*

Rating women  Men
& Share 25-54 25.54

FEB '82"wn° 16/39 8 4
NOV ‘81 e 9/25 4 2

WGHP-TV Greensboro-
High Point-W. Salem
M-F 4:00 PM*

Rating Women Men
& Share 25-54 25-54

FEB ‘82 °%+ 10/34 20 6
NOV ‘81 = 4/17 13 5

THE
PEOPLE’S

COURT

*NSI/Cassandra, os datec

NOW SOLD IN
OVER 100 MARKETS

Telepiclures

CORPORATION

One Dag Hammarskjold Plaza, New York,
NY 10017 (212) 838-1122 Telex: 645366
291 South La Cienega Bivd., Suite 410,
Beverly Hills, CA 90211 (213) 657-8450
TWX: 910-321-1038
1918 North Mohawk, Chicago, IL 60614
(312) 440-1757
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Nielsen numbers:
TV viewing
continues to climb

Spurred by increases in February
and July viewing, usage
per day shows 9-minute rise

Daily TV usage per household averaged a
record six hours and 44 minutes during
1980-81, up nine minutes from 1979-80.
A November 1981 survey showed that
older women waich the most TV and
female teen-agers the least. The 8:30-9
p.m. time slot was the most popular view-
ing time.

That is some of the information con-
tained in the “*Nielsen Report on Televi-
sion 1982, a booklet highlighting various
Nielsen Media Research studies.

While TV usage was up an average of 9
minutes daily over a 48-week period (Sep-
tember 1980-August 1981), Nielsen
found even greater increases in February
and July. February household viewing on
average rose 10 minutes to seven hours
and 32 minutes and July was up 20
minutes to six hours and eight minutes.

In another study, this one for Novem-
ber, Nielsen said household viewing
averaged more than 49.5 hours weekly.
Households with three or more people and
those with “‘nonadults’ watched about 60
hours. Pay-cabie homes used TV more

than 58 hours.

Also in November, Nielsen found that
women 55 years or older were the heaviest
TV viewers, waitching 39 hours and 20
minutes per week. Female teen-agers
watched the least hours: 18 hours and 19
minutes.

The most popular time slot is 8:30-9
p.m., as of November 1981. Among eve-
nings, Sunday prime time attracted the
most viewers: 106.9 million. Monday was
second with 94.7 million. And Friday, last
in 1975, came in third with 92.1 million.
(Friday also boasted the 1981-82 season’s
highest-rated program, CBS-TV's
Dallas.)

As of 1981, Nielsen said that 43% of
households could receive 10 or more
television stations, as opposed to only 20%
in 1972. Those receiving 10 or more chan-
nels jumped to 53% when cable-only ser-
vices were included. |

By January 1982, the report said that
98% of U.S. households owned TV sets
and 86% had color TV sets. The Jan. 1,
1982, figure for total viewers within those
households was 215.65 million, up from
200.7 million as of September 1975.

In November 1981, Nielsen found that
sources of household viewing in pay-cable
homes from 8 to 11 p.m. broke down this
way: 45.8% of TV homes viewed network
affiliates; 13.3% other over-the-air pro-
graming, 3.2% cable-originated programs,
and 12.0% pay-cable services.

During 1980-81, Niefsen said that black
households watched more TV than non-

CHAPMAN ASSOCIATES®

media brokerage service

E.L. Cartwright
9896 E. Maplewood Cr.
Denver, CO 80111
(303) 740-2224

We are pleased to have acted
as Broker in the sale of

KYLT
Missoula, Montana

from

Scottie Broadcasting Company

to

Spectrum Communications, Inc.
Phillip B. Huff, President

for

$1,500,000

Chapman Associate, E.L Cartwright, represented
the Seller'and assisted in negotiations

Chapman Associates
1835 Savoy Dr., Suite 206
Atlanta, GA 30341
(404) 458.9226
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black households. The greatest percentage
differences came Monday-Friday,
noon-4:30 p.m.; 39% v. 23%; The least
difference was Sunday-Saturday, 8-11
p.m.; 63% v. 60%.

During November 1981, situation com-
edies drew the largest prime-time au-
diences, about 27.19 million per average
minute from 6 p.m. to 11 p.m. Feature
films drew an average of 25.55 million per
minute, 6-11 p.m.—the same average net-
work programing had from 7-11 pm. 0O

NBC Radio reorders
its staff; Mounty
named executive VP

The expected reorganization at NBC
Radio came to fruition last week when
Robert Mounty vice president, marketing,
NBC Inc., was named executive vice presi-
dent, NBC Radio. Coupled with that an-
nouncement came word that Rebert B.
Sherman, executive vice president, NBC
radio stations, and Chuck Renwick, ex-

Mounty

ecutive vice president, network develop-
ment, NBC Radio, have resigned.

Mounty, who served as executive vice
president, AM Radio, at NBC for three
years, now reports to Michael Eskridge,
executive vice president, NBC Television
Stations/Radio. In his new position,
Mounty will be responsible for day-to-day
operations of NBC’s eight owned radic
stations in addition to NBC Radio Net:
work and The Source.

Neither Sherman, who leaves to be-
come president of New York-based Della
Femina, Travisano & Partners advertising
agency, nor Renwick, who joined Planta-
tion Cablevision Inc. in Hilton Head Is-
land, S.C., as vice president and assistani
manager, will be replaced in title.

Mounty explained, ‘*We feel we can do
a lot better with a lot of people running
things across the board.”” Similarly, a suc-
cessor to former NBC Radio President
Richard Verne (who left last February to
join LIN Broadcasting as group vice presi-
dent) is unlikely, as his responsibilities
have shifted to Eskridge and Mounty.

*“We’re going to re-evaluate many func-
tions within the network.’ according to
Mounty. He added, however, ‘‘l see no
more major changes (at NBC Radio)” O



Center and American University.

r i
Debating society. John Saeman, chairman of Cable Satellite Public Affairs Network (sec-
ond from left), greets participants in C-SPAN's new weekly program, The American Debate.
Series, which will air every Sunday from 7 to 11 p.m. (EST). will feature various participants
debating issues in news, followed by national phone-in to field questions from audience.
Pictures for first debate are (I-r) Representative Jim Leach (R-lowa), Saeman, Doug Ben-
net; president of the Roosevelt Center for American Policy Studies and debate moederator,
and Representative Sam Stratton (D-N.Y). Program is jointly sponsored by Roosevell

Super TV makes
mid-Atlantic inroads

Nightly STV service has 33,000
custemers in Washington and
has plans for Baltimore expansion

Like the British nearly 170 years apo,
Super TV claims it has been taking Wash-
ington since last fall and now plans 1o
move on 10 nearby Balumore this summer.

According 1o exccutives of the on-air
subscription television venture, Super
TV's acceptance is due to two factors. One
is that consumers ‘‘have become dis-
enchanted with the long wait for the
promises of cable’ yet 1o arrive 10 any
great degree throughout the area. The
other reason Super TV ofticials cite is their
service's special programing and thematic
presentations not now generally available
through the cstablished TV competition.

“We came 10 this area,” Super TV
President Tom Thompson explained, “*be-
cause it is one of the few markets in the
nation that offer viewers so little in the way
of programing alternatives.”

Nancy Craig, marketing director of
Super TV at its McLean, Va., headquar-
ters, reporied that 33,000 subscribers have
already bought the service since it became
available through WCQR(TV) Washington,
when that ch. 50 station began operation
on Nov. 1, 1981 (BROADCASTING, Nov. 9,
1981). Super TV now plans to extend 1o
the Baltimore area on July |. through ch.
54 WNUVITV), permillee preparing 10 go
on the air there.

As in Washington, Baltimore subscrib-
crs will pay $24.90 per month for the
basic service that will include late-night
adult programing but no X-rated flms.
There will be a $49.50 installation fee and
a refundable deposit on a decoder that
unscrambles the Super TV signal. The
decoder is equipped with a special lock
that will enable parents to regulate
children’s viewing.

In addition to the film ftare, Super TV
offers playofl games of the Washington
basketball Bullets, selected baseball games
of the Baltimore Orioles, musical concerts
and specials that include the Hearns-
Hagler middleweight championship fight
May 24 (with surcharge of $15-$20 per
home for the last).

WNUV plans regular on-air commercial
programing, including financial news ser-
vices, prior 10 7 p.m. on weekdays and
prior to 3 p.m. on Sundays. After that, it
will be all Super TV.

Super TV is a joint venture of Subscrip-
tion Television of America and Field
Communications.

Thompson, previously president of
Subscription Television of San Francisco,
said he would announce marketing and
sales details for the Baltimore operation in
the next few weeks. At present, Super TV
is spending S1.4 million for advertising on
conventional television and radio and in
print. Craig last week said that TV expen-
ditures alone come to S25,000 weekly.
Conducting the campaign are the Los
Angeles agencies of Della Femina, Tra-
visano and Admarketing.

In addition, the Washington and New
York firm of Marston & Rothenberg
Public AfTairs handles public relations.

Super TV said that Washington and
Baltimore combined will make up the
fourth largest subscription TV market in
the nation—behind Chicago, 1.os Angeles
and New York.

The only other noncable pay TV service
in the Washington area is Marquee, which
transmits via MDS and otfers Washington
and Baltimore channels plus HBO. Mar-
guee's clientele is primarily in apartments,
condominiums and hotels and some single
family residencies.

In Baltimore, there currently is no non-
cable pay TV competition. Limelight, a
microwave (ransmission system operated
by Baliimore Home Theaters, had been in
operation there, but had 10 shut down in
February. O
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WOKR Rochester
M-F 5:00 PM**

Rating Women Men
& Share 25-54 25-54

FEB ‘82 "% 9/23 13 11
NOV ‘81 &% 5/15 5 5

WJAC-TV Johnstown-
Altoona
M-F 4:00 PM*

Rating Wwomen Men
& Shore 25-54 25-54

FEB ‘82 "% 15/33 20 21
FEB I8] Movie ] 0/23 ]5 ]3

WTSP-TV Tampa-
St. Petersburg
M-F 4.00 PM**

Rating Women Men
& Share 25-54 25-54

FEB'82 "&a* 6/19 18 10
FEB'81 Yy 4/13 10 7

Valley
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“Arbitron, as dated *"NSI/Cassandra, gs dated

And coming this Fall from the same producers,

**So You Think You Got Troubles?!’

Telepiclures

CORPORATION

One Dag Hommarskjold Plaza, New York,
NY 10017 (212) 838-1122 Telex: 645366
291 South La Cienega Bivd., Suite 410,
Beverly Hills, CA 90211 (213) 657-8450
TWX: 910-321-1038
1918 North Mohowk, Chicago, IL 60614
(312) 4401757



This announcement appears as a matter of record only.

$15,000,000

Heritage Cablevision, Inc.

a wholly owned subsidiary of

Heritage Communications, Inc.

Senior Notes due 1994

We renegotiated the terms of these Senior Notes,
which were previously obiigations of Heritage Communications, Inc.

WARBURG PARIBAS BECKER
A.G.BECKER

April 1982

This announcement appears as a matter of record only.

$10,000,000

Heritage Cablevision, Inc.

a wholly owned subsidiary of

Heritage Communications, Inc.

Senior Notes due 1987

We hiave arranged the private placement of these Sentior Notes.

WARBURG PARIBAS BECKER
A.G.BECKER

April 1982
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Ohio State continues
to pick the best in
radio, TV programing

Thirty-seven Ohio State Awards and 16
Achievement of Merit Awards were con-
ferred April 21 in ceremonies at Washing-
ton’s National Press Club.

It was the 46th vear for the granddaddy
of program competitions that started in
1936 under the university’s Institute for
Education by Radio-Television and is ad-
ministered by OSU’s wOSU-AM-FM-Tv in
Columbus.

Finalists were chosen from 356 TV and
162 radio commercial and noncommercial
organizations throughout the world. *‘This
year’s entries represent many of the best
that radio and television have produced,”
said Dale Quazts, director of IERT.

Presenters included Dr. 1. Keith Tyler,
OSU professor emeritus and first director
of the IERT; Kathleen Nolan, actress and
board member of Corporation for Public
Broadcasting, and Thomas E. Wheeler,
president of the National Cable Television
Association.

The winners:

Performing Arts and Humanities

Ohio State Awards

CBS Entertainment, New York O The Bunker.
CBS Entertainment New York O Playing for Time.
ABC, New York O Masada.

NBC and Paramount Corp., New York O Shogun.

CBS Entertainment, New York O Playing for Time.
Invitation to the Dance With Rudolf Nureyev.

KPIX-TV San Francisco O Superkids Spring
Special.
WCVB-TV Boston O This Was America: Faces of
America.

Maryland Center for Public Broadcasting,
Owings Mills, Md. O The Critics’ Place,

Jon Else Productions/KTEH(TV) San Jose,
Calif. O The Spirit of Allensworth.

University of Akron TV Center, Akron,
Ohio O Onee Upon ar Orchestra.

KXPR Radio, Sacramento, Calif. O Heifetz: An 80th
Birthday Celebration.

Deutsche Welle, Radio, West Germany O Person
of Persons.

WUHY Radio, Philadelphia O Families.

WPBH(FM)/Connecticut Public Radio, Hart-
ford O Publick Concert of Musick.

Achievement of Merit Awards

WDVM-TV Washington O A Personal Note.
WTTWI(TV) Chicago O The Rehearsal.

WBTV(TV) Charlotte, N.C. O A Fresco for Glendale
Springs.

WBGU-TV Lima, Onhio/Bowling Green State Uni-
versity, Bowling Green, Ohio O Dominick Labino:
The Man and His Art.

Natural and Physical Sciences ]

Ohio State Awards
KCET(TV)/Carl Sagan Productions, Los



\ngeles 0 Cosnmos.

Jational Geographic Society, WQED(TV) Pitts-
wurgh 00 Estosha: Place of Dry Water

NGBH-TV Boston Nova.

Zenter for Continuing Medical Education, New
‘ork Citnical  Management of Rheumatoid
Arthritis: Maintaining the Balance.

NBC-TV/Don  Mischer Productions and
Aultimedia Entertainment, New York Project
%eacock. Donahue and Kids.

NJLA-TV Washington O Unti! We Say Good-Bye.
NVEC-TV Norfolk, va. Focus: To a Prince.

UWGB Center/Wisconsin Educational TV Net-
work, Green Bay WIis. O The Inside Story With Slim
Joodbody.

3ritish Broadcast  Corp. Radio, Lon-
fon Symphony of the Body.

NBZ Radio, Boston 00 Shape Up for Summer

Achievement of Merit Awards

:BS Entertainment, New York The DBody
{fuman: The Facts for Boys and The Body Human:
Phe Facts for Girls.

YHRO-TV Norfolk, va. O Community of Living
"hings.

r Social Sciences/Public Atfairs ]

Ohio State Awards

WNET/Thirteen, New York Bill Moyers Journal:
Reflections on lIran.

Agency for Instructional Television, Bloomington,
Ind. O Daddy's Girl.

CBS News, New York 30 Minutes.

KDKA-TV Pittsburgh O Eyewitness Newsbreaks:
Desegregation.

Maryland Center for Public Broadcasting,
Owings Mill. Md. O The Power Game.

WCBS-TV New York The First Amendment Pro-
ject.

Jon Else Productions, KTEH{TV) San Jose.
Calit O The Day After Trinity: J Robert Op-
penheimer and the Atomic Bomb.

South Carolina State Department of Education,
South Carolina ETV Network, Columbia,
SC The Beautiful Phantom of Daisy Barnk.

WCPQ-TV Cincinnati O Circinnati.

National Public Radio, Washington Father
Cares: The Lust of Jonestoun.

Radio New Zealand, Wellington, New Zea-
land No Leonger Forever.

WOR Radio, New York [0 Goodbye Lucy.

WHAS Radio, Louisville, Ky, Vengeance or Justice

Achievemenl of Merit Awards
CBS News, New York (0 CBS News Sunday Morn-
ing

Canadian Broadcasting Corp., Toronto (0 Just
Another Missing Kid.

ABC News Directions, New York Toward a New
Brazil: A Cardinal and the People.

KGO-TV San Francisco O Pre-Stressed Concrete.
WBBM-TV Chicago [0 Watching the Watchdog.

KABC-TY, Medpsych Productions, Holly-
wood O Miracle on Skid Row.

KFRC Radio, San Francisco Forgotten Heroes.

WCBS Radio, New York
Tread.

WHA Radio, Madison, Wis. America on Fire.

WHRO-FM Norfolk, Va. O Blackfoot Returns: The
Stary of Communication.

Where Angels Dare to

Ratings Roundup

CBS-TV, prime time victor during the
1981-82 season (BROADCASTING, April
26), continued its winning ways into the
off-season.

For the week ended April 25, CBS had
the highest average: a 15.4 rating with a
26 share. ABC-TV pulled a 14.8/25 and
NBC-TV a 13.3/23.

Combined ratings and shares drop-
ped three and six points respectively
from the previous week —the last of the
season. Only NBC-TV improved slightly,
from 13.2/22.

With the season over, the networks’
schedules were heavy on repeat pro-
graming. According to ABC's count, it
offered 13 repeat hours, or 53% of its
lineup. ABC said CBS and NBC each
reran-nine and a half hours, or 43%.

During the week, CBS won Monday,
Thursday, Friday and Sunday ABC took
Tuesday and Saturday and NBC
Wednesday.

Each network offered a prime time
documentary, with NBC News's White
Paper: Pleasure Drugs reaching the
largest audience (14.8/26). An ABC
News Closeup: Fortress Israel scored an
11.4/21 and CBS Reports: People Like
Us a 10.3/17. The White House had re-
quested a prime time half-hour to rebut
the CBS documentary: the network te-
jected that. NBC also had a prime time
Falkland Islands special: The Shooting
Begins (10.6/18).

In early-evening news competition,
only four-tenths of a point separated the
three networks: CBS 11.9/23: NBC
11.7/123 and ABC 11.5/22.

The First 20

1 Magnum, PL CBS 232138
2. Jeffersons CBS 21934
3. Three’s Company ABC  21.6/33
4. 60 Minutes CBS 214/
5. Too Close for Comfort ABC  21.3/34
6. Hart to Hart ABC  20.7/36
7. Cagney & Lacey CBS  20.5/134
8 Fall Guy ABC 2011133
9. Happy Days ABC  18.9/32
10, Alice CBS  19.9/31
11.  Dukes of Hazzard CBS 196133
12 M*A*S*H CBS 19.5/30
13 Laverne & Shirley ABC 18.3/30
14,  Quincy ME. NBC  iB8.8/35
15, Dallas CBS tB7/31
16.  Private Benjamin CBS 18.7/30
V7. Diffrent Strokes NBC 1B8.3/29
18.  Greatest American Hero ABC 180130
19.  Teachers Only NBC  17.9/28
20 Fuacts of Life NBC  17.5128
Gimme A Break NBC  17.5/28
The Final Five

68.  Father Murphy NBC arnz
69.  Jokebook NBC 8.515
70.  Baker's Dozen CBS 8.3/14
71.  Chicago Story NBC 8.2/13
72.  NBC Magazine NBC 7.315
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\ IN DAYTIME )

WSOC-TV Charlotte
M-F 9:30 AM*

Rating women Men
& Share 25-54 25-54

FEB '82°%a° 7/34 19 4
NOV ‘81 %my 2/17 5 3

WJAR-TV Providence
M-F 10:00 AM*

Rating Women Men
& Share 25-54 25-54

FEB'82 "%ur’ 6/40 18 12
FEB 81 '&m 5/33 16 3

WTNH-TV Hartford-
New Haven
M-F 10:00 AM*

Rating Women Men
& Shore 25-54 25-54

FEB'82 "+ 5/37 15 6
FEB'81 onges 4/29 10 3

THE
PEOPLE’S

COURT

*NSI/Cassandra, Os dated

NOW SOLD IN
OVER 100 MARKETS

Telepictures

CORPORATION

One Dag Hammarskjold Plaza, New York,
NY 10017 (212) 838-1122 Telex: 645366
291 South La Cienega Blvd., Suite 410,
Beverly Hills, CA 90211 (213) 657-8450
TWX: 910-321-1038
1918 North Mohawk, Chicago, IL 60614
(312) 440-1757



Company names
change to reflect
new environment

Westinghouse Broadcasting adds
‘Cable’ and dumps Teleprompter;
Storer is now Storer Communications

What's in a name, or, more to the point,
what’s in a name change? In the case of
two of the nation’s leading broadcasting/
cable companies which did just that last
week—Group W and Storer—it provides
further fuel for those who argue that the
old technologies (conventional broadcast-
ing forms) and the new technologies (ca-
ble, STV, DBS, etc.) are rapidly and inex-
orably merging to form the shape of things
to come in the television industry.

Both companies announced changes in
their names which reflect, in the case of
Group W, extensive cable holdings, and in
the case of Storer, that company’s shift
from broadcast to cable expansion. (1t sold
all its radio properties last year.)

Westinghouse Broadcasting Co., be-
comes Westinghouse Broadcasting and
Cable Inc., while Storer Broadcasting Co.
will become Storer Communications Inc.
although officially not until sometime in
the fourth quarter of this year. And
Teleprompter, the nation’s third largest
multiple system operator, bought by
Group Win 1981 for about $646 million,
became Group W Cable last Monday
{April 26).

Commenting on the name change,
Daniel Ritchie, chairman and chief execu-
tive officer of Group W, reinforced his
company’s commitment 10 merging the
old with the new. ‘*Nowadays,’ he said,
“the world of telecommunications is mov-
ing ever faster.” He described Group W’s
purchase of Teleprompter and the estab-
lishment of Group W Satellite Com-
munications, a cable programing subsidi-
ary involved with such ventures as
Satellite News Channels, the Disney

Rilchie

Channel and the Nashville Network, as
taking “‘two dramatic steps into the 21st
century.”’

The renaming of Teleprompter, said
Ritchie, reflects *“a dramatic change in the
way we're headed,’ and represents ‘‘a
rededication to the concept of service to
the community”” As an example of the
company’s commitment to cable, Ritchie
cited plans to spend $1.2 billion on capital
items over the next five years. The first
priority lor those funds will be the upgrading
of existing franchises, said Ritchie, promising
that by the end of next year, Group W Cable
would no longer have any |2-channel
systems. Currently, 31 of its 132 systems are
12-channel systems.

The ‘‘technological capacity™ of grand-
parent Westinghouse Electric also will be
exploited more fully in the cable sphere,
noting that a ‘‘task force’’ of
Westinghouse Electric Co. employes and
cable staff people has even begun work on
such projects as “‘planning what the ulti-
mate home terminal should be able to do.””

Bresnan also alluded 1to
“Teleprompier’s checkered past’ and the
““Irving Kahn era’* (Kahn, as
Teleprompter president, was convicted of
franchise-related bribery in 1971), when
elaborating on why the name change was im-
portant.

e —
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575 Madison Avenue

Media Brokers—Consultants

New York, N.Y. 10022
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Storer

Michaels

[n addition to Storer’s name change,
major executive and corporate organiza-
tional changes were announced last Tues-
day. Peter Storer, vice chairman, is to be
chairman of the board, succeeding Bill
Michaels, who will not be a candidate for
re-election 1o that post, but who will be-
come chairman of a reorganized executive
committee.

Storer, 53, will continue as chief execu-
tive officer, a responsibility he held as vice
chairman. He is the third of four sons of
the late George B. Storer, founder of the
company that pioneered in broadcasting.
The vice chairmanship is being eliminated
from the corporate structure.

Terry Lee continues as president and
chief operating officer of Storer, as do
other top executives in their current
capacities: Kenneth Bagwell, president,
Television Stations Division; Arno
Mueller, president, Cable Communica-
tions Division: Kenneth Mosher, vice
president, treasurer and chief financial of-
ficer, and Abiah Church, vice president,
secretary and general counsel. Michaels,
65, this month will end a relationship of
executive management with the company
of nearly 30 years and wili begin one of
consultancy and public board member-
ship.

A resolution authorizing the Storer
name change was adopted at a
shareholders’ meeting last Tuesday (April
27). The change will take effect with the
relocation of the company’s headquarters,
slated for some time in the fourth quarter
of this year. Headquarters are being moved
from Miami Beach to Biscayne Center, a
short distance away in Miami proper. In a
March 30 proxy statement issued by the
company, the board of directors went on
record as endorsing passage of the resolu-
tion, reasoning that the new name would
“more accurately reflect [the company’s]
activities and operations and more clearly
identify it 10 the public.” The proxy state-
ment noted Storer’s “‘rapidly expanding
participation in other aspects of electronic
communications, particularly including
cable communications.” O



The top 50 MSO'’s: As they are and will be

Unpassed homes

Projected Current Basic Homes Basic Pay in franchised Projected basic

rank rank Company subscribers passed penetration  subscriptions areas subscribers
1 1 TCI 2,100.000 3.600.000 58.0 1,100.000 est. 1,000,000 2,600,000
2 2 ATC 1.800.000 3,638.300 522 1.568.000 1,023.000 2,411,500
3 3 Group W Cable (April 22) 1,710,425 3.284.451 518 1,283,276 1,000,000 2,210,425
4 5 Storer . 920.000 1.756.000 524 1.030.000 1.344.175 1,592,087
5 4 Cox 1.135.469 1.919.241 59.2 1.003.398 854,139 1,562,538
] 6 Warner Amex 907.300 1.686.300 539 623.700 1,126,000 1,477,300
7 9 Rogers UA Cablesystems 589.385 1,118,108 527 568.787 628,199 903,485
8 19 Cablevision Systems 229.000 559.000 41.0 537.000 1.119.000 784,950
9 10 Viacom 541.606 1.088.031 498 370.338 460.069 771,640
10 8 Newchannels 620.000 1,001.000 61.9 482,700 221.000 730,500
11 7 Times Mirror (Feb. 28) 675.847 1.178.731 57.3 427.209 NA 675,847
12 11 Continental 484.000 970.000 499 472.000 300.000 634,000
13 12 United 475.268 873.743 54.4 390.555 226.257 588,396
14 13 Sammons 454,646 647.823 70.2 235,542 153117 531,204
15 20 Daniels 220.300 450.890 489 114,600 495710 468,155
16 18 Comcast 231.624 429.598 53.9 202.583 191.502 327,375
17 23 Wometco 202,000 372.300 543 166.000 244000 324,000
18 15 Cablecom 298,737 443545 67.4 183.184 41,000 319,237
19 14 Telecable 309.900 542.300 571 211100 NA 309,900
20 16 General Electric 295,000 494.000 597 150.000 = 295,000
21 17 Heritage 248.231 505.052 491 164.078 21,546 259,004
22 25 Maclean-Hunter 170,645 372.152 459 234616 115.848 228,569
23 29 Colony 150.000 268947 558 130.500 141,624 220,812
24 21 Liberty 213,642 450.000 47.4 104.383 - 213,642
25 22 Service Electric 210.000 300.000 70.0 75.000 — 210,000
26 26 Century (Feb. 28} 169.500 285.000 59.5 102.000 70.000 204,500
27 27 Multimedia 160.734 321,292 50.0 169.161 83.856 202,662
28 24 TCA Cable TV 200.000 260.000 76.9 50.000 NA 200,000
29 28 Tele-media (May 31) 152.600 211.000 723 38.500 44.000 174,600
30 — Falcon Comm. (Dec. 31} 60.000 80.000 75.0 30,000 220.000 170,000
31 31 Suburban Cablevision 135.982 287.453 47.3 162,123 62.547 167,255
32 37 Tribune Co. Cable 108.000 248.000 435 78.500 117.000 166,500
33 29 Western 148.900 177.000 841 47.500 8.000 152,900
34 32 Prime Cable 129,619 240.218 54.0 102.531 38.050 148,644
35 36 Harron (Oct. 31) 113.429 150.000 75.6 52.169 64.000 145,429
36 30 Jones Intercable 142,714 319,176 447 78.281 NA 142,714
37 33 Comm. Services (Aug. 31) 125.500 221,000 56.8 55.800 = 125,500
38 47 Adams Russell 72110 148.476 48.6 36913 103.953 124,086
39 34 Midwest (Oct. 31) 120.000 220.000 545 62.000 - 120,000
40 35 Harris Cable 116.506 232.290 50.2 76.270 420 116,716
41 40 Cablevision Industries 91.100 128.300 71.0 64.500 40.000 111,100
42 38 Rollins 107.050 — - 50.650 = 107,050
43 39 Gill Cable 92.000 191.000 48.2 35.000 - 92,000
44 41 N.Y. Times 90.000 = = 94.500 — 90,000
45 42 Buckeye 88.607 163.049 54.3 35.275 — 88,607
46 43 Armstrong 85.300 = = 51,000 - 85,300
47 — Cablenet 14,000 38.000 36.8 22400 135,000 81,500
48 44 Cablentertainment 77.836 113.106 68.8 22,194 NA 77,836
49 45 Multichannel 76.000 102.000 74.5 25.000 NA 76,000
50 46 McDonald Group 74,793 115,000 65.3 47.000 = 74,793

Tele-Communications Inc., which has been has gone the acquisition
route instead of franchising to gain cable subscribers has jumped
into first place in both BroapcasTing’s present and projected basic
subscriber counts.

TCI, which has bought Horizon, Cross Country Cable, Six Star,
Plains TV Group and Cape Cod Cablevision within the last 18
months, moves past American Television & Communications, which
is second and Group W Cable, third.

Among the big gainers in BROADCASTING'S projected subscriber col-
umn are Cablevision Systems and Daniels & Associates. Cablevi-
sion, with big franchise wins in Boston and Fairfield county, Conn,,
would move in to the top 10, once those systems are wired. Broap-
CASTING assumes a 50% penetration for the homes that have not yet
been passed and adds that figure to the current basic count to reach
the projected figures. (Some companies appear to drop— Times Mir-

ror, for example —but only because a count on unpassed homes was
not available, which froze projected counts to current sub counts))

New to the list is Falcon Communications, which gains 30th place
by virtue of the 220,000 unpassed homes it has won in Los Angeles
area franchises. Only those franchises that have officially been
signed have been included in the tabulations.

A number of companies report more pay subscribers than basic,
but none greater than Cablevision, which reports 537,000 pay subs
with only 229,000 basic subs.

BroapcasTiNG has included two companies, Gill Cable and New
York Times Cable Co., whose definition as multiple system operators
have been debated. Each operates one system technically, though
each connects a number of different franchise units— 55 in the case
of the Times.

Figures are for March 31, unless noted otherwise.
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Money matters
top CPB agenda

Board will vote on decreased
1983 budget at meeting this week

The adoption of a fiscal 1983 budget will
dominate discussion at this week’s Cor-
poration for Public Broadcasting board
meeting. The board convenes May $ and é
and will act on the proposed $137-million
budget.

Board members also will focus their at-
tention on the corporation’s program
fund. It has been under review since last
December and the board is likely to list a
number of fund priorities. CPB officials
are expected to discuss the soon to be va-
cated program fund directorship. The cur-
rent director of the fund, Lewis Freed-
man, resigned last month (BROADCAST-
ING. April §5).

CPB management has prepared a pro-
posed FY 1983 budget that would ap-
propriate $95 million to public TV and
$29.7 million to radio. Although the Office
of Management and Budget asked Con-
gress to rescind its FY 1983 appropriation
from $137 million to $116.5 million, CPB
officials remain confident it won't occur
(BROADCASTING, Feb. 15).

The current appropriation, however,
represents a $35-million drop from CPB's
FY 1982 budget. Public TV would face a
decline of 20% in funds and radio a 16.7%

decrease. The budget also reflects pro-
posed reductions in the corporation’s staff
of roughly 40 positions. A total of 24 filled
positions are actually being cut, while the
remainder are being reduced through attri-
tion and a hiring freeze.

In other action the board will discuss
further details on a proposed $5-million

challenge grant (BROADCASTING, March
8). It will hear an update from CPB’s long-
range financial task force and listen to
pubilic comments from Harold E. Morse,
president of the Appalachian Community
Service Network, and Dave Davis, execu-
tive producer of the public broadcasting
program, American Playhouse. 0

Chengihguancs

C—————— PROPOSED [ —

WDRQ(FM) Detroit O Sold by WDRQ Inc.
to Amaturo Group Inc. for $5 million.
Seller is subsidiary of diversified Jackson-
ville, Fla.-based Charter Co., which also
sold, subject to FCC approval, its other six
radio stations to Surrey Broadcasting for
$32 million (BROADCASTING, Dec. 14,
1981). John Bayliss is president of Charter
Broadcasting Group. Buyer is Fort Lauder-
dale, Fla.-based group owner of two FM’s
and four TV’s headed by Joseph C.
Amaturo, president. WDRQ is on 93.1 mhz
with 20 kw and antenna 500 feet above
average terrain. Broker: Kalil & Co.

WJAN(TV) Canton, Ohio O Sold by PTL of
Heritage Village Church and Missionary
Fellowship Inc. to David Livingston Mis-
sionary Foundation Inc. for assumption of
$1,346,250 debt. James O. Bakker is presi-
dent of nonstock religious corporation and

/

Scripps-Howard Broadcasting Company

has acquired

WNOX—-AM

Knoxville, Tennessee
for

$1,200,000

from
Mr. Mack Sanders

We are pleased to have served as broker
in this transaction.

BLACKBURN «comranv.inc.

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

—

WASHINGTON, D.C.
20036

1111 19th Street, NW.
(202) 331-9270

CHICAGO, 60601

(312} 346-6460

333 N. Michigan Ave.

ATLANTA, 30361
400 Colony Square
(404) 892-4655

BEVERLY HILLS, 90212
9465 Wilshire Bivd.

(213) 274-8151
5/3/82 /
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owner of PTL Television Network,
Charlotte, N.C., which syndicates The
PTL Ciub, religious program. It bought
wiaN five years ago for $2.5 million
(BROADCASTING, Aug. 22, 1977). Buyer is
philanthropy organization headed by Lon-
nie Rex, president. It has no other broad-
cast interests. WJAN is on channel 17, with
436 kw visual and 42 kw aural and antenna
450 feet above average terrain.

WTNT(AM)-WLYW(FM) Tallahassee, Fla.
O Sold by Robert Ingstad Broadcast Pro-
perties to Palmer Communications for
$2.6 million. Seller is Vailley City, N.D.-
based group of three AM’s and two FM's
owned by Robert E. Ingstad, who bought
WTNT and wLvw three years ago for $1.1
million {BROADCASTING, Feb. 5, 1979).
Buyer is Davenport, lowa-based group of
three AM’s, three FM’'s and three TV’s
principally owned by Daniel D. Palmer
trust. Robert H. Harter is president. WTNT
is on 1270 khz with 5 kw full time. WLvw
is on 94.9 mhz with S1 kw and antenna
210 feet. Broker: Blackburn & Co,

WGOE(AM) Richmond, Va. O Sold by
WGOE Radio Inc. to Tidewater Radio Show
Inc. for $400,000. Seller is owned by Carr
P Coffman and family, who have no other
broadcast interests. They bought wGOE
seven years ago for $230,000 (BROAD-
CASTING, June 23, 1975). Buyer is owned
by Willis Broadcasting Corp. (100%),
which is wholly owned by L.E. Wiilis, who
also owns wPCE(AM) Portsmouth and
wowl(FM) Norfolk, both Virginia. WGOE is
S kw daytimer on 1590 khz.

0O Other proposed station sales include:
KIEN{AM) Phoenix (BROADCASTING, April
26); KvEE(AM) Conway, Ark. {BROAD-
CASTING, April 26); KLBS(AM) Los Banos,
Calif. (BROADCASTING, April 6); WSIR(AM)
Winter Haven, Fla. (BROADCASTING,
March 15); KSEK(AM)-KMRIJ(FM) Pittsburg,
Kan. (BRoADCASTING, April  26);
WXMR(FM) Lexington, Miss. (BROADCAST-
ING., April 26); Kxks(aM) Albuquerque,
N.M. (BROADCASTING, April 26); WSYR-
AM-FM Syracuse, N.Y. {BROADCASTING,
April §); wGBU(AM) Farrell and wGBZ(FM)
Sharpsville, both Pennsylvania (BROAD-
CASTING, April 26); WQVE(FM)
Mechanicsburg, Pa. (BROADCASTING.
March 8); wusw(FM) Lebanon, Tenn.
(BROADCASTING, April 26) and WRNX(TV)
[CP] Richmond, Va. {(see *‘For the

Record,” page 107).
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AWRT show unfolds
in San Francisco

Annual convention opens in
Bay Area for five days

of sessions on management,
news and programing

The American Women in Radio and
Television will open its 31st annual con-
vention in San Francisco tomorrow—by
heading out of that town.

It will be AWRT’s all-day tour of nearby
“*Silicon Valley’ where delegates will be
exposed to the latest in technological ad-
vances being offered by area manufac-
turers.

The formal meeting agenda gets under
way Wednesday at the Hyatt Regency Em-
barcadero with greetings from San Fran-
cisco Mayor Diane Feinsten and an open-
ing address by AWRT National President
Muriel Kennedy.

The schedule of events, Tuesday
through Saturday, follows.

Tuesday, May 4

7:30 a.m.-9 p.m, Registration. Convention
area.

8:30 a.m. - 5:30 p.m. Market Street
entrance. Professional tour day. Busses depart
for "Silicon Valley” with each bus to visit two
sites (one in morning, one in afternoon) at
Ampex, Hewlett Packard., Intel and NASA.
Luncheon will be at the Hyatt Palo Alto where
Paul Shay, vice president of communications
will speak on the impact that the transition to a
communication society will have on the econo-
my. society at large and on each individual.
6:30 - 10 p.m. Pacific. Exhibit hall opening.

Wednesday, May 5

7:30 a.m. - 6 p.m. Convention area. Registra-
tion.

8 - 9:30 a.m. Golden Gate A. Roundtable
breakfast discussions. Introduction of First
Timers. Sponsor: Chesebrough-Pond's Inc.
9:45 - 11:45 a.m. Golden Gate B. Opening
general session. Presiding: Jeanne Toncre,
convention chair Presentation of colors: The
Presidio of San Francisco Color Guard, Sixth
U.S. Army Band. Invocation: Mary Dorr, execu-
tive director, Religion in Media Association and
1968-1969 AWRT national president. Greet-
ings from San Francisco Mayor Diane Feins-
tein. Opening address: Muriel M. Kennedy,
AWAT national president, “In Pursuit of Ex-
cellence” Government regulation panel on
“Re- De- or Un Regulation: What's It All
About?" Moderator: Jane E. Cohen, vice presi-
dent/television, National Association of Broad-
casters and 1975-1976 AWRT national presi-
dent. Panelists: Mimi Weyforth Dawson, com-
missioner, FCC; Wade Hargrove, executive
director, North Carolina Association of Broad-
casters; and (via satellite) Allen Byron Swift
(D-Wash.), member House Subcommittee on
Telecommunications, Consumer Protection
and Finance. (Teleconferencing courtesy of
Wold Communications.)

11:45 a.m. - 1:45 p.m. Pacific. Reception/
buffet luncheon.

2 - 5:30 p.m. Mini seminars (4 concurrent

sessions).

Embarcadero. "What the Computer Can Do
for You," Dave Sanders, marketing representa-
tive, IBM.

San Francisco B. “Personnel Management,"
Barbara Ashley Phillips, president, American
Intermediation Service.

San Francisco A. “Financial Planning.
Moderafor: Jeannette Greer, vice president/
business manager. KFDM-Tv Beaumont, Tex.,
and 1978-1980 AWRT national secretary
treasurer. Panelists: Bob McAuliffe, executive
director, Broadcast Financia! Management As-
sociation; Alvina Britz, general manager,
KBIZ(AM) Ottumwa, lowa-KTVO(TV) Kirksville,
Mo.; Larry Beaulieu, executive news/program
director, KFDM-TV David Hood, Foote, Cone &
Belding Advertising.

Bayview. "News." Television panel modera-

tor: Wayne Godsey, news director, wims-tv Mil-
waukee, and president, Radio Television News
Directors Association. Participants: Belva
Davis, newscaster, kRon-Tv San Francisco;
Claudia Pryor, producef, kGo-Tv San Francisco,
Betty Ann Bono, reporter, krvuttvi Oakland-San
Francisco. Radio panel moderator: Fred
Zehnder, news Director, kTvu-Tv. Participants:
Vicki Liviakis, newscaster, kFrc(am) San Fran-
cisco; Pat Palmer, reporter/producer. kNBR(AM)
San Francisco; Barbara Rickard-Riegle, news
bureau chief, krws Los Angeles.
6:30 p.m. Market Street entrance. Busses
(courtesy of Stauffer Chemical Co.) leave for
“Taste of San Francisco” at the Palace of the
Legion of Honor. Sponsors: krvu-Tv and Cox
Broadcasting Co. Wine courtesy of Taylor
California Cellars

Thursday, May 6

7 a.m, - 6 p.m. Convention area, Registration.
7:30 - 8:45 a.m, San Francisco B. Advisory
council breakfast.
9: a.m. - noon. San Francisco A. Advisory
council meeting. Presiding: Charlotte Tharp,
AWRT president-elect.
Noon - 12:30 p,m, Golden Gate Foyer. Cash
bar reception.
12:30 - 2:30 p.m. Golden Gate AB. Awards
luncheon. Presiding: Muriel M. Kennedy, AWRT
national president. Presentation of certificates
of commendation. Sid Guber Award presenta-
tion to and performance by Aviva Katzman.
Presentation of AWRT Achievement Award.
Host: John Mack Carter, editor, Good House-
keeping, Presentors: Derin Atlay, star of “Evita”;
Dr. Lenore Cole-Alexander, director, Women's
Bureau ODepartment of Labor: Van Gordon
Sauter, president, CBS News; Elaine Guber,
director, promotional activities, SESAC. Spon-
sor: Good Housekeeping Magazine.
Break
2:45 - 3:45 p.m. San Francisco AB. General
Session: "Making Effective Salary Demands
Without Sounding Demanding” Sherry Chas-
tain, author, "Winning the Salary Game: Salary
Negotiations for Women.”
4 - 5:50 p.m. Professional development
workshops (five concurrent workshops).
Regency. "Speech Writing" Jack Cassidy,
senior speechwriter and head of communica-
tions, Bank of America.
Embarcadero AB. “Time Management” Bar-
bara Greenleaf, coordinator of consumer

/
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Nationwide Communications, Inc.
has completed its initial entry into the CATV industry
through the purchase of the assets of

Fairfield Cablevision Associates

a cable system serving over
14,000 basic subscribers in the principle
cities of Lancaster and Circleville, OH and several
surrounding counties.

Todd Hepbumn, Vice President of the undersigned initiated
this transaction and represented the buyer in the negotiations

UED THEPBURK]
COMPANY oo o

affairs, Conoco Inc.

March 31. 1982
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Embarcadero CD. "Advertising: A Case
Study” Norm Olson, vice president/imedia
director, J. Walter Thompson.

Sea CIiff B. "Being an Effective AWRT Chap-
ter President” (Al chapter presidents are ex-
pected to attend this session), Charlotte Tharp,
president-elect of AWRT.

Sea Cliff A. “Being a Board Member’
Margaret Adams, senior editor/national affairs,
Good Housekeeping Magazine,

5:30 - 8 p.m. Pacific. Cash bar in Exhibit Hall.
5:30 - 6:30 p.m. Bayview A. Presentation/
orientation of China Tour.

Friday, May 7

7 a.m. - 7 p.m. Convention area. Registration.
7:45 - 9 a.m. Golden Gate AB. Breakfast. Cor-
porate multi-media presentation. Ron Phillips,
audiovisual director, Bechtel Corp., Sponsor:
KCBS(aM) and KGO(aM) San Francisco.

9:15 a.m. - 12:30 p.m. San Francisco AB.
AWRT business meeting. Presiding: Muriel M.
Kennedy, AWRT national president. Parliamen-
tarian: Helen Disenhaus. AWRT Foundation
business meeting. Presiding: Sylvia Goldstein,
foundation chair. Parliamentarian: Helen Dis-
enhaus.

12:30 - 1:15 p.m. Pacific Room. Reception
and prize drawing.

1:15 - 3 p.m. Golden Gate AB. Luncheon,
Speaker: Garry Marshall, executive producer,
Henderson Productions, Introduction of
1982-1983 board of directors. Introduction of
1982-1983 bhoard of trustees. Sponsor: Con-
oco.

Break

3:15 - 5 p.m. San Francisco AB. General Ses-
sion, "Cable TV—More than Just Programing".
Moderator: Miskit Airth, director of programing
and studio operations, Warner Amex/Qube
Cable. Participants: Dr Vivian Horner, vice
president program development, Warner-Amex
Cable and president of Women in Cable, and
Susan Green, vice president/corporate affairs,
Manhattan Cable Television. Laura Crandall,
customer service manager, Community Cable
Television.

6:30 - 7:30 p.m. Golden Gate Foyer. Banquet
reception. Champagne courtesy of Sonoma
County Wine Growers Association.

7:30 - 10 p.m. Golden Gate AB. AWRT Broad-
cast/industry Banquel. Presiding: Muriel M.
Kennedy, AWRT national president, mistress of
ceremonies: Wendy Tokuda, news anchor, KPix-
Tv San Francisco. Silver Satellite Award to
actress Jean Stapleton. Invocation: Body and
Soul Dance Company. Entertainment: Ernie
Hecksher orchestra. Sponsors: ABC, Bon-
neville Broadcasting, CBS, Group Wi/
Westinghouse Broadcasting, NBC., kBHk-Tv San
FranciscofField Communications, kGo-Tv. Pro-
gram courtesy of kpix-Tv. Wine Courtesy of
Sonoma County Wine Growers Association.

Saturday, May 8

7 - 9 a.m. San Francisco A Foyer. Breakfast.
Post convention joint board meeting.
1982-1983 AWRT board of directors.
1982-1983 Foundation board of trustees.
Presiding: Charlotte Tharp, national president
of AWRT.

f
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March 1. 1982

Storer Broadcasting Company

has completed the sale of the assets of radio station

WLAK
Chicago, IL.

to

Viacom International Inc.

The undersigned initiated this transaction
and represented the seller in the negotiations

VED TUEPBURN,
COMIPARY

Cincinnati. Ohio

/
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Study standoff

NBC releases survey showing
public is interested in getting
longer news; network action is
in rebuttal to Group W survey

Who is to be believed?

That is a question raised with NBC’s
release last week of a Statistical Research
Inc. study on expanded news. Based on
the survey, NBC concluded that *‘news
viewers, both local and network, express a
considerable amount of interest in an ex-
panded network news.”

In March, however, Group W with its
evidence from the Roper Organization,
found that the public opposed expansion
by a margin of 2 to | (BROADCASTING,
March 15).

According to NBC, the survey originally
had been intended for internal use only.
The network said it decided 1o go public
with the results so Group W wouldn’t have
the "*last word.”

The SRI1 survey for NBC was based on a
national sample of 1,546 viewers in Janu-
ary and February. Seventy-three percent of
that total said they watched either local or
network news. Those who said they do not
watch news weren’t questioned further.

Of the news viewers, SRI found that,
from 4 p.m. to 8 p.m. (NYT), 36% want
more national network news, 22% want
more local news and 25% more entertain-
ment programing. On the reverse side,
53% said they would be willing to give up
entertainment programing to accommo-
date other programing; 22% said they
would give up network news and 19% local
news. Others said they had no preference
or didn’t know.

Asked if network news should be ex-
panded, 30% agreed strongly; 22% agreed
somewhat; 27% disagreed somewhat; 18%
disagreed strongly, and 4% didn’t know.

On a preferred balance of local and net-
work news within an hour, 65% opted for
an even split of 30 minutes each. Twenty
percent went for 15 minutes local and 45
minutes network and 9% wanted 45
minutes local and 15 minutes network.
Four percent wanted all local and 3% all
network.

The same question, but with 90
minutes, brought these results: 40% opt-
ing for 30 minutes local/60 minutes net-
work; 39% 45 minutes local/45 minutes
network; 17% 60 local/ 30 network; 2% 90
locai/no network, and 1% no local/90 net-
work.

NBC also concluded that the study
shows a competitive advantage for the net-
work that expands the news. If their
favorite network news program expanded,
56% said they would watch it more; 27%
said the same and 17% said less. If their
favorite remained the same and its two
competitors expanded, 34% said they
would watch their favorite more; 33% the
same amount and 33% less. If all three ex-
panded, 45% said they would watch more
network news, 28% the same amount, and
26% would watch less.

Group W wasn’t prepared to let NBC



have the last word on the matter. That
company issued a statement from Group
W Television President William F Baker —
“*preliminary comments made while await-
ing a written version of the NBC report.”

Baker said that ‘‘we believe the findings
of the Roper study stand as irrefutable.
Unless NBC's researchers were
meticulous enough to ask a real-world
juestion of its respondents—that is, ask
the public what it was willing to give up for
in extra half-hour of network news—we
would say the NBC findings beg cre-
dulity ... " a

ABES retains
engineering
consultant

Association for Broadcast Engineering
Standards Inc. has made some changes in
s engineering resources. Jeffrey B. Haich,
>f Communications Investment Corp., of
salt Lake City, the new president of the as-
sociation, announced that ABES has re-
tained the consulting engineering firm
of Moffet. Ritch & Larson, PC., of
Arlington, Va., to assist il in engineering
matters before the FCC. He also disclosed
:hat Wallace E. Johnson, ABES’s execu-
iive director, joined the Moffet firm on
May 1 but will continue in his post with
ABES. The firm will change its name to
Moffet, Larson & Johnson, BC.

Hatch last week also announced the
iames of ABES officers and directors

elected at the association’s annual meet-
ings. Besides Halch, the officers are
George Capalbo, RKO Radio, Boston,
vice president; Tom Dougherty,
Metromedia Inc., Washington, treasurer,
and Bill Potts, Haley, Bader & Potts, Wash-
ington, secretary. The directors are Russ
Arnold, wrHi(aM) Terre Haulte, Ind.; John
Bowman, Bethesda, Md.; Ralph Green,

CBS Radio, New York; Shag Miller
KBOw(AM) Butte, Mont.; Mort Nasatir,
Billboard Publications, New York; Bob
Niles, Capital Cities Communications,
Philadelphia; John Serafin, ABC Radio,
New York; Marion Stephenson, NBC
Radio, New York, and Jim Williman,
wTMI(AM) Milwaukee. Hatch and Capalbo
also were elected directors. (]

eramecia

Los Angeles franchise choice reaffirmed. Los Angeles Department of Transportation
has recommended city’s Board of Transportation Commissioners find East Valley
Community Cable Inc. is "highest responsible bidder" for East San Fernando Valley cable
franchise. Recommendation follows two other first-piace evaluations given EVCC by CTIC
Associates, department’s Washington consultant. Commissioners are expected to vote on
their recommendation to city council on June 24.

Measuring the methods. Research Standards Committee, joint project of
Cabletelevision Advertising Bureau and National Cable Television Association, has put
finishing touches on plans for long-awaited cable audience methodology study. Test of
cable audience measurement methods, which is to run June 3 through 16 on Warner Amex
Cable system in Columbus, Ohio, and Gill Cable, San Jose, Calit, is intended to evaluate
accuracy of four diary and three telephone survey techniques. Results of $250,000 study
are to be released starting in fall. Separately, CAB announced four regional meetings
modeled on February's Cable Advertising Conference in New York — San Francisco, Sept.
14-15; Detroit, Oct. 5-8; Dallas, Oct. 12-13 and Chicago, Oct. 26-27.

Wider mission. Broadcast Rating Council board of directors has decided to "broaden the
structure of the council to include all segments of the electronic communications industry.”
Chairman Daniel Kops of Kops-Monahan Communications said BRC already has "ample
evidence of interest on the part of cable and strong support from multimedia corporations.”
BRC currently monitors accredited broadcast ratings services. John A, Dimling Jr. takes
over as executive director June 1 (BROADCASTING, April 19).

Radio like this helps people.

Listen

Please send me, at no charge,

DAY BY DAY WITH JESUS

Brightens their lives, brings their families closer together.
DAY BY DAY WITH JESUS

is five minutes that your listeners will want you to schedule.
Produced by the International Lutheran Laymen’s League,
DAY BY DAY WITH JESUS

is a meditation, prayer suggestion, and Thought for the
Day that brings home basic Christian principles.

The themes are ecumenical, contemporary and relevant.
In other words, they make people listen. And think.

Order the 12 inch LP disc today, free of charge.
Write or call: Violet Knickrehm

at the International Lutheran Laymen'’s League,
2185 Hampton Avenue, St. Louis, Missouri 63139.
Telephone (314) 647-4900.
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Name

Station

Address

City

State/Zip

MAIL TO:

International Lutheran Laymen's League

DAY BY DAY WITH JESUS

2185 Hampton Avenue. St. Louis Missouri 63139



Limited partnerships: latest in cable financing

While still an uncommon
practice, public limited
partnerships are being tried

by some MSO's; some problems
include educating brokers

Recently, four cable companies moved to
take advantage of a funding source that’s
not been heavily used by the industry—
public limited partnerships. To be sure,
one of the four, Jones Intercable, was start-
ing its 14th such deal, and Comcast had
some experience with them back in the
60’s, but while private limited partnership
deals have long been a staple of cabie fi-
nancing, this offering of four public
partnerships during 1982 marked a radical
departure from past funding patierns.

The amount of money being sought was
itself staggering — Comcast, Daniels & As-
sociates and Heritage Communications
each looked to raise about $25 million
from private investors, and Jones was
looking for another $75 million itself.
There was speculation that this would
simply prove a first wave, as operators
faced with tight lending markets would
turn to this new reservoir of funds. How-
ever, as lhe selling of these four partner-
ships was progressed, it seems that there
will be no rush of cable operators looking
to follow their lead.

To date, Comcast has sold $10 million-
worth of interests in its limited partner-
ship, Daniels is said to have sold $10.5
million and Heritage $6.4 million. Jones
has sold the most, putting its sales at $11
million. Everyone concedes that's slow
selling and a variety of factors are cited.

First, there’s the complexity of the

packages. Investors are buying a stake in a
partnership that will seek to leverage the
funds raised with outside borrowings and
use that aggregate to purchase and build
cable systems. As the various prospec-
tuses state, with some shifts in emphasis,
the chief objectives of the partnerships are
to *‘obtain capital appreciation in the value
of their properties,”’ and secure tax
benefits for the limited partners by passing
along the operating losses from the early
years of operating the systems. The cable
operators, as general partners, will man-
age the systems acquired by the pariner-
ships on a fee basis. While some view the
limited partnerships as tax-shelters, those
operators doing the selling stress that,
since the partners seek capital appreciation
through eventually selling the systems for
more than their purchase price, investors
should look on the deals as ‘‘tax-advan-
taged’’ investments, and not just
“shelters.”

Right now, the whole tax-shelier
marketplace is stagnant, 1o a degree that
prompted Forbes magazine 1o ask if the
business even had a future. And that
simply aggravates a problem that’s
bedeviling the cable companies selling
limited partnerships, particularly Com-
cast, Daniels and Heritage. The brokers
through whom they are selling just weren’t
familiar with the cable industry, and so
were not prepared 1o answer questions in-
vestors had about cable.

C. Stephen Backstrom, Comcast’s direc-
tor of tax administration, said this was the
first cable deal for the broker Comcast
used, Shearson/American Express. That
meant ‘‘we had to educate their brokers,”

704, and 30,000 shares of ABC stock.

Proxy revelations. The American Broadcasting Companies proxy not only tells
shareholders what their top officers made last year; it asks shareholder approval of an
amendment to the company's stock bonus plan designed to protect "key employes"”
awards in the event of a change in control of the corporation.

According to the proxy, the following figures are the tallies for cash plus cash equivalent
remuneration and contingent remuneration for top executives in 1981: Chairman Leonard
Goldenson— $810,369 and $404,953; President Elton Rule—$704,515 and $245,699; ABC
Television President Fred Pierce—$601,246 and $266,448. Contract salaries for those
three are, repectively, $500,000, $450,000 and $400,000. They, in turn.own 408,011; 113.-

The proposed restricted stock bonus plan amendment provisions “recognize that a
change in control of the Corporation may result in the termination of employment of key
employes under circumstances which would otherwise require forfeiture of all their
restricted stock and share units ... The board of directors believes that providing some
protection against the forfeiture of restricled slock and share units in the event of a
change in control will enhance key employe morale, benefit the corporation through im-
proved key employe performance and further the purposed of the plan.” Shareholders will
get to record their views at the annual meeting on May 18.

Because directors of ABC also serve on the boards of Bristol Myers, General Motars and
Warner-Lambert, the proxy totals the percentages of ABC's 1981 gross revenues ($2.4
billion) represented by advertising purchased by those three companies— 1.5%, 2.6% and
1.2%; or roughly S36 million, $62 milllon and $28 mlillion.
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before they were able 10 market the
partnership. ‘‘Some of their brokers were
used to oil and gas or real esiate deals”
that were similar, but just weren’t equip-
ped to respond to potential invesiors who
“think [satellite] dishes wili make the ca-
ble business obsolete.”

Similarly, Heritage President James
Hoak has found the process ‘‘a heck of a
lot of work, quite a bit more than we ex-
pected.”’ He’s selling through E.E Hutton,
and Hoak says *‘we had to explain it to the
Hutton system,” a process that became
““all consuming for our management for the
last three months.”” Hoak says that other
operators he’s talked to who had been con-
sidering the limited partnership route, on
hearing the amount of effort required,
have decided to back off.

Hutton has been in charge of selling not
only the Heritage package, but the Daniels
one as well, and John Tomassini of Hutton
concedes ‘‘our account executives just
were not familiar’® with cable. But
Tomassini also points to the slow economy
and changes in the tax codes as additional
factors that impeded sales of the cable
limited partnerships. The latter, he says,
“‘caused confusion for investors’ regard-
ing tax-advantaged packages. In the long
run, Tomassini argues, the cable deals fall
into a group of shelters that benefits from
the new tax codes. But, of course, specifics
depend in large measure on the personal
circumstances of the investors.

Jones’s situation is somewhat
different—1he company oversees the
marketing of its partnerships through its
own brokerage subsidiary, Jones Interca-
ble Securities. (That nets Jones a hefty
chunk of the brokerage fees that otherwise
would go to the outside dealer-manager.
But it also promotes some others to say
that Jones, top-30 MSO, **isn’t really a ca-
ble operator’ but ‘‘a seller of tax-
shelters.””)

Neil Jones, vice president-development
for Jones Intercable nevertheless sees
some of the same problems—two of the
regional brokerage houses in the network
Jones Intercable has set up were acquired
by Shearson, and the company had to
“‘educate” brokers of two new dealers.
Jones says ‘‘we’re bringing on new dealers
all the time™’ in any case, and his company
has been conducting the education process
for some 10 years now. In fact, Jones says
he welcomes the competition of other ca-
ble companies in the limited partnership
field—'‘now our competitors can help
educate brokers as well.”

Jones thinks the slow limited partner-
ship sales are tied to a general slowdown in
the stock market. He argues that when the




market has turned down, individual bro-
kers develop a ‘“‘negative attitude’ and
aren’t going to be calling clients who
might want to chew them out because a
stock they recommended took a down
turn. If the market turns up, Jones thinks
his company will have no problem selling
all $75 million worth of units in Cable TV
Fund 10—and even if it doesn’t he thinks
he’ll be able 10 do $50 million in sales.

Brokers finally have come to the point
where they are actively seeking cable deals
in the limited-partnership area, argues
Jones. In the future, they’ll also be in a
position 1o pick and choose between com-
peting deals in the marketplace.

That attitude is mirrored in comments
of Hutton's Tomassini, who says that **the
digestive period is over’’—and he cites as
evidence an upsurge in the sales he has
handled over the lasi several weeks.
Tomassini says Hutton would ‘‘like to
come back to market’ on cable deals:
‘“‘we’ve done a lot of work, and are con-
vinced they're a good profitable oppor-
tunity for investors.”

But whether cabie operators will be
bringing partnerships out in any great
number remains doubtful. Some of those
already in the field try hard to avoid the
use of the word ‘‘disappointing’ 1o de-
scribe their experience. And vet, there is
always the argument that the four
packages out there now have gone some
way in educating both brokers and inves-
lors.

LIN decides
to bet on
cellular radio

Company will tile for five
cities, expects to invest
about $70 million, sees market
booming in 10-15 years

Al a financial analysis luncheon in New
York last week LIN Broadcasting President
Donald Pels announced that company’s
intention to file applications for cellular
radio franchises in five of the top 30
markets, New York, Los Angeles,
Houston, Dallas and Fort Worth. 1t will
also file for Philadelphia in a joint venture
with Radio Broadcasting Co., a mobile
telephone firm. June 7 is the deadline for
applications in the top 30 markets.

LIN, a New York-based group broad-
caster (five AM's, five FM’s and four
TV’'s), is not new to the radio common
carrier field. It is currently engaged in
radio paging and mobile telephone busi-
nesses in the New York area and radio pag-
ing in the Houston/Galveston market.
Cellular radio is the latest mobile
telephone technology to be authorized by
the FCC, and one which exponentially in-
creases the capacity for mobile telephone
traffic per market.

The Year of LPTV

LOWMPOWER TELEVISION HEEEEES

Noting the ‘“‘capital intensive’’ nature of
the cellular radio field, Pels said that the
start-up costs for such an operation in a
large market couid run between S$I10
million and $20 million and that the com-
pany was prepared to spend an initial $70
million to build the five markets, assum-
ing that it is authorized. He said the com-
pany had $40¢ million in cash to invest and
felt confident ““we could borrow $100
million before nightfall”’ if need be.

LIN’s cellular plans are not without
risks. AT&T, which is practically a shoe-in
for the wireline franchises in markets
where other telephone ¢companies do not
operate, will have considerable econo-
mies-of-scale advantages. Pels suggesied
that Ma Bell has a “*virtual guarantee of a
70% market share,”” given its ability to sell
mobile phones at a lower cost and conduct
extensive national advertising campaigns
and its familiarity with the national Bell in-
terconnect system. He said AT&T already
has a staff of 200 employes devoting their
energies 1o cellular radio. Apart from its
general experience and skill in the
telephone business, Pels concluded that
the giant conglomerate has ‘‘enormous
advantages.”’

But while the risks are great, so are the
potential payoffs. Pels declared that his
company was confident that cellular radio
would be ‘*a multibillion dollar business in
10 10 15 years.” And while the costs in a
single large cellular market over 10 years
might accrue to $100 million, revenues
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after 10 years might amount to that much
as well, with profits in that single market
**‘exceeding those of LIN today”’ In fiscal
year 1981, LIN had a net income of
$17,384,000.

While competition would affect LIN’s
ultimate pricing structure, Morris
Berkowitz, vice president, treasurer and
secretary of LIN, said that for planning
purposes the company would expect to
have 75,000 subscribers on line per
market by year 10, with each subscriber
paying about 81,500 per year for service.

Pels suggested that rate-of-return
regulation will probably vary from state to
state. He said it was his feeling that New
York and Texas would not get involved in
rate regulation of cellular radio, while
California probably would.

Pels said he was willing to take ‘‘what-
ever’’ reduction in the current level of
earnings results from the company’s in-
vestment in cellular **if it is creating capital
for the stockholders.”

And LIN’s expansion plans do not end
with cellular radio. Pels said the company
also hopes to break into a field closer akin
to its over-the-air broadcasting opera-
tions—cable television. He described
LIN’s failure to enter that business in the
mid-1970's as perhaps a ‘‘missed oppor-
tunity .. . [and] we regret that’* Neverthe-
less, the company believes that there is
still time to grab a piece of the cable ac-
tion. *‘We look at a cable deal at least once
a month,” said Pels, and when the time
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appears right, ‘‘we will get into cable.”’
For the first quarter of fiscal year 1982
{ended March 31), LIN reported record
profits totaling $3,083,000, up 9% from
the previous year. Earnings per share in-
creased 1o 29 cents compared with 235
cents for the quarter 1981, an increase of
16 cents. Revenues were up 28% to
$17,405,000. a

ABC rebounds
in first quarter

Company posts net income of
$24 milllon on revenues

of $6812 million; galn is
attributed In large part

to company’s owned stations;
start-up and development
costs hurt radio division

Net income in the first quarter has soared
for ABC—the $24.2 million the company
earned in the first three months. of 1982
was 89% greater than the $12.8 million re-
ported for the comparable period last year.
The per-share comparison was 84 cents
versus 45 cents.

That rise came on revenues that were up
13% to $612.9 million. ABC attributed the
income surge “‘to the continuing strength
of our television operations,” mentioning
as well a benefit from tax refunds due to

investment tax credits on film and televi-
sion productions from prior years. The re-
funds and interest income received on the
investment tax credit claims totaled $10.3
million or 36 cents per share in income in
the quarter. Minus that sum, net income
would have risen 8.6%.

At the same time, this year's percentage
gain is inflated by an easy comparison with
the 1981 results. Last year's first quarter
had shown a 47% drop in net income, from
the $24.3 million, 86 cents per share,
earned in 1980.

Commenting on this year’s results,
ABC Chairman Leonard Goldenson and
President Elton Rule said: ‘“The ABC
Television Network achieved record first-
quarter revenues and sharply increased
profits in the quarter”” They cited *‘strong
competitive performance’ and *“‘the con-
tinuing strength of the television advertis-
ing marketplace”” Owned Television Sta-
tions posted ‘‘sizable’ revenue increases
and profit growth.

Start-up and development costs for
ABC's new radio networks and ABC
Radio Enterprises “‘negatively affected”
ABC Radio profits, although revenues
there rose in the quarter.

Publishing revenues posted a *‘slight
decline” and publishing profits *‘declined
modestly.”’

According to ABC, corporate earnings
were also affected by development ex-
penses for ABC Video Enterprises and
ABC Motion Pictures.

SottomaLine

development expenditures.

Prism refocused. 20th Century-Fox has sold its 50% interest in regional pay-cable net-
work Prism to Chroma Enterprises, company headed by Ed Snider, holder of other half of
Prism. Philadelphia-based Prism is nearing 300,000 subscriber mark, malf(ing it fifth
largest pay-cable operation in country. Prism has heavy sports orientation; Snider's Spec-
tator management company owns Philadelphia Flyers and Spectrum arena. Management
of Prism, headed by president Jack Williams, is to remain intact.

JWT dip. JWT Group Inc., New York, reported net ioss of $47,000 in first quarter of 1982
but said result was not connected with financial problems of its television program
syndication operations {BROADCAsTING. Feb. 8, et seq.). JWT said Mexican peso devaluation
and construction delays in preparing new office space Greated loss in first quarter. In 1982
first quarter net loss amounted to one cent per share, as against net income of $326,000,
equal to six cents per share, in corresponding period of 1981. Revenues in 1982 period
totaled $92.4 million, up from $83.3 million last year.

Cohu's coeling, San Diego-based Cohu Inc. has reported decline in net income for first

quarter ended March 31, 1982, to $130,119 from $283,698 for year earlier. Sales dropped
from $6 million to $5.6 million during period and dividend yield was cut from 17 cenis to 8
cents per share. Cohu's television camera operations achieved record sales and earnings
for period, but other sales and earnings were off due to recession and heavy product

Oak dividends. Oak Industries has declared regular quarterly dividends of 6 cents per
share on common stock and 43 3/4 cents per share on series C preferred stock, payable
June 10 to stockholders of record May 25.

Markets abroad. Video recorders continue to be booming export item for Japan —
February sales outside Japan were up 80% to 757,149 machines—U.S. portion of sales,
209,033 recorders, was up 57%. Meanwhile, Japan's color television sales abroad were
down 4% from Japan's year earlier, to 371,309 sets.
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ror the Recordr,

As compiled by BROADCASTING. April 19
through April 23, and based on filings,
authorizations and other FCC actions.

Abbrevistions: AFC—Antenna For Communications.
ALJ—Administrative Law Judge. alt.—alternate.
ann.—announced. anl.—antenna. aur—aural. aux.—
auxiliary. Cli=critical hours. CP—construction per-
mit. D—day. DA —directional antenna. Doc. —Docket,
ERP—cflective radiated power. lHHA AT —height of an-
tenina above average terrain. khz —kilohertz, kw—
kilowatts. m—meters. MEOV —maximum expecied
operation value. mhz—megahertiz. mod. —modifica-
tion. N—night. PSA—presunrisc service authority.
RCL —remote control location. S-A —Scientific Atlan-
ta. Sl —specified hours. SL—studio location. TL—
transmitter location. trans.—transmitter. TPO—
transmitter power output. U—unlimited hours. vis.—
visual. w—watls. " —=noncommercisl.

New stations

FM applications

® Marion, Ark.—Big Ben Communications Inc. seeks
107.1 mhz, 3 kw, HAAT: 300 f1. Address: Route 1, Box
6C, Marion, Ark. 72364. Principal: Rose McGee
(100%)}. who has no other broadcast interests. Filed
April 15.

® Presion. ldaho—Cache Country Inc. seeks 96.7
mhz, 3 kw, HAAT: 232 1. Address: PO. Box 235,
Presion 83263. Principal: Michael B. Lish (100%), who
is president and owner of KACH(AM) Preston. Filed
April 13,

® Haysville. Kan.—Mid-States Broadcasting Inc.
seeks 105.3 mhz, 100 kw, HAAT: 642 fi. Address: 350
Shefford, Wichita. Kan. Principals: Gary L. Dick
(55%), David L. Frieden (25%) and Sheldon N. Davis
(20%). Dick is former general manager of KEYN-AM-
FM Wichiia, Kan. Frieden is former general manager
of KOFM(FM) Oklahoma City. Davis is former
general manager of KIKK-AM-FM Houston. None
have other broadcast interests. Filed April 15,

® Haysville, Kan.—Douglas Broadcasting West I[nc.
seeks 105.3 mhz, 100 kw, HAAT: 702 fi. Address: 309
Webster, Pittsburg, Kan. 66762. Principal: James D.
Harbant {100%), who is president, general manager
and owner of KSEK(AM)-KMRIJ(FM) Piusburg.
Kan., which has been sold. subject to FCC approval
(BROADCASTING, April 26 and below). Filed April
15.

® Haysville, Kan.—Great Plains Communications
Inc. seeks 105.3 mhz, 100 kw, HAAT: 692 ft. Address:
PO. Box 31, Derby, Kan. 670037. Principals: Frank S.
Chappell (46.15%), Vivian Bell {46.15%), Clarence E.
Wesley (7.69%). Chappell is vice president. corporate
development, Kansas State Network. None have other
broadcast interesis. Filed April 15.

® Haysville., Kan.—Misco Broadcasting Corp. seeks
105.3 mhz, 100 kw, HAAT: 1,100 fi. Address: 257
North Broadway, Wichita 67202. Principals: Misco [n-
dustries Inc. (85%), W. Frank Gunn (8%), Harry Lit-
win (5%) and George H. Bruce (2%). Stock of Misco
Industries is voled by its president, S.0. Beren. They
also own KAKZ(AM) Wichiia. Filed April 15.

® Haysville, Kan.—Sedgwick Broadcasting Co. seeks
105.3 mhz, 22.3 kw, HAAT: 700 fi. Address: 908 East
351h Street, Sioux Falls, S.13. 57103. Principal: B. Scott
Reardon 111 (100%), who has no other broadcast in-
terests. Filed April 15.

® Wichita, Kan.—Channel 287 Inc. seeks 105.3 mhz,
100 kw, HAAT: 727 fi. Address: 200 West Dougias,
Suite 430, Wichita 67202, Principals: Joseph W. Ken-
nedy, Robert W. Wise, Ralph R. Brock and Gene A.
Bechiel (25% each). Bechiel is Washingion com-
munications attorney and principal in 14 applications

for new low power television siations. Filed April 12.

® Wichita, Kan.—M. Dale Larsen seeks 105.3 mhz.
100 kw, HAAT: 443 fi. Address: 328 Hampuon.
Wichita, Kan. 67206. Principal: M. Dale Larsen
(100%), is a former officer and principal of
KTVH(AM) Wichita, Kan., and WDRB-TV
Louisville, Ky, and currently has no other broadcast
interests. Filed April 15.

8 Wichita. Kan.—Palmer Communications [nc. seeks
105.3 mhz. 100 kw, HAAT: 700 fi. Address: 1100
walnut Street. Des Moines, lowa 50308, Principal:
closely held group of seven stockholders headed by
Robert H. Harier, president and co-trustee of 80.06%
of stock. Palmer Communications is licensee of three
AM’s, three FM's and three TV's. Filed April 14.

® Wichita, Kan.—Quantum Communications Inc.
seeks 105.3 mhz. 100 kw, HAAT: 689 1. Address: 2200
First Nationa) Bank Building, Dallas 75202. Principals:
Clint W. Murchison Jr. (54%), Kenneth L. Dowe
(40%) and William S. Seideu (6%), who also own
KLTE(FM)} Oklahoma City. Filed April 15.

8 Wichita, Kan.—Stacia Broadcasting Corp. secks
105.3 mhz, 100 kw, HAAT: 697 1. Address: 655 Wesi
Irving Park Road. Chicago 60613. Principals: Loretta
Blackburn (80%) and Magdalen B. Dixon (20%).
Blackburn is with WMET(FM) Chicago and her hus-
band, J. Douglas Blackburn. is supervisor al licensees
of WMPPIAM) Chicago leights, LI KXKX(FM)
Galveston, Tex.. and WDGS(AM) New Albany, Ind.,
last which he owns 5% interest. Filed April 14.

8 Wichita, Kan.—Siereo 105 Inc. seeks 105.3 mhz,
100 kw, HAAT: 697 fi. Address: 209 Fleming Avenue,
Vallejo. Calif. 94590. Principal: Bernard F Clark
(100%), who is general sales manager of KKIS(AM)-
KDFM(FM) Concord.. Calif., and also 25% owner of
applicant for new FM at San Luis Obispo. Catif.. of
which he will divest. Filed April 15.

8 Wichita, Kan.—Telecommunications Pariners Lid.
seeks 105.3 mhz. 100 kw. HAAT: 695.7 ft. Address:
607 East University Avenue. Gainesville, Fla. 3260].
Principals: Subsidiary of the Keycom Corp., which is
owned by Pamela Jones (51%) and Mark C. Herbst
(49%). They are alsc applicants for new FM's al North
Las Vegas, Nev. (see below). Atlania, Mich. (see
below); and applicant for new TV’s at Pensacola, Fla.,
Greenville, N.C.. and Roanoke, Va. (see all below)
alu;d applicant for new LPTV at Tampa, Fla. Filed April

8 Wichita, Kan.— Wichita Wireless Corp. seeks 105.3
mhz, 100 kw, HAAT: 715 fi. Address: 218 East 56th
Place, Tulsa, Okla. 74105. Estimated construction
costs: $179,000: firsi-quarier operating cost: $99,000;
first-quarter revenue: $60.000. Principals: Edwin F
Guth 11l and Kenneth R. King (45% each) and their
wives, Debra W. Guth and Joan E. King (5% each). Ed
Guth is program director at WMICIFM{ Birmingham,
Mich. Kenneth King is engineer at KOKI(TY) Tulsa.
Okla. Debra Guth is nurse. Joan King is assistant

trathie manager at KOKI. They are also applicants lor
new 1°M o Boise. ldaho tBROADCASTING. Nos. 16,
1981}, Filed Aprit 15,

8 Wichita, Kan.—Young-Broadcasting Co. seeks
105.3 mhz, 100 kw, HAAT: 697 1. Address: 1957 Blairs
Ferry Road. Cedar Rapids. lowa 52402, Principals:
James W. Young and Eugene ). Dowie (50% each),
who own KTOF(FM) Cedar Rapids. lowa. Filed April
15.

® La Grange, Ind.—Cross Communications Inc.
seeks 105.5 mhz, 3 kw. HAAT: 300 fi. Address: PO.
Box 227, La Grange, Ind. 46761. Principals: Paul D.
Mowery and Vernon E. Egli (50% each). who have no
other broadcast interesis. Filed April 14.

® Belfasi, Me.—Seth Broadcasting Corp. seeks 104.7
mhz. 30 kw, HAAT: 610 ft. Address: 17 School Street,
Belfast 04915. Estimated construction costs: $112.000:
first-year operating cost; $22,000: first-year revenue:
855.000. Principals: Stephen B. Anthony (49.25%),
Leon A. Blais and wife. Mary W. Blais (49.25% jointly)
and Walter A. Szeliga (1.5%). who also own
WBME(AM) Belfast. Filed April 9.

® Atlanta., Mich.—Northland Communications seeks
92.5 mhz, 100 kw, HAAT: 861 fi. Address: 1373
Bayview Heights Drive. Petoskey, Mich. 49770. Prin-
cipal: Richard D. Stone {100%). who is vice president
and general manager of WIDG(AM)-WMKC(FM) St.
Ignuce. Mich.. and also applicant for new FM o De-
fiance, Ohio (BROADCASTING, Sept. 7. 1981}, Viled
April 15.

® Atlanta, Mich.—Telecommunications Partners Lid.
seeks 92.5 mhz, 100 kw, HAAT: 861 N. Address: 607
East University Avenue, Gainesville, Fla. 32601. Prin-
cipal: Subsidiary of the Keycom Corp.. which is owned
by Pamela Jones (51%) and Mark C. Herbst (49%).
They are also applicants for new full service TV's at
Pensacola. Fla., Greenville, N.C., and Roanoke, Va.
tsee all below): and new FM's at Wichita, Kan. (sce
above) and North Las Vegas (see below): and appli-
cant lor new LPTV at Tampa. Fla. Filed April 185,

® Cadillac. Mich.—MacDonald Broadeasting Inc.
seeks 107.1 mhz. 3 kw. HAAT: 300 ft. Address: 2000
Whittier Street, Saginaw, Mich. 48605, Principal: Mac-
Donald Broadcasting is licensee of three AM’s and two
FM's. Kenneth MacDonald is chairman. Filed April
15.

u Gulliver, Mich.— American Peakes Lid. seeks 94.7
mhz, 100 kw, HAAT: 500 ft. Address: Box 473, Bir-
mingham. Mich. 48012. Principal: Frances Jo Curlis
{100%), who has bought. subject to FCC approval,
WTIQ(AM) Manistique, Mich.. for $100.000
{BROADCASTING, March 29). Filed April 15.

® Manistique, Mich.—Mighty-Mac Broadcasting Co.
seeks 94.7 mhz, 100 kw, HAAT: 500 fi. Address: 334
Worth State Street, St. Ignace, Mich. 49781, Principal:
Donald E. Benson (99.7%) and wife, M. J. Benson
(0.3%}, who own WIDG(AM)-WMKC(FM) Si. Ig-
nace, Mich. Filed April 15,

EDWIN TORNBERG
& COMPANY, INC.

Negotiators For The Purchase And Sale Of
Radio And TV Stations ® CATV
Appraisers ¢ Financial Advisors

Washington, D.C. 20012
Tel: (202) 291-8700

P.O. Box 5437
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® porth Las Vegas, Mev.—MCB Broadcasting of
Nevada Inc. seeks 104.1 mhz, 100 kw, HAAT: 1,272 f1.
Address: 318 West Boardman, Youngstown, Ohio
44503, Principals: Mary S. Marsh (45%), William C.
Bartels and wife, Connie Y. Bartels (22.5% each), and
Blaine S. Rose (10%) who have no other broadcast in-
teresis. Filed April 15.

8 North Las Vegas, Nev.—New Radio Inc. seeks
104.1 mhz, 100 kw, HAAT: 1,604 ft. Address: 624
South 9th Street, Las Vegas 89101. Principals: Lamar
Marchese (51%) and Steve Morris (49%). Marchese is
general manager of KNPR(FM) Las Vegas, where
Morris is a director. Filed April 15.

® North Las Vegas, Nev.—Telecommunications
Partners Lid. seeks 104.1 mhz, 100 kw, HAAT: 1,115
fi. Address: 607 East University Avenue, Gainesville,
Fla. 32601. Principals: Subsidiary of the Keycom
Corp., which is owned by Pamela Jones (51%) and
Mark C. Herbst (49%). They are also applicants for
new FM’s at Atlanta, Mich, Wichita, Kan., and North
Las Vegas and applicant for new TV's at Pensacola,
Fla., Greenville, N.C., and Roanoke, Va. (see all
below) and applicant for new LPTV at Tampa, Fla.
Filed April 15.

® North Las Vegas, Nev.—Silver State Communica-
tions Inc. seeks 104.1 mhz, 100 kw, HAAT: 352.5 fu.
Address: PO. Box 4001, Las Vegas, Nev. 83127. Prin-
cipal: Closely held group of six stockholders headed by
Murray Weslgale, president and 16.77% owner. Westg-
ale is news director at KLUC{FM) Las Vegas and
KVVU(TV) Henderson, Ney. Filed April 14,

® North Las Vegas, Nev.—Two Rivers Radio seeks
104.1 mhz, 100 kw, HAAT: 1,115 ft. Address: Four
Embarcadero Center, Suite 2680, San Francisco 94111.
Principals: Paul J. Growald (27.3%), Joe Espigares,
Randolph Cook, Margaret J. Hansen and Ernest K.
Takahashi (18.2% each). Growald is San Francisco
communications consultant. Espigares is Sacramento
insurance agent. Cook is Sacramento attorney. Hansen
is nurse. Takahashi is optometrist. They have no other
broadcast interests. Filed April 15.

® Paradise, Nev.—Las Vegas Electronics Inc. seeks
104.1 mhz, 100 kw, HAAT: 1,556 fi. Address: 2001
East Flamingo Road, Las Vegas 89109, Principal: sub-
sidiary of Bernstein/Rein Advertising Inc., which is
owned by Robert A. Bernstein (61.68%) and Irwin D.
Rein (38.32%), who also own KNUU(AM) Las Vegas
and KBET(AM) Reno. Filed April 15.

® Dennison, Tex.—Red River Broadcasting seeks
104.9 mhz, 2.86 kw, HAAT: 310 fi. Address: 1114
ltasca, Plainview, Tex. 79072. Principals: Gentry, Rice
& Co. (86%), Jefirey M. Piersol (10%) and Marsha D.
Allen (4%). Gentry, Rice & Co. is owned by William
H. Rice (30%), Mary M. Rice, Robert W. Geniry and
Marilyn M. Gentry (20% each). Rices are former
owners of KVOP(AM)-KATX(FM) Plainview, Tex.
Gentry, Rice & Co. is also 73% owner of applicant for
new FM al Albuquerque, N.M. Filed April 15.

8 Harker Heights, Tex.—Bell County Communica-
tions seeks 105.5 mhz, 3 kw, HAAT: 300 ft. Address:
4702 North F Sycamore Drive, Lorain, Ohio. Principal:
Elizabeth Matesic (100%), who has no other broadcast
interests. Filed April 15.

& Harker Heights, Tex.—Harker Heights Broadcasting
Co. seeks 105.5 mhz, 3 kw, HAAT: 300 fi. Address:
617 North 81h Street, PO. Box 91, Killeen, Tex. 76541,
Principal: Applicant is owned equally by James R.
Lindley, Danny R. Hurd, Andrew D. Shaw and James
D. Magill. Shaw is reporter and assistant news director
at KCEN-TV Temple, Tex. Others have no other
broadcast interests. Filed April 15.

® Harker Heights, Tex.—Harker Heights Com-
munications seeks 105.5 mhz, 3 kw, HAAT: 379 fi. Ad-
dress: R.R. 1, Box 264, Kemper, Tex. 76539. Prin-
cipals: Roy J. Smith (51%), Euna E. Hardaway and E
Beth Zeiss (24.5% each), who have no other broadcast
interests. Filed April 15.

® Harker Heights, Tex.=STL Broadcasting Corp.
seeks 105.5 mhz, 1.26 kw, HAAT: 434 fi. Address:
Quariers 56 Plumb Point Loop, APG, Maryland. Prin-
cipals: Carole P. Mathis (51%) and husband Robert N.
Mathis (49%), who have no other broadcast interests.
Filed April 15.

m Killeen, Tex.—Killeen Communications Inc. seeks
105.5 mhz, 2.35 kw, HAAT: 337 fi. Address: 808 W.S.
Young Drive, Killeen 76541. Principal: Daniel D.
Green, Uris Reid Sr. (40% each) and Charles Archer
(20%). Archer is general manager at KSKS{AM) Con-
roe, Tex. None have other broadcast interests. Filed
April 15,

m Llano, Tex.— Hill Country Broadcasters seeks 104.9

mhz, 3 kw, HAAl: 8BU ft. Address: Box 7924 Horseshoe
Bay, Marble Falls, Tex. 78654, Estimated construction
costs: $57,500; firsi-quarter operating cost: $18,000;
first-year revenue: $96,000. Principals: William E.
Hobbs (51%) and Vernom Beck (49%). Hobbs is
former principal owner of KHLB-AM-FM Burnet,
Tex., which was sold last year for $300,000 (BROAD-
CASTING, Aug. 10 1981). Beck is engineer at
KTRN{AM) Wichita Falls, Tex., and also former 50%
owner of KBID(FM) Wichita Falls, Tex. Filed April
12.

® Kingwood, W.Va.— WFSP Inc. seeks 96.7 mhz, 430
w, HAAT: 800 fi. Address: Box 186, Kingwood 26537.
Principal: Arthur W. George (100%), who also owns
WFSP{AM) Kingwood. Filed April 14.

® Spencer, Wis.—Hackman Broadcasting seeks 92.1
mhz, 3 kw, HAAT: 300 fi. Address: 5950 Oakwood
Drive, Apt. 2D, Lisle, Ill. 60532. Principals: Applicant
is owned equally by Gerald J. Hackman and his sisters,
Mary J. Hackman and Aan M. Cutts. They have no
other broadcast interests, although their father, John
H. Hackman St., is vice president and 40% owner of
WRDB{(AM)-WRDM(FM) Reedsburg, Wis. Filed
April 14,

TV applications

8 Pensacola, Fla.—Pensacola Television Lid. seeks
ch. 33; ERP: 2,669 kw vis., 266.9 kw aur., HAAT: 631
ft. Address: 2919 Sherrie Cove, Memphis, Tenn.
38114. Legal counsel: McCampbell & Young, Knox-
ville, Tenn. Consulting engineer: Sterling Com-
munications, Chattanooga. Principals: G, Dan Poag Jr.
and Don Kent {45% each) and O'Ferrell V. Nelson
(10%). Kent is also principal to four applications for
new UHF low power television stations in Tennessee.
Poag and Nelson have no other broadcast interests.
Filed April 15.

® Pensacola, Fla.—Telecommunications Partners Ltd.
seeks ch. 33: ERP: 1,380 kw vis., 138 kw aur., HAAT:
339 ft; ant. height above ground: 350 fi. Address: 607
East University Avenue, Gainesville, Fla. 32601.
Legal counsel: Kenneth E. Brooten Jr., Gainesville,
Fla. Consulting engineer: Cohen & Dippell,
Washington. Principal: Subsidiary of the Keycom
Corp., which is owned by Pamela Jones (51%) and
Mark C. Herbst (49%), who are also applicants for new
TV's at Greenville, N.C. and Roanoke, and new FM’s
zlnsvarious locations (see above and below). Filed April

8 Ayden, N.C.—Behrvision of North Carolina seeks
ch. 14; ERP: 5,000 kw vis., 500 kw aur., HAAT: 1,490
ft.; ant. height above ground: 1,997 fi. Address: Box
8026, Greenville, N.C. 27834, Principals: Lawrence
Behr and Digital Applications South Inc. (50% each).
Digital Applications is owned by Lawrence Behr, who
is Greenville, N.C., broadcast consultant and 31%
owner of applicant for new TV at Kerrville, Tex. (see
below) and also principal in application for new LPTV
at Kinston, N.C. He is also part owner of
WGHB(AM)-WRQR (FM) Farmville, N.C., which he
will divest. Filed April 15.

8 Greenville, N.C.— Telecommunications Partners
Lid. seeks ch. 14; ERP: 5,000 kw vis., 500 kw aur.,
HAAT: 1,478 fi.; ant. height above ground: 1,517 fi.
Address: 607 East University Avenue, Gainesville,
Fla. 32601. Legal counsel: Kenneth E. Brooten,
Gainesville, Fla. Consulting engineer: E. Harold
Munn Jr. & Associates, Coldwater, Mich. Principal:
Telecommunications Partners is also applicant for new
TV’s at Pensacola, Fla. (see above} Roanoke, Va. (see
below) and new FM’s at various locations (see above).
Filed April 15.

B Mayaguez, PR.—Michael L. Carter seeks ch. 22;
ERP: 90.3 kw vis., 9.3 kw aur.,, HAAT: 1,090 fi.; ant.
height above ground: 133 fi. Address: 3770 Daley
Road, Attica, Mich. 48412. Legal counsel: Baroff,
Koerner, Olender & Hochberg, Washington. Consull-
ing engineer: Rector Nicolau, Mayaguez. Principal:
Michael L. Carter (100%), who is Lapeer, Mich., at-
torney and has no other broadcasi interests. Filed April
12.

8 Mayaguez, PR.—Carlos Ortiz seeks ch. 16; ERP:
528 w vis., 48 waur., HAAT: 104 fi.; ant. height above
ground: 130 ft. Address: 1386 North Reagan Street,
San Benito, Tex. 78586. Estimated construction cost:
$67.000: first-quarter operating cost; $7,000; first-
quarter revenue: $17,000. Principal: Ortiz is San
Benito, Tex., teacher, and applicant for new full service
TV at McAllen, Tex., and new LPTV’s at El Paso,
Beaurmnont, Corpus Christi, all Texas; Tucson, Ariz.,
and Victoria, Tex. Filed April 15,

® Houston, Tex.—Pan American Broadcasting Co.
seeks ch. 61; ERP: 4764.31 kw vis., 476.43 kw aur,
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HAAT; 1,145.20 ft.; ant. height above ground: 355 f1.
Address: 920 W. FM, 1960 Red Oak, Houston 77090.
Legal counsel: Sanford, Adams, McCullough & Beard,
Washington. Consulting engineer: Fred L. Zellner &
Associates, Houston. Principals: Closely held group of
12 stockholders headed by Jack W. Garrett, president
and 20% owner. None have other broadcast interests.
Filed April 13.

m Kerrville, Tex.—Hispanic American Broadcasting
of Texas seeks ch. 35; ERP: 4,315 kw vis., 431 kw aur.,
HAAT: 1,573 ft. Address: 5113 Chowan Avenue,
Alexandria, Va. 22308. Legal counsel: Kenkel & Bar-
nard, Washington. Consulting engineer: 5113 Chowan
Avenue, Alexandria, Va. 22308. Legal counsel:
Kenkel & Barnard, Washington. Consulting engineer:
5113 Chowan Avenue, Alexandria, Va. 22308. Legal
counsel: Kenkel & Barnard, Washington. Consulting
engineer: Lawrence Behr Associates, Greenville, N.C.
Principals: Raul R. Tapia (49%), Lawrence Behr (31%)
and Milton P. Buffington (20%). Tapia is principal in
applicant for new TV at McAllen, Tex., and new FM at
Santa Fe. N.M. Behr is Greenville, N.C., consuiting
engineer and also principal in applicant for new LPTV
at Kinston, N.C., and full service TV at Ayden, N.C.
(see above). Filed April 16.

m Kerrville, Tex. =Tierra Del Sol Broadcasting Corp.
seeks ch. 35: ERP: 1,250 kw vis., 125 kw aur., HAAT:
637.8 fi.; ant. height above ground: 456 fi. Address:
394 North Expressway, Brownsville, Tex. 78520, Esti-
mated construction cost: $1,896,000; first-quarier
operating cost: $245,000; first-year revenue: $850,000.
Legal counsel: Lovett, Hennessey, Stambler & Siebert,
Washington. Principals: Closely held group of 192
stockholders headed by Darrell Davis, president and
10.168% owner. Davis is McAllen, Tex., attorney and
general manager of KVEO(TV) Brownsville, Tex., of
which applicant is also licensee. Filed April 13.

® Laredo, Tex.—Carlos Ortiz seeks ch. 27; ERP:
12.475 kw vis., 2.268 kw aur, HAAT: 437 fi.; ant.
height above ground: 540 fi. Address: 1386 North
Reagan Street, San Benito, Tex. 78586. Estimated con-
struction cost: $67.000. Principal: Ortiz is San Benito,
Tex., and also applicant for new TV at Mayaguez, PR.
{see above). Filed March 19.

® Roanoke, Va.—Roanoke Family TV Lid. seeks ch.
38; ERP: 1,096 kw vis., 109.6 kw aur., HAAT: 920 f1.
Address: 3545 Edgewood Circle, Cleveland, Tenn.
37311. Legal counsel: McCampbell & Young, Knox-
ville, Tenn. Consulting engineer: Sterling Com-
munications, Chattanooga. Principals: Gloria S.
Brownlee {90%), Verona White and Susebio Morales
(5% each), who have no other broadcast interests.
Filed April 15.

® Roanoke, Va.—Roanoke Media 38 Lid. seeks ch.
38 ERP: 1170 kw vis., 117 kw aur., HAAT: 1,306 f1..
ant. height above ground: 600 ft. Address: 2640 Peer-
less Road, N.W. Cleveland, Tenn. 37311. Legal
counsel: Covington & Burling, Washington. Consult-
ing engineer: Hammett & Edison Inc., San Francisco.
Principals: Farrell B. Jones (80%) and Charles E.
Johnson (20%). Jones is also principal in applicant for
new TV at Salemn, Miss. Filed April 16.

® Roanoke, Va.—Telecommunications Partners Ltd.
seeks ch. 38; ERP: 1,334 kw vis., 133 kw aur., HAAT:
1,510 fi.; ant. height above ground: 343.4 ft. Address:
607 East University Avenue, Gainesville, Fla. 32601.
Legal counsel: Kenneth E. Brooten Jr., Gainesville,
Fla. Consulting engineer: Lechman, Colligan &
Associates, Washington. Principal: Telecommunica-
tions Partners Lid. is also applicant for new TV's at
Pensacola, Fla., and Greenville, N.C. (see both above)
and new FM’s at various locations (see all above).
Filed April 15.

FM actions

® Stutigart, Ark.—Larry A. Duke returned applica-
tion for 105.5 mhz, 3 kw, ant. 275 ft. Address: PO. Box
1691, Jonesboro, Ark. 72401. Action April 14,

® Kermit, Tex.—Ken and Jean Welch returned ap-
plication for 106.3 mhz, 3 kw. Address: Drawer X, Ker-
mit 79745. Action April 14,

Ownership changes

Applications

8 KIFN(AM) Phoenix, Ariz. (860 khz, | kw-D)-
Seecks assignment of license from Hispanic Com
munications Corp. to Betacom of Phoenix Inc. for 81.
million plus $100,000 for noncompete agreemen



(BROADCASTING, April 26). Seller: Mauricio D.
Mendez (63%), Volla A. Dunham, Morton Fleischer
(15% each) and Robert W. Halliday {7%), who have no
other broadcast interests. Buyer: F. Patrick Nugent
{74.2%), Edward ). Knight (11.7%) and Scott Burton
{14.1%), who own KSTM{(FM) Apache Junction,
Ariz. Filed April 16.

= KVEE(AM) Conway. Ark. (1330 khz. 500 w-D)—
Seeks assignment of license from Communications
Media Corp. to Creative Media Inc. for $205.000
[BROADCASTING. April 26). Seller: Lloyd V. Stone
Jr. and Richard P, Osborne (50% each) who have no
other broadcast interests. They bought KVEE eight
veurs ago along with co-located FM fucility for $190.-
000 (BROADCASTING. April 15, 1974). FM facility
wis tater sold. Buyer is owned equally by Michael D.
Harrison. Richard Conboy and Harrison’s molher,
Marie Harrison. Michael Harrison is general manager
at KVEE. Conboy is Batesville. Ark.. industrial
engineer. Marie Harrison is Conway real estate inves-
tor. Michael Harrison is also applicant lor new FM al
Conway (BROADCASTING. Feb. 22). Filed April 12.

m KLBS{AM) Los Banos, Calif. (1330 khz, 500 kw-
D)} —Secks assignment of license from Los Banos
Broadcasting Co. 1o Ethnic Ruadio Inc. for 3425,000
(BROADCASTING. April 6). Selier: John R.
McAdam (100%} who alse has interest in co-localed
KLBS-FM. which has been sold subject 10 FCC ap-
proval for $680,000 (BROADCASTING. Aug. 17.
1681}, Buyer: Batista S. Viera and Joe C. Rosa (50%
cuch}. who own KRVE(FM) Los Gatos. Calif. Filed
April 12,

m WSIR(AM) Winter 1laven, Fla. (1480 khz, | kw-D,
250 w-N}—Seeks assignment of license from Cypress
Central Communications Corp. 10 WSIR Inc. for $650.-
000 (BROADCASTING. March 15). Scller is owned
by Randall E. Jeffery (35%), Allen A. Sperling (30%).
William F. Reed and William ). Siegel (15% each),
Horace W. Gross and estate of Ernest H. Clay (2.5%
cach) who have no olher broadcast interests. Buyer: R.
Kent Replogle (100%). who is president und owner of
WKGR(AM) Gainesville, Fla. Filed April 14,

u KSEK(AM)-KMRJ(FM) Piusburg, Kan. (AM:
1340 khz. | kw-D, 250 w-N: FM: 96.9 mhz, 100 kw,
HAAT: 390 f1.) —Secks assignment of Jicense from
Douglas Broadcasting Corp. 10 Richard Chegwin und
John David for $1.45 million (BROADCASTING.,
April 26). Seller is owned by James D). Harbuarl, who
has no other boadcast interes(s. Harbart bought KSEK
eight years ago for $166.000 (BROADCASTING.
April 15, 1974) and put KMR)J on air in 1975, Buyer:
Chegwin is president and 75% owner of KFSB{AM}
Joplin. Mo.. of which David is vice president and 25%
owner. They will spin off KSEK 1o John E. Elsner for
3400.000. Elsner is chairman of KVRO(FM) Siill-
water, Okla. Filed April 13.

a8 WXMRI(FM) Lexinglon, Miss. (106.3 mhz. 3 kw,
HAAT: 314 .} —Secks assignment of license from
Denald G. Manuel 10 Dri-Three Inc. for $80,000.
Seller: Donald G. Manuel (100%), who also owns
WKPG (AM) Port Gibson. Miss.. and is president with
voling control of WDGM (FM) Canton. Miss. Buyer is
owned equally by Gayle R. Dvorak, Harold C. Lar-
dinois, William J. Mikich and Elmer J. Miller. Dvorak
and Lardinois each own 25% of WAZF(AM) Yazoo
City and 20% of WRDC(AM)-WQAZ(FM) Cleve-
land, all Mississippi. Mikich is New Berlin, Wis., con-
tractor and Miller is Wauwatosa. Wis.. lailor. Mikich
and Miller have no other broadcast interests. Filed
April 12,

m KXKS(AM) Albuguerque. N.M. (1190 khz. § kw-
D) —Secks assignment of license from Bmoadcast
Associates of New Mcxico 1o Continental Broadcasting
Corp. of New Mexico Inc. for $325,000 (BROAD-
CASTING. April 26). Seller: Louis Wiener Jr.,
Richard Sefman, Steven ). Gold (26.33% cach). Alvyn
A. Cohen (10%). Len Howard (9%) and Jack Abell
{2%), who also own KKJX-FM Albuquerque and
KSET-AM-FM El Paso, Tex. Gold also owns 50.1%
and Howard owns 14% of KVEG(IAM)-KFMS(FM)
Las WVegas. Buyer: Jose Molina (100%), who is
Hollywood boadcast representative and consultant and
also owns KPHX{(AM) Phoenix. Ariz. Filed April 9.

2 WSYR-AM-FM Syracuse. N.Y. (AM: 570 khz, §
kw-U. FM: 94.5 mhz. 100 kw, HA AT: 650 f1.) —Seeks
assignment of license lfom Newhouse Bradcasting
Corp. 10 Katz Boadcasting of Syracuse Inc. for 35.116.-
200 (BROADCASTING. April 5). Seller is subsidiary
of Newhouse Newspapers, Newark. N.J.. owned by
Donald E. Newhouse and family. Boadcasting group
owns two AM's and three FM's. E.R. Vadeboncoeur is
president. Buyer is privately held New York-based sta-
tion representative which last year bought Park City

-

Communications, Bridgeport, Conn.-based group of
one AM and three FM’s for $16 million (BROAD-
CASTING, Nov. 9, 1981} and KWEN(FM) Tulsa.
Okla., for $3,050,000 (BROADCASTING, July 13.
1981). Katz also boughl, subject to FCC approval,
WDBO-AM-FM Orlando. Fla.. for $9.5 million
{BROADCASTING. Dec. 14, 198] ¢1 seql. James
Greenwald is president.

B *WJAN(TV) Canton. Ohio (Ch. 17,436 kw vis., 42
kw aur., ant. 450 1.)—Seeks assignment of license
from PTL of Heritage Village Church and Missionary
Fellowship Inc. 1o David Livingstone Missionury
Foundation Inc. for assumption of 51,346.250 debt.
Seller is nonstock corporation: James O. Bakker is
president. It has no other broadcast interests. Buyer is
nonstock philanthropy organization hcaded by Lonnie
R. Rex. president. [t has no other broadcast interests.
Filed April 13,

u WGBU(AM) Farrell and WGBZ-FM Sharpsville.
both Pennsylvania {AM: 1470 khz. | kw-D. 500 w-N;
FM: 95.9 mhz. 3 kw, HAAT: 285 t.) —Seeks assign-
men! of license from Broadcast Service Communica-
tions 10 National Communications System Inc. for
$700,000 (BROADCASTING. April 26). Seller is
closely held group of 14 stockholders headed by James
P. Catiron. president. None have other bradcast in-
terests. Group bought stations two yeurs ago (or $603.-
750 (BROADCASTING, Nov. 10, 1980). Buyer: Jer-
rome Breésson, David Hafler (47% each) and Edgar
Hurst (6%). Bresson and Hafler are principal owners of
WBUD(AM)-WKXW{(FM) Trenton. N.J. Hurst is on-
air personality a1t WPEN(AM) Philadelphia. Filed
April 13,

= WQVE(FM) Mechanicsburg. Pa. (93.5 mhz. 3 kw,
HAAT: 300 I1.) —Seeks assignment of license rom
Wesl Shore Broadcasting Co. 10 Quaker State Broud-
casting Corp. for $650.000 (BROADCASTING, March
B). Seller: George F. Gardner (90%) and son, David A,
Gardner (10%). who have no other bmadcast interests.
Buyer: Maury M. Brenner. Richard H. Jeffries, James
P. O'Leary, James P. Strohecker (20% each). Keith A.
Clark and John J. Shumaker (10% ¢ach). Brenner and
Jeffries are Harrisburg, Pa., physicians. Clark is Camp
Hill, Pa., attorney. O’Leary is Harrisburg advertising
executive and owns 50% of WISL{AM) Shamokin. Pa.
Shumaker is president of Grantville, Pa.. horse rucing
lacility and Stmhecker is Harrisburg businessman.
Filed April 8.

= WUSWI(FM) Lebanon. Tenn. (107.3 mhz. 100 kw,
HAAT: 130 f1.)—Seeks assignment of license from
Triplen Broadcastling of Tennessee. deblor in posses-
sion 1o Mooney Broadcasting Corp:. for $2.5 million
(BROADCASTING. April 26). Seller: Wendell A.
Tripleit (100%). who also owns WTOO-AM-FM Belle-
lontaine, Ohio: WOSE(FM)} Port Clinton. Ohio.
and WTKC(AM) Lexington, Ky.. last which has been
sold. subject to FCC approval. for $745,600 (BROAD-
CASTING. April 12). Buyer is publicly traded. Knox-
ville, Tenn.-based group owner of lour AM’s and three
FM’s which also sold. subjeci to FCC approval.
WMAK(FM) Hendersonville, Tenn.. for $1.35 million
(BROADCASTING. April 12 et al). George P.
Mooney is president and 9.76% owncer. Filed April 15.

® WRNXI(TVIICP] Richmond, Va. {ch. 63, 1.660 kw
vis.. 166 kw aur.. ant, 681 fi.)—Sceks assignment ol
license from CBN Continental Broadcasting Network
In¢. 10 National Capital Christian Broadcasting Inc. lor
$34,500. Seller is Virginia Beach, Va.-based group
owner of one FM,_ three TV 's and permitee of one TV,
lis parent Christian Bouadcasting Neiwork Inc.. owns
one FM. Buyer is nonstock corporation owned equally
by Lesier R. Raker. wife. Kaetta L.. Raker, and Thomas
L. Foliz. Nauonal Capital Christian Broadcasting also
owns WTKK(TV) Manassas. Va. Filed April 14.

In contest

Procedural rulings

® Montevideo, Minn. FM proceeding (Weslern
Minnesota Sicreo lnc. and O&| Broadcasting) —AL)
Joseph Chachkin granted joint petition by applicants
lor setllement and approved reimbursement 10 Q&I lor
$6.000 and dismissed its application with prejudice:
granted Stereo's applicalion. dismissed as moot peti-
tion by Stereo 1o enlarge issues against QO&[ and 1ermi-
nated proceeding (BC Doc. 81-795-96). Action April 5.

= Warrensburg and Knob Noster, both Missouri. FM
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proceeding (M&M Communications Inc., et al.) —
ALJ John H. Conlin by four separate actions: denied
motion by Grapevine Communications In¢. to enlarge
issues against Warrensburg Broadcasiers Inc.. dis-
missed motion by Warrensburg for production of docu-
menis: dismissed as moot several pending pleadings
and granted joint request by applicants and approved
agreement: authorized rcimbursement of $16.000 10
Grapevine and 32,000 to M&M and dismissed their ap-
plications with prejudice. granted Warrensburg's up-
plication: cancelled hearing for May 11 and terminated
proceeding (BC Doc. 81-799-801). Action April 6.

FCC actions

® FCC dismissed proposal by NAACP. National
Latino Media Coalition and Minneapolis Chapter of
Committee for Open Media requesting amendment of
rules for mulliple ownership of AM-FM stations by
proscribing common ownership of more than one AM
or FM in same market and requiring divesture of exist-
ing combinations. Action March 4.

u ALJ Edward Lution in summary decision granted
Santa Ynez Valley Broadcasting Co. CP for new AM at
Solvang. Calif. Remaining issue concerned applicant’s
ability 10 provide requisite coverage 1o Solvang busi-
ness district. Because applicant was unable to secure
transmitter sile for requisite coverage. waiver of strict
requirement was also granted. Issued Apri) 20.

8 FCC denied request by WWAC-TV Atlantic City,
N.J., for reconsideration of FCC's grant for sale of
WAATITY) [formerly WCMC(TV)] from Jersey Cape
Broadcasting Corp. to South Jersey Broadcasting Corp..
and granted latter’s application to move studio and
transmitter 7.7 miles north of Wildwood. N.J.. city
limits and make other fucility changes. Action April 12.

8 ALJ FEdward Lution granted Channel 39 of
Murireesboro Inc. CP for new TV a1 Murlreesboro.
Tenn.. and denied competing applicant, Family Televi-
sion Inc., for same channel. ALJ found Channel 39
superior over Family because former’s principals had
fewer other bmadcast interesis and proposed quan-
titatively and qualilatively superior integration of
owncership and operation. Unless decision is appealed
or FCC 1akes own action. grant becomes effective 50
days afier release of decision. Issued April 12,

m FCC granted Trans-America Bmadcasting Corp.
authority for subscription t¢)evision service and denied
petition by Fresno Cuble TV to block construction.
Although Fresno tried 10 contend Trans-America’s ap-
plication on several grounds. FCC found no substantial
and material questions of fuct had been raised. Action
April 15,

® FCC designated for hearing renewal application of
KHOF(FM) Los Angeles, together with competing ap-
plications of Inspiration Mcdia of Southern California
Inc. and Comnado Bmadcasting of Southern California
10 determine if any should be awarded frequency, FCC
also specitied issues 10 be settled concerning co-owned
KHOERTV and whether it misrepresented lacts and
obstructed investligation during discovery phase of
1977 license renewal proceeding. Action April 15.

® ALJ Edward ). Kuhlman granied Birmingham
Family Television CP for new TV al Birmingham, Ala..
and denied that of Celtic Media Inc. for same channel.
AL)J found Birmingham superior on graunds of its pro-
posal 10 integrate ownership with management. Issued
April 16,

® Review Board denicd petition by Montgomery Inde-
pendent Telecasters Inc. 10 reconsider ils grant 10
Central Alabama Broadcasters Inc. for CP for new TV
at Selma. Ala. Review Board said petitioner offered no
new arguments and its contentions on pointsin law are
best reviewed by higher authority. Adopied April 19.

8 Supreme Court declined 10 review 1980 FCC action
finding RKO General Inc. unqualified 10 remain
licensee of WNAC-TV Boston. FCC on Feb. 25, 1982,
awarded Bosion channe) 1o NETV Inc., subsidiary of
New England Television Corp.. formed from merger of
two groups which separately challenged license renewal
of WNAC. Ann. April 20.

8 FCC designated for hearing application 10 change
frequency of daytimer WKKQ(AM) Elibbing. Minn.
from 1060 1o 1080 khz and increase its power from 5 to
10 kw-1> and add 5 kw-N. Action April 22,

8 FCC granted Curran Communications Inc. recon-
sideration of Oct. 30, 1980, FCC letter admonishing it
for refusing 10 accept without revision political an-
nouncement on WPAM(AM) Pottsville, Pa. Action
April 21.

8 FCC denicd request of WVIR-TV Charlotiesville.
Va., for waiver 10 regain network program nonduplica-



tion protection against WWBT(TV) Richmond, Va..
on cable systems in Albemarle. Augusta and
Rockingham counties, Va. Action April 22.

& FCC granted noncommercial WETA-TV
Washington waiver of its policy regarding fund raising
by public siations so that WETA-TV can bmoadcast
special program to help raise funds for Filene Center.
performing arts center at Wolf Trap Farm Park. Vien-
na, Va., which was destroyed by fire. Action April 22.

8 FCC upheld staff action denying New England
Media Corp. reconsideration of decision 16 assign ch.
265A 10 Falmouth, Mass.. as thal community's second
FM. Action April 22.

B FCC denied review of Brouadcast Burcau's 1981 ac-
tion accepting for filing application by Focus Broadcast-
ing of the Monterey Peninsula Inc.., for new TV at
Seuside, Calif. Bureau's eurlier action denied request
by Schuyler-Liulefield Broudcasting Co. which claimed

applicant did not povide sufficient financial informa-
tion. Bureau said information Focus submitied was
sufficient for acceptance. Action April 22.

Allocations

Petitions

® Gibson City. lil.— In response to petition by John R.
Noble: Proposed assigning 106.3 mhz to Gibson us its
first FM: comments due June 7, replies June 22 (BC
Doc. 82-210). Action April 12.

® Havelock. N.C.— Dismissed petition by Musicradio
of North Camlina Inc.. secking substitution of 104.7
mhz for 104.9 mhz and modification of license for
WMSQ(FM} to operate on 104.7 mhz (BC Doc.

Summary of broadcasting

FCC tabulations as of Feb. 28, 1982

On ar
Licensed STAT
Commercial AM 4.641 0
Commerciai FM 3.352 1
Educational FM 121 0
Totai Radio a.114 1
Commercial TV
VHF 523 1
UHF 260 0
Educational TV
VHF 103 1
UHF 160 2
Total TV 1.046 4
FM Translators 453 0
Tv Translators
UHF 2.708 0
VHF 1574 0

CP’s CPs

on Total not Total

ar on ar on arr authorized**
0 4641 127 4.768
1 3.354 21 3.565
1 1.122 76 1.198
2 9.116 414 9.530
0 524 8 532
0 260 118 376
3 107 9 116
4 166 17 183
7 1.057 150 1.207
0 453 208 661
0 2708 164 2872
0 1574 408 1.980

*Special temporary authOrnization

"*Includes off-air licenses

Services

AERONAUTICAL CONSULTANTS
Tower Location/Height Studies
FAA Negotations
JOHN CHEVALIER, JR,
AVIATION SYSTEMS

ASSOCIATES, INC.
1650 So Pacitic Coast Hwy
Redondo Beach. CA 90277

(213) 316-5281

dstaworldix
AM e FM ¢ TV o LPTV

Computerized
Allocation Studies/Directories
1302 18th St., N.W., Sulte 502
Washington, D.C. 20038
(800)368-5754 (202)296-4790

SOUTHERN
BROADCAST SERVICES
COMPLETE TURNKEY SYSTEMS
STUDIOS. TRANSMITTERS
TOWERS. ANTENNAS
Full Rigging & Erection Services
Custom Electronics Design & Inslatiation
PO Box 740. Alabaster. Al 35007
(205) 663-3709

ECOMOMIC CONSULTANTS

Slation valuation
Economic Feasibility Studies
(New Stations)
Merger & Acquisition Research
DAVIC E. SCHUTZ & ASSOCIATES

95 Colona Streat
Wycho!t, N J 07481
201891 7758

confact

BROADCASTING MAGAZINE
1735 DeSafes St. N.W.
Washington, D_ C. z0036
for avallabllities
Phone: (202) 638-1022

DON'T BE A STRANGER

To Broadcasting's 157000 Readers
Dispiay your Prolessional or Service
Card nere It wiil be seen Dy 1he dec
sion-making stanon owners and man
agers chiet engineers and lechnicians
dpplicants for AM FM. TV and buyers ol
broadcashng services

*1977 Readership Survey showing 44
readers per copy
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81-635). Action April 12,

Assignments

®m Lawrence. Kan.— Assigned ch. 38 1o Lawrence us
its first commercial TV: effective June 22 (BC Doc.
81-780}. Action April 13.

B Wishek, N.C.— Assigned 100.3 mhz i0 Wishek as
its first FM: effective June 22 (BC Doc. 81-702). Ac-
lion April 13.

m Spearfish, S.D.—Assigned 101.1 mhz and 107.3
mhz 10 Spearfish as its first and second FM: effective
June 22 {(BC Doc. 81-593). Action April 12.

m Charleston, W.Va.—Assigned 100.9 mhz to
Charleston as its fifth FM; effective June 22 (BC Dox.
8i-614). Action April 12.

Other

o Granted requests by National Association of Broad-
casters and Council for UHF Broadcasting and ex-
tended 10 May 10 and May 25 1ime to file comments
and replies. respectively, in matter of improvements to
UHF television reception (Gen. Doc. 78-391). Action
April 14,

® Coos Bay, North Bend and Coquille, all Oregon—In
response (o motion by Southwest Broadcasters Inc., ex-
tended through April 21 time for filing reply commenits
in matter of amendment ol FM table of assignmenis
for jisted communities (BC Doc. 81-153). Action April

& Responding to pelition by RCA Global Com-
munications. FCC secks comment on whether its com-
petitive carrier rulemaking should be expanded 1o in-
clude domestic telex operations of International
Record Carriers. Action April 16.

m FCC reorganized Office of Public Affairs and con-
solidated current three divisions 1o iwo. New divisions
are News Media Division and Consumer Assistance
and Small Business Division. latter merger of Con.
sumer Assistance and Information and Minority anc
Smail Business Divisions.

Call Letters

Applications
Cail Sought by
New FM's
WKPX Broward County School Board. Sunrnise. Fla.
WLGC Eveenup County Broadcasting Inc.. Greenup.
Y.
KMGM western Minnesola Stereo Inc.. Montevideo.
Minn.
New TV
KVYNJ-TV Fargo Breadcasung Inc.. Fargo. N.D.
Existing AM
wLTb WXMR Lexington, Miss.
Grants
Call Assigned to
New AM
KWSK wishek Broadcasting Inc.. Wishek. N.D.
New FM's
KQVQ Cal-Mex Broadcasting Co. Calexico. Canf
WBFG ICI:Irossroads Broadcastng Corp.. Efingnam,
WKWC Kentucky Weslevan College. Qwensboro. K
WVTN Vacation Media Inc.. Gathnburg. Ténn.
New TV
KOHA-TV Oceanic Broadcasting Co.. Hilo, Hawan
Existing AM's
KKKC KTWN Anoka. Minn.
KSIV KADI Clayton. Mo.
KBBJ KMOPD Tulsa. Okla.
WWKC WYLV West Hazelton. Pa.
KYKC KKRC Sioux Falls. 0.
Existing FM's
WGLQ WKZY Escanaba. Mich.
KKSD KFKX Gregory. $.0.
KKRD KKRD-FM Saft Lake Cily



2rofessional

Cards

ATLANTIC RESEARCH CORP
Jansky & Bailey

Telecommunications Consulting
Member AFCCE
5390 Cherokee Avenue
Alexandna Virgima 22314
(703} 642-4164

EDWARD F, LORENTZ
& ASSOCIATES

CONSULTING RADIO ENGINEERS

1334 G St. N.W.. Suite 500
washington, D.C 20005
(202) 347-1319
Member AFCCE

A.D. RING & ASSOCIATES

CONSULTING RADIO ENGINEERS
Suite 500
1140 Nineteenth St, N.W.
Washington, D.C. 20036
{202) 223.6700
Member AFCCE

COHEN and DIPPELL, PC.
CONSULTING ENGINEERS
1015 15th St, N.W,, Sulte 703

(202) 783-0111

Washington, D.C. 20005
Member AFCCE

CARL T. JONES ASSOCS.

{Formerly Gautney & Jones)
CONSULTING ENGINEERS

7901 Yarnwood Court
Springfield, VA 22153
(703) 569-7704
AFCCE

LOHNES & CULVER
Coasulting Engineers
1156 15th St. N.W.. Suite 606
washington, 0.C. 20005
{202) 296-2722

Member 4FCCE

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
Sitver Spring, MD 20810

ROBERT M. SILLIMAN, P.E.
(301) 5895-8288
THOMAS B. SILLIMAN. P.E.
(812) 853-9754
Member AFCCE

MOFFET. RITCH & LARSON. P.C.
CONSULTING ENGINEERS
1925 North Lynn Street
Arlinglon, VA 22209
(703) 841-0500.
Member AFCCE

STEEL,ANDRUS & ASSOCIATES
David L Steel, Sr, P.E. A
P.O. Box 230, Queenstown, Md.
(301) 827-8725 21658
Alvin H. Andrus, P.E,

351 Scott Dr.; Silver Spring. Md..

(301) 384.5374 20904
Member AFCCE

HAMMETT & EDISON, INC,
CONSULTING ENCINEERS

Radio & Television
Box 68, International Airpert

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 PC,

Suile 400
1730 M St Nw,
wasnington DC 20036

(202) 659 3707
Member AFCCE

CARL E. SMITH
CONSULTING ENGINEERS
AM-FM-TV Engineering Consultants

Complete Tower and Rigging Services

8500 Snowville Road
Cleveland, Ohio 44141
216/526-9040

VIR JAMES
CONSULTING RADIO ENGINEERS
Applications and Field Engineering
Computerized Frequency Surveys
4940 E. 39th Ave.—B0207
(303) 393-0488

DENVER, COLORADO
Member AFCCE & NAB

E. Haroid Munn, Jr,
& Associates, Inc.
Broadcast Engineening Consultants
Box 220

Coldwater. Michigan 49036
pPhone: 517 —-278.7339

ROSNER TELEVISION
SYSTEMS
CONSULTING & ENGINEERING
250 West 57 Street
New York, N.Y. 10107
{212) 246-2850

JOHN H. MULLANEY
Consulting Radio Engineers. Inc.
9616 Pinkney Court
Potomac, Maryland 20854

301 - 299-3900
Member AFCCE

. HATFIELD & DAWSON
Consulting Engineers
Broadcast and Communications
4226 6th Ave, N.W,
Seattle, Washington, 98107

(206) 783-9151
Member AFCCE

MIDWEST ENGINEERING
ASSCCIATES
C’Oluu[ﬁng £nguun;

150 Wesley Rd.
Creve Coeur, IL 61611
(309) 698-3160

Member AFCCE

MATTHEW }. VLISSIDES, P.E.

STRUCTURAL CONSULTANT
TOWERS, ANTENNAS, STRUCTURES
Studies. Analysis. Design Modificalions.

Insprciions. Supervision of Erection
6867 Elm S1., McLean, VA 22101
Tel (703) 356-9765

Member AFCCE

C.P.CROSSNO & ASSOCIATES
CONSULTING ENGINEERS
P. 0. BOX 18312
DALLAS, TEXAS

75218
Computer Aided, Design & Allocation Swudies
Field Engineering,

(214) 669-0294
Member AFCCE

® IRADIO ENGINEERING CO
1900 Vigw Dmivé Banta vaEz Ch #3480

CDNSULTANTS
ALLOCATIONS. INSTALLAT(OME. FIKLD
ANTENNA B TYPE ACCEPTANCE MEABUREMENTE
NORWOOD J. PATTERSON

(805)688-2333

JOHN FEX. BROWNE
& ASSOCIATES. INC.
CONSULTING ENGINEERS
1901 Pennsyivania Ave. NW
Washington, D.C. 20006
525 woodward Avenue
Bloomfield Hills, Ml 48013
Ter {313)642 6226 (202) 293 2020

Afember AFCCE

WILLIAM B. CARR
& ASSOCIATES, INC.
DALLAS/FORT WORTH

WILLIAM B. CARR, PE.
1805 Hardgrove Lane.
Burleson, Texas 76028. 817/295-.1181

10517 CATAWBA WAY 301-983-0054 Crestine. CA 92325
MEMBER AFCCE RANCHO cor(tg?:)a.a;::_l.rlrsgznu 95870 Member AFCCE (714) 338-5983

D.C. WILLIAMS
& ASSOCIATES, INC.
BROADCAST AND COMMUNICATIONS

Comouter Assisted Directional Array and
Feeder System Qesign. Analysis. and
Bandwidth Oplimization
AppliCations - Field Engineering

R.L. HOOVER

Consulting Feh i

11704 Seven Locks Road
Potomac, Maryland 20854

SADACCA, STANLEY
& ASSOCIATES
AM FM TV
PO Drawer LT.

SHERMAN & BEVERAGE
ASSOCIATES, INC.
Broadcast/Communications Consultants
Box 181, R.D. #2
Mediord, N.J. 080585
(609) 983-7070

BROMO
COMMUNICATIONS

Broadcast Technical Consultants
P.0. Box M, S¢. Simonms laland, GA 31522
{912) 638-5608
c dasigned spp - Field Engi
Frequency Measuring Service

LAWRENCE L. MORTON. E.E.
ANG ASSOCIATES
CONSULTING TELECOMMUNICATIONS ENGINEERS
Low-POWER TV. AM FM, TV APPLICATIONS,
AELD ENGIMEERING. COMPUTERIZED CHANNEL SEARCHES.
1747 SOuTH DOUGLASS ROAD, SUITE D
ANAHEIM, CALIFORNIA 92806
(714) 634- 1662

RALPH E. EVANS ASSOCS.

Consulting TeleCommunications
ngineers

AM-FM-TY.CATV-ITFS
216 N. Green Bay Rd.
THIENSVILLE, WISCONSIN 53092

Phone: {414) 242.6000
Member AFCCE

George Jacobs

& Associates, Inc.
Consulting Broadcast Engineers

Domestic & international

Member AFCCE
11307 CLARA STREET
SILVER SPRING. MD.
20902

5931643
AREA COOE 301

LECHMAN, COLLIGAN,

LEDFORD & JOHNSON
Telecommunications Consultants
Applications « Fileld Enginesring

2033 M Street. N.w., Suite 702
Washington, D.C.. 20036

(202) 775-0057




Classified Advertising

See last page of Classified Section for rates.
closing dates. box numbers and other details.

RADIO

HELP WANTED MANAGEMENT

Tennessee country station in small market ad|a-
cent lo large city looking for hard-werking manager
with emphasis on sales and promotions. Send com-
plgte resume, including references, to Box W-161.
EOE.

Sales Manager/General Manager. You never get a
second chance to make a hrst impression. That's why
we're 100king for an individual wha's Capable of taking
a new 100.000 watt FM targeted for adults 25-54 and
putting 1t on the air this October-sold out. You'll be
held accountable for all aspects of the station's perfor-
mance, so it's only far that we provide you with the
authorily and resources to do the job nght. Handsome
new offices and well equipped studios are now under
construction on a beautiful site overlocking a small
lake. Qur coverage area inciudes Grand Island, Hast-
ings. and Kearney. Nebraska: more than 150.000 peo-
plein the strongest retail lrade center between Lincoin
and Denver. Control over hiring. programming, sales,
production and promotions will be yours. Respon-
sibihty for commumity involvement and profitability
will also be yours. The compensation and benefits
package includes a salary of $30.000 to $40.000. a
substantial bonus based on profitability, profit sharing.
a new car, hospitalization, ife insurance and more. Our
responsibility 1s to select the individual who under-
stands the importance of earming through hisiher
knowledge. standards, commitment, aggressiveness,
tenacity and respect for employees and clients ahike. A
strong background in radio sales and a desire to
develop your management skilis to their full potential
under our direction are necessities. Operations ex-
perience and education are additional points of con-
sideration. Appreciation of the benefits and oppor-
tunities that exist in a market of this size is imperative.
Send a detailed resume with salary history to Manchik
Broadcasting Inc.; 231 South Locust Street, Grand Is-
land. NE 68801.

General Manager for new FM in Macomb, IL. Ex-
cellent opportunity for an aggressive sales manager to
move up. Send resume, current salary and salary re-
quirements to William J. Clark. General Communica-
tions. Inc., 622 Hudson Ave.. Jonesboro, LA 71251.

General Manager with a proven background in
sales. and good working knowledge of programming
and production needed to head our AM and FM opera-
tions in West Virginia. Outstanding growth opportunity.
Send resume with relerences to Box W-178.

Sales-oriented Manager, Need self-starter for
small operation in lower Michigan. Send resume and
salary hustory to Box W-166. EOE.

Experienced station manager or sales manager
ready o move up. Top-rated AM station, Eastern
medium market. Great opportunity with expanding
group. Box W-164.

Sales People needed for entry level sales position.
Will RAB train you. 50.000 wait central California A/C
FM station. Come and grow with us. EOE, M/F Send
resume to im C. Meeker. PO. Box 2959, Merced. CA.
95344

Salesman needed immedlately for Kncxville area
5000-watt AM station. Prefer applicants with
copywriling expenence and experience with local and
national accounts. EQE. Write Box W-162,

Full time AM. Only radio station in commumty of
75.000 on outskirts of major midwest market. Sales
manager a possibility in very near future. Wnte Box
W-146.

Southeastern New Mexico. Salesperson needed
for small market. strong FM station. For details. call
Mike Morgan. 505—393-1551.

Experienced salesperson ready for management.
Sell key accounts. develop and train expanding sates
team. Salary plus override. Great opportunity in strong
growth market. Contact Cory Thurston. WCNX, PO. Box
359. Middletown. CT 06457

Sales People Needed for the nation's 25th market in
southern California. Compensation commensurate
with experience. Opportunity for advancement with
group-owned stations. Send resume to Bob Ridzak.
KMEN Radio, PO. Box 1290, San Bernardino, CA
92402. EOE.

Solid AM/FM operation needs experienced. ag-
gressive self-starter. strong on retail sales. Salary/
commission, excellent fringes. Send resume.
references. earning history to: Gary Schmedding,
WTAD/WQCY, PO. Box 905, Quincy, IL 62306.

Highly productive account list for experienced
professional. Earnings from 20 thousand up. Excellent
growth opportunity at one of America’s best radio sta-
tions. Thnving East Texas Lake Country. Phone 214 —
586-2527.

Senior Account Executive Ieading to sales man-
agement position 100 KW rocker in one of South
Carolina's biggest markets. Send resume and salary
requirements to: Continental Broadcast Consultants.
29336 Lake Road, Bay Village. OH 44140.

HELP WANTED ANNOUNCERS

Announcers wanted for 50.000 watt central Califor-
nia A/C FM station. Good voice communicators. strong
in preduction and community involvement. EOCE. M/F
Send tape and resume to: Jim C. Meeker PO. Box
2959, Merced, CA. 95344,

Announcer/Sales. Extra income opportunity for ex-
perienced announcer who likes to sell and service
local accounts. Contact Cory Thurston. WCNX, PO.
Box 359, Middletown, CT 06457

Sales Manager lor AM-FM In desirable Rocky Moun-
tain market. Cpportunity for quick advancement to
GM. Equity possible. Box A-27.

Sales Manager Top rated AM/FM combo. Requires
strong sales management background; image, energy.
and creativity are musts. Stations part of major West
Coast chain. Resume and salary requirements to Don
Schrack. KASH/KSND. PO. Box 10767. Eugene. OR
97440.

Director of Radio Activities: Growing AMIFM
public radic operation covering 700,000 persons.
Good budget and excellent ratings. Management and
radio programing experience required. Bachelor's de-
gree in liberal arts or administration required. Salary
competitive. Apply by June 1, 1982, to General Man-
ager, KWSU/KFAE-FM, WSU, Pullman, WA
99164-2530. An EQ/AA employer.

HELP WANTED SALES

Experienced Salesperson. lllinois AM/IFM looking
for aggressive self-starter. Small salary, good commis-
sions. B15—844-6101, Larry Nelson.

Immediate Opening— Part time announcer. Must be
bnght, professional and a good team worker. Send
tapes and resumes to Carol Parker, 98 WMZQ-FM.
5513 Connecticut Avenue. N.W. Washington, D.C.
20015. EQOE

Classical music announcer/programer. Create,
present classical programing, arts features. Warm,
personable style. Effective on-air fundraiser. B.A. two
years' experience as classical announcer/programer.
Send resume. audition, three references to Grace
Babakhanian, Director of Music Pregraming, WILL-
AM-FM, 228 Gregory Hall, 810 S. Wright, Urbana, IL
61801.

Announcer, News, Production. A/C format. Tape
and resume to: WSER, 192 Malconey Rd. Elkton, Md.
21921. Opening immediate.

Beautiful Music, Love 95 in Daytona Beach. 1s seek-
ing a morning drive announcer. Good production skills
a must! Send tape. resume and salary needs to:
Broadcast Management Corporation, Love Park, Fair-
field, OH 45014, Atin: Joyce. EQE.

Contemporary hit radic 50 kw FM looking for after-
noon personalty. T and R: im Simonett, WSPK. Bo»
1703. Poughkeepsie, NY 12601. MiF, E.O.E.

Strong personality needed for communily-oriented
AC station. Communicator for afternoon drive with
minimum two years' commercial expenence. Send
tapelresume 10 Allen Strike, WTRC. Box 699, Elkhart.
IN 46515. EQ.E.

HELP WANTED TECHNICAL

FM/AM Chief with First or General license and twc
years expernence in AM directionals. FM Stereo
automation and proofs. 50 KW state of art equipmen
growing FM No. 1 rated country Station. 5 KW AM rock
Salary $15,000-$18,000 starting. Send resume ic
Engineering. WNWN/WTVB, 6123 South Westnedge
Ave., Kalamazoo. (Portage). Ml 49002. Over 80 lakes
in scenic area. EQE.

New England Metro FM seeks assistant chie
engineer with first or general class hcense, ransmitte
and studio construction and maintenance experience
Resumes to Box W-176. M/F. EQE.

Chief Engineer. KAYC/KAYD-FM, Beaumont, TX
Need stable. dependable, full-time expenenced Chie
for full-time 50.000 wait FM and 1.000 watt AM. Senc
complete resumes and references to: Larry Swikard
Vice President/General Manager. KAYC/KAYD Radic
PO. Box 870. Beaumont. TX 77704.

Chief Engineer wanted for AM/FM in booming Easi
Texas. One of America’s finest plants. highly profes-
sional staff. Great place to raise family where stafl
members enjoy community prestige. Contact Dudley
Waller, KEBE/KOOQI, Jacksonvitle. 214 —586-2527

Chief Broadcast Engineer. KWMU-FM. 100,00C
watl NPR station in St. Louis, active in local production
needs top-notch Chief Engineer. High school graduate
or equivalent, 3 to 4 years’ experience in transmitte
and studic maintenance. Good salary and fringes. Ap
phcation deadiine: May 21. 1982. Send resumes to
Personnel Department. University of Missouri-St
Louis, 8110 Natural Bridge Road. St. Louis, MO 63121
EQE. M/F

Chief Engineer - wanted for AM/FM in New Orlean:
area. Excellent cpportunity for a qualified Chief 1n ¢
growing young company. Salary and benehit range de
pending on experience. Please send complete resume
and references to Mr Ed Muniz, 1639 Gentilly Bivd
New Orleans, LA 70119. An Equal Opportunit:
Employer.

Chief with First or General License and two years
experience in AM directionals. FM stereo. automatior
ang proofs. Salary: $15.000 - $18.000. starting. Senc
rEeéléme 0 Box A-41 Located in coastal Southeast

HELP WANTED NEWS

Metro Networks provides traffic reports o top sta
tions in 20 markets. Talent for anchor positions needec
immediately for two major N.E. markets. Previous
traffic reporter expenence preferred: news back
ground. abihity to understand police 10-code signals
also considered. Position provides tremendous ex-
posure and top pay. Call Mr. Brandon. 301 —764-6104
for immediate audition, 9 am. - 5 p.m., Eastern.

Thoroughly competent professional broadcas
Journalist wanted immediately to lead five persot
news department at one of Midwest's most respectec
AMIFM combos. Group owned by company with ex
cellent business reputation and firm commitment tc
news. If you are our candidate. you will enjoy excellen
salary and live in medium market of 300.000+. where
cost of housing is low and quality of hife 1s high. Star
as Assignment Editor/Anctior now and replace New:
Driector who leaves for new position July 2. Senc
resume, letter writing samples, salary history an¢
references to Box A-39. EOE.
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HELP WANTED NEWS CONTINUED

News Director sought for state capital statwons. Ma-
jor market experience preferred. but not required. De-
gree preferred. Good an work a must. Send resume to
Box A-26. EQE

KCLD/KNSI needs aggressive reporter-anchor
Minimum two years' experience. Excellent new facility
and equipment in a competitive markel. Must have
solid delivery and wnting skills. Tape. resume. writing
samples lo Joe Ormsby. News Director. Box 1458, St.
Cloud. MN 56302,

HELP WANTED PROGRAMING,
PRODUCTION, OTHERS

Copywriter/Commercial Operations Manager.
Must be able to create original copy and supervise
commercial production. Good “commercial” voice a
necessity. Full ime FM, adult contempeorary, top rated
in market. Personal interviews only. 201 —827-2525.
Peter Bardach. WSUS-FM, Franklin, NJ 07416. EQE

California Metropolitan Daytimer seeking hughly
qualified. proven program director. who can do 1t all.
Air shift {optional). on/off air promotions. merchandis-
ing. music/audience research: audience, community
involvement. Many challenges. many rewards.
Resume and references to Box A-13.

Music Director for 100 kw duo-public radio station
operation. Produces and oversees production of
classical and other music programing. Requires
Master's degree in music: similar experience desira-
ble. Knowiedge of public radio structure and phileso-
phy desirable. $11.128.00 minimum. Submit resume.
audition tape and references lto Administraive Office.
Louisville Free Public Library. Fourth & York Streets,
Louisville, KY 40203. Application deadline: May 21.
1882. 4:30 PM.

Minorities! The Broadcast Skills Bank of the
Baltimere Urban League 1s seeking resumes from ex-
penenced minonty apphcants. Radio & TV employ-
ment opportunities exist in Balimore in the areas of
news. sales. programing. produchion, traffic, business,
and engineenng. Wnte to: Balimore Broadcast Skills
Bank, Baltimore Urban League, 1150 Mondawmin
Concourse, Baltimore, MD 21215, EOE.

Radio Program Director: KANU, University of Kan-
sas. seeks a Program Director. Major responsibility for
slation program stralegies and policies, program pro-
ductien and hosting. staff supervision and develop-
ment. daily non-news program operation of station.
Bachelors Degree in Communications, Radio-TV. Fine
Arts of equivalent combination of education and ex-
perience required. Two years of public radio program-
ing expenence and demonstrated skills in program
planning, production and on-air delvery, staff direction
and development and maintenance of effective work-
g relationships required. Supervisory experience.
previous experience as program directer. working
knowledge of audience research and public radio pro-
graming deswrable. Salary $16.656 to $20.000 an-
nually. Apphcaton deadline: May 15, 1982. Letter, air-
check or demo tape to Howard Hill, KANU, Umversity
of Kansas. Lawrence, KS 66045. EEQ/AA.

Central Texas stations looking for an expenenced
Program Director to program a full tme AM Adult Con-
temporary staticn and a 24 hour Country station. Must
be well organized. able to handle promotions. self-
motivated_and supervise stalf of 12 announcers. Tape
and resume to George Franz, KTEM/KPLE Radio. PO.
Box 1230. Temple, TX 76503. 817 —773-5252.

WATS/WAVR, Sayre. Pennsylvania. must fill program/
operalicns department head posilion now. Expenence

helpful. not required. 717 —888-7745. Possible News.
too.

SITUATIONS WANTED MANAGEMENT

GM available. 22 years expenence. 10 years man-
agement experience. With present station 19 years.
Can do the job for your station. Family man. Prefer the
Carolinas. Let's talk. Box W-72.

General Manager-Experience as program director,
operations manager, sales and advertising agency ac-
count executive in a large medium-market. Proficient
in most formats. Extensive experience in administra-
tion, promotion. marketing and execution of policy.
Carefully looking for a growth-oriented situation. Write
Box A-3.

Sales Manager wants general managers position.
Good all-around broadcast experience. 20 years sales
expernence in radio, retail, direct. Middle aged, first
phone. Wnte Box A-17.

Sales Manager seeks to move into general man-
ager's position in New York state. Good sales back-
ground. Smalt market expenence. Available now.
Mature adult, first phone. Wnite Box A-20.

General and Sales Management “superstar”
available now! 9 years successful track record in the
No. 1 radio market. Strong 1n leadership, training, pro-
motion and aggressive selling. Wnte Box A-22.

General Manager: Solid professional with 18 years
as achiever with logistical know-how. Specializing in
heavy sales, programing. leadership and organiza-
tional skills. Take-charge individual with strategies for
developing maximum profits. Managed AMIFM all
markets. Excellent credentials. Reply Box A-34.

Experienced GM locking for position in small/
medium markel. Write Box A-35.

Small-medium market specialist. Stable compali-
bly employed GM. All the tools and credentials: pro-
fessional. sales-onented, cost conscious, bottom-line
effective. knowledgeable regs and all phases. proven
promotions, honesl, community-active family man.
Over ten years successiul management. Relerences.
Reply Box A-44.

SITUATIONS WANTED SALES

Experienced Sales Manager with excellent back-
ground seeks position in sales management or
general management. Record includes four record-
seting years 1n jast assignment. Location no problem.
Robert I. Hendel. 528P Alabama Avenue, Salisbury,
MD 21801. 301 —~742-5827.

Top Salesman, family man, 19 years' experience
including sales. play-by-play, news, media buying.
Want sales opportunity with guarantee. Prefer sales/
sports package on South or Scutheast coast. Write
3113 Medina, Fort Worth, TX 76113. 919~653-2471.

SITUATIONS WANTED ANNOUNCERS

I'm selling major market television right now, but |
want back into radio. BA, MBA with 2 years college ex-
penence wants position. Have dene PBP news, report-
Ing. sports and some board work. Available im-
mediately. willing 1o relocate. Tapes. resumes.
references available upon request. Ray Siri, 415—
334-3852, anytime.

Young, Bright, Midwestern morning air personality
seeks top 40 or adult contemporary in northern U.S. or
Canadian medium to major market. Hard working,
community minded, tleam player with 3 1/2 years AM/
FM expenence and strong production skills. Air-check
and resume on request. Box W-153.

Enthusiastic beginner looking to devote un-
divided altention and energy to your radio station. I've
had plenty of board training. and have helped with pro-
motions for some great radio stations. Ralph Kofroth,
1450 N. 10th 5t.. Reading, PA 19604.215—374-0812,
between 9 am. and 1:30 p.m. Willing to relocale.

Experienced, young announcer seeks advance-
ment. Sports Director in Northern California, play-by-
play for Pac-10 footbali. basketball. baseball. Also do
news, DJ, weekly cali-in show. Professionally-trained
voice. Write Box W-184.

Give this woman her first break. Workaholic, will
work midnight shift or weekends. Preferably North-
eastern, responsible markets. Call Anne 212—~528-
0251 after 7 pm. EST.

Financial VP—Young. aggressive Individual with
strong financial credentials and impressive broad-
casling group experience seeks East coast oppor-
tunity. well-versed 1n radio acquisitions, cash man-
agement, compuler precessing and accounting. Write
Box W-175.

Fully trained announcer looking to start a career in
an AQR station. | have a good professional attitude-nc
eQo- reliable- and enjoy production work. I'm willing to
slart anywhere and at anylime. Please call during bus-
iness days. of evenings. 312—653-3456, Dave
Kammes.

Are you still searching for good Urban Contempor-
ary air talent? Why haven't you called me yet? Austell
is wailing to hear from you. any day before noon (CST)
at: 312—547-8044.

College grad seeking fist job. Third ticket. tight
board, some produclion skills. Expenence in AOR,
MOR, Top 40. and some country. Willing to work hard.
Call Dale, 313—732-9594 for tape and resume.

ist phone, B.A. Communications. 34 year oid
seeks any position on radio/TV/cable staff. Ex-
perienced rock, MOR. Top 40. Lives Chicago western
suburbs. Nick. 312—293-1674.

Dance Music PD/DJ. Looking for creative station,
any market, in Chicago area. Experienced Midwestern
graduate. Will broker time it possible. Mike, 312 —
773-1313.

Listeners and Sales Galore with uniquely qualified
topnotch professional. Experienced, crealive team-
worker (specializing in jazz and talk) is seeking new

offers. Confidentiality assured. Write for particulars,
Box A-11.

Young, talented and experienced jock seeks
home in medium market station. If you need an ad lib-
ber and a great personality, I'm your man. Call Brel.
303-—-781-1802.

Seasoned Professional. Eight years. creative air
talent, outstanding production. B.A. degree.
Enthusiasm. wil. team and commumity onented.
Knowledgeable, responsible. dedicated personality
with management background. Box A-21.

Still looking. Announcer/Sportscaster: 5 years' ex-
perience. know A/C format. Southern Rockies, West
Coast preferred. Anytime, 303—651-3549.

Talk Show Host—audience pleaser/ralings winner
(latest Arbitron). Entirely different. Mature, educated.
genuine personality. Any format (phenes, interviews,
music, commentaries). Available immediately. Prefer
Top 10 or network. bul consider all ofters. Contact me!
You won't regret it Write Box A-28.

Trained jock, good pipes—ioves gospel. Urban
Contemporary. Will go anywhere for first job. Terry
Pasey, 312—975-0898.

Good voice, good reader. cooperative, able to relo-
cate. Bruce Reichert, W276 N2190 Spring Creek,
Pewaukee, Wi 53072. 414 —691-1572.

I don't even want to talk lo you unless you really
need thoroughly trained announcer with tech back-
ground. For T&R. write Box A-29 212—449-1038.

Imaginative, witty female; personality plus produc-
tion: BA: 3 years comm. exp. (142 as MD) PT/FT; L. or
NY area. 212—582-4366 wkdays; 212—336-7198,
Heather.

50,000 watt morning personalily lcoking for 50.000
wall clear channel home. 20 years' experience, Farmer
overseas correspondent. Specialty-personal endorse-
ment commercials, program sales, and record country
music recitations in Nashville. Chosen by Movie Stars.
Parade Magazine and See Magazine readers as sec-
ond leading commercial-announcer out of 2600 in na-
tion. Top references. Call 713—860-3247.

Pleasant, professional sound. Effective commer-
cialsinews. George Rayford. 4033 N. 26th St. Mil-
waukee. Wl 53209. 414 —447-1262.

Experienced salesman-freelance announcer wants
to combine both; sales with airshift {sports. DJ. news).
Intelligent. with locks and personality. J. Howard,
212-371-2356.

Beginner looking for first DJ position. Evenings or
overnight. Prefer oldies (country, rock). Need at least
§200. Doug 419—2387-7761. Prefer Ohio.

Cooperative, dependable, ambitious and ver-
salile young man. Excellent reader with strong sound-
ing voice. Will relocate. Steve Schnell. 8111 W. Sun-
nyvale, Mequon. W1 53092, or call 414—242-0964.

Experienced announcer seeks adult-contempor-
ary or CHR position. Prefer Pennsylvania, New Jersey.
or Northeast; small or medium market. Also sports and
PBP Mike Rudolf, Springville. PA 18844. 717~
965-2432.
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SITUATIONS WANTED ANNOUNCERS
CONTINUED

Beginner seeks D.J. position. Chio. Evenings, over-
night. Need $200 Doug Hendnicks. 21692 TR. t75.
Mount Blanchard OH 45867

SITUATIONS WANTED TECHNICAL

Innovative Technical Director available for major
chain who believes in being number cne in sound. Ex-
cellent technical and administrative abihties. Box
W-90

Fully qualified engineer available by day week. or
project. 25 years construction and trouble shooling.
Gene Bardo 813—541-7841

13 years' experience AM directional FM stereo
automation. Versed in proofs and FCC paperwork.
Clean audio a specialty. Available in May Wnte Box
W-t5t

Engineer, Salesperson. Looking lor small market
location. Call Scott. 219—865-2544,

Radio Station Engineer, with excellent technical
references 15 loocking for employment as a chief
engineer at a medium or major market radio station(s).
Prefer station(s) that 1s planming or 1s automated.
Maintenance i1s a prnme nterest, no board shift. |
believe 1n and practice professional engineering stan-
dards. so no bailing wire, rubber bands or paper clips.
Prefer station(s) in the Pacific Northwest near or in
Seattle or Portland. Will consider other stations in the
north east coast. Robert King, 2800 Golf Club Drive,
No. 5B. Paim Springs. CA 92262 After 6:30 PM. PS.T.
call- 714—-321-1934.

Available shortterm employment - transmitler
studio installations. equipment rebuilds. proofs. fill-ins.
troubleshooting. applications. Shoupe. 717 —
249-6584,

SITUATIONS WANTED NEWS

News/Sports Director in top 30 market seeks
change. Very professional. 10 years, dedicated. mar-
ried. stable. Looking for employment in large or ex-
panding newsrcom as news/sports reporter/anchor.
Excellent writer, some telephone talk. Will answer all
replies quickly. Write Box A-46.

Refreshing PBP. Experienced professional available
for major college football and basketball package.
Full-time or freelance considered. Box W-65.

Experienced reporter, gcod voice, writing skills,
news judgment. BA Journahsm. Prefer Califorma or
Southwest. Call 213 —-508-7t48.

Outstanding Sportacaster—Top guality PBP of
four major sports, excellent interviews, solid
sportscasts. Nine years PBP experience, now in a
medium market. Gary. 612 —255-0386.

I've built a solid sperts department where there was
no sports department before, and now I'd like 1o move
into a medium market radio of television $pons posi-
tion. Midwestern small market six-year pro. Write Box
A-tQ.

Sports Director—11 years' experience. inCluding
top twenty market—PBP —strong writing, editing. Also
production. news, music; remote. marketing, public
atfairs. Dave Ochs. 303 —789-0389.

Magazine/Newstalk Hostess wilh majcr market
expenence seeking another top market news maga-
zine or talk format. 206 —284-7443.

SITUATIONS WANTED PROGRAMING
PRODUCTION, OTHERS

Get tax break and production director at the same
time. | can write and read. Call Ron at 316 —524-7626.
Wichita, KS.

Are you looking for an experienced program director
with other media Credentials? Program director,
operations manager, radio sales, advertising agency
account executive 1n the top 100 markets. If you want
a well-rounded PD. answer this ad. Extensive ex-
perience in marketing (radio to fast food), administra-
tion, promotion and bottom line oriented. Write Box
A-4.

TELEVISION

HELP WANTED MANAGEMENT

Operatlons Manager [or new indie to premier this
fall. Applicant should have five years' experience In
commercial production, cn-air and print promotion,
plus have the ability to manage a large department.
Send resumes to: WVAH-TV, RO, Box 2464,
Charleston, WV 25329, An Equal Opportunity
Employer.

Local Sales Manager for TV in top 60 market. I'll
give you the opportunity. For return, | expect direction
in TVB use-MMP-vendorico-op background. South
centra!l influence. Potential for $$S with our station.
Growth and new management. Resume to Box A-31.

Television Station News Director. Experienced
news executive with ieadership ability to direct ac-
tivities of number one news department. Current News
Director moving to top ten market. Replacement must
have college degree and be cCurrently employed in
management role in a TV station news department.
Send resumes to: Jack Mason, KFSN-TV. 1777 "G"
Street, Fresno, CA 93706. We are an Equal Oppor-
tunity Employer.

Director of Engineering. Detroit Public Television
needs an individual with proven technical and
management experience for one of America's fastest
growing public telecommunications entities. A com-
prehensive understanding of current technology and a
vision for new technology are essential qualities for all
applicants. Current station technology includes: All
formats in video tape, computer editing. satellite
uplinking, ITFS transmitters and ENG systems. We
operate 24 hours per day and originate five live hours
of national programming weekly. Salary is negotiable.
Serious and qualified candidates send resume and
salary requirements, no calls please, to: WTVS—Per-
sonnel Manager, 7441 Second Blvd., Detroit. MI
48202. EOE-AA.

HELP WANTED SALES

Account Executlve - Major list with aggressive ABC
station in top 25. Must have experience and be skilled
in verbaliwritten communication and mathematics.
Send resume, income requirements and references to
General Sales Manager, KOVR-TVY, 1216 Arden Way,
Sacramento, CA 95815. Equal Opportunity Employer,
MIF

Local Sales - ABC/VHF affiliate in Florida has im-
mediate opening for AcCount Executive with strong
broadcast sales experience. Must be self-starter.
E.E.O. Send resume to Box W-140.

Local Sales Manager for medium-sized, group-
owned, Midwest CBS affiliate. Knowledge of retail,
agencies and TVB essential. Hands-on management
position with sales staff of seven. Reply to Box A-12.
An ECE.

Account Executlve—WTVD, the CBS affiliate in
Raleigh/Ourham, is seeking a team-oriented person
with a proven record of excellence in television sales.
A Capital Cities Communications station, WTVD offers
malor benefits and an opportunity to grow with one of
the industry’s leading groups. Apply in writing to: Peter
J. Celentano, Local Sales Manager, WTVD, PO. Box
2009, Durham, NC 27702. EQE.

HELP WANTED TECHNICAL

Wanted: both operations and maintenance
engineers who can handle videotape, editing, master
control and video, to work in large market, network
affiliated station. We are a non-union, highly flexible
operation oriented towards rapid growth in the pro-
duction field. We continue to use the latest state-of-
the-art equipment. Ike, G.V. Digital effects, t" Sony
tape with Convergence list, management editing, etc.
Call it you qualify. T Arthur Bone, WPRI-TV. East Provi-
dence, R.I. 02914, 401-438-7200. We are an EO.E.

Tech. DIr. with FCC lic. needed to work in East Coast
major market production house. CMX exp. required.
Send resumes to Box A-2.

Technical Religious Cable station seeks hands-on-
Chief with production and post production experience.
Salary commensurate with ability and experience.
Send resume to GE.TV., 214 Roleto Dr, San Antonio,
TX 78213, or call for additionat information: 612—
342-8510.

Position available: Chief Engineer wanted by ups
tate New York Community College for maintenanci
and operation of new color TV facility and Io serve a:
chiet operator of recently rebuilt FM station. Candi
dates should have experience in broadcast equipmen
maintenance and operation; and elecironics school o
equivalent. License preferred. Job provides attractive
benefits and vacation time. Please send letters of ap
plication and resumes to: Personnel Office, Cayug:
County Community College, Franklin Street, Auburn
NY 13021 by Friday, May 14, t982. CCCC is an EQ/A{
employer.

Immediate opening for Assistant Chief Engineer t¢
work in Philadelphia television/production house
Should have 5-7 years' exp. in maintenance of broad
cast equipment. Send resume to Box A-5.

KUAT-TV Public Broadcasting in Tucson, Arizong
is looking for two qualified engineers. We need an ex-
perienced Maintenance Engineer who will be part ol
our maintenance team providing preventative
maintenance, daily repair and installaticn of new
equipment, with emphasis on one inch editing equip-
ment. Salary hiring range $17,884 10 $19,673. The se-
cond position is a Videotape Engineer working witt
our ediling activities and must be familiar with
one inch format and time code editing. Salary hiring
range 515,275 to $16,803. Two year's experience plus
FCC license are required for both these positions
Please send resume, speciltying title of position by
5-19-82 to Employment Office, Babcock Building
University of Arizona, Tucson, AZ 85721. The Universi-
ty of Arizona is an equal opportunity/atfirmative actior
employer.

Chlef Engineer. Times Mirror Satellite Programming
has an immediate need for a Chief Engineer who has
"hands-on" maintenance experience for our sateltite
uplink and teleproduction facility in Laguna Niguel
California. We need a person who will be responsible
for supervising the maintenance staff, maintaining
equipment and facilities and assisting in planning and
development. The position requires substantial broad-
cast experience and a General Class FCC License ot
S.B.E. Senior Broadcast Engineer Certification. As a
subsidiary of the Times Mirror Company, we offer ar
excellent compensation package, along with an ex-
ceptional benefit program. If you are a skilled, ag-
gressive individual with a proven ability to succeed
we would like 1o talk to you about your fulure. Please
send your resume, including salary history, in confi-
dence to Ed Gordon, VP Engineering and Operations
Times Mirror Satellite Pregramming, 27632 El Lazo
Road, Laguna Niguel, CA 92677. We are an equal op-
portunity employer and encourage women and
minorities 1o apply.

Maintenance Englneer thoroughly proficient ir
Ampex Quad and Sony 1” C, Rank Telecine & BVU ex-
perience helpful. Prefer non-smoker. Excellent position
with 10-year-oid, fast growing Los Angeles company
Contact Don Johnson, The Video Tape Company
213—-985-1666.

TV Maintenance Engineer—Aggressive self-starter
with 3-5 years' experience in broadcasting or ailied
field. Responsibilities include planning, installation,
quality control, repair and maintenance of TV and
transmission systems. tst Class FCC preferred, tech-
nical training from recognized institution desired.
Send resume to WJCT, Inc. 2037 Main Street,
Jacksonville, FL 32206. EOE.

HELP WANTED NEWS

Weathercaster—Up and coming top 100 market
station in Midwest seeks weather personality for early
and late news programs. Resume 1o Box W-56. EOE.

ENG News/special feature photographer—Minimum
one year experience. Shoot and edit for a top 100
market station in upper Midwest. Resume to Box
W-57. EOE.

Assignment Editor. Creative, organized journalis!
needed. Familiarity with the Southeast very helpful
Small market network affiliate. Reply to Box W-113
EOEM-F.

News Photographer. ENG and editing experience
preferred, for small but competitive market 1n Alaska.
Send resume, tape and salary requirements to News
Director, KTVA-TV. 1007 W. 32nd, Anchorage, AK
99503. ECE.
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HELP WANTED NEWS
CONTINUED

Anchor—Our top-rated 6 and 11 news needs a moti-
vated leader. Strong personality, conversational writing
ability required. Small market. network affiliate. Sun-
belt location. Please send resumes and salary history
to Box W-112. EOE/M-F

Sports play-by-play & TV host. The University of
Florida seeks a full time sports play-by-play and TV
nost. Must have both play-by-play and TV expenence.
Duties also include network station relations, assist
with sales and alumni activities. Resume, and
eferences (no tapes) should be sent to Mrs. Marty
.yda, Personnel Director, University of Florida, PO. Box
14485, Gainesville, FL 32604,

Baseball play-by-play announcer for major league
lelecasts beginning next season. All replies held
slrictly confidential. Send resume and salary require-
menls to Box W-181.

Anchor. Medium market network affiliate in Sunbelt
ooking for Monday-Friday talent to team with female
co-anchor. Must be able to produce newscast as well
as deliver it with warmth and authonty. Complete
resume including references and salary history and re-
Juirements in reply. Those who do not include this in-
formation will not be considered. Write Box W-179.
EOE.

Medium-sized television news organization in
nighly competitive market seeks experienced assign-
ment editor. Successful candidate should be creative
newsperson who knows how to work with both
seasoned and new reporters. He or she must be abie
to recognize those stories which will set our station
anead of the others. Send resume and salary require-
ments to Box W-174. EOE. M/F

Co-Anchor - Top-rated Sunbelt station in top Fifty
market searching for 6:00 and 11:00 PM. co-anchot
Rush resume to Box W-172. EOE.

Reporter—50's market CBS affiliate needs ag-
gressive reporter, strong on wriling and slory produc-
lion, to cover cily hall beat. Resumes and video tapes,
no phone calls. to: Jay Moore, WTVR-TV News, 3301
west Broad St, Richmond, VA 23230. ECE.

10 PM Anchor Person wanted for a top-100 Sunbelt
markel. This job will go to a person with reporting sav-
vy and on-camera presence. Previous anchor ex-
perience required. We are an Equal Opportunity
Employer and encourage applications from minorities.
Send resume o Box W-173.

Experienced Producer for major 6:00 & 10:00 Mon-
day through Friday newscasts. Mustl know news,
possess good, crealive writing ability and know how to
use television, including live unit. Tape, resume and
salary requirements lo Ken Keller. ND, WHBF-TV, 231
18th Street, Rock Island. IL 61201. No phone calls.

Sports Anchor/Reporter. Network affiliate in South
looking for do-everything sports anchor. If you can
shoot it, write il and then read it with excitement and
personality, we've got a job for you. Medium market.
Complete resume and salary needs in reply to Box
W-180. EOE.

Sports Director - Someone to direct our two-man
sports deparlment in bright coverage of local sports
and anchor prime nightly sportscasts. Tapes and
resumes to Jay Moore, N.D, WTVR-TV, 3301 West
Broad St. Richmond, VA 23230. No phone calls. An
Equal Opportunity Employer.

News Anchor - Dedicated individual for pnimary
anchor positicn with network affiliate in Sunbealt. Ex-
perience required. Send resume and salary require-
ments o Box W-141, EOE.

TV News Photographer. Minimum 1 year ex-
oerience shooling in a commercial TV news room.
Must be able to shoot and edit under pressure, operate
ive equipment, willing to work atl hours. College back-
3round in journalism preferred. Submit resume and
:ape to James Baum, News Director, KOTV, Box 6,
Tuisa, OK 74101. No phone calls. KOTV is an Equal
Jpportunity Employer, M/F

Assignment Editor—Resulls-oriented assignments
ditor. Minimum two years' TV news experience. Send
esume to News Director, KSWO-TV, PO. Box 708. Law-
on, OK 73502,

Meteorologist with radic and television experience
needed to forecast for and appear on ocur new cable
television weather programs. Must be able 1o
demonstrate forecasling abilily. Apply immedately for
June 1st starl. Send tape and resume to: Mike Smith,
Weather Data, Inc., 833 North Main St. Wichita, KS
67203. EOE.

Sports Reporter-Anchor: To anchor weekend
sportscast and report during the week. Five day work
week, must work weekends. College degree and on-
air expenence doing TV sporls and ability to edit
videotape required. Salary and other benefits are
open. Mail tape and resume to: EEQ Officer, KPLC-TV,
PO. Box 1488. Lake Charles, LA 70602. Equal Employ-
ment Opportunity Employer.

News Director: Mitimum three years television ex-
perience. Seeking journalist with good writing, pro-
duction, leadership and admiristrative skills. Full
E.N.G. Excelient new facility. Group-owned ABC affili-
ate. Excellent company benefits. Send resume and
tape to: Wes Ferns, General Manager. PO. Box 3788,
Grand Junction, CO 81501. Egual Opportunity
Employer.

News Anchor-Reporter and news reporter posi-
tiens in Southwest. Prefer experience. Send tape and
resume immediately to PO. Box 1559. Lubbock, TX
79408.

Experlenced ENG Coordinator —Responsibilities
include hiring and training of news photographers as
well as taking charge of all ENG equipment. Send
resume to News Director, KSWO-TV, PO. Box 708. Law-
ton, OK 73502.

Commercial Producer. Progressive Midwest slation
seeks creative, self-starter 1o wrile, Shoot. and edit
commercials. EFP experience helpful. Send resume
and salary requirements to John Rushlow. NTV Net-
work, Box 220. Kearney, NE 68847,

Program Director: Due lo internal group promotion,
WCTI-TV. ABC for eastern North Carolina, has an
opening for a Program Director Responsibilities in-
clude station on-air operations, directing Promotion
Department, FCC compliance, nelwcrk communica-
tions and program research. Musl be adept at person-
nel management. Resume ncluding earnings history
to: Bill Jenkins, VP & General Manager WCTI-TV, PO,
Box 2325, New Bern, NC 28560. WCTI-TV 1s a Malrite
Communications Group Station and an equal oppor-
tunity employer.

PM Magazine Co-Host—Ready to move up tolarger
market? No. 1 show In top 50 market seeking co-host
to work with female. Producing a must. Send resume
to Box A-25. EEO.

Televigsion Graphic Specialist: Create graphic
matenals and do general photography tor all areas of
station operation. Requires B.A. in art, one year ex-
perience in commercial art, knowledge of darkroom
technigues, set design and working knowledge of cell
animation. Television graphic experience 15 preferred.
Send resume to KAKM, 2677 Providence Drive,
Anchorage. AK 99504, by May 7. 1982, KAKM is an
Equal Opportunity Employer.

Producer, engineer, ace photographer. Relocate San
Diego. Call 800—854-2884. Prme Time.

HELP WANTED PROGRAMING,
PRODUCTION & OTHERS

Production Assistant. East Coast independent pro-
duction company wants Radio/TV Engineering Pro-
duction Assistant. Must be hardworking, able to pes-
form PM on video, audio equipment. Send resume and
salary requirements to Box W-107,

TV Photographer—No.1station, lop 50 market needs
photographer, four years’ experience in 35mm slde
photography and processing, black & white negative
and print processing; some 16mm color camera and
processing. Contact Bill Kinnaird, Operations
Manager, WSAZ-TV, Box 2115, Huntington, WV 25721,
EOE.

Producer/Executive Producer for TVfiadio news
and public affairs. Must have solid background in bath,
be good on-air interviewer and host. Take-charge, idea
person necessary. Able to work within imited budget.
Resume and audition tape required. Salary range:
$16.500 to $18,500. KEDT-TV/KKED-FM (PBS/NPR}
PO. Box 416, Corpus Christi, TX 78403. 512—
855-2213.

Director needed for fast-paced newscasts. Candi-
date must have solid news directing ability. Announc-
ing experience heipful but not mandatory. Excellent
pay and benefits. Immediate opening. Send resume 10
Production Manager, KOVR-TV, 1216 Arden Way.
Sacramento. CA 95815, Equal Opportunity Employer,
M/E

Producer/Director who can handle a fast-paced
newscast and commercial production with confidence
and creative flair. Swilching ability is necessary plus
wriling experience helpful. Send resume ang salary
requirements to Box W-145. EQOE.

Production Planner—AP level position for a com-
pany providing closed captioned TV programs for the
hearing-impaired. Individual will deal with clients and
be responsible for production scheduling and projec-
tions. The successful applicant must communicate
effectively, understand television post-production pro-
cesses, and be a resourceful planner. Broadcast or
business degree and experience in captioning desira-
ble. Three (3) years’ experience in television proguc-
tion or scheduling required. Reply to the Personnel
Manager, National Captioning Institute, §203
Leesburg Pike, 15th Floor, Falls Church. VA 22041,
Equal Opportunity Employer.

PM Magazine Executive Producer to head number
one unit in top sixty market. Send resume and salary
requirements to Box A-32. An Equal Opportunity
Employer, M/F.

TV Production Manager. We're looking for an ag-
gressive, experienced broadcaster to manage studio
commerciallEFP/program production. Must have good
creative talents as well as technical capabilities. Op-
portunity to work with state of art equipment. Send
resume to: Personnel Manager; PQ. Box 6; Bir-
mingham, AL 35201. Equal Opportunity Employet.

Experienced Videotape Producer. We're an ex-
panding 4-A Columbus agency that is experiencing
continued growth and have need for another TV pro-
ducer with at least 3 years’ expenence. We have a
client mix which includes packaged goods, financial,
retail, rade and consumet Travel and client contact
are included. If you want lo work hard, meet
challenges and demonstrate your creative potential.
send resume and sample reel or cassette to: Thomas
Heiby. Byer & Bowman Adverlising Agency, Inc., 66
South 6th 5t, Columbus, OH 43215.

Baseball pfay-by-play announcer for major league
telecasts beginning next season. All replies held
strictly confidential. Send resume and salary require-
ments to Box W-188.

Director of Communications wilh experience in T.V.
production needed by Diocese of Orlando. Prefer ap-
plicant with knowledge in Catholic Church matters.
Salary competitive, benefits excellent. Resume, video
tape to David Page. Box 1868, Orlando, FL 32802.
EOE.

Top 15 Market seeks producer for successful, daily.
60-minute talk show. We're looking for an idea person
wilh extensive experience in booking great guests,
field production experience, and the skills to manage
a complete show staff. If you feel you meet our
qualifications, send resume immediately to Box
W-189. EEQ. MIF

Director. Top 50 market. Group-owned station. Ex-
perienced. mature self-starter. very creative and
enthusiastic. Switching experience is necessary. Must
have ability to work with commercial clients. EOE
employer. Contact Don Payne, Prod. Manager. WLKY-
TV, 1918 Mellwood Ave, Louisville, KY 40206. 502 —
893-3671.

SITUATIONS WANTED MANAGEMENT

General Manager/Group Director. This individual
is hard working, energetic, ang experienced 1n most
phases of ielevision. Available to organize, motivate,
and lead station of group 1n Sunbelt medium or large
markel. If you want someone wha 1s honest and sin-
cere about helping your orgarization grow, please
write to Box W-123 so we can meet and discuss our
future together!
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SITUATIONS WANTED MANAGEMENT
CONTINUED

ALLIED FIELDS

Business/Station Manager. Skilled in manage-
ment, with expertise in budgeting, planning, forecast-
ing, and personnel. Holds a technical and accounting
degree. Major markel experience including takeovers
and new station construction. Write Box W-103.

Promotion Manager experienced in top 25 markets,
{network affiliate and independent), national syndica-
tion and local promotion. Interested stations reply Box
A-1.

SITUATIONS WANTED TECHNICAL

Experienced Chief, BSEE, seeks major or medium
market Sunbelt oppertunity. Box A-45.

SITUATIONS WANTED NEWS

Sharp minority male photographer, degreed with
General License and radar endorsement seeks first
job as news photographer or related fieid. Relocation
ne problem. Call of write: Hilliard Reeves, Jr, 5101
Wynnefield Avenue, Philadelphia, PA 19131, 215—
879-0333.

Reporter/Producer/Anchor at top-rated medium-
market station seeks move up as reporter andlor
anchor Box W-121,

Business Reporter, experienced in print and broad-
cast journalism, interested in joining dedicated news
staff to contribute well-produced, lucid stories. Write
Box W-185.

Aggressive black male with 7 years’ experience
seeks chailenging reporter and/or news management
position. 215—763-8372.

Reporter with savvy, Female seeks news position in
small or medium market. May graduation, Business
and TV-R degree. Will relocate. Call M.S. 607 —277-
0974.

Here's your golden opportunity! Professional
meteorologist, 26, 4 years' experience with AMS Seals
of Approval seeking greater challenges in medium to
major market. Box A-18.

Skilled Anchor, strong reporter: 15 years news ex-
perience. Stable, degree, awards. family, positive at-
titude. Joe, 612—561-7489.

Have over 3 years' experience in news & sports.
Looking for right opportunity at a station | can grow
with. Alan, 713 —484-3977.

News Directorship wanted in small market by
reporter. 3 years' experience. Master's degree. Ron,
415—482-0971.

HELP WANTED PROGRAMING,
PRODUCTION, OTHERS

Medical Producer/Director/Videographer Im-
mediate need for experienced multi-talented in-
dividual. Three to five years as producer/director with
medical videography background. Central Florida
locaticn. Resume and current 3/4" tape to: Neumann
Eye Institute, 650 West Plymouth Ave., Deland, FL
32720.

HELP WANTED INSTRUCTION

Director - Schocl of Journalism & Broadcast-
ing. Oklahoma State University seeks a vigorous and
dynamic leader for the School of Journalism and
Broadcasting. Ph.D. or equivalent, with a record of dis-
tinguished scholarly and/or ¢creative achievements, re-
quired. Previous administrative experience is necess-
ary. Rank of Associate or Full Professor with academic
area of expertise encompassed by the School's dis-
ciplines. Salary open. The Director is the chief
academic and tiscal officer of the School and direcCtly
responsible to the Dean of the College of Arts and Sci-
ences. The Director will act as liaison with state and
national media organizations. The Director is charged
with, and will be provided the resources to effect. the
deveiopment of a program of national prominence.
The School is composed of 20 facully, and serves over
680 undergraduate and 30 graduate majors. Applica-
tions should include a curriculum vitae and the names
of three references. To receive full consideration,
please send application by June 1 to: Philip E. Paulin,
Chair, Search Committee, c/o Arts and Science Dean's
Office, Oklahoma State University, Stillwater, OK
74078. Oklahoma State University is an Affirmative
Action, Equal Opportunity Employer.

University of Miami Department of Communication.
Tenure track position, Fall, 1982, Experience in bread-
cast production desireable. Be involved in new on-
campus cable studio and access channel. Possibly
serve as broadcast sequence coordinator. PhD prefer-
red. Teaching experience required. Rank and salary
contingent upon qualifications. Apply by May 15.
Broadcast Search Committee, University of Miami
Department of Communication, PC Box 248127, Coral
Gables, FL 33124. An equal cpportunity employer.

Broadcast teaching position, instructor/assistant
professor beginning September, 1982, Courses may
include Mass Media. Intro 1o Radio Studio Operaticns,
Broadcast Newswriting, Advanced Audio Production
and Station Management. Supervision and participa-
tion in course-related 5600 watt FM cotflege station is
also required. MA in Broadcasting required:; profes-
sional experience and earned FCC license a definite
plus. Apply to Director of Personnel, Centenary Col-
lege, 400 Jetterson St., Hackettstown, NJ 07840.

Working anchor/reporter; polished, posilive and
authoritative. Former newspaper reporter and editor.
Local news specialist. Seeks larger market as anchoer/
reporter Phone 404 —261-5121.

SITUATIONS WANTED PROGRAMING,
PRODUCTION, OTHERS

T.V. news video cameraman and news production.
Knowledge of TV. operations and news gathering. Col-
lege background. Looking for starl. Will relocate. Art
Benger, 390 Wadsworth Ave, N.Y, N.Y. 10040. 212—
927-6197.

Dynamic Producer/Writer with sparkling docu-
mentary, comedy and magazine pertfclic seeks move
to other major market, network. Write Box A-19.

News Magazine Hostess with major market inter-
viewing experience seeking television interview show.
206—284-7443.

Operations Manager: 3 years management ex-
perience with national production/syndication com-
pany. Innovalive and efficient problem sclver. B.A. Will
relocate. Write Box A-24.

Sharp, Professional, minority male. Communication
degree. One year cable experience. Seeks position in
promation or programing depl. Wants cable and com-
mercial stations with winning attitude. Write Box A-36.

Broadcast tenure track teaching position, Assis-
lant/Associate Professor, beginning July 1, 1982, Ph.D.
required with significant teaching record and ap-
propriate production/management experience.
Responsibilities will include the operations manage-
ment of two cable channels. Address inquiries by June
1,1982 to L. Lee, Mass Communication Area, Universi-
ty of Scuth Dakota, Vermillion, S.D. 57069,

Florida International University Depariment of
Communication seeks applications for tenure-track
Assistant/Associate Professor in Telecommunication
Production, starting August, 1982. Those applying
must demoenstrate proficiency in TV studio production,
field video production, ENG, EEP, 16mm fitm produc-
tion (double-system). cable access programming andg
independent PTV production; ability to teach classes
in documentary history and new technology, and han-
dle cable liaison for department. Requires Master's
degree, live years production field experience, awards
for productions, and industry contacts. Salary com-
mensurate with qualifications. Send resume to: Lillian
Lodge Kopenhaver, Acting Chairperson. Dept. of Com-
munication, Florida International University, No. Miami,
FL 33181, by May 27. Equal Opportunity/Aftirmative
Action Employer.

For Fast Action Use
BROADCASTING’s
Classified Advertising

South Dakota State University seeks an assistant
professor for broadcast journalism sequence. Includes
teaching. advising, internship supervision and profes-
sional media liaison for 40 students in broadcast op-
tion. Laboratory courses utilize NPR and PBS facilities.
Must have newsroom experience and Master's
Degree. Ph.D. and some teaching preferred. Salary ap-
proximately $20,000/9 months. Send resume and
references 10 Head, Department of Journalism, South
Dakota State University, Box 2235, Brookings, SD
57007. Application deadline: May 24, 1982, or until
suitable candidate hired. SDSU is AAJEEQ employer.

Communications/Media Instructor: Instructor to
teach basic video production, broadcast copywriting,
and related courses; supervise small internship
program. M.A. or M.S. required; previcus teaching and/
or broadcasting experience preferred, Send resume by
May 15 to: Chairperson, Telecommunications
Program, Caldwell College, Caldwell, NJ 07006. Equal
Opportunity/Atfirmative Action Employer.

Radio and television production/direction teacher;
broadcast news ability desirable. A second position
requires strength in at least two of the following areas:
broadcast journalism, broadcast production, advertis-
ing, public relations, communication theory, print jour-
nalism. Candidgates should have an MA. {Ph.D. prefer-
1ed), professional experience potential for scholarly
research. Appeintment at the junior level. Salary de-
pendent upon qualifications. Send CV to Dr AL
Lorenz, Chairman, Department of Communications,
Loyola University, New Orleans, LA 70118. Deadline:
May 22, 1982. Loyola Universily is an equal oppor-
tunity, affirmative action employer.

Faculty Position—Telecommunications. Teach un-
dergraduate courses in TV Production and Audiovisual
Technelogy Supervise internships and advise stu-
dents. Specialized teaching assignments in studioc
E.FP equipment set-up and operation. Master's degree
in video communications or related discipline prefer-
red. Work experience in broadcast/non-broadcast set-
tings desired. Application deadline: May 18, 1982,
Send resume to: James Breault, Cocrdinator, Depart-
ment of Telecommunications, Schocl of Education,
Ferris State College, Big Rapids, M| 49307.
Telephone: 616—796-0461, ext. 5721. An Equal Op-
portunity/Affirmative Action Employer.

Graduate Assistantships available to qualified
graduate students in radio-television and in journal-
ism. Assist in teaching and production while working
toward M.A. Program designed tc prepare students for
managerial/professional careers in mass communica-
tion fields. Excellent facilities and congenial at-
mosphere. For more information contact Chairman,
Department of Communication, Stephen F Austin
Slsale University PO. Box 13048, Nacogdoches, TX
75962.

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. Manuel Flores
512—723-3331.

Westrex, Western Electric tubes, microphones,
mixers, amps, tweeters, drivers, speakers, others.
213—-576-2642, David Yo, Box 832, Monterey Park,
CA 91754,

Wanted—used studio equipment Call Prime Time,
B0O0-—B54-2884.

Used A.E.L. Model 20KB Transmitlers- to be used
for back up or parls. Call 608—244-1112, or write
WLVE-FM, Box 3336, Madison, Wl 53704.

Equipment wanted: Four, six or eight bay Batwing
antenna on Channel 8 with 3 1/8" input fitting. Must be
capable of handling average input power of 20 KW.
Contact E. Doren, Director of Engineering, Donrey.
Media Group, POB 550, Las Vegas, NV 89125, or call
702-452-2060.

$500 Reward for UHF Transmitters: for informa-
tion which leads to our purchase of any UHF TV
transmitter. Call Ray LaRue or Bill Kitchen. B00O—
241-7878.In GA, 404—324-1271.

Instant Cash for Broadcast Equipment: Urgently
need good used: transmitters, AM-FM-TV, film chains,
aydic consoles, audio-video recorders. microwave;
towers; WX radar: color studio equipment. Ray LaRue
or Bill Kitchen, Quality Media Corp.. BOO—241-7878.
In GA, 404 —324-1271.
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FOR SALE EQUIPMENT

AM and FM Transmitters —used, excellent condi-
lion. Guaranteed. Financing available. Transcom,
215—379-6585.

Five Q-TV prompting units ncluding mirrors, hi
resolution monitors and camera mounis, used
sparingly for less than one year Original cost,
$1600.00 per unit. For sale at S1000.00 per unit. Lan-
dy Associates, Inc. Call 609—424-4660 or 617 —
877-9570.

CCA 12000E (1978) Exciter, stereo, exc. cond.
Cail M. Cooper. 215—379-6585.

RCA BTF-5D, 5 KW FM w/Moseley S5 exc. stereo.
M. Cocper, 215—379-6585.

2 Ghz Microwave, TV: Terracom TCM601B 5 watt.
6.8 MHz audio. New, never used (plans got changed).
Also, 450" and 50' of 12" heliax, 6' grid and 10’ solid
dishes. Sid Shumate, WVIR-TV, 804 —977-7082.

Color cameras-new: special purchase! Brand
new Thomson CSF MC-301, 3 tube Saticon cameras
with 14:1 Fujinon F1.7 lens, 1.5" viewfinder, AC supply
$9,00000. Studio accessories available. Call Ray
LaRue, Quality Media Corp.. 800—241-7878. In GA,
call 404—324-1271.

VTR's. RCA TR-70, full Cavec, SS Rec amps, doc, (3)
RCA TR-60 recard only units 1000 hrs. total time each.
Ampex 1200B Amtec, Colortec, Auto Chroma, Vel
Comp,RCO, DOC: Ampex VR 3000 with metering and
charger, IVC 870. Call Ray LaRue, Quality Media Corp..
800—241-7878. In GA, 404 —324-1271.

Collins 831-F2, (1977). Z-2 exc.. ster, & SCA. W/
warranty. M. Cooper. 215—379-6585.

Chyron 3B Character Generator with dual disc,
preview option. ¢clock option. encoder. keyboard exten-
sion cable. E.J. Stewart, Inc., 215—626-6500.

1 KW AM RCA-BTA-1R, on air. Many spares. M.
Cooper. 215—379-6585.

RCA Dual Channel (mono) Consocle (Model BC

18D). New in factory carton. Bargain. 615—457-2697.

Gates ‘BC-1G", 1000/250 Watt AM. Transmilter. in
excellent condition. being used every day. Tuned to
1490. Expecting to get about 58.000 for it. 507 —
637-2989, ask for Bruce.

Used Equipment Bargains: Panasonic G2 editing
system, 7500.00. Hatidhi FP20 3-tube camera,
3500.00; Panasonic 92004 3/4" 1300.00; Panasonic
NV-8400 Portable 3/4" rec. 1700.00; Panasonic
WJ-5500A spec effects generator 2300.00:
Panasonic CT-700M color monitor 260.00; Panasonic
CT-1310M Monitor. 260.000; Panasonic WV 5203 Ui-
ple 5" B&W monitor, 450.00. All equip less than 2
yeéars old —Excellent condition. L. Eaton, 317 —872-
0611,

16mm Fllm Processor & cameras, FE-15 Filmline
automatic film processor, only two years old. Includes
2 mags. 7-100 liter replenishment tanks. 1-100 fiter
mixing tank. Also, 3-CP 16's, 2 Canon 16mm
Scoopics, and 1 Beaulieu R-76 wizoom. Call Randy
Qdit, W5LS-TV, Roanoke, VA, 703—981-9110.

Remote Production Crulser: beautiful ¢rown
chassis, carpeted, full AC, camera platform on oof,
1600 mi. on diesel & drive train, good tires and brakes,
includes (3) GE PE-350 cameras, working well, 10:1 &
2-18:1 lenses, motorized reels & TV-81 cables, Grass
Valley Sync & line gear. new color prog. monitors, 12X
6 prod sw'r wietfects, 8 x 2 GE audio, well designed &
professionally built, Other cameras available it prefer-
red. $150,000. Call Ray LaRue. Quaiity Media Corp.,
800 —241-7878. In GA, 404—-324-1271.

Used TV Transmitter Bargains: GE-transmitter
package on Ch. 8, 35kw excellent condition, Serving
as operating standby now, with TY53B1 antenna and 3
1/8” transmission line; GE-transmitter 30kw {low UHF
Ch. 14-34), operating with good useable klystrons;
RCA-1kw Ch. 40, complete & cperating; RCA-10kw
Ch. 42, excellent condition; RCA 30 kw Ch. 57, fine
transmitter; RCA 1kw from Ch. 14 up. What do you
need? Visual 55 kw transmitter on Ch. 47, ready to go!
Most of the above can be returned! (4) Varian 30kw
klysirons 4KM100LF good lite remaining (Ch, 34-52).
6 1/8" and 3 1/8" transmission line with fittings and
hangers. Call Ray LaRue, Quality Media Corp. 800—
241-7878.In GA, 404—-324-1271.

Color Cameras-Used: GE Film Chain with Eastman
285 Projectors, Multiplexer, RCA TP-7. BEI Auto Light
Controls, Cohu Encoder, CBS Enhancer, excellent con-
dition: (1) Norelco LDH-1, RCA, 50' Cable; (1) GE
PE-350; (3) GE TE 201 good operating condition:
lkegami HL-33, HL-35; Hitachi FP1020/JVC 2600
Battery Belts Charger-AC Supply, 100 hrs. total;
Toshiba/GBC CTC-7X. Minicam, plumbs. Call Ray
LaRue, Quality Media Corp., 800—241-7878. In GA,
404 —324-1271,

COMEDY

Free Sample of radio’s most popular humor service.
(Request on station letterhead). O'Liners, 1448 C
West San Bruno, Fresno, CA 93711.

Hundreds Renewed Again! Fiee sample. Contem-
porary Comedy, 5804-B Twineing, Dallas, TX 75227.

Comic Rellef, Just for laughs. Bi-weekly. Free sam-
ple. Whilde Creative Services, 20016 Elkhart, Detroit,
M| 48225,

MISCELLANEOUS

Artist Bio Informatlon, daily calendar. more! Total
personality bi-weekly service. Write {on letterhead) for
sample: Galaxy, Box 20093-B. Leng Beach, CA 90801.
213—595-9588.

Custom Client Jingles, Free specs. Philadelphia
Music Works, Box 947 Bryn Mawr, PA 19010, 215—
525-9873.

Prizes! Prizes! Prizes! National brands for promo-
tions, contests, programing. No barter or trade-better!
For fantastic deal, write or phone: Television & Radio
Features, Inc., Newberry Plaza. 1030 N. State, Suite
40-E, Chicago, IL 60610. 312—944-3700.

RADIO PROGRAMING

New York City Pros train you as announcer, D.J..
newscaster-sportscaster. Free booklets-placement
assistance-FCC st Class License Prep. A.TS. 152
West 42nd St. New York City. 10036.212—221-3700,

Radio and TV Bingo. Oldest promotion in the indus-
try. Copyright. 1962. World Wide Bingo. PO. Box 2311,
Littieton, CO 80160. 303 —795-3288.

Radio Feature. 90 seconds. (30 sec. plus commer-
¢ial). Young people advice (Dear Abby-style). Jacquie
del Paulo, 7202 Plaza de la Costa, Carlsbad, CA
92008. 714 —438-5037.

INSTRUCTION

Talent: If you have the ability, but not the experience,
call Prime Time. 800—854-2884. We can place you.

Sending Resumes? Network pro critiques. rewrites.
Make your mailings count. 510 to Box A-47. Discretion
assured.

RADIO
Help Wanted Management

WANTED:
SALES-ORIENTED GENERAL MANAGER
WNOR AM/FM, NORFOLK, VIRGINIA

Proper candidate should already be a general manager or sales
manager who is confident that the necessary skills and abilities
to assume full control of two successful properties are already
developed. Our manager must be sales intensive, self-motivated,
assertive, organized, and disciplined. In exchange, we will pro-
vide an excellent salary plus performance bonus arrangement.
We are a people-oriented group and offer solidity and growth.
Please put in letter form your expertise in radic sales, knowledge
of program concepts and execution, marketing and research ex-
perience. We promise strict confidence, and there will be no
background calls until you are informed. Send to Ed Christian, Ex-
ecutive V.P/Radio Group Manager, Josephson Radio, 15001
Michigan Ave., Dearborn, M| 48126, E.O.E.

d j RaDID STATIONS
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RADIO ADVERTISING BUREAU,

INC.
REGIONAL MANAGER-
NORTHEAST

Radio sales mahagement person now working in the
Northeast region to headquarter in that area and to
cover regional cities in this territory as regional man-
ager for the Radio Advertising Bureau. FasCinating
range of assignments. Develop and maintain mem-
bership for RAB, selling radic a$ a medium to major
retailers, regional and nationai accounts in your area
of responsibility and coordinating this vital aClivity
with the indwidual efferts of radio broadcasters. You
favorably intluence the tuture (and present) of radio.
Able to sell. teach and Organize. Platform Speaking
and presentation Skills essential. Opporfunity for con-
tinuing growth and exposure to ali facets and total
range of radio. Salary open. depending on expenence
and qualification. Send letters and/or resumes to Joe
vincent, Sr. Vice President. Radio Advertising Bureau,
485 Lexington Avenue, New York, NY 10017. No
Phone Calls Accepted.




Help Wanted Technical

alk Aol

ABC's O&0 in Detroit 15 searching for a chiet
engineer to head up a staff of 14 at WXYZ. one
of America's fastest growing major market
newstalk stations. If you are highly organized.
detail-oniented. can co-ordinate projects. have
management expenence, can work with union
contracts. manage local and capital budgets.
have a supencr technical knowledge of AM
studio and transmitter operations and hold a
general class hicense, send your resume In
confidence to Michael Packer, 20777 West
Ten Mile Road. Southfield, MI 48075.

NEWSTALK RADIO

Situations Wanted Management

Continued

TOP 50 GENERAL MANAGER

Young. aggressive. with more than 20 years’
expenience. Proven ability to increase profits
and ratings. Excellent references. Group ex
perience. Looking for long-term association.
Write Box A-7

Help Wanted Programing,
Production, Others
Continued

AMATURO GROUP, INC,
ENGINEER

Immediate Houston opening. Assistant to
Chief at state-ot-art facility. Minimum 3 to 5
years radio background. Transmitter ex-
penence required. Only career-onented. nard
workers apply. Resume and letter only to: John
Miller. KMJQ. PO. Box 22900. Houston. TX
77227. Equal Opporturity Employer.

Help Wanted Programing,
Production, Others

MAJOR BROADCASTING
COMPANY

searching lor dedicated professional broad-
casters experienced in the areas of proqram-
Ing. news of announcing. Formats include
CHR, A/C. Black and Hispamc. EOE. M/F. Write
Box A-30.

Situations Wanted Management

GROUPS/OWNERS

No nonsense, aggressive general
manager with solid radio back-
ground seeks opportunity with
future. Presently GM, AM/FM, major
market, Hands-on professional who
understands cash flow and bottom
line. Group operations, consulting
or station level are all possibilities,
Southeast preferred, but will con-
sider all. Respond to Box W-129.

RADIO GENERAL MANAGER
Extensive background In sales (RAB/Welsh trained).
programming (major market PD). engineering
(general license}, financial planning (self-employ-
ment). tramng and motvaling staff {pace course)
Presently employed as GM in wWest Coast market
seeking long lerm association with stable operation or
with operation tha! would hke to become stable in
Washingten, Oregon or California. Reply today to Box
W-182.

TELEVISION

Help Wanted Programing,
Production, Others

Captioning
Specialist

Adapt existing television, film, slide
and filmstrip programs by writing and
editing captions for hearing-impaired
viewers; determine suitable
language level; assist in projects
involving research, development and
training in captioning. MA in English,
Media, Reading or other retated ex-
perience required. Demonstrated
skills in proofreading, writing, and
proper use of English language.
Experience working with deaf, sign
language skills, preferred. Previous
captioning experience. Closing date
May 15, 1982. Send resumes to:

Chris Pruszynski, Manager

Instructional Television

Rochester Institute of Technology
Eﬂ National Technical Institute

forthe Deaf

One Lomb Memorial Drive

P.O. Box 9887

Rochester, NY 14623

An Equal Opportunity, Affirmative ActionEmployer

HOST AND

PHOTO-
GRAPHERS
FOR DAILY
MAGAZINE

Host and photographers
are needed for a daily, half-
hour information program
scheduled for Fall start-up
on dominant network affili-
ate in South. News and
magazine experience
preferred. Equal oppor-
tunity employer. Write Box
W-147.

PRODUCER, ON-AIR PROMOTION

Solid number one station in the nation's 19th
largest city now locking for that special some-
one who c¢an fill one of the best creative posi-
tions in television. We have a large Promotion/
Creative Services Department.including a full-
time videographer-editor and state-of-the-art
production facilities (which you would super-
vise). Excellent salary and benefits! Three
years experience producing promotional and/
or feature-oriented magazine material a must!
Knowledge of computer animation and music
heipful. Creative writing background a must!
Send resume and lape immediately to: David
R. Sams, Director, Marketing & Promotion,
WEBNS-TV, 770 Twin Rivers Dr, PO. Box 1010,
Columbus. OH 43216. WBNS is An EOE M-F

WRITER/
EDITOR

CBS

seeks strong combination writerfeditor
for videotex experiment in northern New
Jersey to work NOW through mid 1983.
If you desire the challenge of a develop-
ing medium that demands creativity,
faith, enthusiasm and basic journalistic
skills to make it succeed, a job with the
CBS Videotex editorial group awaits
you.

Rush you resume with salary history to:

Editorial Personnel Manager,
CBS Venture One
22-08 Route 208,
Fairlawn, NJ 07410

Men & Women of all races encouraged to apply.

MAgA2ine

Ours is a top twenty market station lo-
cated in Tampa Bay. one of the most
beautiful and fastest growing areas in
America. We are in search of a co-host/
story producer to join male co-host
already on staff for a successful PM
Magazine. This position is demanding in
its schedule, but most rewarding in its
benefits! Experienced in “on-air” and
storytelling a must. Send your resume
and tape to: Mike Waldron, Executive
Producer, WTOG-TV, P.O. Box 20144, St.
Petersburg, FL 33742. Our station is an
affirmative action. equal opportunity
employer.

PRODUCER-DIRECTOR

We are looking for a top newscast director. Must be
able to swilch and be familiar with ACR-25. electronic
graphics and live remotes. Send resume. tape and
safary requirements to Rick Stora. WIS-TV. P.O. Box
367. Columbia. SC 29202. No phone calls. An Equal
Opporturty Employer.
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Help Wanted Programing,
Production, Others
Continued

Help Wanted Management

MAgRzine

Top-rated medium market FM Magazine seeks co-host with television
on-air and story producing experience to work with male co-host
already on staff. Please send tape and resume to: Kathy Connelly,
KFDM-TV, PO. Box 7128, Beaumont, Texas 77706. An equal opportunity

VIDEOTAPE OPERATIONS
MANAGER

Major West Coast production facility seeks
Engineenng Operations Manager expenenced
in daily supervision of a large recording and
post production vidiotape department. Hands-
on production and engineenng experence IS
also required. Send resume and salary re-
quirements in strictest confidence to: Box
A-14. EOQE.

employer.
DIRECTOR
PRODUCER/DIRECTOR Seeking Director who can cleanly & tghtly
TOP TWENTY MARKET, direct fast paced 6 & 11 newscasts Some
SUNBELT commercial & programing production.

Top station in Miami has immediate
opening for a producer/director in pro-
gram department. Primary duties in-
clude directing local news program plus
public atfairs, promotion and commer-
cials. Minimum 3 years directing ex-
perience with background in news.
Send resume to Susan Bradley, WPLG/
TV 10, 3900 Biscayne Blvd., Miami, FL
33137.(Equal Opportunity Employer)

Minimum 3 yrs. directing experience. Rush
resume & cassette of 2 recent newscasts 1o
Tom Tenhundfeld, WKRC-TV. 1906 Righland
Ave. Cincinnati, OH 45219 EO.E.

MRgRzine

Top 50 market. located in Sunbelt, seeks ex-
ecutive producer for PM Magazine. Must be
college graduate with expenence wnting and
producing for telewision. Knowledge ENG
photography and editing helpful. Abiity to
manage time and people a must. Send resume
to Box A-38. We are Equal Opportunity
Employer.

This Publication
is available in Microform.
University Microfilms lnternational

300 North Zeeb Road. Dept. P.R., Ann Arbor, Mi. 48106

Situations Wanted Management

Help Wanted Technical

MAINTENANCE
ENGINEERS

RKO-WOR-WRKS seeks candidates with minimum 5 years' experience
at major market TV station. Experienced in all aspects of TV station
equipment maintenance and ¢onstruction including digital & anolog
circuitry, STL equipment, proof of performance. Requires 1st Class
license. SBE certified senior broadcast engineer preferred. Must be

able to work all shifts.

Send resume in confidence, including salary history, to:

Mr. Robert Leach

WOR-TV

1440 Broadway
New York, N.Y. 10018

An Equal Opportunity Employer. MIF/H/Vets

SUCCESSFUL
GENERAL SALES
MANAGER

With station management
experience seeks general
manager assignment. | offer
superior numbers and peo-
ple skills with a mind for the
bottom line. If you are [ook-
ing for an unspoiled, savvied
professional on his way up,
please respond to Box A-48.

Situations Wanted News

NO HYPE, JUST FACT

It you're 100king for a fresh, personable news/Sports!
talk show hast with the ability 1o converse and inter-
view On any level, then we should talk. 34 years old,
energelic, selt-starter. extremely peaple-onented. cur-
rently in radio. I've got the 100ks, 1deas. desue and
ability. if you've got the dime. Mike. 801—479-1597,
after 6PM. Video demo available

ALLIED FIELDS
Help Wanted Sales

Help Wanted News

WTVF
Nashville, Tennessee

Audio/video maintenance engineer
needed to join expanding engineering
staff. Engineering maintenance ex-
perience 1n a commercial television sta-
tion and a general class license is re-
quired. Send resume to: Bill Nunley,
WTVF, 474 James Robertson Parkway,
Nashville, TN 37218. An equal oppor-
tunity employer, M/F.

NEWS WRITER/SPORTS

PRODUCER
West Coast Q&0 station is seeking a writer/
sports producer with minimum of 2 years ma-
jor market experience. Must have 2-3 years
sports experience with responsibility for: crew
assignments, interviews, editing, monitoring
and selecting game highlights. Write Box
A-40.

WEATHERCASTER
Top 50 Sunbelt station has immedi-
ate opening for a weathercaster/en-
vironmental reporter with flair and
style. Must have proven track
record. Send resume to Box A-9.
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U.S. SALES
MANAGER

Industry leading manufac-
turer of broadcast equip-
ment seeks experienced
professional representative
and distributor oriented
challenge seeker. Must
have solid background in
equipment sales manage-
ment. Apply only if you are
results-oriented. Rush
resume to Box W-168.




Consultants

LOW POWER TELEVISION SPECIALISTS

Channel searches & complete application prepara-
ton. Full service planningireasonable rates. Have a
queston? Call 305— 981-8480.

Tentl

C C
INC. 3560 S. 80th Avenue, Sulte 9
tnce 1975 Hollywood, FL 33023

For Sale Equipment
Continued

WAS YOUR FIRST QUARTER RED?

It wasn't necessary. Develop your gross with a
highly saleable radio audience builder. This
complete marketing concept grossed over
$250.000 in medium markets. Send $25 to:
Williams & Hoskins Promotional Enterprises.
21117 Gary Dr, Suite 215, Hayward, CA
94546

BROADCAST SALES CONSULTANTS

TV-AM-FM-CABLE ! _
Assist safe or purchase of stations. Review financing.
price. value, potential. Wiil evaluate competive sales
approach. motivate. train staff. establish ratings story.
Make your people more preductive. “Nothing happens
untit something’s sold". Reasonable rates, flal fee
against % of sales increase. No blue skies! We work
hard and get results, Sales seminars! Call 203—
777.5798 - write P.O. Box 8712, New Haven, CT

06531-0712.

FOR SALE
CUSTOM BUILT 40’ MOBILE
VIDEQ TAPE PRODUCTION
CRUISER WITH KENWORTH

TRACTOR

4 Color Cameras. Grass Valley 1600-7K
video switcher with separate 1SO
switcher. RTS PL and IFB systems.
Auditronics 26/16 audio console. (ready
for multi-track recording or live stereo
broadcasting). Two RCA TH-200 1"
VTR's with full monitoring and TBC's (1
with Slo-mo controller) 3/4" VCR's. Full
climate control heating and cooling
system. Many extra features.

FLEXIBLE FINANCING AVAILABLE

TO
QUALIFIED BUYERS

PACIFIC VIDEO
809 N. CAHUENGA BLVD.
LOS ANGELES, CA 90038
{213) 482-7304

Public Notice Continued

CiTY OF CARIBOU, MAINE
ADVERTISEMENT FOR CABLE TV
BIDDERS

The City of Caribou, Maine. invites applications tor a
cable television franchise. Applications shall be pre-
pared and submitted in accordance with City ordi-
nance and Request for Proposal form available trom
the undersigned. The City of Caribou now has an ex-
isting franchise. Successful applicants will be in addi-
tion of this franchise. Completed proposals must be
accompanied by a non-refundable filing fee of
§2.500.00 and will be accepted until July 30. 1982.

Terrence St. Peter
City Manager
Municiple Building
Caribou, ME 04736

Wanted To Buy Stations

Radio Programing

The MEMORABLE Days
of Radio

30-minute programs from the golden age of radio
VARIETY * ORAMA * COMEIES * MYSTERIES - SCIENCE FICTION
included 1IN each series

Program Distnibutors ]
410 Soutn Main |
Jonesboro. Arkansas 72401

5019725884 JONTES W

This Publication
is available in Microform.

University Microfilms International
300 North Zeeb Road. Dept P.R . Ann Arbor, Mi 48106

MEDIOCRE RADIO STATIONS
Can become money-makers with my
extensive management expertise. Will
trade experience and knowledge for %
ownership. Willing to invest if situation
right. Let's talk about the potential prof-
its we can build together. Write Box A-6.

For Sale Stations

Employment Service

Public Notice

“RADIO PLACEMENT"

If you are currently employed. but thinking of improv-
ing your position “in the future,” or it you are “in be-
tween and looking,” National can help. NBTC special-
izes » Radio personnel placement. Management,
sales and programming. For complete confidential
details. write or call: National Broadcast Talent Coor-
dinators, PO Box 20551, Birmingham. AL 35216,
205—822-9144.

RADIO JOBS '
10,000 radio jobs a year for men and women are listed
in the American Radio Job Market weekly paper. Up to
300 openings every week! Disc jockeys. newspeople
& program directors. Small. medium & major markets.
all formats. Many Jobs require litlle of no expenence.
Cne waek computer list, $6.00. Special bonsu2s: g(l)l
consecutive weeks, only $14.95—you save 321.00!
AMERICAN RADIO JOB MARKET, 6215
Don Gaspar, Las Vegas, NV 89108.

PUBLIC NOTICE
REQUEST FOR PROPOSALS
FOR CABLE TELEVISION FRANCHISE
MARQUETTE, MICHIGAN

The City of Marquette, Michigan, has issued a Re-
quest for Proposals (RFP), seeking bids from qualified
applicants for a franchise to construct and operate a
cabte telgvision system in the City. Proposals must be
in the form specified in the RFP and must be submit-
ted by June 30, 1982. Copies of the RFP may be ob-
tained from:

Mr. David A, Svanda
City Manager
City of Marquette
300 west Baraga Ave.
Marquette, M1 49855

FOR SALE

Full-time. Pennsylvania AM station.
Growth market. Approximately $2
million. Terms. Please, principais
only. Write Box W-154,

SATELLITE CHANNEL
For lease.
Available full time.
SCPC, 15 Khz, Westar IV.
Reply Box W-58.

For Fast Action Use
BROADCASTING’s
Classified Advertising

For Sale Equipment

FOR SALE OR LEASE
Sony BVH 1100A C Format VTR with
TBC and Slo-Motion Controller, Chyron
IV Character Generator, 2 Channels,
Dual Disc Drives. Both well-maintained
and in excellent condition. 617 —
547-3320.

PUBLIC NOTICE

The City of Naperville, lllinois announces the release
of its Request for Proposal and Proposed Cable
Television Ordinance on April 30, 1982, Al interested
applicants myst file an “applicant registration form”
accompanied by 8 $1.000 non-refundabie registration
fee. prior 1o receiving an official copy of the Request
tor Proposal, Proposed Ordinance, and official ap-
plication forms. Naperville 1s located 30 miles west of
Chicago's loop. The population is approximately
45,000 with over 14,000 households in the franchise
area. Growth is projected to reach 90.000 by 1990.
Four major research facilities plus extensive light in-
dustry are located in or near the City. The City is 1o-
cated on a major commuter railway. served by a toll-
way from Chicago, and is 22 miles from O'Hare Air-
port. The average income is S40.000 per year. Ap-
plications may be filed at the address below until 3:
p.m., August 2, 1982, Applications may be filed on the
official application forms provided by the city, and
must be accompaniad by an $8,000 non-refundable
filing fea payable to the City of Naperville. Ali registra-
tion forms and applications received will be available
for public inspection in the City Clerk's Office during
regular business hours. This is the only period when
the applications may be seen. More information is
available on request from George Smith, City Man-
ager, City of Naperville, 175 W. Jackson Ave., Naper-
ville, IL 60566. 312 —420-6041.

nndm{log

Media Brokers
NE FM 550K Mediu
MI AM 700K Metro
IN AM 240K  Small
1A FM 300K Small
KS AM 410K Small
MN AM 220K Small
wi AM 495K Small
M AM/FM 950K Small
sD AM 260K  Small
AZ AM 450K Small
AR FM 625K Small
0K M 380K Small
MS AM 300K Small
MO AM/FM 300K Small
wy AM 225K Small
VA AM 325K Small
GA FM Downpayment 15K
NC AM Downpayment 25K
ND AM/FM Downpayment 20K
MI AM Downpayment 50K
AR AM Downpayment 20K

109 North Main, 2nd Floor
Sioux Falls, South Dakota 57102. 605/338-1180
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For Sale Stations Continued

RALPH E. MEADOR FOR SALE BY OWNER
Media Broker 1 KW AM daytimer in high energy
AM - FM - TV - Appraisals growth area in mid-Colorado, 60 miles
P.O. Box 36 from Aspen. No. 1 in county. $450,000
Lexington, Mo. 64067 for 80% with halt down. Call C.N. Price,
Phone 816-—259-2544 303—464-7655.

@ CHAPMAN ASSOCIATES®

media brokerage service

STATIONS CONTACT
E Major VHF-TV $17,300K Cash Bob Thorburn (404) 458-9226
W Major AM/FM $4,800K $1,500K Ray Stanfield (213) 366-2254
W Metio AMIFM $2,000Kk Cash  Bill Hammond (214) 387-2303
MW  Small AMIFM S$800K 29% Bill Lochman (816) 254-6899
W Small CATY §575K $125K  Elliot Evers (213) 366-2554
s Small AMIFM $525K Terms  Bob Thorburn (404) 458-9226
MW Smail FM S500K $200K Peter Stromquist  (612) 831-3672
SE  Major Cable

Service S400K $140K  Bill Chapman (404) 458.9226
S  Small AM $200K Cash Ernie Pearce (615) 373-8315
W Small AM $185K S50K  Greg Merril (801) 753-8090

Chapman Associates will be at the NCTA—Booth 1813 —May 3-5 at the Las Vegas Convention
Center.

OPPORTUNITIES

South Carolina suburban. excelient oppor-
tunity; profitable dayumer. adjacent large
market; $350,000: terms. North Carolina
metro daytimer; large progressive market;
good facilities; $400.000. Two (2) South
Carolina single market daytimers; low down
payments: take Over payments. Ron Jones,
804 —758-4214 —Reggie Martin and AssoCi-
ales.

Dan Hayslett

& Ansotiales e
)|\ Zadie Greokiens

RADID, TV, snd CATV
214)691-2078

11311 M. Central Expressway « Diallas

NMOATH AMERICAN MEDIA BROKERS

FL: West Coast AM-FM. 1.65 M; major mkt AM, 400K; small mkt. AM, excellent tyrnaround, 350K; small mkt.
fullime AM, 285K. CA; fulitime Pacific Coast AM, 1.5M; 1D fulltime profitable AM, major mkt, BaSK. WY:
Class C FM. 1.2M. GA: small mkt FM, 170K; MO: AM-FM combos, 525K and 315K: NM: med mkt. FM, 450K;
OH: AM-FM combo 750K; 1A: med mkt. FM, 735K: IL: tuiltime AM, 675K; TN: adj maj mkt AM, S00K; Sunbelt:
maj mkt AM-FM. 7M. In-House legal services available without charge.

FOR SALE

AM daytimer. Leading station in large
upscale Midwest market. Excellent cp-
portunity for marketing-savvy group or
for individual owner-operator capable of
tapping full potential of fast-growing
area. $900.000/terms. Contact Lee Dirks
& Associates, Suite 3870. 400 Renais-
sance Center, Detroit, Ml 48243. 313—
259-0080.

A
— R.A.Marshall &Co. s LU L

WA A TR O LT L Establisned Radio station, rated,

(809) Ba2-3231 _ and with major facilities. Serious in-
Owner retiring! Well established quiries only, please, and proof of
AM fulltime on low frequency. Sun- ability required. Box A-37.

belt medium-size growth market

THE
KEITH W. HORTON
COMPANY, INC.

For prompt service
contact

Home Office: P.G. Box 948
Elmira, N.Y. 14902
24 hr Phone: (607)733-7138

Bob Kimel's office:
P.C. Box 270,
St. Albans, VT 05478
24 hr Phone: (802)524-5963

Brokers and Consultants

with metropolitan amenities.
$450,000, terms.

FXECUTIVE SUNITE - 200 PROIESSHONAL BUTLDING

FHETON P A2 IS1AND. SOUTH CAROLINA 29928

DAYTIME RADIO
STAN RAYMOND & STATION

ASSOCIATES , .
Broadcast Consultants & Brokers Resort town in Colorado. Priced
Now available-AMIFM combos i NC, SC, AL, TN, FL, to sell - 3350-900 terms;
GA & others 3260.000 cash. Write Box A-15.
404—351-0555 1819 Peachtree Rd., NE

BILL-DAVID
ASSOCIATES

BROKERS-CONSULTANTS
(303) 636-1584
2508 Fair Mount St.
Colorado Springs, CO 80909

Suite 606
Atlanta. GA 30309

SOUTHWEST AM

Single station market. Rapid
growth area. Priced 8% times
cash flow. Terms. Reply to Box
A-42.

H.B. La Rue, Media Broker

AADIO TV CATY . APPRAISALE

For Sale Nationwide Media Brokers

; west Coasl:
Class A VA FM 505 Monticelio Ave. 44 Montgomery Street. 5th Floor, San Fran-
Great Market Salisbury. Md 21801 cisco, California 94104 415/434-1750
3210.000 Cash 301—-543-1222 East Coast:
500 East 77th Street. Sule 1908, New York.
NY 10021 212/288-0737

FOR SALE

Chicago suburban Class A FM for
sale. $850,000. $200.000 down,
balance on terms to qualified buyer.
Box A-23.
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901/767-7980

MEDIA BROKERS—APPRAISERS

“Specialiring In Sinbel! Broadeast Properiies”

5050 Poplar - Suile 816 « Mamphis, Tn. 38157

For Sale Stations Continued

ABSENTEE OWNER RETIRING

Midwest 5000 watt AM. Excellent cash
flow. Ideal for group owner. One-of-a-
kind market. Asset sale includes real
estate, state of-the-art equipment.
$1,850,000.00. Write Box A-43.

WALKER MEDIA &
MANAGEMENT, INC.

Brokers-Consultants-Appraisers

Willlam L. Walker John £ Hurlbul

GROWING FM

in top 100 Midwest market.
Principals only. Write Box

Excellent AM/FM in Western Sun-
belt city with one competitor,
$2,200,000 with terms.

Several outstanding AM and FM
stations from $300,000 to $7,000.-
000,

W John Grand
BROADCASTING BRCKER

1029 PACIFIC STREET
SAN LUIS OBISPO, CALIFORNIA 93401

805-541-190C ¢ RESIDENCE 805-544-4502

President Southeastem
Suite 417 Representative
1730 Rhode Island PO. Box 1845
Avenue, NW. Holmes Beach,
Washington. D.C. 20036 Florida 33509
2021223-1553 813/778-3617

NETWORK AFFILIATED

VHF TV

WILL TRADE

100,000 watt FM in City of 200,000
population. No recession here - very
profitable. Value: $2,300,000 - trade for
larger market or other real estate.-Reply

BROKERAGE

Over twenty years of service to Broadcasting
Appraisals ® Brokerage ® Analysis

Westgate Mall, Bethlehem, PA 18017

215-865-3775

THE HOLT CORPORATION

This Publication

Sunbelt market - very profitable. Box A-33.

is available in Microform.

Priced $11,000,000. Some
terms available. Write Box A-16.

University Microfilms International
300 North Zech Road. Dept PR . Ann Arbor. Mi 48106

BROADCASTING'S CLASSIFIED RATES

Payable in advance. Check or Money order anly. (Billing
charge to stations and firms: $3.00)"

When placing an ad, indicate the EXACT category desired:
Television, Radio, Cable or Allied Fields; Help Wanted, or
Situations Wanted; Management, Sales, etc. If this informa-
tion 15 omitted, we will determine the appropriate category
according to the copy. No make goods will be run if all infor-
mation 1s not included.

The publisher is not responsible for errors in printing due to
illegible copy. All copy must be clearly typed or printed.

Deadline 1s Monday for the following Monday's issue. Orders
and/or cancellations must be submitted in writing. {NO
telephone orders and/or cancellations will be accepted).

Replies to ads with Blind Box numbers should be addressed
to (box number) c/o BrROADCASTING, 1735 DeSales St., N.W,
Washington, DC 20036,

Advertisers using Blind 8ox numbers cannot request audio
tapes, video tapes, transcriptions, films or VTR's to be for-
warded to BrROaDcASTING. Blind Box numbers. Audio tapes,
video tapes, transcriptions, films and VTR’s are not forwar-
dable, and are returned lo the sender.

Rates: Classified Listings (non-display) Help Wanted: 85¢

per word. $15.00 weekly minimum. Situations Wanted: (per-
sonal ads) 50¢ per ward. $7.50 weekly minimum. All other
classifications: 95¢ per word. $15.00 weekly minimum.
Blind bax numbers: $3.00 per issue.

Rates: Classified Display: Situations Wanted (personal
ads) $40.00 per inch. All other classifications: $70.00 per
inch. For Sale Stations, Wanted To Buy Stations, and Public
Notice advertising require display space. Agency commis-
s1on only on display space.

*For Sale Stations,Wanted To Buy Stations, Employment Ser-
vices, Business Opportunities, Radio Programming,
Miscellaneous, Consultants, For Sale Equipment, Wanted To
Buy Equipment and Situations Wanted advertising require
payment in advance.

Publisher reserves the right to aiter Classified copy to con-
form with the provisions of Title VIl of the Civil Rights Act of
1964, as amended.

Word Count: Include name and address, Zip code or phone
number including area code counts as one word. Count
each abbreviation, initial, single figure or group of figures ot
letters as one 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.
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tortunes. -

Carl (Bud) Carey, sta-
HON Maniger. KNBCTY)
Los Angeles. joins
WNBC. IV New York. as
VP and general man-
ager succeeding Al
Jerome, who was
named executive VP
NBC Television Sta-
tions (BROADCASTING,
March 8).

Joseph Duffy, director
of employe rclations,
King Broadcasting Co..
seatlle, Wash., clected VP

Carey

Charles Renwick, exccutive VP NBC Radio.
New York, joins Plantation Cablevision Inc..
lHillon Head lsland, S.C.. as VP and system
TRIECT.

Terry Hourigan, VP, progruming. Mutual
Broadcusting System, joins United Stations,
New York, as director of network development,
responsible for affiliating stations for network’'s
satellite-delivered Country Music Network,
scheduled 1o go on air June 1.

William Smith I, partner, advertising and
marketing firm of lHobbs & Smith, Toledo,
Jhio. joing WyoLAM) there as general manager.

H. Joseph Lewin, station manager, WLWT(Tv)
Zincinnati, named general manager and VP of
sarent, Multimedia Broadcasting.

2aul Petosky, from wirnaMy Ishpeming,
Mich.. joins wiwtera Houghton, Mich., as
iencral manager.

aary Anderson, news director, wis-Tv Colum-
sia, S.C.. named assistant gencral manager.

Jack Sallaska, director of programing,
wTv(Tv) Oklahoma City, numed station man-
1ger.

James Wright, dircctor of operations, KPLR-TV
3t. Louis, named corporate director of opera-
ions and engincering for parent, Koplar Com-
nunications there.

John Lyons, advertising-promotion manager,
¥OTNTV) Dayton, Ohio, joins wrTs«tvy Tampa-
st. Pelersburg, Fla., as program, operations
lirector.

Jichard Maul, rcgional manager, Home Box
Mlice. San Francisco. joins Western Com-
nunications. Walnut Creek. Calif.-based cable
iystem owner, as director of marketing-corpor-
e planning.

Nilliam Whelan, chief financial officer, Dav-
nor Product Systems, joins Storer Cable Com-
nunications, Miami, as director of financial
1ffairs.

leffrey Epstein, from The Bosion Consulting
Jroup, San Francisco, joins Washington Post
Zo., Washington, as director of business
levelopment.

3ill Mayne, air personality, KVETIAM) Austin,

Tex.. named operations director.

Bernie Alan, air personality, kKosT(Fa» Los
Angeles, named operalions supervisor,

Maureen O'Rell, office manager. wiXy(AM)
East Longmeadow. Mass.. joins KFAC-AM-IFM
Los Angeles as business manager.

Advertising

Peter McSpadden, prcsident. Dancer,
Fitzgerald, Sample/New York. clected chair-
man of DFS/NY, which, in recent reorganiza-

s i
McSpadden
tion, has become independent operating divi-
sion, reporting 1o DFS Holdings Board. Gary
Susnjara, senior VP and management director

Susnjara

to president, DFS/NY. succeeds McSpadden as
president.

Jim Hayman, associate crecative directior,
Young & Rubicam, New York, named senior
VP, Young & Rubicam USA.

Hallee Lo Grasso, associalte media director,
and Daryl Scott, director ol media rescarch,
Fooie. Cone & Belding. New York, clected
VP’s.

Frederick Elkind and Jerry Reiner, account
research directors, Doyle, Dane, Bernbach,
New York, elected VP’s.

Jim Spanier, VP, Rosenfeld. Sirowitz & Law-
son, New York. named senior VP2 Burt Blum,
executive VP and head art director, named as-
sociale creative director.

Charlotte Kelly, VP director of corporate
communications. McCann-Erickson World-
wide, New York, joins D Arcy-MacManus &
Masius U.S. there as senior VP director of cor-
porale communications.

James Consor, art director. and James Trip-
pler, crcative supervisor, Grey Advertising.
New York. elected VPs.

Erica Mann, senior account cxcculive, N W
Ayer. New York. joins Needham. Harper &
Steers there as account SUPETVISOL.

AFL-CIO

Announces a New Service
For The Media

Brief recorded statements on labor’s viewpoints and
attitudes on current issues,
updated several times a week.

Throughout the nation:

1-800-368-5744

In Washington, D.C.:

(202)-638-4821

For more detailed information, special requests, interviews, etc.,
AFL-CIO Department of Information
815-16th Street, N.W., Washington, D.C. 20006
Murray Seeger, Director of Information
Rex Hardesty, Assistant Director of Information
Charlie Hughes, Audio Services

202-637-5010
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Ben Benya, media director, kfarsteller Inc.,
Los Angeles, elected VE Randy Scherrer, art
director, named associate creative director.

Michael Ban, acting VP advertising sales,
Weather Channel, Atlanta, named VP, advertis-
ing sales.

Linda Marquis, media buyer, Barickman Ad-
vertising, Kansas City, Mo., named supervisor.
Lowell Helman, VP and associate media direc-
tor, named VP, group director. Dinah David-
son, media supervisor, named associate direc-
tor. James McQuie, media buyer, named
supervisor.

Sherry McFarlane, media director, Pringle
Dixon Pringle, Atlanta, elected VB

Karen Geiger, broadcast buying supervisor,
Johns & Laws, Los Angeles, named director of
broadcast buying.

Gary Heathcott, general sales manager,
KAAY(AM)-KLPQ(FM) Little Rock, Ark., joins
Rothman & Lowry advertising there as VP, ac-
count supervisor.

Terry Mason, national marketing director,
Greater American Entertainment Corp.,
Sarasota, Fla., joins D’Arcy-MacManus, St
Louis, as account executive.

Anita O’'Toole, estimator, Creamer Inc., Pitts-
burgh, named senior estimator.

George Davies, director, affiliate affairs, En-
terprise Radio, now defunct, joins Bonneville
Broadcasting System, Tenafly, N.I., as director,
sales and marketing.

Frank Horn, sales manager, Kansas Network,

Please send

Broadcasting ¢

The News Magazine of the Fifth Estate

Name

Company

0O Business Address
1 Home Address

City

State

Type of Business

Title/Position

Aré you in cable Tv operanons O yves O No

Signature {required)

0O 3 years S150 0O 2 years St105 O 1 year 555
(Canadian and intemnational Subscribers add $20fyear)

O 1982 BROADCASTINGECABLECASTING
YEARBOOK—The complete guide to
felevision, radio and cable facts and
figures— S65 {If payment with order S60).
Off press spring 1982,

0O Payment enclosed O Bill me

F-—----—.-",—-----q

For Address Changes Place Most
Recent Label Here.

r----

_------l“ﬁ_--_-_-l

1735 DeSales Street. N W, Washingion, DC 20036

Wichita, joins Interstate Communications,
Baton Rouge, as regional sales manager.

Nadine Tekula, analyst, independent research
team, Seltel, New York, named manager, CBS
research team.

Chris Clarke, assistant market director,
William B. Tanner, Memphis, joins Telerep
there as sales assistant.

Daura Gutierrez, sales promotion manager,
Viacom Cablevision of Long Island, N.Y.,
named marketing manager. Ken Gurgone,
sales manager, named marketing coordinator.

Cralg McMurray, account executive, Petry,
Chicago, named sales manager for soon-to-be-
opened Seattle office.

Cralg Yetter, sales operations assistant, Kyw-
Tv Philadelphia, joins Radio Advertising Repre-
sentatives, New York, as traffic coordinator.

Joseph Weinflash, station sales representa-
tive, Syndicast Services, New York, joins Lex-
ington Broadcast Services there in same
capacity. Alan Strumwasser, client service
representative, Arbitron, New York, joins Lex-
ington as associate sales representative.

Allan Eisenberg, sales manager, American
Television & Communications Corp.’s St. Louis
cable system, named nationai manager of ad-
vertising sales for ATC.

Dennis Merritt, from wrBc-Tv Greenville,
S.C., joins MMT Sales there as branch manager
of newly-opened office.

Mike Polatschek, general sales manager, KRIv-
Tv Houston, joins KRBK-Tv Sacramento, Calif.,
in same capacity.

Linda Clay, from wxMx(FM) Enterprise, Ala.,
joins wDHN(TV) Dothan, Ala., as sales manager.
Ron Youngblood, from wBBH-Tv Fort Myers,
Fla., joins WDHN as account executive. Jerry
Knowles, from Gadsden (Ala.) Times, joins
WDHN as account €xecutive,

Eileen Gereghty, account executive, KTLA(TV)
Los Angeles, named local sales manager.

Jan Dickler, account executive, MMT Sales,
Philadelphia, joins TeleRep there in same
capacity.

Mark Jackson, from A, C & R Advertising,
New York, joins Hume, Smith, Mickelberry,
Miami, as account executive.

Jetf Reinus, account executive, RKO Radic
Representatives, joins KNX-FM Los Angeles in
same capacity.

Elizabeth Walsh, from wKKD-FM Aurora, [Il.,
joins wLAK(FM) Chicago as account executive.

Joe Arnstein, account executive, WLLZ(FM)
Detroit, joins wrLup(FM) Chicago in same
capacity.

Robert Klingle, media planner, Campbell-
Mithun, Chicago, and Susan Van Liere, ac-
count executive, wANX-Tv Atlanta, join WBBM-
Tv Chicago as account executives.

Mark Dorsey, sales consultant, KEZK(FM) St.
Louis, joins xMOX-Tv there as account execu-
tive.

Amy Schelkum, account executive, wOMC(FM)
Detroit, joins wplv(Tv) there in same capacity.

Diane Simmons, manager of retail sales,
wRC(AM) Washington, joins co-owned WKYS{FM)
there as account executive.
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Programing

Edward Gradinge:
group executive VI
20th Century-Fo
Television, also be
comes chief operatin
officer.

Jerome Wexler, V!
and general managel
Enterprises division
NBC, New York
named president o
division.

Gradinger

E. James Greiner, V]
financial administratio
and control, East Coast, NBC Entertainment
named VP finance and administration, NBt
Sports, New York.

Donald Dahiman, executive VP, sales
Multimedia Program Productions, Cincinnat
elected president. Richard Thrall, VP, telev
sion programing for Multimedia Broadcastin
and president, Multimedia Enterprises, name
senior VP, programs. Metromedia’s newly ac
quired Nashville production company, Sho
Biz, becomes Multimedia Program Production
of Nashville, with J. R. Dunlap, presiden
Show Biz, named executive VP, Multimedi
Program Productions.

Larry Kingen, from One Pass Video, San Frar
cisco, joins Vidtronics Post Production, L¢
Angeles, as VP, sales and marketing.

Edwin Hamowy, senior planning executiv¢
Warner Communications, New York, electe
VP, strategic planning.

Barbara Ruger, VP and publisher, CableV
sion magazine, joins Disney Channel, Stamr
ford, Conn., as VP, marketing.

Kim LeMasters, VP program developmen
CBS Entertainment, Los Angeles, named V
program development and production. Bria
Frons, manager, daytime programs, CBS Er
tertainment, New York, named directo
daytime programs.

Ron Friedman, from American Express, joir
Cable Health Network, New York, as V
marketing.

Jeffrey Kinney, manager, central divisior
Viacom, joins Lorimar, Chicago, as VP an
regional sales manager. Scott Lankin, directc
of Midwestern division, Viacom, joins Lorima
New York, as VP regional sales manager.

Dennis Driscoll, from Carlton Marketin
Group/E.E MacDonald Co., Atlanta, joir
American Video Shopper, Nashville-based c:
ble marketing service, as director of marketin
and merchandising.

Herbert Schwartz, head of own distributio
company in Washington, joins MGM-Unite
Artists there as Eastern division manager.

Rich Thomas, director, human resources, an
Linda Frankenbach, national account mai
ager, Home Box Office, New York, named n:
tional account directors.

Paul Weinsteln, attorney, joins MGM/Unite
Artists ancillary rights division, New York, ¢
assistant to president.

Jeft Melby, production engineer, King Produ
ttons, San Francisco, named director.

John Rice, director of program developmen



-

“inetudes Cable Programing Associates, joins
v. Joseph Zink & Co., New York-based video
woduction company, as director of marketing
ind program development.

Jell Braun, senior VP and general counsel, In-
ernational Film Investors, New York, joins
ome Box Office there as director, motion pic-
ure planning.

charlotte Brown, freelance writer/producer,
oins Universal Television, Los Angeles, as con-
ultani for comedy development.

sary Lico, programing associate, Katz Televi-
ion, New York, named associate director, pro-
rraming department.

Youglas Knight, program director, WFLD-TV
“hicago, joins Koplar Communications, owner
f KPLR-TV St. Louis and KRBK-Tv Sacramento,
Calif., as corporate director of programing,
iased at KRBK-TV.

left Harrison, air personalily, KDIA(AM) San
‘rancisco, named program director.

>aul Prange, promotion manager, KPLR-Tv St.
.ouis, named director of programing.

ton LaRussa, promotion director, wWBAB-FM
Jabylon, N.Y., named assistant program direc-
or.

Ael Torre, news director, wLix(am) Islip, N.Y,,
1amed program director.

(tonstantin Grab, operations manager,
:oDA(FM) Houston, joins KDKA{AM) Pittsburgh
4 program manager.

Javid Sands, assistant program director and
nusic direclor, wQUa{am) Moline, lll., named
yrogram director.

.ouis Buchheit, producer-direcior, WINK-TV
‘ort Myers, Fla., joins wzzm-Tv Grand Rapids,
dich., as commercial production director.

Jetsy Braverman, producer-director,
vuas(Ty) Cleveland, joins wkyc.Tv there in
ame capacity.

3arry Tevis, producer-director, KTvL(TV) Med-
ord, Ore., named production manager. Cinda
Veber, producer-director, Pacific Focus,
1onolulu, joins KTvL in same capacity. Arlis
duncan, studio assistant, named production
ssistant.

T = P P~y e W S | e
News and Public Affairs

W. Vincent Burke, VP
for news, WHAS.TV
Louisville, Ky., named
VP of news for ABC
Owned Television Sta-
tions, New York.

Anna Mae Sokusky,
executive producer,
CBS Radio Station
News Service, Wash-
ington, named director,
succeeding Joseph
Durso, who joins CBS-
owned WBBM(AM)
hicago as news director. Durso replaces John
{ultman, named senior correspondent, WBBM.

Burke

Nilliam LaPlante, executive producer, weCbs-
‘v New York, joins Satellite News Channel I,
stamford, Conn., as senior producer. Charles
Stuart Feldman, producer, Independent
News, joins Satellite News Channel | as news
yroducer. R.D. Sahl, managing editor-anchor,
vviT(tv) Hartford, Conn., joins Channel 1 as
inchor. Valeris Voss, weekend weuther
inchor, wasc-Tv New York, joins Channel | as
n-air meteorologist.

[ v

Rachel Myers Lowe, correspondent, Mutual
News, Washingion, named news supervisor.

Sid Darion, manager for television cultural
affairs and executive producer, Directions, ABC
News, New York, named direcior, television
cultural affairs.

Betsy Dirnberger, radio projects manager,
Corporation for Public Broadcasting, Washing-
ton, joins United Press International, New
York, as director of broadcast group sales.

Ron Turner, assistant news director, KTvY(TV)
Oklahoma City, named news director.

Bill Bauman, assignment editor and assistant
news director, KSTP-Tv Minneapolis-St. Paul,
joins wpBo-Tv Orlando, Flu.. as news director.

Doug Rink, air personality, wMOH(AM}
Hamilton, Ohio, joins WCWR(AM)-WEZY(FM)
Cocoa, Fla., as news director.

Bob Young, producer-anchor WWAY(TV)
Wilmington, N.C., joins waPT(TV) Jackson,
Miss., as news director, co-anchor.

Appointments, Mountainet, new Lewisburg, W.
Va.-based radio network serving 35 stations
statewide: Joel Jackson, news direcior,
wTCrR(aM) Ashland, Ky., and co-owned
wHEzZ(FM) Huntington, W.Va., to Mountainet in
same capacily; Nancy Hill, from wTIP(AM)-
wTio(FM) Charleston, W.Va., to capitol bureau
chief; Linda Walls, from WKAZ(AM)-WQBE(FM)
Charleston, to anchor-reporter.

Appointments, wpPLG(TV) Miami: Vickie
Frazier, from wciarv) Champaign, 1ll., 1o as-
sociate producer. Tom Sweeney, from assign-
ment editor, wiks.Tv Jacksonville, Fla., to
nighttime assignment editor; Teddi-Jo Mor-
sello, from executive secretary and administra-

Chancellor chosen. International
Radio and Television Society has picked
John Chancellor, NBC Nightly News
commentator and former anchor, as its
1982 “Broadcaster of the Year” Last
year's choice was syndicated talk show
host Phil Donahue and in 1980, Don
Hewitt, execulive producer of 60
Minutes. Chancellor will be honored at
IRTS luncheon June 9 at New York's
Waldorf-Astoria hotel.

tive assistant, wPLG, to manager of news admin-
istration; Susan Candotti, reporter, wGR-TV
Buffalo, to wPLG in same capacity, Mark
Hyman, reporter, KXTv(Tv) Sacramento, Calif.,
10 WPLG in same capacity.

John Wheeling, news and program director,
wTOP(AM) Washingtlon, joins wEElAM) Boston
in same capacity.

Les Miller, news producer, wGaL-Tv Lancaster,
Pa., named executive news producer. Tom An-
derson, weekend producer, succeeds Miller.
Howard Shephard, news reporter, succeeds
Anderson.

Dick Trembath, editorial director, wkyc-Tv
Cleveland, also named manager, public affairs.
Barbara Williams, secretary 10 general man-
ager, named administrator, public affairs.

Peter Graumann, reporter/writer, KABC-TV
Los Angeles, named producer/reporter,
KCET(TV) there.

Ana Azcuy, reporter-anchor, wPLG(TV) Miami,
joins KsAT-Tv San Antonio, Tex., as anchor.

o}}/

syndication.

A
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Rock & Roll
Roots

A Three Hour Weekly Event

Rock and Roll Roots traces the progression of super hit music from
the late 50's and 60's to the 80's. Using themed, chronological seg-
ments, from “Great American Groups” to “Great Female Stars” from
“The One Shot Artists” to “Do Songs” “Don’t Songs,” “Love Titled
Hits,” “Baby Songs,” over 150 different themes. Twenty-six weeks of
progtramming that will draw more audience than any other weekly

Rock and Roll Roots produced by Jack Alex
Syndicated by the William B. Tanner Company

WILLIAM B.

(-*-)TBI'II'IEH

COMPANY, INC.

Call David Tyler or Carl Reynolds for a free demo at (901) 320-4340
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Taking the helm. Frank Batien, chairman and chief execu-
liwe officar of Landmark Communications, Norfolk, Va, last
wieek was named chairman of The Associated Press. He
succeeds Jack W Tarver of Cox Enlerprizes Inc., who served
as chairman ol the news coaperalive lor six years.

m 1854, &t the age ol 77, Ballen became publisher of the
Virginimn.fifar and [he Ledger-Srar in Morfolk, Va., which
WAS UNCEr Comman owmeiship with wisg.aM-FM-Tv there. To-
day, the perent Landmas Communications retains those AM
and FM outleis plus ownership of snrvmg San Jose, Calif,
and kLas v Las Vegas. In 1884, Ballen gxpanded the com-
pany into cable by constructing the fisst of 20 cable systems
that Landrark now operates in 15 states, Landmark Teleca-
ble is said to be the 14th largest cable TV operator.

Anthony Mason, general assignment reporter,
KIRH(TV) Tulsa, Okla., joins wCaU-Tv Philadel-
phia as New Jersey correspondent.

Suzanne Huffman, reporter, wrLa-Tv Tampa-
St. Petersburg, Fla., joins wTvT(Tv) there in
same capacity.

EET—— T T
Technology

Kenneth Smith, executive VP, E-Systems,
Dallas-based communications equipment
manufacturer, elected president and chief
operating officer.

John Nolen I, VP
marketing, Tocom,
| Dallas-based manufac-

turer of interactive ca-
| ble television com-
munications systems,
named to newly created
| post of executive VP,

Phil Cathcart, district
sales manager, Pana-
sonic’s video systems
division, joins Sony Vi-
deo Communications
Atlanta, as district
manager for North and South Carolina.

Dennis Maddox, chief television engineer,
Board of Cooperative Educational Services,
Binghamton, N. Y., joins EMCEE Broadcast
Products., White Haven, Pa., as applications
engineer.

Sei Kurihara, general manager of engineering,
Pioneer Communications of America, Colum-
bus, Ohio, named VP, business development.
Patrick Birney, manager of systems engineer-
ing, succeeds Kurihara. John Lanpher, man-
ager of sales, named general manager of
marketing, with responsibility for Pioneer’s ad-
dressable systems.

David Peterson, manager of application
engineering, Times Fiber Communications,
Wallingford, Conn., named director of new pro-
duct development, company's R.E cable pro-
ducts division.

James Butler, chief engineer, KwK-AM-FM St.
Louis, assumes additional responsibilities as
group chief engineer for parent Doubleday
Broadcasting. Witllam Ashley, chief engineer,
WAVA(FM) Arlington, Va., named assistant group
chief engineer.

Steve Flanagan, chief engineer, wIXT-TV
Jacksonville, Fla., assumes additional duties as
director, engineering development for parent,
Post-Newsweek Stations.

Elizabeth Wright, engineer, wHAG-Tv Hagers-
town, Md., joins wkEF(rv) Dayton, Ohio, in
same capacity.

L. Merle Thomas, assistanl engineering man-
ager, wiZ.Tv Baltimore, named engineering
manager.

Promotion and PR

Vincent Rennert, executive VP and director
of international operations, Manning, Selvage
& Lee, New York, named president of newly
formed subsidiary, Manning, Selvage & Lee In-
ternational. He will remain in New York.

Joyce Harrington, director of public relations,
Foote, Cone & Belding, New York, elected VP

Paul Dobbs, manager, on-air scheduling, ad-
vertising and promotion, CBS Entertainment,
Los Angeles, appointed assistant director of
same unit. Janet Hoffman-Levine, manager,
media planning, CBS Entertainment, appointed
assistant director of unit.

Glenn Campbell, public relations supervisor,
Kenyon & Eckhardt, Detroit, named director of
public relations.

Margaret Ann (Meg) Bode, account execu-
tive, Ayer Direct, New York, joins Albert
Frank-Guenther Law there as VP public re-
lations.

Patricia Terry, public service coordinator,
wCBs-Tv New York, named manager of com-
munity services.

Tony Willlams, promotion assistant-produc-
tion director, waFF(Tv) Huntsville, Ala., joins
wGXA(Tv) Macon, Ga., as promotion manager.

Betty Penzner Kirkland, president,
Newsbreakers inc., Washington, promotion and
advertising firm, joins wGMs(am) Bethesda,
Md.-wGMs-FM Washington, as director of pro-
motion and advertising.

Ritschard Homberg, research director,
wINS(aM) New York, named promotion man-
ager.

Allied Fields

Leonard H. Goldenson, chairman of board,
American Broadcasting Companies, Inc., will
receive New York-based Fund for Higher
Education®s Flame of Truth award at
ceremonies May 24 at New York Hilton.

Roy Edwards, senior VP, Seltel, Inc., joins
Vista Communications Co., Los Angeles-based
broadcast station acquisition and management
firm, as president and chief executive officer.
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Stanley Byrnes, former retail sales manager,
KMPC(aM) Los Angeles, becomes founding
president of Stan L. Byrnes and Associates, new
Los Angeles-based broadcast sales firm.

Ydalia Paulette Freeman, attorney, hearing
division. Broadcast Bureau, FCC, Washington,
named assistant director, Office of Public
Affairs for Minority Enterprise.

Frank Shakespeare, president, RKO General
and former director of U.S. Information Agen-
cy, elected chairman of board of trustees of
Heritage Foundation, Washington-based non-
profit research group.

Veronica Ahern, director of office of interna-
tional affairs, National Telecommunications and
Information Administration, Washington, and
Shelley Sternad, staff attorney, internal divi-
sion, Common Carrier Bureau, FCC, Washing-
ton, have become associated with Chadbourne,
Parke, Whiteside & Wolff, communications law
firm there.

Richard Sabino, director of franchising,
Adams Russell Telecommunications Group,
Waltham, Mass., joins Cable Marketing Man-
agement, Columbus, Ohio-based cable consult-
ing and service company, as senior VP, cable
system services.

Jeffrey Sheldon, law clark, Pellegrin &
Levine, Washington communications law firm,
has become associated with firm.

Robert Bourquard, associate media director,
Campbeli-Mithun advertising, Minneapolis,
joins Arbitron Television Advertiser Agency
Sales, Atlanta, as manager.

Chuck Morgan, program director, WPIX-FM
New York, joins Todd Wallace Associates,
Phoenix, as VP director of UJ.S. consultation.

Elected officers, California Associated Press
Television-Radio Association: Bill Clatworthy,
KPAY(AM} Chico, president, Lee Gregory,
KCoY-Tv Santa Maria, president-elect: Dick
Balley, kova(FM} Ojai, Melinda Cotton, non-
commercial KOCE-Tv Huntington Beach, Lance
Frank, KTNv-TV Las Vegas, Greg LeFevre,
KSEE(TV) Fresno, Russ Lorenzini, KQMs(AM)
Redding, Bruce Robinson, KoH(aM) Reno,
board members.

Elected officers, Southern Educational Com-
munications Association radio board of direc-
tors: Gary Shivers, wnuciFM) Chapel Hill,
N.C., chairman; Joel Seguine, wHRO-FM Nor-
folk, Va., vice chairman; Bill Giorda, KUT-FM
Austin, Tex., secretary: Robert Eastman,
noncommercial WBHM(FM) Birmingham, Ala.,
treasurer.

Rhonda Amoe, from KIRO(aM) Seattle, joins
Arbitron Northwestern Radio Station Sales,
San Francisco, as ctient service representative.

Barbara Riegel, Orange county, Calif., bureau
chief, kFws(aM) Los Angeles, elected president,
southern California division, American Women
in Radio and Television.

Deaths

Don Wilson, 81, announcer of Jack Benny
radio and television shows for over 40 years,
died of stroke April 25 at Eisenhower medical
center, Palm Springs. Calif. Wilson moved to
Palm Springs when Benny show ended produc-
tion in 1965, and had recently done commer-
cials and a local afternoon talk show there. He is
survived by his wife, Lois.



Mithabstoter

Allen Gilliland:
piloting NCTA
through shifting waters

When pressed, Allen Gilliland comes up
with this description of the future of cable
television in the United States: *‘We
could, at some point in the distant future,
almost become a necessity in the house-
hold. We could work our way, if you will,
into becoming the information utility.”

The outgoing chairman of the National
Cable Television Association's board of
directors {his term expires at this week's
convention in Las Vegas) sees cable as
having ‘‘great technological capabilities’
with which the public is not yet capable of
coping. “‘Our challenge as an industry is
finding a way to make all the promised ser-
vices available and educating people on
how to use these capabilities.”

Gilliland has been implementing those
convictions through his own cable en-
terprises, under the Gill Industries
umbrella. The corporation, of which Gilli-
land is president and major stockholder,
operates Gill Cable in San Jose, Calif’: Gill
Management Services (a data processing
firm serving the cable industry), and Bay
Area Interconnect, a joint venture with
Viacom involving Gill and 32 other San
Francisco area franchise-holders.

Today Gill Cable is the largest indepen-
dent cable system in the country, serving
90,000 subscribers and passing 191,000
homes in the fast-growing San Jose
markel. The system is the latest incarna-
tion of a series of family-owned businesses
that took form as a bakery during Gilli-
land’s youth. Allen T. Gilliland Sr. brought
his son under the wing of his Sunlite Bak-
ery after graduation from Stanford in 1946.
During the mid-1950’s, the family got into
VHF television with the establishment of
San Jose’s first commercial station. The
station was wholly-owned by Sunlite.

A self-described risk-taker and
entrepreneur, Gilliland is one of the first
generation of broadcasters who took an in-
terest in cable in the early days of the in-
dustry.

“*We were in broadcast business
from 1955 to 1978 as the owners and
operators of KNTv(Tv) San Jose, channel
11. About 1963, the Jerrold Corp. invited
me to join them in making a cable
franchise application in Salinas, about 50
miles south of San Jose. They were look-
ing for someone with local influence and
they chose me,”’ Gilliland recalls. (Jerrold,
a major supplier of hardware to the cable
industry, operated cable systems of its own
at the time).

““We were subsequently unsuccessful in
that application, but [ got a cable television
education as a result of that,” Gilliland
continues. “‘Then we went out on our

"

own.

Allen Thomas Gilliland Il—chairman, board of
directors, National Cable Television
Association; president and major stockholder
Gill Industries, San Jose, Calit. {(parent
company of Gill Cable, Gill Management
Services, and Bay Area Inlerconnect, joint
venture with Viacom); b. July 22, 1925,
Marriam, Mo.; attended U.S. Maritime Academy;,
American Institute of Baking, and Harvard
University, 1943-49; B.A. in economics,
Stanford University, 1946; various production,
sales and management positions, Sunlite
Bakery Inc. {family-owned business), 1946-55;
founding partner, Standard Radio & Television
Co., subsidiary of Sunlite and owner of KNTV(TV)
San Jose, 1955-78; general manager, Sunlite
Bakery, 1955-80; president, Suniite Bakery,
1960-64; president, Gill Industries, 1964 to
present; m. Gloria Rebuffoni, 1975; children—
Susan Ann, 31; Allen T.Gilliland IIl, 29; Amy
Louise, 20.

Gill Industries later acquired franchises
in Grass Valley and Chico, Calif., and a
half interest in a cable system in Escon-
dido, near San Diego. The company
became partners with Ridder Newspapers
in developing the San Jose franchise and
in 1972 took over the system following for-
mation of Knight-Ridder, a merged entity
that was not interested in the cable busi-
ness. Soon after that, Gill sold off its other
California properties to concentrate on the
San Jose operation.

Gilliland is proud of his reputation as a
pioneer, linking that, in part at least, to his
status as an independent.

Gilliland is a firm believer in the profit
potential of addressable boxes, particularly
for use in pay-per-view events, and his
company currently has 35,000 units in the
field. Gill Cable has offered sporting
evenlts, rock concerts, and, most recently,
theatrical motion pictures on a pay-per-
view basis, making it one of the most ac-
tive employers of the devices in the cable
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television industry.

“The numbers are incredible’” with pay-
per-view, Gilliland declares. **Cable televi-
sion could generate up to $50 million for a
single pay-per-view event. Because of the
potential buying power, we will be able to
buy and create our own events, in music
and sports, for example.”” The main cbsta-
cle in the development of pay-per-view is
the availability of boxes, which Gilliland
feels is beginning to change.

Addressability is the technical solution
Gilliland has applied in solving what many
subscribers regarded as the biggest prob-
lem the San Jose system had: an absence
of R-rated movies.

““We were accused of being a censor, be-
cause we did not run anything except G
and PG-rated pictures on our ‘G Chan-
nel, " Gilliland explains. ‘‘There are peo-
ple who want to see this material and there
are these who don’t want it coming into
their homes at all, even in a scrambled
mode. As a result, we held off making R
available until we had addressable
devices.”

Gilliland cites his company’s screening
of sensitive material as an example of the
kind of risk-taking **MSO’s and group
owners don’t have the guts to do.”

Another example is local interconnec-
tion.

““We put a lot of money into the inter-
connect when we started it two years ago,”
Gilliland points out. “*We could have
failed. Now there are some 30-0dd inter-
connects throughout the country.”’

Gilliland sees NCTA playing a suppor-
tive role as state cable associations gear up
for debate on regional cable policies. One
of his achievements as NCTA board chair-
man has been implementation of a new
dues structure that will allow NCTA's
growth to keep pace with that of the indus-
try.

The future of cable will bring a new set
of challenges to the industry that Gilliland
finds provocative and exciting. ‘“The po-
tential is there for each household to have
access to great masses of information,” he
points out. *“‘Large data bases are at our
fingertips. But, sociologically, [ don’t think
our pepulation is ready for that. Our role is
to change that, in terms of both entertain-
ment and information.”

Gilliland has an unusual infusion of
family support in meeting those goals. His
wife, Gloria, acts as Gilliland’s administra-
live assistant. *‘She travels with me every-
where and keeps all the loose ends
together,” he reports. Son Alien Gilliland
II1 works in the data processing division of
Gill Industries wherein computer services
are applied to cable industry needs.

Gilliland and his wife are avid skiers,
maintaining a home in Vail, Colo. He also
owns a duck-hunting club in Los Banos,
Calif., and is a licensed pilot, frequently
flying his own airplane on business trips.
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{ Hot on heels of HVN announcement (see page 27), ABC had

more news for industry last Friday—Cox Cable Communica-
tions and ABC Video Enterprises have agreed to form joint ven-
ture to examine ‘‘full range of entertainment and information
programing, including pay-per-view, video games, videotext
and transaciional services’' First phase is to be evaluation of
one- and two-way programs and services in Cox systems and
those of ‘‘other selected major cable operators”’ Immediate
focus is research *‘into consumer and cable operator attitudes,”
hardware capabilities and headend configurations. Announce-
ment is being read as ABC nod 10 Cox’s interactive Indax hard-
ware. ABC’s primary interest is said to be evaluation of con-
sumer preferences in programing. Cox, with Indax to seil to
other operators, is looking for partner with programing exper-
tise 1o contribute software that will attract consumers 1o interac-
tive concept. ABC says this new announcement and HVN
shouldn’t be read as implying death of pay venture with ESPN—
Cox partnership could yield information applicable to that ven-
ture. In making his latest announcement, ABC Video En-
terprises President Herb Granath noted ABC’s interest in “‘ag-
gressively moving toward interactive services”” For time being,
ABC/Cox venture will draw on existing programing—no sepa-
rate operation on order of Hearst/ABC Video Services is con-
templated. Further details are expected at press briefing to be
held today (May 3) at NCTA in Las Vegas.
()

Effort by seven broadcast trade associations to develop industry
financial data formerly collected by FCC (form 324) was dealt
heavy blow last week when Television Bureau of Advertising
announced its board had “voted unanimousiy to abandon any
[such] efforts.” But representatives of remaining organizations
said that, though they'd had no chance yet to confer, they
thought efforts—aimed at getting TV and radio stations to file
confidential reports with independent accounting firm—would
continue. Scheduled meetings with interested CPA firms
(BROADCASTING, April 19} “‘are still on track,” according to Na-
tional Association of Broadcasters official. TVB said its action
was based on response—and lack of it—1to survey of all com-

Deregulation deal. A proposal to deregulate radio in ex-
change for annual fees totalling about 1% of industry revenues
is being circulated on Capitol Hill by the National Radio Broad-
casters Association. The present seven-year radio licenses
would be replaced by 50-year contracts to be granted in ex-
change for fees, which could not be raised for the life of the
contract. The fees would go to funding noncommercial radio
programing and facilities and minority broadcast ventures.

Abe Voron, NRBA executive vice president, government re-
lations, said the proposal is still “very much in the discussion
stage.” but has received informal approval from the group's
teadership and many of its members. it has also drawn in-
terested reactions, he said, from House Telecommunications
Subcommittee and Senate Commerce Committee staffs. NRBA
began considering the proposal, said Voron, because it holds
no hope for House passage of pending deregulation bills this
year and because license fees included in a Senate deregula-
tion bill {S. 1629) could be escalated by the FCC. With the pro-
posal, NRBA hopes to win total deregulation of the industry, ex-
cept for elimination of technical oversight and political broad-
casting rules.

The National Association of Broadcasters executive commit-
tee flatly rejected the proposal when it was presented at a
meeting in Washington last week, in part because the Telecom-
munications Subcommittee is said to faver 15-year license
terms over 50-year contracts, and because the fees could have
a substantial impact on station profits. The proposal could have
a much greater impact.if it were applied to TV, where annual
revenues (adding up to billions of dollars) would yield hefty
fees. which in turn could harm stockholder returns.

mercial TV stations (BROADCASTING, March 29). TVB said ove
200 stations did not reply at all, and in only 23 markets di
all stations agree to cooperate. So bureau opted to concentrat
on its quarterly time sales survey, which has record of high ac
curacy (but does not permit market-by-market breakdowns
which TV and radio leaders wanted). Officials of Radio Advel
tising Bureau and National Radio Broadcasters Associalio
noted that separate questionnaires would have been require
for radio anyway. RAB said it would step up efforts 10 er
courage stations within individual markets to compile own dat
through CPA —already being done, RAB said, in at least 3
markets. TVB indicated its support for this approach among T"
stations, 100.

D
National Association of Broadcasters executive commilte
voted last week 10 close Hollywood office of its code authoril
as soon as possible and to absorb as many Washington coc
staffers as possible into other NAB positions as openings occt
No decision was made on New York office, but feeling of exect
tive committee, according to Join{ Board Chairman Edward (
Fritts, Fritts Broadcasting, is that office will *‘eventually t
phased out.” NAB will try to relocate any of 33 code staffers
can't reassign, said Fritts, and is ‘‘empathetic toward generou
severance pay’’ for any il can’t relocate. As soon as antitrust su
against code has been resolved at Justice Department, NAB w!
convene code boards, said Fritts, td decide extent to which coc
can be retained.

O
RCA Americom asked FCC last week for permission to buil
and launch Ku-band (12/14 ghz) satellite system, comprisin
three operational and one spare 16-transponder satellites. Fin
satellite would be launched in May 1985; second in Octobe
1985, and third in May 1987. RCA pegs cost of fully operation;
system at $306 million. Each satellite’s 20-watt, 54-mhz tran:
ponders could generate effective isolated radiated power of be
tween 38 dbw and 42 dbw. Application did not specify orbit:
slots. According to RCA spokesman, RCA envisions satellite
addressing range of telecommunications needs: teleconferens
ing, LPTV and SMATYV program distribution, digital electron
mail and termination service and institutional closed-circu
video distribution.

a
Public Broadcasting Service filed comments last week wil
FCC supporting former NTIA head Henry Geller’s request th:
basically asks commission to revise its interpretation of equa
time provision of Communications Act. Geller request also ask
for extension of FCC’s Aspen Institute ruling to include di
bates sponsored by broadcast licensees and for permission |
rebroadcast debates at times beyond day after debate (BROA!
CASTING, April 26).

O
House Telecommunications Subcommittee and FCC stafi
have worked out mutually satisfactory language for legislatic
to substitute for bill Congress passed last year permitting con
mission to use lottery in selecting winner from among compe
ing broadcast applicants. Language, which will be considere
as amendment to FCC *“‘Track One” bill (H.R. 5008), wou
permit commission to use lottery before (rather than after) a
plicants’ qualifications have been reviewed and would ease L
on kinds of groups to which commission would give preferen:
(minorities would still be among those included). Commissic
refused to use original legistation, saying it would cause mo
trouble than it would solve, in permitting lottery only after wo
had been done in reviewing applicants’ qualifications and in ¢
tempting to sort out preferences required for variety of grou
... Subcommittee is also expected to approve amendment
bill that would make FCC first regulatory agency (o be give
authority to accept travel reimbursement from private partie
although on trial basis and under strict congressional scrutir.
Amendment would limit amount commission could travel
level of travel money appropriated by Congress. It would requi
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ymmission to report to Congress and (o public when its mem-
ars receive reimbursement. And, since reimbursement section
intended to be experiment, it would begin at start of fiscal
)83 year and end at end of fiscal year 1985. Representative
imothy Wirth (D-Colo.), subcommuttee chairman, and Repre-
:ntative James M. Collins (R-Tex.), ranking minority member,
el experiment is warranted in view of commission’s sharply
immed budget.
O
ultimedia reported first-quarter earnings at $4,907,000, up
om first-quarter 1981°s $4,390,000; earnings per share rose 1o
3 cents from 43 cents. Revenues increased to $49,378,000
om $41,273,000. Among divisions, cable division almost
subled in revenues over comparable quarter year ago, 1o
7,206,000 from $3,767,000. Broadcasting was up to $23,841,-
)0 from $20,181,000 and newspapers rose to $18,331,000
om $17,325,000. Stockholders of record as of May 3 will be
1id 17.5-cent dividend per share on May 17.
m}

arnings of John Blair and Co. set first-quarter record this
:ar, soaring 104% over year-earlier to $3,401,000 or 59 cents
:r share. Increase came on revenues that rose 29% to $74,880,-
)0. Company said earnings reflected better results of ‘‘vir-
1ally all** operations. Blair stock also set new high last Tuesday
$33. Remaining 1982 quarters are expected to show gains,
ympany said, but not comparable 1o first-quarter jump.

O
irst-quarter earnings of Storer Broadcasting plummeted—
own 75% to $492,000, three cents per share. Revenues in
eriod had risen 45%, to $80,514,000. Disparity in numbers is
tributed to increased inferest expenses and start-up costs asso-
ated with cable expansion.
O
tate Department last week announced appointment of Michael
. Gardner, Washington attorney who headed FCC transition
:am for incoming Reagan administration, as chairman of U.S.
elegation to Plenipotentiary Conference of International
slecommunication Union (BROADCASTING, April 26). Con-
:rence will be held in Nairobi, Kenya, and is scheduled to run
'om Sept. 28 to Nov. 5. Principal purposes of conference will be
y review policies of ITU, establish basis for ITU budget, and, if
ecessary, to revise ITU convention that was adopted at last
lenipotentiary in Torremolinos, Spain, in 1973. Conference
ill also elect secretary general, deputy secretary general and
1embers of International Frequency Registration Board.
]
iternationai telecommunications market over next decade will
nount to about $640 billion, and other countries should pro-
de U.S. firms with opportunity to compete in that market,
aimann Schaefer, assistant to FCC chairman on international
ymmunications, sald last week. Testifying before House Infor-
lation Subcommittee, Schaefer said foreign countries, at very
ast, should refrain from imposing restrictions on U.S. firms
\at are ‘‘disproportionate’ to those U.S. imposes on foreign
rms. Bernard Wunder, head of National Telecommunications
1d Information Administration, said while Reagan administra-
on is “‘pledged”’ to pursue policies aimed at open trade, ‘‘we
ive recommended against passage of so-called ‘sectoral
cciprocity’ legislation, such as has been proposed in the cable
levision and other communications fields. Such legislation im-
ies the erection of U.S. barriers io trade, and is contrary to this
wantry’s basic international trade policy,” Wunder said.
funder also said Depariment of Commerce planned to com-
ission ‘‘comprehensive’ survey of U.S. imports and exports
telecommunications and Elforma(ion services field.

CC has proposed implementing simplified equipment
sthorization procedure that would require applicants only to
olify commission that their equipment complies with ap-
ropriate technical standards using standard written form. In
otice of proposed rulemaking, FCC said it has not yet pro-

posed what sorts of equipment would be covered by new pro-
cedure. Specific proposals for moving particular types of equip-
ment from existing authorization procedure would be made
under separate rulemaking proposal, FCC said. FCC said adop-
tion of new procedure could reduce time for issuing equipment
authorizations to period of ‘‘few days.”

m|

Celebrants. The change in name from Teleprompter
Manhattan Cable TV to Group W Cable was the object
of this New York party -- one of 130 the company
hosted nationwide —-- that attracted (1 to r):

Susan Jordan of HBO, Susan Green of Manhattan Cable
Television, Donald Mitzner, president of Group W
Cable in Manhattan, and Bruce Longan of East Side/
West Side TV Shopper.

Dr. Joseph V. Charyk, president and chief executive officer of
Communications Satellite Corp., was honored for *‘outstanding
leadership in satellite communications in America and world-
wide’’ by Washington chapter of American Women in Radio
and Television last Thursday (April 29). Mal Johnson, incum-
bent president of AWRT chapter and director of community
affairs and national correspondent for Cox Communications,
presented award 10 Charyk at L'Enfant Plaza reception in his
honor.
O

Ten-part TV geries on how communities can help themselves in
these days of sharp cuts in federal budget will be shown at White
House on Wednesday (May 5) for audience of some 30 execu-
tives of networks, stations and Cable News Network. Series—
Surviving Reaganomics—was produced and aired by KAKE-TV
Wichita, Kan., during first week in February and focused on
self-help measures of cities around country as well as Wichita.
Series caught eye of White House Task Force on Private Sector
Inuiatives, which asked for tape to show at White House. Hope
is 1o inspire broadcast executives who view it to undertake simi-
lar projects. President Reagan is expected to address group at
showing, which begins at 11:30 a.m.

NBC News reported last Friday (April 30) that correspondent
Brian Ross was still held hostage in plane hijacked on Wednes-
day at airport in Tegucigalpa, Honduras. Ross was on assign-
ment for NBC News in Central America when plane was seized
with 52 persons aboard by five hijackers said to be leftists who
demanded $1 million ransom. NBC News said Ross gave
woman freed by hijackers paper containing his name and NBC
address in New York, which was called later by U.S. embassy
representative. Contrary 1o early reports, Ross was sole NBC
News employe aboard plane.
O

Phil Donahue, host of syndicated Donahue show and future con-
tributor to ABC News (BROADCASTING, April 19) has signed
new eight-year contract with Multimedia, which will continue
as his producer and syndicator.

a
Paul W. Fiddick, senior VP-general manager, Multimedia Radio,
has been named president, based in Cincinnati. )
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Those torn-up turfs

The dominant concern at the convention of the National Cable
Television Association that is going on this week is with what the
association's president calls a profound change in the competitive
environment. ‘‘Today,” Tom Wheeler told BROADCASTING in an
interview beginning on page 56 of this issue, ‘‘we have to com-
pete like mad for the consumer’s loyalty’' against an array of ser-
vices that are now offering the ‘‘premium delivery of product™
that cable once all but monopolized.

The dominant concern at the convention of the American
Newspaper Publishers Association that went on last week was of
the same kind and same magnitude. Katharine Graham, chair-
man of the Washington Post Co. and outgoing president and
chairman of the ANPA, set the tone (see page 86), In a keynote
speech, Graham described an increasingly competitive informa-
tion business, with television broadcast news ‘*expanding and im-
proving,' cable television ‘‘lean and hungry,’ videotext and
teletext ‘*factors to be reckoned with by the end of this decade,”
and, worst of all, a possibility of AT&T entry into electronic
publishing.

The dominant theme of the convention of the National Associ-
ation of Broadcasters that went on a month ago was the attain-
ment of First Amendment parity, but the dominant concern on
delegates’ minds, as reflected in the panel sessions, was with a
world exploding with cable, DBS, LPTV, STV, MDS and who
knows what other sets of initials. (At the NCTA, if Wheeler is
right, SMATV will be on people’s minds.)

The situation confronting everyone in the information age was
aptly summarized last week by Charles L. Brown, AT&T chair-
man, when he appeared before the ANPA (see page 87). Brown
talked of ‘‘the unnerving discovery that these [new] technologies
cut horizontally across the vertical borders which heretofore
defined the turf of virtually every industry and every human skill
that is in any way involved in the handling of information in any
form.”

It is not a tidy world that the NCTA, ANPA and NAB will live
in for the next few years. The inhabitants will be engaged not only
in defending their own historic turfs but also in invading others’.
Witness the announcement last week by ABC of a subscription
television service for home videocassette machines (see *‘Top of
The Week'’). Wasn’t ABC the arch foe of subscription television
by air until last Thursday afternoon?

The electronic Fifth Estate is developing almost too rapidly to
be chronicled intelligently. The intention here is to continue the
chronicling as best it can be done, knowing all the while that the
principal beneficiary of the flowering Fifth Estate is to be the
public. O

Settlement in sight?

It wasn’t quite clear at the ANPA convention last week whether
AT&T was quitting its fight for the right to introduce electronic
Yellow Pages, as the Washington Post reported, or acknowledging
a possibility of legislative defeat but hoping to avert it, as the New
York Times suggested. The guess here, after a reading of the
speech that Charles L. Brown, AT&T chairman, delivered to the
ANPA, is that the New York Times was closer to the mark.
Brown told the publishers: *“You obviously can get pretty much
whatever you want in legislation on this subject,” a remark that
could be interpreted to mean that he felt AT&T was losing its $2-
million campaign to scuttle H.R. 5158, the House bill that would

significantly modify the AT&T antitrust settlement. H.R. 5158
introduced by Timothy Wirth (D-Colo.), chairman of the Hous¢
Telecommunications Subcommittee, is supported by the
publishers for its separation of AT&T from the Yellow Pages ir
any form and its preclusion of the to-be-divested operating com
panies from offering the Yellow Pages electronically.

On the other hand, nowhere in Brown’s speech did he explicitls
say that AT&T would sacrifice the Yellow Pages, and he was out
spoken in his criticism of the legislation: **In my view, the curren
attempt by special interests to pressure Congress into rolling bact
the consent decree before the court has even had time to conside
it is nothing but outrageous mischief.”’

Brown presented a list of objections to features of the bill hav
ing nothing to do with Yellow Pages. And to the publishers h
said: “‘In all fairness, and in your long-run best interest, 1 hops
you will look at the whole bill.’

It’s just possible Brown’s remarks could be given a third in
terpretation, as an invitation to a legislative compromise. Mayb:
that’s worth consideration by the publishers.

One and all, maybe

Mark S. Fowler, FCC chairman, took his case for the Firs
Amendment to the ANPA convention last week as he had taker
it to the NAB convention in early April. He could have had ¢
warmer audience last week, not that the NAB had risen in a bod)
to march on Washington in an assertion of its rights.

The ANPA is divided on support of the broadcasters’ claim
constitutional rights. In the April presstime, the ANPA’s monthly
journal, Jack Dille, who with his family owns the Elkhart (Ind..
Truth and the Federated Media broadcast station group, arguec
for unqualified support by newspapers of the broadcasters’ eman
cipation from unconstitutional restraints. In the same issue, anc
displayed above Dille’s article, Harold W. Andersen, president o
the Omaha World-Herald, argued that broadcasters were withou
First Amendment rights equal to those of publishers.

Fowler told the publishers it was in their own interest to go fo
freedom of the electronic media, since they were headed for tha
business themselves. He also noted that cable operators right nov
are in the same boat with broadcasters in the application of the
equal-time law and fairness doctrine. Perhaps he should haw
taken his message to Las Vegas this week.

Drawn for BROADCASTING by Jack Schmic

“You'll have to talk louder. The transmitter is slowly losin,
power.”
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t AMAX Coal, we're coal reaches utility customers in the most
in the business of efficient way possible. Coal to light homes,
mining America's run cities and power this nation’s industrial
most abundant might.
energy resource — At AMAX Coal, we're working hard to

ceoal. But that's not all. We're also working make America energy independent. And
to make sure our coal keeps moving once it one way we're doing that is by helping keep
leaves our mines. Whether by river barge, America’s energy moving.
by train or by truck, AMAX Coal
transportation specialists help assure our CAN DO AMERICA.
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