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Now, no news event

is beyond their reach.

These slations are news o
revolutionaries.

Because each has
joined the Conus
Satellite News Gatheri ng (SNG) System™

Each has exclusive SNG power within its own
market.

Eacn has its own Ku-band uplink news van,
capable of covering the news anywhere—from the
boaroughs of NYC to the mountaintops of Colorado.

Each transmits its stories through the Conus-owned
transponder, linking its station to the entire Conus
svstem—coast-lo-coast.

It's a news revolution whose time has come. Join
in and no news event will be beyond your reach.

Soon, any station will be able to take advantage
of the Conus News Service, even those without
SNG vans. To find out how, see us at the RTNDA.
Booth 721, or call or write us today.

Charles H. Dutcher il
Conus Communications
3415 University Avenue
aneapohs MN
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ESS TRAGK!

ALREADY SOLD...
ATLANTA
BOSTON
CHICAGO
DALLAS
DENVER

FLINT

FRESNO
HARTFORD
HOUSTON
JACKSONVILLE
KANSAS CITY
MIAMI
MILWAUKEE
MINNEAPOLIS
NEW ORLEANS
NORFOLK
ORLANDO
PHOENIX
PORTLAND, OR
SACRAMENTO
SAN FRANCISCO
SAN JOSE
SYRACUSE
TAMPA

TULSA

WITH MORE
CLIMBING ON
BOARD
EVERY DAY!

SIMON &
SIMON

The Action Series
With The Light Touch!
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Midseason planning under way at networks
FCC votes to use lottery for MMDS applications
AMIP coverage from Miami

STATUS REPORT O Networks begin taking stock of advertising error charges brought against RKO
prime time schedules, looking to shore up weak Radio. PAGE 46.
spots as midseason nears. PAGE 35.

MEDICAL ADVICE O FDA and Better Business i
MULTIPLE cHoIce O FCC votes to use lottery for Bureaus give broadcast stations tips on looking
muitiple MDS service; grants radio broadcasters for possible medical frauds in advertising. PAGE 54.

more spectrum for STLs and ICR's. PAGE 37.
CABLE DISSECTION O In commenting on cable bill,

WEEK SEVEN O General Westmoreland remains on communications lawyer Farrow warns cable
stand as CBS lawyers continue cross-examination operators they could have trouble at renewal
in libel suit. PAGE 38 time; FCC's Brenner is more positive in outlook,

but said cable doesn't have full First Amendment

PRINT BUY O CBS buys consumer publications of rights. PAGE 58.

Ziff-Davis for $362 million; Murdoch buys o .
company's business magazines. PAGE 39. FILING SUIT O Loser in bid for cable franchise of

Washington files suit against the winner, local

) government officials and the local phone
MEETING IN MiAMI O Foreign programers show company. PAGE 59.

their wares at AMIP, to slightly fewer attendees

than last year. Organizers say there will be a next MORE ON FOOTBALL O USFL unveils new spring

year, although some revisions may be made. PAGE lineup, updates court fight with NFL. PAGE 63.
40.

SHORING UP O ABC undergoing changes 1o
strengthen prime time for second half of season,
in light of ratings decline, but executives say
company remains healthy because of cost
controls in place. PAGE 64.

HINDSIGHT O Washington Post columnist David
Broder, looking back on election campaign, says
media may have failed to bring candidates’
dialogue to public; gquestions whether network
projections constitute journalism. PAGE 42.

THROUGH THE ROOF O Yonkers, N.Y, is home of AM 4
CRACKING VCR USE O Nielsen plans to break out station broadcasting at 1622 khz on auxiliary
studies into separate home viewing, and home frequency. PAGE 72.
recording but not viewing categories. PAGE 46.

BUSINESS IS HIS PLEASURE O When John Reidy of
RKO FALLOUT O Observers say network radio Drexel Burnham Lambert talks, Fifth Estaters
probably won't suffer as a result of the listen. PAGE 95.
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PUTTIN' ON THE HITS
IS THE HIGHEST RATED
NEW, FIRST-RUN SERIES
IN SYNDICATION!

PUTTIN’ C’II 'I'IIE HITS...

® Delivers a # 1 household rating!

® Delivers more teens and young women than any other new,
first- run strip or once-a-week syndicated series!

® On the air in 127 markets—92% of all US TV Homes!
The advertiser-supported series
where the name says it all!

GEARING UP FOR A
BIG SECOND YEAR!

A Chris Bearde Production in association with

the dICk ClOI’k compcny inC Source: NTISept.-Oct, 984, Househoid ratings, teens, 1849 women. Subiect 1o quofifi
! ) avoiloble on 1. @ 1984 Universal City Studios Inc. Al righrs res
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Two left

Number of companies still battling to
make their AM stereo transmission
systems de facto national standard has
apparently dwindled to two—Motorola and
Kahn Communications. Harris has
reportedly decided to drop out, is now
negotiating to license Motorola’s C-Quam
system. License would allow Harris to
make or market C-Quam exciters and
monitors. Move was foreshadowed at
National Association of Broadcasters
convention last spring when Harris
announced it was changing pilot tone of
its system so that Harris stereo broadcasts
could be received on proliferating C-
Quam-only receivers. Belar Electronics
and North American Philips (Magnavox)
were first fatalities in marketplace
competition that has now dragged on
more than two-and-a-half years.

Capasis

Making rounds at FCC last week was
Senator Pete Wilson (R-Calif.) who met
with FCC commissioners to promote
proposal to cap television station
ownership according to potential
audience. Wilson, who sources say is not
first member of Congress to pay personal
visit, although his presence there was
considered out of ordinary, did not see
Chairman Mark Fowler or Commissioner
Dennis Patrick, but met with
Commissioners Henry Rivera, James
Quello and Mimi Dawson. Senator
discussed legislation he introduced in last
Congress that contains limits on number
of TV stations owned to reach cap of
22.5% of nation’s households, little
above potential now reached by each
television network’s owned stations.

Better way

Electronic Media Rating Council

(EMRC) has recommended that Arbitron
not impose “cooling-off period” of three

to six months on radio stations picking up
call letters dropped by another station in
same market. Cooling-off period, endorsed
by some radio groups, would apply rating
moratorium of up to six months to stations
picking up so-called “hot” call letters.
Purpose would be to avoid rating inflation
from misrecorded listening intended for
previous owner of calls. National
Association of Radio Broadcasters
embraced concept; National Association of
Broadcasters characterized it as “‘one
promising option.” But EMRC said

evidence to date has dissuaded it from
recommending such “harsh” action.

Council also suggested, in letter to
Arbitron last week, that by not measuring
stations with hot calls, less clear picture
of overall market is provided than would
be with less drastic measures. EMRC
urged Arbitron to compile additional data
on subject and recommended that it treat
hot-call markets as audience measurement
problem—perhaps calling back diary
keepers to clarify which station they
listened to in cases that were unclear.
Ratings books for hot-call markets should
also have disclosure statement on each
page, not just page five as is case now,
said EMRC.

Quiet OK

Comsat board, at its regular meeting two
weeks ago, reportedly gave final approval
to merger of Comsat’s Satellite Television
Corp. with United States Communications
Inc. and formation of new joint venture
to tackle tough satellite broadcasting
business. Comsat would not comment on
report.

Next major hurdle is completion of
contract for addressable scrambling
system. Sources close to Comsat said
Scientific-Atlanta, which has worked
hand-in-hand with STC in development
of such system, is still leading contender
to win contract,

At last, almost

Long-awaited presidential policy
statement on question of authorizing
separate international communications
satellite systems—which would offer
alternative to service provided by
International Telecommunications Satellite
Organization—is believed to be
imminent. According to one rumor
circulating in Washington last week,
statement will be issued this week.
However, administration officials, while
expecting White House to act soon, were
not prepared to make hard-and-fast

predictions. As for substance of statement,

there seems to be no doubt that President
Reagan will declare that separate systems
are in “the national interest.”

Way for presidential action was cleared
earlier this month when State Department
representing Senior Interagency Group on
telecommunications matters, and
Commerce Department ironed out
differences in their approach to issue and
submitted joint recommendation for
presidential action (BROADCASTING. Nov.
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19). Presidential policy statement—which
will be generic, applicable to all
applications—is expected to be expressed
in terms designed to protect Intelsat from
competition for public telephone service,
its basic source of revenue. There is no
likelihood of early final approval of any of
seven pending applications for separate
systems. According to one report,
executive branch policy will ask FCC to
hold hearing on policy implications before
granting those applications. And

proposed systems would have to be
coordinated with Intelsat—on technical
and economic grounds—before final FCC
approval could be given.

Author’s pride

FCC decision last week to postpone

action on request by Gulf Broadcasting to
purchase two television stations,

KTXA(TV) Fort Worth and KTXH(TV)
Houston, in markets where it owns radio
stations (see last item in story beginning
on page 37) was based on unexpected

turn of events. Under commission rules,
waiver of rules against co-located
crossownership can be granted if case is in
“public interest.” Gulf made request on
claim that TV stations were not doing well
financially and needed help from its
KTXQ(FM) Fort Worth and XRLY{(FM)
Houston. But BROADCASTING Nov. 12
“Monday Memo” by Earl Jones, VP-sales
director at TV stations, presented more
prosperous picture and caused
commissioners to ask for more time to
evaluate request.

Ambitions

RKO Pictures is poised to expand sharply
in television program syndication in 1985
through building up staff and acquiring
new product. Wynn Nathan, vice
president, worldwide marketing, is now
searching for sales directors to head offices
in New York, Chicago and Los Angeles
and has been signing deals with producers
for programing to be spotlighted at
upcoming meetings of NATPE
International and Association of
Independent Television Stations. RKO has
signed major agreement with BBC for
programing, and in addition has in its fold
such properties as The World of Survival,
221 half-hours of which 2] are first-run
(John Forsythe is host-narrator); Soldiers,
13 one-hour documentaries (produced by
BBC) and Secret Service, three one-hour
spy stories. RKO also is stepping up its
effort to buy and make feature films.
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Cheres ouly one
real king
o1 comedy.

The incomparable Johnny Carson
in the most hilarious, timeless moments

from“The Tonight Show.” It's pure comedy. . .
from an American comedy institution!

130 fast-paced half-hours.
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Cablerncastings

Countdown to Western

The California Cable Television Associ-
ation, which 1s putting the finishing touches
on the 16th annual Western Cable Show, is
expecting lower attendance and fewer ex-
hibitors than were present last year. The
show runs from Dec. 5 to 7 at the Anaheim
(Calif ) Convention Center.

As of last week, 213 exhibitors had signed
up for 137,000 square feet of exhibit space.
This veat's exhibit hall will be confined to
the scuth wing of the convention center.
Last year, 270 exhibitors were spread over
325,000 square feet. Convention officials ex-
pect attendance to be between 8500 to
9,500 this year, down from last year's total of
9,800

The theme of this year's convention is
“Blueprint for Progress.” The opening ses-
sion, on Wednesday, Dec. 5, at 1 p.m., will
be moderated by Colony Communications
Chairman Jack Clifford. Panelists include
Mel Hatris, president of Paramount Video;
Neil Austrian, chairman and chief executive
officer of Showtime/The Movie Channel,
and National Cable Television Association
President James Mooney. Other Wednes-
day afternoon sessions will examine direct
marketing and changing technologies af-
fecting cable and copyright. The last ses-
sion, to be moderated by Steve Effros, ex-

er?
‘0 Because

You'll never know
how accurate
your weather
forecasts can be
. +» until you have
Accu-Weather.

619 W. College Ave,
State College, PA
16801

814-237-0309

.OQ
e\
The Leading Weather $°©

ecutive director of the Community Antenna
Television Association, will include John
Malone, president of Tele-Communications
Inc., and Leonard Tow, president of Century
Communications.

Later that day, James McKinney, FCC
Mass Media Bureau chief, will discuss ca-
ble's relationship with the FCC and the new
rules the industry will operate under with
passage of the Cable Communications Poli-
cy Act. A "point-by-point” analysis of the
act by NCTA executives (Brenda Fox, vice
president and general counsel, and Bert
Carp, executive vice president) will be part
of the Tuesday morning lineup.

Another event Tuesday morning will be a
panel on copyright featuring Representa-
tives Robert Kastenmeier (D-Wis.) and Cali-
fornia Congressmen Carlos Moorhead (R),
Howard Berman (D), Willam Dannemeyer
(R) and Daniel Lungren (R}. Paul Kagan,
president of Paul Kagan Assoclates, and
Paul Bortz, managing director of Browne,
Bortz & Coddington, will appear Tuesday at
a 10:30 a.m. session on how cable trends
will affect the investment community over
the next five years.

Luncheon speaker that day will be NCTA
Chairman Ed Allen of Western Communica-
tions. Afternoon sessions will examine co-
op media ventures, cable/telco relations and
community relations.

Friday morning's Cablepac breakfast will
feature Senator Alan Cranston (D-Calif.) as
speaker. Session topics on Friday include
the First Amendment, home video, packag-
Ing, spectrum space, pay per view and cus-

tomer service. )
Jack Valenti, president of the Motion Pic-

ture Association of America, will be the lun-
cheon speaker on Friday. “Basic Programers

and Cable Operators: How Much Is Too
Much” is the theme of the convention's
closing session Friday afternoon, to be mod-
erated by Black Entertainment Television
President Bob Johnson. Panelists include
Marc Nathanson, president of Falcon Com-
munications; David Horowitz, president
and chief executive officer, MTV; Charles
Dolan, general partner, Cablevision Sys-
termns, and Robert Wussler, executive vice
president, Turner Broadcasting System.

Threading the needle

Turner Broadcasting System has acquired
the rights for the U.S. debut of a two-pro-
gram package focusing on the global effects
of a nuclear holocaust—a two-hour dramati-
zation, entitled Threads, and an accompany-
ing documentary, On the Eighth Day.

The rights were acquired from Lionheart
Television, which will distribute the pro-
grams to television stations nationwide
after their U.S. debut on WTBS(TV) Atlanta in
January. The programs premiered world-
wide on England's British Broadcasting
Corp. last spring. .

The “basic theme" of Threads, said a TES
spokesman, is similar to that of ABC's The
Day After, which depicted the hoerrors of nu-
clear war on a set of fictional characters.
Astronomer Carl Sagan is the primary com-
mentator for the one-hour documentary,
which will explore the issue from scientific
and historical perspectives. Threads will de-
but on the station on Jan. 13 at 8 p.m. It will
be followed by a 15-minute panel discussion
on the effects of a nuclear holocaust, to be
hosted by CNN correspondent Sandi Free-
man at 10:05 p.m. The documentary will
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Television, a co-producer of the film.

Sewing it up. Turner Broadcasting System Chairman Ted Turner (seated) signs an agree-
ment that will bring a drama about the effects of a nuclear attack on Great Britain, Threuds, to
superstation wres(tv) Atlanta. Standing (I-r) are Jack Petrik, wras executive vice president and
general manager; Robert Wussler, wiss president; Robert Greenstein, senior vice president,
Lionheart Television, the prograrn distributor, and Robert Springer, presjdent, Western World
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debut the following day, Jan. 14, at 8 p.m.
The two programs will air back-to-back on
the superstation on Jan, 27 at 2:30 p.m.

TBS also said last week that it has re-
newed its situation comedy, Down to Earth,
for another 52 episcdes and has also signed
a deal with Down te Earth producer, The Ar-
thur Co., based in Los Angeles, for the pro-
duction of a new situation comedy, Safe af
Home, which it will start shooting in Janu-
ary. The first new episode of Down to Earth,
about an angel sent to earth to earn her
wings by doing good deeds, airs Nov. 30. It
debuted in March. Procter & Gamble is the
full sponsor of the program.

An intial 13 episodes of Safe at Home. de-
scribed as a sitcom with a sports setting,
will be produced by Arthur, after which TBS
has renewal options to order 135 additional
episodes, in three yearly packages of 45
shows. Turner hopes to recaptuie its ex-
penses from both sitcoms (each costing
about $100,000 per episode) by offering
strips of each program in syndication as well
as rerunning them on WTBS. As a first-run
product, a new episode of each will be aired
weekly.

Beaver numbers

The Disney Channel said last week that a
special A.C. Nielsen telephone survey found
the premiere of Still the Beaver beat all the
other pay services within its univeise as
well as the three broadcast networks. The
debut episode aired election night, Tues-
day, Nov. 7, at 8-8:30 p.m., when network
viewing usually dips as viewers turn away
from election coverage. Disney said the
show received a 17.3 rating and a 24 share
in its universe. compared to a combined
7.6/12 for all other pay services during the
same half-hour. NBC, Disney said, received
a 13.6/19 during the same period, while
ABC gathered an 11.2/16 and CBS a 9.2/13.

Country shift

The Nashville Network completed its transi-
tion to Galaxy I, transponder 2, last week,
from Westar V, transponder 9D. TNN had
been on both birds since Feb. 14. The coun-
try music network, which is 20 months old,
has a universe of more than 19.5 million
homes, according to Group W Satellite Com-
munications, which markets and distrib-
utes the advertiser-supported network.

Joining hands

Westinghouse Electric Corp. and two Japa-
nese firms, Sanyo and Nissho Iwai, have
formed a joint venture to manufacture and
market a range of communications hard-
ware to worldwide markets. Initially, the
venture will offer two cable products for the
North American market—a stereo adapter
for cable subscribers, which will be avail-
able in February 1985, and a line of cable
converters, which will be available for field
testing in mid-1985.

Initially, Sanyo will develop and manufac-
ture the venture's hines of preducts, while
Westinghouse will have marketing respon-
sibilities. Nissho Iwai will provide import-
export service. Westinghouse, which al-
ready manufactures its own line of cable
hardware (which it will display at the up-
coming Western Cable Show), may get in-
volved in that aspect of the venture at some

b}

future date, said Romano Salvatori, director
of special projects, Westinghouse. He will
oversee Westinghouse's involvement in the
new joint venture and said last week that
the other two firms had not yet named the
executives to represent their interests.

Must-carry hang-up

The Bay Area Interconnect, a joint venture
of Gill Cable and Viacom Cable serving the
San Francisco area, is having trouble clear-
ing affiliates to carry the advertiser-support-
ed, classic movie service it began offering
several months ago. The problem: the must-
carry load imposed on systems in the area,
most of which have yet to expand beyond
30-channel capacity or less. There are 22

"

must-carry broadcast channels in the re-
gion, including four PBS stations. Thus,
while BAI has had success in gainirg ac-
cess to just about all of the 550,000-sub-
scriber universe on the interconnect with
MTV, CNN and ESPN, the movie service
has cleared only about 140,000 homes. (BAI
also carries Lifetime, which has a universe
somewhere in between.)

Until more systems rebuild in the area,
said BAI President Jack Yearwocd, "there’'s
not much we can do.” However, Yearwocod
said he's prepared to hang tough with the
classic service while more systems up-
grade, unless the interconnect’s board of di-
rectors corders the service to be shelved.
That hasn’t happened vyet, although board
members have privately expressed concern
over the clearance problem.

““‘With the help of
thesed4 TVL og Lines

¥r Glamorous, Romantic
Special All-Star 2 Hr.
LONDON/PARIS Cruise
On LOVEBOAT Tonight!

Our Love Boat cruise
was a sell-out’’
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Inthe intensely competitive world
of prime-time television no
producer can rely just on the quality
of his show and the promotional
efforts of a network to altract
viewers. That's why I've been using
TVLog since 1973, the "Rookies”
rookie season. i ve continued using
TVLogeversince bacause I'm
convinced that TV Log offers an
important edge in influencing
viewer choices.

I'mnot saying that "Starsky and
Hutch', "Charlie’s Angeis’, "Love
Boal", "Fantasy Island’, "Dynasty",
“Matt Houston" and "Hotel" have all
been hits because of TVLog. A hit
series is made up of aiot of things:
concepl, story, actors and more.
Whatl do know is that with a
newspaper Circulation of 73 mifion,
TV Log creates tremendous viewer
awarerniess. The kind of awareness
that helps a hithappen.

TV LO

ADVERTISING
The right time
The right place
The right audience

For more information
aboul TVLOG'S

115 markets anda over
650 newspapers,
Piease call

(212) 6870660

© Inon Communications






6 - HOUR MINI - SERIES

NEW YORK WPIX
#1 independent 8—-10PM, 10/27, 10/29, 10/30, average 6/9%

SAN FRANCISCO KBHK
#1 independent 8—10PM, 7/17, 7/18, 7/19, average 7/13%

BOSTON WBZ

Tops all competing network programs on final night with 19/28%
16/24% (avg) 8—-11PM, 10/28, 10/29

DALLAS KTXA

Doubles primetime share
7/16% (avg) 7-10PM, 7/16, 7/17

HOUSTON KTXH

Tops combined share on competing indies
8/12% (avg) 8—11PM, 10/9, 10/10

PORTLAND KPTV

92% increase in women over primetime average
9/16% (avg) 8-10PM, 5/15, 5/16, 5/17

SHREVEPORT KTAL

105% increase in women over primetime average
15/27% (avg) 7-10PM, 7/29, 7/30

LITTLE ROCK KLRT

100% increase in rating over primetime average
10/17% (avg) 7-10PM, 7/23, 7/24

ALBUQUERQUE KNAT

167% increase in rating over primetime average
8/16% (avg) 8—10PM, 7/17, 7/18, 7/19

JACKSONVILLE WNFT

400% increase in rating over primetime average
10/16% (avg) 8—-10PM, 8/5, 8/6, 8/7

LAS VEGAS KVVU
90% increase in rating over primetime average
#1 in market, tops all network competition
19/41% (avg) 9-11PM, 7/17, 7118, 7/19

&% WORLDVISION
¥~ ENTERPRISES INC.

The World’s Leading Distributor

for Independent Television Producers
New York, Los Angetes. Chicago. Atlanta. London. Paris, Tokyo,
Sydnev. Toronto. Rio de Janeiro, Munich. Rome
A Tan Company

SOURCE: NSIJULY 84. OCT. '84 OVERNIGHT RATINGS
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Kinney Shoes O One-week flight will
start in early December in 36 markets.
Commercials will be scheduled in
daytime, morning and afternoon periods.
Target: adults, 18-49. Agency: Sawdon
& Bess, New York.

Monticello O Eight-week flight is set to
begin in mid-January in 16 to 18 markets
to promote 666, its product for colds.
Commercials will be placed in morning,
afternoon and early evening time slots.
Target: adults, 35 and older. Agency: Van
Winkle & Associates, Atlanta.

Iinternational Star Registry D Direct
marketing campaign for company that
provides astrological data is to start this
week for four weeks in major markets,
including New York, Los Angeles,
Chicago and Miami. Commercials will
run in all dayparts. Target: adults, 18 and
older. Agency: Bentley, Barnes & Lynn,
Chicago.

Bulova Watch Co. 0 Company is making
first extensive use of its radio catchword

APWireCheck

of 1930's and 1940, “Bulova Walch
Time," in four-week campaign to be
carried in 12 markets until Christmas.
Decision on continuation of campaign in
1985 will be made after analysis of four-
week effort. Commercials will be
scheduled in earlty and late fringe and
early and late evening news programs.
Target: adults, 21-54. Agency: Sherwood
& Schneider, division of Della Femina,
Travisano & Partners, New York.

Staniey Automatic Openers O Garage
door openers will be spotlighted in one-
week flight in approximately 11 markets,
including Minneapolis, Milwaukee,
Norfolk, Va., and San Jose, Calif.
Commercials will be carried in all
dayparts. Target: men, 25-54. Baker,
Abbs, Cunningham & Klepinger,
Birmingham, Mich.

— TV ONLY

Timex O In test of effectiveness of two-

minute commercials, Timex is using long:

form spots to introduce its Christmas list
of watches in undisclosed number of

SATABLE UPCOMING FEATURES ON YOUR AP WIRE.

more run December 15.

moves seven days a week.

STOCKING STUFFERS—Weeks of December 10 and December
17— AP celebrates Christmas and Hanukkah with twenty-five,
sixty-second scripts, each with a special holiday theme. Scripts
move in advance December 1.

FLASHBACK '84 — Weeks of December 17 and December 24— Relive
1984's biggest news events in our fifty-part series, Flashback '84.
Twenty-five scripts move in advance December 8. Twenty-five

SPORTS QUIZ— Test your listeners’ memory with this sports trivia
feature. Use questions as a contest for tickets and other prizes.
Questions and answers run Tuesday and Thursday mornings.

COMING ATTRACTIONS—A Monday morning preview of the
week’s programming. It's an easy way to find out about special
upcoming teatures and other outstanding sales opportunities.

THE SPORTSMAN-—Charles Morey introduces listeners to the

eople who play for pay in this regular sports
eature. This three-take feature runs about three mmutes and

rsonality

For more information call, (202) 955-7200

4p Associated Press Broadcast Services.
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major markets. Spokesman said results
of experiment will be evaluated to
determine whether use of two-minute
commercials is advantageous. Long list
of Timex watches will be shown during
commercial. Spots will be carried in all
dayparts. Target: adults, 25-54. Agency:
Young & Rubicam, New York.

1 RADIQ AND TV T

Associated Milk Producers OFour-week
flight is set o start in radio in 36
markets and on television in 31 markets
during late November and early
December as part of Christmas
promotion. in addition, in week between
Christmas and New Year's Day, AMP will
run flight on radio and television in
same markets to promote fluid milk.
Commercials will run on radio in all
dayparts and on television in fringe and
prime periods. Target: aduits, 25-49;
women, 25-54. Agency: Crume &
Associates, Dallas.

Bell of Pennsylvania O Four-week flight
is scheduled to begin this week on
television in five markets and on radio in
33 markets, including Erie, Pittsburgh
and Allentown, all in Pennsylvania.
Commercials on radio will be carried in
all dayparts. Target: adults, 18 and
older. Agency: Lewis, Gilman & Kynett
Inc., Philadelphia.

Jo Russia, with peace. American
Greetings Corp. is delivering an unusual
Christmas "card” to network TV viewers
during the holiday season. The commer-
cial, in subtle support of AGC's line of
Christras cards, centers on a card sent
by an American to a Soviet factory work-
er. His daughter translates the card’s
message of peace. One English sen-
tence is in the commercial, defivered via
voiceover. “lf people everywhere ex-
change greetings of peace, hope and
love, perhaps the worid might get the
message...” The commercial was cre-
ated by Doyle Dane Bernbach, New York.




JHEACTION SERIES THAT'S WERE TN

- AVAILABLE

NOW

b4 OFF-NETWORK .

ANIMATED HALF-HOURS * .

STARRING AMERICA’S
RIGINAL SPACE HERO

PLUS A TWO-HOUR PRIME-TIME
NIMATED FEATURE,

¢

_ WKing Features Entertainment  \

235Eas1 461h 51, New York, N.Y. 10017 Phone: 212.662-5600 Telex: 7108612399
London Phone; (01) 434-1852 Telex: 266570 Los Angeles Phone: (816) 889-2047
L4
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HOW THE WEST

23 Western Movies. All Block




The Men From Shiloh

Its huge budget is matched
only by the richness of its
drama and the quality and
| promotability of its star-

| studded casts, including Lee
Maijors, Stewart Granger,

¥ % James Drury and Doug
g 4 McClure plus Greer Garson,

James Farentino, Art Carney,
Janet Leigh, Elizabeth Ashley,

= Ricardo Montalban, Van John-
1 son, Pernell Roberts, Burgess

Meredith, Katy Jurado, Dina

& Merrill, Julie Harris, E.G. Mar-
| shall, Peter Lawford, Joseph
Coften and many others. It's
Western action-adventure the
way it was meant to bel

THE MEN FROM SHILOH
23 ninety-minute features
in color.

For availability in your market,

call (212) 605-2790.

A DIVISIO OFMCATV

© 1984 Unwersal City Siudios Inc. All rights reserved
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Hope springs eternal. Comedian Bob Hope is featured in television commercial that is
designed to promote advertising in new senior citizen discount directory cailed Sitver Pages.
Southwestern Bell Media, publishing arm of Southwestern Bell Publications, plans to
introduce localized Silver Page directories in about 110 U.S. cilies by end of 1986,
Commerciat in which Hope stars was created by Gardner Advertising, Los Angeles, and is
scheduled to be telecast in 20 major markets over next year. Directory provides free listings to
local businesses that offer discounts or speciat offers to persons 60 or older. Southwestern
Bell Media will obtain revenue by selling display advertising in Silver Pages. In TV
commercial, Bob Hope shows his personalized Silver Savers’ Passport, identification card
given to senior cilizens to obtain discounts. Picture above are (I-r} R.G. Pope, vice president
of corporate development, Southwestern Bell; Hope, and Al Parsons, president and chief
executive officer of Southwestern Bell Publications.

O

TVB's winners. Fuddruckers, San-Antonio, Tex.-based restaurant chain, has been named
grand prize winner in 1984 Television Bureau of Advertising/Sales Advisory Committee
Cormmerctals Competition. Winning commercial was produced for Fuddruckers' first use-of
medium last May. Fuddruckers also won first prize in competition for markets ranked 1 to 50,
Cther first-place winners were Pence-Briggs Datsun (markets 51 to 100) and Scott Optical
(markets 100 and higher). First-place award for.on-air promotion went to wGxa(Tv) Macon, Ga.

WHAT’S
GOING ON
UP NORTH?

Canada Today/
d’aujourd’hui tells
you in its latest
issue on Broadcast-
ing in Canada.

Write for your free copy to:

Canadian Embassy
Room 300

1771 N Street, N.W.
Washington, D.C. 20036

'lbday/d’au)ourd’ htu

\|s

Radio-TV News Directors, see you at Canada’s booth at

the RTNDA Conventiorf in San Antonio, Dec. 5-7

CANADIAN NEWS

MORE THAN JUST A COLD FRO
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UP!UP!

PM MA

RATINGS
UP +4%IN ACCESS
UP +13% IN PRIME-TIME
UP +8% IN GROUP W MARKETS (NO.1IN 4 OF THE5)
UP +20% ON WBZ-TV BOSTON
UP +67% ON WJBK-TV DETROIT
UP + 125% ON WTTG WASHINGTON
UP + 75% ON WFAA-TV DALLAS-FT. WORTH
UP +21% ON KDKA-TV PITTSBURGH
UP + 13% ON WJZ-TV BALTIMORE

More Than A Program.
A Commitment.

GROUP W
ERDDUCTIONS

Source: NSI Oct. 1984 vs. Oct. 1983 PM Magazine Is Known ss Evening Magsazine in Group W Markels
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The Lawsons are
proud fo announce

the latest addition
to their family.

She’s a beautiful,
bouncy, baby...



W 1Y 8 MeIromadia Frogucers Lorporanon

... ROBOT!




e —,

... She’s the biggest little devil
to make the circuit since Dennis the Menace.

Sophisticated software leads to high-tech hilarity
when a computer inventor adds a precocious new member
to his household—a lifelike little girl robot
named Vicki. (Voice Input Child Identicant).

As a computer-chip kid, she’s perfectly adorable;
however, she’s also imperfectly programmed.
So her sometimes outrageous behavior brings a full-time touch
of comedy chaos to this suburban family.
Coping with her quirks and keeping her
identity a secret may be a tough task to handle, but it’s
a laugh riot to watch.

Small Wonder is written and produced by Howard lceds—
mastermind behind Diff rent Strokes, Silver Spoons,
The Brady Bunch and Facts of Life.

Small Wonder is the first network-quality sitcom
madec exclusively for first-run syndication.

With this kind of proven network ability, and the current
robot mania, Small Wonder is sure to be a big hit.

First-run weekly half-hours available Fall 1985.

PRODUCED AND DISTRIBUTED BY

NMETRONMEDIA
FRODUCERS
LOS ANGELES - {213)462-7111  BOSTON - (617) 449-0400

THE PREMIER PRODUCTION OF

THE NEW PROGRAM GROUP; GANNETT BROADCASTING, HEARST BROADCASTING, i METROMEDIA TELEVISION,
STORER COMMUNICATIONS, INC. AND TAFT RADIO AND TELEVISION COMPANY, INC.




gramers fall regional conference for far West. Santa
Ana College. Santa Ana, Calif.

Dec. 8-10—NBC midseason promotion executives
conference. Innisbrook resort, Tarpon Springs, Fla.

Dec. 11—Southern California Women in Cable meet-
ing. Speaker: Robert Alter, president, Cable Advertis-
ing Bureau. Marina Marriott hotel, Marina del Rey, Calif.

Dec. 11-12—NBC creative promotion workshop. Innis-
brook resort, Tarpon Springs, Fla.

Dec. 11-14—Unda/USA (National Catholic Associ-
ation for Broadcasters and Allied Communicators) 13th
general assembly. {Awards banquet on Dec. 13.) Cop-
ley Plaza, Boston.

Dec. 14—Broadcast Pioneers, Washington area chap-
ter, fifth annual awards banquet. Kenwood Country
Club. Bethesda, Md.

Dec. 18—Golden Jubilee Commission on Telecom-
munications first conference, "The Impact of Govern-
ment Regulation on the Introduction of New Telecom-
munications Technologies.” Mayflower hotel, Washing-

ton. Information: (202) 955-4687

Dec. 20—/ nternational Radio and Television Saciety
Christmas benefit, featuring entertainer Peter Allen.
Waldort Astoria, New York.

| Ee———
January 1985

Jan. 5-8—Association of Independent Television Sta-
tions (INTV) annual convention. Century Plaza hotel,
Los Angeles.

Jan. 6-8—California Broadcasters Association winter
convention. Guests include formes President Gerald
Ford, fairness docirine debate featuring former FCC
Chairman Charles Ferris and Senator Bob Packwood
(R-Ore.) and movie critics “Siskel & Ebert.” Sheraton
Plaza hotel, Palm Springs, Calif. Information: (916) 444-
2237.

Jan. 9—"Women at the Top,” series sponscred by
American Women in Radio and Television, Washing-
ton chapter. Topic: community relations. National Asso-
ciation of Broadcasters, Washington.

““THREE’S
COMPANY”
HAULS THE
COMPETITION
OVER THE COALS
IN HOUSTON.

It's the superstar series on
KEIV—Number One in its
M-F 6:30-7 PM time
period. And the top-
rated syndicated :
show in this hot 6- |
station market. With
its 12 rating and 23
share, THREE'S
COMPANY tops
its lead-in by
20%—and its
lead-out by
100%!

o\
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POWERHOUSE

From D.L. TAFENER SYNDICATION (212 245.4680 (404) 363 2691 (315 5355006 (213) 937-1144
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Jan. 10-14—NATPE International 22d annual con-
ference. Moscone Center. San Francisco.

Jan. 11-13—Florida Association of Broadcasters an-
nual midwinter conference. Marriott’s Casa Marina Re-
sort, Key West, Fla.

Jan. 13-16—Seventh annual PTC "85, Pacific Telecom-
munications Council. Theme: “Telecommunications
for Pacific Development: Toward a Digital World.” Infor-
mation: PTC, 1110 University Avenue, suite 308, Hono-
lulu, 96826.

Jan. 14-16—Community Broadcasters of America
first LPTVY convention. Moscone Center, San Francisco.

Jan. 14-18—National Association of Broadeasters
winter board meeting. Sheraton Plaza, Palm Springs,
Calif

Jan. 15—Deadline for entries in Commendation
Awards, sponsored by American Women in Radio
and Television. Information; AWRT, 1321 Connecticut
Avenue, N.W, Washington, 20036

Jan. 15—Deadline for entries in 27th American Film
Festival, sponsored by Educational Film Library As-
soctation. Information: (212) 227-5599.

Jan. 15—Deadline for entries in Champion-Tuck
Awards for “outstanding reporting aimed at increasing
public awareness of complex economic issues,” spon-
sored by Champion International Corp. and adminis-
tered by Amos Tuck School of Business Administra-
tion at Dartmouth College. Information: Champion-
Tuck Awards, Amos Tuck Schcol of Business
Administration, Dartmouth College, Hanover, N.H.,
03755; (603) 643-5596.

Jan. 16—/nternational Radio and Television Society
newsmaker luncheon. Waldorf Astoria, New York.

Jan. 16—Caucus for Producers, Writers and Direc-
tors general membership meeting. Speaker: Al Masini,
president, TeleRep. Chasen’s, Los Angeles.

Jan. 22-24—40th annual Georgia Radio-Television In-
stitute, sponsored by Georgia Association of Broad-
casters. University of Georgia's Center for Continuing
Education, Athens.

Jan. 22-26—First Pacific International Media Market,
showcase of Asian/Pacific film and television product,
as opportunity for buyers and sellers. Regent hotel,
Melbourne, Australia. Information: 25 Paimerston Cres-
cent, South Melbourne, Victoria, Australia, 3205; tele-
phone: (03) 690-7366.

Jan. 23—Academy of Television Arts and Sciences
forum luncheon with Thornton Bradshaw, chairman
and chief executive officer, RCA inc. Century Plaza,
Los Angeles. Information: {818) 506-7880.

Jan. 25—Awards presentation of U.S. Television and
Radio Commercials Festivals, presented by I/, S, Festi-
vals Association. Marriott hotel, Chicago. Information:
(312) 834-7773.

Jan. 25-27—Foundation for American Communica-
tions journalism conference, “The U.S. and Latin Amer-
ica.” San Diego.

Jan. 26-29—Radio Advertising Bureau’s 5th annual
Managing Sales Conference. Theme: “Retail Sales and

Continued on page 7.
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Inadvertently omitted from list of 1984
Corporation for Public Broadcasting pub-
lic television local program awards
(BROADCASTING, Nov. 5) was target audi-
ence programing category. Winner was
wTTw(TV) Chicago, Michael Hirsh, pro-
ducer, for Child Sexual Abuse: The Par-
ents’ Show.

[m]

ESPN will increase its 1984 sales rev-
enues by about 50% to approximately
$60 million, not double its 1983 tally to
$80 million as reported in Nov. 19 issue.
Network projects increase for 1985 in
20% to 25% range, which would put rey-
enues for that year in $72 miilion to $75

million range.




More people listen to BMI than
to their mothers.

And more moms listen to BMI, too.
Because most of the music played on radio
is licensed by BML. If anyone tries to tell

you differently, don't listen.
BMI So remember, keep vour feet
off the furniture, don't play with
'l your food, and keep playing plenty
/N

of BMI music.

Wherever there's music, there's BMI. 1984 BMI
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Down on LPTV

EDITOR: Not long ago, the FCC was inundat-
ed by applicants for low-power TV licenses.
These were people who were sure they knew
how to run a local TV operation by offering
programs of a different nature. They would
serve the local folks by offering the pro-
grams they wanted. but which were ignored
by the “big guys.”

Should we be surprised that with fewer
than 150 stations on the air, they already
have a lobbying organization named Com-
munity Broadcasters of America? Should we
be surprised that they are unhappy at the cost
of (of all things) syndicated product? Should
we be surprised if they now work to get
conditions changed to assure the success
they said would be there if only they would
be granted a license?

We have just one more example of a poor-
ly conceived idea, and we should not be
surprised if the bureaucrats compound their
error with some typical fixes.—R.J. Smith,
North Olmsted, Ohio.

Sour grapes

EDITOR: Print has accused the networks of
impropriety in using exit polls and projec-
tions. That august grey lady, The New York
Times, said on the morning following the
election: “That CBS, ABC and NBC pro-
Jjected a presidential winner three hours be-
tore polls had closed on the West Coast was
likely to continue an emotional debate about
the effects of such projections on voter turn-
out.”

But the Times front page stated the same
day: “Early returns from the East and inter-
views with voters as they left the polls
throughout the country showed Walter E
Mondale, the Democratic candidate, trailing
by a wide margin.”

The “emotional debate” is now fully un-
derstandable. The emotionalism originates
with print being unable to report the exit
polls and projections as rapidly as broadcast
media.—Jerome Gillman, president and
general manager, wDST(FM) Woodstock,
NY.

Just the fax

EDITOR: Your Nov. 12 article on Metro Traf-
fic was very intformative, but the sub-article
“Growing Business™ didn’t itself grow large
enough.

Major markets were the thrust of your ar-
ticle, but the “Growing Business” may be
growing faster than you think in the medium
and small markets.

The TrRaFFaX/Commuter Control Traffic
Network is currently in three markets—Har-
risburg, York and Lancaster, all Pennsylva-
nia—on 12 radio stations. TRAFFAX does

straightforward, no-chitchat reports every
10 minutes during rush hours, using both
paid and volunteer mobile units and spotters.
(Over 150 volunteer mobiles and 200 volun-
teer spotters in the system.)

TRAFFAX, like some of the major services,
is expanding into other markets in 1985, one
to two new markets per quarter. It has been
supplying traffic reports since October of
1979.—Brian W. Freeman, president,
TRAFFAX, Mechanicsburg, Pa.

Philadelphia flyers

EDITOR: I recently read with much interest
your Nov. 12 issue and the story regarding
“Metro Traffic Control Keeping Watch on
the Ground and in the Air”

To the New York and Chicago markets

that Metro has not cracked, the Philadelphia
market should be added. The market is un-
able to be penetrated because of the ARCO
AM PM Go Patrol, a 2]-year broadcasting
fixture in the City of Brotherly Love, and
Shadow Traffic.

The ARCO Go Patrol has been completely
sponsored by Atlantic Richfield Co. and is
probably the longest continually single-
sponsored traffic service in the nation today.
In fact, ARCO pioneered the “Dial-Wide”
traffic reporting concept in 1963 utilizing
nine radio stations for direct live helicopter
reports at that time.

Today, in 1984, the Go Patrol is heard on
23 Delaware Valley radio stations in addition
to live telecopter traffic reports being seen
on WCAU-TV, channel 10.—Walt MacDon-
ald, director of operations, Go Patrol, Bala
Cynwyd, Pa.

@ﬁ@y @ Tuned

A professional’s guide to the intermedia week {Nov. 26-Dec. 2)

Network television O ABC: The Funniest Joke I Ever Heard! #2 (celebrity special),
Tuesday 9-10 p.m.; Never Again (comedy), Friday 9-9:30 p.m. CBS: Heroes and Sidekicks—
Indiana Jones and the Temple of Doom, Tuesday 8-9 p.m.; A Touch of Scandal (suspense
drama), Tuesday 9-11 p.m.; Kenny & Dolly: A Christmas to Remember, Sunday 8-9 p.m.;
The Ninth Annual Circus of the Stars, Sunday 9-11 p.m. PBS (check local times): Testa-
ment (drama), Monday 9-10:30 p.m.; From the Americar Film Institute* (drama film
series), Monday 10:30-11 p.m.; The Sea: A
Quest For Qur Future (documentary), Wednes-
day 10-11 p.m.; Agatha Christie’s Partners in
Crime* (five mystery dramatizations), Thursday
9-10 p.m.

Cable O Arts & Entertainment: A Nest of Gen-
tlefolk (romantic drama), Saturday 9:30-11:30
p.m.; A Christmas Carol, Sunday 8-9:45 p.m.
The Disney Channel: Mickey’s Christmas Car-
of (animated fable), Saturday 7-7:30 p.m. Wras
Atlanta: The 1984 Miss World Contest, Satur-
day 8:05-9:35 p.m.

Syndication O Wcre Productions: AT&T Pre-
sents Carnegie Hall Tonight (Shubert recital},
week of Now 26 on 130 stations (check local

times). !

Play It Again (rebroadcasts) O PBS (check o-
cal times). Soundaround (documentary on
sound recording), Thursday 10-10:30 p.m.

Museum of Broadcasting O (1 East 53d Street, n ‘

New York): A Tribute to Thames Television, 60 A Quest for Qur Future on PBS

hours of programing, now through Jan. 31, 1985. Also, seminar, “Comedy and Light Enter-
tainment,” with Philip Jones and Brian Cooke, Tuesday 12:30-2 p.m. and Wednesday 5:30-
7:15 p.m. Charlie Brown—A Boy For All Seasons: 20 Years on Television, retrospective
featuring all 26 Peanuts animated specials, as well as newer Saturday morning material,
Peanuts commercials and videotaped interviews with creator Charles Shuitz, producer Lee
Mendelson and animator Bill Melendez, now through Jan. 31, 1385. For information and air
limes call (212) 752-7684.

* indicates premiere episode
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CREDIBILITY...
INTEGRITY...
EXPERIENCE...
EXCELLENCE...

...These are the standards which have helped Milt Grant and Earl Jones create two of the most successful
new stations in Television.

e KTXA, Dallas-Ft. Worth and KTXH, Houston...

® This Fall, Milt and Earl will launch WBFS, Miami, with the same
aggressive programming, experienced management and responsible
sales philosophies which have characterized the incredible growth of
KTXA and KTXH.

THEIR CREDIBILITY CRUSADE CONTINUES...

Milt Grant began with these principles...

® Give the audience the best in innovative programming: shows with proven track
records, sports with an intense local following, in-house specials reflecting trends in our society.

At the same time, Earl Jones pledged to...

® Treat advertisers and agencies with honesty and respect, and to promise only achievable
expectations in ratings and delivery.

Out of these principles have come some of the strongest audiences ever achieved by Independent TV
stations...and an unmatched partnership with advertisers and agencies.

This Fall, Milt and Earl begin broadcast operations at their third station: WBFS, Miami. Their pledge to
audiences and advertisers remains constant...a continuing commitment to credibility, integrity,
experience...and excellence.

We're proud that Seltel is the national representative of all three stations.
%¢MW
Jack Mulderrig
President, Seitel, Inc.

MILT GRANT EARL L. JONES, JR.
President/C.E.O. Vice President/Director of Sales



Monday=Memo

A television sports reporting commentary from Patrick O’'Donnell, news director, Kansas State Network, Wichita

Sports: the forgotten
element of local TV news

Somehow, somewhere, during the rush to
develop our local news product, we forgot
about one important element—the sports-
cast.

During the last two decades, local news
has progressed with color film, electronic
cameras, live units, helicopters, specialist
reporters, news computer systems and now
mobile, satellite, news gathering units. But
how did we forget to bring along the sports
department?

Has much really changed since the days
when the sports announcer reported to the
program director and did a separate spon-
sored show in addition to his staff-announcer
duties? Today most sports anchors and re-
porters work for the news director, in the
news department. The only problem is,
many news directors have failed to take an
interest in the content of the sports segment.

We have developed a hard-to-break tradi-
tion in coverage of what we call sports.
Think about what you se¢ in most news-
casts. The sports anchor normally leads with
the hottest game in the pros; it doesn’t matter
whether the market has a pro team or not.
Then we see scoreboards and game action
video tied to a meaningless talking head be-
longing to coach or player.

We can do better than that. We have an
exclusive product, local news, that the view-
er can get nowhere else. It also ought 1o
contain, in reasonable abundance, local
sports.

While not advocating the elimination of
professional or college spectator sports from
the local newscast, | suggest that a reduction
in the time devoted to those ¢venis would
open the door to better sports journalism in
television.

It’s time to bring the sports anchors, re-
porters and photographers into the real world
of television news. We ought to give up
those weekly sports lunches where we gather
all those talking heads for use all week long.
Why not assign the sports anchor to personal
stories in local sports, how the star quarter-
back can maintain a 3.8 average and still set
records on the playing field?

If only 15% to 20% of the news viewers
are interested in what we call sports, as we
are told, what about the other 80%? How
long can we continue to neglect the majority
of our viewers?

If we as local broadcasters gave our view-
ers less of the traditional sports menu, could
we attract and keep a larger percentage of the
audience? According to both government
and industry figures, 186 million people
over the age of 12 participate in some form
of outdoor sports and recreation. Only 36.3

Patrick 7. O'Donnell has served as news
director for the six Kansas State Network
stations since December 1983, Previous

experience includes assignments as news
director at kwGN-Tv Denver and kTvx(Tv) Salt
Lake City and assignment editor at wis-Tv
Chicago.

=

million Americans attended college toot-
ball, 16.8 million attended National Football
League games, 25.5 million went to Nation-
al League baseball games and 2.5 million
attended major indoor soccer events.

Swimming remains the number-one sport
in the country with over 102 million people
as active participants. Yes, much of that is
just leisure-time sport, but when was the last
time, short of the Olympics, that you saw
any coverage of swimming?

Almost 64 million people fish. But again,
we see little, if any, coverage of this sport.
Yes, there are some excellent Saturday
morning fishing shows, but why are local
newscasts ignoring this popular sport?

During the last decade, the concentration
has been on the position or image of a local
newscast in the market. We all have done
extensive research and planning. We’ve
hired small armies of reporters, producers,
editors and anchors, all working hard to di-
rect the newscast toward the image we feel
will help us win. Yet, as an industry, we
slough off a portion of the show to one or
two overworked people in sports and expect
themn to make the same effort.

Broadcasting Nov 26 1984
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Possibly more important is the way in
which we construct our sports stories. Why
do we structure these pieces differently from
the rest of the newscast? In a news story, we
strive to get a wide overview, move in and
examine the subject a little closer, then back
out to a summation or conclusion. Isn’t it
time we give the same kind of treatment to
our sports pieces?

Most sports stories do not cover the entire
event. We normally see a limited view of
what has taken place on the field of play. Is it
enough to report the score with a highlight
package, or should we cover the event in its
entirety?

There has been talk, albeit quiet, that our
local sportscasters have become pawns of
the club managers, owners and public rela-
tions people. Have we as local news people
been used by them to hype the events and
sell tickets? Many would argue that we have
and that it comes through in our nightly pre-
sentation.

Let’s get away from the endless stream of
talking jock heads, highlights that all look
alike and stereotypical coverage of spectator
sports. We need to address the needs and
interests of our viewers by taking a fresh
approach. A combination of the traditional
sports coverage and the aggressive gathering
of sports news, which our viewers enjoy,
will give that much-needed face-lift to our
sports news.

But remember, to do this we are bucking
tradition, and our biggest battle is within our
own industry. So, if you are willing to take a
giant step in local news, the following might
be helpful in getting started:

1. The news director must take an active
role in the sports content and coverage on a
daily basis.

2. The entire news staff must contribute to
this effort, especially producers and assign-
ment editors.

3. Those assigned to the sports depart-
ment must open their eyes and minds to
more diverse coverage of all sports in their
communities and the places their viewers go
to enjoy their leisure time.

4. The sports anchors and producers must
be actively involved in the rest of the news
operation, not pushed into a corner and for-
gotten. They must feel as important as the I-
team, which they probably are—and maybe
more so, in some cases.

5. This more diverse coverage of sports
and recreation must be consistent and pro-
moted.

As our industry becomes more special-
ized, local news directors must realize their
responsibility for sports and take control of
the content.

Isn’t it time we take off the blinders and
look at what we say sports is, compared to
what the public says it is? ]
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INATLANTA!

AND NUMBER 1IN ITS TIME 5107
FOR FOUR YEARS, TOO!

MASH is one of the all-
time great syndicated
shows in Atlanta, per-
our six o'clock news. forming well both early
BROOKE SPECTORSKY and late.
STATION M%g% 2 : VAN CANTFORT

PROGRAM MANAGER
WSB-TV

For the past four years,
MASH has been the
perfect vehicle to lead into

Here’s the latest word from the war in
Atlanta: MASH sank “Gilligan’s Island] evicted
“The Jeffersons” and worked its magic on
“Bewitched” on its way to an average 13.2
rating and 33 share for four years!

There can only be one Number One, and
in more than 50% of its markets, MASH is it!

Long after the cheers are over, MASH
lives on! Enlist in MASH today!

M™A*S*H

The biggest winner of all time.
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The Newsteed Network

Salutes
America’s Most Important
Television Stations . . .

Albuquerque, NM ....... KGGM-TV Miami, FL .. .........o00unss WPLG
Atanrta, GA yepssenwisaias WAGA-TV Milwaukee, WL ........... WISN-TV
Austing TX . ooevieeven.. KTBC-TV Minneapolis, MN ......... KSTP-TV
Bakersfield, CA .......... KERO-TV New York, NY .............. WPIX
Baltimore, MD ............ WJZ-TV Qklahoma City, OK ......... KWTV
Boise, ID ........iviiiiiieiny KIVI Orlando, FL . ............ WCPX-TV
Boston, MA .............. WBZ-TV Philadelphia, PA .......... KYW. TV
Buffalo, NY ............ WKBW-TV Pittsburgh, PA ........... KDKA-TV
Charleston, SC ........... WCSC-TV Portales, NM ............ KENW.TV
Charlotte, NC ........... WPCQ-TV Pordand, OR ............... KATU
Chicago, IL s oot 5 b durs WLS-TV Providence, RI ........... WJAR-TV
Cincinnati, OH .......... WCPO-TV Raleigh, NC............. WRALTV
Cleveland, OH .............. WEWS Richmond, VA .......... WXEX-TV
Columbus, OH .......... WCMH-TV Sacramento, CA ............. KXTV
Dallas, TX ...........v0. WEAA-TV Salinas, CA ............. KSBW-TV
Dayton,OH ............... WDTN Sale Lake Ciey, UT ........... KUTV
Denver, CO ............ KWGN-TV San Antonio, TX ......... KSAT-TV
Derry, NH ................. WNDS San Diego, CA ........... KCST-TV
Detroit, Ml ws s i wdbebls s % i WwWDIV San Francisco, CA ............ KPIX
Eugene, OR ............. KMTR-TV San Luis Obispo, CA ...... KSBY-TV
Fort Wayne, IN .......... WANE-TV Saule Ste. Marie, ML ...... WWUP-TV
Grand Rapids, M1 ........... wOoTV Seattle, WA ............. KOMO- TV
Harlingen/Weslaco, TX .... KGBT-TV Shreveport, LA ........... KTBS-TV
Hartford/New Haven, CT . WTNH-TV Sioux Falls, SD ........... KELO-TV
Houston, TX ........... KHOU-TV Springfield/Decatur, IL .. ..... WAND
Indianapolis, IN .......... WISH-TV St. Louis, MO ............... KTVI
Jacksonville, FL .. ......... WJKS. TV Syracuse, NY ........o0vnntn WTVH
Kansas City, MO ......... KMBC-TV Tampa, FL ........... .. .. .. WTVT
Knoxville, TN ........... WATE-TV Terre Haute, IN .......... WTHITV
Lafayette, LA . ............ KLFY- TV Toledo, OH ................ WTVG
Las Vegas, NV ............ KLAS. TV Traverse City/Cadillac, MI .... WWTV
Lexington, KY .......... WIVQ-TV TulsayOK  soasamsre = = 0p wasesws KOTV
Lictle Rock, AR ............. KATV Washington, D.C. .. ...... WDVM.-TV
Los Angeles, CA ............. KCOpr Waterloo/Cedar Rapids, 1A . ... KWWL
Louisville, KY ........... WHAS- TV Wichita, KS ............ KWCH-TV
Medford, OR ............... KDRV Yakima, WA . ....co0uenn.. KIMA-TV
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Networks try to patch cracks in September schedules

ABC, CBS and NBC take stock
of fall failures; production
on replacements under way

Midseason for the television networks is still
about five weeks away, but executives at
ABC, CBS and NBC are back at their draw-
ing boards mapping out changes and strategy
in the prime time schedule. All three net-
works have had their respective prime time
casualties, and most analysts expect the list
to grow as the “second season” approaches.

To date, the only series canceled are
CBS’s Dreams, Dukes of Hazzard and After-
M*A*S*H and ABC’s People Do The Cra-
ziest Things, Hawaiian Heat and Jessie. Al-
though NBC hasn’t officially announced any
cancellations, it has problems with major
portions of its Friday and Saturday sched-
ules—Hunter, Partrers in Crime and Hot
Pursuit.

Each of the networks has its weak spots on
the schedule. ABC, which usually wins the
8 to 9 p.m. time period on Friday with its
back-to-back comedies, Benson and Web
ster, does not hold that audience with Hawai-
ian Heat, which plays opposite Dallas on
CBS and Hunter on NBC. One repair ABC
is considering is putting in one or more of
three half-hour comedy pilots not picked up
for series this season: Mr. Mom, Never
Again and Off The Rack.

In any case, ABC sources—who warn

that speculators often turn out to be wrong—
said two series likely to find their way on the
prime time schedule in the first quarter of
next year are Streethawk and Me and Mom.

NBC has no less a challange. Its action/
adventure/drama lineups on Friday and Sat-
urday nights have included some of the low-
est-rated shows all season. “I know it seems
strange that it’s N0v 21 and we havn’t can-
celed a show yet,” remarked NBC Entertain-
ment President Brandon Tartikoff, “but we
have a lot of confidence about what we put
on the air and a lot of it’s working. Some of it
that isn’t working falls into two camps. The
first is shows that we think are in the right
time period but that we have to hang onto
longer because circumstances ultimately
change. For instance, our 7 p.m Sunday
shows [Silver Spoons and Punky Brewster]
were doing a 20 share for the first three
weeks of the season when there were no
football interruptions. Once football got in
there it wreaked havoc with the viewing hab-
its of the audience. We're only waiting for
the smoke to clear in January, which is five
weeks away.

“Obviously the weakest spots on our
schedule have to do with programs on Friday
and Saturday night. | think the jury is still
out on V, which has been a mild disappoint-
ment at the levels it opened at. It’s trended
down somewhat, although it’s only been on
the air for four epsiodes and I don’t know if |

can draw any conclusions about that. And
there are some shows that are getting new
tryouts: Partners In Crime enters a new time
slot as of [last] Saturday [10-11 p.m.], while
Hot Pursuit [began a three-week] tryout Fri-
day [Nov. 23]. Hunter, I think creatively has
turned the corner and if that show is not
ultimately our solution for Friday night then
perhaps it might have application on another
night.”

Each of the networks is commissioning
new- scripts, pilots and backup series for re-
placement in midseason or later. ABC has 13
series in various stages of development,
NBC 12 and CBS four.

The greater number of projects under de-
velopment at ABC might represent that net-
work’s lower performance in season-to-date
prime time averages. ABC’s prime time per-
formance during the first eight weeks of the
1984-85 season (Sept. 24-Nov. 18) averaged
2.7 rating points below its performance in
the comparable period a year ago. CBS is
also down, by 1.2 rating points, and NBC is
flat compared to last year. And ABC has
landed in third place seven out of eight
weeks this season.

For the first eight weeks of the season,
CBS has averaged a 17 rating and 27 share,
while NBC is only three-tenths of a rating
point behind, with an average 16.7/27. ABC
has averaged a 15.1/24. For the first eight
weeks of the 1983-84 season, CBS averaged

CBS airs portion of Rickover tape

made available to CBS.

Retired Admiral Hyman Rickover, who declined to be interviewed
for the CBS Evening News story exploring the admiral's accep-
tance of gifts from General Dynamics. nevertheless was shown in
the piece declaring that he had never been influenced by a gift
from a contractor. The segment had been provided by Rickover,
and its inclusion was part of what the pro-
ducer of the piece, Bill Wilson, said was “a
bizarre” set of circumstances not likely to
be repeated.

CBS News had obtained the tape in July,
after it had asked Rickover to comment on
the Washington Post story that originally
disclosed the gifts Rickover had received
from the company that builds nuclear sub-
marines under programs the admiral origi-
nated. Rickover was at the Xerox training
center in Leesburg, Va., outside of Washing-
ton, addressing a group of young people at
a Rickover Foundation function that Xerox technicians were video-
taping. Rickover declined to talk to CBS, but Rickover had been
answering questions at the function (some from his assistant)
dealing with the Post story. And that portion of the Xerox tape was

The network chose not to use the material at the time. But Wilson
had the piece of tape "in hand,” he said, when Rickover turned
down a request for an interview to be included in the piece on which
Rita Braver was the correspondent. So with a Braver voiceover
noting in a lead-in that Rickover declined to
be interviewed for the broadcast and explain-
ing that “an assistant asked the questions,”
and with a super describing the material as
“Rickover Supplied Tape,” CBS incorporated
the material in the piece. Wilson said use of
the Rickover material was not unprecedent-
ed. He noted that broadcasters use publicity
fim supplied by corporations that is labeled
as to the source. But he also said use of the
Rickover material “has a potential for an inter-
esting issue if it becomes a corporate
thing"—if a corporation chooses to videotape
its own questions and answers on a subject rather than give an
interview to a network correspondent. Rickover has been particular-
ly difficult for reporters o reach for an interview. However, he has
given one 1o CBS News's Diane Sawyer.
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an 18.2 rating while ABC averaged a 17.8
rating and NBC averaged a 15.1.

HUT levels—the percentage of house-
holds viewing out of the total television
household universe—have either been flat or
below their levels every week this season
compared to a year ago. HUT levels have
averaged 62.5% over the past eight weeks,
compared to 63.5% for the first eight weeks
of the 1983-84 season, a 2% drop. And the
combined network share every week this
season has also been below the combined
share for the corresponding week last sea-
son

CBS’s relatively small number of shows
in production or development is no accident.
“We just don’t try to take a random ap-
proach,” commented Harvey Shephard,
CBS’s vice president of programing. “We try
to be very, very selective in terms of con-
cept, in terms of stars, and try to get every
one of those things to count.”

CBS’s new backup series and pilots in-
clude a half-hour comedy, The Lucy Arnaz
Show, which is from Taft Entertainment and
stars Lucy Amnaz. (Previously, the show was
titled Agony).

ABC's Hawaiian Heat turns cold

Shephard said three episodes have been
completed of Crazy Like A Fox, a half-hour
comedy from Shulmanskin/Schenck/Cardea
Production in association with Columbia
Pictures Television. It stars Jack Warden and
John Rubinstein. Warden plays Harry Fox, a
bumbling private investigator who shares a
detective agency with his lawyer son, played
by Rubinstein. CBS has reportedly ordered
five to six episodes.

CBS’s third backup series is a one-hour
“fantasy adventure,” titled Otherworld, pro-
duced by Universal Television. It stars Sam
Groom, Gretchin Corbett and Jonathan
Banks. Shephard said two rough cuts have
been screened.

A third pilot on CBS's drawing boards is
House Detective, starring Judd Hirsch. The
haif-hour comedy from Lorimar involves a
former air force engineer who pursues a se-
cret ambition to be a private investigator. It
formerly was to star David Steinberg. She-
phard said production is scheduled to begin
in January with the first episode ready by
February.

At ABC, production is scheduled to begin
today (Nov. 26) on a two-hour drama pilot,
Cutting Lose (formerly titled Cutting Edge),

—1

from MGM/UA Productions. It stars Carl
Weathers and Joseph Bottoms.

Production has also just been completed
on a two-hour drama pilot based on Arthur
Haley's best seller of a decade ago, “Air-
port.” The series, from Aaron Spelling, is
titled Arthur Haley’s Airport. (It was for-
merly titled Runway.) It stars Gil Gerard,
Belinda Tolbert, Cliff Potts, Pat Crowley,
Kitty Moffat and Danny Ponce.

Production has also been completed on a
two-hour drama pilot titled MaGruder &
Loud (formerly Mr. and Mrs. Cop). The pi-
lot is also produced by Aaron Spelling and
stars John Getz, Kathryn Harrold and Arlen
Dean Snyder.

Picture Maker Productions in association
with ABC Circle Films has also finished a
two-hour drama pilot titled Moonlighting,
starring Cybill Shepherd and Bruce Willis.

A two-hour drama pilot has been complet-
ed for ABC by Stephen J. Cannel Produc-
tions, The Brothers-In-Law, starring Mac
Davis and Joe Cortese.

A half-hour comedy pilot has been com-
missioned by ABC from Witt/Thomas/Har-
ris Productions and is set to star Patty Duke
Astin and Ted Bessel. Itis Bessel’s first regu-
lar series role since his part opposite Marlo
Thomas in That Girl!

Production has yet to begin on a two-hour
drama pilot titled Dark Horse from Univer-
sal Television. It is scheduled to star Nicho-
las Campbell and Randy Brooks.

Another drama, Me and Mom, is a Hal
Sitowitz Production in association with Via-
com Productions. A “short order” of six epi-
sodes of Me and Mom has been placed by
ABC. It stars Lisa Eilbacher, Holland Taylor
and James Earl Jones.

Finally, Warner Bros. Television reports it
has received an order for a one-hour come-
dy/drama pilot along with additional scripts
for a proposed series titled Dick and Tracy
and a two-hour drama pilot movie, titled
Spenser (see page 62).

In addition, in the coming weeks ABC
will broadcast three half-hour comedy pilots
left over from last season: Never Again,
from Universal Television; Mr. Mom, from
Sherwood Productions in association with
20th Century Fox Television, and Off The
Rack, from Brownestone Productions in as-
sociation with Warner Bros. TV.

Mr. Mom, of which Aaron Spelling is ex-
ecutive consultant, is based on the theatrical
of the same title. Never Again and Mr. Mom
are scheduled to broadcast back-to-back on
Friday, Nov. 30, at 9-10 p.m. Off The Rack,
which stars Ed Asner, is scheduled to broad-
cast Friday, Dec. 7, at 9:30 p.m.

ABC also has Universal’s Streethawk
waiting for a spot to open on the schedule.
Streethawk was originally set for the Mon-
day 8-9 p.m. block but was removed from
the network’s fall schedule to make room for
Call To Glory.

At NBC, the pilot development is no less
vigorous. NBC for some time has been sit-
ting on 13 episodes of The Berrengers, a
prime time serial drama about the people and
goings-on of a major New York department
store. It is produced and written by David
Jacobs for Lorimar. It began as a pilot origin-
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ally ordered for this season.

Also from Lorimar is Making Out, & one-
hour drama about high school students, their
parents and teachers. It is written and pro-
duced by Seth Freeman and Michelle Gal-
lery. Seven episodes have been ordered.

A half-hour music/variety show with
comedy sketches, Television Parts has been
ordered from former Monkee Michael Nes-
mith. It is produced by Nesmith, and he will
star in it along with Ken Kragen. Eight epi-
sodes have been ordered. The series was
proposed as a pilot, but not commissioned,
last year.

Six episodes of Seene of the Crime from
Universal have been ordered for a one-hour
mystery in the mode of Ellery Queen. It is a
Levinson/Link and Jon Epstein production.
The pilot is held over from last season.

NBC is reworking the pilot of Jump,
which was originally broadcast last spring.
Bernie Brillstein is executive producer of the
program.

Dick Clark and Bob Stewart are produc-
ing a pilot titled You Ave The Jury in which

famous trials are re-enacled and viewers are
asked to call in the verdict via an 800-tele-

CBS's Dreams is shattered

phone number.

Also held over from last season is Spen-
cer, a half-hour comedy from Alan Lands-
burg Productions that stars Chad Lowe as a
Holden Caufield-type teen-ager, who has his
own peculiar way of looking at the world
about him.

NBC has asked Comworld Productions to
begin producing a two-hour pilot titled Pri-
vate Sessions starring Mike Farrell, who
played Maj. B.J. Hunnicutt on M*A*S*H,
Farrell plays a psychologist/therapist who
treats persons with unusual psychological
problems.

Universal is producing for NBC a two-
hour action/adventure pilot titled First La-
dies, which stars Joanna Cassidy as one of a
team of female CIA operatives on special
assignment for the President of the United
States.

Glen Larsen in association with 20th Cen-
tury Fox TRlevision is producing a two-hour
comedy/action/drama pilot, titled Half Nel-
son, about the adventures of a detective of
short stature played by Joe Pesci.

Finally, NBC Productions will launch a
pilot titled Sarak, which will star Geena Da-
vis. The show is about career women. U
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FCC finally makes up its mind on MMDS

It agrees to a lottery to award
additional channels; commission
also allocates more spectrum
for radio STL's and ICR’s

Radio broadcasters and multichannel MDS
applicants received good news from the FCC
last week. The commission decided to au-
thorize a lottery to allocate MMDS channels
after delaying action on the item at least five
times. Most of its meeting, however, was
spent divvying up 41 mhz of unused spec-
trum, of which an additional 3 mhz was
granted for use by broadcast studio transmit-
ter links and intercity relay stations. That
action was hailed by the National Associ-
ation of Broadcasters as a major victory.

More than 16,000 MMDS applicants have
been waiting for the commission to assign
the roughly 1,000 available MMDS chan-
nels. The FCC’s reluctance 10 act was a
source of extreme frustration for the MDS
industry which sees MMDS, the ability to
broadcast multiple channels, as its salvation.
The commission delayed ruling on a lottery
after it became hung up on the question of
whether to award minority preferences. In
fact, the FCC added the lottery item after the
original agenda was issued on Nov. 14.

The disagreement over this issue occurred
because some commissioners felt a prefer-
ence should not be given, primarily because
MDS is a common carrier, not a broadcast
service. However Congress held a different
view. House Energy and Commerce Com-
mittee Chairman John Dingell (D-Mich.)
and others maintained that FCC reauthoriz-
ing legislation adopted in 1983 requires the
FCC to use minority preferences in lotteries
for mass media services and that MDS is
such a service.

While the FCC agreed to institute a mi-
nority preference, it did not adopt it without
some reservations. FCC Chairman Mark
Fowler found the minority preference par-
ticularly distasteful. “Here again we are re-
quired to apply a preference based on skin
color. It seems to indicate that all Americans
are equal but some are more equal and that of
the more equal, some are most equal be-
cause of their skin color. [ don’t accept that. [
don't think that’s what America is all about,”
Fowler said. A similar view was expressed
by Commissioner Dennis Patrick. (All the
commissioners voted for the lottery with Pat-
rick concurring. Fowler said he would issue
a separate statement.) “I have great prob-
lems with the application of preferences in a
lottery situation,” Patrick said. However,
since Congress has mandated the use of pref-
erences, he said he would concur. But he
indicated he would closely scrutinize the fi-
nal draft of the item. Dawson also indicated
she would take a close look at the language
of the order. A draft of the rules will be
circulated among the commissioners for fur-
ther comment.

The lottery, which will not apply to single
channel MDS, is expected to commence
about 60 days after the order is issued. Com-
mission staff predicted the order could be
completed within 2 month. Further details

were provided during a press briefing after
the commission meeting. The minority pref-
erence scheme will be the same as the one
used in the low-power television lottery, a
spokesman said. It will give greater weight
to minority applicants and those with fewer
mass media interests. Furthermore, the FCC
said the question of whether to adopt another
preference for women will be addressed in a
separate rulemaking.

The MMDS applications are for groups of
four MDS channels and all but a few are
mutually exclusive. (Each MMDS applica-
tion requests a block of four channels in a
single market; two blocks of channels are
available in most markets.) According to the
FCC, two lotteries for each service area, E-
group and F-group channels, will be held
and a tentative licensee will be selected from
each channel group in each market, followed
by a public notice announcing those chosen.
The commission will accept petitions to
deny after the lotiery is completed.

More STLs and ICR's for Radio

Most of the FCC’s meeting was devoted to a
discussion of how best to divide the 4] mhz
of reserved spectrum available in the 900
mhz band. There were requests for over 80
mhz of that spectrum, the last of its kind
below | ghz. Of the 41, the commission
initiated proposed rulemakings to reallocate
most of the 32 mhz for land mobile oper-
ation. It proposed to allocate {2 mhz for land
mobile services using the 896-902 mhz and
935-941 mhz bands; 12 mhz for cellular ra-
dio on 845-851 mhz, and 8 mhz to establish
a land mobile satellite service. (The FCC
did, however, deny two requests for that
spectrum, including one for an air-to-ground
public radio-telephone service and a new
private radic communications service.) It set
aside the remaining 9 mhz, allocating 6 mhz
in the 932-935 and 941-944 mhz bands for
use by government and nongovernment
fixed services.

For radio broadcasters, the most signifi-
cant decision was one to reallocate frequen-
cies in the 944-947 band for STL-ICR use.
“With 3 mhz we can handle a heck of a lot of
STL's,” said NAB staff engineer Michael
Rau. The commission also agreed to grand-
father existing STL-ICR links in the 942-944
mhz band and dismissed a proposed alloca-
tion of frequencies in the 2130-2]150 and
2180-2200 mhz bands for shared STL-ICR
use with private operational fixed micro-
wave services. Furthermore, the FCC is pre-
pared to grant broadcasters access to an ad-
ditional 2 ghz for future use in the
anticipation that the 900 mhz band currently
in use may become crowded, especially in
metropolitan areas.

Originally, the commission proposed that
10 mhz be used for STL's. But in 1971 the
lower 5 mhz were taken away to become part
of the pool for reserve spectrum. All the
STL’s already operating there were allowed
to stay. Then in 1982 the FCC began pro-
ceedings to require the relocation of all the
STL's left on the lower 5 mhz. But with this
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new ruling, all the existing occupants on the
942-947 mhz band are allowed to stay and
new applicants for STL’s will be accepted for
frequencies between 944 and 947. “Now we
have room for growth,” Rau said.

While NAB was pleased about the FCC's
actions, the Association of Maximum Ser-
vice Telecasters expressed some concern.
“We are concerned that of the entire 41 mhz
disbursed, none was set aside for public saf-
tey use,” said Gregory DePriest AMST vice
president. DePriest said, however, the asso-
ciation was encouraged by the commission-
ers’ discussion of establishing a narrowband
channelization plan for the spectrum allocat-
ed for private land mobile use. DePriest said
AMST has seen UHF spectrum reallocated
for land mobile use over the years (in 1970,
channels 70-83 were given to land mobile)
and is not anxious to see that practice contin-
ue.

Market Modified

A request by broadcasters to amend the
FCC’s list of major television markets for its
cable must-carry rules generated consider-
able discussion among the commissioners
although they granted the request. They vot-
ed to change the Orlando-Daytona Beach,
Fla., market to include Melbourne and Co-
coa, Fla. Fowler and Rivera voted in favor,
Patrick dissented and Dawson and Quello
concurred. The commission’s action is ex-
pected to be hotly contested by the cable
industry.

The request was made by wMOD(TV) Mel-
bourne and wTGL-TV Cocoa which encoun-
tered difficulty getting local cable systems to
carry them under the must-carry rules. The
FCC said wMOD argued that despite cover-
ing all of Orlando and Melbourne with a
grade A signal and the bulk of the tri-city
market with a grade B signal, its station is
precluded from competing with Orlando and
Daytona Beach stations which are entitled to
mandatory signal coverage on cable systems
there. Furthermore, the station noted that
Melbourne did not have a TV station in 1972
when the FCC established the market list
and it should now be included. The Cocoa
station made a similar argument.

“In light of this determination,” the FCC
said, “the communities of Orlando, Daytona
Beach and Melbourne constitute a single TV
market.” In addition, the commission main-
tained, its actions do not “change FCC poli-
¢y because had Melbourne had a TV station
when the major market list was established,
the commisston would have designated an
Orlando-Daytona Beach-Melbourne  hy-
phenated market.” Dawson thought the
problem should be dealt with as a proposed
rulemaking. “I do think we are biting off a
great deal here,” she said. Patrick felt the
decision would lead to a flood of stations
asking for similar consideration.

Cther Actions
The commission also:

® Denied a request by Moody Bible Insti-
tute of Chicago for partial reconsideration of



a previous FCC decision denying its request
for expanded use of FM translators.

® Upheld a staff decision to reject an ap-
plication by Arnold N. Applebaum for a
low-power television station on channel 19
at Paso Robles, Calif., on the grounds that it
wfould interfere with KCSo-Tv Modesto, Ca-
hf.

® Upheld a staff decision to return Local
Service Television Inc.’s application for a
low-power television sation on channel 13 in
Miami. The Mass Media Bureau rejected the
application saying it would create interfer-
ence 10 WPEC-TV West Palm Beach, Fla.

® Denied a petition by the Long Island
Coalition for Fair Broadcasting to delete an
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unspecified VHF television channel assign-
ment in New York to Long Island.

® Upheld the Mass Media Bureau’s deci-
sion to reject Las Manzanas Television Co.’s
application for low-power channel 53 in Se-
attle because it will interfere with existing
translator K5S3AZ licensed to KIRO Centralia,
Wash.

® Deleted an item that called on the com-
mission to assign the licenses of KTHX(TV)
Houston and KTXA(TY) Fort Worth, Tex., to
Gulf Broadcasting to be considered on a
case-by-case basis to “determine whether
common ownership of radio-television com-
binations in the same market would be in the
public interest. o

Westmoreland presses his case

General takes the stand in his

suit against CBS; he says he

did not put limit on troop estimates
Continuing his testimony on the witness
stand last week in trial of his $120-million
libel suit against CBS, General William C.
Westmoreland denied placing a ceiling of
300,000 on the estimated strength of enemy
troops arrived at by his intelligence staff in
1967. He said that the official enemy
strength estimate of between 224,000 and
249,000 agreed to in September of that year
by his staff and the CIA was the result of his
“successful” effort “in getting them to re-
solve their common problems [and] to agree
to a common number.” After Westmoreland
finished his direct testimony late last Tues-
day (Nov. 20), David Boies, attorney with
Cravath, Swaine and Moore, and defending
attorney for CBS, began his cross examina-
tion of Westmoreland, producing some of
the sharpest exchanges in the trial to date.

The debate that developed between West-
moreland’s intelligence staff, headed by
General Joseph McChristian until mid-1967
when he was succeeded by General Phillip
Davidson, and the CIA, was over what esti-
mate of enemy troop strength should have
been published in the U.S. government’s so-
called “Special National Intelligence Esti-
mate,” providing an update for President
Lyndon Johnson on how the war was going.
The military command in Vietnam proposed
an estimate of 242,000, excluding such
“home guard” units as the self-defense and
secret self-defense forces, which Westmore-
land characterized last week as “largely un-
armed,” and composed mainly of “women,
young boys and old men.” The ClA sought
their inclusion in the official count, which
would have brought it up to 461,000.

But given his belief that the home guard
units posed little, if any, threat given their
lack of offensive capability, Westmoreland
testified that he objected to those units being
included in the official enemy troop count
because such an estimate would then be
overstated and “misleading.” In cross ex-
amination, however, Boies made the point
that such units had been included in the offi-
cial order of battle of enemy troop strength
until mid-1967, and that it was only after
Westmoreland’s staff advised him in May of

that year that the irregular forces total was
actually close to double the 70,000 on the
books that he sought to have them removed
from the count of fighting forces and placed
in a separate category.

The CBS documentary that Westmoreland
contends libeled him, The Uncounted En-
emy: A Vietnam Deception, in addition to
charging that he placed an arbitrary ceiling
on the estimated enemy troop strength that
his intelligence staff could embrace, also al-
leged that he withheld intelligence that indi-
cated substantially higher enemy troop infil-
tration into South Vietnam during the five or
six months leading up to the Tet enemy of-
fensive in February 1968. Westmoreland, in
the broadcast however, acknowledged re-
ports of infiltration at that time of something
“in the magnitude” of 20,000 to 25,000
troops, about five times the number he had
reported 14 years earlier in a Meet the Press
interview.

At the trial last week, Westmoreland not-
ed that several weeks after his interview with
CBS’s Mike Wallace, which took place in
New York in May 1981, he wrote a letter to
George Crile, who produced the documen-
tary, and Wallace indicating that he had been
mistaken as to the estimated 20,000 to
25,000 enemy troop infiltration figure.
“After 14 years [1967 to 1981] have gone by,
I was unable to speak with precision on the
details of items presented to you by your
rescachers.” Among other things, he sup-
plied intelligence data from the period that
supported the infiltration estimate of be-
tween 5,500 and 6,000 he gave on the No-
vember 1967 segment of Meet the Press.

In that same letter to Crile and Wallace,
dated June 9, 1981, Westmoreland charac-
terized the interview session for the broad-
cast, which aired on Jan. 23, 1982, as “inter-
esting, but I must frankly say it turned out to
be more of an inquisition than a rational in-
terview.” He testified that Wallace first ap-
proached him about doing the interview in
April or early May of 1981 and that he con-
sented after both Wallace and Crile indicated
that the planned documentary would focus
on the Tet Offensive and would be “‘educa-
tional and objective. . .1 asked [Wallace] if
was going to be a 60 Minutes-type interview,
and he said no.”
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Westmoreland also said that Crile had
promised to write a letter to him outlining in
more detail what subjects the interview
would touch on and to mail it to him at his
residence in Columbia, S.C. The letter was
never mailed, however, said Westmoreland,
but was waiting for him upon arrival at the
Plaza hotel in New York on the Friday even-
ing (May 15, 1981) before the interview was
to take place. Of the five points mentioned in
the letter, Westmoreland said Crile had men-
tioned four in a telephone conversation. He
testified, however, that one point was not
mentioned, which subsequently turned out
to be a main focus of the documentary—
“What about the controversy between the
CIA and military over enemy strength esti-
mates?” That subject, he said, was “never
mentioned” before that evening as being one
he would have to address in the interview.

Westmoreland testified that neither Wal-
lace nor Crile acknowledged receipt of his
letter to them, or the information contained
in it. He testified that he wrote a second
letter to Crile (with a copy to Wallace) urging
him, in the interests of gaining an “accurate
perspective” on the issue of enemy troop
strengths, to interview Ellsworth Bunker,
then ambassador to South Vietnam, and Ad-
miral Ulysses S. Grant Sharp, commander
of U.S. Pacific forces and Westmoreland’s
immediate military superior. Neither was in-
terviewed. Westmoreland said he could re-
call receiving only a check for expenses in-
curred in going to New York.

At the end of his interview with Wallace,
Westmoreland testified that he told Wallace
and Crile that he had been “deceived as to
the nature of the broadcast,” and that “] had
been rattlesnaked.” He said he had consid-
ered walking out in the middle of the inter-
view, but concluded to himself that would
look like an admission of guilt.

After the documentary was broadcast,
Westmoreland said he received numerous
phone calls from friends expressing “con-
cern, disillusionment. . .they were aston-
ished [and] didn’t know whether to believe it
or not.” The court also received as evidence
a number of newspaper asticles and editori-
als appearing shortly after the broadcast, as
well as letters that Westmoreland received,
indicating possible harm to his reputation.

During cross examination by Boies, the
questions were often delivered with a sharp-
ness bordering on hostility, with responses
terse and abrupt. At one point, when Boies
was having trouble getting Westmoreland to
answer directly a line of questioning con-
cerning the components within the irregular
forces category of the order of battle, he
asked, “You were the commander of MACV
[Military Assistance Command: Vietnam],
weren’t you, General Westmoreland?” The
reply: “You know that 1 was, Mr. Boies.”
With which Boies retorted sharply, **Yes, but
1 wonder whether you knew that.” Asked
why he ordered his staff to reconfigure en-
emy strength counts in such a way as to place
the self-defense and secret self-defense in a
category separate from the main forces and
guerrillas, Westmoreland answered because
it was “ridiculous to put such an emphasis on
such [home-guard units]. They practically
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hud no military capability.” And he said his
intelligence staft understood that from newly
completed studies and its main responsibi-
lity was to determine enemy-strength numi-
bers—a responsibility Westmoreland testi-
fied he never interfered with. m]

CBS buys magazines
from Ziff-Davis

It pays $362.5 million for
12 consumer publications;
Murdoch gets business periodicals

CBS beefed up the magazine division of the
CBS/Publishing Group last week with the
$362.5-million purchase of 12 consumer
magazines from the Ziff-Davis Publishing
Co. That Tuesday announcement was lol-
lowed a day later by the $350-million sale of
Ziff-Davis’s 12 business publications in the
travel and aviation fields to News Corpora-
tion Limited. the international media con-
glomerate controlled by Rupert Murdoch.

The 12 magazines included in the CBS
purchuse were: Backpacker, Boating, Car
and Driver, Cycle. Flying. Modern Bride,
Popular Photography, Skiing, Skiing Trade
News, Stereo Review, The Runner and
Yachting.

CBS currently has nine magazines in its
division plus the weekly newspaper supple-
ment, Family Weekly, and puzzle maga-
zines such as TV Crosswords. A recent esti-
mate by Richard McDonald. security analyst
at First Boston Corp., puts estimated 1984
revenue for the magazine division at $337

million, or 54% of the estimated revenue for
the CBS/Publishing Group and 7% of the
total CBS revenue. The $130 million to
$140 million estimated as revenue from the
|2 magazines CBS bought would increase
that pereentage of total estimated revenue to
9%. Estimates for the magazines CBS pur-
chased placed 1984 operating cash tlow at
$32 million and net earnings at about $14.3
million.

In addition 10 the magazines, CBS also
acquired Ziff''s circulation and market re-
search department plus other support activi-
ties, but not the legal, accounting or person-
nel departments. A spokesman for the
CBS/Publishing Group said it is expected
that current Ziff-Davis employes involved in
the transaction will remain.

Three of the muagazines CBS already
owns. Audic. Cycle World and Read and
Track, coverthe same general market asthree
of the acquired magazines. But Alan J.
Gottesman, security analyst with L.E Roth-
schild, Unterberg, Towbin, said some of the
magazines may be aiming at different audi-
ences within the same general market. He
noted that J. Walter Thompson had a meet-
ing the same day of the announcement, in
which Car and Driver and Road and Track
were talked about as examples of two maga-
zines that spoke to different audiences.
Gotiesman called the purchase a close to
pertect it tor CBS that would give the maga-
zine division a strong lineup, attractive to
advertisers.

What impact the purchase would have on
CBS’s 1985 carnings would be hard to pre-
dict, Gottesman said, because it in part de-
pended on the accounting used to record the
deal for tax purposes. if CBS is able to attri-

bute a large part of the purchase to assets
whose depreciation expense is deductible,
then “in year one, this thing could be cash-
flow positive. And that would be more cre-
ative than anything CBS has on prime time.”
The absolute maximum dilution of earnings
from depreciation would be 30 cents per
shure. the L.F Rothschild security analyst
said.

A statement by Thomas H. Wyman. chair-
man and chief executive ofticer of CBS, said
that each of the acquired magazines is “'prof-
itable and all are known for their very high
quality.”

News Corp.’s publishing interests in this
country include the New York ost, The Bos-
ton Herald, the Chicago Sun-Times, The
Village Voive und New York magazine. Asof
carlier this year the company was 6%
owned by Australian newspaper publisher,
Rupert Murdoch.

One of those whose bid apparently fell
short in the auction run by Goldman. Sachs
& Co. was ABC, according to an cxecutive
of one of the bidders. An ABC spokeswo-
man confirmed that the company had “ex-
pressed an interest,” but declined to com-
ment further. )

The publications were once part of com-
munications holdings that included broad-
casting properties. The last four television
stations in Ziff-Davis Broadcasting were
sold in early 1983 10 two of the company’s
executives for $56.2 million. Last week's
sales leaves the company with 11 computer
magazines and software and database busin-
esses. William Ziff, the chairman of the par-
ent company owning the magazines, report-
edly only indicated the magazines were
being sold for “personal” reasons. a

""'

Federal communications bar. Profits poured forth when FCC Chair-
man Mark Fowler, FCC Commissioner James Quello and wwoc-Fm
Washington disk jockey Doug "Greaseman” Tracht (pictured, I-r) guest
bartended at RJ's Tavern in Washington last Monday (Nov. 19). The
fund raiser to benefit the Combined Federal Campaign, a federal work-
er charily, netted $2,300 from tips, drinks and auctioned items.
Three hundred people packed the bar to celebrate and to bid on

items. The evening's biggest moneymaker was a lunch with Mark
Fowler, which sold for $370. Lunch with Commissioner Mimi Dawson
went for $255, and the privilege of pumping iron with Fowler at Nautilus
went for $215. Also auctioned were cocktails with Commissioners
Dennis Patrick and Henry Rivera, a tennis match with FCC General
Counsel Jack Smith and meals from the Szechuan Garden, Jacque-
line's and The Paim, all Washington restaurants.
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AMIP #2 Sellmg in the sunshme |

Foreign programers take their
TV productions to Miami Beach

The power brokers and deal makers of do-
mestic television syndication preferred the
sun-drenched poolside terrace to the carpet-
ed exhibit floor, but the second American
Market For International Programs at Miami
Beach’s Fontainebleau Hilton appeared to
get along without them. Whether a stronger
presence on the part of the U.S. program-
buying community at AMIP would have
made a substantial difference in the outcome
of the show is difficult to say. What is certain
is that the exchange of foreign-produced pro-
graming is marked by the same slow and
laborious process that accompanies the ne-
gotiation of international treaties.

AMIP is a joint venture between The Na-
tional Video Clearinghouse Inc. of Syosett,
N.Y.. Bernard Chevry’s Paris-based Midem
Organization and U.K.-based Perard Asso-
ciates. [ts purpose is to promote and facili-
tate the sule of foreign-produced programing
in the U.S. through an annual market in the
U.S. where sellers and buyers can meet un-
der one roof. Whether American commer-
cial broadcasters are ready for foreign pro-
graming—the question posed prior to the
first AMIP held in Miami Beach in Novem-
ber 1983—was still being debated by the end
of the second AMIP last week.

Attendance at this year’s meeting was ex-
pected to be down compared to last year.
AMIP officials were estimating total atten-
dance to be at around 1,000 (including 75
journalists) compared to 1,142 in 1983, By
the end of the first day, 261 buyers had regis-
tered compared to 236 buyers at the end of
the first day last year Program sellers from

44 countries went to Miami Beach, with the
biggest contingent from the U.K.. which
sent over 10 companies in addition to repre-
sentatives from four others.

But numbers, explained AMIP officials,
do not tell the whole story. Harvey Ses-
lowsky, president of The National Video
Clearinghouse, attributed the decline to the
weeding out of the “curious” who attended
the first AMIP. Furthermore, Seslowsky
cited the enormous rise of the U.S. dollar
against foreign currencies which, he said,
had “forced most of our overseas clients to
reduce the number of personnel they brought
with them.”

AMIP organizers remained optimistic that
there is—or one day will be—a more than
token market for foreign-produced program-
ing among commercial American broadcast-
ers and U.S. audiences. “The marketing of
foreign programing in the U.S. was never
anticipated to be an easy exercise,” Ses-
lowsky said in a statement to reporters: “It is
going to take time and a major effort on
behalf of both buyers and sellers. But in the
end,” he continued, “non-U.S.-produced
programing will find its way onto American
television in ever increasing percentages.
Co-production is and will be a major force in
the internationalization of television pro-
graming.”

Seslowsky couldn’t put his finger on the
total dollar amount of business contracted at
AMIP, but stressed that deals made there
may not be the only measure of success.
While promotional literature distributed at
the end of the second day trumpeted “Deals
starting to cook at AMIP,” the last hand-out
soberly reflected: “AMIP: A learning exper-
ience.” What was agreed by both AMIP or-
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ganizers and participants is that at least
ground is now broken between the U.S. pro-
graming community and its foreign counter-
parts.

Despite the less-than-hoped-for turnout,
AMIP ofticials said they are planning a third
market for 1985—but probably not before
some changes are made. “Frankly speak-
ing,” Seslowsky said about next year’s
AMIP, “everything is open for discussion.”
At the top of the list is reducing the cost of
attending AMIP for foreign distributors.
“We're one of the most expensive conven-
tions to go to,” acknowledged Seslowsky.
"We’d like to reduce the expense to the ex-
nibitor.” But despite assurances by AMIP
organizers that preparations were already
under way for next year, many exhibitors
expressed doubt that—unless things change
substantially—they wouid be returning.

Although Seslowsky said that AMIP was
talking with the Fontainebleau Hilton about
next year’s convention dates, he noted that
another location was possible. Another pos-
sibility proposed: suites instead of an exhibit
floor, where even a medium-size booth was
costing some exhibitors upwards of $6,000.

And next year, a number of participants
noted. it might be beneficial to all parties if
some Kind of seminars could be established
that could explain the needs of the U.S. pro-
graming marketplace along with what for-
eign distributors have to offer—a kind of
international cultural exchange for pro-
gramers. “We perhaps have to educate the
American buyers more,” said Seslowsky.

The poolside preference notwithstanding,
major U.S. syndicators and some station
groups were well represented at AMIP. Ex-
ecutives from Embassy, MCA, Tribune,
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Golden West, Viacom, Malrite Broadcast-
ing, Metromedia Producers Corp., MMT
Sales, Meredith Broadcasting. Multimedia
Entertainment, Hubbard Broadcasting and
20th Century Fox were all on the lookout for
programing. They were also, observed more
than one distributor, on the lookout for one
another, as the relaxed atmosphere and ex-
cellent weather at the Fontainebleau pro-
vided a good backdrop for the kind of infor-
mal deal-making usually not possible at
other programing markets. Although broad-
cast and cable television were the primary
markets AMIP was intended to serve, other
business was being conducted as well. “We
made one deal last year which justified us
coming back.” explained Jean-Louis Bir-
onne, international sales manager of Paris-
based Tele Hachette. That deal, however,
was with Sony USA for a musical series on
videodisks. "I came here to scout for syndi-
cation,” said Richard Lorber, a principal in
Fox/Lorber Associates, New York, but much
of it, Lorber believes, “is product unsuitable
for syndication.” However, Lorber contend-
ed that the “home video market is entering a
growth phase marked by segmentation and
differentiation of consumer interests. That,
coupled with a continuing powerful demand
for new product. means that what would be
considered totally unusable for syndication
has a home in the video market—within rea-
son, of course.”” Lorber said he thinks it is
even possible that foreign movies with subti-
tles—rather than the traditional dubbed
method—can sell in the home video market
to certain movie fans.

While some U.S. programers roaming the
32,000-square-foot exhibit hall confided
they were looking for Germany's or Austra-
lia’s answer to Dallas or Dynasty, most con-
ceded they were unlikely to find it. To an
extent, the foreign distributors who gathered
in Miami Beach sensed this. “It's almost im-
possible to gauge this market.” said Douglas
Stanley, president of Australia-based Nomad
Films Inc., during a moment when the traffic
past his booth was especially light. *“The
great problem is linding out what Americans
want,” he said. But Stanley now believes

Chevry

that most U.S. buyers want dramatic pro-
graming, not the nature and natural history
documentaries his company chiefly pro-
duces. So Stanley was at AMIP looking for
partners to help produce a $3-million, four-
hour mini-series titled /ndra—an action/ad-
venture story set in India. In order to make
sure it clears the U.S., Stanley said, he is
“going for instantly recognizable names” for
the starring roles. David Field, marketing
manager of PBL Productions, Australia, en-
countered a similar kind of resistance re-
garding documentaries on the part of U.S.
buyers. *If you have drama this market is
good,” he noted. *If you have documentar-
ies, it’s difticult. The world is interested in
drama.” Field, like other foreign distribu-
tors, is aware that there is a very limited
market for imported documentaries in the
U.S. outside public broadcasting. His com-
pany has the rights to produce a TV movie
based on Australian writer Colleen McCul-
lough’s book. *“An Indecent Obsession.”
Mindful of the ratings success ABC had with
McCullough’s other book, “The Thorn
Birds,” Field said he’s looking to clear An
Indecent Obsession either on cable or in syn-
dication.

One area that AMIP organizers have been
trying to encourage is co-productions. Co-
productions can be done in a variety of
ways, AMIP attendees noted. A popular ap-
proach is for one party to take care of above-
line costs while another underwrites the be-
low-line costs. A booth with a sign overhead
announcing “International Intormation Co-
production and Distribution Center” listed
44 projects by about 35 companies seeking
co-production partners. The projects listed
everything from animation and drama series
to feature films and documentaries.

There were agreements to be made in Mi-
ami. “I’'m going to try to make a deal here,”
announced George Back, president of All
American Television. *“I want to see what
happens. I'm on the co-production board.”
And then he added, anticipating a question:
“You have to take a look; you can’t be cyni-
cal or presumptuous that nothing is here.”
As it turned out, Back did make a deal. He
teamed up with International Program Con-
sultants, an affiliate of Omni Productions, to
produce and distribute four one-hour spe-
cials on “science and the new technologies.”
A title for the package of specials has not
been decided on. but Back said the produc-
ers want a “Chuck Yeager or William
Shatner type” as host.

An often heard remark among U.S. buy-
ers was that most of the theatricals and TV
movies available from the foreign disiribu-
tors have to be dubbed, a process that even
with advanced dubbing techniques still tends
to make the audio out of sync with the mov-
ing lips. Thus, alotof U.S. programers were
reviewing Australian and Canadian product
where the language is not a barrier. Still,
many U.S. buyers thought the accents, nota-
bly the Australian, might be a put-off for
most U.S. television audiences. However,
Lionel Shenken, president of 17-year-oid
Toronto-based Visual Productions Ltd., was
seeking a U.S. distributor to pick up a pack-
age of 21 TV movies he is producing in
Canada. Shenken said it costs him an aver-
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age of $300,000-$350,000 to produce one of
the TV movies, and he tums them out as
Detroit makes automobiles: 21 days for
shooting (on videotape), 21 days for editing
and 21 days for post-production finishing,
dubbing of audio, etc. Shenken's package of
TV movies runs the gamut of action/adven-
ture, suspense and thrillers. All the movies
except one, he noted, take place “some-
where in North America™ without reference
to a specific place, which Shenken believes
will not alienate audiences. The TV movies
are slightly “mature,” with light nudity in
some scenes, although he noted those can be
edited for broadcast. *'We have two versions:
those with clothes torn, and those with
clothes torn off.” But Shenken finds that the
first question a U.S. programer asks him is
who the stars are. “American customers
have a preconceived notion of what to say.
The first thing they ask is if [the movie] has
American stars.” Instead, Shenken said, he
has produced the package with attention to
“American format,” with each movie 96
minutes long so it can be cut for a two-hour
slot with commercials. Indeed, U.S. buyers
found the odd lengths of much of the pro-
graming at AMIP, whether it was drama se-
ries, children’s animation, documentaries or
variety, to be a major obstacle. Many foreign
programs, they observed, are cut to exactly
30 or 60 minutes, which means that heavy
cutting and editing sometimes have to be
done to accommodate commercials. An ex-
ample of the problem was highlighted by
WDR International, the sales arm of the
West German Broadcasting Corp. It was of-
fering a series titled Hetmat (Homeland),
which was awarded the critics prize at the
Venice Film Festival and was then bought by
both the BBC and RAI (Italy). The problem
is that there are 11 episodes totaling 16 hours
and the different episodes are varying
lengths. I know about the difficulty of the
commercial aspect,” said Wolfgang Weber,
head of sales for WDR, “but that doesn’t
disturb us. Qur public order is to make TV
programs for the German market. . .alth-
ough big management is expecting some re-
sults from us.” Weber said he feared WDR

Seslowsky



would not make enough sales to cover its
approximately $20,000 in expenses to travel
and exhibit at AMIP.

And although many exhibitors doubted
they would make enough in sales to cover
the expenses of their trip, they also indicated
that was not the sole reason for traveling to
Miami Beach. Sharon Satlin, a sales execu-
tive with International Television Enter-
prises, the sales arm of Yorkshire Television
in England, noted that last year at AMIP “we
made a lot of contacts that led to lucrative
things, but no sales on the floor.” It was a
similar story this year, she thought, and hers
was a point repeated by others. Jane Small, a
sales executive with England’s Channel 4,
agreed that whether her company returns
“really depends on what the follow-ups are
with the contacts we made here.” Sellers
said repeatedly that while there may not
have been a lot of hard selling and deals
signed on the floor, most expressed some
degree of assurance that the contacts made
could justify the trip. “This is not like a film
market where people write checks out all the
time,” observed Stephen Walsh, director of
television marketing and co-productions for
London-based Goldcrest Films. Buyers of
television programs, he said, like to rely on
substantial research before making a deci-
sion to buy or not—unlike buyers of theatri-
cals, he said, who are heavy “risk takers.”

Walsh said Goldcrest has been making a
big push to break into the U.S. market over
the past six to 2 months through such co-
productions as The Far Pavilions on HBO
and Robin Hood on Showtime. Now Walsh
said Goldcrest wants to work with indepen-
dent television stations in the U.S. and setup
an ad hoc network to run a mini-series or
regular series. He hopes that might be done
with Goldcrest’s new 26-episode Living
Body series, a documentary that uses ad-
vanced biomedic photography. Ideally,
Walsh said he hopes to borrow an idea from
public broadcasting and find a corporate
sponsor for Living Body and barter the show
to stations. Walsh is aware that there are an
increasing number of independents looking
for programing and he thinks foreign distrib-
utors and co-productions can be a source.

Not all the commercial U.S. buyers at
AMIP were skeptical. In fact, some thought
they had discovered a treasure chest of pro-
grams that they would be foolish not to ex-
ploit. “The broadcasting community has
complained for years about the high prices
they have had to pay to syndicators,” said
Marvin Kempner, president of M.A.
Kempner Inc., Pompano Beach, Fla., “but
there’s plenty of excellent product here and
you can buy it a hell of a lot cheaper.”
Kempner thought many of the features for-
eign distributors were selling at AMIP are
viable for American television audiences,
but he predicted that U.S. distributors would
gobble them up and turn around and “then
sell them for three times what the stations
themselves would pay if they came here.”

To many, however, AMIP was not a mar-
ket for individual stations as much as it was
for U.S. distributors, While some heads of
programing from group broadcasters were
present, only a handful of individual station
general managers and programers attended.
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Mathew Shapiro, director of program oper-
ations for MMT Sales, New York—and the
only rep to return this year—described
AMIP as a “wholesalers convention. These
people don’t know how to quote a price for a
single station.” Indeed, many buyers report-
ed that they balked when told the prices for-
eign distributors were asking. only to find
out later the distributors were laboring under
the impression that the buyers wanted the
entire U.S. distribution rights when they
were really buying for a single station. Nev-
ertheless, Shapiro said, “If you’re a student
of this business, it's good to see what's going
on in other parts of the world. We haven't
cornered the market on creativity.” a

Broder reflects
on campaign ‘84

‘Washington Post’ columnist
questions journalistic urgency
in networks’ election projections

David Broder of The Washington Post, who
is regarded as one of the country’s premiere
political reporters and columnists, last week
looked back on the coverage—his and oth-
ers’—of the just concluded presidential elec-
tion campaign with what appeared to be feel-
ings of frustration and misgiving. *“We failed
in a number of ways,” he said. And while
candidate Reagan was not the only source of
Broder’s unease, he seemed the principal
one, as Broder delivered the seventh annual
Frank E. Gannett Lecture, sponsored by the
Washington Journalism Center.

In part, he said, the problem was the in-
ability of the press “to crack the cocoon”
within which he said Reagan was shielded
from the press. Broder acknowledged the
problem was not new. Previous Presidents
have campaigned to a large extent from the
White House rose garden. But Reagan’s suc-
cess in implementing the strategy was par-
ticularly galling. “We let the President go
from July until November without a press
conference,” he said. “That reflects on us as
well as on him.”

“If a campaign means anything,” Broder
said, in answer to a question, “it’s a dialogue
with the citizens. ..To the extent we [the
media] fail to push candidates to participate
in a dialogue, we fail [in our responsibil-
ity].” He said the President’s performance
contrasted sharply with the campaign that
Reagan ran as a candidate in 1980, “when he
did an exemplary job of telling the electorate
what he wanted to do.” But as result of the
campaign the President ran in 1984, Broder
said, the administration “has little idea of
where it’s going.” As for the press, he sug-
gested it is completely in the dark: “The best
reporters in the country are going from door
to door in the White House, asking, *What
do you think he wants to do in the next four
years?' ”

In response to a question from NBC’s Bill
Monroe, who was in the audience, as to
what the media might have done “to force
more of a dialogue,” Broder offered a sug-
gestion that seemed no more than half in
jest. He recalled that during the Iranian hos-
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tage crisis, American media reported daily
the number of days the Americans had been
held hostage. “Maybe,” he said, “we should
have said in our stories how many days the
President had gone without a press confer-
ence.” But he conceded the voters did not
feel “deprived” by lack of a press conference
during most of the campaign.

And attempting to force the President to
hold one would have involved the press even
further in another problem that troubled
Broder—the media’s participation in the sto-
ry. Ideally, he said, reporters should only
report developments. But he indicated that
kind of restraint is not easy. He recalled that
during the primary campaign season, two of
the Democratic candidates, former Florida
Governor Reuben Askew and South Caroli-
na Senator Emest Hollings, were barely
showing up in the polls despite impressive
records of public service. Should the press,
Broder wondered, have made a special effort
to call attention to them—or should it have
written them off “as a pair of losers—and
thus made it so?”

The networks’ projection of election re-
sults was another element that troubled him.
He has criticized the practice in his col-
umn—and he continues 1o criticize it despite
what he said, good-humoredly, were net-
work representatives’ efforts, over expen-
sive lunches, to reassure him on the issue.
He acknowledged that evidence that early
projections cause those who have not yet
gone to the polls to abstain from voting is
“shaky.” But he said, ““A citizen who feels
his act of citizenshsip is compromised [when
he leamns that the election of a President has
been projected] is worthy of respect.” He
said he does not regard early projections a
matter of “journalistic urgency.” But, he
said, “it may be one of commercial urgen-
cy.”
yIn sum, the 1984 presidential campaign
left Broder with the feeling that all who were
engaged in the coverage should do some
“sou] searching.” )

Broder
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Nielsen to break out VCR viewing

New quarterly report will register
ratings for home watching and
for recording, but not viewing

Exactly who makes up the videocassette re-
cording audience? The A.C. Nielsen Co. is
going to try to answer that question by issu-
ing a new report covering national quarterly
television ratings for videocassette record-
ings.

Nielsen now provides metered ratings
during its four, four-week sweep periods that
include both conventional viewing as well as
home recording of programs. Under the new
setup, there will be one rating report for
home viewing and a second measuring home
recording but not viewing.

Nielsen's move to change its reports fol-
lows complaints by some advertisers, in-
cluding General Foods, that Nielsen’s pre-
sent method tends to inflate ratings by
counting persons engaged in recording but
not necessarily watching programs. And in-
flated ratings, they say, lead to higher adver-
tising prices.

Critics of Nielsen's present approach ar-
gue that not all programs recorded on VCR’s
are watched. Nielsen’s own diary research
shows that consumers play back about 80%
of the programing they tape. Another Niel-
sen study indicates that about 57% of homes
zap commercials when playing back pre-re-
corded programs.

Nielsen is expected to introduce its VCR
report covering the November sweep period
in late December or early January. [t may
delay the introduction until March if its
1,700-home metered sample does not reach
the target of 145 VCR homes. As of last
August, VCR homes stood at 108.

Andy Faller, executive vice president of
Nielsen, said meetings have been held with
advertising agencies and television networks
to fill them in on the latest developments in
its plans to measure VCR's. One issue to
which Nielsen hopes to address itself, he
said, concerns playback. “We know there is
playback, but whether it’s a TV program or a

cassette bought on the outside is something
we don’t know at this time. We’d like to find
out.”

Agencies seem to be divided on the imme-
diate importance of the VCR issue. Barry
Kaplan, vice president and director of new
electronic media for Ted Bates & Co., a
General Foods agency, thinks the issue is
critical. But at the same time, he does not
accept Nielsen’s plan. He feels it doesn’t go
far enough.

Kaplan ciies Nielsen statistics showing
that 20% of recorded programs are never
replayed. He adds that a preliminary Nielsen
study indicates that only 0.9% of metered
homes with VCR’s were recording programs
during an average minute last year but points
out there is much taping in daytime in which
General Foods is active. He estimated that
General Foods loses $1 million a year be-
cause 20% of recorded programs are not
played and other commercials are zapped.

“We want Nielsen to eliminate VCR tap-

ing trom all their ratings,” Kaplan asserted.
“We don't want to pay for homes we don'’t
reach.”

Betsy Frank, vice president and associate
media director of Dancer Fitzgerald Sample,
viewed the new report as another research
tool that she welcomes. But she contended it
is premature to think it will have an effect in
the immediate future on network negotia-
tions and purchases. Frank said its impact
over the short term will be minimal.

She believed that other basic research into
VCR’s is needed, particularly mechanical
research into playback, claiming that partici-
pants in diary research and questionnaire re-
search sometimes overestimate and over-
state. She applauds the present Nielsen effort
as a step toward more substantial research.

Steve Singer, media research director of
BBDO, applauded the new Nielsen venture,
saying the publishing of separate VCR rat-
ings will give agencies more leverage in ne-
gotiations with the networks. Until now, he
says, advertisers have been paying for audi-
ences that weren’t watchingthe programs. O
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RKO aftermath: Network radio

not likely to suffer

Advertisers will continue to

buy time on medium, but may
demand more accurate accounting
of buys, following RKO’s troubles

RKO Radio Networks’ $7.9-million errors
in advertising charges since January 1980
(“Riding Gain,” Oct. 15) apparently will
have no dramatic effect on advertisers’ con-
tinued use of network radio as an ad vehicle
in 1985.

“The RKO situation won’t affect our com-
pany’s planning of network radio,” said Jer-
ry Baldwin, media director for Jeffrey Mar-
tin Inc., a pharmaceutical manufacturer
ranked by Leading National Advertisers
(LNA) as the top network radio spender in
1983 (BROADCASTING, June 4). He added
that Jeffrey Martin is negotiating with RKO

$5-million splurge. Scripto Tokai, Atlanta,
has allocated about $5 million to an advertis-
ing campaign, with heavy use of network
television, to introduce the Scripto “Electra”
disposable lighter, starling in mid-January.
The comedy team of Ann Meara and Jerry
Stilier wili appear in TV commercials as
voiceover stars. The setting for the commer-
cials is the end of an elegant candlelit dinner
in which the candie is repeatedly blown out
and re-lit by a Scripto lighter. Commaercials
will be carried on daytime and evening pro-
grams on all three networks. Agency is Bur-
ton-Campbelii, Atlanta.
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on a new package for next year.

Paul Mulcahy, president, Campbell Soup
Co. Advertising, Inc., (CSC) Camden,
N.J., said his firm also remains committed
to network radio in 1985 and has already
made several upfront buys. But, as far as the
company’s future dealing with RKO Radio
Networks is concerned, Mulcahy said CSC
is “re-evaluating” the situation. Sources say
CSC thus far has received between a
$50,000 and $60,000 refund from RKO.
(RKO has been sending clients rebate checks
or running make-good spots. The total num-
ber of agencies affected is reported to be just
over 70.)

The major impact of RKO’s billing prob-
lems on the industry appears to be that many
network radio advertisers are demanding a
better accounting of their buys. Companies
are not leaving the medium as a result of
RKO, but everyone is more cautious, said
Ira Berger, vice president, network radio
manager, Needham, Harper & Steers World-
wide, Chicago.

Lou Severine, vice president and director
of sales, ABC Radio Networks, agreed, not-
ing there have been “no defections from the
medium.” He said those companies that
have canceled plans with RKO are channel-
ing ad dollars back into radio through other
networks.

Another aspect to the RKO situation is
that some agencies have become nervous
about client reactions to recommendations
for first-time use of network radio, said Dick
Brescia, senior vice president, CBS Radio
Networks and new chairman of the Radio
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Network Association. He said agencies have
asked the major networks for support materi-
al on how each one clears commercials.
Also, said Brescia, agencies are feeling
comfortable that network management will
make “doubly-sure” clearance performance
is high. *““We are looking at a lot of positive
signs for network radio,” he said.

The RKO billing situation, however, hit
the industry during a less than fabulous year
for network radio sales. According to the
Radio Network Association (RNA), which
relies on financial data collected confiden-
tially from ABC, CBS, NBC, RKO, Mutual
and Sheridan by the accounting firm of Ernst
& Whinney, billings from January through
September were up only 2.8% (“Top of the
Week,” Oct. 29) over the same period a year
ago. (The Radio Advertising Bureau now
projects that network radio business will fin-
ish at the same pace, 2.8%. forthe year.) But
most network radio executives agree that if
RKO lowers its rates to attract business, the
move will not set the tone for the rest of the
network radio marketplace.

Last month, RKO General President
Shane O’Neil renewed the company’s com-
mitment to the networks in a memo to adver-
tisers. “The RKO Radio Networks is an inte-
gral part of RKO General Inc. and it is
imperative that we move ahead to restore our
credibility and tinancial stability,” the state-
ment said ("Riding Gain,” Nov. 3). O

Fighting fraud

FDA and Better Business Bureaus
give radio and TV stations tips
to spot possible medical frauds

The Food and Drug Administration and the
Council of Better Business Bureaus have
joined to alert radio and television stations
on recognizing medical product frauds. The
organizations have mailed information to
10,000 station sales managers. asking them
“to review medical claims carefully before
accepting them in advertisements to be
broadcast.”

A joint letter by Council President Wil-
liam H. Tankersley and FDA Commissioner
Frank E. Young tells the sales managers that
medical fraud and health quackery “continue
to victimize the public. Each year, individ-
uals jeopardize their health and waste mil-
lions of dollars on phony cures, devices and
false promises.”

The letter said that the FDA and the BBB
won’t advise a station on whether to accept a
particular advertisement. But the groups is-
sued tips for checking proposed broadcast
ads. These include:

B Watching for “claims of FDA approv-
al.” (Current law does not permit the men-
tion of the FDA in any way that suggests
marketing approval for any drug or medical
device, the FDA said.)

® Key words. If the ad uses words such as
“miracle.” “miraculous,” “cure” or “break-
through,” “be particularly skeptical about
the product,” the FDA said.

m Labeling. If label instructions don’t
clearly explain how to achieve all the bene-

Busy year. Commercial television advertising, embracing network, national and regional
spot, and local, increased 21.4% in the first nine months of the year, according to the
Television Bureau of Advertising. Reflecting in part the impact of the summer Olympics,
network TV advertising for the first three quarters rose 27% to $6.1 billion. National and
regional spot television advertising, based on Broadcast Advertisers Reports in the top 75
markets, climbed to $2.9 billion in the first nine months, up from $2.6 billion in the same period
last year. TVB said that focal television advertising, according to the same BAR reports, was
$2.4 billion, up from $2.1 billion in 1973.

Early morning:
Mon,-Fri.
Daytime:
Mon.-Fri.
Sat.-Sun.
Early fnnge:
Mon.-Fri.
Sat.-Sun.
Nighttime:
Mon.-Sun
Late night:
Mon.-Sun.

Total

Early moring:
Mon.-Fri.
Daytime:
Mon.-Fri.
Sat.-Sun.
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Mon.-Fri
Sat.-Sun.
Nighttime:
Mon.-Sun
Late night:
Morn.-Sun

Total

Quarter

Jan.-March
April-June
July-Sept.
Year-to-date

Daytirne
Early evening
Nighttime
Late night

Total

Daytime
Earty fringe
Nighttime
Late night

Total

July-September

1983 198

$ 29.815000 § 39,547.800
308,785,000 393,602,600
183,701,600 2B7,583.500
66,932,400 82,652,900
25,848,700 29,925,900
770,224,400 1,170,029.500
87,074.100 120,930.300

$1.472,381,200

$2,124,272.500

January-September
1983 1984

$ 99,892,500 $ 127,712,400
930,543,000 1,135,391,500
578,091,000 783,471,700
242,232,000 280,995.200
158,986.800 139,775,700
2,514,250,300 3,298,061,900
271,424,000 322,579,800

$4,795,419,600

$6,088,588,200

By network
ABC cBS NBC
$ 737.039,700 $ 667,557,900 $ 538,749,700 §
715,971,900 687,103.500 617,893,000
1,006,976,000 599.707.30C 517,589,200

$2,459,987,600 $1,954,368,700

July - September

1983 1984
$ 179,735.400 $ 220.565,300
310,208,500 343,252,200
213,930,100 247,096,000
183,793,200 193,406,500
$887,666,900 $1,004,320,000

January-September

1983 1984
$ 518,850,700 $ 616.971.400
914,643,300 1.021,656,200
614,982,900 698,576,000
518,045,600 576,672,800
$2,566.522,600 $2,913,876,400

$1,674231,900 8
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Total

1,943,347,300

2,020,968,400

2,124,272,500
6,088.588,200
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fits of a product, “be suspicious.”

8 Full identification. If the ad mentions
medical clinics or medical personnel, see
that the full names, addresses and phone
numbers are available and verifiable.

8 Ask for proof of the product’s status
with the FDA.

® Be wary of sponsors who say their pro-
ducts don’t need FDA approval.

® Watch for “cures” for serious diseases.
(The more serious the condition for which
the product is offered—cancer, heart dis-
case, arthritis, for example—the more ques-
tionable the product, the FDA said.)

® Be “especially” wary of claims that a
product may be used for multiple health
problems. (“Generally speaking, such pro-

ists,” the FDA said.)

® Investigate endorsements or testimon-
ials by “stars” or “big names.”

Said Tankersley in a prepared :elease:
“Broadcasters can protect their media’s pub-
lic trust and effectiveness by refusing to air
quack promotions. Otherwise, quackery
will damage legitimate advertising and le-
gitimate business as well.” Said Young:
Health fraud is “a national disease that often
uses false or misleading statements in adver-
tising to snare its victims. The fraud is the
same whether it is found in the back pages of
a magazine or between segments of a TV
movie.”

One last tip from the FDA: “Remember: [f
it sounds too good to be true, it probably

ducts exist only in the portfolios of con art-  is.” ju
Tracking indies. Independent television stations share of expenditures of the top 25 national
advertisers in the first three quarters of 1984 amounted to more than $543.7 million, accord-
ing to the Association of Independent Television Stations. INTV said the top 25 national clients
placed 56% of their billings on independent stations. The leading product category remained
food and food products.

Procter & Gamble led the list of independent station users, followed by General Foods,
Pepsico, General Mills and Anheuser-Busch. Broadcast Advertiser Reports figures were
used by INTV to arrive at the estimates appearing below and on page 57,

Top 20 spot TV categories independent station usage
January- September 1984
Independent
Total spot TV share of Independent
Category expenditures spot TV expenditures
(2000) (%) (3000)
1. Food & Food $628,366 45 $282,765
Products
2. Automotives 402,962 36 145,066
3. Confectionary & 259,941 52 135,169
Soft Drinks
4. Toiletries & 174,137 58 92,293
Toilet Goods
5. Consumer 160,255 28 44,871
Services
6. Beer & Wine 152,081 50 76,041
7. Travel, Hotels & 134,070 24 32177
Resoris
8. Household Equip- 123,148 44 54,185
ment & Supplies
9. Soaps, Cleansers 104,971 56 58,784
& Polishes
10. Proprietary 103,565 55 56,961
Medicines
11. Publishing & Media 94,099 46 43,286
12.Gasoline, Lubricants &
Other Fuels 83,159 36 29,937
13. Apparel, Footwear 72,937 42 30,634
& Accessories
14. Sporting Goods & 49,758 87 43,289
Toys
15. Insurance 46,523 44 20,470
16. Office Equipment, Com- 45,855 21 9,630
puters & Copiers
17. Pet Foods & 41,335 47 19,427
Supplies
18. Building Material, 39,308 45 17,689
Equip. & Fixtures
19. Jewelry, Optical 37,453 42 15,730
Goods & Cameras
20. Home Electronics 37,289 55 20,509
Equipment
Top 20 $2,791,212 44% $1,228,913
Source: Barcume, January-September 1984; BAR Special 15-market tabulation for indepen-
dent shares
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Top 25 spot TV advertisers independent
station usage, January-March 1984

Company

—_- bk b b
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. Procter & Gamble

. General Foods

. Pepsico

. General Mills

. Anheuser-Busch

. Toyota Motor Sales

. Lever Bros.

. Dart & Kraft

. Coca-Cola Co.

. Philip Morris

. Beatrice Foods

. Mars Inc.

. Nissan Motors

. MCI Communications
. Ford Motor Co.

. Kellogg Co.

. Warner-Lambert

. General Motors

. Nestie S.A.

. Nabisco Brands

. A.H. Robins

_ITT Corp.

. American Home Prod.
. Time Inc.

. Consolidated Foods Corp.

Top 25

Total spor TV
expenditures

$146,776
72,076
68,653
59,170
45,355
44 367
43,167
42,512
39,547
37.310
34,980
33,662
33,003
30,608
30,379
28,716
27,764
25,526
25,471
24,190
23,052
22,980
22,834
22,447
17,708

$1,002,253

Independent
share of
spor TV

66
61
39
78
87
54
42
40
51
43
25
7
36
37
28

56
40

54%

Independent
expenditures

$96,872
43,966
26,775
46,153
39,459
23,958
18,130
17,005
20,169
16,043
8,745
23,900
11,881
11,325
8,506
20,101
22,766
7,147
8,660
12,821
12,909
9,422
11,645
12,670
7,083

$538,051
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Top 25 independent station national
advertisers, January - March 1984

Company

Procter & Gamble

. General Mills
. General Foods
. Anheuser-Busch

Pepsico

. Toyota Motor Sales

. Mars Inc.

. Warner-Lambert

. Coca-Cola

. Keflogg Co.

. Lever Bros.

. Dart & Kraft

. Philip Morris

. A'H. Robins

. Nabisco

. Time Inc.

. Nissan Motor Co.

. American Home Prod.
. MCI Communications
. Reynolds Metals
ATT Corp.

. Colgate-Palmolive

. Beatrice Cos.

. Nestle S.A.

. Gillette

Top 25

Independent
expenditures

$ 96,872
46,153
43,966
39,459
26,775
23,958
23,900
22,766
20,169
20,101
18,130
17,005
16,043
12,909
12,821
12,570
11,881
11,645
11,325
10,455

9.422
9,351
8,745
8.660
8.620

$543,701,000

Source: Barcume, January-March 1984; BAR Special 15-market tabulation for independent shares

Independent’s
share of spot TV
expenditures (%}

66
78
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Farrow, Brenner sort through

Communications attorney warns that
cable industry will have problems

at franchise renewal time; FCCs’
Brenner says cable operators’
problem is not renewals, but
establishing First Amendment rights

The business of evaluating the 1984 Cable
Communications Policy Act, the cable regu-
latory law that goes into effect Dec. 29, is in
full swing. Lawyers of every stripe are try-
ing to figure out the law’s short- and long-
term effects on the cable business.

Two of the latest, and in some respects
conflicting, reviews come from Daniel
Brenner, a top legal aide to FCC Chairman
Mark Fowler, and from Harold Farrow, a
communications lawyer who fought the leg-
islation as it made its way through Congress
and who seems to dislike it €ven more now
that it is soon to become the law of the land.

Farrow, in a speech at a Practising Law
Institute seminar in New York, reiterated his
belief that the law, by affirming the right of
cities to award cable franchises, re-estab-
lishes the concept of a “licensed press.” The
concept “takes us back to the days of the
Tudors and Stuarts——to the days of ‘patent’
press monopolies and all the grief of a li-
censed press which we thought we were fin-
ished with in the 18th century.”

The National League of Cities and the Na-
tional Cable Television Association, the two
groups chiefly responsible for the bill, were
able to compromise on the law, Farrow said,
because both wanted the same thing: a cable
franchise. Other provisions of the law are
“mere f(rappings and side-deal compro-
mises.”

The “real motivating force” behind
NCTA's suppon of the bill was fear, he said.
“Nothing more or less. The fear of competi-
tion by those existing companies who have
no confidence in their ability to compete,”
he said. Most cable franchises are de facto
monopolies for the franchisee.

If the motive is fear, Farrow said, then the
law has made cable “‘hostage” to it. “If the
cities can give, they can and may take away
and they will always threaten to take away.
‘What they can franchise, they can decide not
to refranchise. As fthe NLC's] Cynthia Pols
said so clearly on behalf of the cities, the act
gives no presumption of renewal.

“Think what this means to a cable pub-
lisher as the end of a franchise term ap-
proaches. There will, in most cases, be
greater net investment in the system than at
any other time. ... The temptation for out-
siders to use political influence in an attempt
to steal the ‘franchise’'—to steal the mar-
ket—as opposed to competing in it, will be
extraordinary, and the pressure to save the
investment will be horrendous. Often mil-
lions—perhaps hundreds of millions—will
be a stake. And who will decide the issue?

Local elected officials will decide it, while
being swayed and influenced by swarms of
cable consultants, and staff bureaucrats and
lawyers and public relations people from all
sides.

“If this is not a design for a corrupt and
corrupting process, 1 don’t know what would
so qualify. I may have only slightly exagger-
ated when I said this bill will put more city
councilmen in jail than prohibition.”

Farrow also criticized the law because it
allows cities to collect franchise fees, which
he called “selective, regressive, discrimina-
tory taxes.” Although the courts have con-
sistently struck down taxes on First Amend-
ment speakers, cable operators are unlikely
to challenge the fees in court—again be-
cause of the fear of alienating the city offi-
cials and losing the franchise at rencwal

On perspectives. Some 70 policy-
makers from the U.S. and around the
world attended a day-and-a-half interna-
tional Perspectives Conference in Wash-
ington, Nov. 15-16, on the Space WARC
o be held next summer in Geneva.
Among those participating in the pro-
gram that was sponsored by the Wash-
ington Program of the Annenberg
Schools, were, in top photo (I-r), Miguel
E. Sanchez Ruiz, director general, spe-
cial projects unit, of the subsecretdriat of
communications and technological de-
velopment, of Mexico, and Richard R.
Colino, directorgeneral of the Internation-
al Telecommunications Satellite Crgani-
zation, and, in bottom photo (I-r), Romulo
Villar Furtado, secretary general of the
ministry of communications, of Brazi,
and Kalmann Schaefer, president of K.
Schaefer & Associates and convenor of
the International Perspectives confer-
ence.
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Cities and their cable franchisees are now
vulnerable to antitrust suits brought by cable
operators who are denied franchises, Farrow
said. Although the cities, thanks to another
new law, are no longer liable for damages,
cable operators still are. *So, the loser in an
effort to compete with an established com-
pany in the market, or the loser in an effort to
compete with an established company for
the market, will always look for a co-defen-
dant should he decide to sue the city,” he
said. “Guess who that will be.”

To strengthen themselves against such
lawsuits, cable operators must behave more
like the First Amendment speakers they are.
“They must use their own medium more.
They must edit. They must publish. They
must demonstrate that they are part of the
press. They must help to protect the Consti-
tution that protects them.” To that end, he
suggested that cable operators form an asso-
ciation of “cable television publishers” to
make sure their story is being told.

Brenner, in his comments at NCTA’s state
leadership conference at Washington’s Mar-
riott hotel, disagreed with Farrow’s assertion
that the law gave cable operators little assur-
ance of franchise renewals. “Stability of
franchise renewal” may be the *“most impor-
tant achievement of the act,” he said. “The
legislation provides franchising authorities
with some short-term rights that are quite
demanding as to the content of the franchise.
But during the renewal process, the stan-
dards are far more objective and quite less
demanding. The result is a statute that pro-
vides security to incumbent cable systems
and poses great, if not insurmountable, diffi-
culty to any challenger to the incumbent.”

On the other hand, Brenner seemed to
agree with Farrow’s underlying premise that
the law has weakened cable operators’
claims to full First Amendment rights. “The
act fixes cable at a point midway between a
common carrier mode! and a First Amend-
ment model,” he said. “Under the act, cable
is not a pure First Amendment animal, enti-
tled to the hands-off approach allowed for
newspapers and magazines. Indeed, Con-
gress has seen fit to provide less First
Amendment protection to cable than for
broadcasters, as cable, not broadcasting, is
now subject to an access requirement.

“But the act settles by practical division
what amounted to a theological debate about
what cable is or is not. In doing so, it reflects
a real world view of cable. Cable involves
some First Amendment decision-making,
such as choosing program services and pro-
ducing local origination shows. In this way a
system is akin to the press. But much cable
system activity logically has nothing in com-
mon with traditional First Amendment activ-
ity.”

Although cable operators may not have




full First Amendment rights. Brenner said
the act expects cable operators to screen pro-
graming for “obscenity,” but doesn’t give
them much help in doing so. “The act can’t
decide what to call dirty words and disgust-
ing pictures,” he said. One section, he said,
creates criminal penalties for transmission of
“obscenity or otherwise unprotected mat-
ter.” But when it comes to the commercial
access chunnels, the standard changes to ob-
scene or “in conflict with community stan-
dards in that it is lewd, lascivious. filthy or
indecent or is otherwise unprotecied.”

“1 mean not disrespect 1o those who want
1o keep obscene pictures off TV screens,” he
said. “but in dealing with this subject. Con-
gress might have provided consistent diree-
ton and Congress might have recalled thut
oftensive speech is not necessarily the sume
as unprotected speech under the ... Consii-
ttion.”

Cable fight in D.C.

Losing applicant for franchise sues
winner, telco and local government

Capital City Cable, one of the two rejected
bidders tor Washington's cable franchise,
sued District Cablevision Inc.. the Chesa-
peake & Potomac Telephone Co. and a host
of local government officials week, alleging
they conspired 1o award the franchise to DCI
in violation of tederal anutrust laws and
CCC's constitutional rights and claiming
damages of at least $41.9 million. The suit

was filed in federal district court in Washing-
ton.

DCI, C&P and the other defendants. the
10-count complaint said. “conspired to
eliminate competitors {for the franchise] by
providing preferential treatment to the appli-
cation and proposal by DCI and eftectively
eliminating meaningtul consideration of
cccr

The complaint also alleged that the defen-
dants “agreed to fucilitate C&P’s attempt to
maintain & monopoly in the provision of
broadband communications and telecom-
munications services in [Washington| in or-
der 1o induce C&P’s participation in cable
television™ in Washington.

After issuance ol a request for proposals.
which spelled out minimum requirements
for Washington's cuble franchisee, and alter
a review of the three bids by the city’s Cable
Television Design Commission, the city
council tentatively sclected DCI on July 20
to wire the city’s soime 250,000 homes. DCI
and the city’s cable office came to terms on a
definitive franchise agreement in late Octo-
ber. Prior to the lawsuit. the city council had
been expected to tormally award the | 5-year
franchise 1o DCI in December.

As it said it would in its bid, DCI has
awarded a contract for the construction and
maintenance of its system’s trunk and feeder
lines to C&P. The contract calls for DCI to
pay the telephonc company $55.6 million
for the construction job alone.

Most of the allegations stem from DCl's
deal with the telephone company. In ex-
change for C&P’s help in winning the fran-

chise, the complaint suid. DCI agreed to
award the contract to C&P and 10 delay the
implementation of “institutional services.”
“C&P would be free of the threat of competi-
tion that would naturally occur if a franchise
were awarded to a bidder other than 1ts co-
conspirator, DCL,” it said.

Other prospective applicants were led to
believe that if they did not make a similar
deal with C&P, the complaint said, they
would not be seriously considered for the
franchise. The design commission encour-
aged all prospective applicants to consider
awarding a construction contract to C&P, it
said. and C&P “used its monopoly control
over the technical information needed for
prospective applicants 1o submit bids 1o
pressure such parties 0 involve C&P in their
bids in some way.... It was sugges-
ted . . . that unless they did incorporate C&P
into their bids. . they would not be awarded a
franchise.

While the C&P involvement in the fran-
chising process violated the antitrust laws,
other actions by the defendants violated
CCC’s right to due process under the fran-
chise procedure set up by the council, the
complaint said. n particular. it charged that
C&P and Washington Mayor Marion Barry
lobbied the city council prior to its vote nam-
ing DCI even though the RFP prohibited ex
parte contacts from interested parties and
made “no provision for the mayor to become
involved in the cable evaluation or selection
process and despite public statements by the
mayor that he would not get so involved.”

The city council selected DCI by a 9-10-4

WHERE THERE'S SMOKE, THERE’S
A HOT ISSUE.

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

involving cigarettes.
Anne Browder can help. Her job is giving straight

answers to fough questions about cigarettes. in person

or on the phone.
Get the other side too. And you'll get people mvolved

CALL TOLL-FREE (800) 424-987
THE TOBACCO INSTTUTE.
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voie. The nine votes “were the result of, and
part of, defendants’ conspiracy described in
this complaint to insure C&P’s participation
in any cable franchise award and to injure
competition, plaintiff and the public.”

The city council tapped DCI as its franchi-
see even though DCI failed to meet impor-
tant requirements of the RFP. For instance,
the RFP specifically prohibited rent-a-citi-
zen arrangements, the complaint said, yet
DCI “actively engaged in the strategy.” Fif-
ty-one people hold less than 1% interest in
DCI, it said. “These persons were included
solely for their political status of influence
and were not required to pay full value for

the respective shares.”

There were other irregularities in the fran-
chise process, according to the suit. Elijah
Rogers, the Washington city administrator,
helped bring DCI and C&P together, the
complaint said, and, after they made their
deal, assisted DCI in lining up investors
through contacts provided by Mayor Barry.
And DCI President Bob Johnson received
information from the design commission
that was unavailable to other potential bid-
ders, it said. “This unfair access to informa-
tion regarding the cable franchise process
gave DCI a crucial advantage over other ap-
plicants. ..." a

Fein wants libel suits made easier

Former FCC general counsel says
decision in ‘Times v. Sullivan’
discourages people from going
into government service

The Supreme Court’s malice standard,
which offers the media some protection
against libel suits by public officials, should
be scrapped. That’s what Bruce Fein, former
FCC general counsel, says in a pamphlet
published by the conservative American Le-
gal Foundation. He said the same thing at a
press conference at American Enterprise In-
stitute headquarters in Washington.

What Fein, now a Gray & Co. vice presi-
dent, basically wants is to make it easier for
public officials to win libel suits. He says the
standard deters talented individuals from be-
coming public officials. And without the
standard, he thinks it likely that reporting
would become better and more accurate.

Under the malice standard, set forth in the
Supreme Court’s 1964 decision, New York
Times v. Sullivan, public officials, to collect
damages, must show that a false and defam-
atory statement was made with knowledge
that it was false or with reckless disregard of
whether it was false or not. Fein would per-
mit those officials to collect on a showing
that the statements had been made negligent-
ly. He also would permit officials to seek

declaratory judgments against their “traduc-
ers” to establish the truth or falsehood of the
statements at issue, without obtaining dam-
ages.

The good news for the media: Fein didn’t
seem to think that there was a good chance
that the current Supreme Court will do away
with the standard. The bad news: With one
new justice, he thought the court might be
willing to review it. (Fein identified Chief
Justice Warren Burger and Justices William
Rhenquist, Byron White and Sandra Day
O’Connor as “inclined” to re-examine the
standard. “The chief, as you know, is not an
adulator of the press in general,” he said.)

In the pamphlet, “New York Times v. Sul-
livan: An Obstacle to Enlightened Public
Discourse and Government Responsiveness
to the People,” Fein said the Supreme Court
had based the malice rule on the theory that
First Amendment goals would otherwise be
subverted through self-censorship because
of doubts that truths could be proved in court
or a reluctance to incur the expense of doing
$0.
But Fein said the court’s reasoning had
been “profoundly flawed." For starters, Fein
said, the court had miscalculated the prob-
able magnitude of self-censorship, “as well
as the benefits to intelligent decision making
by the electorate achieved by fostering the

scene.

integrity of the single global system.”

requires action by all member countries.

Colino for the defense. Richard R. Colino, director general of the International Telecormmuni-
cations Satellite Organization, pictured that organization as embattied, determined to defend
its integrity. Speaking before the International Communications Association in Washington,
he noted that, as Intelsat enters its third decade, there are those who “envy Intelsat's suc-
cess” and wish "to pick their 'piece of the action’ very selectively™ an apparent reference to
applications pending before the FCC for provision of separate international communications
satellite services. But he did not rule out changes in the international telecommunications

Colino said Intelsat remains misunderstood on a number of key issues. And one, he said, is
that the global system "is not a staid, bureaucratic, international organization trying to defend
itself against scurrilous attacks and unregulated actions protected by the freedom of
speech.” On the contrary, he said, Intelsat, as indicated by resolutions adopted by its
signatories and member governments, “"will resist strong attacks on the spirit and the letters
of the Intelsat Agreements,” particularly those dealing with pricing and coordination of
separate systems with Intelsat. He also said those resolutions make it clear that “further
attempts to deprecate the value and effective use of space segment investment made by all
of the members of Intelsat—large and small—will resultin a vigorous response to defend the

Colino did not insist on preservation of the status quo. But he said that if changers are
desired, member countries should “establish appropriate dialogue.” He noted that, to com-
pete “fairly” with the kind of satellite systems the U.S. is proposing, Intelsat would have to [
amend its underlying agreement “to permit flexibility to depart from the ‘global rate averag-
ing' now required by agreement” (BROADCASTING, Nov. 19). And that agreement, he noted,
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dissemination of facts in lieu of falsehoods
concerning government activity.”

Among other things, Fein alleged that the
court had ignored a “powerful” incentive for
the media to persist in offering coverage and
commentary on public officials without the
malice standard. “Members of the mass me-
dia ferociously and incessantly compete
with rivals for primacy in reporting or un-
earthing alleged wrongdoing or scandals in
government,” he contended. “There is no
reason to believe that the mass media will
languish in its critical or occasional vexing
scrutiny of public officials because of the
threat that negligence in disseminating mis-
statements of fact damaging to their reputa-
tions would make them vulnerable to dam-
ages.”

Moreover, Fein said, there’s always libel
insurance.

Fein also contended that the standard, in
requiring a public official to prove that his
“vilifier” entertained serious doubts as to the
truthfulness of published defamatory false-
hoods as a condition of recovery, created an
incentive for the recipient of “vivid, inflam-
matory or lurid defamatory allegations. . .to
desist from efforts to verify the allegations
that might raise suspicions as to their truth
prior to publication, a result contrary to the
First Amendment goal of promoting in-
formed public opinion.

“A constitutional doctrine that places a
legal premium on ignorance of facts that
would disprove allegations of official mis-
conduct or impropriety seems facially dubi-
ous,” he said.

Fein also charged that the actual malice
standard, by encouraging people to attack
the reputations of public officials through
falsehoods, obstructed the ability of the
President and other elected officials to re-
cruit talented supporters.

“A legal system that offers only niggardly
safeguards against false assaults on the repu-
tations of public officials encourages an at-
mosphere of suspicion and cynicism sur-
rounding government,” Fein added. “Such
an atmosphere impairs the ability of govern-
ment to undertake bold and decisive mea-
sures to address many vexing problems that
confront contemporary society. When the
motives and integrity of public officials are
constantly under a cloud because of false-
hoods, then the assembly of needed public
support 10 execute programs with success
becomes problematical .”

In the pamphlet’s introduction, Herbert
Schmertz, vice president-public affairs, Mo-
bil Oil Corp., said that before Sullivan, the
burden of proof of accuracy rested on the
author or publisher, who was required in li-
bel actions to prove the truth of any allega-
tions. “Since that decision, the burden, at
least for ‘public figures,” has shifted to the
aggrieved, who must now demonstrate that
‘actual malice’ prompted the defamation,”
Schmertz said.

“Since that malice may have been a will-
ingness to publish defamatory matter with-
out giving the subject the benefit of prudent
investigation, the time has clearly come to
re-examine and modify this doctrine, either
through new litigation or, if necessary, by
legislation consistent with the First Amend-
ment rights of all involved.” (]



Journalists debate
ethics issues,
sharpen skills at
SDX convention

Annual meeting, held in Indianapolis,
attracts 700; NBC'’s Pettit and CBS’s
Schieffer address state of the art

The Society of Professional Journalists, Sig-
ma Delta Chi, convened its 75th annual con-
vention in Indianapolis Nov. 14 to 17, with
more than 700 in attendance.

Journalistic ethics and freedom of infor-
mation were topics of two panel sessions,
and the society’s professional development
committee sponsored six concurrent semi-
nars: “Broadcast News Coverage and Writ-
ing”; ‘“‘Business/Economics Reporting”;
“The Art of Interviewing™; “Newswriting
for the 80's”; “Open Records/Open Meet-
ings/FOI,” and “Trends in Newspaper De-
sign.”

Commemorative events included the un-
veiling of a U.S. stamp honoring the late
Walter Lippman; the release of the society’s

Ohio opinions. Chiet Justice Warren E. GBuiger may not think much of the idea, but the folks in
Toledo, Ohio, favor camera coverzge of state courts and the U.S. Supreme Court. Two
questions concerning carmeras in the courroom were included in an election poll conducted
by two associate professcra in the Szhaal of Journalism at Bowling Green State University,
and they produced the following rasulis. 52% of 308 registered voters surveyed by telephone
felt that newspaper and te'svision phatcgraphers should be allowed to take pictures in Ohio
courts, and 27% felt they should not, The remdning 21% were undariain, A% B picture
coverage of the Suprema Court, the mangs of approval was wder—38%5-24%, wih 17%
uncertain

Dennis Hale and Laurence Jankowski conducied he surday which was commissansad by
WTOL-Tv and WsPD(aM), both Toleda. They reported thal fwe only significant demographic
difference among those surveyed was that men favored camana coverane o & greaner exlant
than did women. In the case of state courts. B3% af the man favared the coveracs, while only
42% of the women did. A& for the Suarems Coun, the figures were G6.4% Bnd 52.5%
Jankowski said that suppost for cameras n the courtroom would have appeared higher it
respondents were allowed ba give a qualifed rasponse, instead of & ves or no answer, Ha said
many people approved of camearas aicepd in cases involing rape and incest.

Such a qualified approval reflecls e exislirg siluation in Ohic, where cameras have bean
permitted intrial and appalials Sours sincg 1972, on a permacrsenl Basis smoee January 1982
One provision directs thi prasigling judge o sdvise parlicipants af their nght o abwest o
being filmed, videotaped, recarded or photographed.” Ohio s cne of 41 stabans thal permin
some degree of camera coverage.

But the Judicial Conference of the U.S. in September rejected a petition by 28 media
groups that it repeal the ban on television and still cameras in federal courts. And Chief
Justice Warren E. Burger, who heads the conference, earlier this month vowed that television
cameras would not cover Supreme Court proceedings as long as he held that office (BROAD-
CASTING,, Nov. 19).
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To receive a brochure and application form, mail this coupon to:
Director, William Benton Fellowships, The University of Chicago,
1101 East 57th Street, Chicago, Illinois 60637.

The William Benton Fellowship Program at The University of Chicago,
now entering its third year, provides a unique opportunity for professionals—
television and radio reporters, news executives, producers, writers—to ex-
pand their expertise on essential issues, free from deadline pressure.

Each Fellow works with a faculty adviser to develop an individualized aca-
demic program of course work in such fields as law, economics, religion, and
public policy. The Fellows participate in a weekly seminar dealing with such
fundamentals as First Amendment issues. They also meet and exchange ideas
with national and international leaders in media, government, business, educa-
tion, and other fields of public policy.

Stipends are normally equivalent to full-time salary for the six-month period
of the Fellowship. The Foundation covers tuition and travel costs. University
personnel assist with local arrangements for Fellows and their families.

The application deadline is March 1. Fellows will be netified by June 1.
The 1985-86 Program begins September 23, 1985.
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75th anniversary history book, “Truth, Tal-
ent and Energy,” and the presentation of a
book of letters by 200 top journalists, “Whal
a Free Press Means to America.”

Frank Sutherland, managing editor of The
American in Hattiesburg, Miss., was in-
stalled as president of the society. Tom Pettit,
executive vice president, NBC News, gave
the Nov. 15 luncheon address, replacing
NBC'’s John Chancellor, who was unable to
attend. Panel members Sam Donaldson,
ABC News,; Larry Speakes, White House
press aide, and Maxine Isaacs, press aide for
Walter Mondale, were also unable to aitend.
But Bob Schieffer. chief Washington corre-
spondent for CBS News and anchor of the
Saturday edition of The CBS Evening News,
delivered Thursday morning’s keynote ad-
dress.

Schieffer noted changes that have oc-
curred in journalism. “In the 27 years that I
have been a working journalist, man has left
the planet. We have seen a re-examination of
America’s role in world affairs. We have un-
dergone two of history’s most significant so-
cial revolutions and we have experienced a
technological explosion a part of which has
been a revolution in communications,” he

said.

Schieffer emphasized the role that televi-
sion has played in history. Calling it “one of
the few common experiences,” he pointed
out that through television “we saw the po-
lice dogs in Selma and the dream of Martin
Luther King enunciated before the statue of
Lincoin in Washington. We saw John Ken-
nedy shot down and the astronauts hurled
high into space.” And, more recently, we
saw the assassination of Indira Gandhi, he
said.

Schieffer warned that “when we are bom-
barded with a flood of information about
momenious evenis, one result may be that
we are only numbed by the flood of informa-
tion,” and that perhaps people are growing
100 accusiomed {0 violence. He said the flux
of information has made it more difficult for
our society to “separate the meaningful from
the meaningless™ and to identify common
goals.

Schieffer then recommended a number of
ways journalists can play “an effective role
in this changing and increasingly complex
environment.” He said that first journalists
must recognize that Americans are indeed
undergoing profound change, and then must

re-examine their own profession’s roles.
“We are a profession,” he said, “that pro-
vides information to a democracy about it-
self in order that members of that democracy
can make intelligent decisions about how
they wish to live and to be governed.
Through good judgment, professional train-
ing, respect for truth and the English lan-
guage, it is our role to alert society to mean-
ingful developments,” he said.

He cautioned his audience not to consider
themselves the only protectors of truth in
America, not to settle for the glib rather than
the intelligent when pursuing news and not
to become overwhelmed by technology. “We
have learned in television that some pictures
require no words. We must remember as
well that some words require no pictures,”
he said.

Schieffer emphasized the responsibility of
Journalists to “encourage those who see jour-
nalism only as an avenue to fame and fortune
to seek their fulfillment elsewhere.” And he
reminded his audience that “the bedrock of
journalism remains what it always was: The
individual journalist’s personal integrity.
curiosity, sense of fairness and determination
to tind the truth—whatever it is.” a

Making deals

Actor Robert Urich has signed an exclusive
television feature film agreement with
Warner Brothers Television. He will star in
the title role of a new two-hour ABC-TV pi-
lot, Spenser, based on the detective series by
Robert Parker. ABC has placed a back-up
order for four series scripts, with production
on the pilot to begin in January

Warner Brothers Television has also re-
ceived an order for a pilot and additional
scripts for Dick and Tracy, a one-hour come-
dy/drama series starring Charles Durning
and Stephanie Faracy. The ABC-TV series
began production on Nov. 12 and is inspired
by the 1977 theatrical film, “The Late
Show.

New names

Actors Stuart Damon and McLean Steven-
son have been signed by Paramount Televi
sion Domestic Syndication to join Sarah Pur-
cell (previously announced) in co-hosting
America, a new daily, one-hour, first-run
syndicated series to begin distribution next
fall. The program is a $20-million co-venture
between Paramount and Post-Newsweek
Stations. Damon currently plays Dr. Alan
Quartermaine on the ABC-TV daytime ser-
ial, General Hospital. Stevenson co-starred
in the long-running CBS-TV prime time se-
ries, M*A*S*H

Gre;nd dpening. Dayton, Ohio, Mayor Paul Leonard cuts the ribbon marking the opening of
studios for new Dayton independent wrarTv. He is flanked by () Dave Miller, general
manager of wrGT.Tv, and Al Holtz, president of licensee, Dayton Telecasting.
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Award for enlightenment

WTCN-Tv Minneapolis was this year’s broad-
cast station winner in the National Multiple
Sclerosis Society Public Education Awards.
The honor was announced by retired Vice
Admiral Thor Hanson, the society's presi-
dent. Each year two awards are given—one
to a writer of a newspaper or magazine arti-
cle on multiple sclerosis, the other to a sta-
tion broadcasting a radio or television pro-
gram about the disease. WTCN-TV received
$1,000 for a 12-part news series aired during
its public service “Moments for MS” cam-
paign. The series dealt with the nature of

multiple sclerosis, methods of dealing with
the disease and attempts to find its cause
and a cure.

What'’s up? Docs.

Kces-Tv Los Angeles has formed a docu-
mentary unit that the station expects will
preduce programs on a wide range of issues
at a rate of about one show every two
months. The programs will average a half-
hour in length and are designed for the
prime-access period. In addition, the unit
will rework and expand multipart news sto-
ries developed by the station’s news depart-

qwi

ment and package them into half-hour spe-
cials. Although the unit will be a part of the
programing department, and not news, a
station spokesperson said all of the pro-
grams it develops will be public affairs or
information oriented. The new unit's first
effort appeared on Monday, Nov. 6, provid-
ing viewers with an expanded lock at a
news department special series on a propo-
sition calling for the creation of a California
state lottery that was approved by the
state's voters the next day. James Kennedy,
a KCBS-Tv news investigations producer, has
been appointed executive producer of the
new unit.

USFL vs. NFL: Ratings, courtroom challenge

Young league aims to go
head-to-head with NFL by
moving to fall TV schedule;
antitrust suit against

NFL ‘full steam ahead’

A new look for the two-year-old United
States Football League. in an effort to
strengthen its competitive image, was un-
veiled for the spring 1985 season during a
news conference in New York last week. It
calls for two seven-team conferences (East-
ern and Western) with cight teams qualifying
for post-season play. Other changes for next
year include the “consolidation” of the
Michigan Panthers (Detroit) into the Oak-
land Invaders and the Oklahoma Outlaws
into the Arizona Wranglers (Phoenix); the
New Orleans Breakers move to Portland,
Ore.. and the Philadelphia Stars {which in-
cludes a merger with the Pittsburgh Maulers)
move to Baltimore; the formation of the Or-
lando (Fla.) Renegades, and a one-year shut-
down period for the Chicago Blitz. (Chicago
will restock itself for 1986 with players
through the draft.)

USFL Commissioner Chet Simmons also
reiterated the club owners™ support for the
the league’s highly publicized plans to move
to a fall schedule beginning in 1986, allow-
ing it to compete head-on with the National
Football League (NFL). According to Eddie
Einhorn, owner of the Chicago Blitz and
television rights negotiator for the USFL,
the NFL television rights package totals
$300 million. “There’s got to be a piece of
the pie out there for us.” Einhorn said.

“ABC television was the only network in-
terested in us for spring play. With that limi-
tation, the move to the fall was studied.”
said Einhorn. {ABC has renewed its contract
with the lcague through 1986, but it has
ruled out a fall package.)

Einhorn said the USFL is having “con-
tinuing” discussions with both CBS and
NBC for fall 1986 rights, and “fully ex-
pects” a decision in the next few months.
ESPN. which said it will accommodate a
move by the USFL 1o fall, has renewed its
contract with the USFL for three years

through 1987 for $70 million.

Sagging television ratings and a large
number of no-shows at NFL games can be
addressed by increasing the entertainment
value of pro football, said Simmons. “We
offer jtelevision networks] an exciting prod-
uct that is nowhere near the price for the
NFL.,™ he said. Simmons added that more
than 400 million people. cumulatively,
watched USFL games on television in 1984
(on ABC and ESPN).

Industry sources agree the creation of two
different conferences should make the USFL
more attractive to the networks. Neal Pilson,
group executive vice president responsible
for CBS Sports, said the network’s first alle-
giance remains to the NFL. But he acknow-
ledged the company was reviewing the
USFLs plans for a fall move and said CBS
would be interested in sharing a package
with another network (BROADCASTING, Nov.
12).

Simmons told BROADCASTING that nego-
tiations are also ongoing with the major ra-
dio networks for a national rights package.
ABC held the exclusive network radio rights
for the USFL’s first two years of play at a
cost of $1.25 million (*Riding Gain,” Dec.
13, 1982). ABC still remains the most inter-
ested in USFL, said Simmons.

Regarding the USFL's $1.32-billion anti-
trust lawsuit filed in Manhattan federal dis-
trict court against the NFL (BROADCASTING,
Qct. 22), attorney Roy M. Cohn said the suit
is moving “full-steam™ ahead and noted that
NFL Commissioner Pete Rozelle was sub-
poenaed to give an oral deposition on Dec.
13 regarding any NFL activities related to
the USFL. “In three weeks, we will ask the
judge for a trial date,” he said.

Cohn also told the press group about a
letter sent to NFL attorneys on Nov. 12 alleg-
ing the NFL and certain NFL member clubs
had approached city and stadium officials in
some USFL franchised markets in an at-
tempt Lo unseat the USFL team by promising
the community an NFL team. Cohn declined
to give more detail. but said there were four
specific examples of this behavior. All of the
USFL’s 14 club owners were present for the
news briefing.

An NFL spokesman dismissed JSFL's al-
legations as “utter nonsense” with no sub-
stance.

Simmons. responding to a question of
whether he will soon step down as USFL
commissioner, said he plans to honor the
remaining two years of his contract. All of
the USFL's 14 club owners were present for
the news briefing. a

A nnouncing our 13thyear . . .

Journalists in Residence at
The University of Michigan

Fellowships for the 1985-86 academic year: Stipends of $2,000 a
month plus tuition in a non-degree, non-credit program anchored
in, but not confined to, the humanities and liberal arts. Applica-
tions due March 1, 1985. For brochure and forms, contact:

Graham Hovey, Director
Journalists in Residence
The University of Michigan
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Network hopes a revamped prime time
schedule will bolster its already
successful daytime lineup; Mallardi
and Thomopoulos say cost controls
have helped company’s bottom line

Fortunes at a television network can be fick-
le. That fact would come as no surprise to
the senior management at ABC. The incum-
bent management was in ABC's employ
when the network was still sentenced to a
seemingly eternal last place in prime time
ratings. Those were the days of jokes such
as: the war in Vietnam-could be ended by
putting it on ABC; it would be canceled after
13 weeks.

These same senior executives have also
basked in life at the top. They had a hand in
shouldering CBS out of first place and have
since maintained ABC as the most profitable
television network and broadcast group.

Now, seven years later, they find them-
selves having once again to redesign the net-
work s prime time lineup in midseason, calm
some doubting voices and respond to specu-
lation about a takeover. Not only has CBS
shouldered its way back on top in prime
time; NBC, which replaced ABC in poor
third for more years than the ghost of Gener-
al Samoff can tolerate, is playing a strong
number two to CBS’s number one.

Two senior executives at ABC, Tony Tho-
mopoulos, president of the broadcast group,
and Michael Mallardi, executive vice presi-
dent and chief financial officer, insisted to
BROADCASTING last week that there is less
disturbance at ABC than may meet outsid-
ers’ eyes. It will not be known until the sec-
ond half of the season, they said, whether
ABC'’s prime time problems are long term.
They add that while the *‘daily report card,”
of overnight prime time ratings is easy to
focus on, it ignores the crucial success going
on in other dayparts. Even with the uncer-
tainties in prime time and the general econo-
my, the company does not discourage a

Mallardi and Goldenson

guess of a 10% increase in net profit for
1985.

Second Half Hopes

The prime time “report card,” for the first
eight weeks of the 1984-85 season, shows
ABC at the bottom with a 15.1 average,
below NBC’s 16.7 and CBS’s 17.0. A year
ago at the same time, ABC was in second
place with a 17.8 rating, behind CBS with an
18.2 and ahead of NBC with a 15.1. “We
look at this year in two halves,” said Thomo-
poulos, who referred to the prime time rat-
ings problem as the “stumble in the fourth
quarter.” It is the second half, beginning in
January, that he is “bullish™ on. On the sec-
ond-half schedule and expected to provide
improved rating results in addition to mid-
season series replacements are the Super
Bowl, the Academy Awards, Hollywood
Wives, Lace 11 and Night of 100 Stars I1.

He added that the rating decline has cre-
ated no morale problems at the management
level: “Our attitude is aggressive internally,
positive, but at the same point realistic. We
are not blowing smoke at each other, and we
are not being Polyanna.

“Prime time is significant because of the
image and other reasons,” Thomopoulos
said, “but you must look at the total picture
of broadcasting, and I think that the rating
pictures may have gotten a little out of pro-
portion.” In ABC’s case this is not an aca-
demic question, he noted, because attention
is diverted from the fact that much of ABC'’s
corporate operating profit comes from day-
time television. Productions costs for day-
time are significantly lower for all three net-
works.

Mallardi, in a separate interview, said a
recent estimate that more than half of 1983’s
profit was from that one daypart was a “rea-
sonable guess.” That same estimate placed
prime time operating profit at less than a
quarter of the total.

According to Thomopoulos, the latest rat-
ing book, ending Oct. 7, shows that ABC
improved its women [8-49 rating, from 6.0
last year to 6.4. In contrast, he said, CBS
stayed the same in that crucial demographic
and NBC declined a little, so that those two
networks together posted a 7 rating. He went
on to cite good news for ABC’s news divi-
sion, Good Morning America, the owned
television stations and the radio operations.

While ABC is still ahead in that daytime
demographic, its victory margin has steadily
declined over the last three-and-a-half calen-
dar years, and its overall daytime ratings
lead has this year passed to CBS.

Facing management, in addition to the im-
mediate problems, is the decline in total rat-
ings for all three networks. Thomopoulos
said that five-year assumptions used by the
company estimate ratings to be “very stable
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At ABC: Damage control for second season

over the next five years with some modera-
tion; we think the major decline is past us.”
Asked how that assumption could be made
with the continuing advent of new technol-
ogies, such as direct broadcast satellites,
Thomopoulos responded, 1 think DBS of
any significance is more than five years
away.”

Trying For Lower Costs, Higher Profits

The average Wall Street projection for
ABC’s next-year earnings-per-share is
$7.30, up close 10 10% from 1984 and a
point or two less than the gain expected to be
registered by CBS. Mallardi said he does not
make projections but when asked if he had
problems with those estimates said, “We
have some obligation not to let somebody be
totally misled... I would guess they are
roughly in the ball park.”

In fact, most securities analysts under-
estimated ABC’s third-quarter 1984 eamn-
ings per share by 11%. Asked to explain the
divergence, the chief financial officer re-
sponded: “Sometimes their point of view
tends to be too methodical, 1n terms of X
relates to Y. It doesn’t always work that way.
On the revenue side many times in the past
the market looks slow or soft and then two
weeks later it turns around. It moves very
quickly.” Mallardi added that on the cost
side, “I think there is a lot of flexibility as to
what we do and how we do it.”

Joe Fuchs, the media securities analyst at
Kidder, Peabody & Co., noted that the un-
predictability can work both ways: “I think
that in general the 1985 estimate is not worth
the powder to blow it up” (his estimate is
$7.30 with a range of $7 1o $7.50). “The
leverage with operating costs is so substan-
tial that a 1% change in revenue and cost
over an annualized period is 80 cents per
share. In a period like we are in right now
where there are serious uncertainties about
the revenue environment, partially induced
by disinflation in the economy and also re-

Thomopoulcs



lated to a rating failure, it becomes a very
difficult thing to put a high probability on
estimates. [ wouldn’t count out the possibil-
ity of flat or down eamings.”

Keeping costs down to insure a high profit
margin is hardly the exclusive claim of any
one network. Thomopoulos said it has been
a concern of his since he took over the broad-
cast group in the summer of last year. “Our
basic expenditures have been in program
costs and general administrative costs, and
those are the two basic areas we ap-
proached.”

A look at the owned television stations
suggests that ABC management perceives
additional cost controls in an area where cuts
have already been made. Since Mark Man-
dala took over as president of the owned
television stations in January 1983, that divi-
sion’s administrative headquarters in New
York has quietly been pared down by more
than half. Executives who have recently de-
parted have generally not been replaced, and
titles such as vice president of creative ser-
vices and assistant to the president are
among those left unfilled. Furthermore, the
station manager is still a position only at
wLS-Tv Chicago among the owned stations.

The jobs of recently departed Ellio Betty,
vice president, sales and marketing, who is
now senior vice president at Financial News
Network, and Richard L. Beesemyer, vice
president and general manager, operations,
who now works now under John Severino at
the ABC Television Network, will be un-
filled, Mandala told BROADCASTING last
week, as will that of Phil Boyer, formerly
vice president and general manager, product
development and planning, who is now vice
president at ABC Video Enterprises. While
some of the paring was related to a cutback
in the division-originated production effort,
the division president said most of the paring
down is “reorganization and structuring of
the division staff to, one, make it smaller,
and, two, more efficient with more of the
decision making taking place at all of the
five stations rather than having it done by the
divisional administration in New York.”

Asked if there was any room left for cut-
ting in that division, Thomopoulos said that
further savings could be made at the sta-
tions. “We have set up very sophisticated
budgets at the station level, in a modular
sense, that allow for certain items to be ex-
pended only if revenue is there or if the mar-
ketplace is appropriate.”

At least for the fourth quarter, ABC ap-
pears protected against any serious revenue
shortfall with no expansion of reserve inven-
tory currently planned for make-goods
(BROADCASTING, Nov. 19). What happens
in the first and subsequent quarters of 1985
is another matter. Mallardi said that a drop of
one rating point for a full year, even in a key
demographic, is not necessarily the $50 mil-
lion automatic reduction that is frequently
suggested. Among the mitigating circum-
stances would be the strength of the market-
place. “I also think our salespeople have
been exceptionally good at selling values
that don’t necessarily reflect in the ratings,”
he added.

Besides taking in the most profit during
the seven years, the ABC Broadcasting
Group has also, during most of those years,

earmed more operating profit per dollar of
revenue than its two direct competitors. Yet
for both ABC and CBS, operating profit
margin has been dropping in recent years—
NBC has been recovering from unusually
bad years—along with the networks’ aver-
age ratings and shares.

At the same time that the profit margin in
broadcasting has been declining, ABC as a
company has become more dependent on its
broadcast group for corporate revenue and
profit, even if not by much, as other divi-
sions contribute more drain than income. In
1983 broadcasting accounted for 89% of
company revenue and all of its profit; the
figures for the first nine months of this year
are roughly the same.

Is the company having a hard time finding
a second cash cow? Mallardi did not charac-
terize it that way: “In part you have to recog-
nize that we are cumrently precluded from
doing certain things by government edict,
including syndication, adding of certain
television stations, and we can’t own cable
systems. From a strategic point of view that
adds an encumbrance because those would
be natural areas for the company to expand
in.”

As for the difficulties that ABC has had so
far in most of its joint cable programing ven-
tures, including Arts & Entertainment, Life-
time, the now defunct Satellite News Chan-
nel, and its other experiments such as
teletext, Mallardi said that the company ac-
knowledged the risks beforehand but decid-
ed to go ahead because of the long-term
needs of the company: “There were some
people who applauded us when we started
out, saying it was very rational to get into
joint ventures. Some of those same people in
the past couple of months are now saying:
‘Look how much money ABC has lost.” ”

Mallardi said that he had not seen recent
projections, but assumes the broadcast
group would provide more than three-quar-
ters of the company’s revenue in five years
“as the company stands now.” That last ca-
veat may be explained by the fact that ABC
was one of the serious shoppers for the busi-
ness magazines of Ziff-Davis publishing
which were eventually purchased by Rupert
Murdoch (see “Top of the Week™"). Mallardi
added that generally, he expects ABC in five
years to look similar to the company today—
“maybe expanded. We may be more in the
production side. [ don’t think you will see us
going out and buying a steamship line.”

Despite the decline in network ratings,
ABC is more than attractive enough to spark
rumors about a bidder for the company. Mal-
lardi commented on the flurry of rumors that
arose two-and-a-half months ago (“In
Brief,” Sept. 10): “Clearly there were ru-
mors afoot. . .that there were external par-
ties interested in ABC; the question of take-
over came up. There were also rumors that
there were certain internal deliberations re-
garding a leveraged buyout; from an internal
point of view, that was totally and absolutely
untrue.” Mallardi tries to put to rest the ru-
mors of an outside suitor—"if there was any-
thing serious, I would have been aware of
it.” He was not so pointed in denying reports
that Martin Davis, chairman and chief ex-
ecutive officer of Gulf + Western, had
called up his friend, ABC Chairman Leon-
ard Goldenson, about buying control or per-
haps the whole of American Broadcasting
Companies.

The stock’s price is lower now, relative to
the market, than it was preceding those ru-
mors, but Mallardi said the company’s man-
agement is not currently “overly concerned
about” takeover possibilities. o

losses at marketing services segment.

Tribune Cd. board meeting.

nonbroadcasting operations, citing

BottomdLline

Adding and subtracting. John Blair & Co. expanded board of directors to seven (and
outside directors to five} with last week's election of C.E. Meyer Jr., president and chief
executive officer of Trans World Airlines. Company alse announced it expects net earnings for
fourth quarter to be less than previously projected, and perhaps half the 70 cents per share
earned in fourth quarter of 1983. Expected loss was attributed by company to operating

0

Two’s a crowd. Second offer for Des Moines Register & Tribune Co. has been made,
according to David Kruidenier, chairman and chief executive officer. Kruidenier declined to
identify bidder, but speculation reportedly centered on Ingersoll Publications, Lakeville,
Conn.-based publisher of 24 dailies and over 40 weeklies in 12 states. Register & Tribune Co.
chairman said that new bid is higher than previous $112-million offer by partnership of four
investors including company's president and executive vice president, and Dow Jones Inc.
(BroaDCASTING, Nov. 12). That bid is scheduled to be considered at Dec. 10 Register &

O

Refinancing ratings. Moody's rating service assigned Metromedia Broadcasting Corp.’s
proposed debt offering (BROADCASTING, Oct, 29) rating of B1 (on scale of Aaal to C3) for two
issues of senior debt that would raise $850 million and B3 rating for two unsecured
debentures that would raise $450 million. Service said: “...the magnitude of the new debtand
debt-servicing requirements will result in minimal protection for fixed charges.” Moody's also
lowered rating on two existing Metromedia debentures that will be assumed by
removal
predictability to new broadcasting subsidiary." Rating on 9 1/2% subordinated debentures
was changed from Ba3 to B3, and that of 16% subordinated discount debentures from B1 to
B3. Offer is reportedly expected on market in next couple of weeks.

of “...stronger assets and earning
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The week's worth of news and comment about radio

On the stump

Steve Garvey, first baseman for the National
League champion San Diego Padres, will be
among the guest speakers at the Radic Ad-
vertising Bureau's upcoming Managing
Sales Conference at the Amfac hotel in Dal-
las, Jan. 26-28. Garvey, who is on the speak-
ing circuit discussing promotion and mar-
keting, will discuss consistency in selling at
dinner on Jan. 28.

Other major speakers appearing at RAB's
sixth annual meeting include: Kathleen
Black, publisher of USA Today; F.G. (Buck)
Rogers, sales consultant and former 1BM
vice president for marketing worldwide, and
John Murphy, vice president, sales prome-
tion/marketing for the National Retail Mer-
chants Association. Keynoting the confer-
ence will be Larry Wilson, president of
Wilson Learning Corp. and co-author of
“The One-Minute Salesperson.”

Separately, the RAB, in conjunction with
its senior media directors advisory council,
plans to launch a series of luncheon semi-
nars aimed at midlevel planning supervisors
and buyers beginning Feb. 1. Each seminar,
according to RAB, will address one of four
topics: radio planning, geal setting and
cost-per-point, network and syndicated 1a-
dio, and rep companies. The sessions,
which will take place over a 12-week period
at RAB headquarters in New York, will each
be limited to 40 people. Spearheading the
event is Bill Tenebruso, senior vice presi-
dent and director of corporate media ser-
vices at Kenyon & Eckhardt and chairman of
the advisory council.

Pollack contract

ABC Radio has retained programing consul-
tant Jeff Pollack for its FM and Contempo-
rary networks. Pollack had been working
with the ABC Rock Radio network for more
than three years. According to ABC, Pollack
will assist in both keeping the networks'
services targeted and in developing satel-
lite-delivered services for affiliates. Pollack
is president of Pacific Palisades, Calif-
based Jeff Pollack Communications.

In another development, ABC's Contemn-
porary network is offering staticns a three-
part Daryl Hall & John Oates program pack-
age, titled the Big Bam Boom, named after
the duo’s current album being promoted on
the group's 90-city tour. The first part,
called Rock on the Road, will feature Hall &
Qates in a one-hour program discussing
their current album and tour. The 60-minute
program is to air in individual markets prior
to the group’s scheduled appearance there.

OnDec. 2at5p.m. NYT, ABC will bread-
cast a live, 45-minute radic news confer-
ence via satellite from San Francisco with

the two performers fielding calls from listen-
ers through special 900 phone numbers.
And on Dec. 18, the three-part Hall & Oates
special culminates with a live, satellite-de-
livered concert from the Forum in Los Ange-
les. The three-part special is being pro-
duced for ABC Radio by New York-based
DIR Brecadcasting.

Deces deal

Alir personality Rick Dees last week signed a
five-year agreement with Gannett Radio's
Kius(FM) Los Angeles, extending a 6-10 a.m.
tenure that began in mid-1982 Dees “is the
prime ingredient in the continued success
of Kus(FM)," said Gannett Radio President
Joe Dorton, in announcing the contract. “In
many respects, Rick is KUS(FM) and we're
delighted that he’'ll be with us for at least
another five years.” Terms were not dis-
closed.

In the period since Dees began his morn-

ing drive program, KIS(FM)'s Arbitron 12+
metro quarterly share has climbed from 2.1
to 10.0 last summer. Dees is also host of the
nationally syndicated Rick Dees Weekly Top
40 Countdown series and host of the first-run
syndicated television series, Solid Gold.

No sale

Arbitron Ratings Co. and Simmons-Scarbor-
ough Syndicated Research Associates (a
newspaper audience measurement ser-
vice), both New York, have ended discus-
sions aimed at reaching a permanent agree-
ment that would have allowed each firm to
market the other's research reports. The two
cempanies tried to create an arrangement
whereby newspapers could obtain Arbitron
radio data and radio stalions could obtain
Simmons-Scarborough newspaper ratings
("Riding Gain,” June 25). According to
Rhody Bosley, newly appcinted vice presi-

London signing. London Wavelength, Bronxvme N.Y. the exc[uswe dlstnbulorofau British
Broadcasting Corp. (BBC)-produced contemporary music programs in the U.S., has ac-
quired the distribution rights to Country Guest D.J., a new weekly, one-hour music program
produced by New York-based Radio Today Inc. The program, delivered on disk, and avail-
able to stations on a barter basis, will feature various country artists and groups. The first
three performers scheduled are Ricky Skaggs, Eddie Rabbitt and the Qak Ridge Boys.
Pictured after the deal was completed are (seated, I-r): Gayle Miller, executive vice president
of operations, London Wavelength; Dan Formento, president, Radio Today, and Mike
Vaughan, chairman, London Wavelength. (Standing, I-r): Harlan Sugerman, vice president of
sales, London Wavelength; Walt Rittman, director of station relations, London Wavelength,
and Marty Damon of The Christal Co., national sales representative for London Wavelength,
Country Guest D.J. is slated for introduction in early March.
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dent, sales and marketing, for Arbitron Ra-
dio, both parties agreed that the arrange-
ment “might be disturbing to radio and
newspapers which compete with one an-
other.” Arbitron said it is still involved in
other projects with Simmons Market Re-
search Bureau, half-owner of Simmons-
Scarborough.

Playback

The Wall Street Journal Report, a satellite-
delivered radio news service of Dow Jones &
Co. which airs 18 two-minute business and
economic reports each weekday and six 60-
second reports on Saturday and Sunday, will
launch The Wall Street Jowrnal Focus on
Monday (Dec. 3). According to Beb Rush,
director of broadcast services for Dow Jones
& Co., the new 60-second feed will feature a
“close-up” report on the day's leading busi-
ness story. The Focus broadcast will be fed
at 5:20 a.m. each weekday. The Wall Street
Journal Report has just entered its fifth year
of operation. Rush said the network has 83
affiliates, including stations in 48 of the top
50 markets. Latest additicns are WEELAM)
Boston and wsHH(FM) Pittsburgh.

0

The Associated Press Network News will
add a new series on women to its programe-
ing lineup in 1985 called To Life. Produced
by Thea Marshall Communications on be-
half of the American Association of Retired
Persons, the new four-and-a-half-minute
program will present topics of interest to
middle-aged and older women. The series is
scheduled to be fed over the AP Network

Hitting heights

Local radio sales are projected to hit
$4.35 illion in 1984, up 16.5% over
last year, according to the Radio Ad-
vertising Bureau’s latest estimate,
which is based on data gathered from
the RAB composite billing pool of 16
markets. Total radio sales (network,
national and local) for the year are
projected to reach 35.8 billion, whick,
said RAB, would be an increase of
15.7%.

each weekday between 8:18 a.m. and 8:23
am. NYT. beginning Jan. 7.

O

Barnett-Robbins Enterprises (BRE), the En-
cino, Calif.-based radio syndication firm
("Riding Gain,"” Nov. 19), and Mutual Broad-
casting have formed a program distribution
partnership. BRE will preduce and syndi-
cate a two-minute daily comedy feature, Na-
tional Lampoon’s True Facts, in the top 25
markets. Mutual will clear markets 26 on
down and sell all national spots. The series
is scheduled to be available to stations on a
barter basis beginning Feb. 1. BRE also said
it will be developing other features as well as
music specials for Mutual, targeted for the
12- to 34-year-old audience.
]

The United Stations has named radio per-
sonality Joel Sebastian as the new host for
the company's Solid Gold Country series
when the show changes to a new, one-hour,
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weekday format from its current weekly,
three-hour format on Dec. 31 ("Riding Gain,”
Nov. 12). Sebastian replaces Stan Martin,
who will become the program's associate
producer. Solid Gold Country has been on
the air since September 1983.

@]

Last Thursday (Nov. 22), wMCAAM) New
York began airing a new five-minute pro-
gram featuring the editors of Newsday, a dai-
ly newspaper serving the New York City
area, reporting the day's top news stories.
The segment airs from 6:05 p.m. to 6:10
p.m. each weekday.

Dead, live

KopN(FM) Columbia, Mo., in conjuncticn
with Grateful Dead Productions, will air a
live. nationwide satellite broadcast of the
Grateful Dead's New Year's Eve concert
from San Francisco's civic auditerium. The
uninterrupted broadcast, hosted by Satur-
day Night Live's Father Guido Sarducci (Don
Novello}, willrun from 1 t0o Sa.m. NYT and is
free to all National Public Radio satellite
downlinks, with a signed broadcast agree-
ment from xOPN. Commercial and noncom-
mercial stations without downlinking capa-
bility can pick up the program as a “hand-
off’ from their local NPR downlink, KOPN
spokesman, Steve Donofrio, said. (Stations
will have to pay for the phone line and the
hand-off by the downlink station.)

School’s out

More than 100 attended the National Radio
Broadcasters Association's first Radio Sales
University held at John Carrol University,
near Cleveland, Nov. 16-18. The 18-hour
course, led by Norman Wain, president of
Metroplex Communications, Tom Robinson
of WPKX(FM) Washington, and Kathy Dworkin
of WHKAM)}-wMMS(FM) Cleveland, stressed
“the need for radio salespeople to focus on
station benefits, not features, in servicing
client needs,” NRBA said.

The three-day event covered such topics
as “Determining Customer Needs,” "Selling
Different Buyer Types,” and “Tools of Profes-
sional Selling.” Wain told the attendees that
their “job is not to sell radio advertising,” but
“to help advertisers use your radio station as
a vehicle for an effective campaign.”

Underwriter support

RKO General Inc. is underwriting a day-long
Fred Friendly journalism ethics seminar at
the Radio-Television News Directors Asso-
ciation’s upcoming annual international
convention in San Antonio, Tex., on Dec. 7.
RKO's grant will total $10,000.

Ad approval

NBC's broadcast standards and practices
department lifted a "moratorium” on the ad-
vertising over its traditional radio network of
a book published by Thomas Nelson Pub-
lishers of Nashwille. The Bible cites scrip-
tures in an attempt to answer questions it
says concern Americans today. According
to an NBC Radio spokeswoman, the net-
work is still examining its policy on rteli-
gious-oriented commercials. The campaign
will run for two weeks beginning Nov. 30.



TUNE IN TO SUCESS IN BROAD-
CAST SALES, A twelve cassette-
twenty-four lesson seminar that
shows you how to be more produc-
tive ... increase sales ... multiply
your income. Prepared and pro-
duced by Pam Lontos, nationaily-
known sales wizard, you'll leam
how 1o organize yourself... pros-
pect by telephone ... sell persua-
sively... research your clients ... sell
benefits ... eliminate/overcome ob-
jections ... sell to “non-believers” ...
close the sale fast ... and much,
much more. Equal-—at least—1o a
$500 per person sales clinic, this

seminar-at-home (or in your car), is

a tremendous aid for all those in-
volved in broadcast sales.
PL100 $250.00

THE FUTURE OF VIDEOTEXT.
Worldwide investment in videotext
technology has passed the $100
million mark and shows no sign of
slackening. as broadcasters, tele-
phone companies, publishers and
computer companies rush to adopt
this new way of using the TV set for
information display Videotext, in-
volving text, graphics, and even
still photos on an adapted video
screen, is in full swing in the U.S.,
Britain, France, Germany, Japan
and a score of other countries. Yet
despite the investiment, research
and attention, no videotext service
is a commercial sucess, and some
skeptics doubt it can ever suc-
ceed. Analytical and well docu-
mented, The Future of Videotext ex-
plores the problems and explains:
the evolution and present status of
videotext, in major counliries
around the world; the technology of
videotext including broadcast sys-
tems (teletext), telephone line sys-
tems (viewdata). and hybrid sys-
tems using phone lines and cable
or broadcast; the advantages and
disadvantages of videotext com-
pared to print on the one hand and
TV on the other; just what kinds of
services are viable—and which are
not—using this medium; how con-
sumer and business applications
differ; where the industry is going
and more. 187 pages.

0-86729-025-0 $34.95

Books or
Broadcasters/Cablecasters

THE EXECUTIVES GUIDE TO TV
AND RADIO APPEARANCES.
This book will tell you exactly how
to prepare for being on TVor radio,
how 10 anticipate questions, how to
tell a good anecdole, how to smile
and gesture, even what to wear
What's more, The Executives Guide to
TV and Radio Appearances Shows
yOu how to turn a hostile accusa-
tion to your advantage—how to use
your new-found communications
skills and your time on camera to
create a favorable impression of
yourself and your organization.
Written by an experienced public
relations manager for Ford Motor
Co., The Executives Guide 10 TV and
Radio Appearances is a must tool for
every executive who makes policy
or who must articulate it. It's also
invaluable for TV producers, TV talk
and news show staff and anyone
else involved in this type of commu-
nications. 138 pages, illus., appen-
dix.

0-914236-53-9 $14.95

CREATING ORIGINAL PRO-
GRAMMING FOR CABLE TV. Ca-
ble television now reaches over
30% of Americas’ households—
and the ever growing number of
stations avaliable on new cable TV
systems has created a huge need
as well ag a viable market for origi-
nal programing. This basic. "how-
to” manual edited for the NFLCP,
will take you step-by-step through
the fascinating world of cable TV
programing. Representalives of ca-
ble companies, programing ser-
vices, producers-and a communi-
cations attorney explain the ins and
outs of how 10 create programing
for cable TV. They discuss who the
participants are in this new enter-
prise; the role of advertising on ca-
ble TV programing; suggest pro-
gram sources; provide an overview
of copyright and royalty issues;
and show the way from producing
1o distributing original programing.
The role of access and indepen-
dent producers is examined and a
glossary of terms has been pro-
vided. 175 pages, index, glossary.
0-86729-043-9 $29.95

MAKING IT IN RADIO, by Dan
Blume. A wealth of information for
anyone who wants 10 know more
about careers in radio broadcast-
ing either as a professional or for
personal knowledge. MAKING IT
IN RADIO tells the inside story
about the industry, explains the re-
warding jobs and careers it offers,
and shows how stations and net-
works operale. The rich traditions
of radio, its unlimited future, the
wonders of satellite transmission,
and much more are covered. And
19 1wp professionals, including
morning man Don Imus of wnec,
ABC-TV sportscaster Don Chev-
rier, and CNN anchorman Bob
Cain, provide firsthand advice
about careers in radio announcing,
programming, sales, engineering,
and management. They also dis-
cuss how one determines if a ca-
reer in radio is for him or her, and, if
s0, how 1o prepare for the field,
break into the business. and ad-
vance in the industry. 178 pages,
comprehensive glossary, bibliogra-
phy, index.

CM100 $9.95

VIDEO USER'S HANDBOOK, 2nd
Edition. A thorough hands-on
manual for all levels of TV produc-
tion to help you get more effective
use out of your video equipment.
Peter Utz outlines many new and
crealive ideas for getting truly pro-
fessional results with even the most
basic video set-up. It not only
teaches you how 10 solve the sim-
ple problems that can arise, but
also enables you o avoid the large
ones. You get complete descrip-
tions, and instruction in the in the
use of all kinds of studio machinery,
not to mention information on
audio, lighting, editing and graph-
ics. This book is packed with dia-
grams, photographs, TV screen re-
productions. even cartoons, all
designed to sort out and simplify
the huge variety of situations that
can arise in a television studio. 500
pages, index, illus., appendices,
bibliography.

0-86729-036 524,95

PRACTICAL HANDBOOK OF
STAGE LIGHTING AND SOUND,
by W. Edmund Hood. A compre-
hensive guide 1o the ant and sci-
ence of providing sound and light-
ing systems for the amateur stage.
Amateur theatre people need a
book like this easy-to-understand,
thorough answer. guide to the
unique queslions asked by even
professional lighting and sound
technicians. Even if you're nolt, this
manual is just the ticket! It's filled
with solid info and packed with il-
lustrations t0 enable anyone to
meet the challenges of slage.
acouslics, equipment and person-
nel. You'll get coverage of electrical
lighting and electronic sound sys-
tems, plus amplifiers, volume and
gain controls, circuits, impedance,
speaker syslems, electrical dia-
grams, optic lenses, projection, ca-
bles, color producing devices, opti-
cal effects. scenery! If you want to
learn how stage sound anad lighting
works, how 10 use its basic princi-
ples and how to put together sys-
tems for A/Veffects, this is one book
you've got to have. 308 pps. 435
illus.

T51083 $17.95

VIDEO EDITING AND POST-PRO-
DUCTION: A PROFESSIONAL
GUIDE, by Gary H. Anderson. A
complete "real world” guide to both
the technical and nontechnical fac-
tors of video tape post-production
by well-known, fourtime Emmy
Award winner, Gary H. Anderson.

The bock incCludes: basics: art
and technique: overview of com-
mon videotape edit bay. prepara-
tion; online and offline editing: digi-
tal video effects; trends and future
directions.

Complete with a glossary, a bib-
liography and suggested reading
materials, Video Ediling and Post-
Production is comprehensive in
scope and incisive in explanation.
It is the one-volume pragmatic ref-
erence for both the student and
practicing professional.

K521-A $34.95
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Taking the top of the dial higher

Station near New York broadcasts
on 1622 khz of auxiliary band;
legality of operation is unclear

A Maine broadcaster may have slipped
through a loophole in the FCC rules to put a
new noncommercial AM station on the airin
Yonkers, N.Y., just north of New York City.

According to Allan Weiner, who owns the
Yonkers station as well as wozZw(aM) Monti-
cello and wozi(FM) Presque Isle, both
Maine, the new facility, which was turned on
Nov. 7, operates on the auxiliary broadcast
frequency of 1622 khz with 100 watts of
power, broadcasting primarily AOR pro-
graming to Yonkers and other communities
north of Manhattan. The call sign: KPF941.

Although the station’s channel is outside
the standard AM band which ends at 1600
khz, Weiner said, most AM radios are capa-
ble of tuning in frequencies as high as 1650
khz. “Some of them go up to 1700,” he said.

The station’s problem is not technical, but
regulatory. Although Weiner maintains that
the rules governing the auxiliary broadcast
channels are “broad” and *‘vague” enough to
permit using auxiliary channels for broad-

casting, others have radically different opin-
ions.

Jim Durst, a communications analyst in
the auxiliary services branch of the FCC’s
Mass Media Bureau, said 1622 khz and oth-
er auxiliary broadcast channels are allocated
for remote pickup applications by broadcast-
ers. “No way is that {frequency] supposed to
be used to go directly to the public,” he said.
“It’s supposed to be used strictly to get pro-
graming material back to the station for re-
broadcast.”

Afterreviewing the relevant section of the
FCC rules, Michael Rau, a staff engineer at
the National Association of Broadcasters,
concurred. “It's my opinion that they are not
operating in compliance with the FCC’s
rules and regulations. Whether the FCC will
bother to shut it down is another question.”

What will the FCC do? *“If someone com-
plains to the field office or the FCC,” said
Durst, “we will have to investigate.”
(Weiner said the FCC’s New York field of-
fice is already aware of the station and has
given it tacit approval.)

If the FCC forces Weiner to close down
the station, it will represent no great loss to

/

KANSAS
$800,000

Fulltime AM and Class A FM in small market
near top-100 city. Growing and diversified in-
dustrial center. At less than 8 times cash flow and
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him. The entire facility, built from used
equipment, cost less than $1,000, he said.
The station’s operational costs are also low,
he said, because it’s programed by volun-
teers.

According to Weiner, the programing
emanates from a “studio” in the apartment of
Weiner’s partner in the venture and the sta-
tion’s manager, Joseph-paul Ferraro. It's
linked by a high-grade telephone line to the
transmitter (“a Smithsonian antique™) in a
garage three miles away. The transmission
antenna is atop a 40-foot tower adjacent to
the garage.

With just 100 watts, Weiner said, the sta-
tion manages to lay down a pretty good sig-
nal, reaching as far north as Hastings-on-
Hudson and as far east as New Rochelle
during the day. Because the station is on a
“clear channel,” he said, the signal “really
flys at night.” The station has received
phone calls from listeners as far away as
Detroit.

Weiner and Ferraro are natives of Yonkers
and they said they put the station on the air as
a public service. “It’s a way of giving some-
thing back,” he said. “Yonkers has changed
so much since | was a kid. My friend and |
feel this would be something worthwhile for
the community.”

They have tried repeatedly over the years
to give Yonkers its own broadcast service,
Weiner said. “We tried low-power televi-
sion, we tried AM, we tried FM, we tried
educational FM,” he said. “We even tried to
get a translator down there in the hope that
the FCC would allow them to locally origi-
nate.”

The United States and other countries are
considering a plan to expand the AM band
above 1600 khz. “We kind of jumped the
gun,” Weiner said, *and provided the first
station for Yonkers.” o

U e T e e I S Sl
Ratings revelations

AWRT hears rundown on how
Arbitron and Nielsen measure
audiences and what’s ahead

What is a rating, who cares about them and
what does the future hold for Arbitron and
Nielsen? Those were questions addressed
during a gathering of the Washington chapter
of American Women in Radio and Television
last week. A primer on ratings was presented
by a panel comprising representatives from
media firms including Arbitron, Nielsen and
CBS, who later discussed some of the more
pressing issues associated with those sub-
Jects.

_An overview of television ratings ser-
vices, how they work as well as what lies
ahead, were issues explored by Patricia Dig-
nam, account executive, Nielsen; Joe Phil-
port, vice president, advertiser-agency tele-




vision sales, Arbitron, and Dave Poltrack,
vice president, research, for CBS. Dignam
discussed Nielsen's methodology in measur-
ing television station audiences across the
country. She focused on the two primary
techniques—diaries and meters. Meters, she
said, is the method most advertisers prefer.
However, she noted diaries are more widely
used. Rating services, she added, also serve
cable. Nielsen, with its Home Video Index,
has been measuring the pay cable and local
cable audiences since 1979.

Philport summarized the past 35 years of
rating services. Arbitron, he noted, began
measuring television in 1949. To illustrate
the extent that times have changed, he re-
viewed a report conducted on the Washing-
ton market in 1950 showing Arthur Godfrey
receiving a 59 rating, Howdy Doody Show a
27 and Toast of the Town a 64. He also ex-
amined some of the changes incorporated by
Arbitron over the years to provide a more
comprehensive service. In the 60’s, he said,
“we began to address specific concemns. We
began looking at specific groups and break-
ing up markets geographically.” That decade
also sparked an interest in product usage by
television viewers. Arbitron, he noted,
found viewers were unwilling to supply in-
formation on their television viewing habits
as well as the products they purchased.

In the 70’s, he added, *‘we began to assess
our clients’ need for more information.”
Philport said during those years the service
began providing a complete data base for its
clients. The 80’s ushered in a new period for
ratings, with increased cable penetration and
the growth of VCR’s.

Duaries, Philport predicted, will continue
to play a prominent role. And, he added,
VCR diaries will soon be used by Arbitron.
Plus, he said, there will be a future emphasis
on providing ratings for commercials as well
as programs. Arbitron, he said, is entering
that arena through its merger with Burke
Marketing Services to work jointly on a pro-
ject called ScanAmerica. The project, he ex-
plained, will monitor product purchases by
providing consumers with scanners in their
homes to register products they have bought.
ScanAmerica, Philport noted, will be tested
in Denver in the first quarter of 1985.

Poltrack also said diaries are becoming
obsolete. “Some form of electronic mea-
surement is needed. Diaries are not feasible
in a more complex media environment,” he
said. Poltrack also felt sweeps were no long-
er an adequate way to measure audiences
and that a more precise method was needed.

VCR’s and the practice of “zapping and
zipping” commercials, he noted, must also
be dealt with. These practices, he said, have
to be measured. While projects like Scan-
America are the wave of the future, Poltrack
said: “As we ask people to give more and
more information we run the risk of under-
represented samples.”

Poltrack, during a question-and-answer
session following his presentation, also pre-
dicted programing would become more and
more specialized. He noted the increase of
network programs targeted to a specific au-
dience, like Kate and Allie. And he said that
next year with the introduction of multichan-
nel TV sound, CBS was considering experi-
menting with an additional audio channel for

programs in Spanish.

During a discussion about whether ratings
bring out the best or worst of broadcasting,
John Carmody, Washington Post television
columnist, said the sweeps have a definite
impact on local news programing. He said

specific types of programs geared toward
drawing a large audience always manage to
crop up during the sweeps. He listed several
programs planned for broadcast in the Wash-
ington market focusing on such “hot items”
as teen-age suicide and the elderly. ]

Changfihgalends

—1 PROPOSED

WAVI(AM}-WADO(FM) Dayton, Ohio o Sold by
Wavl Broadcasting Corp. to Stoner Broad-
casting System for $4 million. Seller is
owned by H.K. (Bud) Crowl who has no
other broadcast interests. Buyer is Des
Moines, lowa-based station group of five
AM’s and seven FM’s owned by Tom Stoner,
chairman, Glenn Bell and Avis Eckel. Wavi
is daytimer on 1210 khz with 1 kw. WADO is
on 107.7 mhz with 50 kw and antenna 420
feet above average terrain. Broker: Black-
burn & Co.

KEZA(FM) Fayetteville, Ark. 0 Sold by Hen-
dren Communications Inc. to J.B. Hays for
$1,750,000, comprising $600,000 cash and
remainder in note. Seller is owned by Kim
Hendren and his wife, Marylea. They have
no other broadcast interests. Buyer is Fay-
etteville oral surgeon with no other broadcast
interests. KEZA is on 107.9 mhz with 100 kw
and antenna 1,259 feet above average ter-
rain.

WWCN(AM) Albany, N.Y. o Sold by Devine
Broadcasting Corp. to Northeastern Com-

munications Inc. for $1,150,000, compris-
ing $50,000 cash to be applied to $300,000
noncompete agreement, assumption of
$576,000 note, and remainder in note. Seller
is principally owned by Christopher F. De-
vine, who has no other broadcast interests.
Buyer is equally owned by Larry U. Keene;
his wife, Carol, and Edwin A. Rosenfield.
Keene is general manager and Rosenfield is
sales manager of wWwOC(FM) Avalon, N.J.
WWCN is on 1460 khz full time with 5 kw.
Broker: Chapman Associates.

WRAR-AM-FM Tappahannock, Va. 0 Sold by
Rappahannock Broadcasting Corp. to Rap-
pahannock Communications Inc. for
$595,080, comprising $20,520 cash and re-
mainder note. Seller is owned by George C.
Clanton who has no other broadcast inter-
€sts. Buyer is owned by Danny C. Wads-
worth (65%), and his brother, Linwood
(35%). Danny Wadsworth is general man-
ager and Linwood Wadsworth is sales man-
ager of station. WRAR is daytimer on 1000
khz with 500 kw. WRAR-FM is on 105.5 mhz
with 3 kw and antenna 300 feet above aver-

/_

NEGOTIATIONS

Draper Communications, Inc.
has acquired

KOAM(TV)
Joplin, Missouri/Pittsburg, Kansas
for

$12,000,000 cash

from
Mid-Continent Telecasting, Inc.

The undersigned initiated this transaction
and assisted the parties in negotiations.

A Confidential Service to Owners & Qualified Buyers

CECIL L. RICHARDS

INCORPORATED

MEDIA BROKERS

FINANCING APPRAISALS
TV CATV  RADIO

7700 LEESBURG PIKE, FALLS CHURCH, VA 22043 = (703) 821-26562

3

NEWSPAPERS

MIDWEST OFFICE
4320 DUNDEE ROAD, NORTHBROOK, IL 60062 * (312) 291-0188
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gate the ongoing drive by groups to ban beer and wine advertising on radic and television.
Among these interviewed on the subject by Peter Hackis (r), on-air reporter, were representa-
tives of the brewers industry, consumer groups and National Association of Broadcasters
President Eddie Fritts (). Fritts presented the industry’s position, emphasizing that broadcast-
ers feel responsible for their advertising. But he said there is no reliable data linking beer
advertising with alcohol misuse. Furthermore, Fritts said, broadcasters will defend their right
to advertise legitimate products.

age terrain.

KFRA-AM-FM Franklin, La. O Sold by KFRA
Inc. to Franklin Broadcasting Co. for
$475,000 cash. Seller is principally owned
by Lionel B. DeVille and Paul H. DeClouet.
It also owns KvPI-AM-FM Ville Platie, La.
Buyer is owned by Sherry A. Lopez (60%).
Robert G. Holbrook (20%) and Ricky J.
Broussard (20%). Lopez is former general
manager of KNIR(AM) New Iberia, La. Hol-
brook is owner of Holbrook Media Produc-
tions, based in Jena, La. Broussard is inves-
tor from New [beria, La. They have no other
broadcast interests. KFRA is daytimer on
1390 khz with 500 w.

KKCC-AM-FM Clinton, Okla. o Sold by
Moller Broadcasting Co. to Stephenson
Broadcasting Co. for $365,000 comprising
$36,500 cash and remainder note. Seller is
owned by F. Van Dorn Moller. It 2lso owns
KKER(AM) Spokane. Wash., which went off
air Feb. 21. KKCC-AM-FM went off air Nov.
7, and are now in receivership. Buyer is
owned by Robert L. Stephenson and his
wife, Norma (80%), and his children, Rob-
ert and Sandra (10% each). It also owns
KNOR(AM) Norman and KHEN(AM)-KDLB(FM)
Henryetta, both Oklahoma. and is applicant
for new AM in Lowell, Ark. KKcc 1s day-
timer on 1320 khz with 1 kw. KKCC-FM is on
106.9 mhz with 100 kw and antenna 286 feet
above average terrain.

WCCS(AM) Shelby, N.C. 0 Sold by Charter
Communications Inc. to Bello Broadcasting

W. John Grandy

1029 Pacific Street

San Luis Obispo. CA 93401
(805) 541-1900

Grandy&Berkson

Media Brokers

Co. for $312,734.39 assumption of note.
Seller is owned by William L. Shaw, who
has no other broadcast interests. Buyer is
owned by Joseph A. Bello, who was former
owner of WCKX(FM) London, Ohio. WCCS is
on 1390 khz with 1 kw day and 500 w night.
Broker: Wilkins and Associates.

WAHT{AM) Lebanon, Pa. O Sold by Progres-
sive Publishing Co. to John H. Anspach for
$300,000 cash. Seiler is owned by William
K. Ulerich. It also owns WCPA(AM)-
WQYX(FM) Clearfield, WDAD(AM)-WQMU(FM)
Indiana, WMAI(AM)-WXLR(FM) State Col-
lege, all Pennsylvania, and publishes Clear-
field, Pa., daily newspaper, The Progress. Buy-
er is Lebanon businessman and former
county commissioner with no other broad-
cast interests. WAHT is daytimer on 1510 khz
with 5 kw.

For other proposed and approved sales see
“For The Record” page 76.

C— — O CAaBLE—— — )

System serving Highland Beach, Fla. 0 Sold
by Thomas Communications to Centel Ca-
ble TVof Florida for under $1 million. Seller
1s owned by Tom Gullett. It also owns 5
systems in Kentucky. Buyer is subsidiary of
publicly traded, Chicago-based telephone
company and cable MSO headed by Robert
P. Reuss, chairman and CEQ. It owns 41
systems serving 250,000 subscribers. Sys-
tem passes 3,000 homes with 600 subscrib-
ers and 10 miles of plant. Broker: Communi-
cations Equity Associates.

Jay Q Berkson

24 Blueberry Lane
Concord, MA 01742
(617) 369-1776
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ABC’s Pierce
receives human
relations award

American Jewish Committee chooses
network president for honor;
Spelling presents award

The communications industry must honor
“the pre-emtnence of the family and the in-
herent dignity of every human being,” ABC
President Frederick S. Pierce told members
of the American Jewish Committee in Be-
verly Hills, Calif., as he received the organi-
zation’s Sherrill C. Corwin Human Relations
Award.

The executive was cited “for his achieve-
ments in the field of communication, enter-
tainment, philanthropy, civic involvement
and human rights.” The presentation was
made to Pierce by Aaron Spelling, president
of Aaron Spelling Productions.

“Pluralism is the recognition that there are
many ways of being human-—each with a
right to seek a place in our society—each
with a right to a voice,” Pierce told his Be-
verly Wilshire hotel audience Nov. 18, add-
ing that pluralism “is a real and living mutual
respect. It is the recognition of the diversity
of human values and aspirations, and of the
vigor and energy they infuse into our society.
It is our acknowledgement of every man’s
and every woman'’s right to seek a place in
the sun, and the right to argue for a point of
view that may represent no more than a mi-
nority of one.”

As a key participant in society, Pierce
challenged the communications industry “to
pay special attention to how essential these
values are.” He contended that pluralism
“can take root and flourish only in a society
that is secure in its traditional values—and
uncompromising in protecting them. . ..
Tradition linked to family. values is the un-
derpinning for the vitality of a nation like
ours.”

Spelling and Pierce



Continued from page 26

Radio Marketing.” Amfac hotel, Dallas.

Jan. 28-Feb, 1—MIDEM, international marketplace
for music industry Palais des Festivals, Cannes,
France. Information: (33){1) 505-1403.

Jan. 30-Feb. 1—Texas Cable Television Association
25th annual convention and trade show. San Antonio
Convention Center, San Antonio, Tex.

| Ecm—

February 1985

Feb. 1-2—Alpha Epsilon Rho, National Broadcasting
Society, South regional conference. University of Mon-
tevallo, Montevallo, Ala. Information: (409) 204-1342,

Feb. 3-5—Louisiana Association of Broadcasters an-
nual convention. Holiday Inn Central (Holidome), La-
fayette, La.

Feb. 3-6—National Religious Broadcasters Associ-
ation 42nd annual convention. Sheraton Washington,
Washington.

Feb. 6-11—International Redio and Television Soci-
ety annual faculty/industry seminar and college confer-
ence, "Programing: The Ever-Changing Constant.” Rye
Town Hilton, Rye, N.Y.

Feb. 7—Internationai Radio and Television Society
newsmaker luncheon. Waldorf Astoria. New York.

Feb. 11-12—Western Educational Society for Tele-
communications 14th annual conference, focusing on
public broadcasting. educational institutions, interac-
tive video and industrial production, foundations and
commercial production agencies. Holiday Inn Civic
Center, San Francisco.

Feb. 12—/llinois Broadcasters Association sales
caravan. Southern lllinois University, Carbondale, Il

Feb. 13—/llinois Broadcasters Association sales
caravan. Sangamon State University, Springfield, 1ll.

Feb. 13—"Women at the Top,” series sponsored by
American Women in Radio and Television, Washing-
ton chapter. Topic: lobbying. National Association of
Broadcasters, Washington.

Feb. 14—/llinois Broadcasters Associalion sales
caravan. Bradley University, Peoria, Iii.

Feb. 14-17—Howard University's 14th annual com-
munications conference, “Communications and Devel-
opment.” Howard University campus. Washington.

Feb. 15—/llinois Broadcasters Association sales
caravan. Brandywine Inn, Dixon. Ill.

Feb. 15—Deadline for entries in Clarion Awards, spon-
sored by Women in Communications. Information:
WICI, PO. Box 9561, Austin, Tex., 78766.

Feb. 15-16—Society of Motion Picture and Television
Engineers 19th annual television conference. St. Fran-
cis hotel, San FrancisCo.

Feb. 18—Deadline for entries in Athens International
Film Festival, sponsored by Athens Center for Film
and Video. Athena Cinemas, Athens, Ohio.

Feb. 21—16th National Abe Lincoln Awards, spon-
sored by Southern Baptist Radio and Televigion Com-
mission. Tarrant County Convention Center. Fort Worth.
Information: (817) 737-4011.

Feb. 21-22—Broadcast Financial Management/
Broadcast Credit Association board of direCtors meet-
ing. Century Plaza, Los Angeles.

Feb. 22-24 _Oklahoma Association of Broadeasters
gnnual winter meeting. Sheraton Kensington, Tulsa.
kla.

Feb. 27—American Women in Radio and Television,
Washington chapter, bi-annual salute to new members
of Congress. Russell Senate Office Building, Caucus
Room, Washington.

————
March 1985

March 5-6—Ohio Association of Broadcasters con-
gressional dinner. Hyatt Regency, Capito! Hill, Washing-
ton.

March 7-9-—16th annual Country Radio Seminar, spon-
sored by Country Radio Broadcasters Ine. Opryland
hotel, Nashville.

March 8—International Radio and Television Society
45th anniversary/Gold Medal banquet. Waldorf Astoria,
New York.

March 13—American Women in Radio and Televi-
sion t0th annual Commendation Awards luncheon.
Waldori-Astoria, New York.

March 14-17—First NATPE International Production
Conference. New Orleans Hilton. Information: (212)
949-9890.

u March 15—Deadiine for entries in Samuel G. Engel
International Television Drama Awards competition,
sponsored by Michigan State University. Information:
Jean-Luc Renaud, depariment of telecommunication,
Michigan State University, East Lansing, Mich., 48824.

March 15-17—!ntercollegiate Broadcasting System
national convention. Washington Hilton, Washington.

March 20—"Women al the Top,” series sponsored by
American Women in Radio and Television, Washing-
ton chapter. Topic: slation management/ownership.
National Association of Broadcasters, Washington.

March 21—/nternational Radio and Television Soci-
ety newsmaker lJuncheon. Waldorf-Astoria, New York.

March 22—Academy of Television Arts and Sciences
forum luncheon with Merrill Panitt, editorial director, TV
Guide. Century Plaza, Los Angeles. Information: {818)
506-7880.

March 26-27—Cabletelevision Advertising Bureau's
fourth annual cable adventising conference. Sheraton
Center, New York.

March 27-28—/llinois Broadcasters Association
spring meeting and awards banquet. Convention Cen-
ter, Springfield, 1.

March 27-31—Alpha Epsilon Rho, National Broad-
casting Society, 43d annual convention. Opryland ho-
tel, Nashville.

————
April 1985

Aprii 3—"Women at the Top." series sponsored by
American Women in Radio and Television, Washing-
ton chapter. Topic: public relations. National Associ-
ation of Broadcasters, Washington.

April 10—Presentation of Women in Communica-
tions's Matrix Awards. Waldorf-Astoria, New York.

Aprll 14-17—National Association of Broadcasters
annual convention 63rd annual convention. Las Vegas
Convention Center, Las Vegas.

April 14-20—INPUT '85, international public television
screening conference, hosted by I'nstitut National de
la Communication Audiovisuelle, New International
Trade Center, Marseille, France. Information: (33) 1-
347-63-85; INA, 193, rue de Bercy, 75582 Paris Cedex
12, France.

April 16—Academy of Television Arts and Sciences
forum luncheon with Elton Rule, partner, Rule/Starger
Co. Century Plaza, Los Angeles. Information: (818)
506-7880.

April 20-25—20th annual M!P-TV, international TV
program marketplace. Palais des Festivals, Cannes,
France.

April 21-23—West Virginia Broadcasters Association
spring meeting. Marriott hotel, Charleston, W. Va.

Aprll 21-24—13th annual Telecommunications Policy
Research Conference, Equity: Social and Economic Is-
sues.” Airlie House, Airlie, Va. Information: (413) 549-
4600.

April 24— nternational Radio and Television Society
newsmaker luncheon. Waldorf-Astoria, New York.

» April 24—Presentation of Ohio State Awards, for “ex-
cellence in educational, informational and pubiic af-
fairs programing.” Awards administered by Ohio State
University's WOSU-AM-FM-TV Columbus, Ohio. Na-
tional Press Club, Washington.

April 24-26Ohio Association of Broadcasters spring
convention. Kings Island Resort Inn, north of Cincin-
nati.

April 25—Marist College presentation of Lowell Thom-
as Award to oulstanding broadcaster Helmsley Pal-
ace, New York.

———
May 1985

May 5-8—ABC-TV annual affiliates meeting. New York
Hilton, New York.

May 7-11—American Women in Radio and Televigion
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SUNRISE-UTAH, INC.
Richard G. Elliott
has acquired the assets of

KWHO AM/FM
Salt Lake City, Utah
from

Northwest Radio Broadcasting, Inc.
for
2,085,000

Chapman Associate Greg Merrill
represented the buyer in the transaction

G. Gregory Merrill
605 West Haven Drive
Logan, Utah 84321
(801) 753-8090

Executive Offices 1835 Savoy Drive, Atlanta, Georgia 30341 (404) 458-9226




34th annual convention. New York Hilton, New York.

May 12-15—NBC-TV annual affiliates meeting. Cen-
tury Plaza, Los Angeles.

May 13-16—High Definition Television Colloguium,
“Progress in HDTV, EDTV and Other Improved Televi-
sion Systems,” sponsored by Government of Canada.
Ottawa Congress Center, Ottawa, Ontario. Information:
Secretariat HDTV, 1138 Sherman Drive, Ottawa. Ontar-
i0, K2C 2M4; (613) 224-1741.

May 14—"Women at the Top,"” series sponsored by
American Women in Radio and Television, Washing-
ton chapter. Topic: associations. National Association
of Broadcasters, Washington.

May 14-15—LPTV West, West Coast conference and
exposition for low power television, sponsored by Na-

tional Institute for Low Power Television. Westin Bon-
aventure, Los Angeles.

May 15-18—American Association of Advertising
Agencies annual meeting. Greenbrier, White Sulphur
Springs. W, Va.

May 15-18—Public Broadcasting Service/National
Association of Public Television Stations annual meet-
ing. St. Francis hotel, San Francisco.

May 16—[nternational Radio and Television Society
newsmaker luncheon. Waldorf-Astoria, New York.

May 17-19—American Public Radio annual meeting.
Westin hotel, Vail, Colo.

May 19-22—CBS-TV annual affiliates meeting. Fair-
mont hotel, San Francisco.

s May 19-22—Fourth International Conterence on Tele-
vision Drama, sponsored by Michigan State Universi-
ty. MSU campus, East Lansing, Mich.

May 24—Academy of Television Arts and Sciences
forum luncheon with Robert Bennett, senior VP, televi-
sion broadcasting and production, Metromedia inc.
Century Plaza, Los Angeles. Information: (818) 506-
7880.

May 27-June 1—27th American Film Festival, docu-
mentary, short fim and video festival sponsored by
Educational Film Library Association. Roosevelt ho-
tel. New York. Information: (212) 227-5599.

May 28-31—Public Telecommunications Financial
Management Association annual conference. Hyatt
Regency, New Orleans. Information: (803) 799-5517.

For the Recora

As compiled by BROADCASTING, Nov. 14
through Nov. 20, and based on filings, au-
thorizations and other FCC actions.

Abbreviations: AFC—Antenna For Communications.
ALJ—Administrative Law Judge. ali.—alternate. ann.—
announced. ant.—antenna. aur—aural. auX.—auxiliary.
CH-—critical hours. CP-—construction permit. D—day.
DA—directional antenna. Doc—Docket. ERP—effective
radiated power. HAAT—height above average terrain.
khz—kiloherntz. kw—kilowatts. m-—meters. MEOC—
maximum expecied operation value. mhz—megahertz.
mod.—moedification. N—night. PSA—presunrise service
authority. RCL—remote control location. S-A—Scientific
Aitlanta. SH—specified hours. SL—studio location. TL—
transmitier Jocation. trans.—transmitter. TPO—transmitter
power output. U—unlimited hours. vis.—visual. w—watts.
*—noncommercial.
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AMERICOM MEDIA BROKERS

Robert A, Fay and William L, Fay

have contracted to transfer

WLDS (AM)-WEAI (FM) Jacksonville, IL
$1, 500 000 00

Joyner Broadcasting
Special Buyers Assignment

AMERICOM, BROKERING
TOP-100 MARKET RADIC STATIONS

AMERICOM MEDIA BROKERS, INC.
Washington, D.C. 20006
(202) 737-9000

Ownership Changes

Applications

8 KEZA(FM) Fayeteville, Ark. (107.9 mhz; 100 kw;
HAAT: 1,259 ft.)—Seeks assignment of license from Hen-
dren Communications Inc. to J.B. Hays for $1,750,000,
comprising $600,000 cash and remainder note. Seller is
owned by Kim Hendren and his wife, Marylea. They have
no other broadcast interests. Buyer is Fayetteville oral sur-
geon with no other broadcast interests. Filed Nov. 10.

8 KIOQ-FM Bishop, Calif. (100.7 mhz; [ kw; HAAT:
2,960 fr.)—Seeks assignment of license from Listeners’
Network-Bishop Inc. to Great County Broadcasting Inc. for
$425,000, comprising $125,000 cash, assumption of
$60,000 note, and remainder note. Seller is owned by Eric
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Johnson and Brent W. Lamben. It also owns WSTI(AM)
Saint Johnsbury and WIKE(AM) Newport, both Vermont,
and KEVA(AM)-KOTB(FM) Evanston, Wyo. Buyer is
owned by John W. Young (56%). John E. Dailey (24%) and
Cary Deane Funk (20%). It also owns KIBS(AM) Bishop.
Funk also has imerests in KSRF-FM Santa Monica, Calif.
Filed Nov. 4.

8 KFYE(FM) Fresno, Calif. (93.7 mhz; 68 kw; HAAT.
1,912 ft.)—Secks assignment of license from KFYE-FM
Inc. 10 Affiliated Broadcasting Inc. for $6.7 million, includ-
ing $2.5 million noncompete agreement. Seller is subsidiary
of Sunbelt Communications, publicly traded, Boston-based
publisher of The Boston Giobe and owner of five AM's and
five FM's headed by William O. Taylor, chairman. Buyer is
Colorado Springs-based station group of two AM’s and four
FM’s. It is principally owned by C.T. Robinson, William C.
Moyes and Michael B. Hesser. Filed Nov. 13.

®  KPLS(AM) Sama Rosa, Calif. (1150 khz; § kw)—Seeks
assignment of license from Radio 1150 In¢. to Cardinal
Communications for $1.4 million, comprising $300,000
cash and remainder note. Seller is principaily owned by F.
Robert Fenton. It also owns KMYC(AM)-KRFD(FM)
Marysville, KCEY(AM)-KMIX(FM) Turlock, both Califor-
nia, and KHSN(AM) Coos Bay, Ore. Buyer is owned by
John Payne (40%), Tim Myers (20%), Bill Daisa (20%) and
Thomas N. Williams (20%). Payne is Atherton, Calif., real
estate investor. Myers is vice president with Radio Advertis-
ing Bur¢au. Daisa is sales manager at KOIT-AM-FM San
Francisco. Filed Nov. 13.

8 WGUL-AM-FM New Port Richey, Fla. (AM: 1500 khz;
250 w-D; FM: 105.5 mhz: 3 kw; HAAT: 300 f1.)—Secks
assignment of license from Richey Airwaves 10 Carl Mar-
cocci, and his wife, Betty Lou, for $1,725,000, comprising
$575,000 cash, $240,000 assumption of note and $910,000
note. Seller is owned by Ralph B. Johnson (65%) and Wil-
liam Sanders (35%). They have no other broadcast interests.
Buyers have also sold WKTM-FM Charieston, S.C. Filed
Nov. 9.

8  WPDS-TV Indianapolis (ch. 59; ERP vis. 2,300 kw; aur.
230 kw; HAAT: 1,000 fi.; amt. height above ground: 1,040
ft.>—Seeks assignment of license from USA Communica-
tions Inc. to Quilet Communications Inc. for $22 million.
Seller is owned by Anapcomp Inc. (80%), publicly held
Indianapolis-based computer services firm headed by Ron-
ald D. Palmera, presidemt and chairman; Melvin Simon
(10%), and his brother, Herbert (10%). It has no other broad-
cast imerests. Buyer is Providence, R.1.-based subsidiary of
privately held The Rockefeller Group, New York. Outlet is
headed by Bruce G. Sundlun. The Rockefeller Group is
headed by Richard A. Voell. Filed Nov. 9.

8 KFRA(AM)-KFRA-FM Franklin, La. (AM: 1390 khz;
500 w-D; FM: 105.5 mhz; 3 kw; HAAT: 300 fi.)—Seeks
assignment of license from KFRA Inc. to Franklin Broad-
casting Co. for 3475,000 cash. Seller is principally owned
by Lionel B. DeVille and Paul H. DeClouet. It also owns
KVPI-AM-FM Ville Plante, La. Buyer is owned by Sherry
A. Lopez (60%), Robert GG. Holbrook (20%) and Ricky J.
Broussard (20%). They have no other broadcast interests.
Filed Nov. 9.

8 WHUE(AM} Boston (1150 khz; 5 kw-U)—Seeks as-
signment of license from T Communications Inc. to Greater
Boston Radio Inc. for $2,348,000 cash, including $500,000
noncompete agreement. Seller is owned by Alexander M.
Tanger, who owns WHUE-FM, which has also been sold
(see below). Buyer is East Brunswick, N.J.-based publisher,
cable MSO and station group of six AM’s and seven FM’s
headed by Peter Bordes, president. It also publishes East



Brunswick Sentivel-Spokesman and owns 26 cable systems.
Filed Nov. 9.

® WHUE-FM Boston (100.7 mhz: 50 kw; HAAT: 500
fi.}—Secks assignment of license from T Communications
Inc. to First Media of Massachusetts for $10.5 million. com-
prising $7 million cash and remainder note. Seller is owned
by Alexander M. Tunger. who owns WHUE(AM). which has
also been sold (see above). Buyer is subsidiary of First
Media Corp., Washington-based station group of three AM's
and seven FM's owned by Richard E. Marriott and family.
Filed Nov. 9.

B New FM Marshall. Minn. (107.1 mhz; 3 kw; HAAT: 300
fi.}—Seeks assignment of CP from Cole Broadcasting to
Garamella Broadcasting Co. for $25.000 cash. Seller is
owned by Bill Cole. who has no other broadcast interests.
Buyer is owned by Joseph J. Garamella (50%) and his son.
Todd (50%). It also owns KMSR-FM Sauk Centre. Joseph
owns KBMO(AM) Benson, and Todd owns KBMO-FM
Benson, all Minnesota. Filed Nov. 9.

B WWCN(AM) Albany, N.Y. (1460 khz; 5 kw-U)}—Seeks
assignment of license from Devine Broadcasting Corp. to
Northeastern Communications Inc. for $1,150.000, com-
prising $50.000 cash to be applied 1o $300,000 noncompete
agreement. assumption of $576.000 note. and remainder in
note. Seller is principally owned by Christopher E Devine,
who has no other broadcast interests. Buyer is equally owned
by Larry U. Keene; his wife. Carol, and Edwin A. Rosen-
field. Keene is general manager and Rosenfield is sales man-
ager of WWOC(FM) Avalon, N.J. Filed Nov. 8.

B WCCS(AM) Shelby, N.C. (1390 khz; 1 kw-D; 500 w-
N)—Seeks assignmem of license from Chanter Communica-
tions Inc. to Bello Broadcasting Co. for $312,734.39 as-
sumption of note. Seller is owned by William L. Shaw, who
has no other broadcast interests. Buyer is owned by Joseph
A. Bello. who recemly sold WCKX(FM) London. Ohio.
Filed Nov. 13.

® KKCC-AM-FM Clinton, Okla. (AM: 1320 khz; | kw-D;
FM: 106.9 mhz; 100 kw; HAAT: 286 fr.)—Seeks assignment
of license from Moller Broadcasting Co. to Stephenson
Broadcasting Co. for $365.000 comprising $36.500 cash
and remainder note. S¢ller is owned by E Van Dom Moller.
1t also owns KKER{AM) Spokanc. Wash.. which went off
air on Feb. 21, KKCC-AM-FM went off air on Nov. 7, and
all are now in receivership. Buyer is owned by Robert L.
Stephenson. and his wife. Norma (80%). and his children.
Robert and Sandra, {10% each). It also owns KNOR({AM)
Norman and KHEN(AM)-KDLB(FM) Henryetta. both
Oklahoma. and is app. for new AM in Lowell, Ark. Filed
Nov. 10.

B WAHT(AM) Lebanon. Pa. (1510 khz; 5 kw-D)—Seeks
transfer of control of Valley Communications In¢. from Pro-
gressive Publishing Co. 1o John H. Anspach for $300.000
cash. Scller is owned by William K. Ulerich. It also owns
WCPA(AM)-WQYX(FM)  Clearfield, WDAD(AM)-
WQMU(FM) Indiana, WMAJ(AM)-WXLR(FM) State Col-
lege. all Pennsylvania. and publishes Clearfield, Pa., daily
newspaper. The Progress. Buyer is Lebanon businessman
and former county commissioner with no other broadcast
interests. Filed Nov. 14,

B KHOS(AM) San Angelo, Tex. (1420 khz; | kw-D}—
Seeks assignment of license from KHAG Inc. to Hoss Media
Inc. for $350,000, comprising $265.000 cash and remainder
note. Seller is equally owned by Loyd C. Senn, Robert E.
Clark and R.L. Haggard. Clark is general manager of KHOS
and KFYO(AM) Lubbock, Tex. Buyer is equally owned by
Charles Strickland. Dale Palmer and A.T. Burke. It also
owns KMHT-AM-FM Marshall. Tex.. and KBIL(FM) San
Angelo. Tex. Burke also owns KYCU(TV) Cheyenne,
Wyo.: KSTF(TV) Scottsbluff. Neb.: KGNS(TV) Laredo.
Tex.. and is app. for assignment of KLMG(TV) Longview,
Tex. Palmer also owns KOLE(AM)-KKMY(FM) Beau-
mont, Tex.. and KBLU(AM)-KTTIKFM) Yuma, Ariz.
Strickland is also app. for assignment of KSTV(AM)-
KWWM(FM) Stephenville, Tex. Filed Nov. 9.

®  KBUCIAM) San Antonio. Tex. (1310 khz; 5§ kw-D)}—
Secks assignment of license from TETCO In¢. to KSDR Inc.
for $1 million cash. Seller is principally owned by Tom E.
Tumer; and his sons. Tom and Fred Tumer. It also owns
KXOL(AM) Fort Worth and KRYS-AM-FM Corpus Christi,
both Texas. Buyer is owned by Stanley D. Rosenberg (51%);
Louis J. Pitluk (20%); Larry Safir. president (10%); Cunis
C. Gunn (10%). and two others. Rosenberg has interest in
app. for new TV in San Bemardino, Calif. Pitluk has small
interest in Clear Channel Communications. Filed Nov. (5.

B WRAR-AM-FM Tappahannock, Va. (AM: 1000 khz;
500 kw-D; FM: 105.5 mhz: 3 kw; HAAT: 300 fi.}—Seeks
assignment of license from Rappahannock Broadcasting
Corp. to Rappahannock Communications Inc. for $595.080,
comprising $20,520 cash and remainder note. Seller is
owned by George C. Clanton. who has no other broadcast
interests. Buyer is owned by Danny C. Wadsworth (65%),
and his brother, Linwood (35%). Danny is general manager
and Linwood is sales manager of station. Filed Nov. 9.

B WZTT(AM) Rhinclander. Wis.—Seeks assignment of
license from Rhinelander Broadcasting Corp. 10 Stewards of
Sound Inc. for $10.000. comprising $2.000 cash and re-
mainder note. Seller is owned by Donald Rabbitt. It also
owns WFON(FM) Fond Du Lac, Wis.. and has interest in
KRIT(FM) Clarion, lowa. Buyer is owned by Warren D.
Seward (51%) and his wife. Mabel (49%). It also owns
WWIB(FM) Ladysmith and WOGO(AM) Hallie. both Wis-
consin. Filed Nov. 13.

B *KYVE-TV Yakima, Wash. (ch. 47; 550 kw vis.; 55 kw
aur.; HAAT: 920 ft.; ant. height above ground: 137 ft.}—
Seeks assignment of license from Yakima School District
No. 7 to Central Washington Association for Public Tele-
communications for $150.000 cash. Seller is nonprofit cor-
poration headed by Don Schussler. It has no other broadcast
interests. Buyer is nonprofit corporation headed by Virginia
Hislop. chairman. One member. Eugene Shields, has inter-
est in KMTR-TV Eugene, Ore. Filed Nov. 9.

Actions

B WFMV(FM) Blairstown, N.J. (106.3 mhz; 3 kw,
HAAT: 860 ft.}—Granted assignment of license from Park V
Broadcasting to Clearview Broadcasting Corp. for $620.000
cash. Seller is principally owned by Joseph P. Sherikjian and
Dennis Freely. They have no other broadcast interests. Buyer
is owned by William Froelich, Sanford B. Potters. Frederick
K. Brown. Wayne Blasi., Jere F. Dufett (16.66% each) and
Sidney Mandelbaum (8.33%}. They have no other broadcast
interests. Action Nov. 6.

B WNYR(AM)-WEZO(FM) Rochester, N.Y. (AM: 990
khz; 1 kw-D; 250 w-N; FM: 101.3 mhz; 27 kw; HAAT: 640
ft.)—Granted assignment of license from Malrit¢ Communi-
cations Group Inc. to Grace Broadcasting of Rochester In¢.
for $7.359.000 cash. Seller is publicly traded, Cleveland-
based station group of five AM’s, six FM's and four TV's.
Buyer is owned by Harvey Grace, and Siedman. Jackson &
Fisher. Chicago-based investment capitol firm. They also
own WOOD-AM-FM Grand Rapids, Mich., and have inter-
est in KDON-AM-FM Salinas. Calif. Action Nov. 9.

B WHLO(AM) Akron. Ohio (640 khz; | kw-D; 500 w-
N)—Granted assignment of license from Susquehanna
Broadcasting Co. to Trans World Broadcasting Co. for
$600,000 cash. Seller is York. Pa.-based station group of
five AM's and seven FM's headed by Louis J. Appell. presi-

dent. Buyer is owned by Xeneophon Zapis (75%), William
Lemmon (12.5%) and William M. O'Neil (12.5%). Action
Nov. 9.

®  WETB(AM) Johnson City. Tenn. (790 khz; 5 kw-D)'—
Granted assignment of license from Press Inc. w0 Mountain
Signals Inc. for $325.000, comprising $200,000 cash and
remainder note. Selier is headed by Carl A. Jones, president.
1t has no other broadeast interests. Buyer is owned by Paul S.
Gobble Jr. (65%) and Robert H. Morrison (35%). Gobble,
and his sister. Frances G. Atkinson, own WMCT(AM)
Mountain City, Tenn., where Morrison is also chief engineer.
Action Nov. 9.

= WODI(AM) Brookneal. Va. (1230 khz; | _kw-D: 250 w-
N)—Granted assignment of license from Multi-Country Me-
dia Inc. 10 Solocom Inc. for $114,000, comprising $31,253
cash. and remainder note. Seller is owned by Alan L. Soper,
who also owns WYDK(AM) Yadkinville. N.C. Buyer is
owned by Digby Solomon (95%) and Ronald Solomon (5%_).
They are sons of Digby Anglin Solomon, who has interest in
WIMA-AM-FM Orange, Va. Action Nov. 9.

New Stations

Actions
AM

m  Leeds, Ala.—Granted app. of SE/USA Broadcasting for
1030 khz; 10 kw-D; 1 kw-N. Address: Route 2, Box 11,
Oakway Circle. Greenville, S.C. 29607. Principal is equally
owned by William E. Garrison. Louis R. du Triel and Ronald
D. Rackley. Action Nov. 9.

FM's
® *Notre Dame. Ind.—Dismissed app. of Voice of the
Fighting Irish for 89.3 mhz; .3 kw; HAAT: 84 ft. Address:

LaFortune Student Center. Notre Dame. Ind. 46556. Action
Nov. 7.

®m  Emporia, Kan.—Granted app of Gregory R. Steckline
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for 101.7 mhz; 3 kw; HAAT: 300 fi. Address: Route 1, Box
94A, Garden Plains, Kan. §7050. Action Sept. 27.

m  *Lebanon, Mo.—Granted app. of Lebanon Educational
Hrsadcasting Foundation for 89.9 mhz; .383 kw; HAAT: 158
ft. Address: 844 ' A’ Park Manor, 65536. Principal is charita-
ble trust headed by Warren Smith, Eugene Smith and Vernie
Smith. Action Nov. 8.

B Salamanca, N.Y.—Returned app. for Odessa Communi-
cations for 101.3 mhz; 3 kw; HAAT: 1,594 ft. Address: 4295
Winston Dr., Beaumont, Tex. 77700. Action Nov. 8.

& *Youngstown, Ohio—Returned app. of Family Stations
Inc. for 91.7 mhz; 3 kw; HAAT: 300 fi. Address: 290 Hegen-
berger Rd., Oakland, Calif. 94621. Action Nov. 7.

8 Coudersport, Pa.—Granted app. of Farm and Home
Broadcasting for 96.7 mhz; .473 kw; HAAT: 665 ft. Ad-
dress: 9 South Main St., 16915, Principal is station group of
five AM’s and five FM's owned by Cary H. Simpson (68%)
and 10 others. Action Oct. 24.

®  Bastrop, Tex.—Granted app. of Longcrier Communica-
tions Inc. for 107.1 mhz; 3 kw; HAAT: 300 ft. Address: 8118
Raintree Pl., Austin, Tex. 78759. Principal is owned by
H.L. Longcrier Jr. and family. It also owns KELG(AM)
Elgin and KZEU(FM) Victoria, both Texas. Action Nov. 8.

®  Bastrop, Tex.—Dismissed app. of Sidney Eugene Tur-
ney for 107.1 mhz; 3 kw; HAAT: 235 ft. Address: Box 309,
Bumnet, Tex. 78611. Action Nov. 8.

TV's
8  Miami—Dismissed app. of Rene A. Lopez for ch. 35;
ERP vis. 5,000 kw; aur. 500 kw; HAAT: 1,015 ft.; ant height

above ground: 1,018 ft. Address: 365 NE 116 St., 33161.
Action Nov. 9.

Services

FCC DATA BASE

dataworld

AM * FM » TV » LPTV » MDS
1302 18th St._N.W Suite 502
Washington, D.C. 20036
(202) 296-4790 800-368-5754

301-731-5677 Comprars

Brosgcasy Fociniy

Desegn & 1av1g11a0i0R

sysiems Ltd

7515 Annapolis Roso Sude &1
Hyallyailly Matylang 20784

BROADCAST DATA SERVICES
Computerized Broadcast Service
Including
Data Base/Allocation Studies
Terrain Profiles
A Div. of Moffer, Larson & Jahnson, PC
(703) 841.0282

HORIZON INTERNATIONAL
‘ Brosdcast Implemanistion Engineering

8ol & Yideo Feciiity Design 4 Insteiletion
Systems Evalustions & Critiques

Emergency Service & Suppon
3837 E. Wier Ave., Sulie 1, Phx., AZ 15040

502—437-3800

® Block Island, R.I.—Dismissed app. of John J. Fuller
and Jerrel E. Kautz for ch. 69; ERP vis. 5,000 kw; aur. 500
kw;, HAAT: 387 ft.; ant. height above ground: 483 f1. Ad-

Facilities Changes

Applications

AM’s

Tendered

® KTEK (1110 khz) Alvin, Tex.—Seeks CP to increase pow-
erto 2.5 kw and make changes in ant. sys. App. Nov. 14.
8 KRIZ (1420 khz) Renton, Wash.—Seeks CP to increase
power to | kw and make changes in ant. sys. App. Nov. 14,

Accepled

8 WLTH (1370 khz) Gary, Ind. —Seeks mod. of lic. 10 oper-
ate by remote control. App. Nowv. 13,

FM’s
Accepted

® KBEE-FM (103.3 mhz) Modesto, Calif. —Seeks CP to
install aux. sys.; change TL; change ERP to 3.41 kw, and
change HAAT to 59 fi. App. Nowv. 15.

8 KOCM (103. 1 mhz) Newport Beach, Calif. —Seeks CPto
change ERP 10 2.57 kw and change HAAT 1o 322 ft. App.
Nowv. 16.

@ KBEE-FM (97.1 mhz) Visalia, Calif.—Seeks CP 10

AERONAUTICAL CONSULTANTS
TOWER LOCATION/HEIGHT STUDIES
FAA NEGOTIATIONS

JOHN CHEVALIER, JR
AVIATION SYSTEMS, INC.

2B441 HIGHRIOGE R S1E 21
ROLLING HiLLS ESTATES CA 90274
(213)377-3449

SOUTHERN
BROADCAST SERVICES
COMPLETE TURNKEY SYSTEMS
STUDIOS TRANSMITTERS
TOWERS ANTENNAS
Full Rigging & Erection Services
Custom Electronics Design & Installation
PO Boa 740 Alabaster A1 35007
{205) 663 3709

\ }SE“
C A“EI}E TTERS

CALL LETTER SYSTEMS
PO Box 12401

Jackson, MS 19211

16011 981.3222

NEW!

102 MUSIC BEDS
# Complete Buy-Out—$§299 00
® Recorded in 1984

215-345-TUNE

RADIOTEL OF AMERICA
Specialize in preparing
CELLULAR and FM
license applications,

11300 Rockville Pike ® Suite 903
Rockville, Maryland 20852
(301) 231-8770
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change ERP 1023 kw and change HAAT 10682 fi. App. Nov.
16.

8 WLJE (105.5 mhz) Valparaiso, Ind.—Seeks CPtochange
ERP to I kw. App. Nov. 15.

® *KFGQ-FM (99.3 mhz) Boone, lowa—Seeks CP to
change ERP to 2.55 kw. App. Nov. 16.

# *KUNI (90.9 mhz) Cedar Rapids, lowa—Seeks mod. of
lic. to install new transmission sys. App. Nov. 15.

8 WHRZ (97.7 mhz) Providence, Ky.—Seeks CP to change
HAAT to 328 ft. App. Nov. 16.

u *KDAQ (89.9 mhz) Shreveport, La.—Seeks CP to make
changes in ant. sys. App. Nov. 16.

8 *WMED (98.7 mhz) Calais, Me.—Seeks CP to change
SL to campus of Bangor Community College, Bangor, Me.
App. Nov. 16.

® WBLM (107.5 mhz) Lewiston, Me.—Seeks mod. of lic.
to install new transmission sys. App. Nov. 13,

® *WMEM (106.1 mhz) Presque Isle, Me.—Seeks CP 10
change SL. App. Nov. 16.

® *WMEW (91.3 mhz) Waterville, Me.—Seeks CP to
change SL. App. Nov. 16.

8 WHMP-FM (99.3 mhz) Northampton, Mass.—Seeks CP
to change ERP to 2.4 kw and change HAAT to 360. 144 fi.
App. Now. 15.

#® WKIR-FM (92.9 mhz) Caditlac, Mich.—Seeks CP to
change HAAT to 1,020 ft. App. Nov. 16.

® WLHT-FM (95.7 mhz) Grand Rapids, Mich.—Seeks CP
to install aux. sys.; change TL; change ERP to 50 kw, and
change HAAT 1o 311.6 ft. App. Nov. 16.

8 WLHT-FM (95.7 mhz) Grand Rapids, Mich.—Seeks CP
1o operate formerly authorized facilities aux. App. Nov. 13.
® KEZZ (94.3 mhz) Aitkin, Minn.—Seeks CP to change
HAAT to 328 ft. App. Nov. 16.

® New (95.1 mhz) Bozeman, Mont.—Seeks CP to change
TL and change HAAT to 220 ft. App. Nov. 15.

® KKEI (103.1 mhz) Imperial. Neb.—Seeks CP to change
TL and change HAAT to 208 ft. App. Nov. 16.

® WHTZ (100.3 mhz) Newark, N.J.—Seeks CP to install
aux. sys.; change ERP to 7 kw, and change HAAT to 1,240
ft. App. Nov. 16.

® WBAB-FM (102.3 mhz) Babylon, N.Y.—Seeks CP to
change HAAT to 269 ft. App. Nov. 14,

® WIMT (102.1 mhz) Lima. Ohio—Seeks CP 1o change
ERP to 11 kw and change HAAT to 323 ft. App. Nov. 14.

® WKBN-FM (98.9 mhz) Youngstown, Ohio—Seeks CP to
change ERP to 5.9 kw. App. Nov. 15.

8 KINK (101.9 mhz) Portland, Ore.—Seeks CP to change
HAAT 1o 1,674 ft. and make changes in ant. sys. App. Nov.
16.

® *KRSD (88.1 mhz) Sioux Falls, S.D.—Seeks CP to
change ERP to 1.26 kw: change HAAT to 183 ft., and make
changes in ant. sys. App. Nov. 16.

B *WEVL (89.9 mhz) Memphis, Tenn.—Seeks CP to
change ERP 10 12.59 kw; change HAAT to 245 ft., and
change to non-DA. App. Nov. 16.

B KZFM (95.5 mhz) Corpus Christi, Tex.—Seeks CP to
change HAAT 1o 951.5 ft. App. Nov. 16,

® *KOEM (88.3 mhz) Mesquite, Tex.—Seeks CP to change
HAAT to 237 ft. App. Nov. 15.

® KBUC-FM (107.5 mhz) San Antonio, Tex.—Seeks CP to
operate formerly authorized facilities as aux. App. Nov. 15.

® KBRD (103.7 mhz) Takoma, Wash.—Seeks CP to install
aux. §ys.; change ERP to 10 kw, and change HAAT 1o
547.46 ft. App. Nov. 16.

8 WKLC (105.1 mhz) St. Albans, W. Va.—Seeks mod. of
lic. to install new transmission sys. App. Nov. 15.

8 KRQU (102.9 mhz) Laramie, Wyo.—Seeks CP to change
ERP to 100 kw; change HAAT to 1,220 ft., and make
chariges in ant. sys. App. Nov. 16.

Actions
AM's
® WHBB (1490 khz) Selma, Ala.—Granted app. to make

changes in ant. sys. and change TL. Action Nov. 9.

® WPCK (1290 khz) West Palm Beach, Fla.—Granted app.
to make changes in ant. sys. Action Nov. 5.

B8 KFGQ (1260 khz) Boone, lowa—Granted app. to operate
transmitter by remote control. Action Nov. 5.
8 WDGY (1130 khz} Minneapolis—Granted app. to operate
transmitter by remote control. Action Nov. 5.

® WZKY (1580 khz) Albemarle, N.C.—Granted app. to
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increase power 1o 1 kw. Action Nov. 9.

% WARR (1520 khz) Warrenton. N.C.—Granted app. 1o
Increase power to 5 kw. Action Nov. 3.

® WKGM (940 khz) Smithfield. Va.—Granted app. to add
might service with 5 kw and install DA-2. Action Now. 13.

FM's

& KITS-FM (105.3 mhz) Pleasant Hill. Calif.—Granied
app. to change TL. Action Nov. 13,

® KBRQ-FM (105. | mhz) Denver—Denicd app. to change
TL: change HAAT to 1.117 ft.. and make changes in ant.
sys. Action Nov. 5.

B WQYK-FM (99.5 mhz) St. Petersburg. Fla.—Returned
app. to change TL. Action Nov. 8.

8 *WMNF (88.5 mhz) Tampa. Fla.—Accepted for filing
app. to change ERP to 100 kw and make changes in ant. sys.
Action Nov. 8.

® *WRAF (90.0 mhz) Toccoa Falls. Ga.—Granted app. 1o
make changes in ant. sys. Action Nov. 5.

® *WRRG (88.9 mhz) River Grove. I1l.—Dismissed app. to
correct geographical coordinates. Action Nov. 1.

& KMAJ (107.7 mhz) Topeka. Kan.—Dismissed app. to
change TL: change HAAT to 1.214.4 ft.. and make changes
in ant. sys. Action Nov. 5.

W KLUC (98.5 mhz) Las Vegas—Granted app. to change
TL: change ERP 1o 100 kw: change HAAT 10 1.195 ft.. and
make changes in ant. sys. Action Nov. 2.

8 WYKZ (98.7 mhz) Beaufort. S.C.—Dismissed app. to
change TL and make changes in ant. sys. Action Nov. 13.

TV's

8 WITC (ch. 44) Pensacola. Fla.—Granted app. 1o change
ERP 10 vis. 3.289 kw. aur. 328.9 kw and change HAAT to
1.493.2 ft. Action Nov. 9.

® WTJR (ch. 16) Quincy. IIl.—Granted app. to change
HAAT to 994.45 ft. and change TL. Action Nov, 2.

® *WHCF (88.5 mhz) Bangor. Me.—Granted app. to
change TL: change ERP 1o 100 kw; change HAAT 10 1,601
ft.. and make changes in ant. sys. Action Nov. 9.

8 WTZA (ch. 62) Kingston. N.Y.—Granted app. to change
ERP 1o vis. 3.310 kw. aur. 331 kw: change HAAT to 1.930
ft.. and make changes in ant. sys. Action Nov. 5.

In Contest

The review board made the following decision.

Sparks. Nev. (Pepper Schultz and Comstock Broadcasters
Inc.) FM Proceeding. Rescheduled oral argument for Dec.
12 instead of Nov. 30. By letter. Nov. 5.

ALJ Joseph Chachikin made ihe foliowing decisions.

Calumet. Mich. (Hometown Television Inc.) TV Proceed-
ing. Granted motion for summary decision by Hometown
and resolved air hazard issuve in its favor. Granted Home-
town's app. for a new TV station on ch. 5 at Calumet. By
summary decision. Nov. 6.

Doylestown. Pa. (Central Bucks Broadcasting Co., et al.)
AM Proceeding. Granted motion for summary decision by
Housatonic Valley Broadcasting Co. and resolved air hazard
issue in its favor. By MO&O. Nov. 5.

*Amarille. Tex. (Family Media Inc. and Amarillo Junior
College District) TV Proceeding. Granted motion for sum-
mary decision by Family and resolved main studio issue in
its favor. By MO&O. Nov. 7.

Lubbock, Tex. (Jerrico Broadcasting Inc.. et al.) FM Pro-
ceeding. Granted motion by Barton Broadcasting Co. and
dismissed apps. of Jeffico Broadcasting and Lela M. Officer
with prejudice. By MO&O. Novw. 2.

ALJ John M. Frysiak made the following decisions

Jamestown, N.Y. (Retherford Publications Inc. and James-
town TV Associates) TV Proceeding. Granted motion by
Jamestown and dismissed Retherford's app. with prejudice;
granted Jamestown's app. for anew TV station at Jamestown
and terminated proceeding. By MO&Q, Nov. 5.

Rotterdam. N.Y. (Women's Coalition for Better Broadcast-
ing, et al.) FM Proceeding. By separate orders: granted
motion for summary decision by MRLI Enterprises and re-
solved air hazard issue in its favor, granted joint request for
settlement agreement; dismissed apps. of Women's and John

D. and Terri A. Flanders with prejudice; granted MRLI's
app. for a new FM station at Rotterdam, and terminated
proceeding. By MO&O, Nov. 5.

ALJ Byron E. Harrison made the foliowing decisions:

Roswell. N.M. (KCBD Associates, et al.) TV Proceeding.
Granted motion for summary decision by Western Sun
Broadcasting Co. and resolved air hazard issue in its favor.
By order. Oct. 31.

Lake Dallas, Tex. (Womens Media Investors of Dallas Lid.
and Opal Thomton) TV Proceeding. Granted motion for
summary decision by Opal Thomnton and resolved air hazard
decision in her favor. By order. Oct. 31.

ALJ Edward J. Kuhimann made the following decision

Homestead, Fla. (Gold Coast Broadcasting Corp.. et al.)
FM Proceeding. Granted motion for summary decision by
Radio South Dade Inc. and resolved air hazard issue in its
favor, dismissed app. of LatineAmerican Broadcasting
Corp. with prejudice for failure to prosecute. By MO&O,
Now. 5.

ALJ Eaward Luton made the iolfowing decision:

Colonial Beach. Va. {Colonial Beach Broadcasting Inc. and
Richey D. Adams, ¢t al.) FM Proceeding. Granted joint
request for settlement: dismissed Adam's app. with preju-
dice: granted Colonial's app. for a new FM station at Colo-
nial Beach. and terminated proceeding. By MO&O. Nov. 5.

ALJ Waiter C. Miller made the following decision

El Paso and Clint. Tex. (Fina Broadcast House Corp.. et al.)
AM Proceeding. Granted joint request by Fina. El Paso
Radio Corp., and El Paso County Broadcasting Co. for set-
tlement agreement to merge El Paso Radio and E1 Paso Coun-
ty into EI Paso Hispanic Broadcasting Co.: dismissed apps.
of Fina and El Paso County with prejudice; conditionally
granted El Paso Hispanic Broadcasting Co. s app. for a new
AM station at El Paso. and terminated proceeding. By
MO&O. Oct. 31.

ALJ Joseph Stiemer made the following decision-

Amarillo. Tex. {Westwind Broadcasting. et al.) FM Proceed-
ing. Granted joint requests by all applicants for settlement
agreements; dismissed apps. of Logos Communications
Corp.. Rolling Plains Broadcasting Corp.. Charles B. Coo-
per and Donald R. DePriest. Joint Venturers, Sugartime. and
Golden Spread Communications with prejudice: granted
Westwind's app. for a new FM station at Amarillo. and
terminated proceeding. By MO&O. Nov. |.

Summary of broadcasting
as of September 30, 1984

Service On Air  CP's Total*
Commercial AM 4754 170 4924
Commercial FM 3.658 418 4076
Educational FM 1,165 173 1,338

Total Radio 9.577 761 10.338
FM translators 786 444 1.233
Commerciat VHF TV 535 26 561
Commercial UHF TV 358 252 610
Educational VHF TV 114 2 16
Educational UHF TV 173 31 204

Total TV 1180 311 1,491
VHF LPTV 202 74 276
UHF LPTV 102 132 234

Total LPTV 295 210 505
VHF translators 2.869 186 3.055
UHF transiators 1.921 295 2.216
ITFS 250 14 364
Low-power auxiliary 824 0 824
TV auxiliaries 7,430 205 7.635
UHF translator/boosters 6 Q 6
Experimantal TV 3 5 8
Remote pickup 12.338 53 12,391
Aural STL & intercity relay 2,836 166 3.002
* Includes off-air licenses.

Broadcasting Nov 26 1984
an

ALJ James F. Tiernay made the loliowing decisions:

Duluth, Minn. (Haynes Communications Co. and Duluth
Media) TV Proceeding. Granted joint request for settlement
agreement; dismissed Haynes™ app. with prejudice; granted
Duluth’s app. for a new TV station at Duluth. and terminated
proceeding. By MO&Q. Nov. 5.

Klamath Falls. Ore. (Telecrafter Corp. and Raleigh Micro-
wave Communications) MDS Proceeding. Granted motion
for joint request for settlement agreement; dismissed Tele-
crafter’s app. with prejudice: granted Raleigh's app. for a
new MDS station at Klamath Falls. and terminated proceed-
ing. By MO&O, Nov. 2.

Call Letters
Applications
Cail Sought by
New FM
KXOQ Foster Broadcasting. Poplar Bluff. Mo
Existing AM
wUEZ WwJZ Emmet Broadcasting Co of Flonda
Inc . Sanford. Fla
Existing TV
KYVE KYVE-TV Central Washington Associatien for
Public Telecommunications Yakima Wash
Grants
Call Assigned (o
New AM’s
WGGD Champlain Racio. Champlain N Y
WSSP Ctancy & Stork Communications Inc
Sprngville. N Y
New FM
‘KCEB Casper Educational Broadcasting. Casper.
Wyo.
New TV
WETG Garnon University Broadcasting Inc . Ene.
Pa
Existing AM's
KISS KPRZ Eleven Fitty Corp . Los Angeles
WFXI WVS| US Two Broadcasting Corp . Jupiter.
Fla
KBBK KAYT Iniand Broadcast Co Rupert. Idaho
WHHT WKSD Fust Orangeburg Investment Corp
QOrangeburg. SC
KORCQ KWKC Adams-Shelton Communications.
Abilene, Tex
WFNR WNRB New River Broadcasting Corp . Chris-
tiansburg. Va
Existing FM's
KISS-FM KIS Eleven Frity Corp . Los Angeles
KWHO KSQU Florence M Gaskey Weed, Calf
WKTQ WVSI-FM U S Three Broadcasting Corp
Jupiter, Fla
WRBZ.-FM WRTL-FM Capitol Commumications of lllinois
Inc.. Rantoul, 1li
KSPG-FM KSPG KIKZ Inc . El Dorado Kan
KORQ-FM KORQ Adams-Sheiton Communications.
Abilene. Tex.
KCCG-FM KIKZ-FM Tnple R. Broadcasting Inc . Semi-
nole, Tex
KYCN-FM KWEP Pioneer Broadcasting Inc . Wheat-

land. Wyo



Classified Advertising

See last page of Classified Section for rates,
closing dates, box numbers and other details.

RADIO

HELP WANTED MANAGEMENT

Major Inspiratlonal statlon, Southwest, seeking ag-
gressive manager. Background in Spot sales a must.
Previous management experience not required, but
preferred. Major Sunbelt opportunity. Send full resume
and written particulars to Box A-9. All replies held in
strictest confidence.

GrowIng broadcast group offers exceltent opportuni-
ty for sales-oriented manager and strong local sales
manager, medium-sized Southwest markets. Resume
to Box A-10.

General manager. Person with strong sales record.
New class A FM station, small Missouri market. Ex-
panding 3-station group. Start now. Great opportunity
for aggressive, results-oriented person. Resume 1o 60
West 4th Street, St. Paul, MN 55102+

Plttsburgh GSM. Unique opportunity with fast growing
group at newly purchased FM. We needtalented, quali-
fied, hardworking GSM to hire, train, motivate staff.
Knockout format to debut soon. Your chance to get in
on ground floor! Knowledge of market helpful. Oppor-
tunity for advancement and equity participation possi-
ble for right person. Resumes only to S. Godoisky, c/o
WYLF, 213 W Commercial St., E. Rochester, NY 14445,
EOCE.

Manage our four person sales staff & with anticipated
acquisition, you can become station manager within a
year. Suburban market, Southwest. For details, call
after 6 PM MST, 505—864-7496.

HELP WANTED SALES

Florida coast. 350,000 metro. 3 yrs. fulltime radio
sales. Class C FM. Consistently top ratings. Begin at no
drop in current income. Personal interview at station
expense. EOE. Resume (in strict confidence) to Box 2-
137.

Lansing, Michlgan - Christian station needs sales
manager. Radio sales experience a must. Salary, com-
mission & expenses. Great opportunity for right per-
son. Fred Jacob, 615—521-6220. EOE.

Southwestern Ohlo group owned station has two es-
tablished five-figure lists available. We're a profession-
al sales operalion; clean, pleasant community. Ideal for
small market winner ready to move up ladder. Commis-
sion vs. negotiable draw, benefits. Experienced radio
salespeople only. Send resume/billing track record to
Box A-82.

Selling sales manager. Small market AM/FM. Will con-
sider top salesperson seeking first management chal-
lenge. Salary plus commission. Resume to WCDO/
WSID, 75 Main St., Sidney, NY 13838,

Sales manager. Midwest medium market class B FM
seeking exciting individual. Lead 4-person sales staff.
Ability and performance will set your reward level. Write
Box A-110.

HELP WANTED ANNOUNCERS

Sunbeit. Fiorida Gulf Coast. CHR-all hits format needs
to fill positions of team-oriented program director and
all air shifts. Resume, tape, checkable references, sala-
ry history in first letter please to Box 459, Columbia, MO
65201.

Houston’s best contemporary Christian station needs
afternoon person and morning news anchor pronto!
T&R: Gem O'Brien, KGOL-FM, 8500-A Kirby Dr., Hous-
ton. TX 77054,

Great morning perscn leaving our Long Island station
for national TV. Need outstanding, malure, exper-
ienced replacement. Adult format. Send tape/resume
10 WLIM, Woodside Ave., Patchogue, NY 11772. EOE.

Major statlon, top 5 market, seeks morning person.
Morning experience required. Resumes only to Box A-
120. AA/EOE.

Mature volces needed. 50,000-watt FM easy listening
station, Cape Cod. Tapes/resumes to Kevin Casey. 278
South Sea Ave., West Yarmouth, MA 02673, Salary com-
mensurate with experience. Health and med benefits
provided. EOE.

HELP WANTED TECHNICAL

Immedlate opening: large diversified media corpora-
tion seeks skilled chief engineer for Las' Vegas power
combo. Beautiful, new, well-equipped facility. Call Jim
Austin, 702—386-5748. Equal opportunity employer.

Chlet englneer. South Florida class C FM/directional
AM. Expanding broadcast group seeks hands-on chief
engineer. Opportunity to become corporate chief of
engineering. Experience with directional AMs a must.
Contact Rick Peters, 305—581-1580, or send resume
to TK Communications, 3000 SW 60 Avenue, Fort Lau-
derdale, FL 33314, Equal opportunity/affirmative action
employer.

FM broadcast engineer for Juneau, Alaskas public
radio slation. Candidate must be experienced inmain-
tenancefinstallation techniques of stereo origination fa-
cility, including transmitter, miCrowave, audio translator,
satellite technology. Opportunity to gain maintenance
experience with State-of-the-art public television sta-
tion. Position salaried; excellent benefits package in-
cluding retirement plan. Supervised by assistant chief
engineer. Send resume/references to Chiet Engineer,
KTOO-FM, 224 4th Street, Juneau, AK 99801. KTOO is
an EOE. Position open until filled.

Chief engineer. Daytime AM/Class B FM. Must have
studio/transmilter experience. Resume to Ernie Winn,
WIQB.P.O. Box 8605, Ann Arbor, Ml 48107. EOE.

Assistant chief englneer. Major group-owned FM.
Boston. We're looking for motivated self-starter who
has strong background in studio/transmitter mainte-
nance and design, as well as ability to communicate
and supervise. Resume 10 Box A-125. EOE.

Chief englneer. University 100KW FM station, top 40
market. Salary depending on qualifications. Excellent
benefits. 1st class license or SBC & experience as
chief engineer preferred. Must be able to design, in-
stall, maintain two transmitters for studios and satellite
downlink. Before December 14, 1984, send resume,
transcripts or copies of certification, three letters of
recommendation to Joyce Mounce, Personnel, Central
State University, Edmond, OK 73034.

wilmington's best AM-FM facilities need your exper-
ienced care. Let's talk about your needs. Operations
Manager, WAA/WGN!, 919—763-6511. EQE.

HELP WANTED NEWS

Lima, Ohio area adult contemporary FM needs exper-
ienced, mature morning DJ. Tape & resume to John
Bulmer, WAXC, PO Box 146, Wapakoneta, OH 45895,
WAXC, an equal opportunity employer.

AM/FM Midwestern combo, market of 150,000, seeks
experienced news/sports director. Full compensation
package. Tape. resume, references: Lance Armer, 11
W 22, Hutchinson, KS 67554.

Talk pro needed. Top 10 mkt. news/talk station seeks
experienced, saleable, opinionated talk host who can
be heavy & light. Don't send your resume first unless
you have airchecks (which we'll request later) & ratings
success to backup your talk experience. EOE/MF. Re-
sumes only to Box A-97.

WHBC needs creative, mature, Conversational air per-
sonality. Talk show interest a plus. 3 years’ experience
preferred. Box 9917, Canton, OH 44711, EOE. Minor-
ities encouraged.

Newsperson. Full service AM/FM combg, small resont
market. Old established station, new facility News
counts here! Tape/resume/references to Chris Coffin,
WVOS, PO Box 150, Liberty, NY 12754,

News director. Small Midwest market. Aggressive
self-starter with nose for news. Experienced in re-
searching, writing, actuality gathering, on-air presenta-
tion. Tape, resume, salary requirements to Chuck Van
Cure, WLOI/WCOE, LaPorte, IN 46350, 219—362-
5290.

Central Florida’s premier suburban radio station form-
ing full service news department. We're looking for dy-
namic news director who truly knows meaning of the
word "local”. Tand R to WUEZ, 1516 East Celery, San-
ford, FL 32771. EOE, M/F.

HELP WANTED PROGRAMING
PRODUCTION AND OTHERS

Sports PBP/programming - WPOK/WJEZ seeks pro-
fessional, minimum five years experience. Resume/
tape to WPOK, 315 N. Mill, Pontiac, IL 61764.

Major Long Island, New York, radio station seeks
qualified production/engineer with creative input and
ability to work directly with talent and clients on com-
mercials and PSAs. Resume to Program Director.
WHLIMWKJY, 384 Clinton St., Hempstead, NY 11550.
EOQE-M/F.

Midwest traditional FM country station seeks take-
charge person. Management, writing, production, air
work. Experience required. Resume to Box A-116.

Associate producer (remote production). Duo-public
radio station operation. Perorms field mixing/record-
ing {primarily music) and studio post-production. Re-
quires experience, demonstrated skills in field produc-
tion. $10,920. Submit resume/non-returnable audition
tape (with relevant mixing and announcing examples)
to Administrative Office. Louisville Free Public Library,
Fourth & York Streets, Louisville, KY 40203, no later
than 4:30 PM 12/7/84.

Production manager. AM/FM ABC atfiliate knows how
valuable you really are. Work directly with VP and sales
coordinator. Aggressive high energy sales force needs
someone with creativity, common sense, good people
skills. Excellent benefits/salary. Resume 10 Box A-127.

SITUATIONS WANTED MANAGEMENT

Bottom line orlented GM, strong in sales/promotion,
seeks return to Midwest or Northeast small or medium
markel. Excellent track record/references. Box A-90.

General manager. Dedicated professional, 21 years
successful broadcaster. Aggressively consistent in
producing sales/profits. Take charge individual with
strong organizational skills. Experience includes man-
aging all markets. Producer with excellent credentials.
Box A-96.

Major market PD/DJ. Programmed in California, Seat-
tle, Houston. Knows adult contemporary, oldies, CHR,
Christian formats. Will relocate. Now at KGOL, Hous-
ton. Frank Colbourn, 713—797-6500.

Accounting supervisor. Nine years' experience all ac-
counting functions for diverse radio broadcasting &
cable systems corporation. Successfully installed I1BM
computer system for accounting and personnel admin-
istration. BA; 3.0 GPA. Young executive committed to
Broadcast industry. Jim, 313—540-5652.

Experienced general manager has built successiul
small market stations from ground up. Earty thirties,
family, presently employed. Indiana east to Virginia pre-
ferred; others considered. Box A-106.

GM. 30-years radio, all size markets. 15-years GM and
owner. Successful all phases. Need larger market.
Many references. Write Box A-115.

SITUATIONS WANTED ANNOUNCERS

Two years' commercial experience in small market.
Want to move up. Adult, top 40, MOR. Want to be cre-
ative, not just push buttons, Call Dave, anytime, 201—
777-0749.

Employed, small market, lllincis. Looking, available
now. Single. Good production, news. Days, 319—355-
4212, Randy, 309—995-3989.

British DJ, “the swingin’ Scot”, seeking gig inmajor US
market. Edinburgh-London experience. George Scott,
Queensway House, 149 Sussex Gardens, Hyde Park,
London, W.2, England.

Female DJ. Good production, news. Entry level.
Broadcasting graduate. Want Midwest. 319—355-
4212 days, 319—322-9564, Diane. |
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B.J. the DJ returns! 23 yrs' zxperizreze. Soul, top 40.
Seek manager/ops. mgr. 904—622-4713

Announcer/sportscaster, Eight years experience
know rock format. Southern Rockies, West Coast leave
messages. 303—651-1167

I'm a gamer who loves hard work. College grad look-
ing for first break. Exp. in PBP 4 spts. Good production
enjoy working with community. For tape/resume, call
Bill, 313—722-3556. Dont miss this opportunity

SITUATIONS WANTED SALES

Small markets! Experienced salesman/announcer
available now! Air shift plus sales and production my
forte. Dick Moff, 1106 Denver Ave., Dalhart, TX 79022
806—249-6362

SITUATIONS WANTED NEWS

Major market anchor, formerly with KFWB, KFRC,
WNEW. Seeking similar situation. 602—266-9229

Experienced, award-winning newsman, recently
magazine publisher/editor. desires reentry into broad-
casting. Former radio news director. TV anchor. Good
writer, strong interviewer. Seeks station with depth-ori-
ented coverage. Doug Hickok. 400 Brookhaven Ter-
race, Austin, TX 78746; 512—328-0637

SITUATIONS WANTED PROGRAMING,
PRODUCTION, OTHERS

Take charge operations manager interested in mov-
ing up to your team. Responsibilities have included all
departments. Positive staff motivator. College, first
phone, currently employed. Reply Box Z-165

Music producer. Studio producer seeking challenging
position with established music production company
Over 6 yrs.' experience with jingles, TV soundtracks,
music groups. more. Demo & resume available upon
request. Box A-92

TELEVISION

HELP WANTED MANAGEMENT

Position available for dynamic individual with strong
sales and management experience to be CEO of mul-
tistation TV company. Send resume to Box A-30,

Traffic manager - Excellent opportunity for ambitious
person witn good managenal skills to serve as traffic
mgr., top CBS affilliate. CRTexperience a must. Colum-
bine system training preferred. EOE. Resumeto WTVR-
TV, 3301 West Broad St.. Richmond VA 23230.

Promotion/public service director. WTVR-TV seeks
creative person. Direct station's promotion and public
service effort. Experience in TV promotion or advertis-
ing production work a must. Resume to James L. DeS-
chepper. Program-Operations Manager, WTVR-TV,
3301 W. Broad St.. Richmond VA 23230. EOE. M/F.

WTNH-TV, New Haven. needs director of traffic and
sales operations. Person must have minimum of 1 1/2
years' TV traffic and two years of computer experience.
Call Don Gorman, General Sales Manager, 8 Eim
Street. New Haven, CT 06510. 203—784-8888. Equal
opportunity employer.

Operations manager. Require strong commercial,
program news production background. Two years ex-
perience as production, commercial, or operations
manager. or equivalent. Resume by December 10 to
Personnel Director, WRAU-TV, 500 N. Stewart St.
Creve Coeur, IL 61611. EOE.

Promotion manager, Responsible for developing/ex-
eculing campaigns in all media. Twc years promotion
experience or equivaltent. Also need excellent writing
skills, familiarity with production technigues in all me-
dia. Resume/sample of work by December 10 to Per-
sonnel Director, WRAU-TV, 500 N. Stewart St Creve
Coeur, IL 61611, EOQE.

News director. Inspired leader for top-rated. group-
owned, dominant news operation, medium size West-
ern ADI. Ex-news direcltors have made it big in major
markets; now time for someone else’s opportunity. Can-
didate should have college degree. be currently em-
ployed in some television news depariment manage-
ment role. Equal opportunity employer. Send resume to
Box A-126.

General sales mgr, Hands-on manager. San Angelo,
TX. If you demonstrate success in this mkl., will have
opportunity 10 move up with mkt. as general mgr. or
move to top 50 mkis. Excellent salary/benefits; multi-
operator. Resume to PO Box 27208, Houston TX 77027.

HELP WANTED SALES

TV salesperson! Immediate opening. Aggressive NE
small market network affiliate looking for experienced
professional salesperson. Agency and direct calling.
Emphasis on new business development. Excellent
commission structure; ample rewards for perfor-
mance. Resume to Steve Rozov, Local Sales Manager.
WNNE-TV, PO. Box 1310, White River Junction, VT
05001.

TV sales manager. Network affiliate, Mid-Atlantic re-
gion, Experience in nalional/regional business and su-
pervision of local sales staff necessary. Good opportu-
nity to grow with growing company Excellent
compensation/benefit package. Please send resume
to Box A-100. EOE/MF.

General sales manager. KTVN, group owned CBS af-
filiate, Reno, Nevada. Qualifications must include mini-
mum 3 years' local and 2 years national lelevision ex-
perience. Individual must be a good leader, self-starter.
have experience in marketing, pricing. inventory con-
trol. Additionally, this person must show very success-
ful background in sales achievements and present
ideas for new areas for sales development. For all of
this, we offer rewarding career with outstanding growth
station. Resume to Dennis Siewert, General Manager.
KTVN-TV P.O. Box 7220. Reno, NV 89505. Equal oppor-
tunity employer.

Account executive. Strong ABC afiiliate. major South-
east marketl, seeks experienced professional. Previous
broadcast sales experience required, with strong track
record in agency, in development of new direct busi-
ness, and in television vendor support programs. Must
have management potential, be well-versed in re-
search/rating information. Minimum 3 years' television
sales experience required. Send resume 10 Box A-12.
EQE.

HELP WANTED TECHNICAL

Need immediately—transmitter supervisor. Three-sta-
tion Wyoming Network. Must be strong in RF and micro-
wave systems. Experience with Townsend, RCA, Ma-
com a plus. Salary negotiable. Reply in confidence to
Chief Engineer, KCWY-TV, Box 170, Casper, WY 82602.

Engineer. Hands-on chief engineer. Mid-Atlantic UHF
affiliate. Studio/transmitter maintenance experience re-
quired. Salary $27-33.000. commensurate with ability
Fringe benefits. Replies confidential. Equal opportunity
employer. Please reply Box A-56.

Master control switcher. CBS affiliate, Fairbanks.
Alaska. One year's experience, plus references. We're
a small market. but great place to live. Call Kit
Cleworth, 907—452-5121, 11-8 PM, PST KTVF, PO.
Box 950, Fairbanks. AK 99701. EQE.

Electronic systems technician, FCC general license,
four years experience, technical responsibility for oper-
ations maintenance of television, radio station systems,
components. Electronics course of study or two year
degree. Broadband, satellite, ITFS knowledge. studio
production  experience. Bloomsburg  University,
Bloomsburg. PA 17815, Dr. Fradkin. 717—389-1748.
Closing December 18. BU, an AA/EQE.

Sunbelt ETV network, Arkansas, seeking exper-
ienced director of engineering. Administer staff of 28,
operating 5 stations interconnected by microwave and
maintaining operations-production center. Candidates
should have five years' engineering supervisory exper-
ience in TV broadcasting, including goal setting/plan-
ning, personnel management, budget preparalion/
monitoring, equipment specification, evaluation. BS/
EE degree required; MS/EE preferred. Salary: DOE.
Qualified candidates should send letter of application,
resume, three profesional references, salary history by
December 1 to Personnel Director, AETN, Box 1250,
Conway, AR 72032. AETN. an AA/EQE.

Chief engineer. Full power UHF start-up, to sign on in
1985, needs chief engineer now! In Tennessee, Serving
85th market. Write WETO-TV, Box 1074, Greeneville, TN
37744, 615—639-4266.

Maintenance engineer - major Florida post production
facility, with latest digital equipment, has opening for
talented, self-motivated television engineer. Must have
strong maintenance skills, & digital experience. Beauti-
ful facility, friendly atmosphere. Call Bruce Graham,
Chief Engineer, 305—920-0800.

Maintenance technician, Midwest ABC affiliate seek-
ing experienced maintenance person. Service ENG
and studio equipment. Resume/salary requirements in
confidence to Michael Laemers, Vice Pres. of Engi-
neering. WUHQ-TV, PO. Box 1616, Battle Creek. Ml
49016. EOE/M-F

Director engineering.technical administration. VHF
television station, highly competitive top 20 market.
Ideal candidate will possess at least ten years exper-
ience in broadcasting, strong administrative/interper-
sonal skills, extensive knowledge of all technical as-
pects of lelevision stalion operalions, exceptional
ability in long range facilities/capital planning. Equal
opportunity employer. Resume o Box A-14.

HELP WANTED NEWS

Weathercaster, We're situated in delightful mid-sized
market, Northeast, with superior quality of life and
we're accepling applications for weather person. We
want enthusiasm, brightness, imagination, ability to
communicate, and knowledge of weather. Incidentally,
we're in a fascinating weather area, we're a network
affiliate, and we're the leading station in town. Add 10
that our ideal work environment with great people/
good benefits. Applicants should have on-air exper-
ience. Resume, tape, required salary range to Box
65720, Washington, DC 20035. Equal opportunity em-
ployer.

Assistant news director. Excellent editorial skills, ma-
turity of judgement. ability to motivatestrain staff. VHF,
good Texas market. EOE. Resume to Box A-49.

Reporter qualified to handle general news assign-
ments + weekend sports and/or weather reports.
South Texas VHF. EQE. Resume 10 Box A-50.

Sunbelt medium market needs assistant sports direc-
tor. Report three days a week, anchor weekends. Two
years television experience a must. Tape. resume, writ-
ing samples, salary requirements: Terry Care, News
Director, KTNV-TV, 3355 S. Valley View, Las Vegas, NV
89102

News producer. Group owned station, 30s market,
looking for top notch person. Produce state of the art
newscasts. Must be good writer. Not looking for show
stacker. Minimum 3 years experience. Tape/resume 1o
Gary Long, VP/News, KOCO-TV, Box 14555, Oklahoma
City, OK 73113. EOE.

Executive producers & producers needed. Tapes/re-
sumes to Steve Porricelli, Primo People. Inc.. Box 116,
Old Greenwich, CT 06870, 203—637-3653.

South Florida affiliate needs creative news photogra-
pher/editor. 2 years' experience minimum. Top-notch
operation; visual emphasis. Tape/resume to WBBH-TV,
3719 Central Ave., Ft. Myers, FL 33901.

California Oregon Broadcasting Investments, {which
includes radio and television stations in southern Or-
egon and northern California), accepting applications
for news directors. Excellent supervisory experience
and skills necessary. Job inCludes day-to-day “hands-
on” duties. Please send resumes only to California Or-
egon Broadcasting Investments, Inc., PO. Box SM,
Medford. OR 97501, attn: Pat Smultin.

General assignment reporter. Group owned station,
30's market, seeks creative reporter. Live experience
essential. Minimum 2 years experience. Tape/resume
to Gary Long, VP/News, KOCO-TV. Box 14555, Oklaho-
ma City, OK 73113. EOE.

Maintenance engineer. Progressive Florida VHF
seeks experienced engineer. Resume: Chief Eng.,
WJHG, Box 2349, Panama City, FL 32402.

TV maintenance engineer with chief engineering
qualifications. Microwave and translator systems ex-
perience required. Reply to Weldon Paulsen, DOE,
MTN, Box 2557, Billings. MT 59103.

Anchor/reporter, 100 + market seeks experienced
anchor-reporter. We're losing a good one; you must be
of equal ability Resume/salary requirements to Box A-
107. EOE.

Photographer/editor. 100 + market wants someone
who already knows the ropes. Resume/salary require-
ments to Box A-108. EOE.
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News producer: competitive news department has
opening for qualified news producer, minimum 2 years'
experience. Responsible for ediling copy and organiz-
ing daily 1/2 hour newscast M-F/ 1:30 PM. - 11:00 PM.
Creative writing/journalism skills musts. Soon-to-be top
50 market, in Southwest. Salary commensurate with
experience. Resume to Box A-119.

Smail Sunbelt market seeks news director/anchor.
Top-rated newscast. Female & minorily encouraged.
Resume only 1o Box A-121. ECE.

Assignment editor. Must be experienced. Will consid-
er assistant ready to move up. Minimum one year as-
signment experience. No beginners. Nol interested in
frustrated reporters. Small Northwest market. Contact
John Doyle, KVAL-TV, PO. Box 1313. Eugene. OR
97440. Resume and complete information. Sample
tape helpful. No phone calls. Equal opportunity em-
ployer.

HELP WANTED PROGRAMING
PRODUCTION & OTHERS

Promotion managers, assistants, writer/producers.
Six large markets. Send resume/reel. VP Promotion,
Gannelt Broadcasting Group. 1611 W. Peachtree St..
Allanta, GA 30309,

Sunbelt program manager. Exciting opportunity for
income-generaling person with mid-market exper-
ience, excellent people skills, creativity, real manage-
ment ability. Resume/salary requirements to Personnel
Manager, WPEC-TV12, Fairfield Drive, West Palm
Beach, fL 33407. EOE. M/F.

Producer/director/videographer - Top 60 CBS affiliate
seeks creative person. Shool, edit & direct station pro-
moticns/commercials. Minimum 2 years experience.
Resumenape: Jack Rowley, Production Manager,
WTVR-TV, 330t W. Broad St.. Richmond, VA 23230.
EOE.M/F. No phone calls.

Fulltime TV speciallst. Plan/produce/budget audio.
videc material for commercials/industrials. Generate
ideas, research, plan media outlets and budgets. 6
monlhs' professional experience. BA in communica-
tion, visual arts required. $11.50/hr. Send this ad and
resume to Job #2-14121, Box 15102, Los Angeles, CA
90013. Reply within 10 days.

Film colorist: experienced person only Major mid At-
lantic teleproduction facility adding a film to tape room.
Resume lo Hal Lipman, E. J. Stewan, inc.. 525 Mildred
Avenue, Primos, PA 19018. EQOE/M-F.

Instructional television producer (information offi-
cer). Produce instructional programs for KUSD-TV and
South Dakota Public Television Network which includes
elementary, secondary, adult education. Bachelor's de-
gree in broadcasting. English, or education & three
years' progressively responsible experience in TV pro-
duction or acceplable equivalent combination re-
quired. Preference given for direct experience in in-
structional broadcast lelevision, editing skills, writing
skills. proven research abilities. Salary $14.477 -
$16.308. Application deadline December 7, 1984. Re-
ply: USD Personnel Department, University of South
Dakota, Vermillion, SD 57069. Equal opportunity em-
ployer.

Associate director of research, PBS. Television audi-
ence researchers are invited to apply for newly created
PBS position. associate director of research. Principal
responsibiliies include starl-up of PBS's automated
program carriage system, management of present car-
riage system unlil new system phased in, and prepara-
tion of various slation audience reports. Ability to orga-
nize/manage computer dala syslems essential.
Candidales should also possess strong analytical
skilts, understanding of television audience Ssurvey
methods, and be able to write clearly/concisely Back-
ground should include at least five years' experience in
audience research. with graduate degree in mass
communications or similar field. Send resume and sal-
ary history to PBS, Attn: Sheila Ellington, 475 L'Enfant
Plaza, SW. Washington. DC 20024. AA/EQE.

Where are you? You are computer literate, expert in
statislics, questionnaire development & broadcast rat-
ings. You have strong written and verbal communica-
tion/presentation skills. You have passion for detail and
are so well organized thal others call you boring. You
are self-starter, chronic gver-achiever, extremely goal-
oriented You have a Bachelor's degree in business or
marketing or equivalent in experience with research
programs. Also, you can definilely take a joke. Fosition
closes December 28, 1984, Write soon, we need you.
EOE. Letter/resume to Box A-105.

Producer/host - experienced on-air talent (self-stan-
er). Produceshost early morning, live, 1-hour informa-
lion/news program beginning o/a April 1, 1985, Top 50
market, mid-east, net affiliate. EOE. Resume/salary re-
quirements to Box A-109.

Writer/producer. Medium market, Pacific Northwest,
seeks Creative sparkplug to join our staff. New produc-
tion facility. Applicants must have no less than 2 years'
commercial production experience; heavy emphasis
as EFP director/camera operator. Ability to work well
with clients a must. Resume & tape to David Priest,
Production Manager, KBCI-TV, 1007 Jefferson Street,
Boise. 1D 83702. EOE.

Promotion director. Senior level position currently
available for person possessing experience in broad-
cast promotion, publicity, advertising. public relations.
Person should have in-depth knowledge of San Fran-
cisco area media and publicity resources andfor in-
depth knowledge of public broadcasting and national
publicity campaign planning and execution. Minimum
5 years’ experience required. Salary negotiable. Re-
sume to KQED Personnel Dept., 500 8th St., San Fran-
cisco, CA94103. Applications accepted until 11/30/84.
EOE.

Fleld production camera-operater: Applicant must be
experienced in all aspects of local commercial produc-
tion. Creativity, organizational, management skills are
required. Minimum 2 years’ experience. Resume/tape
to Jan Stanley, KLAS-TV, P.O. Box 15047, Las Vegas,
NV 89114. EOE.

Research director. Seeking research director or re-
search analyst ready to move up. Must have good
working knowledge of ratings as they relate to sales,
markeling statistics, sales billing trends. diary transla-
tions. Possibility lo move into sales. Group ownership
Media General's WJKS-TV (NBC). Jacksonville, FL
(rank 63}, looking for such a person. Salary commen-
surate with experience. Wite Karen Heniger, GSM.
WJKS-TV 9117 Hogan Road, Jacksonville, FL 32216.
EOE.

SITUATIONS WANTED MANAGEMENT

Local sales pro working in top 10 markel. 9 years’
sales experience w/NY rep. experience. Seek national
or local sales manager's position, top 50 market. Box
A-B7.

General manager! 32 years praclicing television -
since age 23! Quistanding achievements! 5 television
stations - one major-market independent! Overcomes
overwhelming obstacles/iercest competition! Turnar-
ounds! Startups! Produces spectacular sales, profits;
prestige! Also, outside-director! 619—353-8033.

Meteorologist. Experienced in lop 50 market, looking
for number 1 or 2 position, smaller market size, Out-
standing forecasting skills, professional, enthusiastic,
dedicated, hardworking. Gary, 513—352-5084.

Ambitious, young, recent CSB - Farmington grad
seeks 1st broadcast writing position in setting with
many advancement opportunities. Have been wriling
since 5th grade - news stories to term papers. For you,
I'll write news that'll make your ratings soar. | can & will
do it, if given a chance. Prefer warm climate; will go
anywhere; money no object. Call Bill Wierzbinski now,
203—526-2934, after 8 AM EST.

Class act cable reporter/fanchor wants reporier job
with network affiliate. Ivy League, Medill Master's.
Greal writer. Aggressive, pretty. Can shooVedit. Box A-
104,

Female meteorologist. Three years top 30 market ex-
perience. Highly skilled in computer graphics. Seeking
morning/noon weather postion. Write Box A-124.

Small market reporter wants to relocate. Strong writ-
ing skills. JSL, 2203 Judd #4, Fairbanks, AK 99701,
907—452-7598.

SITUATIONS WANTED PROGRAMING
PRODUCTION & OTHERS

Newscast director. Currently directing weekday early
& late in medium market, seeking larger market. 7
years experience with news. Box A-91.

Music producer. Studio producer seeking challenging
position with established music production company.
Over 6 yrs.' experience with jingles, TV soundtracks.
music groups, more. Demo & resume available upon
request. Box A-93.

Star search'85. Seeking a star performer for your

team? Recent college grad seeks entry level job, NY

area. Hard worker! Steven Droge. 19 Hiview Rd., Wap-

Eisngers Falls, NY 12590, 914—297-9295, 6 - 11 PM
T

ENG photographer - news - production - editing. 3 1/2
years' experience Washington, DC market. Work also
distributed in top ten markets. Promo. and spots, co-
pywriting experience, will relocate. Box A-117.

Kutztown University of Pennsylvania graduate seek-
ing entry-level position, small-medium market, North-
east. Experienced all aspecls of studio, commercial,
remote production. Background in cable. journalism,
and radio. Raymond J. Strednak, RD #1, Box 1809,
Acme, PA 15610, 412—423-3540.

Female aerobics instructor for TV show. Shapely, en-
ergetic, altractive. Will relocate. Box A-128.

VP operations/programming: Strong professional
manager-administrator. Currently employed, 14 years
at same slation, 27 years in industry. Practical exper-
ience working/supervising all areas station operation.
Seeking new challenge. Reply Box A-122.

SITUATIONS WANTED TECHNICAL

19 years broadcast engineering. 10 years as televi-
sion chief engineer & director of engineering. Start up
& upgrade construction, studios & transmitters, union
crews, peoplé management, departmental budgeting
from scratch. Please reply Box A-101.

SITUATIONS WANTED NEWS

High energy top 50 market reporter/anchor. 5 years
experience. 717-291-4539, Joe.

Attention small/medium market news directors: Prov-
en, experienced, presently employed top 20 market
writer/assignment editor seeks growth oppportunity to-
wards news producing. Incredible references from lop
news people. Available immediately. I'm the hard work-
:;49. dedicated professional you need. Let's talk. Box A-

Anchor/reporter, large market radio station, seeks as-
signment desk and/or reporter position. Great ability to
dig deep into a story & develop it. Membership with
American Meteorological Society as well. Will call you
after you write Box A-85.

Managing editor, medium market, ready to move up
as news director or assistant news director. Box A-89.

Small markets! ND or anchor/ND position sought by
len year reporter/anchor pro. People skills. Community
involved, 616—381-7724.

ALLIED FIELDS

HELP WANTED MANAGEMENT

Communications director. New Diocesan position.
Official liaison with electronic, print media; supervises
all public relations. Resume/salary history to Depart-
ment of Planning, Diocese of Memphis, POB 41679,
Memphis, TN 38174-1679.

HELP WANTED SALES

Experienced sales person wanted. Sell production
libraries, station ID's, commercial concepts to radio
and TV retailers. Extensive travel required. Excellent
benefits and base - Fortune 500 company. Send intro-
ductory letter/resume to Dick Denham, General Man-
ager, I/D Library Division, Media General Broadcast
Services, Inc., 2714 Union Extended, Memphis, TN
38112, ECE.

Television Systems & Services, fast-growing, friendly
TV equipment supplier, l0oking for a few good people.
We need Northeast sales manager, Southeast sales
manager, & home office sales manager. If you have had
5 or more years in television engineering, good knowl-
edge of current practices, enjoy dealing with people,
are established in Northeast or Southeast or want to
live in Austin, Texas, give us a call for information or
discussions. 800—531-5143; 800—252-8286.
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HELP WANTED INSTRUCTION

Mass communications—Generalist for 15-faculty BA/
MA program at Jesuit University. Ph.D. or ABD, or M.A.
with extensive experience. Specialization in at least
two of the following areas: advertising, broadcast jour-
nalism, magazine journalism, advanced writing/repont-
ing, quantitative teaching/research. Graduate and un-
dergraduate teaching. Vacancy August, 1985. Send
letter/resume to Prof. James F. Scotton, Search Com-
mittee Chair, College of Journalism, Marquette Univer-
sity, Milwaukee, Wl 53233. Deadline January 15, 1985,
or until filled. Equal opportunity/affirmative action em-
ployer.

Vacancy: communication arts. Instructor/assistant pro-
fessor of telecommunications. Successful applicant
will teach such courses as television production,
broadcast journalism, ENG/EFP. Will alsc supervise op-
eration of campus community cable TV station, pre-
pare college promotional material. Salary negotiable;
additional compensation possible through Summer
work. Applicants with Ph.D. preferred: those with Mas-
ter's degree will be considered. Candidate is expected
to have both teaching and broadcasting experience.
Interested persons send cover letter, resume, three
current letters of recommendation to Dr. Walter E.
Scheid, Chairman, Communication Arts Department,
Westminster College, New Wilmington, PA 16172. Posi-
tion will begin Fall term, 1985; closing date for applica-
tions: January 31, 1985, Westminster, an AA/EOE.

Graduate assistantshlps in new M.A. program pre-
pares students for telecommunications leadership po-
sitions. Twelve-month appointments begin July 1,
1985. Hali-time stipened ($7.000)includes tuition waiv-
er for four terms. Bachelor's degree in radio-TVor relat-
ed field required. Prolessional broadcast experience
preferred. Teaching assistants are assigned to writing,
performance, production courses. Research assis-
tants are assigned to facully projects. Inquiries to Dr.
Frank W. Oglesbee, Depariment of Radio-Televison,
Southern lllinois University, Carbondale, IL 62901.
618—536-7555. AA/EOE.

Associate dean for graduate studies. University of Ala-
bama is expanding graduate offerings in communica-
tion. Ph.D. proposal in progress, strong M.A. programs
in place. Person will have associate or full professor
rank, wili coordinate graduate studies in sChool which
offers Master's degrees in broadcast/film, advertising/
PR. journalism. and speech communication. New
building, research center with variety of computer and
other resources, productive faculty, excellent pay and
benefits make this an excellent opportunity. Graduate
enroliment at 50 should reach 100 in few years. Appli-
cants must have doctorate and strong teaching/re-
search record. Send letter, vita, three letters of recom-
mendation to Dean Ed Mullins, Associate Dean Search
Committee, Scheol of Communication, Box 1482, Uni-
versity, AL 35486. The University of Alabama. an equal
opportunity/affirmative action employer.

Faculty positions in telecommunications. The depart-
ment of telecommunications, Indiana University, seeks
applicants for (1) new faculty position, rank of assistant
professor, tenure track, {2) visiting assistant professor,
non-tenure track, both beginning August 15, 1985. Sal-
ary highly competitive, dependent on qualifications.
Qualifications: (1) eamed terminal degree or equiv-
alent professional achievement, (2) university-level
teaching experience, (3) commitment to research/
scholarly publication, (4) teaching and research inter-
ests in one or more of the areas of telecommunications
management, economics, poliCy or history; electronic
journalism, or advertising. Bloomington campus of Indi-
ana University is 50 miles south of Indianapolis, enrolis
approximately 33,000 students. There are 21 faculty in
the department who teach 700 telecommunications un-
dergraduate majors and approximately 55 MS, MA,
and PhD students. The program enjoys high national
recognition in mass media effects, management, law,
production. Applicants should submit {1) transcripts of
graduate course work, (2) vita describing previous
teaching. research, professional experience, (3) three
letters of recommendation submitted directly by refer-
ences or from placement services. Applications re-
ceived by January 11, 1985, are assured full consider-
ation. Please address questions and application
materials to Dr. Don Agestino, Chairman, Department
of Telecommunications, Radio-Tv Center, Room 101,
Bloomington, IN 47405, Indiana University, an equal
opportunity/affirmative action employer.

ithaca College, Television-radio department, school of
communications, has opening for assistant/associate
professor. Teach courses in two or more of the following
areas: qualitative and quantitative research methods,
media writing, media management, media economics.
history, criticism. This is new position, in growing pro-
gram. Ph.D. or near in communication and successful
teaching required. Will also provide leadership in pro-
gram development. Screening begins January 15,
1985; however, applications accepted until position is
filled. Send appilication t¢ Dr. Ben Crane, Chairperson,
Media Generalist Search Committee, Department of
Television-Radio. School of Communications, Ithaca
College, Ithaca, NY 14850, 607—274-3242.

Ithaca College. Television-radio depariment, school of
communications, has opening for assistant/associate
professor. Teach/develop advertising, public relations.
AD/PR research courses. This is new position, in grow-
ing program. Ph.D. or near preferred. Master's degree
with significant professional experience considered.
Successful teaching essential. Rank and salary open,
depending on qualifications. Screening begins Janu-
ary 15, 1985; however, applications accepted until po-
sition is filled. Send application to Mr. Howard Cogan,
Chairperson, AD/PR Search Committee, Department
of Television-Radio, Schocl of Communications, Ithaca
College, Ithaca, NY 14850, 607—274-3242.

ithaca College, Television-radio depantmént, school of
communications, has opening for assistant/associate
professor. Teach electronic journalism. This is new po-
sition, in growing program. Rank and safary open, de-
pending on experience/qualifications. Ph.D. or near
desired. Master's degree with significant and relevant
professional experience considered. Duties will in-
clude teaching and development of undergraduate
courses in €lectronic journalism, such as newswriting,
production, and management; serve as advisor in
neéws and information to the school’s three co-curricu-
lar broadcast facilities. Screening begins January 15,
1985; however, applications accepted until position is
filled. Send application to Dr. Wenmouth Williams, Jr.,
Electronic News Search Committee, Department of
Television-Radio. School of Communications, [thaca
College, Ithaca, NY 14850, 607—274-3242.

Department head. The department of film and televi-
sion production, Montana State University, invites nomi-
nations and applications for position of department
head. Tenure track position. Department head pro-
motes dedicated, enthusiastic, innovative teaching;
encourages professional faculty development; se-
cures financial suppor for department; manages de-
partmental fiscal affairs; plans for future development;
represents department to the college, university, pub-
lic. The B.S. degree-granting depariment, one of five
units in the college of arts and architecture, is charged
with academic responsibility for production-oriented
curriculum in motion pictures, television and photogra-
phy. Enrollment in depariment is 300 students. Mon-
tana State University, a land grant institution of 11,000
students located in beautiful setting north of Yellow-
stone Park. New facility houses the department, film
and television services center, and KUSM-TV, Adminis-
trative qualifications: provide evidence of successful
experience in academic administration including
strong leadership as well as supervisory/iplanning ca-
pabilities; demonstrate understanding of the role of the
arts in university setting; have ability to perform suc-
cessfully in academic and public relations, recruit-
ment, development. Creative aclivity: have prominent
national or regional record of exhibition or publication
in motion pictures, television, or photography. Teach-
ing: provide evidence of excellence in teaching at col-
lege level in photography, motion pictures, or televi-
sion. Applicant must be eligible for associate or full
professor rank. Education: possess appropriate termi-
nal degree in one of the depariment’s areas of empha-
sis; demonstrate promise of continued professional
growth. Salary: $35,000 - $42,000. Starting date: July
1, 1985, Letters of application and vitae, including
names of three references should be addressed to
Chair, Department Head Search Committee, MSU, De-
partment of Film and Television, Bozeman, MT 59717.
Closing date: January 15, 1985. Montana State Univer-
sity, an equal opportunity/affirmative action employer,
encourages applications from female, minority and dis-
abled persons.

WANTED TO BUY EQUIPMENT

Wanting 250, 500, 1,000 and 5.000 watt AM-FM trans-

mitters. Guarantee Radio Supply Corp., 1314 lturbide

ggget. Laredo, TX 78040. Manuel Flores 512—723-
1.

Instant cash - highest prices - we buy TV transmitters,
FM transmitters, TV studio equipment, microwaves.
Millions in equipment purchased annually. Quality Me-
dia, 404—324-1271.

Used S5kw UHF Transmitter. Must be reliable. Our chan-
nel is 53. 513—593-8775; Box 356, Bellefontaine, OH
43311.

FOR SALE EQUIPMENT

AM and FM Transmitters—used, excellent condition.
Guaranteed. Financing available. Transcom, 215—
379-6585.

New TV start-ups - fast, cost effective construction.
Top-quality equipment at bargain prices. We will write
your business plan, help you with financing. Quality
Media, 404—324-1271.

Top quality equipment - lowest prices - satisfaction
guaranteed. Most brands new and used. Quality Me-
dia, 404—324-1271.

New UHF transmitters - our new “Silverline” transmit-
ters are unbeatable for quality and price. Quality Me-
dia, 404—324-1271.

Quality broadcast equipment: AM-FM-TV new and
used, buy and sell. Antennas, transmitlers, VTR,
switchers, film chains, audio, etc. Trade with honest,
reliable people. Call Ray LaRue, Custom Electronics
Corp., 813—685-2938. TWX 810—876-0628 Celco.

Quallty television equipment. More than 150 top
brands from studio lighting to antenna. Call Troy
Brown, Walter Price, Bill Martin, Bob Martins, or Cary
Fitch for professional help at competitive prices. Sys-
tem planning & turnkey installation available. Television
Systems, Austin, TX. 800-531-5143; Texas. 800-252-
8286.

You pay too much if you are not getting your new,
double shielded, sweep tested, precision video cable
(8281 or 21-1060-7) from us! Amp, Amphenol, Kings
connectors also available. Call Television Systems,
Austin, TX. 800—531-5143; Texas, 800—252-8286.

Own a transportable sateliite uplink. Fully redundant,
advanced electronics, standby power, test equipment,
2 degree Spacing antenna, 30 day delivery. Before you
spend more, call American Uplinks: outside Colorado
800—525-9999; inside Colorado 303—567-4628.

Transmitter-RCA TTS0AH, spares, make offer. Barry
Taylor, 305—325-2343.

Cameras-Norelco PC-70. preamps. lenses. Make of-
fer. Barry Taylor, 305—325-2343.

IGM Model 750 automation system which includes 1
DEC PDP/8M 16K computer, 1 Infoton CRT terminal, 1
ASR 33 teletype terminal w/paper reader/punch, 1
print only teletype terminal, i DEC TUS6 dual tape
drive, 7 random access carousels, 3 random access
48 tray Instacarts, 1 Revox A-77 reel to reel, 1 voice
tracking channel, 2 time announce channels (AM-PM),
1 temperature announce channel, 1 network channel,
6 equipment racks, 2 record centers for tone insertion,
set for spare audio and control boards. Contact Darryl
Jacobs, Chief Engineer, WBMX-AM-FM, 312—626-
1030,

Used broadcast TV equipment. Hundreds of pieces
wanted & for sale. Please call System Associates to
receive our free flyer of equipment listings. 213—641-
2042

RCA antenna for sale, channel 27-TFU 36 JDAS direc-
tional skull, Reasonable. Call Ed Shaper, CE, WTXL-TV,
904—893-3127.

Harris FM-20H3 (1977), 20kw FM, on air. poriable stu-
dio desk w/2 QRK trntbls. & 8 ch. stereo board. ITA Skw
FM transmitter. Call M. Cooper/Transcom Corp., 215—
379-6585.

1kw AM RCA BTA-1R, good condition. Call M. Coo-
per/Transcom Corp., 215—379-6585.

Cetec 7000 automation system-complete, all you
need to automate your station-system's up and running
for your easy checkout. Only $30K. Save over 50% of
original cost. Contact David Lykes or David Brant,
512—423-3910.

For immediate saie. Cetec 2000 8-ch. stereo audio
console. As new never installed! Must sell. $2,750.
Zenith data systems Z151. IBM compatible computer
system with everything. 1 demo. 1 new in box. Call for
price. 619—270-6878.
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RCA 25kw transmitter amplifier $5.,000 Ampex 2"
20008 with monitors—$17.000 or best offer New 26°
trailer (tow behind pickup). Complete studio, 3 cam-
era, Cannon lens. Cost $110.000, will sell for $85.000
Teleprompter $4,500. 2—3/4" Sony recorders with edi-
tor no. 5050. 616—363-9298.

RCA TK-44A color cameras. Five recently removed
from service. Excellent working condition. Cameras in-
clude tubes. lenses. heads. pedestals. scopes. moni-
tors, consoles. Many spare parts including additional
cable. Will include Birns & Sawyer crane with purchase
of all five cameras. Contact Wendell Wyborny, VP/Chief
Engineer, KRIV-TV. Houston, TX. 713—626-2610.

CMX Edge editing system with three Sony BVU-
200B's, two BVT-1000 TBC's, Panasonic AS-6100
switcher. WV-5203 monitor, audio mixer. E. J. Stewart,
Inc., 215—6286-6500.

TR-50, TK-27/28 islands, TK-44s, Topaz inverters, TP-
66s, TR-800 1" VTR, ESP-750 frame store, Light Finger
editor. Microtime 2020, Panasonic WJ4600/4600A
switcher, Computor image Switcher, TR-60s, TK76.
much, much more. Media Concepts, 919—977-3600.

New satellite earth station downlinks. for radio and
television stations. State nets, CNN. Mutual. SMN (less
demodulator). 2.6 1o 5-meter dishes; polar mounts and
power positioners in stock. Prices starting at $1800.
Complete ABC, CB8S digital systems. less than $3000,
FOB Somerset, KY. Performance guaranteed. Leasing
available. Will do turn-key. Joe Alcorn, Somersel Elec-
tronics Company. 606—679-7962.

10 RCA TK-630 color cameras. Complete with tubes.
lens, control cables. Many spares available. Eric Ad-
dress, E. J. Stewarl, Inc., 215—626-6500.

Tv-81 camera cable. 20.000 feet. Various lengths. All
good. Enc Address. E. J. Stewart. Inc.. 215—626-
6500.

Videocassettes, half price! Masler stock quality U-
matic blanks. Chyron evaluated. delabled. erased, ful-
ly guaranteed! Albums included. Prices: KCA-60's
$12.49; KCA-30's $949; mini KCS-20's $7.49; mini
MBU-18's $8 49; KCA-10's $6.99. 1” and 2" videotape
also available. Free. fast delivery to anywhere in U.S.
Carpel Video. Inc. Call Collect, 301—845-8888.

RADIO PROGRAMING

Radio & TV Bingo. Qldest promolion in the industry.
Copyright, 1962. World Wide Bingo. PO Box 2311,
Littieton, CO 80122. 303—795-3288.

MISCELLANEQUS

Business plans - A five year financial plan for your
new TV station will help cinch your financing. Quality
Media, 404—324-1271.

RADIO

Help Wanted Management

GENERAL MANAGER

Exciting opportunity for successful
manager. State-of-the-art class C,
growing San Antonio market. Young,
expanding group needs strong, ex-
perienced leader. Excellent benefits,
incentives. Reply in strict confidence
to President, American Media, Inc.,
P.O. Box 230, Long Island, NY
11772, 516—475-5200. EQOE, M/F.

AmericanMedialne

Help Wanted Management
Continued

GENERAL MANAGER
WRTI-FM

20,000 walt non-commercial station owned and operated by Temple University. Primarily jazz
music format with sports, news and information. General Manager is responsible for the overall
administration, budget and management of the station, including FCC compliance, liaison with
station’s Washington, DC Attorney. Has supervisory responsibility for full time engineering
staff and other professional staff. Also has oversight for students and volunieer personnel.
Responsible for developing plan of University-wide involvement in station’s policy; also works
with an advisory board chaired by the Dean of The School of Communications and Theater.

REQUIREMENTS—Bachelor’s Degree with at least 5-10 years experience in broadcasting and
management. Some development, fund raising experience, preferable. Instructional skills in
general broadcast competencies to conduct workshops and seminars. Slronglmlttrpersona] rela-
tionship skills necessary. Experience and contacts with professional organizations preferred.
Working knowledge of broadcast law. Must be able to relate well 1o faculty, students and com-
munity groups and Organizations, as well as music and radio indusiry professionals.

Applications should be received by December 13, 1984.

Please send to: Ellen Scheitrum, Personnel Services, Room 203 USB,
1601 North Broad St., Phila., PA 19122.

mal
I]_E TEMPLE UNIVERSITY

TEMPLE ,
UNIV ERSITY Equal Opportunity Employer

STATION MANAGER
CHRISTIAN RADIO GROUP

Mid-America Gospel Radio Network now accepting applications for sta-
tion manager for Albuquergue, NM's new commercial Christian AM sta-
tion, KXAK. The person we hire will have 2-4 years' experience in Chris-
tian radio; will have had exposure to sales, administration, accounting,
logs, FCC requirements, on-air duties, general station activities.

8 should be active member of Christian community.

®  will be team player, capable of rapidly adapting to our marketing and
administrative system.

B will be self-motivated, self-starting, self-disciplined, and effective or-
ganizer.

Interested applicants should be very sales-criented; prior management
level experience helpful. Qur systematized administrative system frees
our local managers to devote the bulk of their work day to sales of local
time-strip and spot commercials.

QOutstanding sales performance by our manager will earn her/him addi-
tional income through network’s profit-sharing compensation plan. Thus,
acceplable applicants must be very sales-oriented.

All responses treated confidentially Resumes are now being accepted.
Write to:

George Spicer
Mid-America Gospel Radio Network
1817 N. Third St., Ste. 202
Phoenix, AZ 85004

For Fast Action Use
BROADCASTING'S
Classified Advertising

THIS PUBLICATION IS AVAILABLE IN MICROFORM

University Microfilms International
300 Zeeb Road, Dept. PR., Ann Arbor, MI 48106
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Help Wanted Management
Continued

Help Wanted Sales
Continued

CHIEF ENGINEER

Exciting opportunity. Build state-of-
the-art class C, growing San Antonio
market. Young, expanding group
needs strong, experienced chief en-
gineer. Excellent benefits, incen-
tives. Reply in strict confidence to
President, American Media, Inc.,
PO. Box 230, Long lIsland, NY
11772, 516—475-5200. EOE, M/F.

American inc

Help Wanted Sales

Account
Executives

Katz Radio—America's largest
national Radio representative is
looking for accomplished and
aggressive sales executives to
fill current and expansion open-
ings in Katz Radio offices across
the country. If you have
= a proven track record in
medium to major market
Radio Sales
* strong agency experience
* and. research and organi-
zational skills to match
Send resume in confidence to:
Dick Romanick. Vice President
General Sales Manager. Katz
Radio, 1 Dag Hammarskjold
Plaza, New York. NY 10017, or
phone (212) 572-5560 between
9-5, Mon.-Fri. Katz Communica-
tions is an Equal Opportunity
Employer
KATZ COMMUNICATIONS INC

An Employee-Owned Company

(

Katz Radio. The Best.

SALES MANAGER

This is what we offer to the exper-
ienced, motivated person we're
seeking to head our radio station
sales staff:

® High income plus complete
benefit package.

B Professional work environment.

m Member of large & growing
broadcast group.

m  Station revenue $4 million.

®  9-person sales staff.

®m  Total computerization of all sales
functions.

m |eading audience shares.

What do you offer? Send letter and
resume fo:

Box A-113

Help Wanted News
Continued

TV NEWS
ASSIGNMENT EDITOR
Perfect opportunity for medium mar-
ket TV news assignment editor to
move into top 5 market. Reports to
our assignment manager. You will su-
pervise desk staff and field crews. If
you have minimum 3 years’ TV news
assignment editor experience, and
are a strong decision maker, send

resume/letter to Box A-133. EQE.

Help Wanted Programing,
Production, Others

Help Wanted Programing,
Production, Others

PROMOTIONAL
DIRECTOR

Genuine opportunity  to
work with 1 of the brightest
promotional minds in all ra-
dio. Experienced persons
send letter/resume to Box
Z-132.

PROGRAM

PRODUCER

WTVF, Nashville, seeking
local hour/live magazine
format show producer. Per-
son must have excellent
writing & research abilities,
previous experience pro-
ducing similar format pro-
grams, be aggressive self-
starter. Resumes, tapes to
Bill Nunley, WTVF 474
James Robertson Parkway,
Nashville, TN 37219. Equal
opportunity employer, M/F.

Situations Wanted News

Help Wanted Management

TOP NOTCH NEW YORK
CITY SPORTSCASTER!

50,000 watt sports director for 7
years until squeezed out in format
change. Now freelancing with net-
work as well as network O and O.
Seeking sportscasting position, ma-
jor market only. Personable, exper-
ienced, opinionated. A proven win-
ner. Expert play-by-play. Willing to
relocate. Airchecks available imme-
diately. Send inquiries to Box A-114.

GENERAL
SALES
MANAGER

This is probably the most u-
crative sales manager posi-
tion offered anywhere. Inter-
ested & qualified applicants
please send letter and re-
sume to:

Box Z-131

TELEVISION
Help Wanted News

PRODUCER/REPORTER

Tired of daily news grind? Sick of v/o
sound bites and cramming 5 minutes int¢
1:10? MONTAGE, WTVJ's award-winning
newsmagazine, may be your next move.
Need aggressive producer/reporter who
will generate his/her own mini-docs &
can write. Winning attitude a must. EOE.
Resume to J. Brian Gadinsky, ¢/oc MON-
TAGE, 316 N. Miami Ave., Miami, FL
33128.

Broadcasting Nov 26 1984
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DESIGN SERVICES
MANAGER

You’re a rare breed, but
we know you're out there!

If you produce electronic
graphics (hands on!), are
picky about your printed
pieces, beat deadiines, design
lots of sets, are a proven
manager and believe hard
work is fun, then join our hot-
shot creative team as Design
Services Manager at the best
station in the country!
Let’s see your stuff!
Ann Pace
WJIXT=TV4
P.O. Box 5270
Jacksonville, FL 32207

WIXT is a PostNewsweek Station and an equal
opportunity employer




Help Wanted Management
Continued

r -

Public Notice

PRESIDENT

TV group owner seeks president
and COO.Manage 4-station
group. Emphasis on building
sales/improving bottom line. Sta-
tions are network affiliates, Mid-
west. Strong management back-
ground needed. Potential for
equity participation. All replies
confidential. Letter/resume to
Box A-118,

THE VILLAGE OF AKRON
Erie County, New York, invites applica-
tions for cable televisicn franchise. Appli-
cations shall be prepared and submitted
in accordance with “Request for Propos-
als”, available from the undersigned. Ap-
plications will be accepted until January
28, 1985, and all applications received
will be available for public inspection dur-
ing normal business hours at the Village
of Akron Clerk's Office, 21 Main Street,
Akron, NY 14001. Raymond J. Carlo, Jr.,
Clerk, Village of Akron, Village Hall, 21
Main Street, Akron, NY 14001, 716—542-
9636.

Employment Service
Continued

Help Wanted Technical

Consultants

ENGINEERING
SUPERVISOR

East Coast top 10 network af-
filiate seeks experienced en-
gineering supervisor with full
production engineering back-
ground. Top pay & benefits.

Please send resume, in confi-
dence, to Box A-83. Equal op-
portunity employer. Minorities
and females encouraged to

apply.

OWN YOUR OWN FM
OR TV STATION

Applications prepared for new FM and TV sta-
tions. Also, improvements for existing stations
and frequency searches for new assignments.
All work guaranteed. Call us ot you'll pay toco
much! Contemporary Communications, 404—
775-6920; PO. Box 3976, Jackson. GA 30233,

RADIO
PERSONNEL
NEEDED

NATIONAL., recognized as the leader in radio
personnel placement, is Currently receiving job
orders for announcers, newspeople, program-
mers, & praduction personnel, female & male,
from radio stations in all size markets coast to
coast. As a registrant, NATIONAL will make a
complete presentation in your behalf if your
professional profile matches the job descrip-
tion. More & more radio stations are joining the
many hundreds that use our service. Are you
ready for a move? Let NATIONAL help! For
complete details & registration form, send $1
postage and handling to:

NATIONAL BROADCAST
TALENT COORDINATORS
DEPT. B, PO BOX 20551
BIRMINGHAM, AL 35216
ACT NOW! 205—822-9144

Wanted To Buy Stations

QUALIFIED BUYER
Publicly-owned communications company
with resources 1o back its serious commitment
to broadcast acquisition. Looking for AM/FM
properties in medium markets. All types of
transactions (cash, stock, combination) con-
sidered. Send complete details. All replies kept
in strict confidence. Brokers protected.

BROADCAST DIVISION
CELLTECH COMMUNICATIONS, INC.
5500 S. SYRACUSE CIRCLE, SUITE 175
ENGLEWOOD, CO 80111
303—779-4772

Situations Wanted Programing,
Production, Others

CMX OPERATOR

College graduate seeks entry
level position with television
station, corporation, or video
production company using
CMX 340X or CMX 3400. Con-
tact Charles Mills, 312 N. First
Street, Vandalia, IL 62471;
618—283-0996. Demo avail-
able to reputable inquiries.

WE ARE BUYERS

Seeking $500K to $5 million Sunbelt
AM/FM stations. Write/call PJ. Brig-
net, 2304 Promontory Point, Plano
TX 75075, 214—867-6600.

ATTN. MID-ATLANTIC
Successful religious operator look-
ing to add second station. Medium
or large market. Will consider day-
timers. Strictest confidence. Reply
Box A-129.

Employment Service

Miscellaneous

SMALL MARKET RADIO OPERATORS
The time for you 10 switch 10 @ computer s here Dont
deal with big uys | own and manage small market
stalon in 10wa, have developed computer Software
that hits a small mkt station ke a glove Get daily sales
goal reports for each salesperson. eliminate the flow of
paper n your station because it's all N an inexpensive
microcomputer Our system does all 10gs. iInvoices. co-
op. muilitude of sales and management repons. 1s
priced so that you can afford i We make Ourselves
available 10 help your station into the computer age
S.M.A.R.TS. BROADCAST SOFTWARE
PO. BOX 390
EMMETSBURG, |A 50536
712--852-4551

10,000 RADIO - TV JOBS
The most complete & current radio/TV job publication
pubkshed in Amenca Beware of imitators! Year after
year, thousands of broadcasters find employment
through us Uip 10 98% of nationwide openings pub-
hshed weekly, over 10.000 yearly All market sizes. all
formats Openings for DJs. salespeople, news, pro-
duction 1 wk computer list. $6. Special bonus: 6 con-
seculive wks only $14.95 — you save §21! AMERI-
CAN RADIO JOB MARKET, 6215 Don Gaspar, Las
Vegas, NV 89108. Money back guarantee!

(805) 541-1900

IF A NEW BROADCAST JOB 1§
YOUR GOAL YOU NEED OUR
FINE PLACEMENT SERVICE!

APR BROADCALT
808-681-0880
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For Sale Stations

MAJOR
MARKET
FULLTIME
AM

Grandy&Berkson

Media Brokers
24 Blueberry Ln Concord MA 01742 (617} 369-1776
1029 Pacific St San Luis Otispo CA 93401

BOB KIMEL'S
NEW ENGLAND MEDIA, INC.

TOP 50 ADI/DMA

Well-established AM. Excellent ratings. Owned studio
and transmitter site. Presently under absentee owner-
ship. Asking price: $1.200.000: $300.000 cash down

8 DRISCOLL DR. ST. ALBANS, VT. 05478
802.524-5963
OR GEORGE WILOEY 207-947-6083




For Sale Stations Continued

Horton MEDIA BROKERS, APPRAISERS

& Associates

Four offices to serve you

Home Office:

Woodland Park
PO Box 948
Elmira, NY 14902

Keith Horton, Pres.
Dick Kozacko, V.P.

(607) 733-7138

Mid-Atlantic Office:
Suite B - 102

The Greenville Center
3801 Kennett Pike
Wilmington, DE 19807

William S. Cook
(302) 656-8884

New England Office
Lafayette Town House
638 Congress St.
Portland, ME 04101

Melvin L. Stone
(207) 7746561

NEW ADDRESS Mid-West Office
John M. Aldworth, Associate
241 West Lake Shore Drive
Barrington, IL 60010

NEW PHONE
{312) 526-7916

Woodland Park @ Box 948 @ Elmira, N.Y. 14902

607-733-7138

MIDWEST

Fulitime AM—covers 360,000 pop. Real estate. Own-
ers retining. Asking $525,000: $175,000 down. Call
Burt Sherwood, 312—272-4970

@ CHAPMAN ASSOCIATES®

nationwide mergers & acquisitions

CHOICE UHF CP AVAILABLE

Muskegon, Michigan. 54 covers Grand Ra-
pids, 800,000 people. Part of 38th ADI. 14 col-
leges. great growth area. Includes land, 936'
tower, line, antenna on order. Studio trailer, 2°
recorder available. 616—363-9298.

v
NE MJR UHF CP
NV SM VHF cP
ut SM VHF cP
wi MED UHF CP
WA MED UHF CP
LPTV
5C MED UHF CP
FL SM UHF ™
KY SM UHF cP
ME SM UHF cP
FM
IL MET A
SBELT MJR C
AM
SBELT MJR 50KW $1.2 MIL
AL SM Day $185K

Bill Kitchen / Dan Dunnigan
(404)324-1271

Radio/TV Brokers specializing in

Western Properties.

Seattle: (206} 283-2656
Wiliam L S'mpson

San Francisco: {415)441-3377
Chester Coleman
San Diego: [619) 728-8018
Charles R. Kinney
BROADCAST PROPERTIES WEST, Inc.
221 First Avenue \yest/ Seattle, WA 98119

INDEPENDENT

UHF
TV

Grandy&Berkson

Media Brokers
24 Blueberry Ln Concord MA 01742 (617) 369-1776
1029 Pac:fic St San Luis Obispo. CA 93401
(8051 541-1900

901/767-7980

MILTON Q. FORD z ASSOCIATES

MEDIA BROKERS—APPRAISERS

“Specializing In Sunbelt Broadcast Properties™
5050 Poplar - Suite1135 - Memphis. Tn. 38157
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NORTH AMERICAN MEDIA

WASH|NGTON e PHILADELPHIA e MIAM!

FLORIDA FM

Med. mkt.. #1 25-54 ARB. $1.6 million. 904—
378-2600

Please send me additional information.

University Microfilms

International
300 North Zeeb Road
Dept. P.R.

Ann Arb%r MI 48106
US.A

18 Bedford Row
Dept. P.R.
London, WO1R 4EJ
England

Name
Institution
Street
City
State




For Sale Stations Continued

Horton

& Associates

R.A.Marshall &Co.

Media Investment Analysts & Brokers
Bob Marshall, President

Well established and profitable fulltime AM in

pleasant Carolinas community. $540,000, in-

cluding real estate.

508A Pineland Mall Office Center. Hilton Head Island, South Carolina 29928 803-681-5252
809 Corey Creek » El Paso, Texas 79912 915-561-1038

N\
<RAM>
b~ 4

'MEDIA BROKERS/ APPRAISERS _

Good livin' & profits A Grear Lake is adjacent and
mountains are nearby. Profitable AM is near, but not in
large metro market. M companion a definite probability
Real country format. mﬂw& priced at $315K
Valuable real estate. Contact Keith Horton for details.

Woodland Parl-cOBox 948 e Elmira, N.Y. 14902
607-733-7138

H.B. La Rue

Media Broker
RADIO-TV-CATV-APPRAISALS
® West Coast: 44 Montgomery Si., 5th

@ CHAPMAN ASSOCIATES®

nationwide mergers & acquisitions

Floor, San Francisco, CA 94104, 415— Location Size Type  Price Terms Contact Phone
434-1750. AK Med FM $2000K $500K  Elliot Evers (415) 387-0397
= Atlanta Office: 6600 Powers Ferry Rd., ™ Met  AM/FM  $1900K Cash  Bill Whitley (214) 680-2807
Suite 205, Atianta, GA 30339. 404—956- FL Maj  AM $1500K Terms  Randy Jeflery (305) 295-2572
: e S . PA Sm AM $800K Cash Warren Gregory (203) 364-5659
® East Coast: 500 E. 77th St., Suite 1909, sC Med AM/FM  $725K $125K  Brian Cobb (202) 822-8913
New York, NY 10021. 212—288-0737. GA Sm  AMFM  $500K $100K  Ernie Pearce (615) 373-8315
D Met  AM $500K $150Kk  Greg Merrill (801) 753-8090
MN Sm AM $400K Terms  Peter Stromquist {319) 359-4768
A Med AM $300K $20K  Mitt Younts {202} 822-8913

For information on these and our other available stations, or to sell, contact Dave Sweeney, General
Manager, Chapman Assaciates Inc., 1835 Savoy Dr, Suite 206, Atlanta, GA 30341. 404—458-9226.

Dan Hayslett

& TaAOLLICS I

p &%&45@

RADIO, TV, and CATV
214]691-2076

$1,000,000 - PLUS
SALES AM/FMer

SOUTHERN MEDIUM MARKET | !

10609 Barry Knoll Dr. Dallas 75230

TEXAS

Absentee owner, for immediate sale Class A FM Al
most new leased facilities Major network affiliated. Per-
tectly located in fast-growing. small, west central Texas
City Booming markets. oil. ranching. industry interslate
highway, lakes. jumor collieges. Expenenced operator
could earn payoul in very few years. See & you will buy.
Only $375K or best cash offer. 817—265-7771.

KNUJ-AM/KXLP-FM, New Ulm, MN. 1,000 watt
AM daytimer/class CFM. Serves prosperous 8-
county agri-business area, southern Minneso-
ta. Fixed assets sale by owner. Qualified buy-
ers write Ray Stougaard, 217 Sylvan Drive,
Fairmont, MN 56031.

Excellent owner/operator opportuni-
ty. AM/FM. Price: 7X cash flow,
$1,400,000; $400,000 down. Cash
flow can handle debt service. Box A-
99.

STAN FI}AYMOND & ASSOCIATES, INC.
Broadcast Brokers & Consultants

Thinking about buying of selling? We sincerely invile
you lo falk it over with us. Put our 35 years’ experience
to work for you. Specializing in Sunbelt properties.
1819 Peachtree Rd., NE. Suite 714, Atlanta, GA 30309
404—351-0555,

MAJOR SPANISH MARKET

Class C FM. If you know Spanish
broadcasting, this is gonna be easy
for you. PRW and Associates, PO.
Box 3127, South Padre Island, TX
78579, 512—544-5408.

PAUL E. REID
MEDIA BROKER

35 yrs. bestg. exp. GA FM, ad). to metro mkt. FL
AM/FM, metro mkt. TN AM/FM, small mkt. AL
AM/FM, small mkt. Buying or selling, call Paul
E. Reid, 404—882-1214; PO Box 2669, La-
Grange, GA 30240.

80-90
Find out how engineering section for
80-90 FM construction permit appli-
cation can be obtained for as little as
$750 by calling Stan, 213—876-
7404, afternoons or evenings. Minor-
ity applicants encouraged.

FLORIDA FM

New facility—real estate. Suburban to metro market,
Asking $750.000. cash. Call Bill Cate. 904—833-6471

_@_ CHAPMAN ASSOCIATES®
astionwide mergers & acquisitions

CLASSIFIED
ADVERTISING
IS YOUR
BEST BUY ...

This space could be
working for you for a
very low cost ... andit
reaches a most
responsive audience.

Broadcasting Nov 26 1984




For Sale Stations Continued

TOP 15 MARKET

Clear title to license and equipment
for top 15 market radio station avail-
able for sale for $120,000 cash
Write Box A-102

SUNBELT

Small west Texas fulltimer. Profit-
able. $50,000 down. Include
qualifications in reply to Box A-
112.

APPALACHIA
SINGLE MARKET

daytimer for sale. SKW with PSA.
$150,000. Will finance or sell 40% to
working manager with proven ability

FOR SALE
MID SOUTH UHF
New mid channel UHF; reaches into

top 50 market. Great potential with
proper management. Box A-130.

OWN IN HONOLULU!

S5KW 24-hr. AM. Price is right! Only
$400,000+ assume small fiability. 50%
down. By owner. New studio egpt.
Rigged for stereo. Serious only—no pen
pals. Write Box A-131.

Box A-103

CLASS C FM/FULLTIME AM
WASHINGTON STATE

Rural facilities, fully automated. Ideal
mom and pop operation. Make offer. We
must divest. Write Box A-111

For Fast Action Use

BROADCASTING®S
Classified Advertising

BROADCASTING’S CLASSIFIED RATES

All orders to place classified ads & all correspon-
dence pertaining to this section should be sent to:
BROADCASTING, Classified Department, 1735
DeSales St., N.W., Washington, DC 20036.

Payabie in advance. Check or money order. Full
& correct payment MUST accompany ALL or-
ders

When placing an ad, indicate the EXACT cate-
gory desired: Television, Radio, Cable or Allied
Fields; Help Wanted or Situations Wanted; Man-
agement, Sales, News, etc. If this information is
omitted, we will determine the appropriate cate-
gory according to the copy. NO make goods will
be run if all information is not included.

The publisher is not responsible for errors in print-
ing due to illegible copy—all copy must be clearly
typed or printed. Any and ali errors must be re-
ported to the classified advertising department
within 7 days of publication date. No credits or
make goods will be made on errors which do not
materially affect the advertisement.

Deadline is Monday for the following Monday's
issue. Orders, changes and/or canceltations must
be submitted in writing. (NO telephone orders,
changes and/or cancellations will be accepted.)

Replies to ads with Blind Box numbers should be
addressed to: (Box number), c/o BROADCAST-
ING, 1735 DeSales St., N.W,, Washington, DC
20036.

Advertisers using Blind Box numbers cannot re-
quest audio tapes, video tapes, transcriptions,
films, or VTRs to be forwarded toc BROADCAST-
ING Blind Box numbers. Audio tapes, video
tapes, transcriptions, films & VTRs afe not forwar-
dable, & are returned to the sender.

Publisher reserves the right to alter classified
copy to conform with the provisions of Title VIl of
the Civil Rights Act of 1964, as amended. Publish-
er reserves the right to abbreviate, alter, or reject
any copy.

Rates: Classified listings (non-display). Per issue:
Help Wanted: 85¢ per word, $15 weekly minimum.
Situations Wanted (personal ads): 50¢ per word,
$7.50 weekly minimum. All other classifications:
95¢ per word, $15 weekly minimum. Blind Box
numbers: $3 per issue.

Rates: Classified display (minimum 1 inch, up-
ward in half-inch increments), per issue: Situa-
tions Wanted: $40 per inch. All other classifica-
tions: $70 per inch. For Sale Stations, Wanted To
Buy Stations, & Public Notice advertising require
display space. Agency commission only on dis-
play space.

Word count: Count each abbreviation, initial, single
figure or group of figures or letters as one word
each. Symbols such as 35mm, COD, PD, etc.,
count as one word each. Phone number with area
code or zip code counts as one word each.
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Fates & Fortunes,

.|
Media
Richard Lumenello, general manager,
WSLR(AM}-WKDD(FM)  Akron. Ohio, named

president of parent, OBC Broadcasting.

Matt Mills,
manager,  WRTH(AM)
Wood  River. Ill.-
KEZK(FM) St. Louis,
named executive VP
of  parent,  Adams
Communications. He
will be responsibile
for  Adams’s  three
AM’s and three FM’s.

Mark Prather, VP, ys-

general

v sistant general man-
S ager and sales man-
ager, KQTvV(rvy St. Joseph, Mo.. joins

wTwo(TV) Terre Haute, Ind., as VP and gen-
eral manager.

Jack Frost, VP and general manager. Taylor
& Associates Advertising, Anchorage, joins
KENKAM) there as general manager. He is also
partner in Eagle Broadcasting, owner of sta-
tion.

Harlan Reams, general manager and VP,
sales, kKCwsiTv) Glenwood Springs, Colo.,
joins wxTx(Tv) Columbus, Ga., as general
manager.

William Guttman, VP and corporate associate
general counsel, Time Inc., New York,
named general counsel. Thomas McEnerney,
assistant general counsel, Time, assumes ad-
ditional responsibilities as assistant secretary.

John O’Neill, director, financial analysis,
RCA. New York, named director of finance
and administration for NBC-owned wNBC-TV
there.

J. Edwin Conrad, VP and controller, Belo
Broadcasting, Dallas, joins Jefferson-Pilot
Broadcasting Co.. Charlotte. N.C., as VP,
finance.

Anthony Manera, president, Vancouver (Brit-
ish Columbia) Community College, joins
Canadian Broadcasting Corp., Otlawa, as
VP, human resources.

Kenneth Lahey, managing partner, Lakeshore
Comnmunications, LaPorte, Ind., cable sys-
tem, joins Michigan Energy Resources Co.,
Monroe, Mich., as president of its cable tele-
vision and radio subsidiaries. It owns AM-
FM combination serving Sturgis. Mich., and
cable system in Monroe.

Kim Meltzer, corporate controller, Price Com-
munications, New York, named assistant
treasurer.

James Watson, marketing sales manager,
CBN Cable Network, Virginia Beach, Va.,
named director of new business develop-
ment.

Marketing

J.W. (Bilt) Knodel, co-
founder, chairman and
chief executive officer
of Avery-Knodel Tele-
vision. retires Now.
30. Following career
in newspaper advertis-
ing. Knodel joined
Free & Peters (fore-
4 runner of Peters Grif-
fin Woodward agency)
Chicago in 1938 as

Knodel_ time salesman in radio
department. He was named VP and manager
of Chicago office in 1940 and was elected to
board same year. He resigned in 1944 and in
1945, with late Lewis Avery, founded Avery-
Knodel in Chicago. Avery resigned as presi-
dent in 1961, and Knodel. then executive VP,
moved to New York to succeed him. He was
president until 1973, when he became chair-
man and CEQ.

Mike Drazen, senior VP, creative director,
Scali, McCabe. Sloves, New York, joins
Marsteller there as executive VP, creative di-
reclor.

Arthur Klein, executive VP, Young & Rubi-
cam, New York, named president of Y&R's
direct marketing group.

Cathy Aromando, Jorge Perez and Dan Saba-
tino, creative supervisors-ant directors, and
BJ Kaplan, creative supervisor, copy. Young
& Rubicam, New York. named VP’.

Appointments, Quinn & Johnson/BBDO,
Boston: Jay Terwilliger, VP, account supervi-
sor, to senior VP, director of marketing ser-
vices; Dallas Dearman and Carof Trifone, ac-
count supervisors, to vice presidents, account
SUpErvisors.

Staff members named executive VP, Calet,
Hirsch & Spector, New York: Colin Proben,
account services department; Robert Petizon,
director of marketing and programing, and
Martin Lipsitt, creative director.

Appointments, VanSant DugDale & Co.,
Baltimore: Bill Senge, trom Griffin Hamilton
& Thompson, to art director, and Bruce Ja-
cobs, from Hutchins/Young & Rubicam. and
Susan Turner, from J. Walter Thompson, to
copywrilers.

Sherry Nemmers, VP, creative group head,
Dancer Fitzgerald Sample, New York, named
senior VP, associate creative director.

Bruce Goerlich, manager, and Kaye Shumate,
manager, systems development and oper-
ations, media information and research ser-
vices department. D'Arcy MacManus Ma-
sius, St. Louis, named VP’s,

Margaret Agsteribbe, director of research,
Seltel, New York, joins Storer Television
Sales there in same capacity.

Robenrt Epstein, from WTLw(TV) Jacksonville,
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Fla., joins Blair Television. New York. as VP,
director of marketing. market development
department.

Julianne Hastings, from United Press Inter-
nationat, New York. joins N W Ayer there as
corporale communications associate.

Vicki Parr, from Katz Radio, Detroit, joins
CBS Radio Spot Sales there as sales manager.

Ariadne Callas, Nancy Utley and Susan Zi-
met, media group heads. Grey Advertising.
New York, named associate media directors.

Elizabeth Cullen, from Benton & Bowles,
New York. joins Wolff Whitehill Inc. Adver-
lising there as media director.

Ishla Bank, supervisor. stalion services, com-
puter department, TelcRep., New  York,
named manager of traming for TeleRep. Dan
Thomas, account executive, cougar sales
tcam, New York, named New York sales
manager, cougar team.

Appointments, Siddall, Maws & Coughter:
Tolly Ludin, from U.S. Depariment of Educa-
tion. Washington. to staff’ writer there: Linda
Escalera, reporter. Ellenville (N.Y.) Journal,
to copywriter, Richmond. Va.. and Suzanne
Dashiell, freelance artist. Nashville, to fin-
ished art manager. Richmond.

Gina Forsythe, from Bozell & Jacobs, Dallas,
joins Republic Radio there as member of sales
staff.

James Szilagyi, from Southficld Civic Cen-
ter, Detroit. joins CBS Spot Radio Sales there
as account executive.

Marilyn Maklov, from Cable Concepts. Los
Angeles cable advertising company, joins
Seltel there as account exccutive.

Appointments, WIRE-TV Flint, Mich.: Dan
Aube, national sales manager, to general sales
manager; Ray Scott, local sales manager. suc-
ceeds Aube. and Kathy Millspaugh. senior
account executive, WwCK(FM) Flint, Mich.,
and Linda Hoffman, account executive, Flint
(Mich.) Area Newspapers. 10 account execu-
tives.

Bob Donohue, general sales manager, WJZ-TV
Baltimore, named VP.

James Graham, general sales manager, WJRT
Tv Flint, Mich., joins wTKR-Tv Norfolk, Va.,
as general sales manager.

William Ferrell, VP, director ol Midwest
sales, Television Bureau of Advertising, Chi-
cago, joins WDAU-TV Scranton. Pa.. as gener-
al sales manager. C. Robert Kautz, from
wGHP-TvV High Point, N.C., joins wDAU-TVv as
local-regional sales manager.

Mark Weidel, from wMMR(FM) Philadelphia,
joins wsTW(FM) Wilmington, Del., as sales
manager.

Mark Leopold, former owner and general
manager, WSIR(AM) Winter Haven. Fla.. joins
WTNT-AM-FM Tallahassee. Fla., as sales man-
ager.



Bradford Worthen, account executive,
wVNY(TV) Burlington, Vt., named national
sales manager.

Dean Kapneck, from Seltel, New York, joins
wFBS-Tv Miami as national sales manager.

Lee Castro, VP, Aeromech Airlines, joins
WPQZ(AM)-WKKW(FM) Clarksburg, W. Va., as
VP, sales

Sheryl Raskin, production assistant, Prism,
Philadelphia, joins wWMGM(FM) Atlantic City
as FM traffic manager and weekend televi-
sion news photographer.

Debra Albert, from Goldberg/Marchesano &
Associates, Washington, joins wCIX-Tv Mi-
ami as account executive.

Frank Vulpi, research analyst, CBS, New
York, joins WYNY(FM) there as account execu-
tive

Shelby Reddick, from wpDEZ(FM) Wausau,
Wis., and Lucy Holifield, from BBDO, New
York, join WEZW(FM) Wauwatosa, Wis., as
account executives.

Joseph Wicker, from WGAQ-FM Franklin,
Ind., joins WTHR(TV) Indianapolis as account
executive.

Jim McKernan, from KwwL-Tv Waterloo,
[owa, joins KMTV(Tv) Omaha as local account
executive.

Leslie Griffin, account executive, WvOX(AM)-
WRTN(FM) New Rochelle, N.Y., joins
WEEI(AM) Boston in same capacity.

I ———
Programing

Jim McGillen, senior
VP, general sales man-
ager, domestic distri-
bution division, Tele-
pictures, Los Angeles,
named senior VP and
general manager of di-
vision.

Duncan Murray, direc-
tor of sales, Disney
Channel, Los Ange-

les, named VP, sales
administration.

McGillen

Charles Johnson, president, Peters, Johnson
& Roberts, New York data communications
firm, joins Showtime/The Movie Channet
there as VP, human resources.

Paul Franklin, TV sales assistant, Blair Tele-
vision, Los Angeles, joins Blair Entertain-
ment there as Wester account representative.

Heidi Frey, from television packaging depart-
ment, William Morris Agency, Los Angeles,
joins Viacom Productions there as director of
development.

Alan Kaupe, president, Europe, Embassy
Home Entertainment, London, named presi-
dent, Embassy Home Entertainment-Interna-
tional. He will continue to be based in Lon-
don.

Art Baer and Ben Joelson, producers, Love
Boat, Aaron Spelling Productions, Los Ange-
les, named supervising producers.

Gerald Aiello, from Wamer Communications,
New York, joins USA Network, Glen Rock,
N.J., as director of personnel.

Skiar
munications. Sklar Communications is located at 154 East 46th Street, New York, N.Y. 10017.

Christening. Fick Skiar, a 22-year veteran at ABC who most recently
held the post of vice president, new business opportunities, ABC
Radia, is leaving to form Sklar Communicationg, Inc |, a program and
rmanagemant consulting firm. Skiar was program managers and aper-
ations diractor of ABC-owned wetinm; Mew York in 196477, He also
wias vice president and direclor of program oevelopment, ABC-
Craned Radio Sations, and woe president, programing, forthe radio
divizion. In 1983 he began b consult waic Tv Mew York’s “Hot Tracks”
sarigg, which is syndicated nationaly by Gelden Wesl Charer chi-
ants for Skiar s new company are: Channel 66 Boston, & naw lull-time
music video station; interep (natonal rado representalion company
compasing MoGavren Guild Fadio, HoenMesmarkWechsler &
Howard, Major Market Radio, and Weiss & Powell), and Summit Com-

Antonio Dieguez, from Tele-Antillas, Santo
Domingo, Dominican Republic, production
firm, joins Blair Spanish Television, Miami,
as program director.

Lynda Fruman, legal assistant, Silverberg,
Rosen, Leon and Behr, Los Angeles law firm,
joins Dick Clark Companies as director of
business affairs.

David Shaw, marketing director and execu-
tive producer, radio productions, Ed Shaw
Productions, Woodland Hills, Calif., named
VP.

Allen Edwards, program director, WIBC(AM)
Indianapolis, joins wCks(FM) Cocoa Beach,
Fla., in same capacity.

Scott Walker, production director, WEZB(FM)
New Orleans, joins KMEL(FM) San Francisco
in same capacity.

Thomas Land, program director, KQAM(AM)
Wichita, Kan., joins wTiIX(aM) New Orleans
in same capacity.

Kenneth Gonzalez, from wGHP-Tv High
Point, N.C., joins wDAU-TV Scranton, Pa., as
program manager.

Ken Hastert, from KsNT(Tv) Topeka, joins
KLDH-TV there as producer-director.

Dennis Stacy, air personality, wWABB-FM Mo-
bile, Ala., named assistant program director.
Rich Freeman, air personality, WABB(AM),
named assistant program director.

Ben Dominguez, newscast director, KHOU-TV
Houston, named production supervisor.

Nicholas Sucich, from Group W Cable,
Wildwood, N.J., joins wkBw-Tv Buffalo,
N.Y., as videographer-editor, remote produc-
tion department.

assasls s - - i o
News and Public Affairs

Appointments, Cable
News Network, At-
lanta: Bob Furnad, po-
litical news director, to
VP and senior execu-
tive producer; Charles
Caudill, evening su-
pervising producer, to
executive  producer,
Prime News CNN and
Evening News, Larry
Lamotte, executive
producer, to national
correspondent; Jan
Hopkins, from ABC News, New York, to cor-
respondent-producer, New York bureau, and
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Tranette Ledford, political reporter, to corre-
spondent, Southeast bureau, Atlanta.

Lou Paris, acting news director, WTKR-TV
Norfolk, Va., named news director. Dale
Gaulding, news director, WTAR(AM)-WLTY(FM)
Norfolk, jJoins WTKR-Tv as assignment editor.

Appointments, KCRG-Tv Cedar Rapids. lowa:
Doug Krile, news anchor, assumes additional
duties as managing editor of weekday early
and late newscasts; Nancy Dougherty, assign-
ment editor, to senior producer and producer,
early newscasts; Scott Hipper, executive pro-
ducer, assumes additional duties as assign-
ment editor, and Scott Maledy, from wWCBD-TV
Charleston, S.C., and Marcia Lense, from
co-owned KCRG(AM) Cedar Rapids, to report-
ers.

Don Miles, news director and morning an-
chor, KLMS(AM) Lincoln, Neb., joins KVET-
(AM)-KASE(FM) Austin, Tex., as news director.

David Hopkins, news director, WLYH-Tv Lan-
caster, Pa., joins WTAJ-Tv Altoona, Pa., in
same capacity.

Glen Gardner, assistant news director,
KRNA(FM) Iowa City, Iowa, named news di-
rector.

Diane Thompson, afternoon anchor, KHI{(AM)
Los Angeles, promoted to news director.

James Kennedy, investigations producer,
news department, KCBS(TV) Los Angeles,
named executive producer, documentary
unit.

Cliff Eshbach, reporter, WLYH-TV Lancaster,
Pa., named news director.

Appointments, WCYB-Tv Bristol, Va.: Steve
Hawkins, 11 p.m. news anchor and producer,
to acting news director and executive produc-
er; Velma Scaife, weekend anchor, to 11 p.m.
anchor, and Terry Radnoczi, assignment edi-
tor, to assistant news director.

Roberto Munoz, reporter, KNTV(TV) San Jose,
Calif., named morning news anchor.

Dave Hampton, anchor-reporter, KOOL-AM-FM
Phoenix, joins KTAR(AM) there as anchor-re-
porter.

Representative Joel Pritchard (R-Wash.)
joins KIRO-TV Seattle as commentator. He will
retire from Congress in January.

Cynthia Good, from KERO-Tv Bakersfield,
Calif., joins KGw-Tv Portland, Ore., as week-
end anchor and co-host, In Your Opinion pub-
lic affairs program.

Dan Billow, Chico, Calif., bureau chief,



KRCR-TV Redding. Calif.. joins KLAS- TV Las
Vegas as general assignment reporter.

Rod Daniels, anchor-reporter. Hearst's wiAE-
TV Pittsburgh. joins co-owned wBAL-TV Bal-
timore as anchor-reporter. Bitly Taylor, {rom
WAFB-TV Baton Rouge. La.. joins WBAL-TV as
meteorologist.

Jack Curtiss, reporter. WTVITYy Miami. joins
noncommercial WPHT(TY) Miami as associate
producer-reporter,  Broward news  burcau,
Fort Lauderdale, Fla.

Mike Freedman, from WSVN(TV) Miami. joins
WCIX-TV there as assignment editor.

Margo Myers, burcau chiet. KHsL-Tv Chico.
Calif., joins KSBY-TV San Luis Obispo. Ca-
lit.. as general assignment reporter and con-
Sumer reporter.

Carolyn Betts, public relations director.
WKRN-TV Nashville, named producer and
host for Faee to Face public affairs program.

Debra Nelson, fromt wSGN(aM) Birmingham,
Ala.. joins WBRC-TV there as community ser-
vice  dircctor.  Frank Billingsiey, trom
wDBJTV) Roanoke, Va.. joins wBRC-TV as
weather anchor.

Ann Curry, general assignment reporter and
weekend  anchor,  KGw-Tv  Portland, Ore.,
joins KCBSITY) Los Angeles as general assign-
ment reporter.

Teri Tanaka, from wIKW-Tv Cleveland, joins
KhvHiaM) Honolulu as reporter.

Chris Fox, from noncommercial WSUWAM)
Whitewater, Wis.,  joins  WTTN(AM)-
WMIWEM) Watertown, Wis.. as sports direc-
{or.

Glen Walker, from WGXA-TV Macon. Ga.,
Jjoins wive-Tv Buffalo, N.Y.. as sports report-
er-photographet.

Bob Healey, weckend sports  anchor,
KWWL(TVy Waterloo, Iowa. named sports di-
rector.

Dave Wirth, from WPEC(TV) West Palm Beach,
Fla.. joins wTSP-Tv Tampa-St. Petersburg,
Fla.. as sports anchor-reporter.

Alex Lekas, rcporter. WEAR-TV Pensacola,
Fla., named weekend sports anchor.

Wayne Hartung, from American Community
Cablevision, Ithaca. N.Y., joins WGRZ-Tv
Buffalo. N.Y.. as weekend meteorologist.

Technology

Appointments, Comsat World Systems Divi-
sion, Washinglon: Lawrence DeVore, VP, law
and administration, to VP. carrier and corre-
spondent relations; Etten Hoff, senior director,
business planning, office of corporate devel-
opment, 0 VP. international operations; Har-
ry Gross, general manager, U.S. Intelsat
earth stations. to VP, earth station services;
John Hannon Jr, VP and general counsel,
Satellite Television Corp. subsidiary, to VP
and general counsel. Comsat World Systems
division; Edward Martin, VP. international
operations, o VP, technology management.

M. Ross Brown, from CBS Musical Instru-
ment  Division, Chicago, joins Analogic
Corp., Peabody, Mass., as VP, operations.

Kimithy vaughan, VP. operations. Netcom

Enterprises. San Francisco, joins Private Sat-
ellite Network. New York. as director of net-
work development.

Norman Lindquist, VP. sales and marketing.
Associate  Audio Visual Corp.. Chicago,
joins Centel Video Productions there as man-
ager. sales and marketing.

Anthony Pignoni, VP. sales. video equipment
division. Robert Bosch Corp.. Salt Lake City,
named VP. business development.

Conway Jolly, director of personnel and orga-
nization. Jerrold Subscriber Systems divi-
sion. General Instrument. Hatboro. Pa.. as-
sumes similar responsibilities with
braadband communications group.

John White Jr., from Prism Productions. Dal-
las, joins Videoworks. New York. as member
of editorial staff of production and post-pro-
duction firm.

Appointments. Uniden Satellite Technology.
Indianapolis: Olin Lippincott, VP, sales. Ja-
son Empire. Overland Park, Kan., to execu-
tive VP, sales; Terry Dixon, VP, sales, Western
division, to VP, sales, Western division; Gary
Gibson, lorm Microwave Specialty Corp.,
San Diego. to national service coordinator,
and Phil Scott, product service supervisor, to
order process manager.

Steve Russeli, dircctor of operations, Walt
Disney Telecommunications, joins VCA Du-
plicating Corp.. Naperville. 1ll.. as general
plant manager of new duplicating facility
there.

William Fischer, fram investment firm of Ba-
ker. Watts & Co., joins Nurad Inc.. Balti-

Trailblazer. Robert Johnson, founder and
president of Black Entertainment Televi-
sion and president of District Cablevi-
sion, both Washington, received Capital
Press Club's Pioneer award for “outstand-
ing achieverment in communications,” at
40th anniversary awards dinner of na-
tion's oldest black press organization at
National Press Club in Washington.

more. as VP administration. J. Michael
Rosso, accounting manager. Black Inc.,
Towson, Md.. joins Nurad as treasurer.
Brian Kelly, from KwWYR(AM) Winner. S.D.,
joins WTTNIAM)-WMLW(FM) Watertown, Wis.,
as technical director and air personality.

David Desrochers, from wLNE(TV) Provi-
dence, R.I., joins Colony Communications
there as video engineer.

Bruce Aleksander, from noncommercial
KUHT(Tv) Houston, joins KHOU-Tv there as
lighting director.
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Promotion and PR

Susan Kerr, assistant director. public rela-
tions, Madison Square Garden. New York,
Jjoins CBS Sports as associate direclor. sports
information, remaining based in New York.

Debra Garrett, consultant to CBS-TV, Los
Angeles. joins Paramount Pictures Corp.
there as manager. advertising and promotion,
Paramount Television Group.

Joseph Taritero, VP. development, Hanna-
Barbera Preductions, Los Angeles, named
VP. creative affairs.

Jay Larkin, publicist, consumer public rela-
tions, Showtime/The Movie Channel, New
York, named senior publicist, consumer pub-
lic relations. Mary Bianchetti, special events
coordinator. public relations department,
Home Box Office. New York, named writer-
publicist, consumer public relations, Show-
time/The Movie Channel! there.

Judith Shannon, VP, public relations, Satei-
lite Television Corp., Washington, has left to
form Judith L. Shannon & Associates, Alex-
andria, Va., public relations and marketing
communications firm for satellite and tele-
commnunications industries.

W. Reid Weir, from Holland (Ind.) National
Bank, joins noncommercial wNIN-FM Evans-
ville, Ind., as public information/underwrit-
ing representative.

James Paton, merchandising administrative
manager. Shure Brothers. Evanston. Ili.,
named manager, advertising and sales promo-
tion.

Julie Bruzzone, from KFRC(AM) San Francis-
co, joins KMEL(FM) there as promotion direc-
tor.

Ariel Adams, from Chicago-Northem Illinois
chapter. Multiple Sclerosis Society, Chicago,
joins WFYR(FM) there as director of advertis-
ing and promotion.

David Emmons, freelance graphic artist, New
York, joins wMAQ-TV Chicage as scenic
graphic artist.

Ann Sorenson, from the Media Group Lud.,
Grand Rapids, Mich., joins Telemation,
Glenview, IIl., as account representative, in-
dustrial and corporate communications.

Ruthanne Greeley, account supervisor, Laura
Welcher Public Relations, San Diego, joins
noncommercial KPBS-FM there as promotion
director.

Allied Fields

James F. Ackerman,
partner, Becker Com-
munications and sen-
ior VP, Becker-Pari-
bas. Indianapolis,
Joins Communications

Equity Associates,
Tampa. Fla., as vice
chairman. He  will
maintain office in In-
dianapolis and also
operate from CEA’s
Ackerman Tampa headquarters.

Who's on first. Netcom, San Francisco satellite networking service, has made new assign-
ments in restructuring of firm. Netcom I[nternational, former name of parent company, be-
comes Netcom, and Netcom Enterprises will no longer be separate division. Robert Patter-
son, president of Netcom Enterprises, becomes president of Netcom. Netcom International
will now signify only the Washington-based division, headed by executive VP, Walt Munro,
which oversees internaticnal sales. Netcom Video will be headed by Paul Nunes, VP for
special projects and creative services. Netcom Transportable Uplinks becomes Netcom
Transportable Uptink Facilities, and will be responsible for transmitting signals to satellites
from event sites. !t will be headed by VP, engineering, Gene Deck, and remain based in
Burbank, Calif. Netcom Star, wholly owned subsidiary that develops and packages satellite
antennas, will be headed by Lillian Chin, VP, administration. Netcom's services division will be
responsible for domestic and international transmission of commercial broadcasts, cable
subscription television programing and video conferencing, all formerly overseen by Enter-
prises divisicn, and will be headed by Patterson. Gene Bormann remains VP in charge of
Netcom Syndication and Programing in New York.

Ackerman will also continue to hold follow-
ing corporate positions: president and owner
of Cardinal Communications, Indiana cable
TV firm; director, chairman. finance commit-
tee and part owner, Wabash Cablevision,
which is general partner and manager of In-
dianapolis Cablevision and Wabash Commu-
nications of Hendricks County, Ind., and di-
rector, TCA Cable, Tyler, Tex.

Appointments, Frazier, Gross & Kadlec,
Washington-based broadcast and cable con-
sultants: Jonathan Intrater, associate, to coor-
dinator, intangible asset development; John
Sanders, senior financial analyst, economic
studies and valuations group, to same post,
asset appraisal group: Kimberly O'Neill, ju-
nior financia! analyst, to senior financial ana-
lyst; Timothy Pecaro, manager. asset apprais-
als, to director, asset appraisals; Janice
Orman, from National Association of Broad-
casters, Washington, to financial analyst.
economic studies and valuation group; Den-
nis Eckhout, from Ford Motor Co.. Detroit,
to financial analyst, and Lauren Butler, recent
graduate, Furman University, Greenville,
S.C.. Susan Howard, news director, noncom-
mercial WESU(FM) Middletown. Conn., and
Carolyn Liberman, from wpRI-Tv Providence,
R.L, to research assistants.

William F. Baker, president, Group W Televi-
sion, and chairman, Group W Satellite Com-
munications, has been elected chairman of
policy-making arm of Television Information
Office, known as Television Information
Committee. He replaces Kathryn F. Broman,
former chairman of National Association of
Broadcasters television board. Baker is also
member of board of directors of Association
of Maximum Service Telecasters, vice presi-
dent of Television Operators Caucus and
Group W's representative on Electronic Me-
dia Rating Council.

Steven Kabatsky, from Arbitron, New York,
joins Radio Advertising Bureau there as re-
search manager.

Elected officers, Advertising Research Foun-
dation, New York: Rena Bartos, J. Walter
Thompson, chairman, John Kofron, senior
VP, International Thomson Business Press,
vice chairman; George Fabian, SSC&B Lin-
tas Worldwide, secretary, and Robert Lyman,
Benton & Bowles, treasurer.

Elected officers, Cable Television Network of
New Jersey, Trenton, N.J.: Frank Scarpa, Na-
tiona! Video Systems, Seaside Heights, presi-
dent: Frank DedJoy, Suburban Cablevision,
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East Orange, VP, engineering; Barbara Sil-
worth, Storer Cable Communications. VP.
programing: David Unger, TKR Cable Co.,
Warren, N.J., treasurer; Nancy Becker, Nan-
cy H. Becker Associates, Trenton, N.J.. as-
sistant treasurer, and Albert Stender, Holzap-
fel. Perkins & Kelly. Cranford, N.J..
secretary.

Patrick Ryan, manager of sales development
wkyC-Tv Cleveland. joins Television Bureau
of Advertising, New York, as marketing sales
executive.

Peter Walsh, director of services, compo-
nents group, Electronic Industries Associ-
ation. Washington, named staff VP, compo-
nents and industrial electronics groups.

Elected directors, Texas Association of
Broadcasters, Austin, Tex.: Ruby Stanley,
KIMP(AM)-KPXI(FM) Mount Pleasant, Jeff
Methven, KPLT(AM)-KTXU(FA) Paris, Dick Op-
penheimer, KHF-FM  Austin; Dave Lane,
WFAA-TV Dallas; Ray Alexander, KRGV-TV
Weslaco; Gene Boivin, KRQX(AM)-KZEW(FM)
Dallas.

Lauren lossa, program manager, Meet The
Composer, New York, joins American Soci-
ety of Composers, Authors and Publishers
there as communications coordinator.

Deaths

James E. Greeley, 64. communications attor-
ney, Washington. died of leukemia Nov. 20 at
Georgetown University hospital. He is sur-
vived by his wife, Claire. daughter and two
sons. Among his clients was Broadcast Fi-
nancial Management Association.

Gordon K. Peterson, 67, radio and television
evangelist and founding pastor of Calvary
Temple (also known as Soul’s Harbor), Min-
neapolis, died of heart attack Oct. 21 while
preaching at Bethany Baptist Church, Baton
Rouge. He began with 15-minute weekly
broadcast. The Man with a Message, over
WMIN(AM) Minneapolis in 1947 and later
WDGY(AM) there. Television was added in
1950. over wcco-Tv Minneapolis, under title
Soul's Harbor. At peak it was syndicated to 12
TV stations in upper Midwest. At time of his
death, Peterson’s radio program was carried
on noncommercial KTIS(AM) Minneapolis and
heard over radio network of licensee, North-
western College. Peterson is survived by his
wife, Irene. son and daughter.



John Reidy: Charting
Fifth Estate fortunes

To hear John Reidy tell it, a securities analyst
is part prognosticator, part author, part pub-
lisher and part salesman. And he would
probably add to the list.

John Reidy’s opinion is important. Execu-
tives of the networks and other media com-
panies he follows want to know how they are
perceived by the Drexel Burnham Lambert
vice president and his colleagues at other
tfirms. Also interested are the institutional
investors who own large blocks of stock in
those companies and the reporters who dis-
seminate the opinions of Reidy and others to
the general public. Spokesmen for several of
the companies Reidy follows agree that he
has a good grasp of industry fundamentals
and is able to determine the most important
factors that will have the biggest impact on
operating results.

But following closely the performance of
about 20 media companies is not all that
Reidy docs. “Sometimes there are other
things that will come up and they will say:
*this task is more important to the firm today,
or this week, than what you are doing with
CBS. ABC and Times Mirror.”

*1 spent a great deal of time with the ac-
quisition of WTTV(TV) Bloomington [Indian-
apolis], Ind.,” he said, “analyzing the pros-
pects of that station and that market because
we put our client’s money and our own mon-
ey into it.” (The station was purchased in
November 1983 for $73 million in a lever-
aged buyout that included DeSales Harrison,
former chairman of Pacific & Southern
Broadcasting, station executives and other
institutional investors. It was Drexel Burn-
ham Lambert’s first equity position in a tele-
vision property.)

Another time Reidy’s knowledge of the
Fifth Estate was called upon by the company
was when Dow Jones and Knight-Ridder
made a bid in early 1981 to buy MSO, UA-
Columbia Cablevision. Executives of Unit-
ed Artists Theater Circuit (now United Art-
ists Communications), a one-third owner of
UA-Columbia, approached Drex¢l Burn-
ham, he said, saying: “We don’t want to be
cashed out of this holding. How can we
avoid the offer?” He and others at the firm
then “scurried around,”™ Reidy said. talking
with a number of media companies about
joining with United Artists in a partnership,
and ended up helping to arrange what then
became Rogers UA Cablesystems.

Drexel Burnham, Reidy said, has
emerged as one of the most significant un-
derwriters of debt issues in the communica-
tions business. In addition to being a leading
underwriter of cable securities, the New
York-based investment banking firm recent-
ly underwrote for Metromedia Broadcasting
the largest public debt offering in history.

The institutional clients for whom Reidy’s

JorN SHERBURNE REIDY-—vice president-
general firm, Drexel Burnham Lambert Inc.
b. February 25, 1838, Boston; AB, political
science, Harvard College, 1960; MBA,
Harvard Business School, 1963; U.S. Army
Reserve, 1961-1967, media security analyst,
Carl M. Loeb, Rhoades & Co., 1963-69; vice
president and security analyst. Auerbach
Pollak & Richardson 1963-71; vice president
and security analyst, William D. Witter Inc.
1971-76; present position since 1976; co-
founder, Printing and Publishing Industry
Analysts Association (now Media and
Entertainment Analysts Association of New
York); single.

reports on media companies are destined in-
clude banks. insurance companies. mutual
funds and investment advisers. For those not
familiar with the ways of Wall Street, “cli-
ents” do not pay directly for Reidy’s reports
but will, Drexel Burnham hopes. use its
trading department to execute buy-and-sell
orders, thereby earning commissions for the
firm. Some *senior people™ at an institution-
al client will occasionally call Reidy directly
in response to a report, say, on Taft Broad-
casting, but more often, he said, the “buy
side” analysts—those employed directly by
the institutional client—will send a note to
their own trading department saying: “The
following 10 analysts were of help during
the quarter...” and Drexel may be among the
firms that are rewarded because of the re-
search advice provided by Reidy.

“lt is a very imperfect sysiem in that
sense,” said Reidy, “but |1 don’t know what
system would be better.”

Reidy, with the “invaluable™ help of his
associate, Jeffrey Russell, and his research
assistant, Gina Lee, turns out 15-10-50-page
reports on the individual media companies
he follows, typically once a year. Updates on
individual companies are provided, some-
times everv two weeks, as news warrants.

“If the system really works, and if it is a
meaningful development,”—such as CBS’s
purchase of 12 Ziff-Davis magazines—"we
will discuss it at our morning sales meeting,
the salesmen will go out with it to their insti-
tutional clients, 1 will pick up with clients
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where | think there is an interest or in re-
sponse to feedback from sales. But we are
going to have it in print so everyone will
have it within a week.”

Reidy’s first job fresh out of Harvard
Business School in 1963 was with the in-
vestment banking firm of Loeb. Rhoades &
Co-, working under a senior analyst. In 1965
he “picked up” the broadcasting industry and
has followed it, basically without interrup-
tion, since. He has also, except for one
break. kept with publishing: “*Broadcasting
is all advertising supported and newspapers
are 75% or more advertising supported and
since most of the companies are in both bus-
inesses, we have felt that you are really look-
ing at the media industry as a totality.”

Did Reidy end up covering the media in-
dustry by design? He answers indirectly: “I
think it would be hard to retain one’s interest
over a 20-year period in most industries that
["ve seen most of my fellow analysts follow.
As a side note | also did a few companies in
the cosmetics industry for about 10 years
and one of the great days of my life was
when we decided not to do the cosmetics
industry.”

With 20 years of experience as a media
watcher, Reidy also has a perspective on
how Wall Street has studied the industry.
Media stocks, he said, used to be considered
a “stepchild” given to new analysts, but now,
in part because institutional investors own
large percentages of media companies (50%
to 60% in most cases). that has changed.
*“Sure, a number of us dream about being
investment bankers and making fat fees, but
that is not really in the cards. | think we have
reached a very high degree of professional-
ism on the sell side"—those analysts, like
Reidy. whose services are meant to attract,
or help sell, the trading and other services
offered by the investment banks that employ
them—"most of the same players have been
there now for the last half dozen years.”

Being a 20-year expert does not save him
from the perils that await a securities analyst
when events take him by surprise. He re-
counts being called at an industry forum two
years ago, by his associate, Russell, and re-
ceiving the bombshell that Warner had just
predicted huge fourth-quarter losses because
of a downturn in its Atari business. Al-
though he and a half dozen analysts “charged
into the investor relations office™ at Warner
and waited there an hour until they got an
explanation, the damage was done. The
stock had stopped trading at $52 per share
and opened the next morning at $35. “We
had to go back upstairs,” said Reidy, “and
face our salesmen and the rest of the country
who were saying, ‘What the hell are you
doing?” ”

On the other hand, Reidy said, he almost
never gets a call for putting a company like
Dun & Bradstreet on the buy list at $51 per
share, and then watching it rise 30% in a flat
market.
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Central Intelligence Agency filed compiaint with FCC on Wednesday
(Nav. 21) alleging ABC “deliberately distorted” news in World News
Tonight broadcasts of Sept. 19, 20 and 26. ABC reported allegations
by former prison guard Scott Barnes that CIA had contacted him to
kill Ronald Rewald, Hawaii investment banker (now under indict-
ment on 100 counts of perjury, fraud and tax evasion), with whom
CIA admits it had “slight involvement.” CIA has denied all ties
with Barnes and has gone so far as to call Barnes “liar,” says CIA
spokeswoman Patti Volz. CIA alleges ABC reports went beyond
“faulty or sloppy” journalism in broadcasting insufficiently sub-
stantiated report, and falls under “personal attack” provisions of
fairness doctrine, especially in light of CIA denials and Sept. 26
report that ABC stood by its story. On Wednesday, ABC World
News Tonight anchor Peter Jennings stated ABC had “continued
toinvestigate” and had made efforts to corroborate charges (which
failed), had asked Barnes to provide “further evidence” of his
charges, including lie detector tests, which Barnes refused, and
“has now concluded Barnes's charges cannot be substantiated
and we have no reason to doubt the CIA's denials " ABC spokes-
man Tom Goodman refused to comment on petition, saying ABC
had not had time to review FCC filing.
o

With six of top 10 shows and victories on four nights, CBS won
eighth week of 1984-85 prime time season by six-tenths of rating
point over second-placed NBC. For week ended Nov. 18, CES aver-
aged 17.9 rating and 28 share, compared to NBC with 17.3/27 and
ABC's 14.5/23. CBS won Monday, Tuesday, Thursday and Friday,
while NBC tock Saturday and—thanks to the first part of its mini-
series Fatal Vision—S8unday. ABC won Wednesday. First part of
Fatal Vision was top-rated show of week, drawing average 29.5/44
on Sunday at 9-11 (NYT). Third episode of CBS’s mini-series, Ellis
Island, pulled 21.1/33 and was ninth show of week. Combined
network rating/share totaled 459.7/78 compared to 53/81 for com-
parable week last season. HUT levels averaged 63.6 compared to
65.3 for comparable week year ago. Season-to-date averages:
CBS, 17/27; NBC, 16.7/27; ABC, 15.1/24.

Britannia rules the airwaves. The United Kingdom swept the
12th annual Intemnational Emmy awards held in New York last
week, capturing honors in all five program categories of drama,
documentary. performing arts, popular arts and children’s pro-
graming. During the ceremony, the International Council of the
National Academy of Televison Arts and Sciences presented its
Founder's Award to producer David Wolper and its Directorate
Award to Lord Sidney Bernstein, president of Grenada Televi-
sion. The Grenada program, Jewell in the Crown, won an Emmy
for the best dramatic presentation. Channel Four Television
captured Emmys for both the documentary and performing arts
categories—The Heart of the Dragon and The Tragedy of Car-
men, respectively. Thames Television also took two categor-
ies—popular arts with Fresh Fields and children’s with Wind in
the Willows. Shown at the awards ceremony held at the Shera-
ton Center last Monday (Nov. 19) are (I-r) Woiper; Howard Co-
sell, ABC Sports, Marian Pierce, wife of ABC Inc. President Fred
Pierce, and Leonard Goldenson, chairman and chief executive
officer, ABC Inc.

According to HBO’s viewing performance report for September
which analyzes viewing within HBO universe, pay service's primu
time rating and share averaged 8.5/13, down 16% from year ag:
(10.1/16). Total cable viewing for same period, it said, was up 2% t
20.1/31, while national over-the-air network average was down 5%
t0 14.0/25. On 24-hour basis, HBO viewing was off 13% in Septem
ber compared with year ago, slipping to 3.5/11. Total cable view
ing, category which does not include independent stations o
superstations, was up 9%, to average 10.2/31. HBQO's weekly react
was off 3% to 80.9% of its universe. HBQ bases its monthly analysi:
on Iatings measurements taken by A.C. Nielsen.
3]

After 20 years of negotiations, Philadelphia Mayor Wilson Goods
ended city's fifth round of bidding for cable system by signing
ordinances last week with four companties for city’s four franchisq
areas. Each franchise area will serve roughly 155,000 homes witl
mandatory 82-channel system. Vince Costello, city's cable admin
istrator, said ordinances call for discussions between companie:
and city council to be conciuded within six months. Constructiol
is to be completed in three years. Last effort at awarding cabk
contract resulted in stalemate between city council and forme
Mayor William Green. Area one, which includes central city anc
south Philadelphia, was awarded to Greater Philadelphia Cablevi
sion, subsidiary of Greater Media Inc., East Brunswick, N.J -basex
station group, publisher and cable MSQ. Area two goes to Wadi
Communications, headed by James N. Wade, former owner ¢
wssJ(aM) Camden, N.J., and for eight years highest ranking blaci
official under former Governer Milton Shapp. Area two include:
west Philadelphia, Roxborough and Manayunk. Rollins Cablevi
sion, subsidiary of Rollins Inc., was chosen for area three, whicl
will cover northwest portion of city, and Comcast Cablevision ¢
Philadelphia was unanimously chosen for northeast section.

D

MCA-TV's Encore Programs division has cleared its Five Star Mys
tery package in 23 markets in little over month it has been i1
syndication. Originally conceived as programing targeted fo
growing number of independents, package has attracted affihat
attention as well. Last week, ABC-owned KABC-TV Los Angele:
and KGO-Tv San Francisce signed deals to air Five Star Mystery 11
late night time periods. Other affiliates toc come on board in wAGA
Tv Atlanta. Five Star Mystery is umbrella title for five action/ad
venture series never released into syndication. Titles in packag
include Deivecchio, Ellery Queen, O'Hara, U S. Treasury, Mirs
Columbo and City of Angels. According to Shelly Schwab, execu
tive vice president of marketing, MCA-TV, negotiations for Fiv
Star Mystery are ongoing with ABC's other cwned stations in Nev
York, Chicago and Detroit.

w}

After Home Box Office and Cinemax are scrambled next yea
Home Box Office will offer services (and necessary descrambler:
to backyard earth station owners in cabled areas for fee, but it w:
do so without cutting in home satellite industry for large part «
action, according to SPACE, trade association for industr
SPACE said HBO, in presentation to SPACE board in Dallas, said
would offer services to dish owners in cable franchised are:
through local cable operators only. Under HBO plan set forth ¢
meeting, SPACE said, home satellite dealers would be allowed 1
sell descramblers, but local cable operator would “authorize” se
vice, collect subscriber fees and share in revenues. SPACE Pres
dent Charles Ross called plan “blatantly anticompetitive.” “Th
earth station industry cannot abide by the inherently unfair an
detrimental descrambler and software distribution method prc
posed by HBO," he said. SPACE said its general counsel, Ric
Brown, would seek legislative relief and appeal to Justice Depar
ment and “"other appropriate governmental officials.”
(]

FCC General Council Jack Smith said last week that FCC ha
decided not to seek rehearing of dial-a-porn decision by U.S. Court ¢
Appeals for Second Circuit, but said it "will initiate further prc
ceedings looking to satisfy the court’s concerns.” Smith also sav
FCC has decided not to seek Supreme Court review of DBS decisior
FCC is "going to commence further proceedings to identify hov

—
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sest to comply with the D.C. circuit's mandate in that case,” he
said, adding that at "the same time, we intend to institute pro-
ceedings locking to the proper regulatory classification of sub-
scription services in general. We hope that these proceedings can
he commenced very early next year.” General council’s office will
se responsible for drafting of those items, he said.

o]

1BO and Thorn EMI Screen Entertainment announced last week
ormation of joint venture to market home video product in U.S. and
~anada. Thorn's existing home video operation, Thorn EMI Video
nc., will be folded into new venture and that company's president
ind chief operating officer, Nicholas Santrizos, will assume same
itles at Thorn EMI/HBQ Home Videc. Chief executive officer is to
Je named in near future. One reason given for startup of new
7enture is that major streams of product flowing from both part-
wers can be “combined in one, highly competitive flow,” where
significant economies of scale can be exploited. New company
~ill service North America only, although Thorn, based in United
{ingdom, will handle distribution of HBO home video product in
werseas markets. HBO and Thorn are jointly involved in several
rther businesses—both are investors in forthcoming film, "A Pas-
sage to India,” and both are partners in U K -based Premiere pay
'V service. HBO holds North American rights to Thorn's theatrical
ilms, and Thorn holds all overseas rights to productions of Silver
Screen Partners, presented in association with HBO Pictures Inc.
a

‘anadian broadcasters along with four television stations in North
Jakota have petitioned Canadian government to overturn decision of
>anadian Radio-Television and Telecommunications Commission
ast month that authorized Saskatchewan cable television compan-
es to relay signals of Detroit and Seattle, Wash., network affiliates.
signals, which would be transmitted by way of Canadian Satellite
Jommunications Inc.'s satellite, would replace those picked up by
errestrial microwave from four North Dakota stations—KUMV-
"V(NBC). KXMD(CBS), both Williston, wpaz(Tv) Devils Lake and
SRE(TV) Minot, N.D. Petitions are first received by new Communi-
:ations Minister Marcel Masse and Conservative cabinet asking
hem to send decision back to CRTC for another hearing. CRTC's
lecision was based on finding that satellite-delivered signals
vould be superior to those from North Dakota stations, which
vere said to be impaired as result of long distance. North Dakota
tations, which want to retain Canadian audience, say they will
nstall better equipment and seek approval in both countries to
uild system at no cost to Saskatchewan cable systems. Canadian
ywoadcasters fear decision will transform American stations
vhose signals are to be transmitted by satellite—wJBK-Tv (DBS),
vDIv(TV) (NBC) and wTvs(Tv) (PBS), all Detroit, and KOMO-Tv (ABC)
seattle—into Canadian superstations that would cut into influ-
nce and revenues of Canadian stations.

[m]

3acke Communications Inc. announced last week it had offered
‘hareholders of Gross Telecasting Inc. option to receive pro rata
ortion of $10 million subordinated promissory notes or like
imount of cash as liquidating dividend for its $48 million purchase
f Gross's WJIM-TV [now wLNS| Lansing, Mich., and WKBT(TV) La-
srosse, Wis. Harold F. Gross, principal stockholder of Gross Tele-
:asting, has agreed he or members of his family will accept all
1otes not accepted by stockholders.

KkmiFm Seattle [formerly KYyYX(Fvy) has been sold by Madison Park
roadcasting to Behan Broadcasting for $5.5 million. Seller is
rincipally owned by Richard B. Pratt and Daniel D. Nelson. It also
wns co-located Kxa(aAM). Behan Broadcasting is principally
wned by Dennis Behan and Steve Jacobs It also owns KCEE(AM)-
wFM(FM) Tucson, Ariz., and KLMR(AM)-KSEC(FM) Lamar, Colo. KkMI-
M is on 96.5 mhz with 81 kw and antenna 1,220 feet above
round. Broker is Kalil & Co.

[N
lory A. LeBrun, vice president for cable sales and marketing.
‘urner Broadcasting System, resigned Nov. 19 for undisclosed
3asons.

\

20th Century Fox Studios last week announced it has renewed its
contract with Harris L. Katleman for his services as president and
chief executive officer of 20th Century Fox Television, effective
immediately. Details of long-term agreement were not disclosed.
Executive has headed studio’s television production unit since
mid-1980.

[w}

Latest inductees into Advertising’s Hall of Fame: Thomas B, Ad-
ams, former chairman of Marschalk Campbell-Ewald Worldwide;
James S. Fish, dean of graduate programs in business communica-
tions, College of St. Thomas, and former senior vice president of
General Mills, and Charles H. Sandage, professor emeritus of Uni-
versity of Illinois and president of Farm Research Institute. They
will be inducted on March 26, 1985, at Waldorf-Astoria in New
York.
]

Star Ship Stereo, subsidiary of Tulsa, Okla -based Satellite Syndi-
cated Systems, has entered agreement to purchase The Music
Group, 13-month-old cable audio sales and marketing company.
The Music Group currently packages 12 satellite-delivered music
formats distributed to estimated one million subscribers via 50
cable systems. SSS announced it intends to merge SSS's SCAN
cable audic package with that of The Music Group. TMG chair-
man and owner Jim Trecek has been named vice president of SSS
and Star Ship Stereo, while TMG president Steve Olsen joins Star
Ship as sales account executive.

i
Washington Post announced last week it had agreed in principle to
purchase New York-based Stanley H. Kaplan Educational Centers
from its owners, Stanley H. Kaplan and family. Terms were not
disclosed. Kaplan centers, which prepare college-bound students
for Scholastic Aptitude Tests, is largest with over 120 permanent
centers nationwide and expected 1984 enrollment of close to
100,000 students.

Strategy session. The Minority Executive Council of the Na-
tional Association of Broadcasters met last Tuesday (Nov. 20) to
discuss “Informational and motivational activities” for the
NAB's minority and special services depariment, an NAB spo-
keswoman said. Among the topics of discussion: the revitaliza-
tion of that department's employment clearinghouse, a propos-
al by Ragan Henry, president of Philadelphia-based Broadcast
Enterprises National Inc., for a four-day minority broadcast
ownership course designed to “expand the pool of minority
owners,” and a proposal by Eugene Jackson, president of New
York-based National Black Network, for the development of a
minority internship program. L to 1 Dorothy Brunson, president
of wessam; Baitimore; Jim Hulbert, senior vice president of NAB's
station services division, Dwight Ellis, vice president of minority
and special services at NAB, Gienn Mahone, chairman of the mi-
nority executive counct! and president of Pittsburgh-based Sheri-
dan Broadcasting Network, Jackson: Henry, and Constance Baith-
rop. station manager, wBz(AM) Boston.
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OMMITTED TO THE FIRST AMENDMENT & THE FIFTH ESTATE
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Too much too soon? The Longs’ case against television coverage was given an

unfortunate boost last May when an unseemly dispute arose in the
The acrimony generated by the television networks’ use of exit House over television coverage of its proceedings. The dispute
polls to project results of the Nov. 6 election continues to fester,  started with Republican proposals to use clips from the television
but another question presents itself: Have the networks, in their record in re-election campaigns. It intensified when Republicans
drive for journalistic prominence, built election-night coverage making speeches on the floor ostensibly confronted opponents

into a case of overkill? who in fact were not there, and Speaker Tip O’Neill instructed the
The three big networks spent an estimated $20 million on  cameras to pan the empty chamber.
coverage that in all respects was the most elaborate to date. O’Neill could do that with a television system that is fully

[t wasn’t many years ago that the display of voting returns in  controlled by the House, a defect that journalists hope will be
fuzzy numbers on a black-and-white cathode ray tube was consid-  avoided if the Senate accedes to the presence of modern journa-
ered a technological wonder, Last Nov, 6, multicolored figures lism. Indeed House Democrats are scheduled to discuss still
whirled and danced in graphic gyrations that filled the receiving  tighter controls over their in-House system at a caucus scheduled
screen. for next month.

In the days that vote projections were obtained by massaging It is, of course, journalistically offensive for television cover-
early returns in computer models, the information could be col- age to be limited to a system operated by either body of the
lected by a few thousand workers at selected precincts. On Nov.  Congress. The message to be taken to the House, as it reconsiders
6. ABC alone claimed 90,000 workers in the field, alarge body of  its present television rules, is this: Let it do what it wants with the
them interviewing voters on emergence from the polls. system it supports to make its own record of proceedings, and let

There isn’t any question that present television coverage pro- television journalists and their own cameras in when news is
vides the audience with more intelligence about election results  being made.
than has heretofore been available so quickly. Not only the vote It is the same message to be taken to the Senate. Are the
but also the vote composition spew out of the machines faster —messengers warming up?
than the polls can close. But is the sheer volume turning off the

audience? _ L Plop. Some kind of bird, nature not yet known, landed on
The ratings alone cannot provide the definitive answer to that Mark Fowler’s premises the day before Thanksgiving. The

question, but they suggest a reason for networks to review the chairman must wish it had Janded somewhere eise.

WOI‘th Of the prOgraming that $20 mll]lon bought laS[ NOV. 6 The The Centraj Inteﬂigence Agency on Nov. 21 ﬁjed a fair-

53, down 14 points from the 67 share of election night, 1980. The  fajsely reporting CIA intentions to assassinate American
53 share of election nl.ght, 1984, was 22 [?Olnls below the 75 Share citizens and faljjng to provjde reasonable opportunjty for
that the networks delivered on the previous Tuesday night with the presentation of CIA denials. On the day the CIA filed
regular programing. i ) its complaint, two months after the three broadcasts in

There is no disposition here to question a service that attracts question, Peter Jennings admitted on the evening news

35.1% of all U.S. television homes, the rating achieved by the that ABC had been unabie to find substantiation for its
three networks on Nov, 6. There may be reason to note that the original reporting.

rating four years before was in the upper 40%. The merits of this dispute aside, interesting conflicts
are represented. One agency of government has made a

Next round fairness complaint and asked for an "evidentiary hearing”
. before another agency that wants to scrub the fairness

Now that CNN has volunteered to fight all the way for the admis- doctrine, and the heads of both agencies owe their jobs to

sion of broadcast journalism to the federal courts, attention turns the great deregulator, Ronald Reagan. This bird could turn
to the exclusion of broadcast journalism from another temple of ;.74 can of worms.

the past, the U.S. Senate. CNN will ask the Supreme Court to
rule that it was deprived of its rights when its cameras were
denied access to the libel trial of Westmoreland vs. CBS, as noted
here a week ago. Presumably the organizations that have consis-
tently sought access to the Senate will be at the door again when
Congress returns to work on Jan. 3.

Nobody should think that entry in either case will be easy. CNN
faces the formidable opposition of Chief Justice Warren Burger
and the Judicial Conference, of which Burger is the chairman.
The organizations seeking access to the Senate face the formida-
ble opposition of veteran senators who would have to change
their antic habits if television were there to see what goes on, or
doesn’t, when the Senate meets.

The advocates of entry lost a champion when Majority Leader
Howard Baker (R-Tenn.) decided to retire. Baker worked tireless-
ly for the admission of broadcast coverage, but at the last even his

skills in parliamentary maneuver and persuasion were overcome ) w Lo e .

by the inflexible opposition of such members as Russell Long (D- Drawn for BROADCASTING by Jack Schmidt
La.), whose habits are too ingrained to change for public exhibi-  “We made so much money by renting out antenna space on
tion. our tower that we gave up broadcasting.”
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PROCTER & GAMBLE PRODUCTIONS, INC.

is proud to commission one of the single largest series re-orders
in the history of television...
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bringing the total to 65!

AN

Starring Carol Mansell
David Kaufman « Kyle Richards « Randy Josselyn
and welcoming
Dick Sargent « Ronnie Schell

Beginning November 30, 1984. On SuperStation WTBS!

GREAT COMEDY FOR THE ENTIRE FAMILY!

Produced in association with THE ARTHUR COMPANY



THE ONLY
CHANGE IN
COUNTRY
RADIO IN
NEW YORK

IS THE
OWNER.

WHN JOINS THE
FASTEST GROWING
RADIO GROUP

N AMERICA.

In a few months, the 50,000
watt country voice of New York
will become a part of
Doubleday Broadcasting,
joining its sister FM station WAPP
and the rest of the winning
Doubleday team.

As Doubleday increases its
presence in the nation’s
biggest market, we also mark a
new phase in our rapid
development...format
expansior.

As America grows up, so do
we...and now the most
listened to country music
station in the nation becomes
a part of this excitement.

DOUBLEDAY BROADCASTING...RADIO IS OUR ONLY
BUSINESS—AND WE KNOW 1T.

*WHN/WAPP WMET(FM) WLLZ(FM) WAVA(FM)

New York Chicago

Detroit

Washington, D.C. Mpils./St. Paul

KDWB AM/FM KPKE(FM)
Denver

db DOUBLEDAY BROADCASTING CO.

*Subject to approval

100 Park Avenue, New York, N.Y. 10017

WAPP(FM)/Lake Success-New York City.
WAVA(FM)/Arlington-Washington,
KDWB-FM/Richfield, MN

Source: Arbitron Summer 1984-
metro cume/total person—
total week





