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| Joan Morse on WTVTTan;palgt. Petersb_u;s_y.—|

“A lot of people say that

| Gaylords CBS affiliate, WTVT,
is a tradition in TampalSt. Pete. “I appreciate the fact that
And it's true, they do have the the people at WTVT are very
careful, and very professional. ]

numbers. But that’s not the
only reason WTVT is a major

Sacior in my buys,

Everything 1s watched closely.
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Joan Morse is Senior Media Buyer. W B. Donvs & Cii., SI. Pelersburg.

“You have to understand
that all the accounts I work “What WTVT says they're
on are retail. That means going to do, they do. And il's
my flights are very short. I'm the same with all the Gaylord
stations I work with. They

“What I order has to run,
and it has to run right, be-
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g gm o onlyon forthree or four days  cause I have no lime left to
-~ e < : ata clip, make a schedule good. With seem lo treat my account as
8 f_' ;: T"_\_’ WTVT, when the buy is done, something very special.”
r:r‘1 i ;' - I know I can put it to bed and
X 0> % not worry about i,
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LET'S

TALK

BUSINESS

BARRON'’S ON INVESTMENT
can attract affluent listeners and
blue-chip advertisers alike to your
radio station, by providing them the
business news they’re drawn to.

A weekly news script service,
BARRON'S ON INVESTMENT
complements your weekend news-
casts with timely, topical news of
finance and investment.

And it comes from
the source your
listeners trust :

/

Dow Jones & __r'ﬁ{w,,ﬁ

Company, | afj, - S T

publisher of p it TR

The Wall ' : \%\

Street Journal P VRIS .

and Barron’s. /" o Y (]
oy 7 7

BARRON'S (4" »‘".-*-‘%_;f o

ON ,—”

INVESTMENT. /)

Offered in _:LI by

select markets =+

as a market exclusive. Offering you
access to the most exclusive market in
America.

To learn more about how our business
news can help your station’s business,
call Ken Martin at (212) 285-5136.



Introducing

The MSP (Music-Satellite Programmer)

from

L

The most trusted name
in broadcast automation

A

The first SMART Programmer!
The only full size automation
controller with total operator
control and full live assist.

el [araTaralsralararer

TPl

The Price?

$6,850.00

Complete

* Provides the features found only in High Level Programmers costing thousands more,
including, branching, linking, clear-text logging, delayed starting, under programming

protection and special insert abilities.

* Featuring a deep 2,000 event memory with full sub-routine capability and 250 step user

programable clock.
* Directly interfaces to Satellite Receiver Tone Decoders.

¢ Full random access control for Carousels and multi-cartridge reproducers.

States ol Calitornia; Nevada: Utan: Anzona. Oregon. tdaho:
Washington, Montana and Wyoming

Jerry Bassett
BROADCAST AUTOMATION SYSTEMS. INC

States ol North & South Dakota. Ohio. lowa, Wisconsin, llnois:
Indiana, Mictugan. Nebraska and Minnesota

Robert M. Popke
AADIO AUTOMATION SERVICES. LTD

850 Yale Lane PO Box 101 i
Highland Park. llinois 60035 Elk Grove. Callorma 95624
312-433-1253 or 312-4331252 916-685-8660

Your SMC Representatives are:

States of Colorado. New Mexico: Texas. Kansas. Oklahoma:
Missouri. Arkansas: Louisiana: Kentucky: Virginia. West Virgina.
D C . Maryland. North & Soulh Carolina; Tennessee:
Misgtssippe; Alabama; Georgia and Flonda

Pete Charlton, Don Statford and Bill Holsington
THE MANAGEMENT

491 Elbow Court

Weathertord. Texas 76086

B817-441-8052 or 817-441-8045

For all other states. contact: NATIONAL and INTERNATIONAL MARKETING DIRECTOR

Stephen S. Sampson SONO-MAG CORPORATION
1833 west Hovey Avenue Normal, lllinois 61761
309-452-5313 Telex/TWX 510-352-2506



“They are possessed with

winning.”

“At KEEY — K-102 in the Twin Cities —
we're blessed with a great staff of people. And
we pride ourselves on having carried out the
strategic plan pretty much to the letter. That
plan was developed with our friends at The
Research Group. They’re people who are ab-
solutely possessed with winning.

Their tools and guidance, and the hard work
of a lot of professionals here at the station and
at Malrite Communications Group helped us
find and fill a real hole here in the marketplace.
Today KEEY — K-102 — has debuted its country
format at a 6.5* (up from the 4’s in beautiful
music). We beat our country competitor and have
super demos.

And that’s just the beginning.”

*(Mon.-Sun, 6AM 1o midnight AQH, Aribitron Spring ’83)

Gary Swariz
General Manager
K-102 (KEEY)

In almost every field there is @ company that has earned a reputation as the leader.

The Research Group

Radio’s Strategic Research Team

2517 EASTLAKE AVENUE EAST ¢ SEATTLE, WASHINGTON 98102 e« 206/328-2993
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Special report on RADIO C
CBS’s “smoking gun” O Harris’s stereo problems O
Wirth postpones questionnaire deadline

DBS DEALINGS O Comsat is looking for three
partners to aid in its DBS plans. PAGE 31.

8

BIG SPENDERS O Procter & Gamble remains on top
as TV's biggest advertiser, according to TVB
report. PAGE 31.

SECOND CHANCE 0O Wirth postpones deadline for-
responses to program questionnaires, labels
current response “pathetic.” PAGE 32.

“SMOKING GUN” O CBS claims to have uncovered
piece of evidence in Westmoreland case proving
deception. PAGE 34.

STEREO TROUBLES O FCC tells Harris to remove its
AM stereo system from market by Sept. 1

because of type acceptance problems. PAGE 35. ference settled in at Stouffer's Riverfront Towers last week and

provided a forum for discussion of most aspects of the satellite
HEATING UP O Spot radio seems on the way to industry and a first-hand look at some of the hardware. The
recovery, with sales improving over 1982's annual trade show attracted some 2,500 persons, significantly

showing. PAGE 48. One of the indications of radio's ~ fewer than the more than 3,000 that the organizers had antic-
recovery is the expansion of networks, made pated. Conference coverage begins on page 107.

possible, observers say, by advertiser faith in the ) )

medium. PAGE 54. A look at the top 10 stations in ~ TWO-DEGREE PRAISE O Panelists at satellite

the top 50 markets: Adult contemporary remains conference applaud FCC decision to reduce

the most popular format while top 40 and album spacing between satellites and discuss ways to
rock are in close race for second spot. PaGEs 60-  N€gate future possible interference problems.

72. Top 40 is the biggest news about formats in the ~PAGE 108.

past year, with its resurgence on FM. PAGE 72. The

number of syndicated programs is up, with the PROGRAMING IMPRESSARIO O Group W's Resing
emphasis on specialization. PAGES 78-94. has been the man in charge of overseeing the
development of such successful shows as PM
HOME WORKING O DBS operators are scarce at Magazine, Good Morning America and Donahue.
satellite users conference in St. Louis. PAGE 107. PAGE 135.
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Morning surprise

Analysis of radio listening by location, to
be unveiled by Jhan Hiber, president of
Pebble Beach, Calif., research firm of
Hiber, Hart & Patrick, at this week’s
National Association of Broadcasters
Radio Programing Conference in San
Francisco, will show that most in-car
listening is done during afterncon drive
time (3 p.m. to 7 p.m.) followed by
midday (10 a.m. to 3 p.m.). Hiber
analysis, based on winter and spring 1983
Arbitron rating periods, shows in-car
listening during heavily promoted
morning drive time (6 a.m. to 10 a.m.) in
third place.

Bomb or balim?

Full report of TV Trends study that, in
preliminary form, evoked much criticistm
after presentation at National Association
of Broadcasters convention
(BROADCASTING, May 2), may surface
soon, assuming it survives scrutiny of
NAB. Draft is to be seen by NAB officials
after their return to Washington from
Radio Programing Conference being held
in San Francisco this week.

Hastily prepared summary unveiled at
NAB convention contained what
television broadcasters didn’t want to hear:
rumbles of viewer disenchantment.
Revelation also was surprise to high
command of NAB which had no preview.
Word then was that complete study,
conducted for NAB by McHugh &
Hoffman, would be less downbeat.

More in act?

Next company to follow lead of Orion
Satellite Corp. and propose satellite system
to compete with Intelsat for trans-Atlantic
telecommunications traffic may be RCA
Americom. According to sources, RCA

is considering using its orbital slot at 67
degrees west longitude (above

easternmost tip of Maine) for trans-
Atlantic service. RCA official would
confirm only that it is technically feasible.

On trial

Handful of advertising agencies have

been asked by HBO to challenge pay-cable
service’s current agency of record, Ted
Bates, for HBO account, currently valued
at between $15 million and $20 million.
Matt Blank, vice president consumer
marketing, HBO, says company is

pleased with work Bates has done, “but it

was decided that we need to make sure of
that.” Competing agencies, including
Bates, have been assigned to develop
specific strategies for which they will be
compensated. Based on that work, HBO
will decide whether to retain Bates, or give
account to challenger.

Double whammy

Richard Colino, director general-elect of
International Telecommunications Satellite
Organization, sees interesting
implications in Cuban proposal for
domestic satellite—even apart from fact
Cuba is seeking orbital slot occupied by
RCA American Communications’ Satcom
1V (see page 113). Colino, not
surprisingly, sees Cuban move against
background of growing pressure on U.S.
government to deregulate international
communications satellite service. Cuban
satellite could serve much of U.S. as well
as Caribbean and South America. So if
U.S. decides Intelsat system should be
subjected to competition (and two
applications for authorization to provide
that competition are on file with FCC),
Colino said, Cubans, probably backed by
Soviet Union, would be ready “with first
regional system for western hemisphere.”

Back at it

After resting quietly through the first seven
months of new Congress, border
broadcasting dispute between U.S. and
Canada is showing signs of new life.
Reagan administration earlier this month
sent letters to Senate and House asking

for reintroduction of so-called mirror bill
to counter Canadian tax legislation,

passed in 1976, that has angered American
broadcasters along border; Canada denies
tax deduction to Canadian advertisers
buying time on U.S. stations with
Canadian audiences. Administration-
requested measure, like one that died in
97th Congress, would deny tax break to
American advertising on Canadian

stations with audiences in U.S.

At one point earlier this year, U.S.
officials sensed Canadian willingness to
yield. Consequently, they agreed to call
truce in dispute, at least until Canadian
study of effects of controversial tax law
was completed, some time this month. But
visit to Washington in July of Canada’s
deputy minister of communications, Robert
Rabinovitch, may have changed some
minds; he reportedly struck some
government officials and members of
Congress as hard liner. What’s more,
preliminary word on tax-law study is that
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legislation is proving as beneficial to
Canadian broadcasters as damaging to
Americans. So Canadian report seems
unlikely to support mood of compromise.

Unequal entry

Massaging of A.C. Nielsen Co.’s latest
cable penetration figures provides some
clues to how far behind cable is in
penetrating major markets—and how far
ahead in others. Calculations for top 50
markets find that though they have nearly
60% of all U.S. cable homes, their
average cable penetration is 34.8%—4.5
percentage points below national average.
Flip side of this arithmetic is that other
markets—numbers 51 through 155 in
Nielsen’s book—have about 41% of U.S.
cable homes but their average penetration
is 48.3%, nine percentage points above
national average, 13.5 points above top
50 average.

Figure from past

Former Nixon administration official John
Dean is selling Popular Media Products,
Hollywood-based radio production
company, to Sunbelt Communications,
which owns five radio stations and
Transtar radio network. Under terms of
agreement reached last week, Dean will
relinquish all interests in Popular Media,
which will become nucleus of new
Sunbelt production center in Los Angeles.
Two additional satellite-delivered music
formats are expected to be available to
stations from Sunbelt early next year,
with marketing and sales handled from
Denver headquarters. Popular Media
president, Ivan Braiker, former president
of Sateilite Music Network, will guide
new venture.

Widened family

Although timing puzzles some financial
analysts because of market conditions,
most are looking favorably upon public
offering of Tribune Co. (see “In Brief”).
Company is viewed by analysts as back on
course after solving well-publicized
problems of its New York Daily News,
which it took off block last year and then
doled out $75 million to reorganize. (News
posted $6.3 million profit for first half of
this year after losing $14 million in
comparable period last year). Analysts
see $23 to $26 per share offering, in words
of one, “priced appropriately” but “not
really a bargain.” Cited are high degree of
ownership interest current stockholders
will retain, discouraging wide trading.




29 broadcasters bought
the new Harris Medalist™ 'n
"ts very first week! Here’s why
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MEDALIST

Wide input switching flexibility.
Transparent audio performance.
Choice of attenuators. Adapta-
bility to any application. Excel-
lent cost/benefit ratio. Broad-
casters across the country cite
these as major reasons for choos-
ing the new Medalist dual stereo
audio console over all others.

Switching Flexibility

Input selectors switch after the
mic preamp, allowing intermix of
mic and other types of sources on
any channel. The Medalist also
gives you six selector positions
each for headphone and speaker
monitoring.

Superb Audio Quality

Harris engineering makes the
Medalist remarkably trans-

parent. The Signal-to-Noise
ratio of 95 dB beats the competi-
tion by 10 to 20 dB, and is typical
of the Medalist’s outstanding
performance.

Linear Or Rotary:
Take Your Pick

Harris gives you a choice—two
styles of linear and two styles of
rotary attenuators. Intermix ro-
tary with linear if you like, to suit
your station’s particular needs.

Easy To Install...
Easy To Maintain

The barrel terminals on the in-
put and output circuits connect
quickly and surely. Additional
preamps and program amp inter-
connect with plug-in ribbon
cables. Also, you can change

attenuator modules—even while
you’re on the air—in about the
time it takes to cue up a record.

Versatility In A Variety
Of Applications

The Medalist is equally well
suited for AM/FM/TV on-air and
production applications. Take
your choice of two models—

8 or 10 channels.

Learn more about the Harris
Medalist family of audio con-
soles. Write Harris Corporation,
Broadcast Group, Studio
Division, P.O. Box 4290,
Quincy, Illinois 62305-4290.
217-222-8200.
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Manhattan suits

Manhattan Cable TV filed suits last week
against 27 individuals and three bars for
theft of cable service in its franchise, which
covers the southern portion of Manhattan.
The suits were filed in the U.S. District
Court for the southern district of New York.
The cable company is seeking $100,000 in
punitive damages from each defendent as
well as actual damages and attorneys fees.
New York state recently passed tougher
theft of cable service laws, enabling cable
companiés to file civil suits directly against
alleged pirates. (Previously, only the district
attorney’s office couid file charges against
pirates.) And another law was recently
passed stiffening the penalty for those con-
victed of stealing cable services, making
such a crime a class A misdemeanor, pun-
ishable by up to one year in prison and a
$1,000 fine. Manhattan Cable President
John Gault said the suits were the result of a
companywide audit to detect illegal hook-
ups. Gault said piracy diminishes the fran-
chise fees and taxes collected by city, state
and federal governments, and also “adverse-
ly affects legitimate cable subscribers. Un-
authorized tapping into cable lines can
cause reception problems for paying sub-
scribers on the same line. And, of course,
loss of revenues creates pressure on the ca-
ble companies to raise the rates of paying
subscribers.”

The 30 civil suits filed are only the first of
many, the company said. Perhaps "several
thousand” pirates have tapped the system'’s
lines, it said.

Changes at NCTA

The National Cable Television Association
has hired a new chief lobbyist and split its
research and media services department
into two new departments.

The new vice president of government
relations is Edward A. Merlis, who joins
NCTA from the Grocery Manufacturers of
America Inc., a trade association where
NCTA President Thomas Wheeler and Bar-
bara York, vice president, administration,
also worked. Prior to joining GMA in July

I'M_ LA A
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1982, Merlis was a partner in Thevenot,
Murray & Scheer, a government relations
consulting firm. He has also been a Senate
staffer.

In place of the research and media ser-
vices department, NCTA will have two new
units—the programing and marketing de-
partment and the research and policy analy-
sis department. Char Beales, vice president,
research and media service, has been
named vice president, programing and mar-
keting. A newcomer, John Waodhury, will
become vice president, research and policy
analysis. Woodbury joins NCTA from the
Federal Trade Cormumission, where he was
senior economist in the regulatory analysis
division. From 1980 to 1982, he was chief
economist in the Common Carrier Bureau of
the FCC.

Wheeler said the reorganization is unlike-
ly to cause NCTA's staff to grow much larg-
er. "We're sticking to the 'lean and mean’
management policy which has served us so
well,” he said. "We're just getting a little
meaner.”

Engagement off

Cable TV Industries, a Los Angeles-based
distributor of cable TV products and manu-
facturer of satellite communications equip-
ments, announced last Monday that negoti-
ations to acquire a controlling interest in
S.AL. Cable Communications have been
terminated. The two companies had
reached an agreement in principle July 11,
but a spokesman for the New York-based
S.A.L., also a distributor of cable TV equip-
ment and components said that president
Alan Scheinman “decided it wasn't in the
best interest of the shareholders and the
employes.” S.A.L. had sales, for the year
ending Jan. 31, of $27 million; Cable TV had
sales of $32 million for the same period.

Clean up the language

The National Cable Television Association
has petitioned the Copyright Office to clear
up some language in its rules based on the
Copyright Act of 1976 that "often results in

Francisco (see Story, page 101).

penetration of cable homes is at least 25%,

Other research into MTV's effects on radio

MTY monitoring. Has the growing influence of Warner Amex Satellite Entertainment Corp.'s
Music Television affected the amount of time people spend with radio or the way they use it?
Research into that question has only recently begun. Les Garland, vice president for pro-
graming at MTV and one-time programer of RKQ Broadcasting's KFRC(aM) San Francisco, will
announce the results of a just-completed study by MTVon its effect on audience shares of
album-oriented rock radio today (Aug. 29) at the NAB Radio Programing Conference in San

Garland reports that in markets where it has achieved significant penetration, MTVappears
to increase rather than diminish ACR radio listening. In 12 of the top 100 ADI's in which MTV's

the combined audience share of AOR stations

rose an average of 4% between fall 1982 and spring 1983, according to the study, which
used Arbitron ratings for adults aged 12-t0-34. In five of the 12 markets, said Garland, the
ACR share increases were larger than those for any other format.

listening will be released at this week's conven-

tion by Coleman Research of Dallas (see “Riding Gain,” page 40).
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irrational and gross overpayment of copy-
right royalty fees.”

The overpayment could be avoided,
NCTA said, by maodifying a rule’s definition
of a cable system. As it stands now, several
systems that are either in contiguous com-
munitites under common ownership and
control or opetated from a single headend
are classified as a single system. NCTA
would like to change the definition so that
only systems that are in contiguous commu-
nities, under common control or ownership
and operated from a single headend are clas-
sified as a single system.

It's a small change, but, according to
NCTA, an important one. The proposed
amendment would "prevent the artificial
fragmentation of one system into multiple
systems so as to reduce copyright royalty
fees. But, it would also have the salutory
effect of avoiding-the extreme of forcing the
artificial combination of two or more sys-
tems into one, which often results in irratio-
nal and gross overpayment of copyright roy-
alty fees.”

Taking care of business

Warner Amex Cable Communications has
announced a number of staff appointments
in a restructuring of its finance department.
Jack L. Messman, previously of Safeguard
Scientifics Inc., King of Prussia, Pa., has
been named executive vice president and
chief financial officer of the New York-based
operator of 142 cable systems in 26 states.
He succeeds Holmes Harden, who resigns
Sept. 1. Reporting to Messman will be Rich-
ard H. Smith, who retains title of vice presi-
dent, information systems and data ser-
vices, and three others who have received
new titles in restructuring: Herbert S. Co-
hen, vice president, corporate finance; John
E. Dowling, vice president, finance, and
controller, and Mark Mitzner, vice presi-
dent, treasurer.

NGS entry?

Washington-based National Geographic So-
ciety is investigating the possibility of start-
ing its own cable television program ser-
vice, either as a discrete channel or part of
an existing service. A representative of the
nonprofit group attending the CTAM con-
vention in San Digo said the society has
seriously looked at the venture, which could
be launched as soon as late September.
NGS-produced specials on public and com-
mercial broadcast stations have enjoyed
critical acclaim for more than 15 years.

Eastcab preview

The upcoming Eastern Cable Trade Show
and Convention, Sept. B-10 in Atlanta, is
chock full of back-to-basic sessions. Semi-
nar topics include subscriber retention



techniques, sales personnel performance
standards, public relations and manage-
ment efficiency. Technical workshops
range from converter repair to building inex-
pensive computer systems. Herb Granath,
ABC Video Enterprises, will speak at the
Friday lunch, with Barbara Mandrell provid-
ing the evening's entertainment. Trade offi-
cials report registration and exhibitors are
on track with last year's numbers: 5,500 and
250, respectively. "Connecting People. .The
Magic of Cable” is the show's theme.

Fall reading

It's been five years since the initial idea of
the Entertainment and Sports Programing
Network (ESPN) was conceived. In celebrat-~
tion of that event, founder and former presi-
dent and chairman, Bill Rasmussen, has
authored "Sports Junkies Rejoice!,” a book
chronicling the start-up of ESPN. It follows
the network's birth from gathering program-
ing, funding, staff and production facilities
to its present-day operation. The book's
cover price is $14.95 and it is being pub-
lished by QV Publishing, Hartsdale, N.Y

C-COR bonanza

C-CCR Electronics has sold Warner Amex
Cable Communications $7 million of cable
distribution equipment for the MSQO's instal-
lation in its Dallas, suburban St. Louis, Cin-
cinnati, Pittsburgh and other cable televi-
sion systems. Included in the agreement is
training for Warner technicians. C-COR

Cloister cable. Describing her as the brightest Catholic personality since the late Bishop
Fulton Sheen, ABC's World News Tonight dropped in on Mother Mary Angelica and her
Eternal Word Television Network. It was the second anniversary of EWTN, the Catholic cable
network that programs four hours nightly via Satcom IliR to 95 cable systems across the
country

Born Rita Francis in Canton. Ohio, 60 years ago, Mother Angelica entered a Franciscan
cloister in Cleveland when she was 21 and established her own monastery in Alabama in
1961, as well as a publishing house as a means of support. In 1878, while in Chicagofora TV
interview, she got the idea for what turned out to be EWTN.

Her nightly programing now includes a church-sanctioned drama, Westbrook Hospital,
sitcom reruns and old movies of a wholesome nature and a Chinese cooking show. In
addition, there is her own Mother Angelica Talks It Over, a twice-weekly half hour, taped
before an audience in a church-parlor setting. In it, she delivers little homilies and discusses
church-related matters with guests. EWTN programing is commercial-free with only occas-
sional "prayer spots.”

With no direct Catholic church support for EWTN, Mother Angelica relies largely on rentals
of studio facilities to others and donations that she solicits via direct mail. There are no
appeals for money on EWTN.

The anniversary segment on ABC-TVincluded shots of Silvio Cardinal Qddi, prefect of the
Congregation for the Clergy at the Vatican, as he talked with Mother Angelica in the gardens
of the monastery in Irondale, Ala. The occasion was aiso the 39th anniversary of Mother

Angelica’s ordination into the order.
L

manufactures amplifiers, main line passives
and addressable converters.

Cable course

Two New York city cable systems, Manhat-
tan Cable and Group W, are carrying The
Telecommunications and Information Revolu-
tion, a weekly series that covers such topics
as cable franchising, interactive services,
new television networks, DBS and STV, vi-
deodisks and tapes, constitutional and in-
ternational news and privacy and security.
The series airs at 11 p.m. Friday, and is

repeated the following Thursday at 4:30
p.m. The show also appears on a public ac-
cess channel in Albany and 25 neighboring
communities courtesy of Capitol Cablevi-
sion, Troy New Channels, Rensselear Coun-
ty Cablevision and Bethlehem Video.

Jacob Trobe, a senior research associate
at the Communications Media Center of the
New York Law School, hosts the show. One
upcoming show, on Sept. 10, will discuss
the cable franchise recently signed in New
York by Mayor Ed Koch. Guests will include
Marris Tarshis, the city's franchise bureau
director.

WHERE THERE’'S SMOKE, THERE’S

DEBAIE.

People feel strongly about smoking. You can spark
a lot of interest by exposing them to both sides of issues

involving cigarettes.

Bill Aylward can help. His job is giving straight
answers to tough questions about cigarettes. In person

oron the phone.

Get the other side too. And you'll get people involved.

CALL TOLL-FREE (800) 424-987

THE TOBACCO INSTITUTE.
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HARD NEWS H
HARD TO IGNO

O Al 3 WASHINGTON COVERAGE

e v e Bl KX , ]
e PR Py i ol NEWSFEED'S Washington Bureau
1 "ﬁ’?! = 5 gives you custom coverage on the
e NN stories that affect you and your audi-

ence. When the story moves from
your town to Washington D.C.,
NEWSFEED is there with the in-
depth coverage you need.

REQUEST COVERAGE

Local stories don't stop at your city
line. So when you need out of town

, coverage,
NEWSFEED gets
it for you: quickly,
professionally, and
cost-effectively.

When it comes to giving ONLY ONE !
stations the kind of STAT|0N

responsive, on-the-scene
news suppori they need, PER
nothing beats NEWSFEED. MARKET

NEWSFEED'S
BREAKING NEWS exclusive! If you

“Your coverage of the Cincinnati don't get the
plane fire was better than anything NEWSFEED
else we could get” advantage

—Jack Frazier, WAGA-TV, Allanta | it's @ good bet %
k that one of your N
The NEWSFEED Network is a competitors will.

nationwide organization of nearly 50

television stations exchanging hard BRE AK'"G SPORTS “There was a

news, breaking sports, weather sensational murder

news, Washington coverage, request NEWSFEED is America's num- case in Milwaukee
coverage, multi-part series and ber one source for game highlights a while ago. The
timely features. No network feed and topical sports coverage. Base- guy fled to Port-
or other source does as much. ball, football, hockey, basketball and land, Oregon and

NEWSFEED gives its stations two | more; with NEWSFEED on your was caught there. -~ .
feeds a day: one at 4PM and the team, when you “go to the video- We contacted the B
second at 10:10PM eastern time. tape”...there's a lot more videotape local NEWSFEED station in Portland
Each feed with important breaking to go to. In fact, last year NEWS- and asked them to go out and shoot it

stories you can't get anywhere else. FEED sent more than 3500 sports for us. Then called NEWSFEED
Breaking news around the country | items to its member stations; that's operations in Philadelphia to get it on the
becomes local news for you. more than 250 each month! next feed. It worked great. We got what

<1983 Weslinghouse Broadcasting & Cable, Inc.




ARD FACTS.

RE: NEWSF

we wanted and the local station in
Portland got tipped to a story.
“NEWSFEED is like having a net-
work of your own. There's nothing
like it
—FEric Anderson, WITI-TV, Milwaukee

MULTI-PART SERIES

NEWSFEED members share
timety, important multi-part series.
NEWSFEED multi-part series cover
the hot issues while they're still hot.
The issues that people care about,
talk about, and feel about are
reported by NEWSFEED in depth.

Whatever the topic, from toxic
waste to toxic shock, from nagging
backache to nuclear power, NEWS-

\P:

Member Stations:

WPIX New York B KCOP Los Angeles
@ WLS-TV Chicago B KYW-TV Phila-
delphia B KPIX San Francisco
WBZ-TV Bostorn B WJUBK-TV Detroit
WDVM-TV Washington, D.C.
WJKW-TV Cleveland B WFAA-TV Daj-
las @ KHOU-TV Houston  KDKA-TV
Pittsburgh @ KOMO-TV Seattie
WAGA-TV Atlanta B KSTP-TV Minne-
apolis @ WJZ-TV Baltimore  KXTV
Sacramento B WISH-TV indianapolis
B KATU-TV Portiand B KCST-TV San
Diego @WCPO-TV Cincinnati  WIT/-
TV Milwaukee @ WKBW-TV Buffalo
WPCQ-TV Charlotte B WVEC-TV Nor-
folk @ WTVG-TV Toledo  WALA-TV
Mobile B KGGM-TV Albuquergue
WJKS-TV Jacksonville ~ KREM-TV
Spokane B KWWL-TV Waterloo
WTVQ-TV Lexington B WANE-TV Ft.
wayne B KELO-TV Sioux Falls
KLAS-TV Las Vegas WCSC-TV
Charleston KMTR-
TV Eugene KTiv
Sioux City  KIVI-TV
Boise B KENW-TV
| Portales  Network
10 Australia

:f-“n; .r’ﬂ‘:"! 3 .f!
3 MR
v.';;" ’ "" # ;‘
N © i
3 conventions and the Sum- I
mer Olympics. NEWS -
FEED will be bringing its
members content that will
help them to demonstrate
news leadership in their
markets.

NEWSFEED is flexible,
economic, and custom-tai-
lored to meet your needs.

For more information, con-

- tact Group W Productions ' THE
FEED gives you the exclusive mate- or our Vice President and General

rial your competition just can't get. Manager, Richard Sabreen,
And there's more! NEWSFEED will at 90 Park Avenue, New York, EWS FEED

be providing custom coverage for its New York 10016, (212) 983-6500.
member stations of the 1984 poiitical

|
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Sega Enterprises D Spots for several
video games will run in top 25 markets
and others beginning Oct. 10. Flight is
scheduled for four weeks during sports,
prime access and early fringe. Target:
teen-agers. Agency: Dailey Associates,
Los Angeles.

La Choy C Pre-print ad support for
Chinese food, using “"Harvest Moon”
festival theme, will promote cents-off
coupons and will run in 43 Northeastern,
Midwestern and Southeastern markets
for four weeks, beginning Sept. 26.
Airtimes to be used are early and late
fringe. Target: women 25-49. Agency:
Cunningham & Walsh, Chicago.

Valvoline O Spots promoting motor oil
will air in 52 markets beginning Oct. 17
for three- and six-week runs, depending
on market. Various dayparts are
scheduled. Target: men, 18-49. Agency:
Fahlgren & Ferriss, Cincinnati.

Pfizer Inc. 0 Campaign for Rid {lice

spray for hair) is set to begin in early
September far 10 weeks in 11 markets.
Commercials will be carried in daytime,
early fringe, late fringe and prime
access. Target: women, 25-49. Agency:
Altschiller Reitzfeld Solin/NCK, New
York.

Bunker Hill Foods O Two new markets
will be added to campaign for canned
beans with ham, beginning Oct. 16.
Flight is scheduled to run through first
quarter '84, adding following markets to
spots currently airing in North and South
Caralina: Roanoke-Lynchburg, Va., and
Bristol, Va.-Kingsport, Johnson City, Tenn.
Daytime and early fringe will be used.
Target: women, 18-49. Agency: Wray/
Ward Advertising, Charlotte, N.C.

S.E. Energy Information Council O
Campaign promoting “the value of
electricity,” which began in July, will run
during sports and entertainment events
during third and fourth quarters. Spots
are running in North Carolina, Alabama,
eastern Mississippi and Florida. Target:

“The person you describe

is the person
we’ll deliver”

It's not a slogan.
It's our track record. )
We've successfully recruited for

virtually every kind of executive post in

broadcasting, cable television, and
publishing. At every level.

total adults. Agency: Wray/Ward
Advertising, Charlotte, N.C.

Cargill Poultry 0 Campaign for
Honeysuckle boneless turkeys will begin
in late September and last for two
weeks. Flight will run in five markets.
Target: women, 25-49. Agency:
Barickman Advertising, Kansas City, Mo.

Friend’s O Baked beans will be
promoted during four-week campaign
beginning Sept. 19. Spots will air in four
markets during daytime and early fringe.
Target: women, 25-54. Agency: Cabot
Advertising, Boston.

C—  JRADIOANDTY [

Michigan State Lottery © Campaign for
new "Jackpot” lottery game begins
Sept. 12 and runs for two weeks. Flight
will run in entire state of Michigan, and
use all dayparts for TV spots and drive
times for radio. Target: adults, 25-54.
Agency: Yaffe Berline, Southfield, Mich.

Monro Muffler Brake O Ongoing
campaign for muffler/brake repair service
began last week. Flight is running in
New York state {except New York City)
and northern Pennsylvania. All dayparts
are being used for both radio and TV.
Target: adults, 25 and older. Agency:

CC Communications, Rochester, N.Y.

Minnesota Fabrics O Campaign for
retail fabric chain begins Sept. 25 and
will run for total of three weeks (one

The executives we delivered were
right for our clients, for their companies,
and for the specific 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.

Wrop(am) Daytona Beach, Fla.: To Weiss
& Powell from BH Radio Sales.

a
Kstermy Seminole, Okla.: To Weiss &
Powell (no previous rep).

a
WkHi(FM) Ocean City, Md.: To Shelly Katz
Radio Sales (no previocus rep).

a
Wynd(am) Newark, N.J.: To Shelly Katz Ra-
dio Sales from Lotus.

O
WMDH(FM) Muncie, Ind.: To Shelly Katz Ra-
dio Sales {no previous rep).

O

WVMS(AM)-WROE(FM)  Appleton, Wis.. To
Shelly Katz Radio Sales from Lotus.

Joe Sullivan & Associates, Inc.

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

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

cemputers have gotten smarter,
cameras have gotten simpler,
evens have gotten quicker,

peer has gotten lighter,

pedies have gotten leaner,
athletes have gotten richer,

hi-fi has gotten higher,

radio has gotten stronger,
studios have gotten smaller;
tewers have gotten taller,

movies have gotten longer,

cars have gotten shorter,

film has gotten faster,
euterspace has gotten closer
and blue jeans have gotten classier.




New it's eur turn.

In the past 10 years, the Premium  independently removable decks. Premium Line so popular.The
Line from ITC has seen refine- It's electronically better. There 2-inch tool plate aluminum deck.
ments, but no major changes. are new, high performance Durabile, high quality switches.
Frankly, it hasn’t needed any. The components, including NE5500 And a solenoid-actuated, chain-and-
Premium Line has been a depend- Series amplifiers. There's an sprocket pressure roller assembly.
able workharse that's found its exclusive ITC/3M playback head All backed by our famous two-
way into more studios than its for smooth frequency response year warranty on parts and
next two competitors combined. and improved signa!-tc-noise. factory labor, plus a 30-day

But we couldn’t leave well We've added a toroidal power guarantee of satisfaction. If, for
enough alone. So this year, the transformer with fully regutated any reason, you're not
Premium Line gives way to the and protected power supplies. completely satisfied, you can
Delta Series, a new generation And a digital cue tone detector return the unit within 30 days of
of cartridge machines that offers controlled by a powerful purchase and we'll refund your
you more than ten years worth MICroprocessor. money in full.
of improvements, And it's physically better The good things are still

its mechanically better. The because it's smaller. The whole there. But what you'll notice are
cart guides are improved. There's  unit is only one-third rack width the improvements. We think
-a crystal-referenced servo (5%"). The enclosure is made of they were worth the wait.
capstan motor with a vapor-honed  Ya-inch milled or cast aluminum, For more information, or
non-magnetic shaft. Moduiar for stability. And the panel inserts to place an order, call us collect
construction makes alignment are made of Lexan® from Alaska, Hawaii or lilinois,
and service convenient. High- Of course, we left in all the at 1-309-828-1381. From the
speed recue is standard. good things that made the rest of the U.S, call the following.
And the Delta Il Toll-free number:

gives you three

1-800-447-0414.

DELTA

INTERNATIONAL TAPETRONICS CORPORATION 3M hears you. ..
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week in October and one in Novernber). BADIOIONLY Broadcasting Publications Inc.

Markets covered in flight will be Farmland Foods D Pre-print ad support

Minneapolis-St. Paul, Chicago and for bacon begins in latter part of e o B, T eme
Milwaukee. All spots will be 10 September and runs through end of Da»Jna N. Waitaz:;(t:,ﬂ:fc:eg:fa/den{
seconds, running during all daypart_s on November. SpOtS will air in 15 markets, Philip;r:?.eBo‘ucher, ass;'srant lreg.;urer_
both radio and TV Target: women, 25- using all dayparts. Target: metropolitan The Fifth Estate

54. Agency: Wray/Mard Advertising, women, 25-49, Agency: Barickman 1e Fifth Estate

Charlotte, N.C. Advertising, Kansas City, Mo. Broadcastir'gﬁ

1735 DeSales Street, N.W., Washington 20036

ﬁ%[m{t@ Phone: 202-638-1022

Sol Taishott, edifor-in-chie! (1904-1982)
Lawrence B. Taishoft, pubiisher

Eastward Ho! Foote, Cone & Belding Communications has joined with Daiko Advertising in Editorial
Japan to form FCB office there. Called FCB/Japan, new office is wholly-owned subsidiary of Danald V. West, managing edilor
FCB. New subsidiary will have resources of both agencies, with access to Daiko's 38 offices = T AL T
in Japan, while FCB will provide Daiko with access to its worldwide network of 41 full-service Kira Greene, assistant (0 lhe managing edilor
offices in 22 countries. FCB Communications had worldwide billings in 1982 of about $1.2 Harry Jessell, associale ediior
billion Doug Halonen, Matt Stump, Kim McAvoy,
o assistant editors.
[} John Eggertan, sfaff writer

. 1 L X ] . Anthony Sanders, sysiems manager
McGavren’s radio diagnosis. During first six months of 1983, 25-54 demographic continued Susan Dillon, Marcia Klein, Geoft Foisie,
to be most requested availability in McGavren Guild's spot radic activity. It accounted for 34% Mich :S%HTIC’; 3:2',5’3{”5‘ )
of requests, followed by 18-49/18-44, 17% and 25-49/18-44, 11%. On other hand, for its e ;"' : °E;fo,fa éfn’;"’”::’:""”’
represented network, 18-49 grouping was at top of requests, accounting for 27%, trailed by Eciwin 1. Jamea (Weahinglorn)
25-54 and 18-34, each at 24%. During 1982 and 1983, more than half of all availabilities were Rufus Crater (New York)
for both men and women. McGavren's explanation: trend to appeal to both sexes on  Editorial Consuitants
previously male-only products such as air travel and banking services. Frederick M. Fitzgerald (Washington)

Rocco Famighetti (New York)
u] Broadcasting B Cablecasting

Cases settled. Three challenges to national television advertising were resolved during July Yearbook

via advertiser cooperation with National Advertising Division of Council of Better Business J059':':':.Jé’::::‘gs’;f;:i_e;mm,

Bureaus. Commercial for Armour-Dial Inc. (Dial solid antiperspirant) was reviewed by NAD,

. L . . R . L Advertising
which found advertiser's claims were substantiated. in two other cases, involving television Washington
commercials for Amoco Chemicals Corp./Amoco Foam Products Co. and for Chock Full Gene Edwards, direclor of sales and markeling
O'Nuts Corp., advertisers reported to NAD that advertising at issue had been discontinued. B s
O Doris Kelly, sales service manager.
Christopher Moseley, classified advert
. . o ] ristopher Moseley, c/assified advertising
At their fingertips. Since 1979, Broadcasters Promotion Association has been compressing P ma,’,'agen "
world of broadcast promotion and advertising into publication suitable for both student and New York
professional. Success capped that effort this month with release of "Broadcast Advertising & David Berlyn, senior sales manager
= Z 1 B 0 Charles Mohr, Ruth Windsor,
Promotion!,” 480-page textbook of instruction that ranges from basics to state-of-art saies managers
developments affecting profession. Authors are current BPA President Fred Bergendorif of Hollywood
KNX(AM) Los Angeles; Charles Harrison Smith, retired professor, communications art, San Tim Thometz, saies manager.
Francisco State University, and Lance Webster, executive coordinator, BPA. Information is ) Circulation
largely drawn from BPA members as well as association’s library at San Diego University. Of e R i
particular note are sections that spell out scope of promotion director's job and how specific Debra De Zarn, Joseph Kolthotf,
responsibilities are discharged, special promotion challenges that regularly arise, and 10 Chris McGirr.
case histories of undertakings by BPA member stations. Book is being mailed to BPA e Y Prodm;tlolrj
members. Copies alsc are available at $21.95 from Hastings House, Publishers, 10 East 40th BTy STENENs: produchon]manager

Don Gallo, production assistant

Street, New York 10016. Administration

a David N. Whitcombe, vice president/operations
3 X Philippe E. Boucher, controlier,
Agency appointments. Express Telecom (low cost long distance phone service) to Herman Albert Anderson.
and Rosner Enterprises, New York. . . . Larsen Products Corp. (manufactures concrete and Irving C. Miller, financial consuftant

Debra Shapiro, secretary to the publisher
Wendy J. Liebmann.

Corporate Relations
Patricia A. Vance, direclor

Bureaus
New York: 630 Third Avenue, 10017,
Phone: 212-599-2830.

Kathy Haley, bureau news manager
Stephen McCletlan, assistant edifor
Vincent M. Ditingo, senior editor radio
John Lippman, staff writer
Marie Leonard, Mona Gartner,
advertising assistants

— THE BECK-ROSS COMMUNICRNIONS STATIONS — O nane: 213465108,

Richard Mahter, correspondent.

plaster bonding agents) to Emery Advertising, Hunt Valley, Md.. ... Royal Silk, Ltd. (silk
tashions) to Bob Perilla Associates, New York. .

Tim Thometz, YWestern sales manager.

Dynamic. o0 Vibrant...In Touch. Sandra Klzusner, editorial-advertising assistant.

Member
WBLI-FM WHCN-FM WKTZ-FM | % Press

LONG ISLAND. N.Y. HARTFORD. CT. JACKSONVILLE. FLA
Founded 1931. Broadeasting-Telecasting * introduced

[n 1946. Television * acquired in 1961, Cablecasting
WKMF-AM WGMZ-FM WKTZ-AM introduced in 1972 8 * Reg. U.S. Patent Office. O

FLINT. MICHIGAN FLINT, MICHIGAN JACKSONVILLE. FLA. Copyright 1983 by Broadcasting Publciations InC

TELEVISION. Cablecastings.

Broadcasting Aug 29 1883



ICHARD su\'&fmous SHOW

With More Station Clearances Than Any Other First-Run Half-Hour
Program in Syndication!

Call: Bette Alofsin (212) 953-0610 GOLDEN WEST TELEVISION

Jim Francis (213) 460-5740 5800 Sunset Boulevard
Carla Hammerstein (213) 460-5832 PO. Box 500, Los Angeles, CA 90078
TWX 910-321-2928

Tim Noonan (319) 277-6463

©1983, GOLDEN WEST TELEVISION
Source: NSI May 1983 report on syndicated programs.
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This week

Aug. 29— NewYork TV Academy dinner. Topic: "Back-
stage at the Miss America Pageant.” Copacabana,
New York.

Aug. 29-30—New England Cable Television Associ-
ation annual convention and exhibition. Dunfey Hyan-
nis hotel and resort, Hyannis, Mass.

Aug. 28-31—Netiona! Association of Broadcasters’
Radio Programing Conference. Westin St. Francis, San
Francisco.

® Aug. 30—National Academy of Television Arts
and Sciences “Community Service” Emmy award din-
ner. St. Regis, New York.

® Aug. 30—New York State Commisgion on Cable
Television public meeting tor "presentation of com-
ments from members of the public on the provisions of
the newly franchised cable operations in New York

City " Two World Trade Center, New York.

Aug. 31—New York TV Academy luncheon. Speaker.
Chet Simmons, commissioner, United States Football
League. Copacabana, New York.

Aug. 31—Women in Cable, New England chapter,
meeting. Speaker: Paula Gold, secretary of consumer
affairs, Commonweaith of Massachusetts. Dunfey ho-
tel, Hyannis, Mass.

Aug. 31-Sept. 1—Society of Cable Television Engi-
neers seminar, “Operations, Technology & Integration
of Addressability.” Phitadelphia Marriott hotel, Philadel-
phia.

Aug. 31-Sept. 3—Information Film Producers of
America national conference. Manor Vail Lodge, Vail,
Colo. Information: (213) 795-7866.

Sept. 1—Deadline for entries in 18th annual Gabriel
Awards competition, presented by UNDA-—-USA for
television and radio programs that creatively treat is-
sues concerning human values. Information: Rev. Harry

Aug. 28-31—National Association of Broadcast-
ers’ Radio Programing Conference. Westin St. Fran-
¢is, San Francisco. Future conferences: Aug. 26-
29, 1984, Atlanta Hilton and Towers, Atlanta, and
Aug. 25-28, 1985, Opryland hotel, Nashville.

Sept. 8-10—Southern Cable Television Associ-
ation Eastern show Georgia World Congress Cen-
ter, Atlanta. Future shows: Sept. 6-8. 1984 and Aug.
25-27, 1985, both Georgia World Congress Center.

Sept. 22-24—Radio-Television News Directors
Association international conference. Caesars Pal-
ace, Las vegas. Future conference: Dec. 3-5,
1984, San Antonio, Tex.

Sept. 25-28—Broadcast Financial Management
Association 23rd annual conference. Hyatt, Orlan-
do, Fla. Future meetings: May 20-23, 1984, Grand
Hyatt, New York; May 12-15, 1985, Chicago; May
18-21, 1986, Los Angeles.

Oct. 2-5 National Radio Broadcasters Associ-
ation annual convention. Hilton hotel, New Or-
leans. Future conference: Sept. 16-19, 1984, Wes-
tin Bonaventure hotel, Los Angeles.

Oct. 2-5—Association of National Advertisers an-
nual meeting. Homestead, Hot Springs, Va. Future
meeting: Nov 11-14, 1984, Camelback Inn, Scotts-
dale, Ariz.

Oct. 29-Nov. 3—Society of Motion Picture and
Television Engineers 125th technical conference
and equipment exhibit. Los Angeles Convention
Center.

¥ Nov. 3-5—Society for Private and Commercial
Earth Stations (SPACE) second annual conven-
tion and international exhibition. Sheraton Twin
Towers, Orlando, Fla. Information: (202) 887-0600.

Nov. 7-10—-AMIP '83, American Market for Inter-
natione! Programs, organized by Perard Associ-
ates with MIDEM and National Video Clearing-
house. Fontainebleau Hilton, Miami Beach.
Information: Perard, 100 Lafayette Drive, Syosset,
N.Y, 11791, (516) 364-3686.

Nov. 14-16—Television Bureau of Advertising
29th annua! meeting. Riviera hotel, Las Vegas. Fu-
ture meetings: Nowv. 7-9, 1984, Hyatt Regency, Chi-
cago; Nov 11-13, 1985, Hyatt Regency, Dallas;
Nov. 17-19, 1986, Century Plaza, L os Angeles, and
Nov 18-20, 1987, Washington Hilton, Washington.

Dec. 11-12—National Cable Television Associ-
ation'’s National Cable Programing Conference.
Biltmore, Los Angeles.

Dec. 13-15—Western Cable Show. Anaheim Con-
vention Center, Anaheim, Calif.

Jan. 14-18, 1984—Association of Independent
Television Stations (INTV) annual convention.

Meferaieeings

Biltmore hotel, Los Angeles.

Jan. 15-20, 1984—National Association of Broad-
casters’ winter board meeting. Westin Warea
Beach hotel, Maui, Hawaii.

Jan. 28-31, 1984 Radio Advertising Bureau's
managing sales conference. Amfac hotel, Dallas-
Fort Worth Airpon.

Jan. 29-Feb. 1, 1984 _National Religious Broad-
casters 41st annual convention. Sheraton Washing-
ton, Washington.

Feb. 9-14, 1984 —NATPE International 21st an-
nual conference. San Francisco Hilton and Mos-
cone Center, San Francisco.

March 7-10, 1984 —American Association of Ad-
vertising Agencies annual meeting. Canyon, Palm
Springs, Calit. Fuwre meeting: May 15-18, 1985,
Greenbrier, White Sulphur Springs, W. \a.

April 8-12, 1984 National Public Radio annual
conference. Hyatt Regency, Arfington, Va.

Aprll 27-May 3, 1984 _MIP-TV international TV
program market. Palais des Festivals, Cannes,
France.

April 29-May 2, 1984 —National Association of
Broadcasters annual convention. Las vVegas Con-
vention Center, Las Vegas. Future conventions: Las
vegas, April 14-17, 1985; Dallas, Aprit 13-16, 1986;
Dallas, April 12-15, 1987, and Las Vegas, April 10-
13, 1988.

May 7-9,1984 —ABC-TV annual affiliates meeting.
Century Plaza, Los Angeles.

May 13-16, 1984 —CBS-TV annual affiliates meet-
ing. Century Plaza, Los Angeles.

May 20-22, 1884 _NBC-TV annual affiliates meet-
ing. Century Plaza, Los Angeles.

May 30-June 2, 1984 American Women in Ra-
dio and Television annual convention. Palmer
House, Chicago. Future conventions: May 7-11,
1985, New York Hilton, New York, and May 27-31,
1986, Loew's Anatole, Dallas.

June 2-6, 1884 _American Advertising Feder-
ation national convention. Fairmont hotel, Denver.
Future conventions: June 8-12, 1985, J.W. Marriott,
Washington, and June 14-18, 1986, Hyatt Regency
Chicago, Chicago.

June 3-8, 1984—National Cable Television Asso-
ciatiorn. annual convention, Las Vegas. Future con-
ventions: June 2-5, 1985, Las Vegas; March 16-19,
1986, Dallas, and May 17-20, 1987, Las Vegas.

June 10-15,1984—Broadcasters Promotion Asso-
ciation/Broadcast Designers Association annual
seminar. Caesars Palace, Las Vegas. Future con-
ventions: June 5-9, 1985, Hyatt Regency, Chicago;
June 10-15, 1986, Loew’s Anatole, Dallas.
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Schiitt, awards chairman, (415) 673-9294.

Also in September

Sept. 7—"Super Track Day,” sponsored by Cable Tele-
vision Administration and Marketing Soctety. Atlanta
Hilton, Atlanta.

Sept. 7—Ohkio Association of Broadcasters’ "Small
Market Potpourri.” Stouffer’s Avalon Inn, Warren, Ohio.

Sept. 7—New York TV Academy luncheon. Speaker:
Kay Koplovitz, president. USA Cable Network. Copa-
cabana, New York.

Sept, 7-9—Second annual Great Lakes Cable TV Expo
'83, sponsored by [linois-Indiana Cable TV Associ-
ation and Michigan Cable TV Association. Indianapo-
lis Convention and Exposition Center, Indianapolis. In-
formation: Shirley Watson, (618) 249-6263.

Sept. 8- National Association of Broadcasters
broadcast investment seminar. Information: (202) 293-
3584. Century Plaza hotel, Los Angeles.

Sept. 8-10—Southern Cable Television Association
Eastern show Georgia World Congress Center, Atlanta.

Sept. 9—Inaugural lecture of "Everett C. Parker Lec-
tures on Communications” series, sponsored by Unit-
ed Church of Christ, Office of Communication. Lectur-
er: Daniet L. Ritchie, Group W. Interchurch Center, New
York. Information: Eugene Schneider, (212) 683-5656.

Sept. 9 —Deadline for entries in 26th annual Interna-
tional Film and TV Festival of New York, for broad-
cast television and cable advertising, programing and
promotion. Information: 251 West 57th Street, New
York, N.Y,, 10019; (212) 246-5133.

Sept. 9-10—Radio-Television News Directors Associ-
ation region five meeting with Mary College, Bismarck,
N.D. Mary College campus, Bismarck, N.D.

# Sept. 9-11-—“Economics Issues” conference for
journalists, sponsored by Foundation for American
Communications and co-sponsored by Capital Cities
Foundation and AP Broadcasters. Dallas/Fort Worth
Hilton Conterence Center. Information: (213) 851-7372.

8 Sept. 10—National Academy of Television Arts
and Sciences, St. Louis chapter, Emmy awards pre-
sentation. Chase Park Plaza hotel, St. Louis.

Sept. 10—Deadline for entries in sixth Tokyo Video Fes-
tival, sponsored by JVC Co. of Japan. Information:
JVC Co. of America, 41 Slater Drive, Eimwood Park,
N.J., 07407.

Sept. 10—California Associated Press Television-Ra-
dio Association conference, “How to Prepare for Earth-
quakes and How to Cover Them."” Hyatt Regency, Oak-
land, Calif.

Sept. 10-13—Nebraska Broadcasters Association an-
nual convention, celebrating its 50th anniversary Holi-
day Inn Central, Omaha.

Sept. 11-13—/llinois Broadcasters Association annu-
al convention. Abbey on Lake Geneva, Fontana, Wis.

Sept. 11-13—New Jersey Broadcasters Association
37th annual convention. Goiden Nugget casino/hotel,
Atlantic City, N.J.

Sept. 11-13—Weshington State Association of Broad-
casters fall meeting. Rosario Resort, Qrgas Island,
Wash.

Sept. 11-13—Western regional convention of National
Religious Broadcasters. Los Angeles Marriott, Los An-
geles.

Sept. 11-13—Nevada Broadcasters Association fall
convention. Cal-Neva Lodge, Lake Tahoe, Nev.

Sept. 11-14—First International Cable and Satellite
Television Exhibition and Conference (CAST '83), spon-
sored by England’s Society of Cable Television E ngi-
neers, Cable Television Association of Great Britain,
Electronic Engineering Association and The Econo-
mist magazine. National Exhibition Center, Birming-




TRANSTAR WINS!
@ur Affiliates Say It Best. ..

"It sounds fantastic and is a great compliment to my local programming.”
Mike Harvey, President, WWSW FM, Pittsburgh, PA

"We had reached a level of professionalism at Y-94 that could only be improved by
TRANSTAR and it's great for the bottom line, too.”
Mike Purcell, Senior Vice President and General Manager
Y-94, Fresno, CA

"Thanks to TRANSTAR we moved up five ranks in Albuquerque in our key demo-
graphics without any promotion.”
Dave Simmons, General Manager, KZZX, Aibuquerque, NM

‘’San Bernadino is a competitive market, so we looked at all formats from syndicators

and other satellite music companies before making a decision ... TRANSTAR gave us

the best product with the highest benefit . . . Hence our decision to join TRANSTAR.”
Dana M. Kott, President, KBON FM, Lake Arrowhead
(San Bernadino), CA

"They told me 1 could save money and they were right, but the savings are nothing
compared to the increased revenue due to our super numbers.”
David Noll, Vice President and General Manager, KSPZ FM,
Colorado Springs, CO

"In our first TRANSTAR book, with the exception of morning drive where we were using
our own morning man, KENO virtually doubled our women 18+ shares. We've now
decided to go TRANSTAR 24 hours a day.”
Nancy Reynolds, Vice President and General Manager,
KENO, Las Vegas, NV

"This book’s out and we're delighted with the results. Sales are up 35% over last year.
This is a format we can sell.”
Chris Cage Caggiano, President, Cage Media Inc., WKK],
Celina, OH

The Satellite Programming Designed To Win
Transtar Radio Network
303-578-0700




ham, Engiand. Information: 100 Gloucester Place, Lon-
don, W1H3DA; telephone: 01-487-4397.

& Sept. 12--National Academy of Television Arts
and Sciences engineering Emmy awards dinner. Shera-
ton Cenler, New York,

Sept. 12—Deadline for entries in Television Bureau of
Advertising’s competition for best local or regional
commercials. Information: TVB, 485 Lexington Avenue,
New York, N.Y,, 10017.

Sept. 12-13—Alaska Broadcasters Association con-
vention. Captain Cook hotel, Anchorage, Alaska.

Sept. 13—17th annual World Communications Day,
sponsored by United States Catholic Conference,
Communication Commitiee. Speakers include Am-
bassador Abbott Washburn, chairman of U.S. delega-
tion to Regional Administrative Radio Conference. In-
tercultural Center, Georgetown University, Washington.

Sept. 13—"Overview of Cable Television,” seminar
sponsored by Bay Area Cable Club and Northern
California chapter of Women in Cable. Gallagher's,
Jack London Square, QOakland, Calit.

Sept. 13—Ohio Association of Broadcasters Youngs-
town managers' luncheon. Youngstown Club, Youngs-
town, Ohio.

Sept. 14— Ohio Association of Broadcasters Cleve-
land managers' luncheon. Bond Court hotel, Cleve-
land.

Sept. 14— New York TV Academy luncheon. Speaker:
John Moffitt, producer-director, Not Necessarily the
News, HBO. Copacabana, New York.

Sept. 14-16—CBS Radio Network affiliates board
meeling. Waldort Astoria, New York.

Sept. 15—New York Market Radio Broadcasters As-
sociation seventh annual radio festival. Sheraton Cen-
ter, New York.

Sept. 15—Deadline for entries in 15th national Abe
Lincoln awards sponsored by Southern Baptist Radio
and Television Commaission. Information: Bonita Spar-
row, SBATC, 6350 W. Freeway, Fort Worth 76150

Sept. 15—Deadline for entries in "Forum Award,” spon-
sored by Atomic Industrial Forum, honoring “significant
contributions by the print and electronic news mediato
public understanding of peaceful uses of nuclear ener-
gy.” Information: Diane Tarnef, AlF, 7101 Wisconsin Ave-
nue, Bethesda, Md., 20814, (301) 654-9260.

Sept. 15— Public Service Satellite Consortium semi-
nar, “Buying Your Earth Station: Making the Right Deci-
sion.” Shoreham hotel, Washington.

Sept. 15—0Ohio Association of Broadcasters Toledo
ganagers‘ luncheon. Toledo Athletic Club, Toledo,
hi0.

Sept. 15— Radio Advertising Bureau retail and co-cp
workshop. Hilton Airport Plaza inn, Kansas City, Mo.

Sept. 16--Deadline for applications for certification ex-
ams of Society of Broadceast and Communications En-
gineers. Information: Certification secretary, SBCE,
PO. Box 50844, Indianapolis, Ind., 46250

Sept. 16— Ohio Association of Broadcasters Akron-
Canton managers' luncheon. Quaker Square hotel, Ak-
ron, Ohio.

Sept. 18-20—National Association of Black Owned
Broadcasters seventh annual fall broadcast manage-

@ﬁ@y ¥ Tuned

A professional's guide to the intermedia week (Aug. 29-Sept. 4)

Network television U PBS: (check local times) Mark Russell Comedy, Wednesday,
8:30-8 p.m.; ABC: I Do, I Don’t (comedy pilot), Friday, 8:30-9 p.m.

Radio O (check local times) ABC FM: MTV: Music You Can See {five-part series on ca-
ble service}, Monday-Friday; CBS RadioRadio: Super Concert (best of live rock perfor-
mances of past 15 years), Saturday-Monday [9/5], three hours; Mutual: Dick Clark Pre-
sents: Super Somgs (top rock 'n’ roll hits from 50's-80's), Saturday-Monday [9/5], three

hours.

Cable D HBO: Stopwatch: Thirty Minutes of Investigative Ticking* (newsmagazine
spoof/piot), Saturday, 9:30-10 p.m.; Disney: Coming On/* (showcase of college-aged
performers on location at schools}), Saturday, 4-4:30 p.m.

Syndication U Westwood One: US Festival ’83, Saturday-Monday [9/5], 12 hours,

[cleared in 320 markets including top 25].

Museum of Broadcasting O (1 East 53d Street, New York) The Early Days, Beatles
documentary, now-Sept. 17; Bob and Ray, return of earlier exhibit, now-Saturday.

*indicates a premiere episode

ment conference, “Politics and Profits: Looking Ahead
to Campaign '84." Keynote speaker: Representative
Mickey teland (D-Tex.). Sheraton Washington hotel,
Washington.

Sept. 18— Syracuse University chapter of National
Academy of Television Arts and Sciences “distin-
guished visiting professor” lecture series. Speaker:
Jerome Dominus, VP, CBS Television Network Sales.
S.1. Newhouse School of Public Communications, Syra-
cuse, N.Y.

Sept. 19-20—Public Telecommunications Financial
Management Association regional workshop, featur-
ing sessions on requirements for Corporation for Public
Broadcasting’s annual financial report and on unrelat-
ed business income. Haliday Inn Denver Downtown,
Denver. Information: Robert Simmons, (803) 799-5517.

Sept. 19-20—Minnesota Broadcasters Association fall
convention. Sunwood, St. Cloud, Minn.

Sept. 19-23—Sixth International Conference on Digital
Satellite Communications sponsored by Comsat, in-
ternational Telecommunications Satellite Organiza-
tion, American [nstitute of Aeronautics and Astro-
nautics, IEEE Communications Society, IEEE
Aerospace and Electronic Systems Society. Phoenix
Hyatt, Phoenix. Information: Comsat, 950 LUEnfant Pla-
za, S.W,, Washington, 20024.

Sept. 19-23Second annual London Multli-Media
Market. Gloucester hotel, South Kensington, England.
Information: London Multi-Media Market, 17 Great Pul-
teney Street, London, W1R 3RG; telephone: 01-734-
4765.

Sept. 19-28- Western Public Radio radio drama pro-
duction workshop, par of National Radio Training Pro-
ject, funded by John and Mary R. Markle Foundation.

NORMAN

PO. Box 5308 (78763)

CONFIDENCE - TRUST - EXPERIENCE
A SUCCESSFUL MEDIA BROKER

FOR PROFESSIONAL SERVICES IN
MEDIA BROKERAGE & APPRAISALS

CONTACT:

|
FiSCHER AND ASSOCIATES INC.
AUSTIN, TEXAS

(512) 476-9457
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WPR headquarters, Fort Mason Center, Building D, San
Francisco, 94123.

B Sept. 20— “Television Journalism in the 80's,” semi-
nar sponsored by Global Village, nonprofit video pro-
duction group and media center. Panelists include Bob
Ferrante, executive producer, CBS Morning News;
Mary Alice Williams, VP, Cable News Network; John
O'Connor, New York Times TV critic, and Dave Mar-
ash, correspondent, WNBC-TV. Global Village head-
quarters, New York.

Sept. 20--Radio Advertising Bureau retail and co-op
workshop. Registry hotel, Minneapolis.

Sept. 20-21—Society of Cabie Television Engineers
seminar. Sessions will cover cable TV signal leakage,
fiber optics and fiber optic transmission systems, data
and networking, feedforward, cellular radio and com-
puter testing systems. Sheraton hotel and conference
center, Concord, Catif.

Sept. 20-22—Washington Journalism Center’s con-
terence for journalists, “Politics '84: Issues and Candi-
dates." Watergate hotel, Washington.

Sept. 21 —International Radio and Television Society
newsmaker luncheon. Speaker: FCC Chairman Mark
Fowler. Waldorf_Astaria, New York.

Sept. 21—Women in Cable, Washington chapter,
charity event for Capital Children’s Museum in Wash-
ington. Tom Wheeler, president, National Cable Televi-
sion Assaociation, to be roasted. Shareham hotel, Wash-
ington. Information: Judy Cohen, (202) 887-0909.

u  Sept. 21—National Press Club luncheon. Speak-
er: TV producer Norman Lear, chairman, People for the
American Way National Press Club, Washington.

Sept. 21-22—Television Bureau of Advertising sales
advisory committee meeting. Indian Lakes, Chicago.

Sept. 21-23—Midwestern regional convention of Na-
tional Religious Broadcasters. Sheraton-west Port Inn,
St. Louis.

¥ Sept. 21-24—-Telocator Network of America 35th
annual convention. Speakers include  William
McGowan, chairman and chief executive officer, MCI
Comunications Corp., and Robert Galvin, chairman
and chief executive officer, Motorola Inc. Chicago Mar-
riott-Downtown, Chicago.

Sept. 22—Radio Advertising Bureau retail and co-op
workshop. Sheraton Southfield, Detroit.

Sept. 22—Phiiadelphia Cable Club meeting. Speaker:
Frank Biondi, president, Home Box Office. Adams
Mark hotel, Bala Cynwyd, Pa.

Sept. 22-23-—/nstitute of Electrical and Electronics
Engineers Broadeast Symposium 33rd annual broad-
cast symposium. Hotel Washington, Washington.

Sept. 22-23  Publie Telecommunications Financial
Management Association regional workshap, featur-
iIng sessions on requirements for Corporation for Public
Broadcasting's annual financial report and on unrelat-



Attracts Attention
Like The
Nashville Network.

Nothing

c able systems all
over the country are
recelving great response
and community attention
from Nashville Network
promotions. The kind
of response that gen-
erates warmth, satisfac-
tion and involvement
within their communities.

For example, Buckeye
CableVision introduced
The Nashville Network
to Toledo, Ohio by
sponsoring a free, launch-
night concert, featuring
country star Jerry Reed.
Over 4,500 people en-
joyed the concert, got a
look at cable’s first coun-
try channel and had the
cable system to thank for
a great time.

Two cable systems
in Portland, Oregon,
Liberty Cable Television
and CableSystems Pacific,
also experienced The
Nashville Network’s
drawing power. They
joined together and held
an enormous country fair,
“Nashville Northwest.”
The results? Over 8,000
people attended! Com-
munity and non-profit
organizations benefitted

from their participation.
Country fans enjoyed a
day of country fun. And
the cable systems walked
away with good publicity,
greater visibility, happier
subscribers, and more
responsive potential cus-
tomers.

In short, they won
the respect and goodwill
of the community.

So, if you’re looking
for a way to warm your
community to the idea of
cable, give us a call today
at (800) 243-9141. wWe'll
be glad to show you how
The Nashville Network
can attract some attention
In your community.

The Nashville Network
is a service of Group W
Satellite Communications
and WSM Inc.

)

THE NASHVILLE
NETWORK..

o Group W Satelite Communications 1983

The Gable Ghannel For People Who Really Love Their Goun
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Wiliiam Schwartz is president and
chief executive officer, not chief operat-
ing officer, of Cox Communications, as
reported erroneously in BROADCASTING'S
| Aug. 22 issue.

ed business income. Galt House, Louisville, Ky. Infor-
mation: Robert Simmons, (803) 799-5517.

Sept. 22-24—Radio-Television News Directors Asso-
#ation 38th annual international convention. Keynote
speech: ABC-TVs David Brinkley NBC Newss John
Chancellor to receive 1983 Paul White Award. Other
speakers include Paul Harvey, ABC commentator; Bill
Moyers and Charles Osgood. CBS News, and Av Wes-
tin, ABC-TV. Caesars Palace, Las Vegas.

Sept. 22-24—Americom Advertising Federation dis-
trict five conference. Sheraton, Columbus, Ohio.

Sept. 22-25-Third annual National Video Festival,
sponsored by Sony. American Film Institute campus,
Los Angeles. Information: (213) 856-7787.

Sept. 23 Sonthern California Cable Club third anni-
versary dinner/dance. Century Plaza hotel, Los Ange-
les

Sept. 23— ociety of Bruadcast and Communications
Engineers central New York regional convention and
equipment show. Sheraton Syracuse, Syracuse, N.Y.

Sept. 23—FCC, in cooperation with American Women
in Radio end Telswision, Symposium, “Women in the
Electronic Media.” Ownership opportunities will be pri-

mary topic. FCC, Washington.

Sept. 23 "The Lawyer and the New Video Market-
place li,” sponsored by American Bar Association Fo-
rum Commilttee on Communications Law. Grand Hy-
aft New York, New York.

Sept. 23— "State of the American Music Market,” semi-
nar sponsored by Burkhart/Abrams/Michaels/Doug-
las. London Hilton, London.

Sept. 23-24—Seventh annual “South Dakota Broad-
casters Day," sponsored by South Dekota State Uni-
versity. SDSU campus and Holiday Inn, Brookings,
S.D., 57007; (605) 688-4191.

Sept. 23-25—-Maine Association of Broadcasters an-
nual convention. Speakers inciude James Rosenfield,
executive vice president, CBS/Broadcast Group, and
Eddie Fritts, president, National Association of Broad-
casters. Sebasco Resort, Sebasco Estates, Me.

Sept. 23-25 North Dakota Broadeasters Association
annual meeting. Ramada inn, Minot, N.D.

Sept. 24-25—"Copyright in the 215t Century” seminar
sponsored by U.S. Copyright Office, for members of
House and Senate Judiciary Committees. Williams-
burg. Va.

Sept. 24-27—International Institute of Communica-
tions annual conference. Discussions include interna-
tional policies and development; space and technol-
ogy. broadcasting. and communications issues and
research. Americana Aruba, Aruba, West Indies. Infor-
mation: 'IC, Tavistock House East, Tavistock Square,
London, WC1H 9LG.

Sept. 25—35th annual Emmy Awards, sponsored by

Academy of Television Arte and Sciences, telecast on

EB?—TV. from Pasadena Civic Auditorium, Pasadena,
alif.

Sept. 25-28—Broadcast Financial Management As-
sociation 23rd annual conference. Hyatt Orlando, Kis-

simmee, Fla,

= Sept. 26-27Practising Law Institute seminar,
“Campaign '84: Advertising and Programing Obliga-
tions of the Electronic Media." Embassy Row hotel,
Washington. Information: Nancy Hinman, (212} 765-
5700.

Sept. 27—International Association of Satellite Us-
ers monthly meeting. Twin Bridges Marriott, Arfington,
Va.

Sept. 27—Programing seminar sponsored by Bay
Area Cable Club and Northern California chapter of
Women in Cable. Gallagher's, Jack London Square,
Oakland, Calif.

Sept. 27—Radio Advertising Bureau retail and co-op
workshop. Drawbridge Inn, Cincinnati (Fort Mitchell,
Ky).

Sept. 27-29—University of Wisconsin-Extension 29th
annual *Broadcasters' Clinic.” Sheraton inn and Con-
ference Center, Madison, Wis.

Sept. 28—Orlando (Fla.) Radio Broadcasters Associ-
ation seminar, "Radio: The Sound Alternative.” Harley
hotel, Orlando, Fla.
Sept. 28-30—Southeastern regional convention of Na-
tional Religious Broadcasters. Stone Mountain Inn, At-
lanta.

20— Radio Advertising Bureau retail and co-op
workshop. Hilton Inn, Florida Center, Orlando. Fla.

Sept. 29-Oct. 2—American Advertising Federation
Western region conference. Vacation Village, San
Diego.

Sept. 30—Deadline for entries in Chio State Awards,
recognizing excellence in educational, informational
and public affairs programs, sponsored by WOSU-
AM-FM-TV Columbus, Ohio, Ohio State University.
Information: Institute for Education by Radio-Television,
2400 Olentangy River Road, Columbus, Ohio, 43210,
Phyllis Madry, (614) 422-0185.

OpenaMike

No myth, fact

EDITOR: I consider your Aug. 15 article,
“The Myth of Deregulation,” off the mark.

We have just received our renewal post-
card, which must be filed by Oct. 1, 1983. It
is, indeed, a postcard; it contains five ques-
tions, and no exhibits are necessary unless
there is some irregularity.

By comparison, our 1980 application for
renewal—which was, in itself, a distinct im-
provement over prior years—contained 24
questions, six exhibits (one of which was the
composite week of programing logs and oth-
ers which required much time and effort).
And ours was about as simple as an applica-
tion could get: nondirectional; no irregulari-
ties; no lapses from accepted practices.

That most broadcasters are continuing to
operate about as they did (not quite true)
does not mean deregulation has failed as
much as it indicates that most of the formerly
required procedures really were necessary.
Logs serve several valuable purposes. Pub-
lic affairs programing is a good idea. Ascer-
tainment is something any broadcaster worth
his salt does anyway.

The fact that we no longer have to prove it
to some bureaucrat’s satisfaction every three
years makes it a good idea, both from the
broadcasters’ standpoint and that of the bu-
reau.

What has changed in our operation, and I
suspect in many others, is the criteria used to
justify programing. Before deregulation, we
were committed to a certain percentage of

each type of programing each week—
whether or not that much was needed, justi-
fiable, good or bad. Now, we justify pro-
graming on the basis of quality. . . not quan-
tity. We don’t worry about whether we are
broadcasting 11% “news”... just whether
there is that much to say. And many weeks
there is more than that much.

We are spared the ordeal, in a community
stightly over 10,000 people, of interviewing
60 “community leaders” (we frequently
wound up interviewing each other) and pre-
paring a complicated matrix indicating
which “leader” talked about which “prob-
lem.” (We all talked about all of them.)

What our department heads concluded on
the eve of deregulation was that from now on
we really had to operate in the public inter-
est, or the public would turn us off. No more
“Sunday moming ghetto” where we dumped
all the “turn-offs.” No more excuses. If we
don't please the public, the public will put us
out of business without batting an eye. And
there will be no government agency to bail
us out.—Tom Elkins, president, KNUIAM)
Kahlui, Hawaii.

Business update

EDITOR: Enjoyed your Aug. 15 piece on
business reporting, otherwise known as
WallStreetWeekWallStreetJournalReport-
NightlyBusinessReportBiznetTodaylt's-
YourBusinessBusinessWeek Taking Advan-
tageMoneyworksBusinessTimesInside Busi-
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nessMoneylineMoneyweek. What  your
article failed to mention was USA Network's
Wall Street Journal Late News, which has
been on the air for the past two years and is
cablecast Monday through Friday at 7:57
p.m. and once more in prime time, depend-
ing on events. They are two-minute econom-
ic update/features anchored by William
Bruce, veteran financial correspondent.
They are produced by the Dow Jones News
Service and sponsored by the WSJ and par-
ticipating advertisers such as Hyatt, Thomp-
son Medical and Sears/Dean Witter.—Barry
D. Kluge, director of public relations, USA
Cable Network, Glen Rock, N.J.

Ditferent tune

EDITOR: I must take exception to Buddy
Scott’s jingle “Monday Memo” in the Aug. 8
edition of BROADCASTING. While some so-
called “jingles” remain memorable (such as
those Mr. Scott mentions), many more are
advertising “garbage.” Most of them are trite
beyond belief, difficult to understand, irri-
tating, ridiculous and downright insulting to
the viewing and listening audience.

No, I am not a music hater. It is because I
love music that I dislike most jingles. Jin-
gles, in moderation, and when well-pro-
duced can be used to an advantage. But,
overuse becomes abuse. In fact, too many
jingles may be ruining the very demographic
one is attempting to reach in an advertising
message.

Nevertheless, I feel advertising patriarch



Microdyne Satellite
Receiving Equipment
is backed by the Most
Responsive Service Policy
in the Industry

Microdyne equipment is
designed to the highest achiev-
able standards of reliability and
we are very successful in
meeting these standards.

But even Microdyne prod-
ucts fail on occasion. So we
provide our customers with this
assurance.

If your Microdyne equip-
ment fails, ship it to our service
depot. Within 48 hours of our

receiving it, it will be repaired
and on its way back to you. If
we cannot repair it within 48

hours, we ship a new replace-
ment unit.

If your equipment is in
warranty, there is no charge for
this service.

if the equipment is out of
warranty, you pay only our
published flat repair charge
which is quoted prior to your

Microdyne Corporation

returning the equip- v
ment. There are no E’J
surprises, no delays. £/

If it becomes necessary to
ship a new replacement unit,
there is no additional charge.

This is an exceptional
service policy.

It's from Microdyne.

An exceptional company.

P.O. Box 7213 ¢ Ocala, FL 32672 ¢ (904) 687-4633 » TWX: 810-858-0307



Dravid Ohyeilvy has the last word about jingles
in hiz “Confessions of an Advertising Man”
when he says, “.. .Don’t sing your selling
message. Selling is serious business. How
would you react if you went into a Sears
store to buy a frying pan and the salesperson
started singing jingles at you? .. .I never
sang to my prospects. The advertisers who
believe in their selling power have never had
to sell anything. ..”

Amen!—Jvars Bezdechi, executive pro-
ducer, Boscom Media Creations, Portland,
Ore

The phenomenon explained

EDITOR: Speculation on the reasons for the
“resurgence” of top 40 radio (“Top40isona
roll,” [BROADCASTING, Aug. 15]) might fo-
cus on the high percentage of pop music
stations now on the FM dial.

When contemporary formats were dis-
persed over two bands (FM and AM) there
were $O many stations cutting up that pie that
the audience of most individual stations be-
came smaller. With a few notable AM ex-
ceptions (such as WLS, WNBC and KFRC)
most major-market contemporary music
programing is now centered on the FM
band, which became the dial where the ma-
jority of listeners now shop for music.

Top 40 never really went away. We have a
much clearer view of its audience now that
they are gathering in larger numbers at spe-
cific locations. When it's done well it sounds
as great as ever and becomes a formidable
device for creating multidemographic audi-

ences of teen-agers, young adults and
adults.—Rick Sklar, vice president, ABC
Radio, New York.

Barter backer

EDITOR: Advertiser-supported syndication
has shown phenomenal growth in the past
several years and all indications are that it
will continue to grow to more than double its
present size within the next five years. The
reason for this growth is that stations have
accepted barter and cash/barter programing
as both an efficient source of program acqui-
sition and one that can actually improve the
dynamics of the local television market-
place, i.e., higher rates and higher costs per
point.

In an Aug. 15 “Open Mike,” a station
operator suggested the dollars for barter syn-
dication come from spot television. A sim-
ple analysis of the differences between na-
tional and local television will reveal that is
not the case. Advertiser-supported syndica-
tion is a national medium and positions itself
against network television and cable. Most
syndicated programs are in 75 to 150 mar-
kets with national coverage between 65%
and 95%. Most spot gampaigns are between
10 and 25 markets covering from 10% to
50% of the country. Additionally, spot is pur-
chased in flights wheareas syndication is a
continuing annual or semiannual buy.

Usually, advertiser syndication is priced
between 15% and 25% below the compara-
ble network daypart. Negotiations are con-
ducted at virtually every agency with the
network buying group. Budgets that are

FEASIBILITY

STUDIES

When you're [ radio and other
considering an in- new technologies
vestment like the can rely on our
start-up of a new expertise to solve
broadcast station, their investment
cable system or | and planning
satellite-distributed ! puzzles.

service, you need s
the best information you
can get.

At Frazier, Gross & Kadlec, we've
spent more than 35 years helping
radio, television and cable system
investors determine the costs of new
builds and project revenues, expenses
and profits. Now potential investors
in 8TV, satellite networking, cellular

——" So if you're in need
of a specialist to identify

capital requirements, start-up costs,

debt amortization and return on

investment, call or write:

Susan D. Harrison, Vice President

Frazier, Gross & Kadlec, Inc.

4801 Massachusetts Avenue, N.W.

Washington, D.C. 20016

(202) 966-2280.

ERAZIER,

GROSS &
Broadcast and Cable Management Consultants

© 1982, Frazier, Gross & Kadlec, Inc.
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spent on syndication are dollars not spent on
network or cable.

Generally, syndication is priced to the ad-
vertiser somewhat higher than spot TVon a
C-P-M basis with the exception of affiliate
prime time. National syndication falls be-
tween network and spot in its C-P-M range
with advertisers.

This position has been examined in depth
by a variety of station groups and TV reps.
These same companies have entered the are-
na and have produced programs for the ad-
vertiser-supported syndicated market fully
aware that they are competing with the net-
works and are not competing with them-
selves.

From a station’s perspective, a cost/bene-
fit evaluation of a barter program is compli-
cated and involves three areas of concern:
the program value of the offering itself; the
effect of the barter time on a station’s sales
position, and the tax and accounting aspects
of barter.

The true cost of barter programing is its
impact on sales. The proper forecasting and
management of sales inventory, along with
professional sales packaging techniques,
have made the acquistion of programing
through advertiser syndication efficient and
profitable. Those stations that have managed
their program acquisitions effectively witha
prudent mix of cash and barter offerings
have already “set the issue to right and have
taken charge of their financial operation.”—
Robert L. Turner, chairman, Advertiser Syndi-
cated Television Association, New York.

History lesson

EDITOR: I am continually bemused to ob-
serve how broadcasting history tends to be-
come distorted and twisted over the years. I
refer to the recent flurry of letters to BROAD-
CASTING concerning the origination of the
“all-news” format. Specifically, the infer-
ence that WINS(AM) New York was the first
all-news station in the world, having gone
the route in 1965.

I wish to point out that the very first all-
news format was designed by myself and hit
the airwaves on XETRA(AM) Tijuana, Mexico
(XTRA News), while under the Gordon
McLendon umbrella on May 5, 1961. The
first all-news station in the United States was
McLendon'’s wNUS(aM) Chicago which fol-
lowed a year later.

While Westinghouse and others haveire-
fined and distilled the all-news format far
beyond those early prototype days, the fact
remains that they were by no means the
originator.—Donald C. Keyes, president,
WTAL(AM) Tallahassee, Fla.

sky IIHI!!

EDITOR: Your mention of Telstar I (“In
Sync,” Aug. 8) could leave the impression
that it was the world’s first private satellite.
Actually, the title goes to OSCAR I, which
stood for Orbital Satellite Carrying Amateur
Radio. Admittedly, OSCAR lacked the so-
phistication of Telstar—all it did was chirp,
“Hi” in Morse code.—Roy A. Raney, assis-
tant director, department of public affairs,
National Jewish Hospital/National Asthma
Center, Denver.
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Brazil is the latest country secking to sell

hundreds of thousands of tons of subsidized *
steel slabs to an American steel company for 4
finishing into steet products. 1
The slabs would replace steel made in Amer- ‘}ég
ica, further reduce our steetmaking capacity and Q

throw out of work additional thousands of steel
industry supplicrs, steelworkers, and service em-
ptoyces in steel towns.

Liowever, a Brazilian government representa-
tive said Brazil is “. .. being cautious and is still
wiiting to see the outcome of a similar deal be-
tween United States Steel Corporation and British
Steel Corporation.”

In carlier statements we warned the American
public that if British Stecl is allowed to annually ship
3 mitlion tons of subsidized steel to ULS. Steel’s Fairless
Works, there would be a flood of cheaper deals from
Brazil, Korea, and other countries.

Alrcady, Brazil is negotiating with Wheeling-
Pittsburgh Steel to ship raw steel slabs to Steubenville,
Ohio. The Steubenville Works has just installed brand
new “state-of-the-art™ equipment to make its own slabs,
Workers there have taken deep cuts in pay and benefits
to help their company modernize.

Still, Wheeling-Pittsburgh officials say, the Brazilian
steel would be far cheaper. Steubenville’s inland loca-
tion, modern equipment, and substantially lower labor
costs are all overcome by the Brazilian government’s
subsidy to its new steel industry.

What is happening in the steel industry is a dramatic
examiple of the problem of international targeting of
selected industries.

Through targeting, a government gives
preferred treatment to a chosen industry—
subsidizing its development in many ways
until its products can be dumped on foreign

markets at prices far below the true cost of
production.
Because of our high consumption and lack of

a national industrial policy, the United States isa
sitting duck for these practices. Look at what has
happened in some other industries which have
been targeted:

COMPUTERIZED MACHINE TOOLS: Japan’s
share of this market in the United States has in-
creased from 5% to 50% since 1976. 24,000 Amer-
ican jobs have been lost.

AIRBUS: Western European countries targeted
the world commercial aircraft market in the carly
1970’s with the creation of a joint venture called
Airbus Industries—which now accounts for half of the
free worlkd market for widebodied aircraft. This rapid
market penetration contributed to Lockheed’s decision
to stop production of the L1011, with a loss of 4,000
jobs.

Private American business firms and workers cannot
compete against the governments of foreign countrics.
Some American industries are simply disappearing.
Others are falling far behind their subsidized foreign
competitors.

Today we are faced with the very real threat of losing
America’s steel independence. If we do, much of our
military power and economic base will also be lost.

Tomorrow, it could be your industry. It could be your
job.

Brazil Joins Britain In Attack On USAS Steel Independence
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UNITED STEELWORKERS OF AMERICA

Lloyd McBride,
Five Gateway

President
Center

Pittsburgh, Pennsylvania 15222



A radio commentary from Sondra Michaelson, Dancer Fitzgerald Sample, New York

Taking a reading
on radio’s health

Overall, radio is in pretty good shape. The
medium js undergoing dramatic changes,
however, as are most of the other media.
As the baby-boom audience born in the
40’s and 50’s gets older and its needs
change, we look to ever emerging new for-
mats and services.

First, let's remember that there are more
than 9,000 radio stations on the air in the
U.S. today. Believe it or not, that number
continues to increase, albeit slowly. There
are still several unassigned frequencies
available in the nation’s smallest markets.
Applicants are still finding room in big
markets. The FCC has just approved appli-
cations for stations that will serve Wash-
ington and Atlanta. Even with so many sta-
tions on the air, entrepreneurs think there
are still fortunes to be made in radio. Be-
cause radio is good business.

For a number of years, radio executives
have claimed that national spot dollars
have been standing still and that local spot
revenues have been showing growth. The
fact is that there has been a shift of national
spot dollars to network dollars. This
change has left national spot on a plateau,
and has contributed to the proliferation of
network radio services.

Although five years ago any agency
staffer could say Contemporary, FM, En-
tertainment, Information, CBS, Mutual,
NBC without even thinking about it, now
only the most seasoned media professional
would even attempt to recite from memory
the names of all the radio network and syn-
dication services in business today. An in-
teresting fact of life in radio is that when
advertisers spend more in network, very
little of this increase is reflected in dollar
profits at the station level. What the station
does receive is programing designed to fit
a particular station’s format. It is only in
the major markets that network compensa-
tion becomes an important economic fac-
tor.

So where is radio today? Well, it is mak-
ing money, for the most part, although its
sources of revenues are changing.

We’ve looked at the changes in the net-
works, and the related effects that have oc-
curred in national spot. Suffice it to say
that in most instances, local sales are in-
creasing (even in those areas most affect-
ed by recession). Local radio is inexpen-
sive (as compared to other media). It still
generates quick results at the store level,
and its flexibility allows quick copy

B v

Sondra (Sam) Michaelson, an associate
media director at Dancer Fitzgerald Sample,
New York, is in charge of national and local
radio buying for all DFS/New York clients. She
joined DFS in 1976 as a media buyer, was
promoted to media supervisor in 1978 and
was named associale media director in

1981.

changes and multiple opportunities to take
advantage of many special selling situa-
tions.

Today’s formats reflect changes in audi-
ence taste and needs. If you were to listen
to a tape of your favorite radio station of
10, five or even two years ago, you would
be amazed to hear the differences from the
way it sounds today. In the first place, there
is a good chance that the station would
have new call letters; many stations change
call letters the way some people change
jobs. Also, you would certainly discover
different announcers, different music for-
mats, different jingles and a different phi-
losophy for delivering this product to the
listeners. )

Even the all-news stations sound differ-
ent today from the way they sounded a few
years back. Sure, they’re still doing all-
news, but now the emphasis is on different
elements. CBS ran Mystery Theater for
quite a few years, and for a long time it was
fully sponsored. It was recently canceled.
Stations weren’t clearing for it and adver-
tisers weren't standing in line.

The beautiful music format was a mon-
ster for quite a few years. It was the most
responsible for really getting FM off the
ground. Over the past two years, it has
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declined precipitously. In the process of
not staying attuned to its audience, the
beautiful music programers have lost rat-
ings and the producers of this format have
lost stations. Probably 40% of the stations
that carried beautiful music two years ago
have changed to another format. Under-
stand that the format, per se, is just fine.
What'’s important here is that the beautiful
music today’s audience wants is not the
same as the beautiful music of two years
ago.

The format called “urban contempo-
rary” was unheard of a few years ago. Yet
today, there is not a major market in the
country that doesn’t have a station with this
format.

But what we’re seeing is the continu-
ation of a trend. Stations can no longer
afford the luxury of being all things to all
people. More and more, we are in the age
of media and format specialization. The
radio networks understand this, and are
programing themselves accordingly. The
successful local radio stations are doing
the same.

How far can this trend go? Who knows?
But a station recently put on a format that is
100% comedy.

Nobody knows where the world of cable
television is headed, but alert radio sta-
tions are recognizing the fact that if some-
one is watching television, he or she can-
not be listening to the radio. Thus, some
stations are putting cameras in their news-
rooms and supplying their regular news-
casts to cable systems. Others are putting
their morning shows on the cable, figuring
that if you can’t beat ’em, you’d better join
'em. A similar approach has been taken by
many of the country’s classical stations
that regularly simulcast with the local pub-
lic TV stations, bringing quality stereo
sound to productions such as Live From
Lincoln Center.

A word about satellite and radio. Most
listeners tune to radio to get programing
that suits their needs. If programing is fed
to a station by satellite, and that program-
ing satisfies the listener’s requirements,
that’s fine. But there is no romance in satel-
lite programing in itself. The delivery sys-
tem is merely one more tool in the station’s
attempt to attract the proper audience. A
satellite by itself is useless. It is the pro-
graming that wins or loses the listeners.

Radio is dynamic, flexible and an impor-
tant part of everyone’s life. Nearly 94% of
this country’s population listens to the ra-
dio each week. No other medium can make
that claim. Qur job is to determine how
best to use it. ]




* source: ARBITRON WEEK ENDING JULY 23,1983
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Marriage made for the heavens?

Comsat’s Satellite Television Corp., which has been look-

ing for partners to help shoulder the enormous operation-

al and financial burden of its direct broadcast satellite

glans. may have found two: CBS and General Cinema
orp.

According to industry sources, Comsat has talked to
scores of potential partners, but now seems to be zeroing
in on CBS, General Cinerma and one other company. Each
of the four partners would hold a 25% interest in STC, the
sources said.

STC spokeswoman Judith Shannon said STC has
“talked with a lot of companies at this point” but would
neither confirm nor deny that agreements with CBS and
General Cinema were in the works.

A CBS executive, while confirming that discussions are
current with a number of potential DBS joint venturers and
satellite manufacturers, cautioned against making too
much of any discussions with Comsat at this point. “Don't
turn 'talks’ into 'negotiations,’” " he said. Responding spe-
cifically to the report of an imminent CBS-Comsat-et al
deal, he said: “That is not accurate. This is not at the
business venture stage at all.” A spokesman for General
Cinema refused to comment.

A possible fourth partner is Western Union Corp. A
Western Union official confirmed partnership discussions
with Comsat and STC, but said no agreements were immi-
nent. “We have no basic objections to partnership with
STC,"” he said, "and if the other partners were the right
players, we could be willing partners.”

General Cinema, a $900 million-a-year company with
interests in bottling, theaters and broadcasting, can bring
alot of money to the DBS venture, which may require more
than $1 billion over the next few years.

Barry Kaplan, an analyst at A.G. Becker, said General
Cinema’s disposable holdings of R. J. Reynolds stock are
worth $150 million dollars at current market prices. Count-
ing a $40 million after-tax gain from the sale/exchange of
wCIx-Tv Miami, and the anticipated sale of wiFiFm) Philadel-
phia, for $6 million, he said, “the company probably would
have about $200 million to invest. With borrowing they
could make a half-bilion dollar acquisition without any
problem.”

CBSs interest in DBS is not sudden. it proposed an
ambitious three-channel DBS system that would beam
high-definition television signals to hormes, cable systerns
and theaters. The FCC granted CBS permission to begin

construction of its system last fall, but so far the network
has shown no signs of doing so.

According to sources at CBS, the network had partner-
ship discussions with United Satellite Communications
Inc., an STC competitor backed by General Instrurment
and Prudential Insurance of America. But the talks never
got serious.

CBS apparently wasn't the first of the big three broad-
cast networks to make a pass at STC and Comsat. ABC
was interested, but, according to sources, was too de-
manding for STC's taste. Those talks ended almost before
they got started.

Perhaps because word of CBS's involvement in STC
could cause a potential outcry from its broadcast affili-
ates, who have been apprehensive about DBS since it
was first proposed by Comsat in August 1979, CBS has
kept a tight lid on the negotiations, even within the corpo-
rate hierarchy Executives contacted last week who
should know what’s going on claimed they didnt know.

Beginning in late 1984, STC plans to offer a five-channel
service to subscribers in an area bounded by Pittsburgh
in the West; Norfolk, Va., in the South, and Burlington, Vt.,
in the North. The service area comprises 20 million televi-
sion homes—about one-fourth of all television homes as
well as one-fourth of all uncabled homes in the country.

The service STC offers over SBS IV will permit STC to
gain some operational experience and crack the DBS
market prior to the launch of its own two high- power DBS
satellites in 1986. Once they are in orbit, STC will be able
to increase the number of channels to six and extend its
coverage area to the entire eastern half of the country.

The partnership discussions have not disrupted other
activities of STC. Final bids to supply the two-foot and two-
and-a-half-foot earth stations to STC were submitted last
Friday by several manufacturers in response to an RFP
that went out in July STC hopes to evaluate the bids and
name a “preferred supplier” within a month. Meanwhile,
STC has leased the entire 12th floor of a building at 1212
Avenue of the Americas in New York for its programing
department, which is headed by Richard Galkin, senior
vice president, programing.

All DBS grantees have until Dec. 1 to put their concrete
plans before the FCC—a circumstance that has caused
“high jockeying” among all the parties, one participant
noted last week. The Comsat-CBS-General Cinema ma-
neuvering is but a part of that overall activity.
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National and regional spot and network dollars up in ’83

TVB figures show 11% rise in
spending for tirst six months

Television advertisers boosted their national
and regional spot TV spending in the first
half of 1983 by 11% and their TV network
spending by 10.5% over the comparable pe-
nod of 1982, the Television Bureau of Ad-
vertising is reporting today (Aug. 29).
Estimates compiled for TVB by Broad-
cast Advertisers Reports put the Janu
through-June spot total at $1,678,574,000
and the network total at $3,323,066,800.
TVB cited large 1983 increases in TV ex-

penditures in several advertiser categories.
Office equipment and supplies (computers,
copiers, stationery) increased network
spending by 87% and spot expenditures by
75%; home electronics equipment was up
60% in network, 29% in spot; consumer ser-
vices (financial services, communications
and public utilities) posted gains of 31% in
spot, 17% in network.

Procter & Gamble remained the biggest
user of both network and spot, increasing to
$267,984,100 its combined outlays by
2.6%. P&G’s spot spending rose 64% to
$102,185,400 while its network outlays de-
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clined 17% to $165,798,700.

Ford Motor Co. ranked second on the net-
work list with a 50% increase that took its
network spending to $93,881,300, while
third place General Foods outlays declined
20% to $90,240,900.

Among spot TV spenders, General Mills
increased its outlays 25% to $37,897,400,
ranking second, while Pepsico ranked third
with $36 135,300, up 42%.

Top network revenue for the six months
went to ABC-TV with an estimated
$1,192,034,400, or 35.9% of the three-net-
work total. CBS-TV was second with
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$1,111,304,800, or 33.4%, and NBC-TV
was third with $1,019,727,600, or 30.7%.
CBS had edged ABC in revenues in the first
quarter but lost that edge, and then some, in
the second.

Nighttime was the biggest revenue-pro-
ducing daypart for the networks, accounting
for $1,744,025,900, up 9.3%, but the big-
gest percentage gains were in weekend early
fringe ($133,138,100, up 29.6%) and week-
end daytime ($394,401,900, up 22.7%).

In spot, early evening accounted for
$604,410,700, or 36% of the revenues, fol-
lowed by nighttime at $400,820,800
(23.9%), daytime at $339,095,500 (20.2%)
and late night at $334,247,600 (19.9%).
TVB said daypart comparisons with 1982
were unavailable because BAR redefined
the dayparts effective Jan. 1, 1983.

Top 25
Network TV Advertisers
January-June 1983

1. Procter & Gamble $165,798,700
2. Fod 93,881,300
3. General Foods 90,240,900
4, American Home Products 88,632,300
5. General Motors 78,415,300
6. Johnson & Johnson 73,778,200
7. Bristol Myers 61,403,200
8. Sears, Roebuck 59,910,500
9. AT&T 57,982,700
10. Lever Brothers 56,994,000
1. Philip Morris 54,966,200
i2. Nabisco Brands 52,315,700
13, Sterling Drug 51,905,800
14.  Anheuser-Busch 49,598,000
15. Coca-Cola 47,605,200
16. Dart & Craft 47,072,100
17. General Mills 46,054,900
18. Ralston Purina 45,794,100
19. Pepsico 45,221,700
20. Gillette 43,605,800
21. ‘wamer Communications 43,265,400
22. McConalds 39,187,000
23. R.J. Reynolds 38,780,800
24. Chrysler 37,128,600
25. Wamer Lambert 36,822,500

Top 25 Natlonal and
Reglonal Spot TV Advertisers
January-June 1983

1. Procter & Gamble $102,185400 + 64
2. General Mills 37,897,400 + 25
3. Pepsico 36,135,300 + 42
4. General Foods 34428900 + 8
5. Coca-Cola 30,488,800 + 35
6. Lever Brothers 24106100 + 17
7. Dart & Kraft 23846300 - 21
8. Mars 22681800 - 6
9. Anheuser-Busch 22106300 + 12
10.  Nissan Motors 22,091,200 + 26
11, Philip Morris 21,950,000 + 44
12. Toyota Motors 20973600 - 2
13. Ford 19,230,100 + 77
14, Nesle 17,090,600 + 31
15. 1T 15,733,400 - 15
16. Wamer Lambert 14847600 + 6
17.  American Home Products 14682200 - 23
18. Sterling Drug 14,518,300 + 89
19. Time Inc. 13927800 - 11
20. Colgate Pamolive 13905800 + 32
21. Keliogg 13,383.400 - 12
22 MCI Communications 13,335,600 + 40
23 Texas Instruments 12,722,000 + 440
24, General Motors 12,687,300 + 10
25. AT&T 11,583,700 - 54

1983 Comeback year for radio

After a downbeat 1982, the industry
is showing signs of increasing vigor
with spot and network sales up,

a flurry of format activity and
network adoption of satellites

What a difference a year makes.

A year ago today the business outlook for
the radio industry was extremely bleak. But
as this issue’s special report on the medium
indicates (stories begin on page 47), the me-
dium is now showing signs of renewed
health: national spot sales up a whopping
40.8% for the month of July and more new
advertisers investing in network radio,
which posted a 24% gain for the first six
months of 1983.

What'’s the reason? Besides a general up-
swing in the economy, there appears to be

renewed advertiser interest in specially tar-
geted syndicated programing, while, at the
same time, station managers are requesting
more of this programing to reduce the high
cost of running an operation.

Radio’s competitive marketplace is heat-
ing up with stations switching formats more
frequently in attempts to get a bigger piece
of the advertising pie. And network affili-
ated stations are now able to receive better
quality programing via satellite delivery.

“Solid growth” are words often heard
these days to describe network advertising,
partially due to the fact that national spot
activity outside of the top 25 markets has
slackened off with the increasing popularity
of networks. “In 1983, network radio has
stabilized and will be a very healthy business
for the foreseeable future,” noted Michael

Wirth upset with NAB’s Fritts over

Telcomsubcom sets new deadline of
Sept. 6 for station programing
information; chairman claims NAB
Mailgram to members hindered replies

The House Telecommunications Subcom-
mittee last week extended deadlines in hopes
of attracting more replies to the programing
questionnaires it sent to 947 television and
1,200 radio stations. The returns, 218 from
radio and 282 from television, were de-
scribed as “pathetic” by the subcommittee
chairman, Tim Wirth (D-Colo.). The new
deadline for both radio and TV is Sept. 6.
It was in a letter last week to National
Association of Broadcasters President Ed-
ward Fritts that Wirth called the returns “pa-
thetic.” Wirth said it was “without precedent
for the vast majority of an industry to ignore
an official congressional request for data.”
He said the normal response rate from such
congressional industry surveys is 80%.
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“I am particularly bewildered at the level
of reponse,” said Wirth, “given that the re-
quest is central to the overall effort to craft a
consensus broadcast deregulation bill.”

The chairman said that the data to be de-
rived from the limited number of surveys
*will not be sufficient to accurately ascertain
the information we are seeking.” And Wirth
emphasized the need for more information in
a follow-up letter sent to broadcasters last
week: “In order for the Congress to fashion
broadcast reform legislation, it is imperative
that we have all the facts before us as to the
levels of public interest programing that is
being provided today. As a public trustee,
licensed by the federal government for the
exclusive use of a portion of the electromag-
netic spectrum, you have a responsibility to
return this congressional request for data.”

Wirth claimed in the letter to Fritts that an
NAB Mailgram had discouraged broadcast-
ers’ participation. The NAB opposed the
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Eskndge, NBC Radio president. ABC Radio
is already past its 1983 sales target for its
long-form programing, produced by ABC/
Watermark and DIR Broadcasting, added
Edward McLaughlin, president of ABC Ra-
dio Networks, who also mentioned the high
“acceptability” of specialized programing
among advertisers.”

In addition to an onslaught of more na-
tional programing from both independent
producers/syndicators and networks, a “tre-
mendous” resurgence in music programing
is occurring in 1983, according to Thomas
Burchill, RKO Radio Networks president.
Most notable is the return of top 40 radio, an
increasing favorite of FM programers, under
the name contemporary hit radio.

Roger Vanderheyden, vice president/pro-
graming for the CBS FM Group and Ra-
dioRadio, links this new interest in top 40 to
the lifestyle of the American people, and the
fact that the economy continues to improve.

“The format has always been associated with
‘good times,” ” he said.

As for the survival of AM radio, innova-
tive programing is the key phrase. This year
AM radio has seen the introduction of new
formats ranging from all-Beatles to all-com-
edy. Another is in the works from Norman
wain, president of Cleveland-based Metro-
plex Communications, who is discussing
with several syndicators the idea of a game
format (bingo, quizzes, etc.) which could be
incorporated into a talk/informational type
format or stand alone.

A major event in radio’s history is occur-
ring this year—the switch by ABC, CBS and
NBC from land lines to digital satellite de-
livery. “This will have the greatest impact on
our industry,” said ABC’s McLaughlin,
whose networks will be able to feed pro-
graming simultaneously over 20 channels.
An added feature, McLaughlin noted, is that
one channel will be used solely for program

o
E

b

0 [ | o e M

"XQD—XD’JQI ﬁ J
W

information for affiliates.

Plans call for ABC, CBS and NBC to drop
all land line feeds by the end of the year, with
RKO switching its affiliates to RCA’s Sat-
com digital satellite from the Westar analog
satellite system on Oct. 1. Mutual Broad-
casting has been delivering programing to
affiliates via Westar IV since 1980.

Another bright spot for local stations is
the FCC’s deregulation in April of FM sub-
carriers. Many group operators and at least
two of the major networks have turned this
new Opportunity into a moneymaker by leas-
ing the channels to other companies for data
transmission.

But Harte-Hanks Radio President Gary
Edens said that the revenues generated by
subcarrier use won't make up a major por-
tion of station revenues for several years.
“Station operators should not lose sight that
radio’s main mission is to serve the needs of
the community,” he said. o

extent of (non) response to House questionnaires

data collection and advised members that
participation in the survey was strictly vo-
luntary (BROADCASTING, July 18). “What is
very clear, however, is that without the di-
rective of the NAB Mailgram, this subcom-
mittee would have a far greater number of
survey responses in hand,” Wirth said.

His letter also stressed the importance of
developing a consensus bill that would abol-
ish the comparative renewal process and
quantify programing standards. “It remains
my hope that the subcommitiee can report
the consensus bill, which my colleagues and
I have committed to developing by Oct. 15
of this year. However, that will require a
good faith, collegial effort on the part of all,
which this industry failure to respond to a
request for information does not evidence. I
look forward 10 working with you on a more
constructive basis in the future.”

The NAB, according to a letter from
Fritts, does not intend to comment on the

follow-up process. Fritts noted that the asso-
ciation does not expect a high reply rate.
“Based upon our experience, your response
rates and the necessity for a follow-up mail-
ing are not unusual in mail surveys,” Fritts
wrote to Wirth. “For example, earlier this
year we conducted an extensive mail survey
of our radio and television members. The
questionnaire was carefully constructed so
that managers would find it very easy to
provide the requested data. The response
rate for our survey was 26% across radio and
TV members so we are not surprised by the
response to your survey.”

Fritts added that Wirth’s low response
rates “may also be attributable to broadcast-
ers’ reservations about the potential of gov-
ernment-imposed program quantification.”

Two weeks ago CBS advised Wirth that its
owned and operated stations would not sup-
ply the information because of their opposi-
tion to the imposition of government stan-

Broadcasting Aug 239 1983
"

dards for radio and television programing
(BROADCASTING, Aug. 22.).

Both ABC’s and NBC’s owned and oper-
ated TV and radio stations, however, com-
pleted and returned questionnaires. But the
response rate generally from large-market
television stations and group operators was
characterized by the subcommittee staff last
week as “disappointingly low.” More small-
market radio stations replied than expected,
however, and the questionnaires were *‘su-
prisingly complete,” an aide said. “We were
told by the NAB and National Radio Broad-
casters Association that radio broadcasters
would go bananas over the survey.”

Surveys continue to trickle in but overall
the count remains much lower than Congress
hoped for. Some of the larger group opera-
tors that were said to have cooperated were
Post-Newsweek, Harte-Hanks, RKO, Out-
let, Corinthian and Capital Cities.

Some broadcasters reported they were un-
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able to answer all the questions in the survey.
They indicated difficulty in complying with
the survey's request for data on programing
designed to address the needs and interests
of minority groups, children and the elderly.
One broadcaster explained, “we just don’t
keep that kind of information.”

Industry reaction to the survey 1s mixed.
David Henderson, president of Outlet
Broadcasting and chairman and president of
the Television Operators Caucus, said his
group supplied the data. Henderson was
amazed, he said, that the reply rate was so
low. “I see no merit in frustrating the sub-

cornmittee when in the final anaylsis it has
subpoena power. If we want to play in the
game then we have to be heard from,” he
said.

One executive from a large station group,
which has not decided what it’s going to do
with the survey, was not so willing to coop-
erate. He called the survey a “political ploy,”
and claimed “Wirth is going to complain
about the broadcasters no matter what we
do.”

Another group executive felt the data re-
quest was asking broadcasters to “‘weave
their own hangman’s noose.” a

CBS claims vindication
in Westmoreland libel case

it says 1967 memo supports
documentary’s contention that
general withheld troop strength
estimates during Vietnam war

An attorney for CBS claimed last week that
he had found a “smoking gun” that would
destroy General William Westmoreland’s
$120-million libel suit over the CBS docu-
mentary, The Uncounted Enemy: A Vietnam
Deception. The claim was disputed by West-
moreland’s lawyer and the source of the
“smoking gun.”

The suit against CBS charges that the doc-
umentary libeled the former U.S. command-
er in Vietnam by claiming he was part of a
conspiracy to underestimate enemy troop
strength for political reasons (BROADCAST-
ING, Sept. 20, 1982, et seq.).

The “smoking gun” claimed by CBS
counsel was a formerly classified 1967
memo delivered by the government 10 days
ago along with other documents subpoenaed
by CBS. The memo was a report from
George Carver, then a Vietnam specialist
with the Central Intelligence Agency, to
Richard Helms, then the CIA director.

Carver, who had gone to Vietnam to at-
tempt to bring Westmoreland staff estimates
of enemy strength more closely into line
with the CIA’s own higher estimates, said in
his Sept. 10, 1967, report from there that a
“variety of circumstantial indicators. .. all
peoint to [the] inescapable conclusion that
General Westmoreland has given instruction
tantamount to direct order that [estimates of]
Vietcong strength total will not exceed
300,000 ceiling.”

The “rationale,” Carver’s report contin-
ued, “seems to be that any higher figure
would not be sufficiently optimistic and
would generate an unacceptable level of
criticism from the press.”

That, said David Boies of the New York
law firm of Cravath, Swaine & Moore, re-
presenting CBS, was clearly a “smoking
gun” vindicating the CBS News documen-
tary and invalidating Westmoreland’s suit.

Westmoreland’s attorney disagreed—as
did Carver.

The former CIA official, now a senior fel-
low at the Georgetown University Center for
Strategic and International Studies, denied

that his memo was an indictment of West-
moreland. The memo, he said, was one of
several he sent to Helms on this subject and
had been “jerked out of context” by Boies.

Dan M. Burt of the Capital Legal Founda-
tion, counsel for Westmoreland, also derid-
ed the “smoking gun” theory. He claimed
that subsequent Carver memos indicated the
CIA and Westmoreland were in substantial
agreement.

In one of these, also obtained and made
public by Boies, Carver reported on Sept.
13, 1967—three days after the first memo—
that he had met with Westmoreland and indi-
cated they had settled their differences.

In this memo, Carver said: “Circle now
squared. We now have agreed set of figures
Westmoreland endorses. Mission seems on
verge of successful conclusion, though final
T’s to be crossed tomorrow... Westmoreland
most cordial and receptive. Said he agreed
with most of my observations and could see
the clear logic behind both sets of figures,
which were really not that far apart.”

Just how far apart they were at that time is
not immediately clear from documents
available last week. In May, four months
earlier, a CIA document says the military
estimate was 292,000 while CIA people
thought the figure “may actually be in the
half-million range.”

In his Sept. 13 memo indicating that he
and Westmoreland had come to terms, Carv-
er said the enemy-strength figures they
agreed to were 224,000 to 249,000 for mili-
tary forces plus 75,000 to 85,000 for “politi-
cal” cadre. That would be 299,000 to
334,000 for both classes—much lower than
the “half-million range” the CIA had talked
about in May, and in the 300,000 range the
military wanted.

Boies, the CBS attorney, suggested that
Carver had been instructed not to hold out
for the higher figures the CIA thought more
accurate. He said Richard Kovar, a CIA sen-
ior intelligence officer, had given an affidavit
saying that CIA Director Helms, in response
to Carver’s Sept. 10 report from Vietnam,
decided to “drop the CIA’s opposition to [the
Westmoreland staff’s] position on enemy
strength figures.”

Boies also cited another CIA document,
dated Oct. 11, 1967, as evidence that the
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CIA still regarded the Army staff estimates
as “fictions” a month after the exchange in
which Carver indicated he had reached
agreement with Westmoreland.

The October memo, sent to Carver by
Paul V. Walsh, then head of CIA’s Office of
Economic Research, dealt with a proposed
press briefing in which the new figures were
to be announced and explained. It spoke of
“this briefing and similar fictions that [West-
moreland’s staff] proposes to present in the
near future,” and said that “the tone of the
briefing is unwarranted” and “implies a co-
incidence of views between [Westmore-
land’s staff] and CIA that simply does not
exist.”

Of the statement proposed for release at
the briefing, the CIA official told Carver that
“I must rank it as one of the greatest snow
jobs since Potemkin constructed his vil-
lage,” and that the CIA should not be a part-
ner in it (BROADCASTING, May 2).

The documents began to come to light last
week. Boies said his firm had served a sub-
poena on the CIA last Dec. 1, seeking infor-
mation on, among other things, how it ar-
rived at estimates on Vietcong strength. He
said the documents were delivered Friday,
Aug. 19, and that on Monday he began get-
tings calls from newsmen asking to see
them. He made them available, he said, “be-
cause it’s our feeling, also reflecting the feel-
ing of the client, that if the press asks ques-
tions, we should respond.”

Carver has been a strong Westmoreland
supporter in the current dispute. He spoke up
for him at a news conference that Westmore-
land held three days after the Vietnam Decep-
tion broadcast in January 1982. He said that
the CIA and Westmoreland had disagreed on
how to interpret troop estimates but there
had been “no suppression of evidence.”

Trial of the suit has been set to start March
1 in U.S. Southern District Court in New
York. o

CPD may take
Madison Avenue
approach to

Sixth Avenue issue

it's rumored group is planning
ad campaign to rally support
against elimination of financial
Interest/syndication rules

The Committee for Prudent Deregulation
is pondering a variety of options for inform-
ing Congress and the public of what the
committee contends would be harmful ef-
fects of the FCC’s “tentative™ decision to
repeal the network financial interest rule and
to permit the networks part way back into the
syndication business. “The more Congress
and others affected are informed of the im-
pact of turning the marketplace over to the
networks, the more the proposal will be op-
posed,” said Jack Valenti, president of the
Motion Picture Association of America and
one of the CPD members reviewing the pub-
lic relations options offered by the commit-
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Washington rally for the women’s network

There's a new item on the FCC's agenda for Sept. 23, 1983: fo
discover what can be done to encourage/assist women in be-
coming owners and entrepreneurs in the telecommunications
marketplace. The forum: a conference on that subject spon-
sored jointly by the commission and American Women in Radio
and Television. The motivating force behind it: Commissioner
Mimi Weyforth Dawson, to whom the word “networking” means
much more than just ABC, CBS or NBC, and who is out to attract
a small army of women to Washington for a multimedia con-
sciousness-raising.

Dawson’s goal is clear cut: "to make sure that women end up
with a good slice of the economic pie in the telecommunications
business.” Once they have the economic power, she believes,
the “policy” (read political) power will follow. To that end, she and
the other conference planners hope to assemble some 200
women from the worlds of communications and finance (a) to
enhance development of the women's telecommunications net-
work that exists today and (b) to share experiences and tech-
niques dealing specifically with the question of media owner-
ship. The tentative panel lineup:

Government’s role: moderator Dawson; former commissioners
Anne Jones and Margita White; Lauren Belvin, FCC deputy gen-
eral counsel, and Sue Stuebing of the National Telecommunica-
tions and Information Administration.

Hardware opportunities (ownership of media properties): modera-
tor Mary Jo Manning of Wilkes, Artis, Hedrick and Lane; Kay

Koplovitz, president, USA Network; Helen Dudman, president,
Dudman Communications (WDEA-AM-FM Elisworth, Me.); Arlene
Harris, vice president and operations manager, Cellular Busi-
ness Systems Inc., and Rose Smith, president, The Satellite
Group.

Software opportunities (programing): moderator Jane Paley, di-
rector of community relations, ABC Television; Jane Deknatel,
vice president, Premier Films (HBO}; Barbara Corday, producer-
writer, Cagney and Lacey; Mary Ann Moloney, vice president for
motion pictures and television, MTM Enterprises, and Diane
Asselin, president, Asselin Productions.

Financing: moderator Karna Small {tentative), White House
staff; Jane Martin, Allstate Insurance; Alice Frentz, vice presi-
dent, Shawmut Bank; Joseph Sitrick, Blackburn & Co., and J.
Patrick Michaels, cable broker.

Conference keynoter will be Senator Nancy Kassebaum (R-
Kan.}, who also is a broadcast station owner. FCC Chairman
Mark S. Fowler will deliver welcoming remarks. It is anticipated
that the event will open informally the previous evening, Sept.
22, with a reception at an as yet unselected Washington site.
Commissioner Dawson notes meaningfully that that is “Women's
Entrepreneurship Day.”

Registrations for the “Women in the Telecommunications Mar-
ketplace” conference may be arranged through Phyllis Tritsch,
executive director of AWRT, in Washington at (202} 296-0009.
The fee is $75.

tee’s PR firm, Burson-Marstellar.

One of the options is said to envisage the
creation of television announcements, possi-
bly under the supervision of producer Nor-
man Lear, that would air on independent
television. However, Valenti stressed that no
decisions had been made. CPD members
discussed the options on Aug. 18 at the Be-
verly Hills hotel in a meeting with the Cau-
cus for Producers, Writers and Directors, a
separate industry lobbying group. Accord-
ing to a statement issued last Monday by the
caucus, the meeting was held ““to discuss and
determine strategy in dealing with the FCC,
Congress and the U.S. Justice Department
now that the FCC has announced its initial
decision with respect to the financial interest
and syndication rules (BROADCASTING,
Aug. 1). Additional caucus participation
may result in the sending of a 10-person
team to Washington early in September.”

On Aug. 4 the FCC tentatively voted to
phase out the controversial rules by 1990.
The deadline for comments to the commis-
sion on the proposal is Sept. 20. In the mean-
time, bills that would prevent a change in the
regulations before 1988 have been intro-
duced in both the House and Senate. It’s
expected that a public-oriented campaign
would be aimed at soliciting voter support
for those legislative proposals.

Russell Goldsmith, chief executive offi-
cer of Lorimar Productions, told BROAD-
CASTING the consensus was “to make stron-
ger efforts, first, to alert people in this
industry what a devastating blow the FCC
proposal is and to try and get people con-
nected with the entertainment industry to
communicate with people in the govern-
ment. I think secondarily—just because we
don’t have the unlimited resources of the
networks—we will attempt to communicate
this to the public as best we can in a variety

of ways and hopefully they will pick it up.”

Among those attending the Aug. 18
closed session were producers Norman Lear,
Danny Arnold, Herman Rush, David Levy,
Charles Fries and Leonard Stern plus Va-
lenti. They and about 50 other executives
were briefed by Mickey Gardner, Washmg-
ton counsel for the committee.

FCC pulis plug on
Harris AM stereo

Commission says AM stereo exciter
sold is not the same as one it
accorded type acceptance; orders

it off the air; some broadcasters
switch to competing systems

Charging that Harris Corp. changed its AM
stereo system after it was type accepted a
year ago, the FCC, on Aug. 17, ordered
Harris to withdraw the system from the mar-
ket and to tell 65 stations to stop broadcast-
ing with it by this Thursday (Sept. 1).

In taking the action, which was made pub-
lic last Wednesday, the FCC may have hand-
ed Harris a severe setback in its battle to
make its system the de facto national stan-
dard. Since the FCC authorized AM stereo
broadcasting without setting a standard in
1982, Harris and three other companies—
Kahn Communications, Motorola and Mag-
navox—have been engaged in a “market-
place” struggle to win the favor of broad-
casters, receiver manufacturers and ulti-
mately the public.

Harris was quick to respond to the FCC’s
order. It sent out a Mailgram last Tuesay and
the affected broadcasters immediately began
pulling the plugs on their Harris STX-1 ex-
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citers, the devices that generate the stereo
signal, and reverting to monophonic broad-
casting.

In an Aug. 17 letter to Harris's Washing-
ton attorney, the FCC deputy chief scientist
for policy, Marjorie S. Reed, said the stereo
exciters in use were different from those that
were type accepted by the FCC in August
1982. (All electronic equipment that emits
radio waves must be type accepted or, more
simply, approved by the FCC laboratories.)
“Thus, use of these exciters should cease
pending modification of the equipment in
such a manner that the units conform to a
version which is type accepted by this com-
mission,” she wrote.

According to Bob Ungar, policy and legal
adviser to the chief scientist for the FCC, the
alleged exciter switch is not Harris’s only
problem. The FCC staff has also found, he
said, the exciter in use exceeds—at least
theoretically—the FCC’s limits on mono-
phonic harmonic distortion. The limit is 5%,
he said, but the analysis shows it could ex-
ceed 20%.

By most estimations, Harris was winning
the marketplace fight at the time it ran afoul
of the FCC. It has more stations than any of
the other AM stereo proponents. Leonard
Kahn, president of Kahn Commumcanons,
claims to have around 30 stations on the air.
As of last week, Motorola said it had 16
stations on the air with eight more soon to be
on the air. And Magnavox reports a handful
of stations are broadcasting with its system.

Motorola declined to comment on its
competitor's misfortune, but Leonard Kahn,
said it seriously harmed Harris’s chances. “I
think they are nil now,” he said, confidently
predicting that he would pick up most of the
former Harris stations. *“We are getting or-
ders from their stations.”

In a sense, Harris created its own prob-
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lems. According to Harris spokesman Peter
Camey, Harris sent a letter to the FCC on
Aug. 9 seeking clarification of its type ac-
ceptance for potential customers, which had
raised some questions about it. (The FCC
said at least one of the customers was Group
W.) The inquiry prompted the FCC review
of the type acceptance that led to the FCC
order.

Although Harris has complied with the
order, it refutes the charge that it switched
systems on the commission. The FCC
claimed that the system that was type accept-
ed was a variable angle quadrature system,
but that the one that hit the markets was a
fixed angle quadrature system. If the FCC
had read the fine print in its type acceptance,
Carney said, it would have found that the
Harris system is designed to operate in a
variable angle mode when a test tone is fed
into it and to switch automatically to a fixed
angle mode when the programing is input.
Camey admitted that when the system is in
its fixed angle mode “we get the distortion.”
But the distortion is perceived, he said, as “‘a
fuller, sharper sound and has not proved ob-
jectionable.” In fact, he said, some Harris
stereo broadcasters have said the system im-
proved the sound of their mono signal.

According to Eugene Jaeger, general
manager, broadcast transmission division,
Harris has reapplied for type acceptance on
“a system that is basically the same as the
unit that is at the stations.” Despite the
FCC’s claims to the contrary, he said, the
system is “in compliance” with the commis-
sion’s guidelines on monophonic distortion.
Ungar confirmed that Harris had reapplied to
the FCC for type acceptance, but said that it
would be at least 30 days before the FCC
laboratories took a look at the application. It
would not be given any priority, he said.
“Everything goes in order.”

The action could probably not come at a
worse time for Harris or the fledgling AM
stereo medium. This month Sony began
shipping its SRF-A100 AM stereo-FM ste-
reo portable radios that are capable of re-
ceiving all four AM systems (BROADCAST-
ING, Aug. 1,). Many AM stereo
broadcasters felt the radios would help get
AM stereo off the ground and many had
planned promotions using them.

Neither Carney nor Jaeger felt the FCC’s
action would harm them in their marketplace
fight. Said Camey: “We are the leaders in
marketing these and we don’t expect the ac-
tion to make inroads into our marketing suc-
cess.”

Judging from the reaction of just a few

Harris customers, Carney and Jaeger may be
making too little of the situation. Thomas
Cassetty, general manager, WSM-AM-FM
Nashville, said he was not only dropping
Harris, but that he had already ordered a new
exciter from Motorola. The station and sev-
eral retailers in the city had purchased Sony
multisystem receivers and are all geared up
for a stereo promotion over the Labor Day
holiday, he said. WsM intends to go ahead
with the promotion, he said, but now it will
be with the Motorola, not the Harris system.

And Harris seems to be on the verge of
losing another customer in Little Rock, Ark.
Pat Walsh, general manager, KLRA(AM)
there, said, “Harris is either going to deliver
a type accepted exciter or pay me $15,000
[to cover the cost of the exciter and its instal-
lation] and maybe damages for selling me
something that wasn't approved.” He said he
was all set to start a promotion of his own
using the Sony radio and has 66 buses rolling
through central Arkansas boasting of the sta-
tion’s stereo capability. “And those clowns
who took my money haven’t even bothered
tocall me up and tell me what’s going on.” O

Lobbying effort
underway in Senate
to undo Comsat

Satellite equipment makers want
Congress to break up carrier, calling
it a barrier to competition

Nine companies involved in the manufac-
ture of satellite equipment are mounting a
major effort to persuade Congress to break
up the Communications Satellite Corp.,
the U.S. representative to the International
Telecommunications Satellite Organiza-
tion and the International Maritime Satel-
lite Organization. Unless Comsat is limited
to those noncompetitive functions, they
say, “full and fair competition” in their in-
dustry cannot be achieved.

The movement is being led by M/A-
COM. In June it wrote to the Senate Com-
merce Committee, asking it to amend the
International Telecommunications  Act
(8.999) it is considering to provide for
such a breakup of Comsat. Since then, as it
noted Friday (Aug. 26) in a letter to Com-
mittee Chairman Bob Packwood (R-Ore.),
eight other companies have joined it in
calling for the division of Comsat into its

t0 other firms.

Fiber plans. Southern New England Telephone and CSX Corp., a railroad holding company,
announced plans to build a 20-state fiber optics network that will be available to common
carriers, banks, insurance companies and government agencies to transmit telephone calls,
television signals and data. The 5,000-mile network is expected to cost between $300 million
and $600 million, with the first leg built in Florida, connecting Miami, Orlando, Jacksonville
and Tampa. The optic fibers will be buried along CSX Corp.'s railroad tracks. Later, the
network will expand north and west. Companies interested in using the service will be ableto
acquire an interestin the network for $10,000 for every mile of system they use. Southern New
Englang Telephone—which is 24% owned by AT&T—and CSX Corp. will own equally any
unsold balances. The partnership said it intends to sell the entire service to other telecom-
munications companies which would then, in turn, be allowed to lease and resell the service
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competitive and noncompetitive functions.

M/A Com and the eight— Avantek Inc.,
California Microwave Inc., Comtech Tele-
communications Corp., Magnavox Gov-
ernment & Industrial Electronics Co., Na-
vidyne  Corp.,  Satellite  Systems
Engineering, Tellabs Inc., and Vitalink
Communications Corp.—in identical let-
ters that were also dispatched to Packwood
on Friday, said that, as drafted, $.999
“fails to address the anticompetitive ad-
vantages available to Comsat subsidiaries
and affiliates.”

The letters say that Comsat’s Telesys-
tems, Amplica, Satellite Business Sys-
tems, Comsat General and Comsat General
Integrated Systems benefit from Comsat’s
“unique position” at Intelsat and Inmarsat.
They say Comsat obtains information re-
garding earth station standards, transmis-
sion formats and requirements and satellite
designs that gives its manufacturing sub-
sidiaries “substantial time advantages” in
developing the equipment. They also say
that Comsat is in a position to persuade
Intelsat to incorporate Comsat proprietary
designs into technical standards for the in-
ternational satellite system.

Nor are those the only problems the nine
compani¢s see Comsat posing in its present
form. They say Comsat’s subsidiaries and
affiliates benefit from the research and de-
velopment work of the Comsat Labs,
“which are funded largely by Comsat’s mo-
nopoly ratepayers.” And “through its mo-
nopoly,” they add, “Comsat directly subsi-
dizes the competitive activities of its
subsidiaries.”

Accordingly, they seek three changes in
5.999:

One would require Comsat to make pub-
lic disclosure of all Intelsat and Inmarsat
documents. The second would revise the
process of issuing instructions to Comsat
on the positions to take at Intelsat and In-
marsat meetings. The companies want it
made clear that the President and the FCC
have the authority to issue the instructions,
and they want the public to have an oppor-
tunity to comment on them. They also say
the President should be authorized to ap-
point a government representative to the
Comsat delegation to Intelsat meetings.
The aim of those revisions would be to
prevent Comsat “from promoting its own
self interest as opposed to national poli-
cies,” the letters say.

But most important, they say, Congress
must require the divestiture of all Comsat
affiliates not engaged in Intelsat or Inmar-
sat activities. “Only divestiture will pre-
vent Comsat from using its monopoly prof-
its from the provision of Intelsat services to
subsidize affiliates that engage in competi-
tive activities.” They also say divestiture
would deny those affiliates the benefits of
the research and development done by
Comsat Labs at ratepayer expense.

Comsat appeared unconcerned by the ef-
fort in which the nine companies are en-
gaged. “This is something not tremendous-
ly new,” said a spokesman. “The proposal
has been before Congress before. We don’t
see a need for it, and we don’t see support
for it.” a
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Producers readying big-budget
programs for fall launch, with no
certainty all will survive

Over the next several weeks some of the
most ambitious projects in new syndicated
television programs will debut on hundreds
of stations across the country, Fifteen new
major syndicated shows—eight strips and
seven once-a-week programs—are sched-
uled to go on the air. But there is also skepti-
cism that several of these big-budget produc-
tions will ever see the light of a second
season.

According to programing analysts at sta-
tion representative firms, there is a wealth of
some kinds of new programing planned for
syndication this fall and a dearth of other
kinds. The latter is occurring in access pro-
graming, where popular shows like Enter-
tainment Tonight, PM Magazine, Family
Feud and off-network reruns of M*A*S*H,
have closed the opportunity for new product
to gain a foothold in that time period. Mean-
while, they note, producers and syndicators
have turmed to other dayparts for strips and
new once-a-week programs.

Shelly Schwab, vice president and direc-
tor of sales at MCA-TV, said the first episode
of its weekly hour feature, Salute with Dick
Clark, is in the can and advertising (MCA-
TV keeps five minutes) “is 90% sold out for
the year.” He described Salute as MCA-TV's
“most ambitious undertaking” yet. MCA-
TV’s weekly half-hour Pop "n’ Rocker Game
(with six shows completed production) is
“totally sold out,” Schwab said; both pro-
grams carry “all blue chip advertisers,”

According to Henry Siegel, chairman of
Lexington Broadcast Services, which is han-
dling the national advertising sales for The
Bennett Group and Metromedia’s daily

Big stakes in fall TV syndication

BreakAway, the program is “85% to 90%
sold.” The one-hour program, in which two
minutes are being held for national sales and
11 minutes given to local stations, is attract-
ing traditional daytime advertisers, Siegel
said.

LBS’s handling of Break Away is only
part of the $120 million in commercial in-
ventory it must unload for 27 series which it
is representing. At present, Siegel said, LBS
has sold about 75% of the 10,000, 30-sec-
ond spots associated with Fame, Break
Away, Inspector Gadget, Family, How the
West Was Won and The Richard Simmons
Show. For Fame LBS has sold 85% of the
available commercial spots to, among oth-
ers, American Home Products, Bristol-
Myers, Coffee Institute, Colgate, Intemna-
tional Playtex, No-Nonsense Hosiery,
Procter & Gamble, Revlon and 7-Up.

About 85% of the stations picking up Te-
lepictures’ and Gannett's Newscope will be
airing it in early fringe, reported Jim Molo-
shok, the program’s preducer, and the bal-
ance in prime access (except WGN-TV Chica-
go, which will air it at noon on a one-day
tape delay). The six-day-a-week program
will keep 30 seconds for national advertising
Monday through Friday, and two-and-one-
half minutes for Saturday’s broadcast. Na-
tional advertisers that have signed on include
Sears, Roebuck, Richardson-Vicks and
General Foods, Moloshok said. Among
most program analysts, Newscope is consid-
ered one of the best bets for success in the
new season. According to Moloshok, Gan-
nett and Telepictures are thinking the same.
They have invested *several millions™ in
start-up costs, employing about 100 people
at state-of-the-art facilities at its 18,000-
square-foot studio in Sherman Qaks, Calif .,
and the services of numerous stringers in the

field. Four programs are completed, Molo-
shok reported, but productions will not be
scheduled teo far in advance in order to re-
tain news timeliness.

The production of 65 original episodes of
He-Man and the Masters of the Universe, of
which half are done with the rest expected by
early November, is costing its producers $14
million, according to a spokesman. Adver-
tising for the strip is said to be almost sold
out. The show is a joint production of Group
W Productions, Filmation animation studios
(which is owned by Group W) and Mattell
Inc., which manufacturers and markets the
characters on which the program is based.
Group W gets two 30-second spots to sell,
Mattel keeps one minute, and four minutes
are given to the local station. Advertisers
include Nabisco, Coleco, Shasta, Camp-
bell’s, Atari, Tonka, Lever Bros., Wrigley's
gum, LIN toys and Leisure Dynamics.

Another Telepictures show, Love Connec-
tion, has one of the highest clearances going
into next season: 122 stations sold, repre-
senting 91% of U.S. TV households. Of the
122 stations, 95% are network affiliates, re-
ported Telepictures’ Karl Kuechenmeister,
including WNBC-TV New York, KTTV(TV) Los
Angeles and wMAQ-TV Chicago. Scheduled
for a Sept. 19 debut, the show is being
cleared by 50% of the stations in daytime,
while 25% are airing it in early fringe and
another 25% in access. Advertising categor-
ies include cosmetics, over-the-counter
drugs and publishers, Kuechenmiester said.

Woman to Woman, produced by Golden
West Television, is a “definite go,” accord-
ing to Golden West’s Bruce Johansen, de-
spite its present low clearance level: 40 mar-
kets, representing 46% coverage. Johansen
called Woman to Woman a “long term pro-
ject” and the program—produced at Golden

The who, what, where and when of syndication this fall
Contract «+
terms % clearance Debut
Program Syndicatoriproducer (weeks) Time period of U.S. homes date
Salute Hosted by Dick Clark MCA-TV/Pierre Cossetle 24124 Access Prime time 125 markets/74% Sept. 19
Pop 'n’ Rocker Game MCA-TV/Alan Landsburg-Ron Greenberg 26/26 Access Weekend 87 markels/70% Sept. 19
afternoon/late night

* Break Away Colbert TV Sales-Orion Entertainment/ 46/6 Early fringe 70 markels/64% Sept. 19

The Bennett Group
* Newscope Gannett/Telepictures 520 Early fringe 87 markets/80% Sept. 19
* Thicke of the Night Intermedia’/Metromedia/MGM/UA 2016 Late night 121 markels/83% Sept. 5
Fame Metromedia/MGM/UA/Lexington 242 Weekend access 105 markels/80% Oct. 3

Broadcast Services
* Love Connection Telepictures/Eric Lieber 3913 Daytime/Early fringe access 122 markets/91% Sept. 19
* Woman to Woman Golden West TV 40112 Early fringe 46 markels/40% Sept. 12
Taking Advantage Paramount 1610 Access/(50%) 145 markels/90% Sept. 24-25
Star Search TPE/OPT 26126 Access Prime 170 markets 92% Sept. 10
* He-Man and the Group W Productions/Filmation/Mattel 131 Early fringe 90 markets/80% Sept. 26

Masters of the Universe

* Wheel of Fortune King World/Merv Griffen 3913 Access 60 markets/45% Sept. 19
This i3 Your Life Andrews & Assoc./Ralph Edwards Prod. 3913 Weekend access 58 markets/61% Sept. 24
* Inspector Godget LBS/Field/DIC/Audio Visual 13/39 Daytime B3 markets/76% Oct 3
This Week in Country Music Jim Owens TV 5210 Weekend fringe 125 markets/55% Sept. 17-18
* =Strip
* — QOriginal episodes/repeat episodes in weeks
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West’s KTLA(TV) Los Angeles studios—is
“going into syndication with little or no defi-
cit financing,” Johansen reported. (By con-
trast, BreakAway, with a budget over
$340,000 per week, is costing $16 million
for the season, and is expected to create a
deficit of $3.7 million). Johansen said that
three weeks of Woman to Woman have al-
ready been taped, with another three weeks

to be done by the time the show debuts on
Sept. 12.

Paramount Pictures Corp.’s Taking Ad-
vantage is set for 145 stations, or 90% of
total U.S. TV households. It has been
picked up by the CBS O & O’s, Metromedia,
Post-Newsweek, Pulitzer, Storer, Taft, Co-
rinthian and McGraw-Hill station groups.
Over 50% of those stations carrying the pro-

gram have scheduled it for weekend access
or adjacent 0 newscasts. Advertisers in-
clude “Sears Roebuck type” companies, re-
ported Randy Reiss, president of Paramount
Television distribution, and other financial
service institutions. The show, which will be
paced liked Paramount’s Entertainment To-
night, will also be priced about the same, he
said. ]

Fall back slapping and stabbing

The three TV networks begin their
promotional blitzing for the upcoming
season by praising their own efforts
and going after the other guys

With an upcoming prime time television sea-
son predicted by many observers to be the
most competitive in recent memory, the
three major networks are entering the final
stages of their fall promotional campaigns.
And two of the three—ABC and NBC—
have also revealed plans to do a significant
amount of stunting with new programing—
both specials and new series—before the of-
ficial Sept. 26 start date for the new season.
CBS is said to be considering a number of
stunting options but has not announced any.

NBC, for the second year in a row, has
taken what has been called the confronta-
tional approach in its promotional cam-
paign, under the guiding hand of Steve
Sohmer, vice president of NBC Entertain-
ment.

One spot, for example, suggests that a
new NBC offering for this fall, Manimal,
about a man who changes himself into var-
ious animals to fight criminals, will make
mincemeat out of the popular Dallas in the
ratings next season. As currently scheduled,
the two programs will go head-to-head on
Friday at 9 p.m.

The Manimal promo opens with a mes-
sage reading, “A warning to the people of
Dallas,” and then cuts to a J.R. Ewing look-
a-like floating in a swimming pool and as-
suring his mother in a telephone conversa-
tion that “it looks like we got Friday night
wrapped up this year.” The camera then cuts
to a shark fin that suddenly appears in the
pool as a voice-over repeats, “Manimal is
coming, Manimal is coming.” Then it cuts
back to J.R., who before being pulled under
water is heard shouting, “Mama, help!
Somebody help!”

Other NBC promos take on such long-
running shows as Happy Days and Love
Boat. NBC is not alone in taking shots at the
competition. One promo on ABC for a new
show entitled Just Qur Luck, about a *“hip”
genie and his klutzy weatherman master,
tuns Mr. T of NBC’s A Team into a dwarf.

By and large, however, ABC and CBS are
promoting what theysee as the positive
themes. ABC, with its “That Special Feel-
ing” campaign, has presented itself this sum-
mer as the wholesome, happy, family-orient-
ed network, with, as examples, spots
featuring a boy and his puppy nestled in
front of the tube or a little girl and her

grandpa having a sandwich while watching
an ABC program.

Roy Polevoy, vice president, on-air pro-
motion at ABC, said that his network’s pro-
motional campaign this year is divided into
three stages, starting with a “generic phase
where we created a framework for the
theme, ‘That Special Feeling.’ ” Those spots
featured, as background, the voice of Mau-
reen McGovem singing a song highlighting
that theme. The second phase, which has
about run its course, features spots designed
to introduce the characters of the new
shows, such as the Shabu spots. The third
stage will feature mostly clips from series
episodes. “That’s where we specifically sell
the shows,” said Polevoy.

Morton J. Pollack, vice president, adver-
tising and promotion, CBS Entertainment,
compared this year’s *‘We’ve Got the Touch”
promotional theme with the perennial “Coke
Is It” theme used by Coca-Cola. “Coke has
something like a 45% share of the soft drink
market,” explained Pollack. “They are by far
and away the leader and don’t see the need to
knock the competition in print or on the air.”
CBS has led the prime time ratings race over
the last four years. “When you’re number
one, you promote in a positive way,” said
Pollack. “Perhaps if we were in third place
we might try doing something similar to
NBC to get noticed.”

And NBC'’s Sohmer confirms that the net-
work indeed will do just that—but only
when the time is right. And research indi-
cates, he said, that perhaps a week in ad-
vance of premiere date is the best time to
start topically promoting a series. “Our re-
search indicates that our campaign is work-
ing,” said Sohmer. “And I'll continue with
what I've been doing.”

Advertising agencies are pleased by the
prospects of a competitive 1983-84 prime
time season. With no strikes looming, notes
Philip Guarascio, senior vice president, di-
rector of media management, Benton &
Bowles Inc., “the three networks are getting
off to the first clean start they’ve had in a
while.” And from a ratings standpoint, said
Guarascio, that means that as the season pro-
gresses the networks’ performance can be
evaluated “purely on a competitive basis
without any uncontrollable factors getting in
the way.”

There is a sense, he said, at least within
the advertising community, that the coming
season will “absolutely be more competi-
tive.”

NBC is perhaps largely responsible for the
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new competitive situation, having, over the
past year, put together a program lineup con-
sisting of a number of shows that have been
widely praised for their quality and ability to
attract desirable demographics. The network
is in second place in the summer prime time
ratings race, and many expect NBC to make
a three-network race out of the prime time
competition this fall.

To position itself for the fall season NBC
will be airing eight specials and eight new
episodes of new and returning programs.

Of the eight series that will be stunted,
three are new offerings: We Got it Made,
which will debut Thursday Sept. 8 (9-9:30);
Mvr. Smith, Friday, Sept. 23 (8-9), and For
Love and Honor, Friday, Sept. 23 (9-11).

The five returning series that will pre-
miere before the start of the season include
Real People, Wednesday, Sept. 14 (8-9:30);
First Camera (formerly Monitor), Sunday,
Sept. 14 (7-8); A Team, Tuesday, Sept. 20
(8-9); Remington Steele, Tuesday, Sept. 20
(9-11), and The Facts of Life, Wednesday,
Sept. 21 (9-10).

eries debuting during premiere week in-
clude Boone (new), Monday, Sept. 26 (8-9);
Family Ties, Sept. 28 (9:30-10); Gimme a
Break, Thursday, Sept. 29 (8-8:30); Mama's
Family, Thursday, Sept. 29 (8:30-9); Cheers,
Thursday Sept., 29 (9:30-10); Manimal
(new), Friday, Sept. 30, (8:30-10); Diffrent
Strokes, Saturday, Oct. 1 (8-8:30); The
Rousters (new), Saturday, Oct. 1 (10-11);
The Yellow Rose (new), Saturday, Oct. 1
(10-11), and Knight Rider, Sunday, Oct. 2
(8-10).

Series debuting after premiere week in-
clude Hill Street Biues, Thursday Oct. 13
(10-11); Stilver Spoomns, Saturday, Oct. 15
(8:30-9); Jennifer Slept Here (new), Friday
Oct. 21 (8:30-9); Bay City Blues (new),
Tuesday, Oct. 25 (10-11), and St. Eisewhere,
Wednesday, Oct. 26 (10-11).

Additional specials include a new edition
of TV Censored Bloopers, Sunday, Oct. 2
(10-11); a two-hour live special edition of
The Tonight Skow Starring Johnny Carson
in prime time which marks Carson’s 21st
anniversary as host of the late night pro-
gram, Monday, Oct. 3 (9-11); baseball play-
off and World Series action in October; a
made-for-TV movie, Adam, starring Daniel
J. Travanti of Hill Street Blues, Monday,
Oct. 10 (9-11); Coneheads, based on the
characters introduced on Saturday Night
Live, Friday, Oct. 14 (8:30-9), and High
School U.S.A, featuring child stars of the
1950’s and 60’s, Sunday, Oct. 16 (9-11).0
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In the pt one hundred and thmyﬁve years,
one prominent figure has achieved unparalleled
dominance of the news.

Associated Press.

Most news figures burst into
prominence, then fizzle into obscu-
rity. Not Associated Press.

In fact, during the past 135
years, we've run away with more
top stories than any other news
organization,

Our 1,500 reporters and photo-

graphers. plus 5.300 member organi-

zations, comprise a reporting staff
that’s bigger than any network’s.
And 30% larger than UPI's.

So. we can cover every major
news event between Gdansk and

Greeley. and still dominate coverage

of a Pan Amjet crash in New Orleans.
Proof? AP accounted for more

than 75% of all news service articles

printed about that tragedy, according to
one weeklong competitive play check.

Thanks to our massive techno-
logical advantage, we also delivered

news of the crash with unprecedented

speed, fidelity and reliability.

If it’s credibility you want, vou
should also know this: In the cate-
gories in which AP is eligible to
compete, we've won more Pulitzer
Prizes than any other news-gather-
ing organization in the world. Thirty
three since 1922.

And for excellence in the area
of broadcast journalism, we've been
awarded a duPont-Columbia Award,
a Peabody. two Janus Awards and
several Overseas Press Club Awards.

Put it all together, and you've
got a news service that you. your
listeners and advertisers can believe
in. In fact. the only thing you won't
believe about AP news is how
easy it istosell.

For more information,

b contact Glenn Serafin.
{ (212) 621-1511.

Associated Press. Without a doubt.
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‘Party’ time

DIR Broadcasting, the New York-based pro-
ducer/syndicator of radic programing, was
scheduled to intrzoduce what it calls the first
commercial-free, hour-long syndicated pro-
gram last weekend (Aug. 26-27) "exclusive-
ly" on 25 album rock stations nationwide.
The new show, House Party, is being un-
derwritten by Maxwell House which will be
identified only at the bBeginning and end of
the broadcast and will air on the Friday or
Saturday night of the last weekend of each
month on such stations as: KLOS(FM) Los An-
geles; WNEW-FM New York; wxrT(FM) Chica-
go; wwoo-FM Washington; wRIF(FM) Detroit,
and KSHE(FM) St. Louis. The guest on the first
show, which is hosted by former WMMR(FM)
Philadelphia music director Lisa Richards,
was British rocker Dave Edmunds. The se-
ries is slated to run through next March.

Kink-y comments

In an effort to acquaint radio programers
with Rock USA, a weekly AOR program pro-

duced by Doubleday Broadcasting and dis-
tributed by Mutual, the network said it will
offer nonaffiliated stations programing AOR
or other rock formats, “free” access to 55
minutes of an interview with Ray Davies,
lead singer of the Kinks. According to Mutu-
al, stations will receive a copy of the inter-
view (for one-time-only use), taped in ste-
reo, and a cue sheet with exact timings
along with suggestions for playing the
group's hits, keyed to the content of Da-
vies's comments. Rock USA, which made
its debut last April, is Mutual's first venture
into album rock programing.

MTV impact

Warner Amex's Music Television cable ser-
vice has a greater impact on conventional
over-the-air television than on radio, ac-
cording to preliminary findings of Dallas-
based consultant Jon Coleman’s study of
MTV. Sixty percent of the respondents said
they opt to watch MTV instead of television,
and 40% say that they view the service in-
stead of listening to the radio. The majority
of the 12-t0-24 age group said they preferred

PROOF

THAT OUR LIMITED INVENTORY AND SPECIFIC TARGETS
(ONLY MEDIUM AND LARGE RADIO MARKETS) WORK FOR YOU!

CLOSINGS AND SALES FOR FIRST HALF, 1983

1. KCMO/KCEZ, Kansas City, Missouri
From Meredith Broadcasting to Fairbanks Broadcasting Co., Inc.

2. KEZO-FM, Omaha, Nebraska

From Meredith Broadcasting to Albimar Communications.

3. KYNN-AM, Omaha, Nebraska

From Great Empire Broadcasting to Albimar Communications.
4, KSFO-AM, San Francisco, California”
From Golden West Broadcasters to King Broadcasting Company.

5. WHJJ/WHJY, Providence, Rhode Island*
From Franks Broadcasting Company to TA Associates.

*Subject to FCC Approval

When confidentiality, integrity and experience are important...
ST AN

Brokerage

Appraisals

Consulting
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MTV as a music medium over radio. Cole-
man also noted that in markets that have
been airing MTV for upwards of three years,
the cable channel remains just as popular
with respendents as during its initial expo-
sure. Coleman conducted 600 interviews
among the 12-to-40-year-cld demographic
in 15 markets nationwide July 10-25. Find-
ings will be revealed at this week's NAB
Radio Programing Conference in San Fran-
cisco.

Planning aid

Insights into agency planning and buying of
radio, including a hopeful word on buying
expectations for 1984, are provided in a new
report, “RadioTrends: The Media Planner
Study,” based on research conducted by
Ted Bolton Associates for the McGavren
Guild radio station rep firm.

McGavren Guild and Bolton officials said
the study was based on in-depth telephone
interviews with 155 radio media planners
and buyers in agencies in the most active
U.S. buying centers and that the findings
included:

® Almost three-fourths of the respen-
dents (73%) said they consider radio to be
“priced about right,” while 17% considered
it overpriced and 9% underpriced (1% had
no opinion).

® Forty-one percent said they expect to
buy more spot radio and 28% more network
radio next year, while 8% expect to buy less
spot and 9% less network. This, the report
says, portends “a healthy increase” in spot
buying next year and “a potentially active
year for network buying as well.”

® The three factors planners and buyers
consider most important in the planning
process are a station’s program format
(named by 89%), ratings (87%) and rates
(80%). Next were client preference or “client
dictate” (52%) and “qualitative research
data” (49%).

The most frequently used radio rating set-
vices were Arbitron (named by 95% of the
sample), Birch (49%) and International De-
mographics (13%). Arbitron was also the
most highly rated for accuracy (by 50%),
while International Demographics (30%) just
edged out Birch (27%) for accuracy. “In fair-
ness to Birch,” the report adds, “it should be
pointed out that International Demogra-
phics's percentage is based on a very small
number of respondents.”

® Development of a second national rat-
ing service was rated “very important” by
26%, “important” by 23%, "somewhat im-
portant” by 25%, “not that important” by
21% and “not all that important” by 14%.

B More than half (52%) of the respon-
dents thought that cable would have little or
no impact on radio three years from now,;
26% thought radio might lose some adver-
tising revenue to cable in that time, and 7%
thought cable might in fact increase radio’s
revenues. (The rest were not sure or had no



BYLINE MAGAZINE

The CBS Radio Stations News Service now offers BY LINE MAGAZINE™
—13 enterprising news features from top flight journalists and experts. Two minute
reports that are designed to build your audience.

BYLINE MAGAZINE "™ delivers prestige and professionalism to your listeners
and advertisers.

Topics that will attract today’s upscale radio listener, guaranteed exclusive in your
market, and adaptable as scheduled features, drop-ins, or weekend magazines.
Select from:

REPORT ON MEDICINE INSIDE BUSINESS REPORT ON SCIENCE
Mel Granick Wilham S. Rukeyser Dr. Allen Hammond

REPORT ON WOMEN ON FITNESS SPEAKING OF HEALTH
Anna Mae Sokusky Dr. Gabe Mirkin Dr. Steven Andrew Davis

ON RECORD AROUND THE HOUSE REPORT ON RELIGION
Peter Bekker Clem Labine/Bob Blachly Richard Ostling

REPORT ON TRAVEL IN THE LYONS DEN FOOTNOTES
Steve Birnbaum Jeffrey Lyons Rolland Smith

THE LEARNING CENTER
Dr. Lonnie Carton

Call Allen Balch
“...the features fit perfectly into the format (and) have 202-457-4366 (Collect)
generated considerable revenue...” >\
Mahlon Moore, News Director, WNOG Naples, FLLA ’ LWN ‘N E
*“It is a first rate service for the station that insists on “

qualitgo%r(ﬁggrl?sr:eil? %\Ie;s Director, WIS Columbia, SC mﬂGﬂZInE

M ABS RADIO STATKIONS NALY SERVICE

2020 M Street. N'W.
Washington, DC. 20036




MOYL network. In an effort to bring new
advertising dollars to the “Music of Your
Life" (big band and MOR hits) formatted
stations. Al Ham Productions, creator
and producer of the popular format, has
reached an agreement with Interep's
Weiss & Powell firm to form the Music of
Your Life “Family of Stations” rep network
(“Closed Circuit, Aug. 22). Pictured
above after completing the deal are: Al
Ham (I} and Ralph Connor (r), senior vice
president of Weiss & Powell, who will
spearhead the operation. The network
will enable advertisers specifically to tar-
get this “upscale, mature, MOYL audi-
ence” on a national basis, said Ham. The
MOYL format currently airs on more than
160 stations. Four Interep firms {(McGav-
ren Guild Radio, Major Market Radio, Hil-
lier/Newmark/MWechsler & Howard and
Weiss & Powell) combined represent
more than 50 MOYL stations. Plans cali
for stations not represented by an Interep
company to have network orders chan-
neled through their respective national

[ representative firms.

answer.)

® Respondents were also asked about
the Radic Advertising Bureau's “Radic is
Red Hot” campaign. The report said 22%
correctly identified it and ancther 5% said
they were familiar with it but gave the
wrong name, while 72% could not recall the

campaign's name. Of those who were famil-
iar with the campaign, however, 60% rated
it “very effective” or “effective.” The report
suggests that “additional media placement
of this campaign is needed to heighten
awareness among planners and buyers” and
that RAB might consider "additional ave-

THE
RADIO

PROGRAMS
SOURCE
BOOK®

Second Edition

For radio programming professionals...

Comprehensive information on aver 2500 radio pro-
grams and services. » Up to 25 different facts about each
listing.  Over 200 information-packed pages to help you
every day. ® Three different indexes for easy reference:
Title Index. Main Category Index. Subject Category index.
plus "The Sources” section which is a handy listing of
Syndicators, Networks, and Producers, complete with
addresses, phone numbers, personnel, and properties.

* A free update is included in the subscription price 6
months after publication.

THE RADIO PROGRAMS SOURCE BOOK ™ is a publica-
tion of the Broadcast information Bureau, Inc., serving
the broadcast industry for over
30 years! Only $59.95 per
copy, plus $3.00 Postage &
Handling (Add Tax Where
Applicable) Allow 3 Weeks
for Delivery, Overseas
Charges Extra

Broadcast Information Bureau. Inc.
100 Lafayette Drive ® Syosset, NY 11791
(516) 496-3355 Telex: 6852011

Enclosed find check in the amount of

[ Mastercard, Card #

for_____copylieslof THE RADIO PROGRAMS SOURCE BOOK ™ or Charge to 0O visaor

Expiration Date OBiltme

Name __

Address

City

Firm

Signature _
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nues of advertising” to increase that aware-
ness.

The study was the second in a series
sponsored by McGavren Guild and conduct-
ed by the Bolton organization.

Birch activity

Birch Radio, the audience measurement
company, is forming a subsidiary in Toronto
to handle sales and operations for Canadian
radio stations. Company President Tom
Birch reports 10 Toronto radio stations have
signed thus far to receive monthly and quar-
terly ratings with 12 Montreal and eight Ot-
tawa stations indicating support.

Additionally, Birch Radio plans to unveil a
new microcomputer ratings retrieval and
analysis system, BirchScan, at this week's
National Association of Broadcasters' Radio
Programing Conference. The system, devel-
oped by Birmingham, Ala.-based Tapscan
Inc., will contain a variety of ratings infor-
mation on floppy diskettes geared for both
sales managers and program directors, ac-
cording to Birch.

Playback

A new 13-episode season of Kindred Spirits,
a half-hour series of programs concemed
with “the inner meaning of life experience,”
is being offered to both commerical and
noncommercial stations beginning Sept. 27
by independent producer David Freudberg
in association with the Longhom Radic Net-
work. The series aired on more than 100
stations during its first year, according to
Freudberg, and the new segments include
talks with CBS News correspondent Charles
Kuralt, author and rabbi Harold Kushner,
Chinese scholar Jane English and Quaker
novelist Daisy Newman. Each will talk about
how success in a chosen field has affected
him ofr her.

The series is available via the public radic
Extended Program Service free of charge by
satellite feeds. Other stations may putchase
the programs for $26 through tape facilities
of Longhom Radio, Communication Arts
Building 8, University of Texas, Austin, Tex.
78712. Information: (617) 864-2538.

In the marketplace

Western Public Radio, a San Francisco-
based independent radio program produc-
tion and distribution center, is offering Beat-
ing the Blues to both commercial and
noncommercial stations beginning in Sep-
tember. The two-minute weekly feature is
produced by WPR in association with The
National Center for Depression and Anxiety
and is being written and narrated by Dr.
David T. Wise, a clinical psychologist and
executive director of the Stanford Universi-
ty-based center. The series will be available
by tape or via satellite.

a

Starfleet Blair, a New York-based producer
of special radio programing, will simulcast
Donna Summer's Pacific Amphitheater
(Costa Mesa, Calif.) concert of Aug. 6 on
Oct. 22 over an ad-hoc network of stations.
The event will be simulcast over Home Box
Office. According to a Starfleet Blair spokes-
person, the company plans to do a series of
simulcasts with the cable company.
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Network satellite roundup

Listed below are major networks along with the name of the satellite and transponder they use as well as an affiliate count {in some cases, an
approximate number). ABC, CBS and NBC are in the process of converting their affiliates from land line to satellite delivery.

Network Satellite and transponder Affllistes
ABC Radio Networks ' * Satcom I-R, 23 1,850 (combined)
Talkradio (2 systems) - Satcom 1-R, 23 & Westar Ill, 4 -

Associated Press Radio Westar 1ll, 1 1,132
CNN Radio Network Satcom III-R, 14 85
CBS Radio Network 2 Saicom I-R, 19 520 (combined)
RadioRadio Satcom |-R, 19

Music Country Network Westar Hll, 1 od
Mutual ) Westar 1V, 1D and 2D 850
National Black Network ° Westar | * 106
NBC Radio Network ® Satcom IR, 19

The Source Satcom I-R, 19 675 (combined)
Talknet (2 systems) Satcom I-R, 19 & Westar I, 1

National Public Radio Westar IV ID and 2D ) 281
RKO Radio Networks ® (One and Two) Westar Ill, 1 and 4 400 (combined)
Satellite Music Network ’ Satcom IR, 3 241 (combined)
Sheridan Broadcasting Network Satcom IV, 4 89 of 1158
Transtar Network Westar Ill, 2 77
UPI Radio Network ° Westar Iil, 1 1,130
Wall Street Journal Report Westar IIl, 1 80

! Contemparary, Direction, Entertainment, FM Information, Rock.

* ABC plans to have all network programing delivered to all affiliates via satellite by Dec. 25. Talkradio to be availabte totally on Satcom systern by next year.
2 CBS plans to have all programs delivered via satellite by Jan. 1.

3 Service to Atlanta, Chicago, Dallas, Los Angeles and San Francisco.

4 NBN plans to announce full satellite-distribution plans via the Westar system by year's end.

5 NBC plans to have all programs delivered via satellite by Dec. 15, It will switch Talknet to Satcom system in mid-1984.

8 RKO plans to switch to Satcom I-R, 19 on Oct. 1.

7 Starstation, Country Coast-to-Coast, Stardust,

89 of 115 which are receiving programing via satellite.

? UPI plans to be totally satellite delivered by year's end.

fall 1983

DON BEVERIDGE

One day sales clinics for broadcasters.

This year's series of ‘live," motivating, practical,
sales generating, information packed workshops
will contain new selling skill techniques and all new
presentations by broadcasting’s most exciting
consultant. The RAB said of Don’s programs, “THE
BEST EVER." The TVAB exclaims, “exceptionally
well presented.” Register early... $85... space will
be limited.

Sept. 22nd - Minneapolis Oct. 27th - Seattle

Oct. 14th - Atlanta Nov. 2nd - Washington, D.C.
Oct. 24th - Denver Nov. 3rd - New York

Oct. 25th - Los Angeles Nov. 28th -~ Tampa

Oct. 26th - San Francisco Nov. 29th - Cincinnati

exclusively from...
:1:1:] P.O. Box 223 ¢ Barrington, IL 60010 ¢ (312) 381-7797
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State of the Artz1983

KATZ
RADIO

People Make The Difference

Katz Radio. The best.




These people tel
us off every day.

and we love it!

The people who form the MMR Advisory Board are dynamic, experienced and
successful broadcasters. They know there is more to selling radio than reading
ratings books. Four times a year they meet with us. They demand, they probe,
they criticize, they praise; the bottom line is the recognition that a success-
ful rep firm continually searches for ways to better serve its clients’ needs. This
attitude and spirit is prevalent throughout Major Market Radio.

It's a fact. Our clients make money by telling us off...and we love it!

Pictured from left to right: John Lynch-VP/GM XTRA-A/F, Marty Greenberg-VP Radio Division Belo
Broadcasting Corp., Marilyn Simmons Myman-GSM WCMQ-A/F, Larry Wexler-VP/GM WPEN/
WMGK, Don McGovern-NSM KMPC. Not pictured: Rich Balshaugh-President/GM WXKS-A/F.

V.

MAJOR MARKET RADIO

NEW YORK « CHICAGO - LOS ANGELES * PHILADELPHIA » ATLANTA « DETROIT - BOSTON » SAN FRANCISCO » DALLAS - ST. LOUIS
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Being all things to all people

“l have never seen anything like it. There is
more market-by-market format switching today
than any other time in recent history,” says Gary
Stevens, Doubleday Broadcasting president.
Why? The nature of the business today, Stevens
says, is becoming more competitive, causing
stations to react to competitive pressures faster.
The outlook for business for the remainder of
1983 ranges from what can be described as cau-
tiously optimistic for national spot to bullish for
network radio. As indicated on the following
pages, reps look for spot to be up about 10% at

year’s end while network executives see this
year’s gains more than doubling last year’s 11%
growth, primarily due to several new advertisers
entering the medium.

Among many radio executives and pro-
gramers, 1983 will be remembered as the year of
the digital satellite revolution with three major
networks—ABC, CBS and NBC—converting
their affiliates from land line transmission to
digital satellite-delivered programing via RCA's
Satcom I-R. These networks, which are asking
stations to pay for receive-only earth dishes, re-
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port a large number of affiliates signing up
in recent weeks (after less than enthusias-
tic response at the beginning of the year),
including many major market stations,
notes NBC Radio President Michael Esk-
ridge. All three networks plan to pull

down their land lines by the end of the year
(see chart on page 44).

The RKO Radio Networks is joining the
digital revolution with its plans to switch
affiliates in the top 300 markets from Wes-
tar I1I, which delivers programing in ana-
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log form, to Satcom I-R on Oct. 1.

The variety of programing possibilities
afforded by satellite transmission has led
to an influx of programing creativity as
networks and program services cater to
ever-increasing listener demand. a

#
The business of radio: improvement in the air

Spot is picking up the pace,
with increases over a year ago,
reps see '83 finishing 10% ahead

Spot radio business, approaching 1983’s
three-quarter pole, is moving at a faster clip
than it was a year ago—which in itself is no
cause for wild jubilation. At this point a year
ago, sales were sloppy, at most 6%-8%
ahead of the 1981 pace (though 1981 was a
tough mark to shoot at, up an estimated 16%
on top of a 15% increase in 1980.)

This year’s advance on the whole amounts
to only three or four percentage points more
than at this time in 1982—or so it had
seemed until late last week, when July fig-
ures emerged showing a big monthly gain
that lifted the year-to-date advance up to the
14% level (see box, page 52). Even before
that, however, most radio station reps and
other close followers of spot activity had
seemed optimistic, more cheerful or any-

way, a lot less gloomy, than they seemed a

year ago. As Ken Swelz, president of Katz
Radio, put it, “National spot radio has been
through a tough 18 months, but I think we’re
making the turn.”

Reps disagree among themselves on ex-
actly where the turn will take spot radio for
the full year 1983, but the consensus seems
to be that it’ll be somewhere around 10%
above 1982 (which was about 7% above
1981). That projection assumes business
will keep moving as it has moved thus far,
but most reps seem willing to accept those
odds. Despite a slowdown in July and Au-
gust, they say the third quarter has perked up
and the outlook for the rest of the year is
promising. Some say the 10% figure could
be improved by a point or two if the econom-
ic recovery stays on track and interest rates
remain stable.

Jerry Feniger, who took over as managing
director of the Station Representatives Asso-
cation when M.S. Kellner retired at the end
of June, points out that spot radio sales
through reps increased 10% in the first half
of 1983, compared with the first half of
1982. The estimates are based on figures

compiled regularly by Radio Expenditures
Reports from 15 leading rep firms and are
regarded as the best gauge available since
the FCC stopped collecting financial data in
1980 (see chart page 52).

Feniger and individual reps also empha-
size, however, that there were major differ-
ences in the way the 10% average increase
was shared. Spot business placed on stations
in the top 10 markets, for instance, increased
by 9.5% over last year. In markets 11
through 25 the increase was almost as good,
9.1%, but in markets 26 through 50 it was
far less: 3.3%.

This means, of course, as was pointed out
by Rich White, executive vice president of
Major Market Radio, that stations in markets
smaller than the 50th had, as a group, in-
creases larger than 10%—probably, White
speculated, primarily through participation
in reps’ nonwired networks. Arithmetic says
the average increase was 18.1%.

John Boden, president of Blair Radio,
cites the RER figures to show that the top 10
markets “do very, very well,” accounting for
52.3% of all national spot expenditures in
the top 50 markets. “We estimate,” Boden
said, “that the top 10 markets account for
38% to 40% of all national spot expendi-
tures.”

The top 10 had some healthy first-half
increases, along with some lesser ones.
Houston was up 21.0%, Los Angeles
19.6%, New York 15.4%, San Francisco
11.8%, Dallas-Fort Worth 8.4%, Detroit
6.5%, Philadelphia 3.7%, Boston 2.0% and
Chicago 1.3%. Washington was the only
top 10 market with a decline: It slipped
2.5%.

While the top 10 markets accounted for
52.3% of all the spot dollars going into the
top 50 markets, the next 15 markets—from
11th through 25th—represented 28.7%, ac-
cording to RER, and the next 25 markets,
from 26th through 50th, 19.0%. Thus the
top half of the top 50 got more than four-
fifths of the business and the bottom half got
less than one-fifth.

Market size is not the only variant. Geog-

White

Schubert
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raphy, weather and especially local econom-
ic conditions also play a part—not always
consistently—in the allocation of spot bud-
gets. Generally, reps tended to say that spot
business has been better in the Sun Belt and
less impressive in colder markets, but there
were exceptions.

There have been variations, too, in perfor-
mance of the leading buying centers. Of 12,
through which the business was placed, as
tracked by the RER figures, six handled
somewhat less in the first six months this
year than in the same period last year, five
handled somewhat more and one was on the
nose with last year’s performance (Boston,
2.4% each year).

Only one of the increases amounted to
more than one percentage point. New York,
which accounted for 33.2% in the first half
of 1982, accounted for 34.6% through June
of this year, according to RER. Dallas-Fort
Worth was up from 7.5% to 8.1%, San Fran-
cisco from 3.7% to 4.7%. Philadelphia from
2.5% to 3.2% and Seattle from 1.0% to
1.6%. On the flat or down side were Los
Angeles, from 14.7% to 12.5%, Detroit
from 11.1% to 10.0%, Chicago from 9.9%
to 9.2%, Atlanta from 6.6% to 6.5%, Min-
neapolis-St. Paul from 2.6% t0 2.5% and St.
Louis from 4.8% to 4.7%.

Overall, Katz’s Ken Swetz reported, Katz
Radio went into the third quarter with sales
up about 15% from a year ago, on a compa-
rable-stations basis. “It’s probably the best
position we’ve been in during the past year,”
Swetz said, “and I have my fingers crossed
that it’l] continue at the same pacing level for
the rest of the year. If it dpes, it can turn a
mediocre year into a pretty good year.”

Swetz noted that the two biggest media
centers, New York and Los Angeles, which
together account for nearly half of all spot
business, had a slightly down first half—
which can offset big gains in smaller centers,
although this year none of those had big
gains either. He noted, too, that “local radio
has been excellent right through 1983,” indi-
cating that the general economy—which he
ranks as spot radio’s biggest problem—is
picking up, and he sees signs that “now the
effects are beginning to be seen in national
radio as well.”

Blair Radio’s John Boden said he had
found “the first quarter not good but the sec-
ond quarter pretty good, so we finished the
first half up from a year ago.” The third
quarter “looks pretty good” to him, but he
also noted that last year’s third “was not very
good.” The full year, he thinks, “will be a
marginal year, not a flag-waving year.”

“If it’sup 7,8 or 10%,” Boden said, “that’s
really not good enough.” He thinks nationai
spot radio has “a perception problem and a
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‘““The entire
time I was
there
I couldn’t
get her
to smile...
not even
a little.”

—NBC Radio News
UN Correspondent
Beverly Byer
reporting from
the Middle East
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OUT OF THE STUDIO.
ON THE SCENE.

NBC Radio Network Documentary, “Two
Roads to Jerusalem,” broadcast the week of
July 11, 1983

“She has no father. The entire time I was
there I couldn’t get her to smile... not even a
littie. I ran down to a shop and bought two
little dresses, one green, one yellow, for her
and her sister. But she just wouldn't, or
couldn’t smile. It really gave me the chills.”

The words of correspondent Beverly Byer help describe
the seemingly insolvable situation in Palestine. After
making an extensive tour of refugee camps and conduct-
ing hundreds of interviews, she and NBC Radio News
Tel Aviv Correspondent Milt Fullerton prepared a
documentary and series of special reports
entitled ‘“Two Roads to Jerusalem,” a vivid and
sometimes poignant story of a people divided by religion
but not on the burning love of the land they both claim.
“Two Roads to Jerusalem’, Just another example of
‘‘full color” radio at its best. And just another example
of the quality that stations committed to news have
come to expect from NBC Radio.

NBC
Radie
Netwerk

For stations committedtonews.
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positioning problem,” and he said Blair is
trying to do something about it and expects
to come up with a proposal to the industry in
another month or so. Spot radio, he said, “is
perceived as cheap”—not a very good sales
point by itself when in fact it has many other
values that too many advertisers and agen-
cies overlook.

At Eastman Radio, Gerald Schubert, ex-
ecutive vice president and national sales
manager, said billings in the first and second
quarters fell behind those of last year, but
that he sees evidence of renewed activity and
a turnaround. “We have had a sustained call
for avails over the past three weeks,” he
said, and the current outlook is for third-
quarter gains of 5%-6% over last year’s third
and for a 7%-8% rise in the fourth quarter.

Schubert projected an 8%-10% gain for
spot radio for the full year and said it could
reach the 11%-12% range with a strong
fourth quarter. Real activity in the auto-
motive category alone, which remains soft,
could provide needed momentum to “send
us all flying into the fourth quarter” and get
}984 off to a good start, Schubert said, add-
ing that “we think 1984 will be outstand-
ng.”

Ralph Guild, whose Interep Co. is becom-
ing the conglomerate of the station rep field,
said the Interep firms—McGavren Guild;
Weiss & Powell (which recently acquired
PRO Radio); Hillier, Newmark, Wechsler &
Howard, and Major Market Radic—were up
28 i:r; billings for the first seven months of
1983.

“All our offices are ahead,” he said. “Cur-
rently, San Francisco is going through the
roof for the first time in three years, Boston
is recovering well and New York is not sen-
sational but it’s growing.”

For the full year, Guild thinks spot radio
business as a whole will be up 11% or 12%
from 1982, “What's starting to pay off is new
business development—we have five people
who just call on advertisers. We’re very opti-
mistic about the rest of this year and 1984.”

Rich White. of Interep’s Major Market

July jubilation. The best news yet on
1983 national spot radio business came
last week: The word from Radio Expendi-
tures Reports, which compiles monthly
billings figures from 15 leading radio sta-
tion rep firms, that July billings soared
40.8% above July 1982 giving a rosier
cast to this year's outiook.

It was easily the biggest monthly gain
this year, the closest prior approach was
13.4% in March 1983. July has become
1983's second biggest billings month
thus far: $67,635,800, exceeded only by
$78,281,100 in May (see separate table).

July's 40.8% rise dwarfed the 8.3% in-
crease recorded for July 1982. And this
year's July doltars were enough to bring
the year-to-date gain—which was 10%
through June—up to 14.1% for the first
seven months of 1983, or twice the rate
gain (7%) for the samie period of 1982.
Year-to-date dollars through  July:
$396,869,600 in 1983 vs. $347,799,300
last year.

3.1%.

Month 1963
January $38,143,100
February 44,731,600
March 53,476,600
April 53,181,800
May 78,281,100
June 61,555,200

Spotting spot. Highlighted below are the first six months of national spot radio billings
according to Radio Expenditure Reports Inc. (RER) which relies on financial information
supplied confidentially by 15 rep firms. The data shows March as the best month with a
13.4% increase over the same period last year while April had the poorest showing, up only

1982 % change
$34,633,900 +10.1
41,674,300 + 7.8
47,150,700 +13.4
51,576,700 + 3.1
69,546,100 +12.6
55,189,900 +11.5

Radio, said MMR’s sales had grown 16%
through June, in part from acquisition of
new stations but especially through growth
of its nonwired network business. July was
not particularly strong and August looks to
be flat, “but projecting from right now,”
White said, “we’ll be 37% ahead for the
second half.”

Phil Newmark, president of another In-
terep company—Hillier, Newmark,
Wechsler & Howard—reported ‘“‘dramatic
increases” in national business this year. He
said much of the growth came through the
addition of stations late last year and early
this year, but that even on a comparable-
stations basis the firm is about 20% ahead of
a year ago and expects to be up by that much
for the full year.

At Torbet Radio, Executive Vice President
Mike Bellantoni said first-half sales were
“up considerably more than the industry
average,” thanks partly to the addition of
stations and partly to higher sales. “August
is relatively soft,” he said, “but except for
that, the picture looks strong. Advance bill-
ings for September and beyond are running
ahead of 1982, he said, “and these advance
billings we feel will continue strong through
the fourth quarter.” He looks for a 9-10%
gain for spot radio in 1983.

Bellantoni is even more optimistic about
1984. “Based on our analyses of past in-
creases in presidential election years,” he
said, “we feel that. 1984 will be an excellent
year for spot radio—up 15-20%.” Aside
from the considerable extra dollars in politi-
cal advertising, he said, presidential election
years tend to produce special efforts by the
administration in office to see that the econo-
my is strong, with interest rates down,
which creates an atmosphere conducive to
increased advertising in general.

Charlés Columbo, executive vice presi-
dent of the Christal Co., expects spot radio
as a whole to be up perhaps 13-14% this
year—and says that “we’re up more than
that.” He said August will come out ahead
for Chnistal and that September and Cctober
“are pacing a little bit ahead” of last year’s
bookings for those months. “Most of us,” he
said, “expect a good last quarter.”

Columbo said automotive advertising is
down, foreign car manufacturers are spend-
ing more, but U.S. makers are spending
less. Airline advertising, he said, “is really
mixed, depending on the markets and routes
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involved” but as a category has been coming
back. The oils, too, are coming back and
showing promise of “becoming a real cate-
gory again.” Wines also are among the cate-
gories showing spot radio increases.

Lou Faust, president of Selcom Radio,
said May was the biggest billing month in
his firm's history, and July was the second
biggest. “The areas we're heavy in— South,
Southwest and West—are going strong,” he
asserted.

Faust said that he expects 1983 “to end up
very good, up by 10-12%,” and that “we’re
well ahead of that because of our growth.”
Currently, he said, Selcom is 30% ahead of
the same period in 1982, and on a compara-
ble-stations basis is 20% ahead.

Jack Masla, president of Jack Masla &
Co., said there was “a low in new business
placements from about the third week in
June until the end of July, all over the coun-
try,” but then a turnaround began and scems
to be continuing.

It’s difficult to forecast, he said, when
lead-times are down to one week and cam-
paigns are shortened to four weeks. But he
ventured, on the strength of currently im-
proving business, that the fourth quarter
would probably exceed last year’s fourth by
7.5% to 8% and that the full year would
come out about 9% ahead. His own firm’s
increase will be higher than that, he said,
“because we acquired stations.”

Taking a broader view, leaders of the Ra-
dio Avertising Bureau stressed the opportu-
nities for all of radio, in both specific and
general terms.

Miles David, vice chairman and chief ex-
ecutive, cited financial services and retailers
as particuarly promising fields for sales de-
velopment.

William L. Stakelin, president and chief
operating officer, emphasized that “the fu-
ture for radio is now, because today’s oppor-
tunities for the radio broadcaster are greater
than at any other time in our history.”

David projected 1983 radio revenue
growth at about 10%, possibly rising to 11%
or more if the midsummer uptick in the
prime interest rate proves to be temporary
but possibly lower if the rafe continues to
increase, having “a negative effect on hous-
ing and all of the other businesses it stimu-
lates, from furniture to banking.”

David, like the reps, emphasized that the
year’s increase will not be shared by all sta-
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Newmark

Stakelin
tions; there are always some that don't get
their part. “Some sections of the country are

far behind others in the business turn-
around,” he said. “There is no consistency in
growth across the country by category of
station. A big factor in any market is the mix
of industry—whether there is a high depen-
dency on smoke-stack businesses that are
coming back slower.”

Financial services, David said, present “‘a
substantial opportunity” for radio sales de-
velopment. “Because of deregulation, tradi-
tional boundary lines in financial services
have been virtually erased,” he said, noting
that Sears, Roebuck has become “a financial
supermarket” and that American Express
has similarly expanded. These, he said, are
just two of “several large companies now
offering financial services which you once
had to go to several places to obtain.”

What’s more, he continued, “‘this national
development will impact locally,” as “banks
and savings and loans, as well as local stock
brokerage firms, will have to increase adver-
tising budgets to compete.” With more dere-
gulation almost certain in the financial field,
*“it’s a great opportunity for radio because we
are an excellent medium for financial ser-
vices—which are already the number-two
category for many stations.”

Retailing, David said, is “another con-
tinuing growth area” for radio, not only
through co-op advertising—which some-
times represents up to one-half of some
firms’ budgets—but also in development of
major campaigns outside of co-op.

He detected a trend toward “panty in au-
dience size,” in which “the distance between
the top station and the bottom station in indi-
vidual formats is narrowing and will get nar-
rower in the future. That doesn’t mean there
won't be standout runaway winners, but it
does seem likely that there will be fewer
cases where one station is dominant.

“This is because of increased competition
and increased willingness on the part of
more ownerships to spend heavily for audi-
ence promotion. The stations which stand
out in bottom line success will be those
which market most successfully. That means

Bellantoni Colombo

sales development, such as among major re-
tailers, in search of major budgets. Well-
conceived plans for the use of the station—
or groups of stations—will really produce
sales for the retailers and enlarge radio bud-
gets.”

RAB President Stakelin said that “no oth-
er mass medium is more an integral part of
the American life style than radio.”

The business opportunities, Stakelin said,
“are equally as great.” Increased listenership
coupled with () rapidly rising TV costs, (b)
rapidly declining newspaper circulation, (c)
fragmentation of the video world with the
coming of the age of cable and the great
increase in sale of video games and record-
ers, among other things. .. send the clear
signal that the future for radio is now—to-
day“,

Stakelin said that “cost-conscious adver-

Masla

Faust

tisers are frantically searching for alternative
solutions” and that “the answer keeps com-
ing up radio,” as “every person continues to
allocate a major portion of his time to listen-
ing to radio.”

He noted that magazines have followed
radio’s lead in targctmg spec1ﬁc life style
audiences and said that “even the newspa-
pers are now trying to get in on the act by
convincing the advertiser that they can now
target.

“In essence, they’re saying what radio has
been saying for years: Can you really afford
the shotgun approach to media? Or should
you take time to determine your needs and
target for results?

“It’s exciting to see so many folk in other
forms of media rctummg to the basics and in
essence saying, ‘Radio’s way is right, and
has been all along.” ”

The business of

Sales are sky high, as is programing
and land lines give way to satellites

Satellite technology, which contains timeli-
ness and, especially for FM outlets, a trans-
mission quality superior to that of landlines,
coupled with a heady sales pace that began
during the second half of 1982 and still
shows no sign of abating, have made the
near-term future of network radio look, in
the words of one executive, “extremely
promising.”

Talk of an industry shakeout, which pre-
vailed throughout most of last year, and was
the result of the launching of a handful of
new networks in late 1981-82, has all but
died out. And for good reason: No new {or
existing) network radio players have gone
under in the last year, and the consensus is
that those currently in the arena will survive.
Not only that, 1983 has seen a new trend the
entry, either for the first time or after an
extended absence, of a number of new radio
network advertisers that have absorbed a
good deal of the added inventory created by
the newer players.

In fact, the response of advertisers to the
new marketplace has been so positive that
the birth of yet more networks, or program
services, depending on definitions, is almost
certain. Mutual Radio is understoed to be on
the verge of deciding whether or not to
launch a youth-oriented programing service.
And John Tyler, chairman and founder of
Satellite Music Network, told BROADCAST-
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radio: networks

ING last week that he is “reasonably sure”
that SMN will spawn a fourth network ser-
vice in 1984 (contemporary hit). Terry Rob-
inson, a partner in the Colorado Springs-
based group OWner, Sunbelt
Communications Ltd. (two AM’s and three
FM’s), which launched the adult contempo-
rary Transtar network in February 1982, also
reports network expansion plans. In 1984,
ke said, there is a “high probability” that
Transtar will begin a country network. And
later this year, said Robinson, the company
may announce plans for yet another network
for which the research and development be-
gan about two years ago. He would not de-
scribe the format, except to claim that “there
is nothing quite like it out there now.”

Industry executives also report that the
trend toward long-form programing—both
live events and studio-produced specials—
will undoubtedly gain momentum. with the
proliferation of satellite reception. And in
some cases, networks will be offering affili-
ates many more hours of election and Olym-
pic coverage to be fed simultaneously with
the usual network program material, an im-
possibility with landline feeds.

Riding on the momentum that began in
the second half of 1982, radio networks have
posted more than a 24% increase in sales the
first six months of this year. And those rev-
enues, according to the Radio Network As-
sociation, equal those generated for all of
1979, which the Radio Advertising Bureau
estimated to be $135 million.

On a monthly basis, the first six months of
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When you join Direction, your station has
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1983 showed sales gains over the previous
year as follows: January, 14%; February,
25%; March, 26%; April, 16.8%; May,
35%, and June, 26%. The monthly estimates
are tabulated by the accounting firm of Ernst
& Whinney, which monitors the sales of the
ABC, NBC, CBS, RKO, Mutual and Sheri-
dan broadcasting networks.

And while executives admit that the cur-
rent pace may not continue indefinitely, most
see no reason why it should not keep up
through at least the end of the year, perhaps
falling off by a few points, but no more. “I
see the sales pace sustaining itself,” said
CBS Radio President Robert Hosking.
“There’s nothing right now to indicate a fall-
off,” he said, adding that year-end increases,
on a percentage basis, should match those
achieved at midyear. And he, for one, sees
the trends continuing into 1984.

If industry projections hold true, this
year’s gains will more than double last year’s
11% growth, when revenues are said to have

Severine

Hosking

approached $230 million (although some es-
timates were as low as $215 million). Rev-
enue totals for 1983 are expected to fall
within $250 million-$300 million. Last
month, Robert Coen, senior vice president,
McCann-Erickson, who is known for his an-
nual advertising revenue predictions for var-
ious media, said network radio will account
for $305 million in 1983. And Joseph Lar-
sen, executive director of the Radio Network
Association, said that while not too long ago
he would have thought that estimate well
beyond the grasp of the industry, he now
thinks Coen may not be “far from right.”

A number of reasons are cited for the rev-
enue growth accrued by radio networks over
the past year, including what some claim to
be advertiser disenchantment with cable as a
supplementary ad medium, declining over-
the-air television audiences coupled with
ever-increasing prices for TV placements,
and the fact that the radio networks, with the
help of their association, the RNA, are ag-
gressively and effectively selling the medi-
um to major advertisers that are increasingly
trimming their television budgets to buy
more time on radio.

“With all the noise that cable was making
last year,” said the RNA’s Larsen, “they ac-
tually helped our cause. They were encour-
aging advertisers to go back and really ana-
lyze their media buying plans.” Those
advertisers who did just that, suggested Lar-
sen, chose radio, for the most part, over
cable.

Louis Severine, vice president and direc-
tor of advertising sales for the ABC Radio

networks agreed that the impact of cable on
the radio networks in 1983 was not as great
as it once was. Last year, he acknowledged,
“'the cable industry hurt us,” because a num-
ber of advertisers who were squeezed out of
the network television marketplace due to
the bullish 1982 upfront season, spilled over
into cable on an experimental basis. “But
agencies and advertisers couldn’t really de-
fine what they were getting out of cable,”
contended Severine, and that factor, com-
bined wiht higher network television prices
and lower audiences, has persuaded many to
round out their media plans with more net-
work radio spending.

Severine and others cited a number of ad-
vertisers that have come back to network
radio after long absences or that have intro-
duced new brands to the medium for the first
time this year. The list includes Gillette,
Procter & Gamble, Burger King, American
Express, Dannon, Miles Laboratories,

Greyhound, Pfizer Labs, Sassoon, Bristol-

&

Cox Rubenstein

Myers, Campbell Soup Co., Kraft, Frito-
Lay, Johnson & Johnson, Lever Bros., Blue
Nun, Penguin Books, Mennen, Shasta Bev-
erages, Revlon, Lee Jeans, Hormel, Interna-
tional Harvester, Amtrak, Olympic Stain,
American Raisin Council, E.F Hutton and
Sears.

Severine also noted that radio networks
have been helping their own cause by “plug-
ging up the holes in the top markets,” there-
by increasing the industry’s reach. “Take
New York for example,” said Severine. “The
top 12 stations are now network affiliates.
And it’s happening in all the major markets.”

Severine predicted that the industry will
probably increase sales overall in 1983 by
about 18%-19% and the ABC networks will
come out “slightly ahead of that.”

Michael Eskridge, president, NBC Radio,
notes that while the business he’s in is still
relatively small (radio network billlings for
1982 equalled about half of the business
generated by the New York television mar-
ket), future prospects are bright. Advertisers
are learning, he said, that radio is “a lot more
efficient.” He predicts that in 1983, revenues
for the radio network industry will have
grown 15% to about $250 million. That pre-
diction is on the low end of several offered,
but Eskridge adds that the upward trend
should continue beyond the end of the year:
“Sales are not what they will be soon.” And
while Eskridge is not alone in complaining
that there is too much network inventory
available, and that there are more networks
currently around “than there ought to be,” he
is among a small minority who still suggest
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the industry will be confronted by a period of
shakeout. “We have a minimum of 15 net-
works,” he reasons, “and that's quite a num-
ber of ways to split a relatively small pie.”
Without naming names, he suggests that the
shakeout will take the form of “curtailing or
consolidating” some exisiting network ser-
vices.

NBC’s Kevin Cox, who heads sales for
the company’s radio networks, offered that,
In part, revenue growth is a reflection of the
success that the networks and the RNA have
had in “selling the medium,” as opposed to
efforts by a particular network. “We’ve
been improving the image and awareness of
net\york radio in the marketplace,” he said,
adding that NBC has been making a lot of
presentations to advertisers on prime time
television, in an effort to convince them that
they can increase their reach and frequency
by using some radio as a supplement to their
television campaigns. The supplemental
pitch, he explained, “is the only practical

8
Burchill

way”’ to approach those ad vertisers, because
“they know TV has worked.” And that sell-
ing strategy succeeds, he said, because those
advertisers “‘are paying more money and get-
ting less audience” for their TV buys.
“They’ve got to do something.”

And while the expansion of networks, es-
pecially those aimed at the youth market,
may mean expansion of inventory that is
particularly distasteful to the established net-
works, Cox suggests that the changed situa-
tion has been a factor in attracting new ad-
vertisers. “When ABC had the only two
youth networks [contemporary and FM],”
explains Cox, advertisers were faced with
pricing that was “incredibly high.” And
many advertisers hoping to reach the youth
market simply opted to forgo radio, he said,
“because two networks were not enough to
do an effective job in terms of reach.” Now
with six or seven networks programing to
teen-agers and/or young adults, advertisers
have more confidence that they can reach a
sufficient pecentage of their target audience.

Mutual Broadcasting, which operateson a
fiscal year that ends Aug. 31, will probably
end up about 20% ahead of last year, accord-
ing to Martin Rubenstein, the company’s
president. “We started off the year slowly,”
said Rubenstein “but business picked up in
the third quarter with the momentum carry-
ing on into the fourth.”

Rubenstein said that the efficiency that
network radio can lend to an advertiser’s me-
dia plan “is finally beginning to sink in. It’s
one hell of 2 media buy—too good in fact. 1
think our rates ought to be higher.” Noting
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that on average, the cost-per-thousand lis-
teners is probably not too much more than
$1, Rubenstein said, “Qur C-P-M as an in-
dustry is so low we’re almost giving away
our inventory.”

CBS's Hosking agreed with Cox's assess-
ment and said that’s exactly why CBS decid-
ed to develope a network aimed at the 18-to-
34-year-old demographic—RadioRadio—
which was launched in April 1982. Through
the 1970’s, he noted, there were only nine
radio networks, mostly skewed toward the
older demographics. “And as far as most
advertisers were concerned,” said Hosking,
“there weren’t enough youth-oriented net-
works to reach enough bodies to bother
with.” But now, he added, “we’re [the indus-
try] all over the place” with more networks
targetted to more specific demographic seg-
ments. As a result, said Hosking, the medi-
um is not only more efficient, but perhaps
“underpriced” as well. “And if the market-
place has not grown,” as it did this year, he
said, the shakeout that most had been antici-
pating would have occurred.

Hosking suggested that, at least for the
CBS Radio Network, a revenue comparison
between this year and last would be mislead-
ing due to last year’s NFL strike. (CBS airs
an NFL Game of the Week each Saturday
during the football season.) Revenue gains
this year “will look brilliant” compared to
1982, he said. Without being specific, he
acknowledged that CBS Radio lost “a lot” of
revenue because of the strike, because un-
like the case with television, the network
had no alternative programs to place its foot-
ball advertisers in.

The RKO Radio networks will have com-
bined revenue increases for 1983 that will
far exceed the current industry pace, and
may very well equal the 40% growth
achieved during the first half of the year,
according to Thomas Burchill, president of
the RKO Radio networks. In one sense, Bur-
chill attributes the solid growth of both the
RKO networks to positioning: RKO 1, the
youth-onented network, has obviously
benefitted from the resurgence of top 40 ra-
dio in general, he noted, while RKO II,
aimed at the 25-54 demographic, is the only
adult network for the FM listener, he said.
Both networks were launched in 1979.

As for the revenue growth of the industry
as a whole, Burchill offers a factor not men-
tioned by others—the network radio audi-
ence has increased by 41% since 1975,
which leads to the conclusion that listeners
have been receptive to a significant amount
of the network programing that has been in-
troduced since that time. And to advertisers,
said Burchill, “that’s attractive.”

Burchill also suggests that network radio
1s underpriced, but that it’s only a matter of
time before network rates begin to climb.
*“Our pricing has not {paralleled) the growth
of the medium in terms of audience,” he
contends, although he does note a disparity
in the C-P-M’s for a youth-oriented account,
which may approach $4 or $5, and the C-P-
M’s for the general audience, which he cal-
culates at about $1.50. But in any event, he
sees prices rising “just from the standpoint
of supply and demand. There’s always a lag

in the cycle. It takes a little time.”

Although many in the industry complain
that their product is underpriced, those
speaking out can at least boast of revenue
growth that is tracking on or surpassing the
industry growth rate. The same cannot be
satd for the two prominent black networks in
the industry—Sheridan Broadcasting and
the National Black Network. The presidents
of both networks report revenue gains of
about half the industry average so far for
1983. And both attribute the shortfalls to
built-in prejudices, ignorance and misunder-
standing within the established advertising
community, as to the nature and value (in
terms of consumer spending) of the black
audience. More often than not, they argue,
advertisers resist spending ad dollars to
reach that audience, despite the fact that
blacks often have as great a need or desire
for their products and the ability to purchase
them.

“It’s a difficult struggle,” said Glen Ma-
hone, president of the Sheridan Broadcast-
ing Network. He notes that SBN has a week-
ly cumulative audience of about 10 million.
“And they’re not all paupers or on welfare,”
he adds in a tone that suggests many of the
prospects he has talked to believe so. “I've
never seen an industry so riddled with and
hidebound by notions [about blacks] that
bear no resemblance to the reality that you
can see with your eyes every day.” He also
notes that the music programed by the net-
work, most of which could be classified as
urban contemporary, appeals to whites as
well as blacks. In fact, surveys have indicat-
ed that about 60% of SBN’s listenerhip is
white and 40% black, said Mahone.

George Edwards, president of the Nation-
al Black Network, supported Mahone's
view, contending that by and large, agency
planners “are still in the dark ages with re-
spect to black radio in the media buy.” He
added that many planners believe they can
tap the majority of black households with
television and effectively get the message
through. As a result, “there is a tendency to
cut rather than reduce black radio buys.”
Nevertheless, Edwards predicts increased
growth for NBN in fiscal 1984, which, for
the network, ends next May. For the last half
of NBN’s fiscal 1983, sales were up between
11% and 12%. For fiscal 1984, Edwards
says sales will be up between 17% and 20%.
NBN created a new sales development unit
this year, he notes, which has been success-
ful in attracting 24 new advertisers to the
network. He declined to identify the new-
comers, but claimed they were among “the
top 30 or 50 advertisers in America.”

Several of the newer radio networks, in-
cluding Satellite Music Network, Transtar
and CNN Radio, have been received well
enough by the radio industry to justify ex-
pansion—in the form of entirely new net-
works in the case of the first two, and ex-
panded original programing in the case of
the last.

John Tyler, president and co-founder of
SMN, reports that a New York-based broker-
age firm is currently putting together a pri-
vate stock placement deal for the company,
involving 1.3 million shares that will be dis-
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tributed to perhaps 20 or 25 professional in-
vestors. The investors are banking on the
hope that some day SMN will go public.

Acknowledging that the company’s rev-
enue base is still relatively small, Tyler also
reports that SMN will do “three-and-a-half
times the business we did last year.”” And 116
new affiliates have been signed up so far this
year, bringing the total affiliates under con-
tract for SMN’s three network services to
338, of which 241 are currently on the air—
105 country affiliates, 96 adult contempo-
rary affiliates and 40 Stardust (nostalgia) af-
filiates.

And in addition to the contemporary hit
format (to which 20 stations have already
committed to switch, if 1t gets off the ground
early next year), Tyler says the company has
also looked at a few other “more specialized
formats” as possible future ventures.

Between $6 million and $7 million has
been spent in launching and operating SMN
since startup in August 1981. And while the
initial projections did not call for the com-
pany to begin making money until after three
full years on the air, Tyler says SMN is now
ahead of schedule. Even with what he de-
scribes as a “tough start-up period,” SMN
should start to make a profit by the second
quarter of 1984. “If we’re lucky, maybe the
first quarter,” he added.

In the coming months, SMN will be mak-
ing a strong push to sign up more affiliates in
the top 50 markets, an effort that will be
spearheaded by Ellen Ambrose, who recent-
ly joined SMN from NBC Radio where she
was vice president and general manager of
the Source. “We hadn’t really concentrated
on the top 50 before Ellen came on board,”
said Tyler, noting that SMN currently has 16
affiliates in the top 50 markets.

The adult contemporary Transtar network
also has expansion plans for the coming
year. The existing format is described by
Transtar’s Terry Robinson as “gold-based,”
and targetted to the 25-t0-49 demographic,
but skewed slightly to the female audience.
A country-formatted service is almost cer-
tain to be launched next year by Transtar,
says Robinson, and the network is looking at
several others, with the front runner being a
program service that has been under devel-
opment for the last two years. Transtar will
announce plans concerning that third ven-
ture later this year.

In addition, Robinson confirmed that
Transtar has agreed to purchase the Los An-
geles-based Popular Media Products com-
pany, a radio program production firm, and
that Ivan Braiker, an executive with Popular
Media, and before that president of Satellite
Music Network, has agreed to join Transtar.
The transfer is due to take place shortly.

Transtar has signed over 60 new affiliates
in 1983 and so far 45 have gone on the air
since January, bringing the network’s total
on-air list to 77. That includes, however,
almost 20 stations in major markets which
Transtar pays ‘‘compensation” to and in re-
turn the stations carry the network’s spots,
thereby increasing its overall reach. Robin-
son expects to have 100 affiliates by the first
of the year.

A little less than $10 million has been
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spent to launch and operate Transtar since it
went on the air in February 1982, and while
the network is not yet profitable, Robinson
says ‘‘we are surpassing our projections” for
1983. In fact, business has been so good, he
reports, that the network should be in the
black in 1984, “certainly within the first six
months.” Ultimately, said Robinson, the
goal is that Transtar be competitive with the
major radio networks. “It will take us
awhile,” he admits.

Until quite recently, CNN Radio was little
more than CNN Headline News without the
video. On Aug. 1, however, a one-hour live
newscast, produced by CNN Radio’s own
editorial staff was introduced to the program
mix and is aired daily from 5 a.m. to 6 a.m.
And on Aug. 15, the radio news team began
producing its own |0-minute newscasts
which are heard at the top and bottom of
each hour from 6 a.m. to noon. And in Sep-
tember, CNN Radio will add a number of
sister network CNN’s regular features to its
program lineup, including Moneyline and
Crossfire, with Tom Braden and Pat Buchan-
an, during the week, and a handful of other
features on the weekends. Those added fea-
tures “round out the sound of the program,”
said Bob Pates, who is in charge of the radio
network. *“We've fixed the important part of
the program day,” he said, adding that the
next objective would be to liven up after-
noon drive.

CNN Radio now has 83 affiliates, up from

just 25 a year ago, and the network expects
to have 100 signed by the end of September.
“And we're making inroads in the major
markets,” said Pates, noting that stations in
Detroit, Atlanta, Seattle and Tampa, Fla.,
take at least some CNN Radio programing.
And within the next month to 45 days, Pates
expects to close affiliation deals in Boston,
Cleveland, St. Louis, Miami, Houston and
Minneapolis.

Revenue for CNN Radio is expected to
total about $650,000 by the end of this year
(although total sales will pass $1.5 million,
which includes commitments for future con-
tract fees). That’s up from $350,000 in
1982. The network has just signed Christal
Co. as a national representative, and rev-
enues from station fees and advertising fees
and advertising sales in 1984 should total $3
million.

The Wall Street Journal Report, an audio
broadcast service of Dow Jones which has
been in operation since late 1980, offers its
80 affiliates 18 two-minute business and fi-
nancial news reports each weekday—six of
which are nationally sponsored. Among the
major advertisers for the program this year
are: Shearson/American Express, American
Express Corp., Westin Hotels, Hertz and Al-
lied Van Lines. “Most of our advertisers are
nonradio accounts,” said Robert Rush, di-
rector of broadcast services for Dow Jones.
“We are in more direct competition with the
business publications than with the tradition-
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al radio networks.”

The UPI Radio Network reports adding 25
affiliates or so this year. And starting this
friday (Sept. 2), the network will add two
additional features to its programing lin-
eup—Parenting, wntten and hosted by Dr.
Lee Salk, and Legal Briefs, by los Angeles
attorney Jeff Klein.

The Associated Press Radio Network now
has a new name—AP Network News. And it
also has 46 new affiliates this year, bringing
the total to 1,132 affiliated stations. AP Ra-
dio recently introduced the Ed Busch Talk
Show, a four-hour syndicated program ser-
vice offered to stations via the AP satellite
distribution system on Saturdays and Sun-
days at 4 p.m. And Roy Steinfort, vice presi-
dent and director of broadcast services, AP
Radio, told BROADCASTING that other radio
program services will be introduced in the
future. “AP is under increasing pressure to
develop nontraditional forms of revenue,”
he said.

The first of those that AP Radio became
involved with is the Music Country Radio
Network, a joint venture with WsM Inc.,
which is a nightly 10-hour (eight hours live)
program of country music and interviews
that went on the air in April 1982. It is dis-
tributed via the AP satellite system to 98
affiliates. AP Radio is responsible for mar-
keting, promotion and affiliations and
WsM Inc. produces the show. Christal sells
the program nationally. The network hasn’t
been a big revenue producer, and has been
dropped by 30 affiliates who originally
signed on. “We couldn’t really get a handle
on what the revenues would be,” said Stein-
fort. “Christal and WsM thought [the rev-
enue picture] would be better.” In any event,
he adds, AP radio views its involvement
with the country program service as *“part of
the learning process” a company goes
through to understand the radio networking
and program service business. O

Ratings Leader:
Adult contemporary

Top 40 and album rock finish neck
and neck in second, followed by
country and easy listening/beautiful

An analysis of BROADCASTING's annual sur-
vey of the top 10 stations (including AM-FM
combinations) in the top 50 markets shows
adult contemporary, airing on more than 90
stations, emerging as the most popular for-
mat.

In a virtual tie for second are top 40 and
album-oriented rock, although in recent
weeks the radio industry has seen a resur-
gence in top 40 with many AOR stations
switching (BROADCASTING, Aug. 15).
Rounding out the top five are country and
easy listening/beautiful.

The survey is based on Arbitron Radio’s
spring 1983 metro rankings (total persons
12-plus, average quarter hour, Monday to
Sunday, 6 a.m. to midnight). Format list-
ings, which reflect the spring rating period
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o all members of the broadcasting industry, our affiliates,

our listeners and our staff... a very special thank you
from Satellite Music Network for the acceptance and support we
have received during our first two years.

“Rurely does « small
market roadcaster ex-
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ming luxiery to aiv
locally — network g~
ity