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' ONCE A YEAR WE MAKE NEWS.

On Labor Day, when most people
are at home taking it easy, a lot of
KPRC TV employees are at the sta-
tion, working even harder than usual.
Because every year, KPRC TV do-
nates all of the station’s broadcast
facilities and time to the Jerry Lewis
Muscular Dystrophy Telethon.
This year, over 5,000 volun- =
teers took in 50,000 pledges. In
addition, thousands of people came
to the station to make their dona-
tions in person. All together, #
$1,907 213 was raised for research.
That’s one of the biggest contribu-
tions in the country. (As a matter of
. il ~ fact, Houstonians who watch KPRC f
= TV hold the record for per-capita contributions over the past decade.)
' But the best number is a small one. Only a small percentage of this year’s
money went for expenses. Because of the free air time, facilities and _
people, donations could go where they belong—helping kids out of wheel-
nerw chairs and back on their feet. It’s kind of hard to put a price on that sort of
mun_o thing. So we don't.

e KPRC TV HOUSTON

> NOW Petry Television, Inc., National Representatives, NBC Affiliate.
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A national survey to help you evaluate
your state. Compiled by the property

DRUNK DRIVIt

d alty insurance indus ot ffense
an casu y mn an . State Drinking age license susp
Alabama 19 90 days
Alaska 21 (1/84) 90 days (10/
Arizona 19 30 days
Arkansas 21 90 days-1 yr.
California 21 None
Colorado 21; 18, 3.2 beer 1yr. (.15 BA
Connecticut 20 (10/83) 6 mos. (10/8
Delaware 21 (1/84) 3 mos.
District of Columbia 21; 18, beer & wine 6 mos.
Florida 19 6 mos.
Georgia 19 1yr
Hawaii 18 90 days
Idaho 19 180 days
Nlinois 21 1 yr. max.
Indiana 21 - 60 days-1 yr.
Iowa 19 120 days
Kansas 21; 18, 3.2 beer Limited use
Kentucky 21 None
Louisiana 18 60 days
Maine 20 45-90 days
Maryland 21 60 days max
Massachusetts 20 30 days-1 yr.
Michigan 21 6 mos.-1 yr.
Minnesota 19 30 days
Mississippi 21;18. 3.2 beer 90 days-1 yr.
Missouri 21 90 days
Montana 19 6 mos.
Nebraska 20 6 mos.
Nevada 21 90 days
New Hampshire 20 90 days
New Jersey 21 6 mos.
New Mexico 21 None
New York 19 6 mos.
North Carolina 21; 19, beer & wine 1yr.
North Dakota 21 91 days
Ohio 21: 19, beer 60 days
Oklahoma 21 1yr
Oregon 21 1yr.
Pennsylvania 21 lyr
Rhode Island 20 3-6 mos.
- South Caroline 21; 18, beer & wine 6 mos.
. . " South Dakota 21; 18, 3.2 beer 30 days
The drunk driver kills thousands of Americans a year, and Tennessee 19 lyr.
injures more than half a million. This series of anti-drunk ?}'&2’ ;9 é bt
driving advertisements is dedicated to reducing this toll. Its Ve o - ==
@ i 0 ‘ermoni 18 1yr
purpose: to serveasa rallytrfg p9tnt for ‘the th?usqnds of Virginia 21; 19, beer B .
individuals and many organizations actively fighting drunk Washington 21 90 days
driving in America today. All data are as of August 1, 1983. West Virginia 19 6 mos.
‘Wisconsin 18 3 mos.
Wyoming 19 90 days

Note: 1. Higher of “presumed intoxicated™ or “defined as intoxicated” BAC number
2. REDDI = Report Every Drunk Driver Immediately

America is at war. In every state,
battle is on against drunk drivers

How does your state measure 1
Many states have reduced fatalitie
by increasing the drinking age.
Or adopted proven deterrents suc
as roadside sobriety checks and
suspended licenses.

In most states, organizations s
as Mothers Against Drunk Drive



i IN AMERICA

Blood Alcohol
Concentration
(BAC) defining
Ite Driving While MADD, SADD and
k force Intoxicated (DWI) RID chapters Pending legislation Existing measures
' 0.10 MADD. SADD. RID Dram shop liability (statute holding retail server
0.10 MADD. SADD. RID of alcohol responsible
port issued 0.10 MADD. SADD for its consequences)
port issued (.10 MADD, SADD. RID Mandazatory rehabilitation
port issued 0.10 MADD, SADD Simplified legislation to clarify laws Toll-free number to report DWI suspects
' 0.15! MADD. SADD, RID Drinking age 21; revocation 0.10 BAC REDDI? line; admin. lic. revocation ; dram shop
' ¢.10 SADD, RID Dram shop liability
1 .10 MADD, SADD
0.10' SADD
' 0.10 MADD. SADD, RID Statewide rehabilitation program
port issued 0.12' MADD. SADD. RID Drinking age 21; dram shop liability
port issued 0.10 SADD
0.10" SADD. RID Toll-free REDDI hot line
0.10 SADD, RID Dram shop liability
i 3.10 MADD, SADD.RID
port issued 0,131 MADD.SADD, RID Drinking age 21; REDDI program Toll-free line: CB radio watch: Dram shop liability
port issued 0,10 MALDD. SADD.RID Driving while impaired 0.05-0.10 BAC REDDI hot line
H 0.10 MADD, SADD. RID
3 0.10 MADD. SADD Mandatory education and community service
3 0.10 SADD
portissued 0.13 MADD.SADD
port issued 0.10 MADD.SADD, RID Drinking age 21 Dram shop liability
H 0.1¢ MADD, SADD, RID Dram shop liability
H 0.10 MADD, SADD Dram shop liability
portissued 0.10 MADD. SADD. RID
3 0.13' MADD. SADD. RID REDDI program: administrative license revocation
0.10 SADD Montanans Against Drunk Drivers organization
3 0.10 MADD. SADD Age 21; open container; license revocation REDDI program; trooper incentive program
0.1¢0 MADD, SADD New law: 2 days in jail or 48 hours of public service
port issued 0.10 MADD. SADD. RID
0.10 MADD, SADD. RID $1.000 license surcharge for convicted drivers
port issued 0.10 MADD. SADD
port issued 0.10 MADD, SADD. RID Blood test for drivers in serious accidents “STOP DWI" education program: dram shop
port issued 0.10 MADD. SADD, R1D Limited dram shop liability
3 0.10 MADD, SADD Dram shop liability
H 0.10 MADD, SADD, RID Education program for first offenders REDDI program; dram shop liability
v 0.10 MADD. SADD, RID BAC to .05; breath tests for serious accidents
3 0.08 (10/83) MADD. SADD Dram shop; REDDI program: CB reporting system
port issued 0.1¢ MADD, SADD. RID Dram shop liability
: 0.10 MADD, SADD Toll-free hot line;: Dram shop liability
H 0.10 MADD, SADD, RID Drinking age 20 {beer & wine); open container law
0.1¢ SADD
‘ 0.1¢ MADD. SADD. RID Mandatory education requirement
port issued 0,10’ MADD, SADD. RID ot line program
port issued 0.08 SADD. RID Dram shop liability
' 0.10 MADD. SADD, RID Drinking age 19 vetoed by governor; dram shop
port issued 0.10 MADD. SADD
port issued 0.10 MADD. SADD Toll-free hot line; CB radio reporting system
port issued 0.10 MADD. SADD Administrative license suspension
‘ 0.1¢ MADD, SADD, RID Dram shop liability
| 0.10 SADD Drinking age 21; BAC .08; no plea bargaining at .10 Toll-free REDDI hot line; Dram shop liability

[ADD), Students Against Driving
runk (SADD) and Remove Intoxi-
ted Drivers (R1D) are working
fectively with legislators to fight
unk driving.
Most important are changes in the
titudes that once condoned drunk
iving. The results of these changes

the form of new legislation, stricter
forcement and reduced death tolls
e already a hopeful sign.

What can you do in your state?

Begin by reading our report, Drunk
Driving: A Killer We Can Stop. 1t
explains what every one of us can do
to help. We'd like to send you a copy
free of charge, as well as additional
material to help you do something
about drunk driving.

6 INSURANCE INFORMATION INSTITUTE
1 A nonprofit action and information center.

DO SOMETHING.

-
|
|
]
J
|
| Insurance Information Institute

1 110 William Street, New York. NY 10038

: Please send me at no charge

y O A copy of Drunk Driving: A Killer We Can Stop.
) O A list of organizations active in my state.

: O Your bibliography on drunk driving.

1

1

I

|

|

|

1

]




THE CLASSIC POLICE ADVENTURE SERIES

£l
! A . o R eyl s i

" | THE
/ FORCE IS
 WITH WNEW!

From The

Best Selling |

tI}Iovel 1l:l)y | &Y SATURDAY, OCTOBER 1, 6-7 P.
osch #1=10.6 RATING

yambaugh #1= 22 SHARE

— — AND——
. #1 FORTHE |
FIRST FOUR
WEEKS! _

Source: A.C. Nielsen



\

Broadcasting«Oct 10

State-of-the-art report on technology O
Quantification likely to be keystone of House dereg bill O
NRBA convention coverage from New Orleans O

STOCKMEYER FALLOUT O Official Washington reacts
to week's events—TOC-NAB confrontation and
resignation of NAB's chief lobbyist. PAGE 35.

LEGISLATIVE COURSE O Wirth introduces bill setting
requirements for children’s programing for
commercial television. PAGE 36. House
deregulation package looks as if it will be built
around quantification. PAGE 37.

MOVING ALONG O FCC establishes procedures to
allocate orbital slots and frequencies for direct
broadcast satellites; votes to use iottery to grant
cellular radio licenses. PAGE 38.

MARSHALLING THE TROOPS O Minorities told to
back Hill legislation that would expand their
position in telecommunications. PAGE 39.

LOOKING UP O Low-power TV group voices
optimism over FCC movement on station grants.
PAGE 41.

HIGH-LEVEL BRIEFING O President’s meeting with
Fowler over financial interest and syndication rules
draws concern of networks. PAGE 42.

MARCHING ON 0O State-of-the-art report on
technology finds battle over standards for
videorecording formats in television, radio
networks completing shift to satellite distribution,
subcarrier use the big news on FM and stereo
conversion making inroads on AM. PAGE 51-74.

PREMIERE WEEK O Surprise numbers for AfterMASH
lead CBS to ratings win in first official week of
new season. PAGE 78.

TRIBUNE EXPANSION D Entertainment division of
Tribune Co. is building on top of already
successful Ar The Movies, with syndication, mini-
series and co-production deals. PAGE 80.

HOMESTEADING O Topics at ANA meeting in
Virginia hills include media costs, trends and
agency-client relationship. PAGE 83-86.

PACKWOOD PROMISE O Oregon senator introduces
legislation that would free broadcasters from
content regulations. PAGE 88.

PLAYBACK O Sony and MCA attorneys repeat
arguments in Betamax case before Supreme
Court. PAGE 88.

BREWHAHA O High court decides to take up case
involving liquor ads on Oklahoma cable systems.
PAGE 90.

GETTING OUT THE VOTE O ABC-Harvard symposium
draws notables to discuss ways 1o increase voter
participation. PAGE 92.

RADIO ROUNDUP O NRBA convention brims with
confidence. PAGE 98-100. Fowler blasts proposed
House dereg bill. PAGE 100. FCC's McKinney
debriefs daytimers on expansion. PAGE 100. Reps
view their changing world. PAGE 102. AM
broadcasters pronounce themselves alive and
well. PAGE 103.

FAST BREAK MAN O MGM/UAs Gershman is

helping change the way Hoilywood programs, with
new co-production deals and increased overseas
syndication. PAGE 127,
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KCBQAM/FM now wears the Infinity brand.

Infinity Broadcastin? Fproudly announces
the acquisition of KCBQ AM/FM, San Diego,
joining the family of innovative and successful
stations owned by the nation’s largest

radio only company.

New York WKTU
New York WUIT
Philadelphia WYSP
Boston WBCN
Houston KXYZ
San Jose/San Francisco KOME
Jacksonville WIVY
San Diego KCBQ AMFFM

annfinity

I
l/,/”%{lj,ﬁ (ke
The Radio Company

Infinity Broadcasting Corporation



Shifting sands

There’s renewed possibility that FCC will
decide not to free television networks
entirely from financial interest restraints,
as proposed in tentative decision on
issue. Suggestion of compromise that
would put cap on interests networks may
hold—perhaps at 49%—has come up
again, with Commissioner James Quello
reported by others to be principal
proponent. In turn, he would go along
with sunset provision ending all financial
interest and domestic syndication
restrictions in 1990. Other commissioners
have been receptive to Quello position,
although each is standing alone on
complex and controversial matter.

Seasoned venturers

J. Leonard Reinsch, president and
chairman of Cox Communications Corp.
when it was still Cox Broadcasting, and
later co-chairman of Warner Amex, and
Edward F Addiss, former vice president,
development, Warner Amex, have formed
Sunbelt Cable Corp., with intentions of
becoming multiple system owner. Sunbelt
has already bought up systems in Lake
Worth, Fla., area with total of 12,000
subscribers for just under $10 million,
and is looking for more.

Systems in present portfolio are being
consolidated. Installation of addressable
converters built by Scientific-Atlanta
begins next month. Cable store will be
opened at E.ake Worth headquarters Nov.
1. Among limited partners in Sunbelt:
Frank Stanton, president emeritus, CBS.

e E——T
Bloom fading?

Clues to declines seen thus far in ratings of
National Football League telecasts may
be found at, of all places, stadium box
offices. Up to past weekend, according to
NFL sources, more games (36) had been
blacked out locally—for failure to sell out
72 hours in advance—than had been
telecast locally (34). There are no
comparable figures for last year, when
NFL players were on strike, but at
identical point in 1981, according to NFL
count, 48 games had been shown locally
and only 22 blacked out. Thus there have
been 64% more blackouts this year.
Inability to get games into home cities is
obvious drag on ratings, especially when
cities are big—like Chicago, blacked out
twice this year, and Philadelphia and Los
Angeles, blacked out once each.

Up to past weekend, lag behind 1981

pace amounted to about 4% for CBS, 10%
for NBC, 19% for ABC. High among
other possibilities seen for decline were
less interesting match-ups and, in case of
ABC Monday Night Football, 22% decline
in ratings of its Jead-in. Nagging
possibility: Viewers just may have lost
some football fervor.

One boss

Some structural changes appear to be in
works at Radio Advertising Bureau. Role
of new RAB president, Bill Stakelin, as
man in charge will be reinforced at
upcoming board meeting in Phoenix, Oct.
26-28, when he is expected to be named
chief executive officer. Title is now held
by former RAB president, Miles David,
who still has three years left on contract.
Look for David to stay with organization
handling special duties.

Early word

If virtually unprecedented leak out of
Supreme Court proves true, court will
decide on Friday, Oct. 14, whether to grant
review in National Collegiate Athletic
Association case, That is date circulating
in Washington as one on which court will
hold conference on question. At issue is
NCAA'’s petition for review of lower
court decision invalidating association’s
multimillion-dollar network television
contracts on antitrust grounds.
Universities of Oklahoma and Georgia,
which filed suit challenging legality of
contracts, have opposed review that
would, they say, add third year of delay to
scrapping existing contracts. NCAA
officials have said they are hopeful court
would consider their petition during latter
part of October. If report is correct, court
will exceed those hopes.

Crossruff

Metromedia Broadcasting and Turner
Broadcasting will shortly announce first in
what is anticipated to be escalating
number of joint efforts between nation’s
largest cable programer and conventional
television’s largest group. It is five-part
series entitled An American Caesar,
based on William Manchester book about
General Douglas MacArthur; John
Houston is host-narrator. Series will be
broadcast in prime time on all
Metromedia stations {providing major
urban coverage) and on Turner’s

Atlanta superstation (providing

major rural reach).
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Getting together

Matsushita is abandoning plans to

develop its own format for professional
digital audio recording system and will
join Sony, audio equipment designer MCI
(acquired by Sony last year) and Willi
Studer A.G. of Switzerland to develop
worldwide standard to be called DASH
(Digital Audio Stationary Head). Proposed
standard will largely encompass

stationary head design developed jointly by
Sony, MCI and Studer with some
modifications, including adoption of 48
khz sampling frequency recommended by
digital audio technical committee of Audio
Engineering Society. Companies will
propose standard to various technical
bodies worldwide and will soon begin
promotional campaign aimed at
manufacturers.

Reprieve

Eastman CableRep, three-and-a-half-year-
old national advertising representative for
cable TV systems that had announced it
would close up shop last Friday (Oct. 7)
may not cease operations after all. Last-
minute deal was in negotiations late Friday,
according to top officials at company for
acquisition of firm by two others, not
identified. Earlier, announcing CableRep
would close, President Bill Burton said
firm’s timing had been “premature,” and
its commission rate of 20% “too low.” He
saw cable representation as eventually
profitable business but said that in
meantime Eastman would concentrate on
radio station representation, in which it has
been engaged for more than 25 years.

Falling expectations

Soft spot sales, programing costs, interest
on debt and aggressive investing in
telecommunications business appear to be
reasons behind Metromedia’s
announcement last week that third-quarter
earnings would be 10 cents per share
below comparable period in 1982.
Analysts are now estimating 1983 EPS to
be about $1.30 per share, 10 to 15 cents
less than Wall Street’s estimate before
announcement. With about 28 million
shares outstanding, that translates into
$2.8 million to $4.2 million revision.
Although Metromedia affirmed it still
expects 1983 earnings to be 30% above
1982’s 97 cents per share (adjusted for
10-for-1 stock split), analysts note latest
estimate is third adjustment this year.
Only this summer it was pegged at earning
between $1.80 to $1.90 per share,




[Escape from the everyday to far
off places - to secret passions and
perilous encounters - to lost worlds
at the ends of the galaxy ... and
beyond!

Introducing LORIMAR I
- 25 major titles including:

PAPILLON - THE NEXT MAN
A MAN CALLED INTREPID

WHO IS KILLING THE
GREAT CHEFS OF EUROPE

STUDS LONIGAN - STARCRASH
THE DARING DOBERMANS
THE MAN WHO WOULD BE KING







Cabler.costings

Maybe, maybe not

Subscriber fees are a short-term solution to
the cable industry's long-term channel
shortage problem, and the new Lifetime ba-
sic cable program service created by
Hearst/ABC Viacom Entertainment Ser-
vices (HAVES) is not foreclosing the possi-
bility of charging a fee at some future date.

Bruce Johnson, president of the New
York-based HAVES, disclosed the possible
scenario at a dinner meeting of the Southein
California chapter of Women in Cable last
Tuesday in Los Angeles. Johnson told the
Marina Marriott hotel audience “the [basic
cable] networks are going to have to be sup-
ported in the near term. Lifetime has no pre-
sent plans to charge a fee, but we would be
foolish to foreclose the possibility if condi-
tions warranted.” Johnson warned that if ca-
ble program services are to survive, they
must reach larger audiences. “It may sur-
prise you to know that only four ad-support-
ed cable networks and one superstation are
available in as many as half the cable homes
in this country. That's the problem. It isn't
the fee, it isn't the audience, it's the ability
of these networks to get on {cable systems),”
he declared. “There is no room at the inn—
nght now."

Lifetime, which Johnson said will prob-
ably be the permanent name of the newly
combined Daytime and Cable Health Net-
work services, will launch around the end of

this year. Johnson said the new network will
have about 75% original programing, and
has increased its average hourly production
budget from $5,000 to $12,000. “In order for
an advertiser-supported network to be suc-
cessful,” he continued, "we believe it must
reach a critical mass of cable homes, prob-
ably in the 20 to 25 million range at the
moment." Johnson said Lifetime expects to
reach 16 million homes by the end of 1983
and 20 million by the end of 1984.

The mergers seen in cable programing
thus far, Johnson said, represent “only the
tip of the iceberg.” Other major mergers will
be announced shortly, he predicted. To sur-
vive, the services are forced to consolidate,
he said. “We have to merge with someone to
gain some time,"” Johnson explained. “This
merger gives us financial stability and stay-
ing power.”

The HAVES executive declined to dis-
cuss details of the company's plans for res-
tructuring of Hearst/ABC's ARTS cultural
service, which is reportedly taking over the
programing assets of the now-defunct The
Entertainment Channel.

CBN: fruitful and multiplying

The Christian Broadcasting Network, Vir-
ginia Beach, Va., which on Oct. 1 celebrat-
ed its 22d anniversary in broadcasting, has
scmething else to celebrate: Officials said

"4 o
=~ - =

Cinemax camp. Bette Midler: No Frills, a half-hour filled with the singer's music and
opinions, begins airing this month on Cinemax, HBO's complementary pay service. At the
taping (I-r): Bob Meyrowitz, president of DIR Broadcasting, the New York radio syndication
firm that produced the special; Bonnie Bruckheimer, a Midler associate; Betty Bitterman,
director of variety programing, HBO; Midler, and Peter Kauff, executive vice president, DIR.
An ad hoc network of radio stations is being put together to provide a national stereo
simulcast for the Oct. 14 premiere (10 p.m. NYT).
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its CBN Cable Network, now in its seventh
year, has passed the 22.2 million mark in
subscribers, on 3,868 cable systems across
the nation. In addition, they said, CBN's
weekday 700 Club magazine-style TV show
is available to an estimated 85% of all televi-
sion homes through a combination of cable
and syndication to some 150 television sta-
tions, and CBN's original programs—in-
cluding its weekday Another Life soap op-
era, its Superbook and Flyback animated
Bible stories as well as 700 Club—are on the
air in 58 countries on five continents.

FNN: compounding interest

The Financial News Network reported last
week it has signed cable systems nation-
wide that reach 10 million homes, an in-
crease from its 5.8 million as of last April.
FNN President Norman Potter said an an-
nouncement will be forthcoming on, or be-
fore, the Atlantic Cable Show (Nov. 1-3) in
Atlantic City, N.J., regarding a rumored sec-
ond satellite feed for the business news pro-
gram service. FNN is currently transmitted
via Satcom [V, 12 hours every weekday. Pot-
ter also sald FNN will open an affihate office
in Chicago in “the near future.”

Increased numbers

Audience gains for the three superstations
and for five cable program services were
logged by Arbitron Ratings in its July TV
measurements, the rating service reported
last week. One or more of the stations or
services were viewed “enough” to have
their audience estimates reported in 119 of
Arbitron’s 210 television market reports for
July. "Enough” means that a station or ser-
vice is viewed by at least 20% of the televi-
sion households in a market for five minutes
or more during the survey week.

The 119 markets where that much view-
ing occurred were more than double the 53
where the test was conducted in July 1982,

‘Superstation WTBS(TV) Atlanta qualified in
86 markets, 26 more than in July 1982.
Home Box Office qualified in 36, up from 14.
Superstation WGN-Tv Chicago added nine
markets to bring its total to 18, while WOR-TV
New York added three for a total of 10. The
Christian Broadcasting Network's cable ser-
vice qualified in four markets, up from two a
year eatlier, while the Cable News Network
qualified in two markets, one more than in
July 1982. ESPN met the reporting mini-
mum in one market, the same as a year
earlier, while the Movie Channel qualified
for the first time with a reportable audience
1IN one market.

And the winner is...

The Council for Cable Information has an-
nounced that six advertising agencies (an
initial 32 submitted bids) remain in conten-
tion for the CCI account, valued at between



$4 million and $5 million. CCI will attempt to
educate and inform consumers on what ca-
ble television offers. The six semifinalists
are BBDO; Della Femina, Travisano & Part-
ners; Needham, Harper & Steers; Jordan,
Case & McGrath; Ogilvy, Mather & Part-
ners, and McCann Erickson. Assisting the
CCI staff in the selection process is a task
force of senior marketing executives from
HBO, Showtime, Cox Cable, Viacom Cable,
Umte_d Cable and Daniels 8 Associates. Lat-
er this month the field will be narrowed to
two or three agencies, which will make for-
mal creative presentations in late Novem-
ber. The winner will be announced at the
National Cable Television Association pro-
graming conference Dec. 11-12, in Los An-
geles.

NW interconnect

Group W Cable and Viacom Cable have
formed a partnership, known as Pacific
Northwest Interconnect, to sell advertising
on three Group W systems and two Viacom
systems totalling 245,000 subscribers in the
Seattle-Tacoma area. Not all the systems are
not physically interconnected. Essentially,
the partnership represents the formation of
a regional cable representative firm. PNI will
distribute and schedule commercials for the
five systems by tape. Spots will be sold for
local availabilities on ESPN, USA Cable Net-
work, SNC, CNN, MTV, local origination
programs and in program guides and billing
statements. Expansion beyond the initial

No blil is a good bill. Judging from the draft of the House cable deregulation bill that has
emerged (BroapcasTing, Oct. 3), hundreds of cities and towns across the country will oppose
the bill when it is introduced for the same reason the cable industry will support it—because
it's just iike S. 66. Although the Senate cable deregulation bill was based on a compromise
between the National League of Cities and the National Cable Television Association, a
growing number of municipalities worked against the bill and plan to work even harder
against the House version. Moreaver, it's uncertain how much longer the NCTA will be able to
call the NLC an ally Support for the compromise among NLC members has been eroding
ever since it was reached last March. The NLC board, meeting in July, almost reneged on the
compromise and ended up giving it a half-hearted endorsement. Two weeks ago, the NLC's
transportation and communications steering committee recommended the NLC drop its
suppornt of the legislation unless it is modified to allow continued rate regulation, to provide
“maximum competition in the franchise renewal process with no expectancy or presumption
of renewal" and to grandfather all franchise agreements and all franchise processes that
have gone beyond the request-for-praposal stage. Whether NLC will continue to support the
compromise and the legislation will be determined at the association's annual convention in
late November.

The legislation’s other problem is the telephone companies. They object to the provision in
both S. 66 and the House draft that would prohibit cable from being regulated as a common
carrier by state public utility commissions, even though the cable systems may be offering
data communications services in competition with telephone companies. The telephone
companies, led by AT&T, failed to eliminate the provision in the Senate, but are determined to
do so in the House.

five systems wil depend on sales perfor-
mance In those systems, a spokesman said.

Who gets bumped?

The FCC Mass Media Bureau has denied
Arlington (Va.) Telecommunications Corp.
(ARTEC) a waiver of the FCC's must-carry
rules and ordered the cable operator to start
carrying the signal of noncommercial
WNVC(TV) {ch. 56) Fairfax, Va., by Oct. 7. In
its request for waiver, ARTEC claimed that
its 35 channels were already being used by

other programing sources; it also claimed
WNVC's programing would duplicate pro-
graming already being carried. In response,
wnve contended that ARTEC was carrying
several discretionary signals, including
three duplicating network signals from Bal-
timore. The Mass Media Bureau said any
duplication of programing on ARTEC's sys-
tem was a "result of the cable operator's
choice.” It said wNVC was a local signal for
ARTEC’'s community, and WNvC, “having
requested carriage on ARTEC's system, is
entitled to be carried.”

WHERE THERE'S SMOKE, THERE'S
Q@ONTROVERSY.

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

involving cigarettes.

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

or on 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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Blairs New York Sales Managers:

THEIR PERSPECTIVE OR
HELPS BLAIR STATIONS

You have to run hard to
win. And to keep winning, vou
have torun even harder. In the com-
petitive marathon of the nation’s
number one spot TV buying center,
vou have to field sales teams that
are big enough and tough enough
to take on any challenge.

These sales managers set
the pace that keeps Blair Television

ahead of the pack in New York.
Thev motivate our eleven sales
teams to provide the complete,
penetrating, winning sales cover-
age that makes Blair number one
in the number one market.

Blair’s sales people in
New York think as aggressively as
thev act. When it comes to access-
ing and using sales and marketing

information to make a sale, noone
can match Blair’s unique perspec-
tive and business experience.

And it’s that perspective
that lets Blair sales people see
trends coming—a mile off. So
they can move quickly—to every-
one’s advantage.

In the highly competitive
New York market, Blair consistently




]ﬁLId{NG SPOT TELEVISION

linishes first. With honestyv, integ-
rity, knowledge, reliability. .. tough
but fair negotiations. That's why
when agencies think of the leading
television representative, in the
Big Apple and all the other major
spot buving centers, the one they
think ot and run with first is Blair
Television. Because Blairdelivers
.. .forboth buverand seller.

Lto R: Jack Hanington-Asst. Sales Mar./ Independent Blue Tean. Briggs Paliner-VP/ NY Sales Mgr.|
NBC Red Team. Ellen Glantz=Asst. Sales Mgr./ lndependent Red Team. Dick Morvis=Asst. Sales Mgr./
NBC Gold Team. Avinand Grez—VP/NY Sales Mgr./ NBC Gold Team. Jacqui Wank-Asst. Sales Mgr./
ABC Green Team. Bert Goodstadt=Asst. Sales Mgr.{ABC Red Team. Thom Carnoll—VP/NY Sales Mgy,
ABC Green Team, 1ick Buck—VPINY Sales Megr | ABC Red Team. Charles Flansen-VP/NY

Sales Mgr./ NBC Green Team. Dennis MeGlone-Asst. Sales Mar [ ABC Blue Team. Ken Castelli-

Asst. Seles Mg [ CBS Red Team. Kristin Lamg—Asst, Sales Mgr [CBS Green Team. Bill Murphy-V P/
NY Sales Mgr [ NBC Blue Tean. Murray Berkowitz=VPINY Seles Mar. [ Independent Bed Team.

Fim MeAulift=VP/ NY Sufes Mer / ABC Blue Team. Dave Herman—VP/ N'Y Sales Myur. [ CBS Teams.

Ron Castelli-N'Y Sales Mgr [ Independent Blue Tean:.

= Blair Television

A division of John Blair & Company
Our perspective helps our stations grow.
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Creomulsion Co. 0 Cough medication
products will be spotlighted in fall-
winter campaign to begin in late October
in about 60 markets and continuing in
some markets until March. Commercials
will be carried in daytime and early
fringe. Target: women, 18-49. Agency:
Liller Neal Inc., Atlanta.

Panasonic O Thirty-second and one-
minute spots for color TV sets and VHS
videotape recorders will begin seven-
week campaign in 15 major markets
Oct. 17. All spots will air in news, sports
and prime time. Agency: Ted Bates Inc.,
New York.

Huffy Manufacturing o Company will
feature its bicycle line in two-month
Christmas-season flight to start in early
November in 15 markets. Commercials
will run in early and late fringe and
prime access. Target: chitdren, 6-11,
teen-agers and adults, 25-49. Agency:
Grey-North, Chicago.

Sounder Sports O Sounder golf clubs

will be focus of nine-week flight to begin
Dec. 1 in nine markets, including Miami,
Orlando, Tampa/St. Petersburg, all
Florida, and Phoenix. Commercials will
run in fringe and prime time and on
weather and sports programs. Target:
men, 25-54. Agency: Naftzger & Kuhs,
Farmington, Conn.

Friendly Ice Cream Co. O Campaign for
various ice cream products as part of
Thanksgiving and Christmas promotion,
will start in early November for five to
seven weeks in approximately 15
Northeastern markets. Commercials will
run in day, early fringe and prime times
and weather programs. Target: women,
25-54. Agency: Quinn & Johnson/BBDO,
Boston.

Interstate Brands 0O Campaign for white
bread will begin Oct. 17 for four weeks
in Chicago and mountain states. Spots
will air in varied dayparts, excluding
prime time. Target: women, 25-49.
Agency: Dancer Fitzgerald Sample, San
Francisco.

Avco Inc. 0 Campaign for financial

It you'e nterested
indoing a story
en Americas freight

rallroads,weve
£Ot your number;

202-835-9555

This press hotline is presented by the rail supply companies of the American Railroad Foundation.

2B American Railroad Foundation
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services will begin Oct. 17 for four
weeks in 100 markets. Spots will appear
in early fringe, news and prime access.
Target: adults, 25-54. Agency:
International Communications Group,
Los Angeles.

Economic Laboratory O Lime-Away
hard water bathroom cleaner will be
spotlighted in four-week campaign
beginning Oct. 31. Buy includes 60
Midwest markets, plus Flonda,
California, Texas and upstate New York in
day and prime access. Target:
homemakers. Agency: Warwick
Advertising, New York.

Universal Foods 0 Red-Star yeast, in
its first use of spot television, will be
advertised for four weeks in about 50
markets, starting Oct. 31. Commercials
will be carried in daytime and early
fringe and on news pregrams. Target:
women, 25-54. Agency: Campbell-
Mithun, Chicago.

J. Brannam O Subsidiary of FW.
Woolworth Co. will advertise its discount
stores in one-week flight to start in 20
markets in mid-October. Commercials will
be scheduled in fringe, prime and
news. Target: women, 18-49. Agency:
Sawdon & Bess, New York.

National Car Rental 0 Campaign for
auto rental began last week in
September, but heavier placement of 60-
second spots will air in October and
November in 15 major markets: Houston,

(

A new face. Kiwi Polish Co., Philadel-
phia, will introduce Mr. Loo, “spokesper-
son” for its new blue bathroom cleanser
tablets {Bloo) in spots airing nationally in
November for four weeks in prime and
day time. Target is women 25-54. Agency
is Lewis, Gilmer & Kynett Inc., Philadel-
phia, branch of Foote Cone & Belding.




CHARLIE'S ANGELS

A Spelling/Goldberg Production
distributed by

Colurabig ictures
Televisiog
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GALAXY
I

ANNOUNCINGTHE ADVENT
OF GALAXYII

The successful June launch of Galaxy I represented
a commitment fulfilled to the cable industry.
Galaxy Il represents a commitment to

the business industry.

Both of these commmunications satellites are
cornerstoncs of an advanced telecommunications
network developed by Hughes Communications

called The Galaxy System.

With its launch, Galaxy II joins Galaxy I, 22,300 miles
above the earth, to provide specialized voice, video and data
communications service to the business community. Next
June Galaxy III will be launched into space, becoming the
third cornerstone of The Galaxy System.

A sophisticated terrestrial network of earth stations and
microwave interconnect facilitics complements this space
segment. By locating earth stations in major metropolitan
areas throughout the country, Hughes Communications can
tailor service to individual customer needs.

That’s why business industry leaders such as

MCI Communications Corp. and IBM Corporation have
chosen to utilize the Galaxy satellites and the associated
ground network. They understand that from the outset
Hughes Communications works directly with its customers
to design a state-of-the-art communications network to
mect specific customer goals.

The general business community no longer needs to
compromise its long-term communications goals because
of the limitations of existing networks. Galaxy Il

and the entire Galaxy System will make advanced
communications technology work for the specialized
needs of today’s businesses.

T H UGHES COMMUNICATIONS

£1983 Hughes Commumcations

HUGHES

HMUGHES AIRCRAFT COMPAYNTY

For further information contact Cindi S. Whalen, Hughes Communications, PO Box 92424, Los Angefes, CA 50009, (213) 6151

Hughes Communications is a group of wholly owned subsidianes of Hughes Aitcraft Company
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No changes. Young & Rubicam Inc. said it is “encouraged” by response from TV stations
poiled during summer about changes they might make in commercial loading and log
keeping should FCC carry out its proposal to deregulate television industry. Of stations
responding to survey, 95% said no changes would be made in commercial loading and that
log keeping would continue, regardiess of whether FCC eliminates rules. More than 66% of
stations surveyed have responded, said Y&R, which pians second mailing to stations that did
not answer first time.
&

Alr time. Breaking with tradition of using print, New York-based advertising agency, Al Paul
Lefton Co., has begun television spot campaign promoting “greater awareness” of its
serviges. Flight, which began Oct. 1, features former boxing champion Rocky Graziano
endorsing “Al Paul Lefton: Good Guys to Have in Your Corner.” (Graziano currently appears in
Lefton spots for New York off-track betting.) Four spots will run for three weeks in early
morning and late night news on ABC, CBS and NBC. “If after 12 months, business has risen
15%, directly attributable to the commercial, we'll consider it a success,” said Lefton
spokesman. Direct mail campaign to "key prospects” will accompany TV buys.
a

Votes. National Association of Secretaries of State has joined hands with Advertising Council
lo conduct media campaign to encourage voler registration and turnout. In 1980 and 1982
NASS/Advertising Council voter registration drive received more than $50 million in donated
media time and space. New campaign will be released in spring of 1984, Creative services
for campaign will be handled by Marschalk Co., New York.

|]

CEBA awards. World Institute of Black Communications Inc. will present sixth annual
Communications Excellence to Black Audiences (CEBA) Awards on QOct. 27. Awards are
made to corporations, individuals and advertising agencies that have “demonstrated
sensilivity and expertise in advertising directed toward African American consumers.”
Awards will be presented in 36 categories covering television, radio, video, print and
merchandising materials.

ASSET
APPRAISAL

economists have
a firm grasp of
the concepts of

If you're involved
in the acquisition
of a broadcast sta-

tion, you know the | valuing both the
importance of tangible and in-
recapitalizing tangible assets—a
assets. And in a grasp that ensures
business where your station is

the values of intangibie appraised at its full value.

To find out more about a broadcast
station asset appraisal, call or write:
Jim Bond, Vice President
Frazier, Gross & Kadlec, Inc.

assets so often outweigh the
tangibles, you need an appraisal
firm that knows both areas.

At Frazier, Gross & Kadlec, we've

spent 35 years in financial and man- 4801 Massachusetts Ave., N.W.
agement consuiting to the broadcast Washington, DC 20016
and cable industries. Our engineers and (202) 966-2280.

© 1982. Frazier, Gross & Kadlec, Inc.

ZIE
k058 KADLEC

Broadcast and Cable Management Consultants
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Dallas, Atlanta, Washington,
Philadelphia, Boston, Cleveland, Denver,
Minneapolis-St. Paul, St. Louis, Detroit,
San Francisco, New York, Chicago and
Los Angeles. Entire flight, in news and
late fringe, including print support, will
run until first or second week in
December. Target: professional adults,
25-54, with incomes of $25,000 or more.
Agency: Campbell-Ewald, Warren, Mich.

Pulsar 0 Campaign for quartz and dress
watches will begin in mid-November
through December halidays in all major
markets. Spots will air in varied
dayparts with emphasis in early fringe.
Strategy also includes network,
magazine and print campaigns. Target:
all adults. Agency: Sawdon & Bess Inc.,
New York.

"1 RADIOANDTV C———————

Newsweek 0 Consumer promotion
campaign for magazine has begun on
television in 11 major markets and will
begin in radio in few weeks in
combination network and spot
campaign for fourth-quarter buy
Commercials on television are slated for
news and information programs.
Campaign also will include print in
multimillion-dollar campaign, with some
commercials stressing specific news
issues. Target: adults, 25-54. Agency:
Leber Katz Partners, New York.

] RADIOONWY ————— 3

White Westinghouse D Kelvinator
appliances will be promoted in several
multiweek campaigns in 12 markets. In
Boston and New York, flight begins
today (Oct. 10) for one week and then
again from Oct. 31-Nov. 13. Atlanta
flight begins Nov. 24 for two weeks and
spots in nine other Southern markets
begins Oct. 24 for three weeks. Spots will
air in morning and evening drive,
evenings and weekends. Target:
housewives. Agency: Robert L. Cohn
Advertising, Chicago.

Far-away phoning. AT&T launches a
spot radio and television campaign to-
day (QOct. 10)in nine major markets using
celebrities to deliver message that over-
seas telephone calling is easy and inex-
pensive. Featured in the spots are Gina
Lollabrigida (see above), Lynn Redgrave
and Robert Ito. Agency: NW Ayer, New
York.
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A television programing commentary from Russ Reid, president of the Russ Reid. Co. in Pasadena, Calif.

Broadcaster and fund raiser:
making an odd couple work

Television fund raising has reached adoles-
cence and is growing up fast. Increasingly,
nonprofit organizations are moving their fi-
nancial appeals from the mailbox to the TV
screen. This places a new responsibility on
television executives who now find them-
selves in partnership with charitable fund-
raisers.

As such, broadcasters must ask questions
of themselves and of the charitable organiza-
tions that seek their transmitters. Is this pro-
graming worthwhile? Are these organiza-
tions actually doing what they purport to do?
How is air time to be priced? And who will
actually benefit from this relationship?

To begin, a peint of clarification is need-
ed. Television fund raisers can roughly be
divided into two categories: the TV evangel-
ists—the so-called “electronic church™—
who use television to extend their ministries
and raise funds and the caused-related chari-
tiess—which focus on specific public con-
cerns, such as medical research and treat-
ment, child abuse and world hunger.

Why use television? Primarily because it
delivers direct access to over 81 million
homes. Moreover, its audience is no longer a
loyal standing army as in the days of The
Milton Berle Show and I Love Lucy, but a
passing parade of impatient channel-chang-
ers—perhaps willing to invite a celebrity
into their living rooms long enough for him
to give a fund-raising appeal.

Also, television is extremely credible. It
is, in fact, America’s primary medium for
news and information. Some years ago, a
public opinion poll found that then CBS
news anchorman Walter Cronkite was con-
sidered the most trusted man in America.

In addition, TV can be extremely persua-
sive and remarkably emotional. The viewer
can feel the pain of a suffering cancer victim
or share the joy of long-term remission and
the hope of a possible cure. Furthermore,
TV’s dramatic emotional impact can pro-
duce an immediate viewer response by pro-
jecting a phone number on the screen, pro-
viding a link between the concern of the
charitable organization and the generosity of
the viewer.

Finally, and most important, television
fund raising, if executed properly, works.
The surest sign of success in direct-response
marketing is repetition and expansion. The
growth of television fund raising over the
past decade has been nothing short of as-
tounding.

There are, however, conflicts of interest to
be resolved.

Even the most spectacular, star-studded
telethon will hardly challenge shows like

Russ Reid is president of the Pasadena,
Calif.-based Russ Reid Co., a full-service
advertising agency that exclusively serves
nonprofit organizations. Over the past decade,
his 20-year-old agency and production
company have produced dozens of television
fund-raising specials and telethons for
organizations such as World Vision, St. Jude
Children's Research Hospital, U.S.
Committee for UNICEF, Teen Challenge,
Children's Village, U.S.A. and the 17-hour
Celebrate America telethon for the
Democratic National Committee. Next March,
the Russ Reid Co. will produce the 1984
National Easter Seal Telethon.

Dynasty or A Team for Nielsen supremacy.
And that’s fine, because the fund raiser’s
program is not designed to capture a large
audience. Rather, it is geared to a specific
segment of the population—caring and con-
cerned men and women.

However, broadcasters are primarily in
the business of attracting as large an audi-
ence as possible, since ratings translate into
bottom-line advertising revenues. This con-
flict between the fund raiser who receives
only a small, select portion of the audience,
and the broadcaster who wants it all, is re-
solved by the fund raiser’s financial compen-
sation for the air time.

While certainly a factor, payment for air
time should not overshadow the tremendous
service that these broadcasters provide.
They can open a window of opportunity for
the nonprofit organization, allowing it to
educate, inform and appeal to their viewers’
generosity.

Although there is usually financial incen-
tive, the broadcasters’ role goes beyond that.
In short, they can do good while doing well.

There are many charitable organiza-
tions—in fact nearly all—that do outstand-
ing work. Unfortunately, there are a few
whose motives and methods are question-
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able. So how can TV broadcasters be as-
sured that the organizations they put on the
air are both well-intentioned and well-direct-
ed?

Quite simply, stations must apply the
same critical standards to fund raisers that
they apply to commercial advertisers.
NBC'’s broadcast standards department, for
example, has a 50-page guideline for prod-
uct advertisers, and most stations have
guidelines as well. Since TV fund raising is
relatively new, or because of a deep-seated
trust in supposed philanthropy, many sta-
tions fail to scrutinize their nonprofit organi-
zation clients with the same dutiful eyes.

This is a mistake. Broadcasters are obli-
gated to their trusting audience (after all,
“seeing is believing,” especially on TV) to
verify the legitimacy and ask hard questions.

Responsible charitable organizations will
welcome the broadcaster’s queries, knowing
that “one bad apple will spoil the barrel.”

To verify the legitimacy of the fund raiser,
the broadcaster can turn to the Better Busi-
ness Bureau. The philanthropic advisory
service of that consumer watchdog agency
publishes a bimonthly newsletter, Give but
Give Wisely. Each issue contains an updated
listing of the major national and internation-
al nonprofit organizations that both do and
do not meet the bureau’s standards for finan-
cial disclosure and ethical fund-raising prac-
tices. Give but Give Wisely is available for $1
through any regional Better Business Bureau
office and should be included in the broad-
caster’s advertising standards department.

The broadcaster’s price for air time—
whether it be pre-emption charges, produc-
tion costs or an outright purchase—remains
possibly the most delicate topic in television
fund raising. Two competing forces are at
work: The responsible nonprofit organiza-
tions are critically concerned with their
fund-raising and administrative costs. But at
the same time, the increased programing de-
mand by nonprofit organizations logically
leads to upward pressure on prices for the air
time furnished by the profit-seeking TV sta-
tion.

There is no simple solution to this pricing
paradox. The important thing for broadcast-
ers and charitable organizations is to look at
the long run. Fund raisers need to recognize
the stations’ profit objectives, and broad-
casters must be aware of the fund raisers’
cost concerns—and be especially wary of
those organizations willing to pay almost
any amount to get on the air.

Such fund-raising organizations won’t be
around for long anyway. Therefore, they
should not set the pricing criterion for those
that will. So if reputable fund raisers and
responsible broadcasters can establish a mu-
tual understanding of their economic needs,
both will profit in the long run. ]



CAPTURE YOUR MOST
WANTED AUDIENCE!

Angie Dickinson is POLICE
WOMAN, the key to capturing young
urban adults 18-49 like no other crime
dramaon TV!

POLICE WOMAN. 91 hours.
Available now!
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This week

Oct. 9-11—Southwestern regional convention of Na-
tiongl Religious Broadcasters. Tulsa, Okla.

Oct. 9-11—Pennsylvania Association of Broadcasters
annual fall convention. Buck Hill Inn, Buck Hill Falls, Pa.

Oct. 10-12—"Children’s Television: Still Growing
Strong,” conference sponsored by Neational Associ-
ation of Broadcasters' Children's Television Commit-
tee. Hyatt Regency, Washington.

Oct. 11—Fall 1983 business/media luncheon, spon-
sored by The Media Institute. Alfred R. Schneider,
vice president, ABC Inc., will discuss broadcast stan-
dards and practices. Mayflower hotel, Washington.

Oct. 11—Radio Advertising Bureau retail and co-op
workshop. Hilton Inn, Springfield, Va.

Oct. 11—Cabletelevision Advertising Bureau local ad-
vertising sales workshop. Airport Holiday Inn, San Ant-
onio, Tex. Information: Susan Levin, (212) 751-7770.

Oct. 11—Technical seminar sponsored by Bay Area
Cable Club and Northern California chapter of Wom-
en in Cable. Gallagher's, Jack London Sguare, Oak-
land, Calif.

B Oct. 11—National Academy of Television Arts
and Sciences, Washington chapter, luncheon. Speak-
ers: Sam Donaldson, ABC News, and Barbara Matu-
sow; author of The Evening Stars. Blackie's House of
Beef, Washington.

Oct. 11-15—Grand Ole Opry 58th bithday celebration
and annual country music celebration. Grand Ole

8 Indicates new of revised listing

T,

YOUR ENTIRE TELEVISION AUDIENCE

Opry, Nashville.

Oct. 12—Ruadio Advertising Bureau retail and co-op
workshop. White Plains hotel, White Plains, N.Y.

B Oct. 12—Joint meeting of Washington college cam-
pus chaplers of Society of Professional Journalists,
Sigma Delta Chi. Speaker: David Brinkley, ABC News.
George Washington University, Marvin Center, Wash-
ington.

Oct. 12-13—National Association of Broadcasters’
16th AM directional antenna seminar. Airport Marriott
Inn, Cleveland.

Oct. 12-13—0hio Association of Broadcasters fall con-
vention. Hyatt Regency, Columbus, Ohio.

Oct. 12-16—Women in Communications national con-
ference, "Pro/Con: '83; Framing the Future.” Bellevue
Stratford hotel, Philadelphia.

Oct. 13—Radic Advertising Bureau retail and co-op
workshop. Sheraton Tara, Braintree, Boston

Oct. 13—Cabletelevision Advertising Bureau local ad-
verlising sales workshop. Sheraton KCI hotel, Kansas
City, Mo. Information: Susan Levin, (212) 751-7770.

Oct. 13—New York TV Academy luncheon. Speakers:
John von Soosten, VP-program manager, WNEW-TV
New York, and executive producer, PM Magazine,;
Steve Schwarlz, producer, PM Magazine, and Dani
Folquet and Jim Caldwell, co-hosts, PM Magazine.
Topic: "The New PM Magazine—The Phenomenon
Continues.” Copacabana, New York.

Oct. 13-15—American Women in Radio and Televi-
sion south central area conference. Williams Plaza ho-
tel, Tulsa, Okla.

Oct. 13-16—American Women in Radio and Televi-

IS HUNGRY FOR THE MUSIC WE PROGRAM

10 Exciting Reasons Why You Should Clear
The Gavin & Lott Show - A Black Music Magazine

1. WNBC-New York City
2. KTLA-Los Angeles

3. WMAQ-Chicago

4. WCAU-Philadelphia
5. WRC-Washington, D.C.

Contact: Marc Marion

“Ditector of Syndication
Music gazine Foundation
(215) 923-4839

6. WKBD-Detroit

7. WLVI-Boston

8. KPLR-St. Louis

Q. WTVTF-Nashville
10. KSHB-Kansas City

.. And they're only part
of the story.
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sion weslern area conference. Antlers hotel, Colorado
Springs.

Oct. 13-16—0hio Association of Broadcasters tall con-
vention. Epcot Center, Qrlando, Fla.

Oct. 14—Presentation of 19th annual Armstrong
Awards of Armstrong Memorial Research Foundation
at Columbia University, recognizing excellence and
originality in radio programing. Fordham University at
Lincoln Center, New York.

m  Oct. 14—UCLA Extension seminar, "Careers in
Cable.” Information: (213) 206-6201. UCLA Extension
campus. Los Angeles.

Also in October

Oct. 16-18—North Carolina Association of Broad-
casters annual convention. Marriott hotel, Raleigh, N.C.

Oct. 17—National Academy of Television Arts and
Seiences news and documentary Emmy awards pre-
sentation. Roosevelt hotel, New York,

Oct. 17—Syracuse University Student Affiliate of
New York chapter of Nationa! Academy of Television
Arts and Sciences, media professionals series. Speak-
er: Pierson Mapes, president, NBC-TV S.1. Newhouse
School of Public Communications, Syracuse, N.Y

Oct. 18— Connecticut Broadcasters Association annu-
al meeting and fall convention. Wesleyan University,
Middletown, Conn.

Oct. 18—International Association of Satellite Users
monthly meeting. Twin Bridges Marnott, Arlington, Va.

Oct. 18—Southern California Cable Association
meeting. Speaker: Ed Horowitz, vice president, oper-
ations, Home Box Office. Airport Hilton hotel, Los Ange-
les.

Oct. 18—Radio Advertising Bureau retail and co-op
workshop. Radisson Plaza, Chariotte, N.C.

Oct. 18—Cabletelevision Advertising Bureau local ad-
vertising sales workshop. Sheraton Allanta, Atlanta. tn-
formation: Susan Levin, (212) 751-7770.

Oct. 18-20—Mid-America Cable TV Association an-
nual meeting. Hilton Plaza Inn, Kansas City, Mo.

Oct. 18-20—Washington Journalism Centers confer-
ence for journalists, “Excellence in Education: How to
Achieve It.” watergate hotel, Washington.

Oct. 19—New York TV Academy luncheon. Speaker:
John Gault, president, Manhattan Cable TV Topic: "The
Quter Boroughs.” Copacabana, New York.

8 Oct. 19—Women in Communications, New York
chapter, meeting. Waldort Astoria, New York.

8 Oct. 19—"California Symposia on Business Oppor-
tunities in Cable for Minority and Women Entrepre-
neurs,” sponsored by Foundation for Community Ser-
vice Cable Television, California Cable Television
Association, California State Senator Joseph Mon-
toya and California Assemblywoman Gwen Moore.
Fort Mason Conference Center, San Francisco. Infor-
mation: (415) 387-0200.

Oct. 19-20—Kentucky Broadcasters Assoctation fall
convention. Hyatt Regency, Lexington, Ky.

Oct. 19-21—Eighth annual conference of Pubiic Ser-
vice Satellite Consortium and its subsidiary, Services
by Satellite Inc. (SatServe). Keynote speaker: Richard
Colino, director-general, Intelsat. Washington Hilton,
Washington.

Oct. 19-21—Tennessee Association of Broadcasters
annual convention. Marriott hotel, Nashville.

Oct. 19-22—National Broadcast Association for Com-
munity Affairs convention. Sir Francis Drake hotel,
San Francisco.

Oct. 20—/nternational Radio and Television Society
newsmaker luncheon. Speaker: Roone Arledge, ABC
News and Sports president. Waldorf-Astoria, New York.

Oct. 20—Radio Advertising Bureau retail and co-op
workshop. Hilton Airport Inn, Pittsburgh.

Oct. 20-21—Pittsburgh chapter of Society of Broad-
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Oct. 29-Nov. 3—Society of Motion Picture and
Television Engineers 125th technical conference
and equipment exhibit. Los Angeles Convention
Center.

Nov. 1-3—Atlantic Cable Show, Convention Hall,
Atlantic City, N.J.

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 '88, American Market for Inter
national Programs, organized by Perard Associ-
ates with MIDEM and National Video Clearing-
house. Fontainebleau Hilton, Miami Beach.
Inforrnation: Perard, 100 Lafayette Drive, Syosset,
N.Y, 11791, (516) 364-3686.

Nov. 14-16—Television Bureau of Advertising
29th annual meeting. Riviera hotel, Las Vegas. Fu-
ture meetings: Nov. 7-9, 1984, Hyatt Regency, Chi-
cago; Nov 11-13, 1985, Hyatt Regency, Dallas;
Nov. 17-19, 1986, Century Plaza, Los 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.
Biltmore hotel, Los Angeles.

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

Jan. 28-31, 1984 _Radio Advertising Bureau's
managing saies conference. Amfac hotel, Dallas-
Fort Worth Airport.
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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, Calif. Future meeting: May 15-18, 1985,
Greenbrier, White Sulphur Springs, W Va.
Aprll 8-12, 1884—National Public Radio annual
conference. Hyatt Regency, Arlington, Va.
| April 24-29, 1984 MIP-TV international TV
program market. Palais des Festivals, Cannes,
France.
April 29-May 2, 1984 National Association of
Broadcasters annual convention. Las Vegas Con-
vention Center, Las Vegas. Future conventions: Las
Vegas, Aprit 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 —CRBS-TV annual affiliates meet-
ing. Century Plaza, Los Angeles.
May 20-22, 1984 _NBC-TV annual affiliates meet-
ing. Century Plaza, Los Angeles.
B May 20-23, 1884 Broadcast Financial Man-
agement Association 24th annual conference.
Grand Hyatt, New York. Future conferences: May
12-15, 1985, Chicago; May 18-21, 1986, Los Ange-
les.

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, 1984 —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 3-6, 1984 National Cable Television Asso-
ciation annual convention, Las vegas. Future con-
ventions: June 2-5, 1985, Las egas,; 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.

Aug. 26-29, 1984 _National Association of
Broadcasters’ Radio Programing Conference. At-
lanta Hilton and Towers, Atlanta. Future confer-
ence: Aug, 25-28, 1985, Opryland hotel, Nashville.
Sept. 6-8, 1984 Southern Cable Television Asso-
ciation Eastem show Georgia World Congress
Center, Atlanta. Future show: Aug. 25-27, 1985,
Georgia World Congress Center.

B Sept.16-19, 1984—National Radio Broadcast-
ers Association annual convenlion. Westin Bona-
venture hotel, Los Angeles.

8 Nov. 11-14, 1984 Association of National Ad-
vertizers annual meeting. Camelback Inn, Scotts-
dale, Ariz.

B Dec. 3-5, 1984—Radio-Television News Direc-
tors Association international conference. San Ant-
onio, Tex.

cast and Communication Engineers’ 10th regional
convention and equipment exhibit. Howard Johnson's
Motor Lodge, Monroeville, Pa.

Oct. 20-22—National Federation of Local Cable Pro-
gramers Central states regional meeting. Allen County
Public Library, Fort Wayne. ind. Information: Pam Bieri,
(219) 424-7241.

Oct. 21—Caucus for Producers, Writers and Direc-
tors annual general membership meeting. Chasen's,
Los Angeles.

Oct. 21-—Radio-Television News Directors Associ-
ation meeting with region 12. Richard Salant, presi-
dent of National News Council, will moderate panel
comprising Peter Jennings, ABC News: Mike Wallace,
CBS News; Connie Chung, NBC News, and Gabe
Pressman, WNBC-TV New York. New York Mayor Ed
Koch will also address meeting. Sheraton Center, New
York

Oct. 21—New York Women in Communications meet-
ing, "The video Communications Revolution,” co-spon-
sored by New York University. Speakers include
Drew Lewis, Warner Communications; Daniel Ritchie,
Westinghouse Broadcasting and Cable; Gerald Levin,
Time Inc ; William Scott. Sateliite News Channel; Mary
Alice Dwyer, Daytime/Arts, and Mary Alice Williams,
Cable News Network. New York University, Washington
Square campus, New York.

Oct. 21-—12th annual Broadcast Day, sponsored by
Colorado State University. Speaker. Edward
MclLaughlin, president, ABC Radio Networks. CSU
campus, Fort Callins, Coio. Information: (303} 491-
6140.

Oct. 21—Deadline for entries in Women in Cable, Chi-
cego chapter, annual video competition, information:
{312) 674-4600.

Oct. 21-22—"First Amendment Rights and the Cable
Television Industry," seminar sponsored by Communi-
cations Media Center of New York Law School and
Communications and the Law magazine. Speakers
include Glen Robinson, former FCC commissioner;
Tom Krattenmaker, former director of FCC network in-
quiry study; Morris Tarshis, director of franchises of
New York City, and Douglas Ginsburg, U.S. Department
ot Justice, antitrust division. New York Law School, New
York

Oct. 21-23-—American Women in Radio and Televi-
sion northeast area conference. Holiday Inn, Philadel-
phia.

® Oct. 22—"Opportunities for Minorities in Telecom-

munications,” conference sponsored by National
Conference of Black Lawyers’ Communications Task
Force and Howard University of School of Law Con-
tinuing Legal Education Committee. Houston Hal,
Howard University, Washington.

Oct. 23-25Televent U.S.A.. second international
telecommunications conference, sponsored in part by
E.F Hutton. Speakers include Richard Colino, Intetsat;
William Ellinghaus, AT&T, Richard Butler, ITU; Mark
Fowler, FCC; Senator Robert Packwood (R-Ore.); Eddie
Fritts, National Asscciation of Broadcasters, Tom
Wheeler, National Cable Television Association, and
Irving Goldstein, Comsat. Montreux, Switzerland. Infor-
mation: Marianne Berrigan, Televent executive director,
Suite 1128, 1120 Connecticut Avenue, N.W., Washing-
ton, 200386; (202) B57-4612.

Oct. 23-26—Canadian Association of Broadcasters/
Central Canada Broadcasters Association joint Confer-
ence and trade show "Communications Expo '83."
Sheraton Center, Toronto.

Oct. 24—Washington Journalism Center conference
for journalists, “Japan and America.” Watergate hotel,
Washington.

Oct. 24-29National Federation of Local Cable Pro-
gramers “Access coordinator training program.”
NFLCP national office, 906 Pennsylvaria Avenue, S.E.,
Washington. Information: Joan Gudgel, (202) 544-
7272.

Oct. 25—Marketing seminar sponsored by Bay Area
Cable Club and Northern California chapter of Wom-
en in Cable. Gallagher's, Jack London Square, Dak-
land, Calif.

Oct. 25—Radio Advertising Bureau retail and co-op
workshop. Red Llon Inn-Airport, Seattle.

Oct. 25—First general meeting of Direct Broadcast
Satellite Association. Four Seasons hotel, Washington.
Information: John Egan, {202) 822-4104.

Oct. 25— Louisiana Association of Broadcasters radio
sales seminar. Travelodge North, Lafayette, La.

Oct. 26—Washington Journatism Center conference
for journalists, “Asian-American Relations." Watergate
hotel, Washington.

Oct. 25-26—New York Broadcasters Association 29th
annual meeting. Americana Inn, Albany, N.Y.

Oct. 25-27—Telecommunicalions Syrnposium spon-
sored by American Newspaper Publishers Associ-
ation and Newspaper Advertising Bureau. Amfac ho-
tel, Dallas-Fort Worth Airport.
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Oct. 25-27—International Broadcast Equipment Exhi-
bition sponsored by Electronic Industries Association
of Japan, co-sponsored by National Association of
Commercial Broadeasters in Japan and NHK (Jepan
Broadeasting Corp.) Tokyo Ryutsu Center, Tokyo.

Oct. 25-29—Midwest Radio Theater Workshop, spon-
sored by noncommercial KOPN(FM) Columbia, Mo.,
with funding provided by National Endowment for the
Arts and Missouri Arts Council. Broadway Inn, Co-
lumbia. Mo.

Oct. 26 —New York TV Academy luncheon. Speaker:
Neal Pilson, president, CBS Sports. Copacabana, New
York.

Oct. 26 —Syracuse University Student Affiliate of
New York chapter of National Academy of Television
Arts and Sciences, "Distinguished Visiting Professor
Lecture Series.” Speaker: Bob Blackmore, VP, NBC-TV
Network Sales. S.. Newhouse Schoo! of Public Com-
munications, Syracuse, N.Y.

Oct. 26 —Radio Advertising Bureau retail and co-op
workshop. Plaza Airport Inn, San Francisco.

Oct. 26— Cabletelevision Advertising Bureau local ad-
vertising sales workshop. Drake Oakbrook hotel, Chi-
cago. Information: Susan Levin, {212) 751-7770.

Oct. 26— Louisiana Association of Broadeasters radio
sales seminar. Holiday Inn-Airport, Kenner, La.

8 Oct. 26—Southern California Broadcasters Asso-
ciation “agency” luncheon, with advertising agency
Rogers, Weiss, Cole & weber. Holiday Inn, Hollywood.
Information: (213) 466-4481.

8  QOct. 26— "California Symposia on Business Oppor-
tunities for Minority and Women Entrepreneurs,” spon-
sored by Foundation for Community Service Cable
Television, California Cable Television Association,
California State Senator Joseph Montoya and Califor-
nia Assemblywoman Gwen Moore. Los Angeles Trade
Technical College, Los Angeles. Information: {415)
387-0200.

Oct. 26-28National Cable Television Association
business development symposium, "Minorities and
Cable: The Interconnect of the '80's,” co-sponsored by
Minorities in Cable. Ramada Renaissance holel,
Washington.

Oct. 26-Nov. 1—Telecom 83, communications exhibi-
tion and conference, sponsored by International Tele-
commaunication Union. Exhibition and Conference
Center, Geneva, Switzerland.

8 Oct. 26-Dec. 16—UCLA Extension course, “Un-
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11 p.m.

"indicates a premiere episode

S{t@y | TuREE

A professional’s guide to the intermedia week {Oct. 10-16)

Network television O PBS (check local times) The 0il Kingdoms (three-part documen-
tary), Monday 8-9 p.m. [to air on consecutive Mondays]; Tribute to George Balanchine
(choreography), Monday 8-9 p.m.; Vietnam: A Television History (series debut), Tues-
day 9-10 p.m.; International Edition* (look at foreign news coverage of U.S. affairs), Fri-
day 9:30-10 p.m. CBS: 17th Annual Country Music Association Awards, Monday 9:30-

Radio O (check local times) ABC Information: The Olympic Tradition Continues* (daily
pre-Olympics reports), Monday-Feb. 8, 1984, 90 seconds; The U.S. and Japan: A Ques-
tion of Quality (10-part mini-doc on productivity), Monday-Friday during newscasts (parts
1-5) [to conclude next week]; ABC Rock: A Night with Charlie Company (actualities
from Marines in Beirut), Monday-Friday during newscasts; Mutual: Country Music Associ-
ation Awards (live stereo simulcast w/ CBS-Tv), Monday 9-11 p.m.

Cable O Bravo: Nureyev's Don Quizote, Friday 9:30-11 p.m.; Cinemax: Bette Midler: No
Frills (special), Friday 8-8:30 p.m.; HBO: The Time of Our Lives: The Most Amazing 60

Years in History (documentary commemorating Ttme magazine anniversary), Monday

8-9:15 p.m.; Eddy Murphy—Delirious, Saturday 10-11 p.m.

Museum of Broadcasting 0 (1 East 53d Street, New York) Written by Levinson and Link,
TV writers retrospective, now-Oct. 29; Sid Caesar—Master of Comedy, return of earlier
exhibit, now-Nov. 26; Toscanini—The Television Concerts, now-Nov. 12

derstanding Cable: Past, Present, Future.” UCLA Ex-
tension campus, Los Angeles. Information: (213) 825-
9064,

Oct. 27—Radio Advertising Bureau retail and co-op
workshop. Travelodge-Airport, Los Angeles.

Oct. 27—Cabletelevision Advertising Bureau local ad-
vertising sales workshop. Daytonian Hilton, Dayton,
Chio. Infermation: Susan Levin, {212) 751-7770.

Oct. 27—Philadelphia Cable Club luncheon meeting.
Spectrum, Philadelphia.

Oct. 28--Montana Broadcasters Association sales
clinic. Holiday Inn, Bozeman, Montana.

Oct. 28-30—"Latin American Affairs” conference for
journalists, sponsored by Foundation for American
Communications and co-sponsored by Tinker Foun-
dation and Dallas Morning News. Anatole, Dallas. In-
formation: (213) 851-7372.

Oct. 29-Nov. 3—Society of Motion Picture and Televi-
sion Engineers 125th technical conference and equip-
ment exhibit. Los Angeles Convention Center, Los An-
geles.

Oct. 30-Nov. 1--Multimedia teleconferencing confer-
ence sponsored by Institute for Graphic Communica-
tion. Andover Inn, Andover, Mass.

Oct. 30-Nov. 2—National Over-the-Air Pay TV confer-
ence and exposition, hosted by Subscription Televi-
sion Association and National Association of MDS
Service Companies. Century Plaza, Los Angeles.

Oct. 31—Cabletelevision Advertising Bureau local ad-
vertising sales workshop. Airport Hilton, San Francisco.
Information: Susan Levin, (212} 7561-7770.

[
November

Nov. 1—Radio Advertising Bureau retail and co-op
workshop. Holiday Inn Narth-Airport, Atlanta.

Nov. 1—Cabletelevision Advertising Bureau local ad-
vertising sales workshop. Airport Hilton, Seattle.

Nov. 1-3—Atlantic Cable Show. Convention Hall, At-
lantic City, N.J. Information. Registration supervisor,
Slack Inc., 6900 Grove Road, Thorofare, N.J., 08086
(609) 848-1000.

Nov. 2—Radio Advertising Bureau retail and co-op
workshop. Fairmont hotel, New Orleans.

Nov. 2—Cabletelevision Advertising Bureau local ad-
vertising sales workshop. Airport Hilton, Los Angeles.

Nov. 3—Radio Advertising Bureau retail and co-op
workshop. Amfac hotel-Airport, Dallas.

Now. 3-5—SPACE (Society for Private and Commer-

cial Earth Stations) second annual convention and
international exhibition. Sheraton Twin Towers, Orlan-
do, Fla. Information: (202) 887-0600.

Nov. 3-5—FEastern regional convention of National Re-
ligious Broadcasters. Aspen hotel, Parsippany, N.J.

Nov. 3-5—National Black Programing Consortium
*New Technologies™ conference. Chase Park Plaza, St.
Louis.

Ennatal’

T. Frank Smith Jr., is the owner of kris-
Tv Corpus Christi, Tex., and not Aifred T.
Burke, Louisiana bottler who is buying
KGNS-Tv Laredo, Tex., from Smith. ldentifi-
cations were incorrect in “Changing
Hands," Sept. 26.

a

CBS Sports will be profitable next year,
not unprofitable, as incorrectly reported
in Sept. 26 story on CBS/Broadcast
Group management meeting with finan-
cial analysts. Neal H. Pilson, executive
vice president, CBS/Broadcast Group,
was referring to first two years of NCAA
football contract, not overall CBS Sports
division, when he said that first two years
of four-year contract “probably” would
not meet sales and cost goals.
]

willis Edwards, president of Beverly
Hills/Hollywood branch of NAACP, was
incorrectly identified as president of na-
tional organization in Sept. 26 issue,
page 30.

O

WATO(AM)}-WETQ(FM) Oak Ridge, Tenn.,
was sold for $255,000 and not $225,000
as reported in "For the Record,” Oct. 3. It
was also incorrectly reported in that sale
that weox-am-Fm Clarksburg, W.Va., had
been sold.
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SATELLITE
NEWS
CHANNEL.

T'S HOW
PEOPLE WHO
MAKE
THE NEWS
GET THE
NEWS.

Satellite News Channel is the only all-news, all-live,
24 hour cable TV news service that informs America quickly,
efficiently, conveniently.

That's why SNC is found in places where up-to-the-
minute news really counts. Like the White House, the offices
of every Senator and Congressman, the Washington offices
of companies like AT&T, Xerox and the New York Times.

They can count on the combined resources of
Group W and ABC News to be there with the news that's
hot— hot off the satellite. On Satellite News Channel.

= News Lhannel

HOT OFF THE SATELLITE.

A service of Group W and ABC News.
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FULL OF ADS TELLING
MAKE MONEY.
HOWTO MANAGE IT.

Cable operators have a strange plight.
You'e barraged by program suppliers telling you how to sign up new
subscribers. And, of course, make more money.
But no one is telling you how to manage all this money. That's a whole
world you may have overlooked as you concentrated on building your business.
The Bank of New York can help. We're a leading provider of cash manage-
==} ment services to the cable industry. And have been for vears.
Take our lock box system, for example. When we help
collect your receivables, like subscriber payments, you'll get
% quicker access to your money. And detailed information about
those payments. With our hlghly sophisticated Optical Charac-
== ter Recognition (OCR) processmg equipment, we can even
{\ 4 electromcally capture, sort and transmit payment information directly
%O your computer.
=%  When disbursing money, we can help you even more with Zero

.--"

3‘\ Balance Checking. Our Zero Balance service provides early notifica-

\

, tion of the checks drawn against your account each day. So you'll

% know precisely how much you need to cover disbursements. And
= 2 you'll be free to invest your remaining funds.

g“ g N For the fastest, most efficient way to manage your money,

we provide SCAN, our electronic cash management system.
SCAN gives you a direct line to the bank for balance report-
ing, electronic money transfer and other services.
In short, no one can give you more effective or productive control over
the collection, concentration and disbursement of your cash than The

o ot specific advice, call Gerald Hassell THE

and Pubishing Do, (212) 336498, BANKOR
NEW

YORK
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This is one dish you can't put on a back burnet.

Considering what satellite
technology can do for a radio station,
iU's no wonder that satellite dishes
are hot items.

They can make a correspondent
on Capitol Hill sound like he's in
your back yard. And they can give
you enough programming tlexibility
tozero in on the most strictly defined
target audience.

The best way (o get access 10
an earth station? Turn 10 AP Radio
Network.

We own, operate and offer the
use of 900 functioning earth stations,

making us the largest privately-
operated satellite network in the
world. So. very likely. you're within
a local loop of one of our dishes
right now.

We also offer u greater variety
of news and information features—

in long and short versions—than any

other network. Those include our
Business Barometer. Sportsline and
our one-of-a-kind AgReport.

Plus, we deliver 200 actualities
per day, many of them regional
reports.

But the best thing about AP
Radio Network is that you control

the mix. Completely. So you can
compose a unique blend of news and
features, a blend that's most
compatible with your own format.

You even control all of your
own commercial time. What's more,
you pocket the profit from every
valuable second you sell.

So if you want to explore the
very limits of radio technology. while
enjoying unlimited programming
{reedom, contact Glenn Serafin,
Broadcast Services Division of
‘_ “ Associated Press.

P (2621151

Associated Press Broadcast Services. Without a doubt.
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Another week that was at the NAB

Senator Bob Packwood (R-Ore.) was the first to go public with his
despair about the National Association of Broadcasters and its
ability to wheel and deai in Washington. “You can't lobby your way
out of a paper bag in the House,” he told the NAB's convention in
April this year (BROADCASTING, April 18).

Last week, Representative Al Swift (D-Wash.) joined the club.
Reacting to the resignation of the NAB’s chief lobbyist, Steve
Stockmeyer, who cited frustrations with both the association and
the industry (BROADCASTING, Oct. 3), Swift said: "Clark Clifford [the
pre-eminent Washington lawyer and political operative] couldnt
pass legislation for the NAB.”

It was just one more straw in the NAB's week, if not the last
one—a week that began with the aftermath of the Stockmeyer
resignation and in the debris of a disastrous first encounter with
the new Television Operators Caucus, with which it had sought an
accommodation and ended up in a confrontation.

By week's end tempers had begun to cool and some progress
had begun to be made. It was decided that Carol Randles, who
had been number two to Stockmeyer as vice president, congres-
sional liaison, would succeed him on an interim basis as vice
president, government relations. But Randles notified NAB lead-
ership that she, too, will leave the NAB, when a permanent suc-
cessor to Stockmeyer is found.

"The thing that pushed me over the edge,” Stockmeyer told
BROADCASTING last week, was a meeting NAB executives held the
week before with TOC, a new association of major group owners
formed to fill a perceived gap left by NAB's lobbying efforts. The
discussion that ensued convinced him that it was time to leave the
organization. "l reached the point where | had to fish or cut bait,”
Stockmeyer said.

It was a meeting marked more by passion than temperance.
The TOC members present: David Henderson, president of Outlet
Co.'s broadcasting division and TOC chairman and president;
William Schwartz, president and chief executive officer, Cox Com-
munications; Terry Lee, president and chief operating officer,
Storer Communications; Dudley Taft, president, Taft Broadcast-
ing, and Bob Bennett, president of Metromedia Television. Not
present: TOC board members Joe Dougherty, president, broad-
casting division, Capital Cities Communications; Joel Chaseman,
president, Post-Newsweek Stations, and William Baker, president
of Group W's TV group.

The discussion was heated. Members of the caucus, led by Lee
and Schwartz, directed repeated attacks at NAB President Eddie
Fritts, who, with Board Chairman Gert Schmidt, headed the asso-
ciation’s delegation. Also on the NAB team: John Summers, ex-
ecutive vice president and general manager; Erwin Krasnow, sen-
ior vice president and general counsel; Stockmeyer; Richard
Hollands, the new senior vice president for television, and Craw-
ford Rice of Gaylord Broadcasting, an NAB TV board member.

On the record, NAB officials refused to characterize the meet-
ing as anything other than constructive. “lI enjoyed it. | thought it
was a very healthy, open, and frank discussion,” said Schmidt.
"We cleared the air,” Fritts said.

“Nothing we said pointed a finger at any individual,” the TOC's
Henderson said, maintaining they focused on communications
issues. A major one on which they may disagree: deregulation.
TOC questions where the impetus for NAB's drive to deregulate

the industry arises. “Whose views are being expressed ?" Hen-
derson asked.

Henderson said TOC is not anxious to see the industry deregu-
lated. During a meeting two weeks ago with Representative Tim
Wirth (D-Colo.), chairman of the House Telecommunications Sub-
committee, the TOC board reportedly told Wirth they were not
interested in deregulation. “We don' think the government is on
our backs,” he told BROADCASTING.

The group owners also fear that any bill emerging from Con-
gress will only increase the regulatory process. "We are not anx-
jous to give five pounds of flesh,” Henderson said. The TOC
official criticized the NAB for not representing the views of its
members. “The NAB gives off a sense of 'We are here in Washing-
ton. If you want to see us drop by The TOC chief feels NAB is out
of tune with its membership. An example, he said, was the fact it is
still mailing form letters addressed: "Dear Broadcaster.”

During the meeting Henderson asked for a TOC seat on the
NAB's TV board to match that given the networks. The request
was turned aside.

The Stockmeyer resignation not only shook the NAB but
stunned Capitol Hill as well. " am sorry to see Steve go. He was a
decent and principled man. When you talked to him, you knew he
would stand behind his word,” said Larry Irving, an aide for Con-
gressman Mickey Leland (D-Tex.), one of the key figures on the
House Telecommunications Subcommittee.

“Steve was a pro,” said Al Swift. “Working with the NAB can be
frustrating. | find it frustrating. It is a very skittish organization,” the
congressman said. Swift is another member of the Telecommuni-
cations Subcommittee, who has been working with the associ-
ation on broadcast deregulation legislation.

Swift sympathized with Stockmeyer’s frustrations in trying to
lobby for NAB. “The NAB's real weakness as a [lobbying organiza-
tion} is that the membership wont follow the lead of the pros.
Basically they have a lot of people calling the shots, who | doubt
have a sense of how you achieve something in Washington,” he
said. Consequently, he said, because NAB members keep their
leaders on a short leash, the association has created a feeling in
Congress that it is impossible to deal with. “The industry is viewed
as arrogant and greedy" Swift added.

The congressman also thinks broadcasters are perceived as
unwilling to give anything in exchange for getting something.
Broadcasters, Swift maintained, will one day have to give some-
thing. In broadcast deregulation, Swift said, childrens television
and equal employment opportunity are issues that must be ad-
dressed. Unless the NAB becomes more flexible and willing to
strike a deal, “) sense that at some point the NAB won't be able fo
stop it any more and they are going to get rolled over,” Swift
warned.

Other Capitol Hill sources believe NAB's weakness lies both
with its leadership and membership. “The NAB has a lot of con-
stituencies it has to respond t0,” said one source. “It is a difficult
job serving everybody’s interests,” said another.

Because of all the different groups pushing and shoving on the
NAB, it needs strong leadership, said one Capitol Hill aide. “Wasi-
lewski [former NAB President Vincent Wasilewski] managed to
keep a lid on it, while the NAB leadership now is having a difficult
time learning the ropes,” the aide said. O
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Wirth’s way hour a day for the children

Congressman introduces H.R. 4097
that would require stations to

air shows aimed at children

for hour a day on weekdays

Commercial television stations would be re-
quired to carry a quota of educational pro-
graming for children under a bill introduced
last week by Timothy Wirth (D-Colo.),
chairman of the House Telecommunications
Subcommiittee.

Wirth charged that the commercial system
was underserving children now. He based
his charge on admittedly skimpy returns
from the controversial survey of television
station programing that he conducted to ob-
tain information on which to base quotas for
other types of programing in the broadcast
deregulatory legislation now being drafted.

Wirth’s bill (H.R. 4097) would require
commercial television stations to broadcast
an hour of educational programing five days
a week. It was announced during a hearing
on the “Potential of Television in Educating
Children.” The hearing was held jointly by
the Telecommunications Subcommittee and
the Subcommittee on Elementary, Secon-
dary and Vocational Education.

Cari Perkins (D-Ky.), chairman of the par-
ent Education and Labor Committee, is a co-
sponsor of Wirth’s bill and chaired the hear-
ing. Other co-sponsors include Claudine
Schneider (R-R.1.), Jim Bates (D-Calif.),
Parren Mitchell (D-Md.), Patricia Schroeder
(D-Colo.), Doug Walgren (D-Pa.) and
Mickey Leland (D-Tex.).

There was sharp division in the testimony
frem educators and a representative of the
National Association of Broadcasters over
the bill. Educators hailed the legislation and
called for even further action. But Dr. John
Abel, NAB senior vice president for re-
search, said the programing requirements
violated broadcasters’ First Amendment
rights.

Another representative of broadcasting,
however, tock a less rigid stand. William

Baker, president, Group W television group,
stopped short of endorsing the Wirth legisla-
tion but told the congressmen that children
have First Amendment rights too. Baker said
education should be a paramount responsibi-
iity, but he also noted that the responsibility
could be shared by all electronic media, in-
cluding cable, videocassettes, satellite pro-
gram distribution and local microwave sys-
tems.

Wirth announced the first results of the
program survey at the hearing. The survey
questionnaire, sent to all television stations,
elicited 326 retums.

“Last night I received the first computer-
ized data from our survey,” said Wirth. “Re-
sults on children’s programing show that this
nation’s commercial broadcasters devote
only 61 minutes a week to educational pro-
graming for children, or three-fourths of 1%
of their daily air time, while cartoons make
up 152 minutes of children’s programing.
Including all other programing, such as
game shows, according to the broadcast in-
dustry’s own responses, stations on average
air a grand total of only four-and-a-half
hours per week for our children. That, sadly

Singer, Robinson, Baisinger, Morrisett, Rubenstein, Abel
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enough, translates into only about 3% of to-
tal air time being devoted to our children.”

Wirth also criticized broadcasters for not
cooperating in the congressional survey,
“Doesn’t the public have 2 right to know
what’s being shown? Congress asked broad-
casters what they are doing and 60% are
arrogant enough not to respond,” he said.

The congressman accused the NAB of
writing to its members and telling them not
to respond. Wirth was referring 1o a Mail-
gram NAB sent to its members stating that
the survey was “strictly voluntary,” and that
NAB opposed the collection of the data. Re-
presentative Mario Biaggi (D-N.Y.) also
professed irritation at the NAB's actions.

Abel defended the Mailgram and NAB's
position on children’s programing. “The
telegram was designed to inform our mem-
bers on a government request for informa-
tion,” Abel said. According to data collected
by NAB on children’s programing, Abel
said, 10% of broadcast time is devoted to
children’s programs. Biaggi said that figure
was misleading. He charged that most of that
time is composed of cartoons.

Grace Baisinger, past president, National
PTA, charged broadcasters with using the
First Amendment as a smoke screen. “The
real issue is money,” she said. Baisinger also
discussed the prospects for children’s pro-
graming in cable television. *Now that cable
Is turning more and more to advertisers, rat-
ings are sure to become established because
they are the only numbers that advertisers
care about. So cable television probably will
follow in the footsteps of commercial televi-
sion: Yankee dollars speaking up for Yankee
ad agency recommendations. Therein lies
the future demise of cable’s interest in chil-
dren’s television,” she testified.

The National Education Association sup-
ports the legislation, said Sharon Robinsen,
director of instruction and professional de-
velopment for NEA. An hour a day, howev-
er, was the “rock-bottom” amount of time
that should be devoted to children’s broad-
casting, Robinson said. She recommended
that Congress also create a temporary com-
mission on children’s television.

The legislators heard further recommen-
dations from witnesses. Lloyd Mormisett,
board chairman, Children’s Television
Workshop, suggested that children’s pro-
graming should be designed to impart skills
and general knowledge and motivate chil-
dren to achieve the educational goals that are
widely agreed upon. “Looking to the future,
steps need to be taken immediately to guar-
antee access in the new distribution technol-
ogies for children’s programing that is pur-
posive, educational, informative and
entertaining,” he said.

Edward Pfister, president of the Corpora-
tion for Public Broadcasting, noted that pub-
lic TV’s record in children’s programing is
“second to none.” Pfister proposed that there
should be more development of cable ser-
vices for children. A major research and
subsequent production effort in mathematics
should also be conducted, Pfister recom-
mended. a
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Quantification at dereg forefront

wirth, others suggest strengthening
petition to deny and creating
petition to revoke licenses to
replace comparative renewals;
NAB, NRBA and FCC object

to quantification proposal

Broadcast deregulation legislation remains
on the congressional front burner, with quan-
tification of programing performance stan-
dards for radio and television boiling to the
center of the stew. That became evident in a
one-day hearing last week before the House
Telecommunications Subcommittee where
strengthening the petition-to-deny process
and creating a new petition to revoke li-
censes were also discussed.

Two weeks ago subcommittee members
began a series of intensive and lengthy meet-
ings in hopes of drafting a bill. The talks
resumed last week and were still described
as productive although members said there
are strong differences on key issues (BROAD-
CASTING, Oct. 3).

During the hearing, Chairman Tim Wirth
(D-Colo.) and a majority of subcommittee
members indicated an interest in beefing up
the petition-to-deny process. There was
mixed reaction from the subcommittee,
however, to a proposal for establishing a pe-
tition to revoke licenses (which would make
it possible to go after licenses at any time,
not just at times of renewal, which at present
could be as much as seven years apart).

Representatives from the National Asso-
ciation of Broadcasters, the National Radio
Broadcasters Association and the FCC ob-
jected to the concept of quantification and to
the other proposals.

If the comparative renewal process is
eliminated, the petition to deny is the only
remaining tool that the public has to check
broadcaster responsiveness to a communi-
ty's needs and interests, Wirth said. “A
strengthened petition-to-deny process is
meaningless, however, unless there is a stan-
dard of performance against which broad-
caster performance can be fairly and objec-
tively assured. It is in this regard that
quantification becomes particularly impor-
tant,” Wirth said.

It was also apparent that subcommittee
members held divergent views on how to
approach quantification. Representative
Tom Tauke (R-lowa) said he opposed quanti-
fication philosophically, but is willing to dis-
cuss it. If programing standards are estab-
lished, he said, “the process has to be
reasonable and workable and not cumber-
some on a station.”

Much of the hearing focused on the peti-
tion-to-deny process. Representative Al
Swift (D-Wash.) talked about changing the
process to make it easier for citizen groups to
apply for the right of discovery. But, the
congressman said, broadcasters must be pro-
tected from a “fishing expedition” during the
process.

Tauke and Representative Billy Tauzin (D-
La.) voiced concern about the current peti-
tioning process and cited BROADCASTING’S

Oct. 3 story on the National Black Media
Coalition’s Pluria Marshall and his use of the
petitions to gain concessions from broad-
casters. “This is a case where the public in-
terest is for sale,” Tauzin said. He suggested
the subcommittee look at developing a pro-
cess preventing groups from using it for per-
sonal gain.

James McKinney, chief of the FCC’s Mass
Media Bureau, felt that medification of the
petition-to-deny procedure was unnecessary.
He maintained that the commission already
has an enforcement program.

McKinney also thought proposals to es-
tablish a threshold test were unreasonable.
The test, he said, “would, [ am afraid, give
rise to lengthy and costly proceedings, both
for petitioners and challenged licensees,
without necessarily resulting in a greater
number of license revocations.” He said the
FCC revised its petition-to-deny procedures
in 1979 and adopted the so-called “Paglin”
procedures, which were designed to stream-
line the FCC rules by limiting pre-designa-

contracts with the government for the use of
their frequencies.” The fees in the contracts
would be based only upen the cost of regula-
tion, he added. Mann maintained that the
consideration would not be a spectrum fee.

NAB, said John Summers, executive vice
president and general manager, is asking for
deregulation to compete fairly with all the
new technologies that are not subjected to
regulation. He said the association opposes
quantification for radio but might accept TV
standards, but only on a limited basis.

Summers aiso felt that the petition-to-
deny process should not be changed.

Representative Mickey Leland (D-Tex.)
asked Summers why NAB was reticent
about discussing equal employment oppor-
tunity language in deregulation legislation.
“We think there are a battery of rules at the
commission that are adequate,” Summers
replied. He said that increasing minority
ownership was the key to increased minority
employment in the industry. Leland felt af-
firmative action was the key.

Schwartzman, Mann, Summers

tion pleadings, in order to reduce processing
backlogs of monumental proportions. And
he felt a petition-to-revoke procedure was
too severe.

The introduction of discovery procedures,
the FCC official said, would only increase
costs for petitioners, licensees and the gov-
ernment.

Both NAB and NRBA oppose program-
ing performance standards for radio. “We
believe the regulation of the radio industry
should be left to the marketplace,” said Ber-
nard Mann, president of the National Radio
Broadcasters Association. A radio station
should retain its license unless it is guilty of
egregious misconduct, such as violation of
the fraud, obscenity or lottery statutes, he
said. “Absent such misconduct, a radio li-
censee should not be subject to petitions to
revoke, petitions to deny or comparative
hearings,” Mann added.

One method of achieving total deregula-
tion would be to adopt the long-term con-
tract proposal that the NRBA previously out-
lined for the subcommittee, the NRBA
president said. “Pursuant to this proposal,
station owners would enter into long-term
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The subject of children’s television
cropped up. Wirth asked Summers why
NAB objected to programing standards for
children and minorities. Summers argued
that the marketplace is already providing for
children and minorities. Programing re-
quirements are intrusions into the First
Amendment, he said. But the chairman cited
the results of the subcommittee’s program-
ing survey which show the marketplace is
ggt taking care of children (see story, page

).

Not all the witnesses wanted to see a dere-
gulation bill. *“As I have previously testified
before this subcommuittee,” said Andrew
Schwartzman, executive director, Media
Access Project, “the present system, with all
its imperfections, has worked well. What’s
more, FCC deregulation has already amelio-
rated most of the broadcasting industry’s
biggest complaints.” Schwartzman called
for program quantification for both radio and
television. If TV is deregulated, he said, it
would be the “second biggest giveaway
since Teapot Dome.” When asked to name
the first, Schwartzman answered: “the Sen-
ate deregulation bill, §.55.” ]
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FCC makes ready to award DBS slots

It establishes procedures for
assigning orbital positions and
frequency assignments; in other
action: it wants to use lottery
for cellular radio grants, write
cable EEQ guidelines same as
broadcasting’s; it issues third
notice preparing for '85 SWARC

The FCC gave direct broadcast satellites an-
other nudge toward reality last week, adopt-
ing procedures for granting orbital slots and
frequencies to the eight DBS applicants it
already has conditionally approved.

It also laid the ground rules for accepting
applications from other companies that want
to get into the DBS business.

In still other action, the FCC proposed to
use lotteries to award cellular radio grants
for all but the largest 30 markets; proposed to
bring its cable TVequal employment oppor-
tunity processing guidelines into parity with
its processing guidelines for broadcasting,
and issued a third notice of inquiry in prep-
aration for the 1985 Space World Adminis-
trative Radio Conference.

® The FCC already has conditionally
granted the DBS applications of eight com-
panies: Comsat’s Satellite Television Corp.,
CBS, Direct Broadcast Satellite Corp.,
Graphic Scanning Corp., RCA Americom,
United States Satellite Broadcasting (Hub-
bard Broadcasting), Video Satellite Systems
and Western Union Telegraph Co. Those
grants, however, did not include frequency
assignments or orbital positions and had
been conditioned on the outcome of the Re-
gional Administrative Radio Conference for
DBS, which was concluded last July.

The commission’s action last week estab-
lished the procedures it will use to award
those orbital positions and frequency assign-
ments.

Under the order, all applicants will have
90 days from last Friday (Oct. 7) to amend

‘the technical aspects of their applications to
make them consistent with the RARC agree-
ment.

The original construction permits also
were conditioned on the applicants’ either
beginning construction of their satellites, or
contracting for that construction, by Dec. 3.
In its order last week, the commission gave
those applicants some breathing room, ex-
tending the deadline to July 17, 1984 (one
year after RARC was officially concluded).

According to the FCC, however, orbital
slots and frequency assignments will be
made on a first-come, first-served basis—
and only after a party has fulfilled its obliga-
tion to contract for, or begin construction of,
its satellite. (The FCC said STC thus far is
the only company that has indicated it has
made those sorts of arrangements.)

The FCC also said it would “soon” com-
plete initial processsing of three more com-
panies that have applied for DBS author-
ity——National Christian Network, Satellite
Development Trust and Satellite Syndicated
Systems Inc. The commission said it would
announce a 90-day cut-off date for amending
those applications. During those 90 days,

anyone can apply for DBS authority, and
will be considered for orbital slots and fre-
quency assignments in this second round.

Under the order, permits to second-round
applicants also will be conditioned on their
contracting for, or beginning construction of
their satellites, within one year of the day
they receive their construction permits. No
second-round applicant will be eligible for
an orbital slot or frequency assignment until
after July 17, 1984, unless all of the first-
round DBSer’s have contracted for, or begun
construction of, their satellites before that
date,

At Commissioner Mimi Dawson’s sug-
gestion, the FCC also agreed to explore
whether DBS permittees should be permit-
ted to offer nonbroadcast services, such as
data. “If the video market isn’t there, are
they allowed to supply data?’ Dawson
asked. “l would think we’d want to address
it now. . . give it some certainty,” she said.

Chairman Mark Fowler suggested that the
staff review the question, then advise the
commission informally on how it should
proceed.

® In yet other action, the commission
launched a rulemaking aimed at permitting
the use of lotteries to award grants for all
cellular radio franchises except those in the
largest 30 markets.

At the meeting, Susan Cohen, an attorney
for the FCC’s land mobile division, said the
proposal was aimed at easing the “adminis-
trative burden” of holding comparative hear-
ings for all of the competing applicants the
new service has attracted. The proposal,
moreover, was aimed at bringing cellular
service to the public as soon as possible, she
said.

Under the proposal, the commission
would “prescreen” applications, to make
sure they were acceptable, before they were
subjected to the luck of the draw, she said.

Even though the commission expressly
excluded cellular applications from lottery
consideration when it adopted its lottery
rules (it’s a high capital investment business
that requires a good deal of technical know-
how), Cohen said Congress had authorized
the FCC to use of lotteries for cellular.

The notice also will ask whether the FCC
should be able to use lotteries on a case-by-
case basis, resorting to them only when it
wants to.

Dawson had contended that the commis-
sion’s experience with wirelines—that is, for
the telephone companies—indicated that
lotteries wouldn’t be necessary. “It may not
be in the public interest to have lotteries on
the wireline side,” she said,

Commissioner Henry Rivera, noting that
the FCC was now taking “an about face” in
proposing lotteries, recommended that the
commission hear oral arguments on the is-
sue.

With comparative hearings, Fowler said,
it might be late 1985 before construction of
nonwireline systems began; with the lotter-
ies, however, he said, 90% of the grants for
markets 31-60 could be awarded during
1984, “We’ve got to consider where the pub-
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lic interest lies here,” he said. “Yet [ have an
open mind on whether this is advisable.”

After the meeting, William Adler, deputy
chief of the Common Carrier Bureau, con-
ceded that cellular applicants may have “put
a lot of money into their applications, but it’s
nothing compared to what they’d put into
comparative hearings.”

Adler also said that, under the proposal,
mutually exclusive applicants who agreed to
join their applications together in settle-
ments would stand a better chance of win-
ning since their chances would be “cumula-
tive.” (If two applicants, for example, joined
forces in a three-way contest, they would
have twice as many chances of winning than
the remaining party.)

® On another front, the FCC voted unani-
mously to propose to bring its equal employ-
ment opportunity processing guidelines for
cable into parity with those for broadcasting
(“Closed Circuit,” Oct. 3). A 30-day com-
ment period is being provided.

Under the commission’s EEQ processing
guidelines, broadcast stations with 11 or
more full-time employes are required to
have 50% parity with the available work-
force overall; they’re also required to have
50% parity in the top four job categories.
Cable operators are required to have 50%
parity overall, but only 25% in the top four
categories.

® In yet other action, the FCC adopted its
first public statements about the direction the
United States is taking in preparing for the
1985 SWARC. In a third notice of inquiry,
the commission suggested considering the
importance of communication satellite im-
plementation, user demand for services,
technological developments, the evolution
of telecommunications networks, interna-
tional institutional arrangements and the ef-
ficacy of existing arrangments of the Inter-
national Telecommunication Union in
discussing use of the geostationary orbit.

The notice also said that only the fixed
and broadcasting satellite services should be
up for consideration for new ITU arrange-
ments. Other satellite services were all right
under existing ITU arrangements, the notice
said.

It further placed an upper limit of around
15 ghz on bands under consideration. Ex-
perimentation above 15 ghz could only pro-
duce new types of advanced satellite systems
with the most flexible kind of international
arrangements, the FCC said.

On the actual fashioning of new arrange-
ments for targeted bands and services, the
FCC said that any approach involving a de-
tailed a priori assignment plan contained in a
treaty for any communication satellite ser-
vice, other than the existing broadcasting
satellite plan, would be unacceptable.

The FCC said such a planning approach
uses an inflexible multilateral treaty, accepts
demands for allotments without scrutiny or
controls, freezes technical and operational
characteristics of every communication sat-
ellite facility and impairs the ability to later
share a facility. Such 2 method also would
put a damper on the development and imple-
mentation of communications satellites for
all nations, the FCC said. a
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Minorities urged to help themselves
through legislative action

NBMC's annual conference hears
from Wheeler, Rivera, Chaseman,
Fritts and Pfister recommending
tactics for increasing minority
involvement in the Fifth Estate

Minority group members who want to be-
come part of the country’s expanding tele-
communications industry—or are ambitious
for a larger piece of it than they now have—
were urged last week to support legislation
designed to aid them. But they were also told
that, if they “don’t want to be left behind
again,” as the technological revolution gath-
ers speed, they are going to have 10 move
fast on their own. And those who already are
making progress as part of the system were
urged to help “keep the momentumn going.”

The exhortations were voiced in Washing-
ton at the 10th annual media conference of
the National Black Media Coalition, which
began as an organization that made demands
on broadcasters to achieve its goals and, un-
der the chairmanship of Pluria Marshall,
evolved into one that is more often a partner
than an adversary of the telecommunications
establishment. Proof of that was not only in
the array of industry leaders who participat-
ed but in the gains they said minorities were
achieving—in employment and owner-
ship—in the telecommunications business.

Thomas Wheeler, president of the Nation-
al Cable Television Association, conceding
that the gains in minority ownership of cable
systems are “not enough,” sought support of
cable dercgulation legislation moving
through Congress—a bill (H.R.4103) was
introduced in the House last week that
roughly parallels one that has already passed
the Senate (S. 66). “Something must be
done to encourage a solid business environ-
ment for all cable entreprencurs,” he said,
large and small. Among other things, he
cited the protection the legislation affords
cable systems against being denied renewal
of a franchise despite a record of fulfilling
their promises. And he and FCC Commis-
sioner Henry Rivera called for support of
legislation (H.R. 2331) introduced by Re-
presentatives Mickey Leland (D-Tex.) and
Charles Rangel (D-N.Y.) intended to stimu-
late minority ownership of broadcasting, ca-
ble television, common carrier and other
telecommunications business through tax in-
centives. (The absence of one scheduled
speaker, Representative Timothy Wirth [D-
Colo.], chairman of the House Telecom-
munications Subcommiittee, denied those at
the hearing a chance to respond immediately
to suggestions that they approach Congress
on the issues. Wirth was at a hearing of his
panel on radio deregulation.)

But it was also Rivera, who spoke at lunch
on Thursday, who wamed that “the long-
heralded telecommunications revolution-
...could largely neutralize any gains minor-
itiess make in the existing broadcast
industry.” He noted that the commission in-
creasingly is authorizing new media services
without classifying them as broadcasting—

and that it is only through broadcast regula-
tion that media services are subject to equal
employment opportunity, diversity prefer-
ence and tax incentive policies. He cited the
new multichannel MDS service, which was
styled a common carrier and, as such, is
exempt from broadcast-like regulation, and
the direct broadcast satellite service autho-
rized in the fixed band, which was “exempt-
ed from regulation entirely.” He also said he
believes that the commission will soon pro-
pose “to reinterpret broadcasting to exclude
pay services.” And if the trend continues, he
said,*the only way minorities can assure that
their interests will be served by these tech-
nologies is through ownership.”

So, he said, “the train is about to leave the
station. Minorities are about to be left be-
hind again. If our plight is to be any better in
1993 than in 1983, you must participate as
owners of the new technologies.” He said
minority group members should participate
in drafting legislation to insure the mainte-
nance of the commission’s “existing pro-mi-
nority policies and the extension of those
policies to the telecommunications indus-
tries of the future,” as well as in the pro-
cesses at the commission “to insure that the
small victories we have enjoyed in the
broadcast areas are not just small battles in a
losing war for a fair share of the ‘broadcast-
ing’ industry of the future.”

The call on minority-group members who
have made it in the industry to help pave the
way for others came from Joel Chaseman,
president of Post-Newsweek Stations Inc.,
who shared the dais with Rivera at lunch on
Thursday. He said the injection of blacks,
Hispanics and other minority groups in all
phases of broadcasting would assure a de-

gree of truthfulness and sensitivity in pro-
graming not yet reached. And he said that
for the first time there are a “sprinkling of
black professionals at very high levels, on
the line in broadcasting with real power.”
Then he said: “The momentum and the re-
sults you've achieved are on your side. To
keep it going, I hope that each of you and
others on their way...will take the time to
speak at schools and in the community, that
you’ll stay active in alumni associations, and
that you'll help increase community aware-
ness in a creative variety of ways so that the
kids coming up can see that it is possible to
get there from here.”

National Association of Broadcasters
President Edward Fritts, who participated on
a panel with Wheeler and Edward Pfister,
president of the Corporation for Public
Broadcasting, sought, like the other two, to
paint an encouraging picture of the contribu-
tions his constituents were making to an in-
creased role for minorities in the telecom-
munications business. But he scored points
simply by showing up. Marshall, who mo-
derated the panel, on how minority concerns
are addressed, noted that Fritts’s appearance
at the conference was a first for an NAB
president. “We never had the boss before,”
he said. And he drew pleasure from the fact
“it took a young radio broadcaster from Mis-
sissippi”— Fritts is from Indianola, Miss.—
“to break the ice.”

But Marshall, who maintains a skeptical
attitude toward those in positions of author-
ity in the telecommunications tndustry, was
not impressed by the statistics Wheeler and
Fritts quoted to demonstrate the expanding
role minorities were playing in their respec-
tive industries. While Wheeler said cable’s
movement from rural into urban areas is
leading to increased minority employment in
the industry, Marshall said, “Cable has to
come a long way to come into this genera-
tion.” And he said the employment of mi-

the commission.

Rivera revered. FCC Commissioner Henry Rivera (1), who has taken the {ead at the commis-
sion in representing the concerns of minorities, was recognized for that service at the
National Black Media Coalition's conference last week. NBMC Chairman Pluria Marshall
presented him with a plague that describes him as “carrying the torch of minority interests” at
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Group execs address NBMC. How to succeed was the topic. And group broadcasters
offered a variety of suggestions at the National Black Media Coalition's media conference in
Washington last week. David Henderson, president, Outlet Co., stressed the importance of
learning to write well. Another Henderson job tip: Most jobs aren't won through interviews but
through referrals. “You have to build a network,” Henderson said. "It is a little bit who you
know" Frank Melton, president, broadcast division, Buford TV Inc., said his company
planned to announce a minority training program aimed at producing general managers. So
when someone asks for a black general manager, his company will say, "We've got five here;
which one do you want?" Richard Ferguson, president, Katz Radio, stressed the importance
of knowing marketing for a career in the ever-more competitive business of radio. He also
advised the faint of heart to try something else. “This is a real tough, hard-nosed business.
People who like that are going to thrive; and if you don't, you're going to get eaten alive.” Jeff
Davidson, president, Gannett Broadcasting Group, said three things were needed for suc-
cess: honesty, commitment and energy. “If you got those qualities, you can be a successful
person,” he said. "If you're young, smart and black, you've got a better opportunity [to getinto
broadcasting] than 1 did." John Conomikes, vice president, The Hearst Corp.: "When it
comes to broadcasting properties, there’s only three things that count: people, people,
people.” Melton noted that his company even hired the mentally retarded, though those
personnel don't anchor the news programs. Quipped Conomikes, who later apologized:
“They do in some markets." Henderson said Outlet is trying to quash things like prejudice and
sexual harassment at its stations, although that has not proved to be easy in markets like
Stockton, Calif., and Orlando, Fla. "l mean it's like redneck country,” he said. L-r: Davidson,
Ferguson, Henderson, Melton and Conomikes.

nority women in broadcasting is “static,”
while the level of minority men *has
slipped.”

Pfister, whose report on employment was
downbeat, nevertheless received the kindest
treatment from Marshall. Pfister said public
broadcasting, “which is incredibly poor,”
has stopped growing. He said it can enter
new technologies “only when money be-
comes available.” As a result, he said, pub-
lic broadcasting “‘has peaked” in employ-
ment."Efforts now are being made to bring
in minorities as replacements.” However, he
said CPB maintains an outreach program as
part of an effort to recruit minorities. And
Marshall said that, under Pfister, CPB is fur-
ther ahead “in addressing minority needs
than it was five years ago.”

It wasn’t only Congress and the FCC that
minorities were advised to keep in focus if
they want to see to it their needs are met.
Local government also bears scrutiny, Mar-
shall said, in & discussion of cable entrepre-
neurship. “Ownership is about politics,” he
said, adding that cable television systems, in
fierce competition for franchises, “promise
stuff they can’t deliver” on such matters as
minority employment and service and sup-
ply contracts with minority firms.*“So let the
politicians know you hold them account-
able, so they hold the systems accountable.”

To Wheeler, Marshall’s remarks bolstered
the case for legislation that would require
local franchising authorities to conduct busi-
ness “in the sunshine.” But Marshall was not
finished. “1t’s a sick system,” he said. “The
way to get a handle on it is to go to the city
council and the mayor and say, ‘“We want to
be sure we’re not paying for your retire-
ment.” ” o

Women in Cable
draws industry
brass to Boston
conference

The outdoor antenna will vanish from the
landscape as cable establishes itself as “the
video medium in urban homes,” predicted
Cablevision Systems Chairman Charles Do-
lan last week, when he addressed a Women
in Cable national management conference in
Boston.

“The most dynamic and profitable sys-
tems are yet to be built,” he asserted, saying
that his firm favors urban markets because of
their high population density and predicting
that they will be most valuable in the future.

Dolan, who was by far the most bullish
speaker of the two-day conference, predict-
ed that cable would pre-empt nonentertain-
ment as well as entertainment forms of video
because its home terminal will be a “versa-
tile instrument for receiving any kind of vi-
sual material in the home. Retailing and edu-
cational modes should be a natural for cable
to deliver.”

He said municipalities shouldn’t overem-
phasize technology when weighing fran-
chise applications. “Relax on equipment and
focus on overall system viability,” he ad-
vised.

Just before delivering his speech last
week, Dolan told BROADCASTING that only
15% to 17% of his system’s Boston subscrib-
ers are opting for the $2 monthly basic rate
alone and that the average subscriber is
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spending $28 a month. “More than half” of
homes passed are signing up, he said, hold-
ing to his earlier prediction that eventual
penetration will reach 75%.

But if Dolan’s predictions are to come
true, the cable industry still must educate the
public as to what a “remarkable offering”
cable is, said Group W Chairman and Chief
Executive Officer Daniel Ritchie, the key-
note speaker. Toward that end, he has helped
form the Council for Cable Information in
hopes of eventually increasing cable pene-
tration rates to 70% or 80%.

Ritchie said the industry “has to do an
education job because people have a closed
mind” and don’t understand or appreciate
cable. To support that, he cited a recent sur-
vey of a local Westinghouse system that
showed 29% of homes passed didn’t know
they could get cable.

But the key to cable success, Ritchie said,
is service. “If your local manager does a
good job, you'll be OK. If you're perceived
as arroganti, insensitive or gouging, you’'ve
got problems. As a comic-strip character
says, ‘The enemy is us.” ”

He said, “Good systems have learned that
cable is in the business of customer service.
Problems with billing errors and failing to
keep telephone links are holdovers from the
days when cable saw itself as a hardware
business.”

As Home Box Office President Frank
Biondi sees it, more programing and better
marketing and service are needed if cable is
to break the 55% penetration barrier. “We’'re
getting off the demand curve sooner than we
think,” he wamned the audience. “If we want
to get the industry to double in basic service
and triple in pay service revenues, we have
to develop new programing to stretch our

appeal.”

He charged operators with making people
pay for services they don’t want to get the
ones they do want. “The consumer is damn
confused and that’s not helping anybody,” he
said. “The inherent assumption that the con-
sumer is naive and even stupid is wrong.”

Biondi asserted that there has been “such
a race 1o get revenue per subscriber up that
we’re not pricing services for what they’re
worth but to amortize our investment. In the
long run, that’s not all that smart. The indus-
try should be prepared to invest in their pro-
graming networks.”

How about reports of a cloudy cable fi-
nancial picture? “Hogwash,” is the response
of John Saeman, vice chairman and chief
executive officer of Daniels & Associates.
He said the cash flow drain of building new
cable systems will be reversed in two years.
At that point, according to Saeman, Wall
Street will proclaim: “I told you so” in re-
porting the cable industry’s health.

USA Network President Kay Koplovitz
reiterated her theme (BROADCASTING, Sept.
12) that cable has to try to find better ways to
sell its audience to advertisers. Cable homes
give network offerings 18% less of their
viewer time than do noncable households,
she said, demonstrating that “your viewer
finds something on cable.” Koplovitz spoke
out against tienng, calling it a “scenano of
failure” because it reduces distribution
chances. ]
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Dead and buried. The National Association of Broadcasters research committee recom-
mended last week that the NAB dissassociate itself from any further connection with the
controversial “Television Trends” study, which caused an uproar at the NAB convention last
April (BROADCASTING, April 18, May 2). The study which, in preliminary form, was presented to
the convention by the NAB, showed that while TV viewership is up, audience satisfaction is
down. "We are not going to release it,” said research committee chairman, Peter Kizer of the
Evening New Association. NAB's executive committee accepted the recommendation.

The full findings of the study were to be published last June. NAB's research and planning
department reportedly had difficulty getting the final results from McHugh-Hoffman, the
Rosslyn, Va.-based consulting firm commissioned to do the study. After reviewing the study,
the research committee found serious methodological and conceptual inadequacies and
unanimously agreed NAB should not release it, Kizer said.

John Abel, NAB's senior vice president of research and planning, explained that there
were problems in how the survey was conducted and the way the survey was worded. Abel
also said the McHugh-Hoffman data was incompatible with other published TV viewing data

TV criticized for
contributing

to violence

in children

The speakers repeatedly talked of a dialogue
among public interest groups/researchers
and the TV industry. But friction frequently
broke out, particularly in questioning and
comments from the floor, during the confer-
ence of the National Coalition on Television
Violence.

The event, funded with an $8,250 grant
from the American Medical Association, at-
tracted 80 invited participants from industry,
academia and government to sessions held in
Washington last Thursday {Oct. 6).

Keynoter Dr. Everett Koop, the U.S. sur-
geon general, attempted a conciliatory note

with his preface: “If you came expecting in-
flammatory talk, you’ll be disappointed.”
He conceded, and offered crime statistics to
show, that the nation is suffering an “epi-
demic of violence.” But he warned against a
blanket indictment of TV programing.

The surgeon general concluded by calling
TV an extraordinary medium that has kept a
balance between profitability and social re-
sponsibility.

He counseled: “TV has moments of good
humor, gentleness and human caring that we
don’t want to lose [in attempts to control
perceived violence].”

At NCTV’s moming panel on research,
Dr. David Pearl, chief of behavioral sciences
research, NIMH, discussed two of the insti-
tute’s studies that purported to show that
children who were heavy TV viewers, “‘even
of cartoons,” were the most aggressive chil-
dren. He said the children “most aggressive
at 9. .. were the most aggressive at 18.”

The next speaker, NBC’s Dr. J. Ronald

Milarsky, however, refused to agree that TV
should shoulder the brunt of the blame. Mi-
larsky said that other research and studies do
not substantiate claims that there is a causal
relationship between TV violence and vio-
lent crime. He said that in those analyses
there is disregard for economic and social
changes that are a large factor in crime. At
the NCTV’s Thursday-afternoon panel on
research, Dr. Alan Wurtzel, ABC vice presi-
dent of broadcast standards, East Coast,
contended that a more recent NIMH re-
port—a follow-up to the 1972 Surgeon Gen-
eral’s report—is unsubstantiated and unwar-
ranted. He termed the latest report as
essentially a review of scientific literature
that has been publicly available over the past
10 years.

Panelist Dr. Thomas Radecki, NCTV
chairman, told his audience: “The findings
are solid enough that we can now take ac-
tion.” He said a number of remedial steps
should be explored. One suggestion was that
TV programs should carry, when warranted,
a wamning—similar to that carried on ciga-
rette packages—indicating that viewing
could be harmful.

The cable networks have not escaped the
scrutiny of the NCTV. The big three pay
cable networks—Home Box Office, Show-
time and The Movie Channel—(20 acts of
violence per hour) have been found to be
twice as violent as the broadcast networks
(10 acts per hour). In fact, after examining
25 networks around the world, Radecki said
following the conference, the pay networks
were found to be the most violent. The re-
sults of the study will be announced late this
month at the United Nations and should be
ready for publication in a month. a

LPTV: Ready for the takeoff?

That could be the case if

everything goes as the FCC plans;
NILPTV conference hears Kreisman
predict 12,000 application backlog
should be cleared up by October "84

Will 1984 be the year in which low-power
television finally begins to fulfill its poten-
tial? “I think it’s going to happen next year,”
says John Reilly, director of the National In-
stitute for Low-Power Television on his way
home after the organization’s LPTV 83 East
i:mzjfcrcncc in Washington last week. “I real-
y do.”

Much of Reilly’s optimism stems trom his
belief that the FCC is finally ready to grant
large numbers of the some 12,000 pending
LPTV applications. “All the pieces are in
place,” he says. “They’ve got the lottery.
The chief of the Mass Media Bureau [James
McKinney] is known for his ability to move
mounds of paper, and they’ve got some tal-
ented people working on it.”

FCC officials, including Roy Stewart,
chief of the FCC’s video services division,
and Barbara Kreisman, chief of the low-
power television branch, appeared on one of
the conference’s key panel sessions “The
FCC Perspective on Low Power.” Their te-
marks fueled the optimism of Reilly and

many of the LPTV applicants on hand. They
said the commission was committed to es-
tablish low-power television service and that
the battle to process the existing 12,000 ap-
plications—there is a freeze on further appli-
cations—would soon be theirs.

“I've seen the cartoon of somebody sitting
watching the 12,000 applications,” (BROAD-
CASTING, July 11) Stewart said. “It hurt a
little bit but we laughed at that.” But, he
said, now that the FCC has worked out many
of its problems, “very soon, we’re going to
turn around and say, ‘Well, what have they
done? Have they built the stations? How
successful has low power been?’ ”

Kreisman gave added emphasis to
Stewart’s declaration that the commission is
determined to get low power going: “We are
going to start very strictly monitoring that
one-year building period. Do not expect to
come in and get an extensign of time.. ..
Problems of financing, of equipment, we're
just not going to listen to. We’re going to be
extremely draconian. We feel it’s the fairest
thing to do for the many applicants that are
applying.”

The three panelists answered a number of
questions, many of them about transfering
construction permits. Stewart said that any
person with a minority or diversity prefer-
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ence who won the construction permit in a
lottery must hold it for at least a year before
selling it, and that any transfer of a CP can-
not exceed “legitimate and prudent” or “out
of pocket” expenses, which may include set-
tlement expenses with a competing appli-
cant.

Kreisman said she expects to keep up with
the current schedule of releasing a cut-off
list—when all applications for a particular
market have been accepted and competing
applications can be filed—every two weeks,
and added that in the “not too distant future”
the lists may be getting larger than the cur-
rent 50 to 54 applications.

Asked when the backlog of 12,000 appli-
cations would be processed, the chief of the
low-power television division said “I have
my goal, and that is to do it this coming
fiscal year—which ends October 1984. |
really think that we’re going to do it. I'll say
at the very least we’re going to put a good
dent in it.” Stewart, making light of the pre-
vious unmet FCC target dates, said, “Let me
write down what you’re saying, Barbara.”

Reilly needed the lift supplied by Kreis-
man’s optimism. Attendance at the confer-
ence (700-800) was far less than he had an-
ticipated (1,200-1,500) and the number of
exhibitors was down 20%-25%. o



Networks nervous
over Reagan
briefing from
FCC’s Fowler

Chairman brings President

up to date on financial interest,
syndication; networks worry
Reagan may try to exert influence

Back in June, FCC Chairman Mark S.
Fowler, on one of his frequent visits to the
White House, offered to brief staffers on
matters pending before the agency. Late last
month, word came from the White House:
The senior staff was interested; would he
drop by to bring them up to date on things?
On Wednesday, Sept. 28, Fowler and his ad-
ministrative assistant, Willard R. Nichols,
visited the White House, prepared to brief
on a range of issues. To their surprise, as
Nichols recalled later, President Reagan was
among those who were to be briefed. And
the subject that dominated the 35- to 45-
minute session virtually to the exclusion of
all others was the extremely controversial
one involving the network financial interest
and syndicated exclusivity rules.

Nichols and White House aides, including
one who was in the Oval Office during the
Fowler visit, said the purpose was simply to
brief the President and his top aides. “Here’s
a man who spent many years in the movie
industry,” said one presidential assistant.
“He’d want to know the rules the govern-
ment is adopting that affect the industry.”
And Nichols dismissed the suggestion that it
might be necessary to file an ex parte notifi-
cation as a result of the briefing; he said it
was a “briefing” session—no positions were
expressed. The President’s only comment,
reportedly, was in recalling the way things
were in the broadcasting business in the
1950’s, when advertisers controlled pro-
graming.

Nevertheless, when word of the session
leaked, the unprecedented nature of the visit
(Fowler had never briefed the President be-
fore), the sensitivity of the issue under dis-
cussion and the presumed independence of
regulatory agencies set off a wave of specu-
lation. After all, the President maintains
close ties with members of the motion pic-
ture industry who have denounced the com-
mission’s tentative proposal to liberalize the
rules; they say it would enable the networks
to control program production and dominate
the syndication business. And an aide said
he “wouldn’t be surprised” if some of those
old friends discussed the matter with the
President.

But unattributed reports from Capitol Hill
that the President had taken Fowler “to the
woodshed” on the financial interest-syndica-
tion rules issue were dismissed by one White
House aide as “fairy tales.” He said people
who were not present “are trying to read”
pressure into a meeting when none was pre-
sent.

The networks, for their part, have been at
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least as active in lobbying—on Capitol Hill
as well as at the White House—as the Holly-
wood contingent. Aides said network repre-
sentatives have discussed the matter with the
President. “There is a nervousness on both
sides,” as one aide put it.

The networks’ nervousness was probably
reflected in the speech that Senator Daniel
Moynihan (D-N.Y.), who supports their po-
sition, made on Tuesday, after news of the
President’s meeting with Fowler was pub-
lished. He called on the President to state
publicly that he will maintain a hands-off
position regarding the FCC’s consideration
of the rules. Such a position is “imperative
for the integrity of all regulatory processes,”
he said, adding that the only position he can
take “under law and precedent” is support of
the positions of the Departments of Justice
and Commerce. Both endorse the commis-
sion’s tentative decision in general. The
White House said there would be no re-
sponse to Moynihan’s speech.

The networks’ nervousness is understand-
able, for although the commission’s tenta-
tive decision favors them, it was not adopted
by a solid majority. Of the four commission-
ers, only two, Fowler and Mimi Dawson,
supported the decision without qualifica-
tion. Commissioner James Quello concurred
in part and dissented in part, and Commis-
sioner Henry Rivera dissented in part
(BROADCASTING, Aug. 8). But as to whether
Fowler’s session with the President affected
any votes, one commission source expressed
doubt. “I think the four votes are still there,”
the source said.

Besides the President, the briefing was

attended by Edwin Meese IlII, counseior to
the President; White House Chief of Staff
James A. Baker IIlI; Richard G. Darman,
deputy to Baker; Craig Fuller, secretary of
the cabinet, and David Gergan, assistant to
the president for communications.

The Fowler briefing was not the first the
President has had on the proposal to modify
the rules. An aide said Reagan had received
a “formal briefing” on the issue by represen-
tatives of the Justice and Commerce Depart-
ments. The briefing occurred in April, in the
course of the departments’ series of filings at
the FCC in support of the commission’s po-
sition.

“It’s not unusual for the President to be
briefed on issues when they get into the leg-
islative arena,” the aide said.

Representative Henry Waxman (D-Calif)
and Senator Pete Wilson (R-Calif.) have in-
troduced identical legislation in the two
houses that would prohibit the FCC for five
years from modifying or repealing the rules.
The Waxman bill has 135 co-sponsors, and
Wilson’s, six, including Senator Barry Gold-
water (R-Ariz.), chairman of the Senate
Communications Subcommittee.

Does the White House have a position on
the legislation? “We’re keeping an eye on
it,” an aide said.

The financial interest-syndication rules is-
sue was not the only one in the communica-
tion field on which the President has been
briefed recently. Markey briefed him on
Tuesday on the telephone-charges issue—
the FCC'’s decision on access charges and the
legislation to counter it that i1s moving
through Congress. |

intelsat competition at issue

U.S. says concerns are premature;
group’s assembly adopts resolution
against actions that would

‘imperil Intelsat’s viability’

Intelsat was still intact last Thursday (Oct.
6), following a four-day meeting in Wash-
ington of government representatives of the
109-member-country organization. But it
had been somewhat shaken by the expres-
sions of concern of a long parade of officials
of foreign governments regarding the con-
sideration the U.S. is giving to applications
for private trans-Atlantic satellite service.
The applications—by Orion Satellite Corp.
and International Satellite Inc.—were de-
scribed as threatening the viability of the
world organization. Those expressions, in
turn, disturbed the U.S. delegation, which
regarded Intelsat consideration of the matter
as “premature,” since the U.S. has yet to act
on the applications.

But by the time the Assembly of Parties,
as it is known, concluded, a “decision” had
been adopted unanimously that was de-
signed to ease the concerns of the member
countries. It confirmed all parties’ support
for the International Telecommunications
Satellite Organization’s single global system
and called on the parties to refrain from ac-
tions that would “imperil the viability” of the
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single global system.

The U.S. position was set forth by Am-
bassador Diana Lady Dougan, coordinator
for international communication and infor-
mation policy. She noted that applications
are pending before the FCC and are the sub-
ject of an executive branch evaluation of
their implications for U.S. domestic and for-
eign policy and its relationships to Intelsat.
As a result, she said, “it is premature for the
Intelsat Assembly of Parties to endorse par-
ticular characterizations or interpretations of
the Intelsat agreements on issues which are
still under consideration.”

The issue is said to have caused some
strain within the U.S. delegation, however.
While Dougan is said to have opposed any
expression by the assembly on the issue—
“she wanted it glossed over,” said one of
those who attended the meeting—her superi-
or, the under secretary of state for security
assistance, science and technology, William
Schneider, was reported prepared to accept a
statement on the issue provided it did not
prejudge the U.S. position on the applica-
tions. Several officials said it was unrealistic
to think the assembly would not address the
issue, given the temper of the meeting. If the
U.S. had opposed any statement, sources
said, it would have been isolated and over-
whelmed in a roll call vote. o



“Don’t Ask Me, Ask God.” It's original Now, "Ask God" is the result.
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Two for Transtar

The Transtar Radio Network unveiled plans
last week during the National Radio Broad-
casters Association convention in New Or-
leans to launch two 24-hour programing ser-
vices—country and contemporary hit
radio—to start Jan. 1, 1984. Handling the
satellite transmissions via Western Union's
Westar V will be Wold Communications.
The two formats will originate from Los An-
geles. The Transtar Radio Network currently
airs an adult contemporary format on 72 sta-
tions from Colorado Springs.

Radio’'s reach

Group W Radio, New York, has put together
a 31-page study to buttress the point that
there “is more radio than drive time.” Titled
"What Difference Does It Make When They
Listen?," the study notes that 96% of adults,
18 and over listen to radic for an average of
22 .5 hours per week; in drive time, 92% of
adults listen for an average of 9.5 hours, and
in all radio, except drive time, 84% of adults
listen for an average 15.25 hours each.
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The study also makes the point that most
of the same people who listen to radio dur-
ing drive time are part of radio’s audiences
at other times. Group W emphasizes that
drive time is “great,” but adds that heavy
demand plus limited supply leads to high
rates and clearance problems. Group W re-
ports that periods other than drive are gen-
erally available at lower rates, permitting ad-
vertisers “greater flexibility” and “more
effective and creative uses of radio.”

In the spotlight

Mutual Broadcasting has entered intoa cne-
year agreement with Public Affairs Satellite
System (PUBSAT)—a Washington-based
public affairs firm—under which a weekly
three-and-a-half-minute program, Washing-
ton Spotlight, will be distributed over one of
Mutual's channels beginning Oct. 7. Mutual
plans to transmit the program, which will be
client-sponsored, on the first Friday of each
month, at no cost to affiliates.

In another development, Mutual an-
nounced last week that it recently has add-
ed 24 new affiliates in markets from 16

p

states. Sixty percent of the 24 new additions
are FM outlets, according to a network
spokesman.

\

New call, new format

Broad Street Communications’ WGSO(AM)
New Orleans will switch from a news/talk
format to contemporary hit radio (CHR) later
this month under the call letters of
WQUE(AM). And, according to Fred Walker,
president of Broad Street, the station will be
broadcasting in AM stereo using the Kahn
system by Jan. 1. The announcement was
made at a press conference Sunday (Oct. 2),
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largest turnout of New York area radio sta-
tion, network and rep sales personnel
and management (about 400) occurred
onWednesday, Sept. 28, at the Guild The-
ater in Manhattan for a Radio Advertising
Bureau presentation on radio’s "effective
market penetration.” The seminar was
conducted by RAB's director of market-
ing and research, Lew Greist (above).
Greist presented key findings from the
association’s “Target Marketing and the

Broadcast information Bureau. Inc.
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(516) 486-3355 Telex: 6852011

Enclosed find check in the amount of
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Name Media” study, conducted by R.H. Bruskin
Co. last year, concluding that "modest
Address advertising budget campaigns reach
City State Zip more of the marketplace effectively with
radioc than any other medium.” The sales
Firm Phone “rally” was organized in conjunction with
Signature the Station Representative Association.
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Congratulations
Lou Adler.

RKO and WOR RADIO
are proud of you.

Lou Adler, WOR RADIO's
V.P. News Director has been
elected President-elect of
the Radio-Television

News Directors Association.

RKOYYRADIO FOR NEW YORK




prior to the start of the National Radio
Broadcasters Convention in New Orleans.

The current director of operations for the
company's co-owned station in New Or-
leans, wQuUE(FM), Phil Zachary, wil be
WQUE(AM)'s general manager. Zachary said
that there will be new state-of-the-art stu-
dios. The CBS affiliate will have an overall
demographic target of 18-49, with an em-
phasis on 18-34. The musical mix will in-
clude rock and black music appealing to the
life style of New Orleans, Zachary said. Za-
chary, who will report to Kenneth Gaines,
executive vice president, AM division,
Broad Street, replaces Michael Lonneke (see
"Fates & Fortunes").

Additionally, Walker said the station's
transmitter site will be relocated to St. Ber-
nard parish at a cost of $500,000. The four
transmitter towers—each 228 feet high—
along with their housings will cost approxi-
mately $300,000. The station's signal north
of the city into the Slidell, Lacombe and
Mandeville areas will now be "improved,”
Walker said. These are the major growth
areas surrounding New Orleans, he added.

Smooth switch

The CBS Radio Network projects that ap-
proximately 92% of its affiliates (362 out of
393) will be receiving its programing via sat-
ellite by Jan. 1—the date when all land lines
are to be dropped. "We had originally antici-
pated losing 20% of our affiliates once the
conversion to satellite was complete,” said a
CBS Radio spokeswoman. By the end of
1984, CBS expects to be up to 400 affiliates,
she added

Kala country

KalaMusic, the Kalamazoo, Mich.-based ra-
dio syndicator of easy listening music, is
launching a new 24-hour format concentrat-
ing on the 50 “hottest” country singles in the
nation. The first station to sign up for “Hot
Country Hits" is wiLpiaM) Paris, Ky. The for-
mat will consist of unannounced tapes that
are updated every two weeks.

o

Bayou unveiling. Present at the announcement of the call letter change of wasoaM) New
Orleans to wQUE(am), and accompanying format switch from news/talk to contemporary hit
radio, were Leonard Kahn, Kahn Communications, whose AM stereo system the station will
use; Jon Strom, Sony Corp. of America; Phil Zachary, new general manager of wQuE, and Fred
E. Walker, president of the station's parent, Broad Street Communications.

.m' ﬂ i

Format switch

SRP/Schulke Radio Productions is now pro-
viding its "All Winners” easy listening for-
mat to KNEV(FM) Reno, which had been a
Bonneville Broadcasting System client prior
to Sept. 15. KNEvV, owned by Price Broad-
casting, is on 95.5 mhz, with 60 kw.

More comment

NBC News correspondents John Hart and
Irving R. Levine are now contributing news
analysis to the NBC Radio Network's weekly
Comment on the News series, in addition to
their television reporting duties. The pair

broadcast of the radio series, The Best Years. The series, funded by Mutual of Omaha and
syndicated to over 175 stations, addresses the concerns of "graying America.” Shown at
celebration at Museum of Broadcasting in New York are (I-r): museum president, Robert
Batscha; Marion Gladney, Years writer-associate producer; Hayes, and Norman Gladney,
producer of the series.
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join NBC News correspondents John Chan-
cellor, Tom Brokaw, Marvin Kalb, John
Palmer, Edwin Newman and Bernard Kalb
in contributing their analysesof the week's
significant news events.

Playback

A new light contemporary format called
<iodern adult is being launched by Tampa,
Fla.-based Winton Communications. The
format is cuirently airing on vz0-FM Las
Vegas. The format will be live assist, ac-
cording to company President Ed Winton,
who also syndicates nostalgia and beautiful
music formats.

No go

Westwood One, Los Angeles, reported it has
decided not to proceed with the production
and national marketing of the Rock of the 80’s
Countdown radio program, produced by Car-
rol, Schwartz & Groves. Norm Pattiz, presi-
dent of Westwood One, said the decision to
abandon the project was made after a six-
month test on 20 radio stations. He said the
test marketing indicated that a weekly pro-
gram featuring only modern music "has
limited chances for success or a national
level.”

Franklin confirmed

The FCC has granted renewals tc Franklin
Communications Inc., licensee of WVKO(AM)-
wsNY-FM, Columbus, Ohio. A local group had
petitioned to deny, contending that Franklin
had “abandoned” the black community, its
“target audience,” by reducing nonenter-
tainment programing aimed at blacks. The
commission said the stations are not re-
quired to target their nonentertainment pro-
graming to a narrow portion of the listening
audience.



NTRODUCING
KKHR HITRADIO,
BRINGING THE HITS TO

KKHR PLAYS TODAY'S
MOST POPULAR MUSIC.
93FM, WHERE THE HITS ARE
HEARD FIRST. SOUTHERN
CALIFORNIA'S NEW
HITRADIO!

A CBS Owned FM Station Represented by CBS/FM National Sales




PARAMOUNT THANKS TH
THE TALENTED PEOPLE WH(
OF MORE EMMYS THAR

Outstanding Comedy Series
James Burrows, Glen Charles,
Les Charles, Producers;

Ken Levine. David Isaacs,
Co-Producers

Outstanding Lead Actress
in a Comedy Serles

Shelley Long as Diane

Outstanding Directing
in a Comedy Series
"Showdown Part 2"— James Burrows

Outstanding Writing

in a Comedy Series

"Give Me A Ring Sometime"—
Glen Charles, Les Charles

Qutstanding Individual
Achievement, Graphic Design
and Title Sequences
“Showdown”—James Castle,
Bruce Bryant

R,
X
SRR

Outstanding Lead Actorin a
Comedy Serles
Judd Hirsch as Alex Rieger

Outstanding Supporting
Actor in a Comedy, Varlety
or Music Series

Chris Lloyd as Jim
Outstanding Supporting
Actress in a Comedy, Variety
or Music Series

Carol Kane as Simka




\CADEMY AND CONGRATULATES
MADE PARAMOUNT THE WINNER
ANY OTHER STUDIO. EVER.

HERMAN WOUK'S
THE

wiMD3

I

Outstanding Lighting

Outstanding Cinematography Direction (Electronic) for

for a Limited Series or a Special a Series

Part 7—Steven Larner, A.S.C.. With: Dolly Parton, Laura
Charles Correll, AS.C. Branagan— Robert A. Dickinson.

Lighting Consultant; C. Frank

Outstanding Individual Olivas, Lighting Director

Achievement, Special

Visual Effects

"Defiance”—Gene Warren, |r, Peter
Kleinow, Leslie Huntley. Special
Visual Effects: Jackson DeGovia,
Production Designer.

Michael Minor, Art Director

Outstanding Individual
Achievement, Costumers
“The Storm Breaks”—Tommy
Welsh, Costume Supervisor;
John Napolitano, Paul Vachon,
Johannes Nikerk Wardrobe

 TELEVISION GROUP
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Bonneville’s services include professionally-staffed and company-ouned earth stations, sawdios, transponders, ¢

+—‘*GALT. EAKE CITY

NEW YORK CITY
Ar" WASHINGTON, D.C!

ape origination facilities and vital microwave connections.

Bonneville Satellite bas botb the facilities and the people
to make your communications a brilliant success.

Bonneville Satellite is
serious about your project.
Because we own and operate
most of our facilities, we

have the best possible control.

That gives you the best
possible service.

Studio Facilities: Quality from
the start. Studio/stage facilities for
on-camera productions are available
at most locations. All sites offer
video tape origination.

Remote production can be
arranged in almost any location.

Microwave Connections: The
vital earth link. Bonneville can

provide its own permanent and
portable microwave systems. You get
more dependable connections on
your “first and last mile.”

Earth Stations: Covering the
nation. Bonneville Satellite owns or
leases uplink/downlink facilities across
the nation.

Where there are no permanent
facilities available, mobile equipment
can be provided.

Space Segment: Flexibility
through ownership. Owned
transponder inventory makes access
easier. Your project benefits and so
does your bottom line.

Depend on Bonneville's facilities
and staff to make your project a
success. For more information, call

1-800-752-8469, toll free.

The full-spectrum
satellite company.

Bonneville Satellite

mmunications

Salt Lake City, 801-237-2450/ New York, 212.935-5150
Washington, D.C ., 202-737-4340/San Diego, 619-569-8451
Los Angeles, 213-67-7082

A subsidiary of Bonneville International Corporation

165 Socia! Hall Avenue, Salt Lake City, Utah 84111
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SpecialZReport

/

Technology continues to change the face of the Fifth Estate.
In television, a proliferation of videotape machine formats
and a solid-state camera are shaking up the marketplace,

while broadcasters discover new applications for the
computer. Even more is happening in radio, as the
networks complete their conversion to satellite distribution
of programing, FM broadcasters experiment with
moneymaking ventures on their subcarriers and many AM
broadcasters choose a stereo system. A status report on the
technology making news in 1983 begins on page 54.
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Every television station that
has pitted the new Sony BVP-3
camera against the competition
has arrived at a singular result.

In bright light and low light.
In the field and lab. With vec-
torscopes, wave form monitors,
noise meters and the ultimate
arbitrator—the naked eye—Sony
outshot them all.

The overwhelming factor:
the BVP-3 contains the most rev-
olutionary breakthrough in
pickup tube technology in the his-
tory of broadcast. The exclusive,
Sony developed %” mixed field
Saticon” tubes.

Sony, unlike many of its com-
petitors, didn’t stick with the
heavy, bulky ?3” tube assemblies
commonly used. Nor did they
switch to inferior 4" tubes. In-
stead, they stayed with the %"
format, but radically reduced the
size and weight and reinvented
the electron optical system. Result-
ing in not just the best resolution,
registration and signal-to-noise
ratio, but the best balanced cam-
era in the industry.

And it plugs into any record-
ing format, including our supe-
rior A" Betacam” system.

ARRANGE YOUR OWN

SHOOT-OUT.

If you'd care to see how well
| this self-contained ENG cam-
era shoots, a camera that has all
the features you've been asking
for, and at $20,000* easily packs
the most bang for the buck, just
name the time and place and we’ll
be there.

In NY./N.J. call (201) 368-
5085; in the Northeast/Mid-
Atlantic (201) 368-5112; in the
Midwest (312) 773-6045; in the
Southeast (404) 451-7671; in
the Southwest (214) 659-3600; in

3 the West (213) 841-8711.

Sony is a registered trademark and Betacam is a
trademark of the Sony Corp. © 1983 Sony Corp. of
America. 9 W. 57th St.. New York. NY 10019

SONY. .L
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SpecialeReport

Technology moves upward on evolutionary path

Manufacturers and broadcasters
wrestle with incompatibility; in radio
AM concentrates on stereo sound,
FM looks to exploit its subcarriers

Two-inch ... one-inch ... three-quarter-
inch ... half-inch ... 8 mm ... quarter-
inch ... composite NTSC ... analog-com-
ponent ... digital-component. The Fifth
Estate is being swamped by video recording
formats. Some of the formats spring from
specialized needs, but others derive from the
industry’s inability to come together on a
standard. But regardless of their source, the
proliferation of nonstandard formats is cer-
tain to plague broadcasters and equipment
manufacturers for many years to come.

The news is better in other areas of televi-
sion technology. RCA is leading the way
into the era of the tubeless camera with its
remarkable solid-state ENG camera. The
camera prototype, using silicon chips in
place of pick-up tubes, surpasses the perfor-
mances of all the ENG cameras on the mar-
ket today. And a host of other manufacturers
are boosting the creativity and efficiency of
broadcasters by putting powerful new com-
puter-based tools—videographics systems,
digital effects generators and electronic
newsrooms—into their hands.

In radio, AM broadcasters are trying to
cope with AM stereo, while FM broadcast-
ers figure out what to do with their subcar-
riers. Meanwhile, the big radio networks are
completing their transition to satellite distri-
bution, way ahead of their television coun-
terparts.

When the half-inch recording cameras
first appeared at the National Association of
Broadcasters convention in 1981, they
promised to make life easier for broadcast-
ers. The electronic news gathering tool,
which combines camera and half-inch vi-
deocassette recorder into one lightweight,
compact unit, would permit one-person op-
eration with improved mobility and in-
creased reliability (since the need for a cable
between camera and recorder is eliminated).
What’s more, the recording cameras, by us-
ing component-analog rather than the con-
ventional composite NTSC signal process-
ing, would boost picture quality past that of
the three-quarter-inch U-matic format—to-
day’s ENG standard—and close to that of the
one-inch type-C format—the studio stan-
dard.

But since then, the recording cameras and
their half-inch tape formats have stumbled in
the marketplace. Most damaging was the
emergence of two incompatible half-inch
formats—the RCA-Matsushita M format
marketed by RCA, Panasonic (a Matsushita
subsidiary), Ikegami and Ampex—and the
Sony Betacam format marketed by Sony and
Thomson-CSE  All three broadcast net-

works, accustomed to interchanging freely
three-quarter-inch equipment and tapes,
have so far refused to adopt either of the
half-inch formats in the absence of a stan-
dard. ABC and CBS have publicly urged
their affiliates and all other broadcasters to
put off the purchase of half-inch gear. In
addition, most broadcasters were already
well equipped (at considerable expense)
with state-of-the-art U-matics equipment
and simply not in the market for a breed of
equipment that is, despite all the marketing
hype, more evolutionary than revolutionary.
The unconventional component-analog sig-
nal processing has also been a problem.
Without studio and microwave transmission
equipment to handle the component-analog
signals, users of the half-inch equipment
must convert the signal to NTSC for live
remotes and post-production. Much of what
is gained by using the half-inch gear is lost in
the conversion process. The progress of
half-inch marketers has also been hindered
by interest in even smaller tape formats,
namely quarter-inch and 8 millimeter
(around one-third inch), which are incom-
patible with one another and with the half-
inch formats.

To make their half-inch systems more at-
tractive in the face of stiff competition and
marketplace resistance, the manufacturers
have continually improved and expanded
them. The Sony Betacam line currently in-
cludes the BVP-3 camera; the BVW-40 re-
corder/editor and the BVW-20 portable play-

e T e
Sony Betacam recording camera
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back machine. RCA offers the Hawkeye
system: the HC-1 camera, the HR-1 portable
recorder, the HR-2 studio recorder, the HR-3
field recorder/editor and the HE-1 edit con-
troller. And Panasonic has its Recam series:
the AK-100 camera and the AU-200 record-
er. All three manufacturers sell a set of
adaptors that allow users to interconnect
half-inch cameras and recorders with NTSC
cameras and recorders.

Quarter-inch recording cameras have
been demonstrated by Bosch-Fernseh and
Hitachi.  Bosch-Femnseh’s  Quartercam
(KBF-1) recording camera, which weighs
just over 16 pounds with lens and batteries,
is supported by a BCF-10 studio recorder
and the BCF-20 field editor. Like half-inch,
Quartercam’s Lineplex component-analog
tape format promises picture quality supen-
or to that of the U-matic format. Hitachi’s
recording cameras feature an incompatible
quarter-inch tape format and have been
shown with a three-tube camera element as
the SR-3 and with a CMOS solid-state cam-
era as the SR-1. The number of quarter-inch
recording cameras is expected to grow. Ac-
cording to industry sources, lkegami plans
to introduced later this month, at the annual
convention of the Society of Mation Picture
and Television Engineers, a recording cam-
era featuring a new Ikegami camera ¢lement
and a Bosch-Fernseh Lineplex recorder. Not
taking any chances, [kegami is also expected
to continue to market a recording camera
combining its HL.-83 camera and Panasonic
half-inch recorder.

To avoid the incompatibility problems that
have retarded half-inch equipment sales,
Bosch-Fernseh and Hitachi, at the urging of
some broadcasters, have agreed to join other
manufacturers and users in a SMPTE work-
ing group in an effort to come up with a
quarter-inch standard. After nearly four
months of work, the working group has
found that the Hitachi and Lineplex formats
each have their strengths and weaknesses.
The key to the Hitachi system is metal-parti-
cle tape, which was developed for the uni-
versally accepted 8 mm consumer videocas-
sette standard. However, questions have
been raised about the stability and availabil-
ity of the unproved metal-particle tape.
Some say high temperatures will cause the
images recorded on the tape to deteriorate;
others say that availability of the metal-parti-
cle tape will be tied closely to its success in
the 8 mm consumer market, which is uncer-
tain. The Hitachi system has also been criti-
cized for its relatively short recording time
of 12 minutes. The Bosch-Fernseh system
and all the half-inch systems feature record-
ing times of 20 minutes, which most users
consider a minimum. The Bosch-Fernseh
system, on the other hand, uses conventional
tape formulations. But some claim that its



Besides being a sophisticated traffic system,
a comprehensive accounts receivable system,
and a flexible billing system,
what's another term for a BAT® 1700 System?

With your own minicomputer-based
BAT 1700 System, you have availabili-
ties and inventory literally at your fin-
gertips. On demand, you can call up
sales reports and analyses based on
up-to-the-minute figures.

You'l have at hand the kinds of
things that can help a station place
more spots at higher rates.

And, if you're a group operator, you
can multiply the benefits. By tying
your individual BAT 1700 Systems
together, you can cut the time needed
to get group reports.

Of course, while your BAT 1700
System is providing you with alf this
bottom-line information, it also rou-
tinely handles your order entry,
scheduling, invoicing, and account-
ing — simultaneously, from computer
terminals located throughout the sta-
tion, if you wish.
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method of recording the video components
is inferior to that of Hitachi and produces
poorer pictures. According to ABC’s Robert
Thomas, chairman of the working group, the
best system may be determined sometime
next January durning side-by-side demonstra-
tion and testing of the formats. (The show-
down had been scheduled for early Novem-
ber, but Hitachi asked for a 60-day delay.
According to one source, Hitachi wanted the
extra time to try to extend the recording time
of its system.) In the meantime, the working
group will work on electrical and mechani-
cal specifications for a docking mechanism
for the quarter-inch recording cameras that
would permit interchange of different makes
of cameras and recorders. Such camera-only
manufacturers as JVC, Harris, lkegami and
Sharp, says Thomas, arc particularly eager
to see the establishment of a universal dock-
ing mechanism. The working group, he
says, hopes to complete work on the docking
mechanism by June 1985 and settle on a
single quarter-inch format a month or two
after later.

With part of the industry pulling for half-
inch and another for quarter-inch, the solu-
tion may be 8 mm, a tape size in between the
other two. Since little, if any, work has been
done on an 8 mm format, manufacturers
could work together in developing a univer-
sal standard that combines the best features
of all the half-inch and quarter-inch formats.
What’s more, inventing a new format would
allow the manufacturers to take advantage of
the latest technology. That means an 8 mm
format, despite its smaller size, could be
made to deliver pictures as good as the half-
inch formats. An 8 mm format could use the
8 mm consumer videocassette in the same
way the M format and the Betacam format
use the VHS and Betamax cassettes, respec-
tively. But, although scores of companies
have agreed on a 8 mm consumer standard,
none have introduced a machine. At least
one tape machine manufacturer, Ampex, is
considering a move to 8 mm as an alternative
to the other formats. But CBS Technology
Center’s Bernie Dickens, head of the
SMPTE committee that would oversee the
setting of standards for 8 mm, said interest in
8 mm 1s not widespread. “I sent letters to all
the people I could think of,” he said, “but
nobody feels the time is right to do anything
about it.”

Despite the slow start of the half-inch for-
mats, they may be making some inroads
among broadcasters, production houses and
the so-called “professional” (nontelevision)
users. At the Radio-Television News Direc-
tor Association convention in Las Vegas last
month, Sony passed out an up-to-date list of
Betacam users in the hope that it would gen-
erate some momentum for its format. The
list of domestic users included 22 broadcast
stations, including all six stations of Corin-
thian Broadcasting, the first group owner to
make a commitment to either of the half-
inch formats; 40 production companies; one
cable programer, Group W Satellite Com-
munications, and a handful of universities
and corporations. After two years of strug-
gle, Dennis Woywood, division vice presi-
dent, marketing, broadcast systems divi-
sion, RCA Corp., is finally “encouraged”
that the RCA Hawkeye half-inch system will

make it. Since the end of the first quarter on
1983, he says, the market has been good. He
estimates that RCA has so far sold “a couple
of hundred recorders and well over a hun-
dred cameras.”

The incompatibility of the two half-inch
formats does not seem to be as much of a
problem for the local television stations as it
is for the networks. Most of the news and
other programing a station tapes is intended
for broadcast by the station. Since inter-
changeability—and, thus, a single universal
standard—is not as critical, local broadcast-
ers, who at first resisted the new formats, are
buying or considering buying the new equip-
ment in increasing numbers.

Although a handful of stations have com-
pletely replaced three-quarter-inch gear with
half-inch, according to the manufacturers,
most stations are taking the more conserva-
tive route of phasing the new equipment in,
allowing them to take advantage of the new
formats’ capabilities without cutting them-
selves off from the great pool of video that
moves around the country on three-quarter-

Ampex's VPR-2B
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inch tape. Sony, which has long-dominated
the three-quarter-inch market, seems to be
encouraging the phase-in approach. Even
though such broadcasters have to dub from
half-inch to three-quarter-inch for editing
and post-production, says Charles Felder,
vice president, sales, Sony, they would still
be better off. A half-inch tape will deliver a
better picture to the studio than will a three-
quarter-inch tape, he says. As a result, the
picture that finally airs after all the editing,
he says, will also be better.

Sony has not abandoned its three-quarter-
inch line and, in fact, has been doing all it
can to improve it and make sure it remains
the line for ENG until half-inch or some oth-
er format takes over. Asserting that its goal is
to enhance existing formats and not obsolete
them, Sony introduced at the 1983 NAB kits
for modifying the BVU-800 and BVU-820
three-quarter-inch videocassette recorders to
improved their performance by correcting
“luminance and chrominance noise and de-
lay problems in multiple generations.” The
two machines were also “enhanced” by the
availability of remote control panels.

The phase-in approach is apparently not
pervasive. Steve Ridge, manager of televi-
sion consultancy, Frank N. Magid Associ-
ates, said the only broadcasters who are
buying half-inch equipment are those replac-
ing all of their existing ENG equipment be-
cause it's wearing out. Broadcasters who are
only replacing a few camera or a few record-
ers, he says, are continuing to avoid half-
inch equipment because of the compatibility
question and quarter-inch talk.

That studio and microwave equipment ca-
pable of handling the component-analog sig-
nals is lacking may be a short-lived problem.
Manufacturers of all types of studio equip-
ment are moving inexorably toward compo-
nent-analogy technology to accommodate
not only the small tape formats, but also new
transmissions schemes that could be used by
direct broadcast satellites, cable and multi-
channel MDS. In an interview last April
with BROADCASTING, Joseph Flaherty, vice
president, engineering and development,
CBS/Broadcast Group, remarked that the
1983 National Association of Broadcasters
convention was a milestone of sorts: “It was
the year the NTSC composite signal was
moved from seriously ill to critically ill. And
next year, it may be dead in terms of signal
processing. We're going to broadcast it for a
long time, but its just disappearing as a sig-
nal processing and production tool.”

Flaherty’s statement is underscored by the
appearance of component-analog equip-
ment. At the NAB convention and two
months later at the International Television
Symposium in Montreux, Switzerland,
Grass Valley Group Inc., still pre-eminent
among switcher manufacturers, showed a
prototype of a component-analog switcher
that accepts either RGB signals from cam-
eras or the unique signals of the Betacam and
M-format recorders. The prototype had all
the basic switcher features. Also at the
NAB, Shrintron showed a production model
of a switcher compatible with either of the
half-inch formats. Although the Model 390
has a special port for hooking up with Con-
vergence editors, the unit can “communi-
cate” with most other editors through a sepa-
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Panasonic’s MVP-100

rate port. The $15,000 switcher was
developed in cooperation with WNEV-TV
Boston, one of the few all M-format sta-
tions. To show what could be done and to get
a handle on what users would look for in a
component-analog videotape recorder, RCA
demonstrated privately at the NAB one of its
TR-800 one-inch type-C machines reconfi-
gured to handle component-analog signals.

Most analog-component studio equip-
ment that has been shown is experimental.
Before manufacturers begin to churn out
product in earnest, the industry must agree
on some standards. That work has already
begun under the aegis of the Society of Mo-
tion Picture and Television Engineers. Mer-
rill Weiss, engineering manager, KPIX-TV
San Francisco, and chairman of the SMPTE
working group on component-analog stan-
dards, said the group has already reached a
“preliminary consensus” on a standard: time
division multiplex serial transmission of lu-
minance (Y) and two color-difference sig-
nals (R-Y and B-Y); two-t0o-0ne time com-
pression and a 5.5 mhz bandwidth for the
luminance signal and 2.75 mhz bandwidth
for each of the color-difference signals, and
normalization of components to equal am-
plitude ranges.

(According to Weiss, the intra-studio
transmission standard is being planned with
an eye to the future’s all-digital studio. “We
have decided to coerdinate to the extent that
we can the analog-component and digital-
component standards and make transcoding
between them as easy as possible,” he says.
For many years, digital and analog equip-
ment will coexist in the “hybrid plant.” Digi-
tal technology is ideal for some things, while
analog is best for others. Although digital
processing makes color matting difficult, he
says, it facilitates the squeezing, expanding
and manipulating video pictures.)

If the working group succeeds in estab-
lishing a standard. Weiss predicts, compo-
nent-analog equipment built to the standard
could begin appearing on the market as early
as the 1985 NAB convention. NTSC studio
and transmission equipment will be around
for a long time, he says, but by 1985 compo-
nent-analog gear will be available for broad-
casters and production companies that desire
the improved quality it offers.

The list of today’s state-of-the-art ENG
cameras would have to include, among oth-
ers, the RCA HC-2, the lkegami HL-79E
and HL-83, the Sony BVP-330A and BVP-
3, the Harris TC-90, the Hitachi SK-97 and
the JVC KY-950. But since they all contain
either Saticon of Plumbicon tubes, they may
all be obsolete before long. The reason:
RCA is in the final stages of perfecting a
solid-state camera that may out-perform
them all. A prototype of the camera, which
uses three charged coupled devices {CCD’s),
silicon chips filled with thousands of micro-
scopic light-sensitive elements, was shown
to rave reviews to broadcasters at the NAB
and at the Montreux television symposium.
The camera has all kinds of advantages over
tube cameras, which RCA’s Woywood can
readily tick off. The CCD chips eliminate
lag, burn-in and comet tailing, he says. They
also have a “tremendous overload capabili-
ty”"—they can handle bright spots in a pic-
ture without affecting adjacent areas of the
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picture, he said."The dynamic resolution is
“perfect,” he said. “You can see detail in
moving objects without any smearing.” The
camera is also free from microphonics, he
said, and the signal-to-noise ratio is unsur-
passed. According to Woywood, the first
product incorporating the chips will be and
ENG camera compatible with a half-inch re-
corder. An announcement will probably be
made sometime before the 1984 NAB con-
vention, he said.

The camera may have some considerable
drawbacks, however. It has an electro-me-
chanical shutter, which has raised some con-
cerns about the camera’s reliability. But
Woywood dismisses such concerns. The
camera will work with the shutter locked in
the open position, he says, although its abili-
ty to eliminate lag and handle overload will
be severely impaired. The only other com-
plaint heard about the camera is its horizon-
tal resolution, which falls short of the better
EFP and studio cameras. Woywood said that
work continues on the CCD technology and
that eventually RCA will come up with a
chip suitable for all television applications.
If that day comes, the industry may have to
count today’s state-of-the-art studio cam-
eras—the Hitachi SK-110, the Ikegami 322,
the RCA TK-47B and the Philips LDK-6—
among the obsolete.

In the realm of one-inch type-C videotape
recorders—the state-of-the-art in studio vid-
eotape recorders—Sony and Ampex contin-
ue to vie for marketplace dominance. They
agree that together they share between 80%
and 90% of the entire one-inch market, but
they disagree over their relative shares. Am-
pex’s Mark Sanders says Ampex’s share is
50% and Sony’s is 32%, while Sony’s Felder
claims the two companies each have a 45%
share. Regardless of the split, the companies
are poing head-to-head to capture the re-
maining market, which is apparently still
considerable. According to a Sony market-
ing survey, 45% of the nation’s television
stations have yet to buy a one-inch machine
and each station that makes the switch to
one-inch can be expected to buy two or three
machines. Ampex is battling with four ma-
chines. The VPR-3 is a top-of-the-line full-
feature machine with a highly sophisticated
transport which protects the tape as it’s shut-
tled back and forth at varying speeds up to
500 inches per second. Introduced a year
ago, Ampex has already taken orders for 500
machines, Sanders says. The VPR-2B is the
general-purpose machine and the VPR-80 is
the budget model. In addition, Ampex has a
portable one-inch machine, developed in
conjunction with Kudelski S.A. of Switzer-
land, that can be slung over the shoulder and
used for field productions calling for high-
quality pictures. Set against all this is the
Sony BVH-2000, similar in capability and
price with the VPR-2B, and the BVH-2500,
which, because of its frame-by-frame re-
cording capability, can be used for time lapse
videography, still storage and animation.

Other videotape machine manufacturers,
although now running a distant third or
worse are not conceding anything to Sony or
Ampex. Hitachi and RCA will each intro-
duce at the upcoming SMPTE convention
new one-inch machines. According to Hita-
chi’s Fred Coleman, the HR-230 will be a



EVEN THE HAIRIEST SITUATION
CAN’T SHAKE UP THE FIRST
3-CHIP CAMERA.

Some gripping news from
NEC: the ENG camera has
come of age. Our new SP3
packs so many features into
7.3 Ibs., 1t’s a small wonder.
With three CCD chips
instead of tubes, the SP3 can take all the abuse your crew
dishes out, and never needs registering. It produces
broadcast quality pictures with over 500 lines of resolution.
And better still, you can use it with any format — VHS,
Beta," or % inch.
To find out more about the SP3, the most newsworthy
camera around, call NEC at 1-800-323-6656. In Illinois,

call 312-640-3792. NEC

IMAGINE WHAT WE'LL DO NEXT

NEC America, Inc., Broadcast Equipment Division
130 Martin Lane, Elk Grove Village, Illinois 60007




In the past ten years,

cemputers have gotten smarter,
cameras have gotten simpler,

evens have gotten quicker,

beer has gotten lighter,

sedies have gotten leaner,

athletes have gotten richer,

hi-fi has gotten higher,

radio has gotten stronger,

studios have gotten smaller,

tewers have gotten taller,

mevies 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
Line from ITC has seen refine-
ments, but no major changes.
Frankly, it hasn’'t needed any. The
Premium Line has been a depend-
able workhorse that's found its
way into more studios than its
next two competitors combined.

But we couldn’t leave well
enough alone. So this year, the
Premium Line gives way to the
Delta Series, a new generation
of cartridge machines that offers
you more than ten years worth
of improvements.

it's mechanically better. The
cart guides are improved. There’s
a crystal-referenced servo
capstan motor with a vapor-honed
non-magnetic shaft. Modular
construction makes alignment
and service convenient. High-
speed recue is standard.
And the Delta IIf
gives you three

independently removable decks.

It's electronically better. There
are new, high performance
components, including NE5S500
Series amplifiers. There's an
exclusive ITC/3M playback head
for smooth frequency response
and improved signal-to-noise.
We've added a toroidal power
transformer with fully regulated
and protected power supplies.
And a digital cue tone detector
controlled by a powerful
microprocessor.

And it's physically better
because it's smalter. The whole
unit is only one-third rack width
(5%"). The enclosure is made of
Ya-inch milled or cast aluminum,
for stability. And the panel inserts
are made of Lexan®

Of course, we left in all the
good things that made the
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Premium Line so popular.The
Ya-inch tool plate aluminum deck.
Durable, high quality switches.
And a solencid-actuated, chain-and-
sprocket pressure roller assembly.
All backed by our famous two-
year warranty on parts and
factory labor, plus a 30-day
guarantee of satisfaction. If, for
any reason, you're not
completely satisfied, you can
return the unit within 30 days of
purchase and we'll refund your
money in full.

The good things are still
there. But what you'll notice are
the improvements. We think
they were worth the wait.

For more information, or
to place an order, call us collect
from Alaska, Hawaii or illinois,
at 1-309-828-1381. From the

rest of the U.S,, call the following.

Toll-free number:

1-800-447-0414.
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higher priced, more sophisticated version of
the firm’s existing HR-200 unit. Does Hita-
chi really expect to challenge the big two?
“We sure as hell can try,” says Coleman.
RCA's new machine will be an improvement
of its existing TR-800, says RCA’s
Woywood.

Broadcasters are in the market for a new
automatic cartridge machine to insert com-
mercials. For more than a decade, the job
has been handled by two two-inch machines
with incompatible cartridges: the RCA TCR-
100 and the Ampex ACR-25. But since the
technology that the machines are built upon
is out-of-date, many broadcasters are urging
RCA, Ampex and other manufacturers to
come up with a new generation of cartridge
machines, one in which the cartridges will
be universally compatible. An NAB com-
mittee headed by CBS’s Rupert Stow is try-
ing to establish user specifications that it
hopes will form the basis of a manufacturing
standard. Stow’s “optimistic prediction” is
that the user specifications will be ready in
four months. Although the committee has
yet to reach any conclusions, it’s assumed
that the specifications will call for a smaller
tape format than two-inch. A smaller stan-
dardized format may allow commercial dis-
tributors to ship cartridges to broadcasters.
The distributors currently send out spots on
two-inch or one-inch reels, which broadcast-
ers must dub at considerable expense—
$300,000 a year for the typical station, says
Stow—to the