Albuyuergue’s KOB-TV is now able to
cover news  Hve anvwhere in the
continental United States.

NEWSTAR 4, a satcHite news gath-
ering (SNG) system. makes i al]
possible. I's a SNG van with all the
necessary  equipment o allow 1ts 8
foat transiissivn dish 10 send video
stgoals o space, A stationary orbit
satellite 22,300 miles above the earth
then bounces the signals back 1w
KOBTY.

)

l;_ “We call it our star wars ophion ,:!%)
“Mark-Shnp, KOB-TY. ncws.direClor.

“We already blanket the stite with our |
three full-time news burcaus, Now
we're taking the step to national
coverage in a big way: five.”’

e

KOB-TV Announﬁ’e;A New Mexico First: /
NEWSTAR4-CONUS Mobile Satellite Uplink

A division of Hubbard Brogdeasting, Inc,

By purchasing NEWSTAR 4, KOB-TV
has become a member of the CONUS
(Continental U.5.) nevwork. provid-
ing satediite communicalions services
which enable KOB-TV to transuit and
receive live news stories {rom any
other CONUS network station.

KOB-TV joins 10 other TV stutions in
the CONUS network .
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1984 Record of S
Industry

or an

Janaary. 1964
$12,000,000 Senior Secured Debt
Dne 1982
Harbor Vie Cable TV, Inc.

and
Rigpal Conmunications, Inc.
The rupmesenied the bomrowen i dus
transaction. This nobcs APpPears 45 & medter of record

COMMJINICATIONS
- FQUITY
ASSOCIATES

821 Lincoln Canmr « 8401 W. Esenady B vd
Tampa, Flockia 3360% « B12/87T-8844

Felruary. (584

$20,000,G00
Senior Secured Debt

‘Comm Mahagement Inc.

Serving portions-of Kansas, Nebraska
Missoun and iowa

The undersigne- represented the borrower in
this transaction. This maner appears asa
mater of recorc only.

A partnership gffillated with
Cablentertainment, Inc.
has acquired the assels of

Atlantic Coast T.V.
Cable Cerp.

Serving over 22.000 basic and 8000 pay
subscribers n Allannc City and Brgantne, NJ.

The undersgred xepmented he seller n
tus transaction This potice appears as a
matter of recoed only

1 Lucia Gt
01 W Kenoedly kb
bl

Storer Czble T.V. of Radnor, Inc.
a wholly owned subsidiary of
Storer Communications, Inc.
Serving over 3300 basc andt 5.000 pay Lv.
subacribers mRadnor, Pennyy ivana

nseundemamd represented the selie” in thss
NONCE ADNEAT s 8 & MIneT

Television Cable Co.

Servng Ne=v Sirawn and Burkngion. Eansas.

mmmmmmn-hmm
transaction Thes ROBOR ADPOArS &3 & mate!

January, 1964
FIRST CAROLINA
COMMUNICAT[ONS INC.

SOU’I‘!-IWESTERNCABLEW INC.
Sarving e 21000 besk: and 28,000 pay

The ugdarsigned re) mzdme-lhrmtlumm—
actian This noace nppunun matter of record only.

@

COMMUNICATIONS

~Jones Intercable of
North Carolina

Serving Red Sprmgs, Elmabethiown, Faumont,
Pembroke. Ragford, and 81 Paiys. North Carolina
The undersigned represented the buyer n uus
wransacnon. This npbce appears as a matier of
record onty.

mw Renseay Brd
w, FLXMGR 810077 844

Louisiana Cablevision

Serving DeQuincy, Eon, Lake Arthur,
Kinder, Obestin, Vinton, Welsh and Westlake,
Lowmana

‘The undersgned represented the seller in
this transacton. This nobce appears as a
maner of record

_Deltona Cablevision

1Serving the comemety of Delona i Volusia
| Cousity, Flanda

ﬁnmmmmmmz-
record only.

Tertan asesot
Wamer Amex

_Cable Communications, Inc.

‘Tha undersgned represented the seller mn tis
‘Thes noboe 3ppears as a manar of
record only.

&

COMMUNICATIONS
___EQUITY

ader

CloverCable TV Inc.

Serving the ity of Clover, South Carolma

‘The undersigned represented the seller in this
ransacteon. This nobOe appears as a mater of
record only.

£ ipenia Gemar
# Kenomrdy Bixc
o i HyeTen

March. 1964

Sold

Southern Connecticut
_Cablevision

Serving Bridgepon, Suatiord, Woodbiige,
Farfield, Orange and Milisrd,

The undersigned acted as an agvisor to the
Seller mn this transachon This maner appears
as a matter of record anly.

58 Lincoln o

Bellaire Antenna Systems, inc. and
Neffs Cable Service Company, Inc.

Serving Bellaire, Neffs and Glencoe, Ohio.

‘The unders:gned represented the seller in
thus transachon Thes notice appears as a
matter of record only.

Marlin Cable TV Co.

Serving Markm, Texas

The undecugned represented the selle: o this.
ransaceor, This notce appesrs as a mane: of
Tecord oaly.

COMMURICATIONS
_EUE

Certaln asscts of

Group W Cable

Sernng aver 5.300 basc and 7.800 pay t v. subscribers
m Plantaton. Flanda.

The undersijed reprasiad te selat I
oansacuon This NCUOe ApPears as B mater
of record only.

TELEVISION CABLE CO.

Serving Giddings, La Grange, Weimar,
Schulenburg and Hailertsvilie, Texas

The undersigned represenied tha seller in this u
action. This notice appPears a3 a marter of record only.

QUITY
ASSOCIATES

381 Lincoln Cerser » 8401 W._ Eennady Bivd.
Tumpe, Florrda 33609 - B13/877-8844

Oldham County Cable

Television Company, Inc.

Serving Oldham County and 1the communities
of LaGramge, Crestwood and Crchard Grass
Hills, Kentucky.

The undels:gned represented the seller m this:
transaction. This nobice appears as 8 matter of

Montgomery Cablevision, Inc.

an adfiliated company of

Adelphia Communications Corp.
has acquired the assets of

Telecable of Montgomery County, Co.

Serwing cver 5,200 bame and 5,300 pay subscnbers i

Ambler. Whitemarsh, Wheparn, LcwelGY\dmd
nng!ueld’[b\'rsmp Ponnsytvans

The uncerwmd tepresentad tha sellet in this

transaction Thes nohoe appears s a maner of record

only.

Clear Cable Television Corp.

has been acquired by

Clear Cable T.V. Associates

a limited partnership managed by
Adelphia Communications Corp
Serving over 57.000 banc and 26,000 pay 1 v,

subscribers in Toms Ruver and |5 cihet conbguous
communies i: Ocean County, N j

The undersigned represented (he seller ih this
ansacton. This notice appears as » matter of
record only

May, 1684

$45,000,000

Semor Secured Debt

has been ammanged for |
Clear T.V. Cable Asscciates

The undersigned acted as & financaal consuitant to
the borzower This notice appears as a maner of
recerd enly.

Serving over 4,000 basic subecribers m Mobde County,
Alabama.

Tt undersgned represerted the mlle: @ this
angacnon. This noGCe apears as a maner of



v, iy

Sold

_Osceola Cable TV

$3,500.000
Subordinated Debt ang
,000.000

Partnership Capital

has been arranged for

Greater Media Cablevislion Inc.

an alfilialed company of Greater Media, Ing.

$3,600,000
Senior Secured Debt

%nmm]mhnc:& snbers in Reed Coy
7o Examt, Whcocan

The udorssmed 1prenwnted the seller

ths rransaction This RORCE APEUIE 15 Mter
meord ouly

®

COMMUNICATIONS
EQUITY
ASSOCIATES

The proceeds will b used 1o construct a cable
1 27 000 bz

Wezrom Onk Michigan

The- undersamed represented Greatet Media
Cablaremon Ine this transacton The notce
appears as A maner of recor

" Centaln Assets o )
American Cahlcsyslcms Corporation
of Virginla Inc.
ahd
Amierican Cablesystemns Corporation

_ of Tenncssee, Inc.

Midwestern
Company, Inc.

Sermg 1800 basc subscnbers in Comanche, Taxas

The urdersgned represenied the sellet in
mm:.lm\;mm This NOtCe APPears as a Maner of
rcoed

COMMUNICATIONS
QUITY
SOCIATES

Morgan County Cablevision, Inc.

has boen sold
o a Partaership fermed by

Paradigm Commubnications, Inc.

W

COMMUNICATIEAS
__EQUITY
ASSOCTATES

has been arranged for

Midwest Cable, Inc.

The underssaned acied as a financal onnsubant
1o the barfowe:. This notee appears m
-

Sold

nentuckiana Cablevision, Inc
Franklin-Simpson Cablevision. Inc,
Tennessee Videocable, Inc.

EMCO CATV, Inc.
giranwl! : Cablevision. Inc.

Sepnng over 7600 basic and 2577
W and around Manchesict, Vermons
mmgrsu\edxemr'cdme seller

= transachicn Thie notdw appéars as a maner of

First Indiana

7Cablevisi9n Corp.

cmmumcmons
E¢.
Ah'i()(l;\Tl 5

Certain assets of

Group W Cable

oMM l&ljl(r\m
ASSOCIATES

$3.000,000
Preferred Class A Stock

Gulfstream Cablevision of
Pinellas County, Inc.

m-gmmmunemammcmmm
capsal
mnunmzsmhne.].ls(:mnw Porda

of Pomellas Courry, Inc |hmmmm Thes potice:
.\wﬁmuammmdmﬂm}

Serog mxee thar 4,000 basc and 4,300 pay tv.
subecrhers m Frankhn, Lvermore, Calhoun,
Hardunsburg, Cloverpon and Hav.esville, Kentucky,
‘Whyie House, Terneswee, and Rociepon Indiana

The the selief inthis
Thus notice appears as a marer of record only

COMMUNICATIONS
EQUITY

Sold

Television Cable Co.
o1y Do Queen A O
‘l'l mdewmdmnem
thas e This nerce
o y R — S
C()’“JP[I{[&%TQS
ASSOCIATES

Tlmes Mirror Cable T.V. of
Rlverslde Countv [nc

UILRCOTROtAted ATedt O M
Cahfarmia
The undef ol
msm:?wm 'msmam-. Af3 A% A thafer

ASSOUMTES —

“Highland Beach

_Cable TV

Serrog the oy of Highland Beach. Ponda

‘The undersignod represemed the seliet nthis.
HamaChon This RO apPCATS 03 & maner of

, ,000
Senior Secured Debt

Gulfstream Cablevision of
Pinellas County, Inc.

Saky Hark:
3 e

record enly.

COMMUNICATIONS
£QUITY
ASSOCIATES

Newerritess. 984

Sold

| sold

B.E. Cablevision,_ln&

Seranq | 525 banc subscnbers m Bue Eanh and
Bimore Mimnescta

Thuxsexm n._-p:mmesmeunerh

thes iransacnon This HobCe appears as a maner

©®

connumcarnrs
EQUITY
ASSOCIATES

Decemine. 986

$6,000.000
Senior Secured Debt

has been arranged for

| Terrestrial Systems. Inc. |

Seruing communities throughout Ceniral Calforna
Ther et s reprimenied the bozrowes i this
w. achon, nonce apgears as 4 manet of record

COMMUNICATIONS
ASSOCIATES

o tecord only

‘Nantahala
Cablevision Corp.

Serving Bryson Crry and Hobbinsville, North Carolma,

The underm: mpresemed the seller n lms
uanacuon This nence spPears oS & maner of

&

le‘rllUﬂluu L))

Cartain asemls O

Cablentertamment of
_West Virginia T

-.w-q 12,427 base and 5.064 pay subscnibers in
Fspley. Ravenswood. Madison. Pomnt Pleasar, Mourt

Hope, Aidersan and Whie Sulphur Springs West

Y egraa and Presonburg. Rentucky.

The underagned represerted (he telker o

Hus transaction Thas honoe appears as a manet

of record anly

Certain assets of

Florida Clearview, Inc.

Servng cable 1.v. subecrnibers 1n Trorton and Arcer.
Flonda

The undersigned represented he seler in

[ itus ransacton. Thes nouce ApPears 4s o maner

of record only

‘Murfreesboro
TV Cable Co.

Serving Murireesboro. Arkansas

i tepresented the sallet m s
natoe appears as a marer of

= @)

COMMUNICATIONS
FQUITY
ASSOCIATES

Sold

Cerlaln assets of

Group W Cable

Serving 27.789 basc and 8,140 pay subacnibets i the
tam. [rorwood,

m:sacl;ln This noce 3pPedts as a matter of
Y.

@

COMMUNICATIONS
_LQUITY.
ASSOCIATES

Times Mirror Cablevision of
SanBernardino County, Inc.

Serving 8,500 bamc and 3,800 pay subacnibsg 10
Vicrorville and George A anen.mo Caliorua

The undersighed repm-semea the selker n T
:;_wm"ﬁn APPEArS as a maie? of Tecotd

COMMUNICATION:
= uﬂm
ASSOCIATES

Certain asscts of

American Communications
and Television, Inc.

Serng 4,800

Alachua, H SDnnt l d C = N
ua, roax Cy,
Chuelland, gh ML-'T.E?\ Reddick and Manon

m represanied the setler n th
n "W'\ bee appears as a maher of record

COMMUNICATIONS
ATES




EACH MONTH THE BIGGEST NAMES
IN LATIN MUSIC

WILL PERFORM FOR YOU!

NetSpan, the new Spanish language sales
and programming service is bringing U.S.
Hispanic audiences twelve outstanding, hour-
long musicals never before shown in the U.S.—
featuring giant Latin stars at the peak of their
popularity....with the kind of appeal that can
capture every segment of the television
audience.

If you are a Spanish language television
station—or a station in a market with a signifi-
cant Hispanic community—Espectacular 1985
is the series for you!

Join the NetSpan charter stations, WNJU-
TV 47 New York, WBBS-TV 60 Chicago and
KSCI 18 Los Angeles/San Diego, and the
growing list of Hispanic and Anglo stations
across the U.S. who are signing up for this
superb series!

PRESENTED BY

LOCAL APPEAL...NETWORK EFFICIENCY
FOR MORE INFORMATION, CALL WNJUTV (212) 935-3480

JANUARY/JOSE JOSE
FEBRUARY/JULIO IGLESIAS
MARCH/ROBERTO CARLOS
APRIL/GUILLERMO DAVILA
MAY/RAPHAEL

JUNE/ROCIO JURADO / PIMPINELLA
JULY/MIAMI SOUND MACHINE
AUGUST/MENUDO
SEPTEMBER/ALBERTO CORTEZ

OCTOBER/ANGLELA CARRASCO/
BRAULIO & DYANGO

NOVEMBER /LISSETTE EN
EL CARIBE HILTON

DECEMBER/CAMILO SESTO/
JOSE LUIS MORENO

SATELLITE TRANSMISSION BY SATELLITE PROGRAM NETWORK
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Election projection breakthrough
NAB board addresses alcohol ad ban issue
“At Large” with Bill Stakelin O NATPE coverage

COME TOGETHER O Congressmen and the three
broadcast networks reach agreement on election
projections and characterizations: networks will
hold off on reporting results and Congress will
push for uniform poll closing law. PAGE 31.

SUNNY WEATHER O Plans to counteract movement
to ban beer and wine advertisements on radio
and television tops agenda at NAB board meeting;
lobbying, Hill deregulation, also hot topics. PAGE
3.

PROGRAMING PLEASURE [ Most attendees pleased
with NATPE convention. Broadcasters told they will
have to get more involved in producing their own
programing to counter shortage of off-network
product. PAGE 37.

ON THE FLOOR O BROADCASTING's coverage of
NATPE begins with a review of major program
suppliers and what business they did with their
new and not-so-new offerings. PAGE 42. Barter
question is raised again as panel looks at first-run
programing funding. PAGE 54. Programing for
children examined. PAGE 56. Networks brief
affiliates on programing plans. PAGES 61-68. Other
NATPE panels address computers, electronic
ratings research, promotion-programing
department cooperation and new technologies.
PAGES 71-75.

RED HOT O Radio Advertising Bureau President Bill
Stakelin talks of his tenure in RAB's top spot, and
addresses industry concerns, past, present and
future, in this frank “At Large” interview with
BROADCASTING editors. PAGE 76.

MAKING OFFERS O Many noncommercial

broadcasters have been approached for their VHF
facilities in past year, but there have been few
takers for the offers. PAGE 82.

FIRE FALLOUT O Public Broadcasting Service
ponders move from nation's capital. PAGE 84.

FOOTBALL LINEUP O CBS signs with Pac 10, Big 10
and ACC college football contracts; CFA resigns
with ABC and ESPN. PAGE 85.

IN THE ROUGH O NBC switch to regular Sunday-
night programing on Jan. 13 brings thousands of
callers expecting to see playoff finish of Bob Hope
Golf Classic. PAGE 86.

USFL RESIGNATION O Chet Simmons leaves post as
commissioner of USFL. PAGE 87.

UP AND ALMOST RUNNING O Radio Marti air date set
for Jan. 28. Service out to replace director Paul
Drew, who resigned two weeks ago. PAGE 89.

IN THE NEWSROOM D CBS News buys some $1-
million worth of Colorgraphics' NewStar electronic
newsroom systems for its headquarters and
bureaus. PAGE 92.

GEARING UP O RAB has sold out its Managing
Sales Conference, set to begin this weekend in
Dallas. PAGE 93.

PERSEVERANCE O Bernard Howard, chairman and
CEO of Hillier, Newmark, Wechslier & Howard,
has remained in radio, and has been a witness to,
and part of, the changing face of the medium.
PAGE 123,

e ———a e cSaerrEs INDEX TO DEPARTMENTS aemssssseseos e s SNt s

Advertising & Marketing ..... 93 Closed Circult................ 7 FortheRecord............. 104 Monday Memo.............. 26
Buginess ................... 82 Datebook.....c..iiiiiiaennn 16 In Brief it sagaddaiak su s 124 Programing................. 85
Business Briefly ............ 14 Ediorials.................. 126  Journalism .............c. 102 RidingGaln................. 94
Cablecastings............... 10 Fates & Fortunes........... 119 Law & Regulation ........... 89 StockiIndex............... .83
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Eighteen Ways To Get The
Viewer’s Aftention

Hal Holbrook is just one of the stars
featured in "Thriller”, a package of
eighteen major action and adventure films.

ALAI TELEVISION®

The Almi Buiiding » 1585 Broadway ¢ New York, NY 10036 * (212) 3158650




CloseduClircuit

On ice

Don’t expect FCC to take action on TV
stereo must-carry for foreseeable future.
Word last week was that although
commission majority is still for requiring
TV stereo carriage on cable, it won’t

fight Chairman Mark Fowler's derailment
of item (BROADCASTING, Jan. 14). One
commission official said attitude was that it
makes no sense to pick “constitutional
fight” with Fowler, who opposes TV stereo
must-carry, when TV stereo is no factor

in marketplace. “There would have to be a
substantial number of people capable of
receiving TV stereo and a substantial
number of stations transmitting in TV
stereo for it to become an issue at the
FCC,” official explained. “When it does
become an issue, then the majority will be
for must-carry.”

Prospect

—eading candidate for grass-roots liaison
sost being opened by National Association
of Broadcasters (see page 33) is Tom
McCoy, former executive director of
National Radio Broadcasters Association,
vho is expected to discuss possibility with
NAB President Eddie Fritts tomorrow
Jan. 22).

FM flood control

Hoping to ease administrative burden,
FCC Mass Media Bureau wants to
stagger acceptance of applications for 689
new FM allotments resulting from Docket
80-90 proceeding. And bureau, at open
commission meeting Jan. 31, will
recommend use of ottery to determine
which applications to consider first.
Under game plan, lottery would be used to
select channel number, and only
applications for channel number picked
would be accepted at given time. If
:ommission also approves bureau’s
sroposal to eliminate traditional cut-off
arocedures, there would be public notice
of channel number selected, and
ipplicants would be given specified time to
ile. Unless commission is inundated by
:ompeting applications, bureau thinks it
will be able to accept applications for all
389 allotments within three years.

Bureau still plans to recommend that
:omparative hearings, not lotteries, be
1sed to grant actual licenses, at least for
rst round of applicants. If application
oad is overwhelming in first round, FCC
night want to use lotteries in subsequent
ounds. But applicants reportedly will

[

know before they file whether lotteries will
be used in their rounds or not. Even if
FCC decides lotteries are route to go, it’s
open question whether it can can go that
route without first going through
rulemaking. There’s also question

whether legislation authorizes use of
lotteries for new FM’s,

Tough competition

Ronald Reagan may be regarded

generally as best friend free enterprise ever
had, but White House plan to make
President and other administration officials
available, via satellite, for interviews by
station anchors and correspondents around
country (BROADCASTING, Jan. 14) is
viewed by at least one entrepreneur as
unfair competition. Tom Tucker, president
of Public Affairs Satellite, says plan, as so
far developed, gives White House too
much editorial control over interviews.
New feature of his operation is
Newsmakers, which enables anchors of up
to 10 of 62 stations subscribing to

service, sitting at telephones in their
studios, to interview newsmakers who are
before PAS camera in Washington. Tucker
fears White House will steal some of his
thunder. He says it’s “‘getting into
commercial enterprise.”

But it’s not rushing into it. White House
aide said that because of changes being
made in White House staff, “we are in a
holding pattern.” Aide, Sue Mathis,
acting director of Media Relations Office,
also clarified aspect of plan that is still
not in final form. Though initial report
indicated satellite time would be only
cost for stations using facilities to be set up
in Executive Office Building for
interviews, Mathis last week said costs
would include leasing camera and
associated equipment that White House
would arrange.

R e e — T

Knight-Ridder’s next

Knight-Ridder officials have said there is
no timetable for introducing company’s
Viewtron videotex system in other
markets, but reliable sources say informal
timetable is to begin second operation in
Boston next October. Go-ahead needs
approval by boards of directors of both K-
R and its 50750 partner in Viewtron/New
England, Boston-based Affiliated
Publications, both of which will meet in
March. One official said that Boston
system will be “dramatically different in
almost every aspect,” from Viewtron’s
current operation in south Florida,
incorporating some lessons learned there

Broadcasting Jan 21 1985

(BROADCASTING, Jan. 14), including
option of lower subscription price and
offering of text-only version, in addition
to full color graphics. Current Viewtron
roll-out order in other markets reportedly
alternates between joint venture agreement
and Knight-Ridder wholly owned system.
Order of joint venture operations (partners
are Affiliated Publications, Abell
Publishing, Seattle Times, Newhouse,
Capital Cities and Scripps-Howard) is
determined by when they signed agreement
with Knight-Ridder. Following Boston, if
it’s next, would likely be Philadelphia,
then Baltimore or Seattle, then San Jose,
Calif.

Sniffing?

Report widely circulating in station
trading circles but unconfirmed by
principals is that CBS is negotiating to
buy affiliated KTSP-Tv Phoenix (ch. 10)
from Gulf Broadcasting at price far above
$48 million Gulf paid for it in September
1982. It’s first major deal talked up since
FCC eased multiple ownership rules. Gulf
has asked Goldman, Sachs to explore sale
of all of its properties, including two
AM’s, six FM’s and six TV’s (“In Brief,”
Dec. 31, 1984).

Canada copyright

Thorny issue of what Americans say is
infringement of their copyrights by
Canadians may be on agenda of President
Reagan’s meeting with Canadian Prime
Minister Brian Mulroney in Ottawa on
Feb. 17. Canadian cable systems are free
under their law to relay, without fee to
copyright owners, television programs that
originate in Canada or U.S. In response
to U.S. pressure, former Trudeau
government Parliament had begun review
of its 1921 copyright law. American
copyright owners would like to sce
Parliament complete review and change
law to provide for their protection, as
U.S. law provides for protection of
Canadian copyright owners.

Richard Beaird, in charge of strategic
planning for Reagan’s National
Telecommunications and Information
Administration and head of intellectual
property working group of Senior
Interagency Group on communications
and information, is developing proposal to
include copyright issue on Reagan-
Mulroney agenda. Proposal is likely to be
approved by SIG, but White House may
be another matter. Agencies throughout
government will be competing for
President’s attention.
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The part-time network

The Warner Amex cable system in Colum-
bus, Chio, had a problem: Late-night view-
ers had little interest in the unappealing al-
phanumeric programing information that
was being aired on the local-origination
channel.

But it's come up with a solution. Since
Jan. 12, instead of switching to the charac-
{er generator between 2 a.m. and 8 a.m., it
has been switching to the new satellite-de-
livered music video service, Odyssey.

Odyssey, which made its on-satellite
(Satcom IV} debut Jan. 5, is apparently fill-

ing the filler role for many cable systems as
well as for some full-power and low-power
television stations. According to Tom Shaw,
director of programing, the Cocoa, Fla.-
based service has struck affiliation agree-
ments with between 75 and 100 cable sys-
tems and 19 television stations, but only a
few of the affiliates have agreed to carry the
network 24 hours a day. Most are using it to
plug gaps in their programing schedules, he
said.

Odyssey is the latest creation of Ray Kas-
sis, owner of the National Christian Net-
work, which is also distributed via Satcom
IV. According to Shaw, Odyssey is pro-
gramed to reach an audience inadequately
served by MTV Networks' music services,
MTV or VH-1. "We are going after the 18-49
age group,” he said. “We are playing much
of the music that MTV plays, some of what
VH-1 plays and some that nobody's play-
ing,” he said.

The service is advertiser-supported and
free to affiliates—no monthly affiliation or
subscriber fees, said Shaw. In addition, the
affiliates will be given half of the advertising
time (or five minutes an hour) for local sale.

Odyssey has yet to line up any national
advertisers, said Shaw. “We have to get the
numbers, before we get the advertisers,” he
said. Most of the affiliates will not come on
line until Feb. 1, he said. The sales force is
now being expanded, he said, and is begin-
ning to contact advertising agencies.

Its freedom to use Odyssey part time was
one of the principal factors that led WCCO
Cable, an interconnect that distributes
eight channels of programing to cable sys-
tems (approximately 130,000 subscribers) in
the Minneapolis-St. Paul area, to become an
affiliate of the network.

According to Bill Craig, general manager,
WCCOQ Cable, the interconnect was looking
to replace the Financial News Network dur-
ing the daytime on a channel that contained
a mix of local and nationally-distributed pro-
graming. Although WCCQ Cable could have

picked up VH-1 for free, it would have had to
carry VH-1 around the clock and pre-empt
all the channel's other programing. Conse-
quently, he said, he chose the "flexibility” of
Odyssey. (VH-1 is free to all systems and
interconnects that, like WCCO Cable, al-
ready carry MTV.)

Craig said he also liked the Odyssey for-
mat: “It's music video without Billy Idol.”

Going it alone

Cablevision Systems, the Long Island-based
multiple service operator plagued with fi-
nancial difficuities in several markets where
it has won cable franchises, now has one
less headache—Sacramento, Calif., where
it was having difficulty in raising $34 million
in capital that would have been its contribu-
tion to a joint venture with Scripps-Howard
Cable to build a system there.

Scripps-Howard has exercised its option
to go forward alone in the construction of
the franchise after Cablevision failed to
meet a deadline to produce the $34 million
(BROADCASTING, Dec. 31, 1984). The Sacra-
mento franchising authority still has to ap-
prove the new arrangement, but it has al-
ready indicated to Scripps-Howard that it
will do so, according to company president
Donald Perris. “No problems are expected”
in getting the ownership change approved,
he said.

As to the split with Cablevision, Perris
would say only, “it was an arrangement we
had with them that didn't work out.” Perris
did not rule out the possibility of taking on
other partners for the Sacramento build. But
at press time, he said he had "no comment
on other partners,” or whether the company
had plans to look for any. Cablevision,
meanwhile, is still trying to figure out how it
will finance its builds in the outer boroughs
of The Bronx and Brooklyn in New York. The
company has also indicated that it needs
relief from some of its franchise obligations
in Boston to make it financially viable.

Room for one more?

When the United Satellite Network makes
its debut June 1, said USN President Jay B.
Corn, it should reach some six million
homes through its charter cable affiliates.

Top MSQ's have expressed “tremendous
interest” in carrying the advertiser-support-
ed USN with its “family-oriented” program-
ing, Comn said from his Dallas office last
week. Based on that interest, he said, USN
is expected to amass a potential audience of
six million homes “without batting an eye-
lash.”

Corn said USN will produce 55 hours of
programing each week, half of it live. For the
rest of its weekly lineup, USN hopes to rely
heavily on its cable affiliates. USN will be a
“grass-roots network,” he said, providing a
national outlet for locally produced program-
ing with national appeal.

The USN-produced programing includes
game shows, talk shows, a soap opera, a
talent show and a dance show, Comn said.
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USN will also schedule “paid religion” and
some syndicated and barter shows, he said.

According to Corn, USN's "family-orient-
ed” programing will reflect the morality of
the 1950's and the early 1960's.

The USN feed will be offered free to cable
systems—no affiliate or subscriber fees, he
said. What's more, he said, systems that
contribute programs to USN will be able to
retain and sell some of the spots and, if all
goes well, USN hopes to institute a revenue-
sharing plan with all of its facilities.

Bartek Business Investments, Hurst,
Tex., Com said, has raised $4 million
through venture capitalists to see the net-
work through its first year of operation. USN
has yet to lease a satellite transponder, he
said, but is close to making a deal with
AT&T for a spot on Comstar D-4.

New on Cinemax

Cinemax plans to launch Cinemax Comedy
Experiment next month as a showcase in
which innovative comedy talent can "work
and perform in an unrestricted format.” The
monthly half-hours will spotlight a different
performer each time, starting with Howie
Mandell, of NBC's S¢t. Elsewhere. Others to
be featured later include Martin Mull, Sara
Bemhard and David Steinberg.

"Cinemaxr Comedy Experiment is unusual
because it goes beyond the traditional form
of stand-up,” said Bridget Potter, Home Box
Office senior vice president, music and vari-
ety programing. “The program will offer hot
young talents the creative freedom to work
and be experimental, providing a place for
viewers to see the latest in on-the-edge
comedy techniques and material.”

New life for Hitch

Five motion-picture suspense classics di-
rected by Alfred Hitchcock will be carried
on The Movie Channel beginning in April
under an exclusive licensing arrangement
between Showtime/The Movie Channel Inc.
and Universal Pictures. The films, dating
from the late 1940's through the 1950's and
withheld from broadcast television for more
than 10 years to await their theatrical re-
release in 1983, are "Rear Window,” “Ver-
tigo,” “The Man Who Knew Too Much,”
“Rope” and "The Trouble With Harry.” Fred
Schneier, Showtime/The Movie Channel
senior vice president for film acquisition,
said the features will be presented as a spe-
cial festival and in separate showings on
Hollywood Classic of the Week, a new series
scheduled for Saturdays at 7 p.m.

Showtime renewal

Showtime announced that it has renewec
Brothers, the half-hour comedy series 1
launched last July, with 50 episodes, the
equivalent of a two-year renewal. The se
ries, about what happens in a blue-colla)
American family when one of the brothers
reveals that he is gay, is produced by Gany
Nordino Productions in association with



Paramount Video. "We would never consiid-
er making a two-year commitment to Broth-
ers,” said Peter Chernin, Showtime/TMC
senior vice president for original program-
ing, "if we did not have total confidence in
the creative abilities of Paramount, Gary
Nordino, [supervising producers and writ-
ers] Greg Antonacci and Stu Silver and the
cast. This confidence gives us the opportu-
nity to plot story lines and character devel-
opment at a reasonable, unhurried pace
which consequently protects the quality of
the series [and] also enables Showtime sub-
scribers to watch the characters grow and
develop, which is really ancther historical
step for a pioneering show.”

While Brothers was getting its two-year
pickup, another Showtime comedy series,
Bizarre, was preparing to open its fifth sea-
son last Thursday (Jan. 17). Showtime offi-
cials said the series, which features comedi-
an John Byner as host and which is billed as
the longest-running series in pay-TV histo-
ry, will present 25 new episodes in 1985.

Nashville numbers

The Nashville Network passed the 20-mil-
lion mark in subscribing households in No-
vember, officials of Group W Satellite Com-
munications, which handles marketing and
distribution for the service, said last week,
citing data compiled by A.C. Nielsen Co.
Calling the country-music service "the fas-
test-growing advertiser-supported televi-
sion network,"” they said subscribers totaled
20.4 million, or 24% of all U.S. television
homes, and that this represented a house-

hold gain of 4.3% over the prior month. For
the first 11 months of 1984, they said, the
increase amounted to 52%, or 6,968,000
homes.

TNN’'s prime time rating in November
was 0.9 among its 20.4 million subscribing
households, or 10.7% more than in October,
Group W officials said. They also said that
the network, which programs 18 hours a
day, had an average weekly cumulative
tune-in of 5.7 million homes in November,
up 6.5% from October, and that its highest-
rated programs were CountryClips, a coun-
try music video program that received a 2.8
program rating (counting both original and
repeat showings); Gospel Country, which
did a 2.6; Tommy Hunter Show, 2.3, Nashville
Now, also 2.3.

Comedy and jazz

Two new comedy series will join the Sunday
night lineup of the Arts & Entertainment
Network on Feb. 3: Open All Hours, alook at
life down at the corner store, which has
been popular in England, will be seen at 8-
8:30 p.m. NYT, and Roger Doesn’t Live Here
Any More, about the goings-on involving a
man who is getting divorced, will follow at
8:30-9. There are six episodes in each se-
ries. The two comedies are among 15 pro-
grams scheduled to premiere on A&E in
February.

A&E also announced three acquisitions
1o be seen beginning in mid-1985. They are
Don’t Wait Up, a comedy series starring Ni-
gel Havers of "Chariots of Fire"; specials fea-
turing jazz pianist George Shearing and vio-
linist Stephane Grappelli, and a one-hour

documentary, Venice Preserved, about Brit-
ish efforts to restore flood-damaged won-
ders of the Italian city

Sneak success

Home Box Office and its Cinemax affiliate
received orders for more than 138,000 new
subscriptions during their national sneak
previews last October, Matt Blank, HBO
senior vice president for consumer market-
ing, said last week. He said HBO received
more than over 101,000 subscriptions and
Cinemax over 37,000. Blank said 1,200 cable
systems, or 22% of all HBO affiliates, took
part in the drive, offering HBO and Cinemax
programing free to their basic-only sub-
scribers for two days, and that the average
response rate per participating system was
2% for HBO and 0.9% for Cinemax—11%
more than HBO obtained, and 29% more
than Cinemax did, during similar sneak pre-
views last April.

Subscriber boost

The Disney Channel and Viacom Cable an-
nounced they had signed a long-term agree-
ment for the family-oriented pay cable ser-
vice to be carried on all major Viacom
systems not already carrying it. The sys-
tems being added are in Seattle and Everett,
Wash., and Nashville and give Disney ac-
cess 10 an additional 310,000 subscribers.
Nine Viacom systems in three states already
carry the Disney Channel, which currently
claims 1.6 million subscribers and 2,000 af-
filiated systems in all 50 states.

January 1, 1985

Price Communications Corporation

has acquired

WEEK-TV

{Peoria, Hlinois)

d

KRCG-TV

(Columbia/Jefferson City, Missouri)

The undersigned acted as financial advisor to
Price Communications Corporation in connection with this transaction.

MORGAN STANLEY & CO.

Incorporated
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CHICAGO

SAN FRANCISCO

DETROIT
DALLAS
MIAMI

MINNEAPOLIS

ATLANTA
TAMPA
ST. LOUIS
DENVER

SACRAMENTO
BALTIMORE
WATERBURY

PHOENIX
PORTLAND
SAN DIEGO

KANSAS CITY

NASHVILLE

America’s

~ favorite cop
is locking em up

| A

Already confirmed...

WGN-TV
KTVU
WDIV
KDFW-TV
WCIX
KITN-TV
WGNX-TV
WTOG
KTVI
KMGH-TV
KTXL
WBAL-TV
WTXX
KPHO-TV
KOIN-TV
KGTV
KSHB-TV
WSMV

ORLANDO

NEW ORLEANS

BUFFALO
COLUMBUS

OKLAHOMA CITY
BIRMINGHAM
GRAND RAPIDS
HARRISBURG

NORFOLK
SYRACUSE

ALBUQUERQUE

FRESNO
GREEN BAY

AUSTIN
JOHNSTOWN
BURLINGTON

LAS VEGAS

WOFL
WGNO-TV
WIVB-TV
WBNS
KOKH-TV
WVTM-TV
WZZIM-TV
WHTM-TV
WAVY-TV
WTVH
KOB-TV
KSEE
WBAY-TV
KVUE-TV
WJIAC-TV
WVNY
KTNV-TV

A Four D Production distributed by

MADISON
PEORIA
FT. MYERS

MONTGOMERY
SANTA BARBARA
BINGHAMTON

EUGENE
RENO
ERIE
BOISE

BAKERSFIELD

MEDFORD
ARDMORE

EL CENTRO

EUREKA

PALM SPRINGS
SAN ANGELO

CANTON

WMTV
WRAU-
WBBH -
WKAB-
KEYT
WBNG-
KVAL-T
KCRL
WIJET-1
KBCI-T
KERO-
KTVL
KTEN
KECY-1
KVIQ
KESQ
KLST
WAKC-

BARNEY MILLER
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Republic Airlines O Eight-week flight is
set to begin this week in about 20
markets, including Detroit, Milwaukee,
Oklahoma City and Rochester, N.Y
Commercials will be broadcast in all
dayparts. Target: men, 25-54. Agency:
Dancer Fitzgerald Sample, New York.

Borden Inc. O Spack foods will be
promoted in eight-week flight starting in
early February in four markets, including
New York and Boston. Commercials will
be placed in all dayparts. Target: women
25-54. Agency: McDonald & Little,
Atlanta.

Toyota Dealers 0O Trucks will be
featured in five-week flight to start this
week in 10 to 12 markets, including
Washington and Houston. Commercials
will be placed in all dayparts. Target:
men, 25-34. Agency: Dancer Fitzgerald
Sample, New York.

Archway Cookies O Five-week flight is
set to begin in early February in about
15 markets, including New York;

Jacksenville, Fla., and Buffalo and
Rochester, both New York. Commercials
will be carried in all dayparts. Target:
women, 25-54. Agency: Archway United
Advertising, Battle Creek, Mich.

Dow Chemical O Agricultural products
will be highlighted in 13-week flight to
begin in early February in more than 30
markets, including Dallas and
Oklahoma City. Commercials will be
carried within farm programs. Target:
farmers. Agency: Bader-Rutter &
Associates, Brookfield, Wis.

ARA Living Centers O Healthcare
centers for elderly will launch campaign
in early February that will continue until
September in about 25 markets,
including major markets in Texas, plus
Indianapolis .and Pensacola, Fla.
Commercials will run in morning and
afternoon day periods. Target: aduits,
50 and older. Agency: Gulf State
Advertising, Houston.

 e— e ] '] §, S e—

Pace Foods O Eight-week flight will

APWireCheck

SAIABLE UPCOMING FEATURES ON YOUR APWIRE. -

a-half minutes.

moves seven days a week.

FEELING GOOD—A regular 9-second, weekday feature covering
health and fitness news is designed to appeal to a nation that’s
traded in its loafers for running shoes. Scripts move overnight.

DIVERSIONS — AP highlights a different form of entertainment
every day of the week, from classical music to the latest in video
games. Scripts run seven days, from 90 seconds to two and

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 features and other outstanding sales opportunities.

THE SPORTSMAN-—Charles Morey introduces listeners to the
people who play for pay in this regular sports personality
feature. This three-take feature runs about three minutes and

For more information call (202) 955-7200

A Associated Press Broadcast Services.
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Ryder rides ahead. Two new television
commercials for Ryder truck rental sales
hit the airwaves this month with attacks
against competing rental trucks and
vans. The campaigns are part of a $10-
million investment in advertising in 1985,
inciuding television, radio and print. Net-
work and spot TV will be used in the cam-
paigns that break in mid-January. The
two spots, according to Janet Coffman,
account executive for J. Walter Thomp-
son/New York, agency for Ryder, are ex-
tension of mood and message of 1984
Ryder commercials, which stressed com-
petition with a dash of humor and empha-
sis on Ryder's quality theme: “It's Ryder or
It's Wrong."

|

begin in more than 25 markets on Feb.
11. Commercials will be scheduled in
daytime, fringe and prime access
periods. Target: women, 18-49. Agency:
Bozell & Jacobs, Dallas.

Conner Homes Corp. O Sale of mobile
homes will be advertised in two-week
flight beginning in early February in
about 20 markets. Commercials will be
carried in daytime, fringe, prime and
sports times. Target: adults, 25-49.
Agency: Leslie Advertising, Greenville,
S.C

C—  JRADIOANDTY i

Coble Dairy O Milk will be spotlighted in
four-week flight to start this week in three
television markets and about 10 radio

RepuaReport

Wis-am-Fm Chicago: To Hillier, Newmark,
Wechsler & Howard from Blair.

O
Kotu-tv Tucson, Ariz.: To Independent
Television Sates (new station).

O
KLTr(FM) Houston: To Major Market Radio
from Masla Radio.

O
WROv(aM) Roanoke, Va.: To Weiss & Powell
from Eastman Radio.
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markets in North Carolina. Commercials
will be presented on TV in daytime and
early fringe and on radio in daytime and
early evening periods. Target: adults,
25-54. Agency: Sawyer Riley Compton,
Gainesville, Fla.

Delaware Valley Cable Marketing
Group 0O New company serving cable
systems in Pennsylvania, New Jersey
and Delaware is planning advertising
campaign to include radio, television or
combination of both starting in March or
April. Campaign will be aimed at
increasing subscriber base for cable

systems. Group serves group owners
Harte-Hanks, American
Telecommunications Corp., Comcast
Cable, Storer Communications and
Times Mirror. Commercials will run in all
dayparts. Target: adults, 21 and older.
Agency: Giannettino & Meredith,
Mountainside, N.J.

Barnett Banks O Four-week flight will
start in mid-February in nine markets on
radio and television. Commercials will
run in all dayparts. Target: adults, 35 and
older. Agency: Martin Agency,
Richmond, Va.

AclaVentage

All about zappers. Did you know that children of television commercial zappers change
channels more than children of nonzappers? And that zappers cannot be categorized by
income, education, marital status, household size or number of children? These are some of
findings drawn from five surveys conducted over last two years of some 1,500 adults and 400
children by Michigan State University’s telecommunications department. Other findings
reported by Carrie Heeter, coordinator of MSU's communication technology laboratory, and
Bradley Greenberg, chairman of university’s telecommunication department: From one-third
to one-half of all adult viewers do no zapping at all; viewers zap primarily to see what else is
on TV and to avoid commercials; boredom, variety seeking and desire to watch more than
one show at time are other reasons; having to make channel changes (as opposed to using
remote control device) is prime inhibitor of zapping.

After 10 years... Benton & Bowles Inc. and Hardee's have ended 10-year association.
Benton & Bowles said it had not been able to come to agreement with Hardee's on several
“significant strategic issues” for future. Hardee's bills about $35 million, of which more than
80% is in broadcast. Advertiser is expected to announce new agency by March or April.

Nineteen Ways To Pick Up

Joan Collins is just one of the stars featured in "She's A Lady”, a package of
nineteen major motion pictures for and atout women.

TELEVISION®

The Almi Building « 1585 Broadway * New York NY 10036 » (212) 315-8650
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This week

Jan. 21—"New Era in CATV: The Cable Franchise Poli-
cy and Communications Act of 1984, seminar spon-
sored by Practising Law Institute. Doral Inn, New
York.

m Jan. 21—Women in Communications, Detroit chap-
ter, meeting. Jacque's restaurant, Southfield, Mich.

Jan. 22—"Grant Writing for Video Production.” work-
shop sponsored by Center for New Television. Center,
11 East Hubbard, Chicago. Information; (312) 565-
1787.

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

m Jan. 22-24—C-Cor lechnical seminar. Best Western
Airport Park hotel, Inglewood, Calit. Information: Byron
Brammer, (BO0) 233-2267.

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

Jan. 24— Independent Media Producers Association
forum, "How to do business. . .when your clients don't
wanl to pay on time.” Gangptank restaurant, Washing-
ton.

Jan. 25—Awards presentation of U.S. Television and
Radio Commercials Festivals, presented by U7.8. Festi-
vals Association. Marriott hotel, Chicaqo. Information:

m Indicates new or revised listing

(312) 834-7773.

Jan. 25—Awards reception for winners of Prized
Pieces International Video and Film Competition, spon-
sored by National Black Programing Consortium,
recognizing excellence in black-oriented television
programing. Ohio State University, Fawcett Center for
Tomorrow, Columbus, Chio.

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

Jan. 26—Computer graphics seminar, sponsored by

Center for New Television. Center, 11 East Hubbard,
Chicago. Information: (312) 565-1787

Jan, 26-29-Radio Advertising Bureau's 5th annual
Managing Sales Conference. Theme: "Retail Saies and
Radio Marketing.” Amfac hotel, Dallas.

- |

Also in January

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

Jan. 29—Academy of Television Arts and Sciences
forum luncheon with Michael Eisner, chairman and
chief executive officer, Wait Disney Productions. Cen-
tury Plaza, Los Angeles. Information: (818) 506-7880.

Jan. 29-31—South Carolina Broadcasters Associ-
ation winter convention. Carofina Inn, Columbia, S.C.

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

Jan. 31—Deadline for entries in 17th annual Robert F.
Kennedy Journalism Awards for Outstanding Cover-

age of the Problems of the Disadvantaged. sponsored
by Robert F. Kennedy Memorial. information: (202)
628-1300.

m Jan. 31—Women in Cable, Greater Philadelphia
chapter, meeting. Speaker: Adam Stagliano of re-
search firm, Yankelovich, Skelly and White. Adam's
Mark holel, Philadelphia.

m Jan. 31—Wisconsin Women in Cable meeting. Tele-
phone Data Systems cable office. Middleton, Wis.

m Jan. N —Federal Communications Bar Association
dinner meeting. Speaker: Richard Wirthlin, polister and
adviser to President Reagan. Capital Hilton, Washing-
ton.

C—3
February

Feb. 1—Deadline for entries in American Bar Associ-
ation's Gavel Awards, honoring media for “increasing
public understanding and awareness of the Americar
legal system.” Information: (312) 988-6137.

Feb. 1 -Deadline for entries in Action for Children's
Television’s Achievement in Children's Televisior
Awards for “significant contributions toward improving
service to children on broadcast and cable televisior
and on radio.” Information: ACT, 46 Austin Street, New-
tonville, Mass., 02160.

Feb. 1-2—Alpha Epsilon Rho, National Broadcasting
Society, South regional conference. University of Mon-
tevallo, Montevailo, Ala. information: (409) 294-1342.

Feb. 1-2—Northern California Radio-Televisior
News Directors Association tourth annual convention
Luncheon speaker: Tom Pettit, executive vice prest
dent, NBC News. San Francisco International Airpor

Jan. 26-29—Radio Advertising Bureaus Manag:
ing Sales Conference. Amfac hotel, Dallas.

Jan. 30-Feb. 1—25th annual Texas Cable Show,
sponsored by Texzas Cable TV Association. San
Antonio Convention Center, San Antonio, Tex.
Feb. 3-6 -National Religious Broadcasters 42d
annual convention. Sheraton Washington, Wash-
ington.

Feb. 15-16—Society of Motion Picture and Televi-
gion Engineers 19th annual television conference.
St. Francis hotel, San Francisco.

March 7-9—16th annual Country Radio Seminar,
sponsored by Country Radio Broadcasters Inc.
Opryland hotel, Nashwille.

March 14-17—First NATPE International pro-
duction conference. New Orleans Hilton, New Or-
leans. Information: (212) 949-9890.

March 26-27—Cabletelevision Advertising Bu-
reau’s fourth annual cable advertising conference.
Sheraton Center, New York.

April 14-17—Natione! Association of Broadcast-
ers annual convention. Las Vegas Convention Cen-
ter, Las Viegas. Future conventions: Dallas, April 13-
16, 1986, Dallas, March 29-April 1, 1987; Las
Vegas, April 10-13, 1988; Las Vegas, April 30-May
3, 1989; Dallas, March 25-28, 1990, and Dallas,
April 14-17, 1991.

Aprll 20-25—20th annual MIP-TV, Marche Inter-
national des Programmes, international TV pro-
gram marketplace. Palais des Festivals, Cannes,
fFrance.

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

May 7-t1—American Women in Radio and Televi-
sion annual convention. New York Hiton. Future
convention: May 27-31, 1986, Loew's Anatole, Dal-
las.

May 11-15—Broadcast Financial Management
Association/Broadeast Credit Association 25than-
nual conference. Palmer House, Chicago. Future
conferences: April 27-30, 1986, Century Plaza, Los

Angeles, and April 26-29, 1987, Marriott Copley
Place, Boston.

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

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

May 15-18 —Pubiic Broadeasting Service/Nation-
al Association of Public Television Stations annu-
al meeting. St. Francis hotel, San Francisco.

May 19-22CBS-TV annual affiliates meeting.
fairmont hotel, San Francisco.

May 19-23—National Public Radio annual con-
vention. Marriott City Center. Denver.

June 2-5—National Cable Television Association
annual convention, including National Cable Pro-
graming Conference. Las Vegas Convention Cen-
ter, Las Vegas. Future conventions: March 16-19,
1986, Dallas, and May 17-20, 1987, Las Vegas.
June 6-9—Broadcast Promotion and Marketing
Executives/Broadeast Designers Association an-
nual seminar. Hyatt Regency, Chicage. Future con-
ventions: June 11-15, 1986, Loew's Anatole, Dallas;
June 10-14, 1987, Peachtree Plaza, Atlanta, and
June 8-12, 1988, Bonaventure, Los Angeles.
June 6-12—Montreux 1985, 14th International
Television Symposiim and Technical Exhibition.
Montreux. Switzerland. Information: PO. Box 97,
CH-1820 Montreux, Switzerland.

June 8-12—American Advertising Federation na-
tional convention. J.W. Marriolt, Washington. Future
convention: June 14-18, 1986, Hyalt Regency Chi-
cago.

Aug. 4-7—Cable Television Administration and
Marketing Society 11th annual conference. Fair-
mont hotel, San Francisco.

Aug. B-Sept. 14—Space WARC, first of two ses-

sions to develop plan for space services in geosta-
tionary orbital arc. Some 150 countries expected to
attend. Second session of World Administrative
Radio Conference scheduled for October 1988.
Geneva.

Aug. 25-27—FEastern Cable Show, sponsored by
Southern Cable Television Association. Georgia
World Congress Center, Atlanta.

Sept. 11-14—Second annual Radic Convention
and Programing Conference, jointly sponsored by
National Association of Broadcasters and Nation-
al Radio Broadeasters Association. Dallas Con-
vention Center, Dallas.

Sept. 11-14—Radio-Television News Directors
Association international conference. Opryland,
Nashville. Future convention: Sept. 10-13, 1986,
Anatole, Dalias.

Sept. 18-20—Atlantic Cable Show. Atlantic City
Convention Center, Atlantic City, N.J. Information:
(609)848-1000.

Oct. 27-Nov. 1—Society of Motion Picture and
Television Engineers 127th technical conference
and equipment exhibit. Convention Center, Los An-
geles.

Nov. 10-13—Association of National Advertisers
annual meeting. Boca Raton hotel, Boca Raton,
Fla.

Nov. 20-22—-Television Bureau of Advertising
31st annual meeting. Anatole, Dallas. Future meet-
ings: Nov. 17-19, 1986, Century Plaza, Los Ange-
les, and Nov. 18-20, 1987, Washington Hilton.
Washington.

Dec. 46— Western Cable Show, sponsored by
California Cable Television Association. Anaheim
Convention Center, Anaheim, Calif.

Jan. 4-8, 1986 —Association of Independent Tele-
vision Stations 13th annual convention (tentative).

Jan. 17-22, 1986 —NATPE International annual
convention. New Orleans Convention Center, New
Orleans. Future convention: Jan. 24-27, 1987, New
Orleans.
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WALONX-TV
BILOIE-
GULFPORY-
PASCAGOULA MS |
AND EBLAIR TV,

TOGETHER,

WE HAVE A
NEW RECD

WLOX-TV, the ABC affiliate in Biloxi-Gulfport-
Pascagoula, Mississippi has chosen Blair Television
for national sales representation. WLOX-TV has a

tradition it shares with Blair. . . Leadership. ——

BLAIR. ONLY BLAIR. o

Television
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A professional’s guide to the intermedia week (Jan. 21-27)

Network television 00 ABC: Inauguration '85, Monday 11 am.-4 p.m.; Scandal Sheet
(drama), Monday 9-11 p.m. CBS: Inauguration ‘85, Monday 11 am.-4 p.m.; My Wicked,
Wicked Ways. . . The Legend of Errol Flynn (biographical drama), Monday 8-11 p.m.; Miss
Teen USA, Tuesday 9-11 p.m.; Otherworld (fantasy-adventure), Saturday 8-9 p.m.; Robert
Kennedy and His Times (three-part mini-series), Sunday 9-11 p.m., continuing Jan. 29 and
30. NBC: Inauguration '85, Monday 10 a.m.-4 p.m.; Sare* (comedy series), Wednesday
9:30-10 p.m.; Code Name: Fozfire* (action-adventure series), Sunday 8-10 p.m. PBS (check
local times): Alfred I. duPont-Columbia University Awards in Broadcast Journalism,
Wednesday 10-11:30 p.m_; Great Performances: Dance Black America (festival documen-
tary), Friday 9-10:30 p.m.

Network radio 0 NBC Radio Network: Inauguration Ceremony, Monday 11:30 a.m.-
conclusion; Live From the Hard Rock Cafe* (monthly music-variety series), Sunday (check
local times).

Cable O Arts & Entertainment: Now Get Out of That* (10-pant survival competition),
Wednesday 8-8:30 p.m.; The Year of the French* (12-part documentary series), Wednesday
8:30-9 p.m.; Freud* (six-pan dramatic series), Wednesday 9-10 p.m.; The Sleeping Tiger
(thriller), Saturday 8-9:30 p.m.; The Blue Dress (romantic drama), Saturday 10-11:15 p.m.
Cable News Network: Inaugural Coverage, Monday 9 a.m.-5 p.m. C-SPAN: Inauguration
Swearing-in, Monday 11:30 a.m.-conclusion. The Nashville Network: Wrangler Country
Showdown (talent competition), Saturday 9-10:30 p.m.

Syndication [J 42d Annual Golden Globe Awards, Sunday 11 a.m.-1:15 p.m. and 1:30-3:45
p.m. on 80 stations.

Museum of Broadcasting O Halimark Hall of Fame: A Tradition of Excellence, examina-
tion of key role sponsor has played in development of programing, focusing on 14 dramatic
themes, now through April 18,

*indicates premiere episode

Question:

WHICH EXERTS MORE WEIGHT

J A lcaded 18-wheel
tractor-trailer.

And for all the answers
about the American
trucking industry, call

0 A 115-pound woman (703) 838-1966.

in high heel shoes.
For the answer /

see page 75.

FOUNDATION

Trucks. The driving force behind American business.
The American Trucking Associations Foundation, Inc., 2200 Mill Road, Alexandria, Virginia 22314
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San Francisco.

8 Feb. 2-Cable management seminar, “Problems and
Solutions to Successful Management.” sponsored by
Minorities in Cable and New Technologies. Americana
Congress hotel, Chicago. Information: Janice Woods,
(312) 922-9043.

Feb. 3-5Louisiana Association of Broadcasters an-
nual convention. Speakers: Congressman John
Breaux (D-La.), National Association of Broadcasters
President Eddie Fritts and National Radio Broadcasters
Association President Bernie Mann, Holiday Inn Cen-
tral {Holidome}, Latayette, La.

Feb. 3-6—Nationa! Religious Broadcasters Associ-
ation 42d annual convention. Sheraton Washington,
Washington.

Feb. 3-8—20th annual engineering management de-
velopment seminars, sponsored by National Associ-
ation of Broadcasters. Purdue University West La-
fayette, Ind. Information: (202) 293-3557.

Feb.5-6—Arizona Cable Television Association annu-
al meeting. Hilton, Phoenix.

Feb. 6—Society of Satellite Professionals, southern
Calitornia chapter. Featured speaker: Ed Horowitz, sen-
ior vice president, technology and operations, Home
Box Office. Sheraton Miramar hotel, Santa Monica, Ca-
lif. Information: 213-474-3500.

Feb. 6—Ohio Association of Broadcasters Dayton
managers’ luncheon. King Cote, Dayton.

Feb. B-11--International Radio and Television Soci-
ety annual faculty/industry seminar and coilege confer-
ence, "Programing: The Ever-Changing Constant." Rye
Town Hilton, Rye, N.Y.

Feb. 7—International Radio and Television Society
newsmaker luncheon, “Radio: America's Ear-Resista-
ble Medium.” Speakers: John Gambling, WOR(AM)
New York; William B. Williams, WNEW-AM-FM New
York; Charles Osgood, CBS; Gary Stevens, Doubleday
Broadcasting, and Rick Sklar, consultant. Waldorf As-
toria. New York.

Feb. 7-9—American Association of Advertising Agen-
cies, Southern ion, winter annual meeting. Boca
Raton hotel and club, Boca Raton, Fla.

Feb. B—Ohio Association of Broadeasters Cincinnati
managers' luncheon. Netherland Plaza, Cincinnati.

Feb. 8—"Cable Communications Policy Act of 1984: A
New Law—A New Era,” seminar sponscred by Legal
Times and Law & Business Ine./Harcourt Brace Jo-
varovich Publishers. Madison hotel, Washington. In-
formation: (201) 472-7400.

Feb. 8—"The New Technologies: Changes and Chal-
lenges in Public Relations,” seminar hosted by Media
Institute. Sheraton Grande hotel, Los Angeles.

Feb. 8-10—National Radio Broadcasters Associ-
ation’s second radio sales university Tampa Airport Hil-
ton, Tampa, Fla.

8 Feb. 9—"The Made-for-TV Movie: An intensive Work-
shop,” 12-week course offered by Global Vitlage Video
Study Center. Global Village headquarters, New York.
Information: (212) 966-7526.

Feb. 10-13—Arbitron Television Radio Advisory
Council meeting. Marriott's Rancho Las Palmas, Ran-
cho Mirage, Calif.

Feb. 11—Reunion of DuMont Television Network, which
disbanded in 1955. Museum of Broadcasting (recep-
tion), 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—lllinois Broadcasters Association sales

Enratals

Viewdata official quoted in Jan. 14 story
on Videotex and identified on page 166
only as Ashe is Reld Ashe, who as-
sumed chairman and chief executive
officer’s job at Knight-Ridder subsidiary
on Jan. 1.




MULTITRACK PRODUCTION
FOR MERE MORTALS

Otari's Mark I11-8 and Mark 11I-4 audio
machines are helping today’s radio broad-
casters meet the challenge from music
"._‘!'_EEE'-": video and stereo TV by allowing a
i '~z Producer’s creativity
< o= | tosoar tonew realms.
e P#Sm ¢ And, they keep costs

=

2 :::;: ; 7 downto earth.

The Mark II1-8 eight chan-
nel, and Mark Iil-4 four
channel recorders give
vou exciting and afford-
able aids to creativity that
can quickly be mastered, even if
vou, until now, followed the two-track path. With
eight channels. vou can lay down stereo music
tracks, cross fade from one stereo program to
another, laver effects, or multiply voice overs —
on one tape, on one machine. Spots are created
more efficiently, and are more effective.

So don't wait for divine intervention to
determine the fate of radio. Make it happen
today with the stereo production machines, from
Otari: The Technology You Can Trust.

Contact your nearest Otari Dealer for a
demonstration, or call Otari Corporation,
2 Davis Drive, Belmont, CA 94002 (415)
592-8311 Telex: 9103764890
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A superb selection of motion pictures
never before shown on network televisjon. ..




DEB

. * Inalittle more than three weeks, Universal Pictures .
Debut Networle has been sold in 19 of the top 20 markets!
And that’s just the beginning!

. THE DEBUT MARKETS: -
NEW YORK HARTFORD MOBILE
LOS ANGELES PORTLAND, ORE. ALBUQUERQUE
CHICAGO INDIANAPOLIS FRESNO
PHILADELPHIA . PHOENIX GREEN BAY
SANFRANCISCO - KANSASCITY ROCHESTER
BOSTON - _CINCINNATI CAPE GIRARDEAU
DETROIT & MILWAUKEE SPOKANE
DALLAS . ORLANDO HONOLULU
HOUSTON NASHVILLE #JACKSON, MS.
CLEVELAND NEW ORLEANS TUCSON
PITTSBURGH GREENVILLE,S.C. HUNTSVILLE
MIAMI MEMPHIS FORT WAYNE
MINNEAPOLIS OKLAHOMA CITY LAS VEGAS. .
SEATTLE .. NORFOLK COLUMBUS, GA.
ATLANTA »  BIRMINGHAM AMARILLO
TAMPA : GREENSBORO,N.C.  RENO
sTLouls - ALBANY, N.. ANCHORAGE
DENVER LITTLE ROCK GAINESVILLE
SACRAMENTO RICHMOND FAYETTEVILLE

- KNOXVILLE ’

« N e
UNIVERSAL PICTURES
DEBUT NETWORK

Agreat deal—and a great deal more!

MCATV

& 1985 Universal Crty Studdios InG. Al ights reservsd,




caravan. Southern lllinois University, Carbondale, Ill.

Feb. 12—Presentation of 1985 Heart to Child Humani-
tarian Award. Recipient: Robert Bennett, president, Me-
tromedia. Waldorf Astoria.

B Feb. 12—West Virginia Broadcasters A

 m.

(

iation
sales seminar. Marriott hotel, Charleston, W. Va.

Feb. 12-13—Wisconsin Broadcasters Association an-
nual winter convention and legislative reception/din-
ner. Concourse hotel, Madison, Wis.

Feb. 13—Golden Jubilee Commission on Telecom-
munications first conference, “The Impact of Govern-
ment Regulation on the Intreduction of New Telecom-
munications Technologies.” Luncheon speaker:
Representative John Dingell (D-Mich.). Mayflower ho-
tel, Washington. Information: (202) 955-4687.

Feb. 13—Illinois Broadcasters Association sales
caravan. Sangamon State University, Springfield, Ill.

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

Feb. 13—Okio Association of Broadcasters Toledo
managers’ luncheon. Toledo Club, Toledo, Ohio.

B Fob, 13—West Virginia Broadcasters Association
sales seminar. Ramada Inn, Morgantown, W. Va.

Feb. 13-May 8—“The Video Marketplace: A Compre-
hensive Examination,” program oftered by New York
University, School of Continuing Education. NYU
campus, New York.

Feb. 14—[llinois Broadcasters Association sales
caravan. Bradley University, Peoria, Il

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, Hll.

Feb, 15—Deadline for entries in Clarion Awards, spon-
sored by Women in Communications. Information:
WICI, PO. Box 9561, Austin, Tex., 76766.

== NATIONAL PARK SERVICE

e
%x] July 4th, 1985

The National Park Service is
seeking a sponsor/
contractor to provide the
entertainment and
production services for

the Fourth of July
Celebration on the
Washington

Monument Grounds,
Washington, D.C. A
fee will be required
in exchange for
rebroadcast and
ancillary rights.
Annual attendance
at this event has
been 200,000-
500,000.

For info. contact:

Mr. Russell Davis

C ing Divisi
1100 Ohio Drive, SW
Wash,, D.C. 20242
202/485-9708

OpenaMike

Viewing on the rise

EDITOR: Thanks t0 BROADCASTING for in-
cluding KFTY(TV) Santa Rosa, Calif., in your
Jan, 7 story on the growth of independent
television stations. While your reporter was
accurate in outlining the problems we have
faced in our three-and-one-half years of
broadcasting, KFTY’s audience growth was
not mentioned.

In spite of the fact that KFTY covers the
Santa Rosa market north of San Francisco,
our station has experienced remarkable in-
creases in viewership in the San Francisco
survey area: Unduplicated net weekly circu-
lation figures in the November *84 Arbitron
showed 183,000 homes compared 'to
140,000 in the October '84 Arbitron and
133,000 in the July "84 Arbitron. KFTY
achieved a 1 rating in the San Francisco ADI
November ’84 Arbitron at 5-8 p.m. Monday
through Friday.

In our home county of Sonoma, KFTY’s
audience figures are still impressive, with
our ratings reaching a 5 in prime fringe. Qur
sign-on to sign-off audiences are as large as
the San Francisco UHF independent stations
or larger.

One final point: While we experienced
substantial resistance from must-carry cable
systems, we are now carried on every cable
system in our coverage area north of San
Francisco, serving about 250,000 subscrib-
ers.—James D. Johnson, executive vice
president, general manager, KFTY(TV) Santa
Rosa, Calif.

Public spirited

EDITOR: I read with interest in your Jan. 7
issue that St. Louis TV station kSDK and
seven area radio stations combined to raise
$1,850 in donations for needy St. Louis chil-
dren. 1 also noted larger sums raised for
starving children in Ethiopia and other parts
of the world.

During our annual “WIS Operation Santa
Claus,” the listeners of wis(aM) Columbia,
S.C., contributed $7,300 to the Children’s
Hospital at Richland Memorial Hospital of
Columbia through a wis Radio Cabbage
Patch doll auction as well as 11,000 toys and
two and a half tons of nonperishable food
items for needy children in our area.

It might be interesting if BROADCASTING
would ask all stations to report their individ-
ual efforts. The total would stagger the most
calloused consumer activist in Washing-
ton.—Charies T. Jones Jr., vice president &
general manager, WIS(AM) Columbia, S.C.

All business

EDITOR: Your Dec. 17, 1984 article on farm
broadcasting failed to mention our national-
ly syndicated television agribusiness news
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service.

The Agri-Business Report recognizes the
need for traditional agricultural production
stories, out we go far beyond that by incor-
porating a consumer perspective, thereby
bridging the gap from the farmer’s field to
consumer’s table. The Agri-Business Report
is a one-year-old television news service,
serving over 45 stations throughout the Unit-
ed States with 15 90-second features each
week.

The Agri-Business Report features pro-
vide weekly reports from Washington as
well as marketing, weather, finance and
technology. We’ve eliminated the bib over-
alls, calico table cloths, hoedown music and
produced agribusiness gestures in a modern
television journalistic manner as the nation’s
largest industry deserves.—Gerald Ba-
deauzx, executive producer, Agri-Business
Report, Terre Haute, Ind.

Don't play it again, Sam

EDITOR: You quote Sam Donaldson as say-
ing, “The President is seen on TV only at
times and under conditions of the White
House’s choosing” (BROADCASTING, Dec.
10, 1984). Donaldson impiies that presiden-
tial news conferences should be held at the
beck and call of the TV media. How arro-
gant.

Donaldson’s other idea of regularly sched-
uled monthly news conferences is even more
radical. If.the President doesn't have any-
thing to say, give the time to the opposition,
he says. Really? Try reporting the news
without bias, Sam, and leave the newsmak-
ing to those who rightly make it.—Peter On-
gigan, professional engineer, Sacramento,

alif.

Regulatory rights

EDITOR: I disagree totally with B.D. Thorn-
ton who stated in a Dec. 10, 1984, “Open
Mike” that the only true right Congress
should have in regulating broadcasting is
monitoring frequency and power. The prohi-
bition against the broadcasting of obscene
and indecent material, as spelled out by
Congress (Title 18 of the U.S. Code, Section
1464) and upheld by the U.S. Supreme
Court, is more vital now than ever—unless,
that is, Mr. Thornton is fully prepared for the
consequences of deregulating decadence.—
Betty Wein, New York.

Celebrity value

EDITOR: It was with great interest that I read
William L. Stakelin's comments in BROAD-
CASTING’s Dec. 10 “Monday Memo” col-
umn devoted to radio advertising. From per-
sonal experience with my clients, I am
convinced that radio can be an effective ad-
vertising medium. However, I must take is-
sue with his assertion that “...The impact
[of a radio spot] is heightened if the voice is



GOODSON-TODMAN'S

THEPRICE
1S RIGHT

THE LONGEST RUNNING,
MOST SUCCESSFUL
GAME SHOW IN

TELEVISION HISTORY.

1983-1984 BROADCAST SEASON |

H TOTAL WOMEN | TOTAL
LENGTH NETWORK SHARE | WOMEN 25-54 MEN

I PRICE IS RIGHT ONE HOUR
| WHEEL OF FORTUNE HALF NBC 29 29
PYRAMID HALF cBS 2 23 18
PRESS YOUR LUCK HALF CBS 20 21 18
‘_SALE OF CENTURY HALF NBC 20 21 18

* HEAD TO HEAD, FIRST HALF HOUR, PRICE DOES A 29 SHARE!
g SOURCE: ACNIELSEN, NTI, BROADCAST SEASON, 83-84. AC NIELSEN, NTI, SEASON TO DATE, 84-85.

In September 01985, the tradition continues in syndication

with the original fast-paced, high stakes, half-hour version.
* Qver 28 years of ratings success.
¢ IN1983-84 season...PRICE dominates all game shows.
» Nothing can compete with the half-hour of PRICE.
* PRICE is the highest-budgeted game show in America.
* From the premiere producer of game shows, Goodson-Todman.
» THE PRICE ISRIGHT. Now a firm go for September 1985.

Prime Access just got better.
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New York Offices: Los Angeles Of fices
71 Fifth Avenue E. Adm Bldg., Suite129
New York, NY 10022 Burbank Studios
(21207026602 Burbank, CA 91505
218)954-2343
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that of a recognized figure or a celebrity.”
While a celebrity may perhaps prove to a
listener that the advertiser was able to fork
over enough money to elicit an endorsement
from the personage, a “celebrity” alone will
not produce sales results.
The only way radio can tap into the listen-

er’s “common experiences” is with the pro-

duction of well written radio spots where the
talents “perform” a spot with a degree of
sincere enthusiasm. I have heard station-pro-
duced spots, (and quite a few agency-pro-
duced spots, too) where the talent haphaz-
ardly reads the spot with little interest over a
stale music production bed. The talent’s lack
of interest carries over on-the-air and tends

to dissuade the listener from paying any at-
tention to the spoken message.

“Genuine enthusiasm,” ‘‘performance”
and “understanding” are the key words in
successful broadcast advertising, be it a live
or recorded spot.—Ivars Bezdechi, senior
partner, BOSCOM Media Creations, Port-
land, Ore.
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A radio news commentary from James Farley, vice president, radio news, NBC, New York

Securing a bright
future for radio news

At the recent Radio-Television News Direc-
tors Association convention in San Antonio,
Tex., it was evident that radio news directors
are worried about the future of radio news. 1
share the concern, but I'd like to dispute
some of the commonly believed reasons for
concern and then offer some solutions of my
own.

Is the demon deregulation? I've seen no
concrete evidence to support this, even
though many news directors are perfectly
willing to lay the blame there. Remember,
the era of regulation gave rise to the infa-
mous “public affairs ghetto” with news
documentaries and some of your best efforts
showcased. . .at 3 o’clock Sunday morning.

Regulation gave rise to a lot of overnight
newscasts. Station operators were able to
satisfy their regulatory obligations by having
disk jockeys rip and read. There was no need
to spend money on a quality news depart-
ment.

Let’s face it: Deregulation has created a
positive environment for radio news. A sta-
tion operator who spends money on a news
department today does so in the belief it is
needed and desirable in a competitive envi-
ronment, not because some federal bureau-
crat has a gun to the operator’s head.

Are the nasties the networks? The answer,
in two words, is: hell no. It came as quite a
surprise to me and to my colleagues at other
nets that even a few news directors at
RTNDA thought this might be the case. All
too often these days, my news people in
New York will call our local affiliate to get
some audio on a story there, only to be given
the “new” number for their newsroom: our
own number in New York.

Network news operations rely on local
news operations; we have a vested interest in
seeing healthy local news departments at our
affiliates. Any intelligent news programer
knows that a station cannot sucseed with
network news alone: To win, you need a
strong local news identity, backed up by a
reputable network.

Is the suspect slippage in AM radio? Now
we're getting warm. Remember the days
when you couldn’t give away an FM license,
or when the only spots on an FM station
were bonus spots for advertising on the co-

James T. Farley Jr. is vice president of radio
news for NBC, a position he has held since
1982. He joined the network in 1975 as a
producer for its News and Info'mation Service
and became manager of NIS the following
year. In 1977-79 he was executive producer of
the NBC Radio Network. His only venture into
television news occurred in 1979-80 when he
was named manager of NBCs TV news. In
1980 he became director of radio news
operations and in 1982 was named

managing director of radio news. He got his
start in 1966 at wins(am) New York.

T T T L P ey

owned AM station? Today two-thirds of all
listening is to FM radio, leaving AM with
about a third, When an AM station has to
tighten the financial belt, the news operation
almost always feels the pinch.

Can news directors do anything about it?
The radical slogan of the 60’s would seem to
apply here: “If you're not part of the solu-
tion, you’re part of the problem.” In decid-
ing what they can do to reverse the slippage
in radio news, news directors need to ask
themselves several questions.

What is your contribution to your station?
If local news is seen by the station owner as a
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money loser, it’s only a matter of time before
you feel the blade of the budget cut. Are
your newscasts sponsored? Are they sold as
premium buys? Have you talked about addi-
tional sales opportunities with your sales
manager? Have you talked to your program
director about promotion ideas involving
news coverage?

Are you perceived as “only” a news direc-
tor? Those of us who are broadcast journal-
ists know how important news directors are;
in fact, when we have a news opening here at
NBC Radio News, we always look for radio
news directors. But how does your station
manager see you? Does he/she see you as a
full department head pulling your own
weight? Does he/she see you as a programer
of news and information? If the program di-
rector is out of town, are you the person
designated to take charge during the ab-
sence? If the program director is in charge of
news as well as other programing, are you
the likely successor (and if not, why not)?

Look: There are no schools for program
directors. They learned their craft, including
what they know about sales, on the job. Dur-
ing the two relevant radio sessions in San
Antonio, news directors took two contradic-
tory positions: (a) “somebody” ought to
teach them about sales because they don’t
know anything about sales and (b) their jobs
as news directors are very complex, more
difficult than the job of, say, the sales man-
ager. The first point is not valid: The PD
made it a point to self-learn, and so can you,
particularly if you subscribe to the second
point. I'm perfectly willing to agree to the
second point, but does your station manager
agree? Are you paid more money than, say,
the sales manager?

Read the same trade publications your PD
reads, Take him to lunch. Sit down with the
station manager and the sales manager at
least once a week. You've got to sell your
news product, and you've got to sell your
own skills as a manager.

One of the better radio consultants
preaches something he calls triangle man-
agement: close cooperation among the sta-
tion manager, the sales manager and the pro-
gram director. You need to inject yourself
into that equation by pointing out that a four-
legged chair is more stable than a three-
legged stool. The future of radio news de-
pends on a grass-roots effort that must begm
at the local news director level.




WLS AM/FM

joins

g i s BT

The hottest cali lettefs in Chicago have
joined the hottest call letters in the radia
rep business!

WLS AM and FM, Chicago's perentiat
keaders, are the third and fourth ABC stations
now represented by HNW&H. First,in 1981, i
was KSRR, Houston's leading young adult
station. Then, last year, we began working
with ABC’s KTKS, Dallas’ hottest new station.
And now, in 1985, we've joined with WLS
AM/EM.

We believe stations such as WLS
AM/FM come to HNW&H because they
realize we provide an innpvative alternative
in representation. We combine aggressive
pricing, networking and accountability with
{he talents of a sales feam that by and large
comes from and knows your business—the
radio'business. All this means increased
ghares for our clients.

Increase ypur share| Start using our
call letters

SN 20

HILLIER, NEWMARK, WECHSLER & HOWARD

New York. Atlanta_ﬁoslm'. Charlotte. Chicagg,. Dallas. Detroit.
Los Angeles, Minneapolis, Philadelphla, St Louis, San Franciscq.

212/832-8900



SONY PRESENTS THE MOST ATVANCET
FELD/STUDIO CAMERA




INTRODUCING THE
SONY BVP-360. ON MAY [, 1985,
THE REMARKABLE
BECOMES AVAILABLE.
When we previewed this
camera at NAB, the response was
tremendous. Which, considering

Sony’s considerable reputation
for high performance broad-

cast portables, wouldn’t normally
seem so surprising. Except for
one detail.

The BVP-360 isn’t a broad-
cast portable. (Although at 50
pounds it’s certainly the most por-
table camera in 1ts class)

What the BVP-360 repre-
sents, however, is the culmination
of Sony’s work 1n tube technology,
in innovative mechanical design
and in High Definition Video
Systems. A highly sophisticated,
automated camera that promises
to usher in a new era in price/per-
formance forcameras inthe Field/
Studio category.

Sony-developed 2/3 inch Mixed Field Saticon™
(Plumbicon™ tubes also available.)

THE %-INCH IMAGE
FORMAT COMES OF AGE.

For those of you unable to
get through the crowds for a close
look at the BVP-360, there are
two explanations for the excep-
ticnal image quality vou saw on
the monitors overhead.

First. the BVP-360 employs
the remarkable, Sony-developed
%" Mixed Field™ tubes. The first
real challenge to big tube per-
formance. Because they deliver
twice the registration and geo-
metric accuracy of conventional
%’ tubes. Plus greater depth
of modulation. And thanks to
the special Sony-developed FET
that 1s built into the tube and
yoke, an extraordinary signal-to-
noise ratio. (MF Plumbicon™ or
MF Saticon™ tubes are available)

Secondly, the Seny BVP-360
isequipped with a breakthrough
F1.2 prism design that single-
handedly results insensitivity and
depth-of-field comparabie with

25mm 1mage formats. And vastly
superior to any current %3”
Field/Studio camera at any price.

And, naturally, when you
combine these factors with the
extensive signal processing
technology Sony has engineered
into the BVP-360, you get specs
which could only be described as
spectacular.

A SUPERHUMAN FEAT

OF HUMAN ENGINEERING.

Many of the experts who
were able to get their hands on
the camera at NAB were even
more impressed by how it per
forms from a human standpoint.

Some were moved to com-
ment by how easy the BVP-360 1s
to move around. [ts smoothly
integrated handles. Low weight.
The highly maneuverable view-
finder. And the shortest lens-
front-to-viewfinder distance in
the industry.

Others cited the

uniquely pragmatic approach
. 10 automation. An ap-
proach that concentrates
the camera’s considerable
microprocessor-based intelli-
gence on the most dithicult setup
operations: functions such as

digital registration, B/W balance.

flare and gamma.

And still others referred to
the BVP-360's extensive camera
head memory, which can store
up to sixty-four scene files, eight
setup files. sixteen lens files and
three reference files.

Plus the advantagesof being
able to choose from three remote
operational panels.

NOT JUST A CAMERA.
A CAMERA SYSTEM.

But perhaps the most
striking -
aspect of
the BVP-
360 isits
“buiiding
block™ de-
sign concept.
An arrangement
that makes it particularly
easy 1o customize the cam-
era for various production
situations.

[tstarts with a

*Sony Mixed Ficld tubes use electrostatic deflection and magnetic focus. ©1984 Sony Corp. of America. Sonyisa
registered trademark of Sony Corp. Seny Broadcast Products Company. 1600 Queen Anne Rd.. Teaneck. NJ 07666,
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BV P-360 Remote Control Panels: (left to right) a
flexible Field unit, a highly sophisticated Creative
Production panel dnd a simple Studio unit.
camera head able to transmit
component signals via Triax or
Multicore. Or function as a
stand-alone camera.

Then. on the technical front,
alignments are handied at the
Camera Control Unit. With each
camera able to be tweaked indi-
vidually. Or addressed as part
of up to an eight-camera chain
linked to one Master Setup Unit.

And finally, on the opera-
tional front, all control during
production may be directed from
one of three types of Remote
Control Panels—a simple Studio
model, a flexible Field unit,
ora highly evolved Creative
panel with extensive memoryand
scene-painting facilities.

ADOPT A
WAIT-AND-SEE ATTITUDE.

Of course, as we said at the
outset, the BVP-360 isn't ready
for delivery tomorrow. But that
doesn't mean vou have to wait
until May to see it. There are
units here right now for demon-

stratlons and evaluations.
And of course,
by the time vou're
finished testing it,
raving about it
and getting a budget
for it (although
that last part may go
faster than you're
used to thanks to the
BVP-360's incredi-
ble price/performance),
\,. Itwon’t be tomor-
N row. Itll be closer
' to May 1.
SONY.

Broadcast



Introduc
AP NewsPower1200

Now you can break the AP news story you want 18 times faster.
AP has its fastest breaking news story ever. Our NewsPower 1200.

It delivers AP quality news and features at 1,200 words per
minute, 18 times faster than the standard AP Radio Wire.

Weather in a flash. Sports as soon as there’s a score.
NewsPower 1200 is so fast it can move sports scores
the moment they happen. Dow Jones averages the :
minute the market closes. State and regional stories ,
the second they break. _
And weather information comes to you
directly from the National Weather Service!
It delivers all the quality news 5 /
programming radio stations expect from J,f n:

AP, on a system that’s been fully ;’ 1?‘
researched, designed and tested tomeet f /J news you receive.
AP’s exacting standards— and yours. ! ,;;p And the volume

evenE?tflm: (l)llj,tflosl eed. ¥ your newsroom.
NewsP 120(% i p You can get everything
ontrol ove aiso givesyou f that's currently on the AP Radio Wire,

total control over I
the categories of '

The news you need, when you need it.
Every hour you'll get ready-to—air summaries of
¢ the top news stories, if that's what you want, in plenty
b of time for top of the hour newscasts.
\ State and regional news moves well in advance
& of your busiest day parts. And AP’s highly salable
4 features arrive in a fresh morning drive package.

Speed, selectivity and reliability —
a powerful combination.
, If you're ready to get the weather faster, gain
P! control over your news volume, and still keep the
W B¢ highest level of programming quality and salability—
¥ & vou're ready for AP NewsPower 1200.
___ Formore information call your local AP
& | Broadcast Executive or é!enn Serafin,
A collect, at the Broadcast Services Division
{ ) of The Associated Press. 202-955-7214.

Associated Press
Broadcast Services.

Without a doubt.
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UNIFORM POLL CLOSING TO BE CONSIDERED

Election projections: Networks, Hill reach accord

ABC, CBS and NBC vow to Congress
they wul refrain from calling winners
in elections until all polls are

closed; way cleared for hearings

to consider uniform poll closing time

Congress and the three major television net-
works buried the hatchet last week. In a sur-
prise move, CBS and NBC disclosed they
would no longer use exit poll data to project
or characterize election resuits in any state
before the polls close there. (ABC an-
nounced similar restraints before last No-
vember’s election [BROADCASTING, Nov.
12, 1984]). At the same time, key House
members said they would begin hearings on
uniform poll closing legislation.

The networks’ new policy was revealed
during a press conference held by Represen-
tatives Al Swift (D-Wash.) and Bill Thomas
(R-Calif.) last week. Swift is chairman of
the House Task Force on Elections, and
Thomas is its ranking minority member.
Swift and Thomas had received letters from
the three network news presidents pledging
the future restraints.

The networks’ revised policy was seen as
a response to the congressional and public
pressure that has been mounting since the
1980 presidential race. The practice of call-
ing winners before all polls are closed across
the country has been the focus of many hear-
ings. Before the last election, Congress
passed a resolution calling on broadcasters
to voluntarily refrain from charactenrizing or
projecting the results of an election before
all polls have closed.

But in the Reagan runaway, the outcome
became evident long before polls in the West
had closed. All three networks projected
Reagan as the winner by 5:30 p.m. Pacific
Time, to the dismay of many congressmen.
Swift, author of the resolution, was particu-
larly exercised. He called the networks’ cov-
erage “heavy handed and arrogant.”

On Dec. 6, 1984, Swift and Thomas
wrote the news executives. They said Con-
gress would not seriously consider legisla-
tion offering a standard poll closing time or
modified voting day or similar solution un-
less the networks were on record with a
“firm, explicit, public, corporate commit-
ment not to use exit poll data to suggest,
through interpretation of that data, the prob-
able winner in any state until polls in that
state have closed.”

A commitment like that, the legislators

continued, *“would provide Congress with
the needed reassurances that the results of
exit polis would not be used, through char-
acterizations, trending (or any euphemism),
to ‘short-circuit’ a lasting solution to this
important and seemingly never ending prob-
lem.”

ABC and NBC were the first to respond.
(Both letters were sent on the same day:
Dec. 12, 1984.) ABC restated its early posi-
tion to “not use exit poll data to suggest the
winner of an election in any state until polls
in that state have closed.” And, wrote ABC
News President Roone Arledge, that meant
“ABC News did not utilize exit polls to char-
acterize, report trends or in any other way to
state or imply the outcome of any election
until polls in a given state were closed.” He
also pointed out that subsequently he wrote
members of Congress urging them to enact a
uniform poll closing time and called on the
other networks to adopt the same policy.
“You and your colleagues have the full sup-
port of ABC News,” Arledge concluded.

In a statement released during the press
conference, Arledge said it was now up to
Congress to “solve the problem created by
various time zones by legislating a uniform
closing hour for national elections.” If Con-
gress acts swiftly, he continued, “we need
never again have an election in this country
where controversy arises over election re-
sults from one section possibly influencing
voters in another section.”

NBC President lLamry Grossman was
equally enthusiastic about a standard poll
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Swift ang Thomas

closing time. He underscored his remarks to
the Radio-Television News Directors Asso-
ciation last year: “If polls in all 50 states
close simultaneously, then NBC News
would effectively and realistically be able to
hold all the information we gather from our
election day polling until after the election is
over across the nation.” Although Grossman
agreed to refrain from using exit poll data,
he said that there may be “news releases,
interviews or statements by candidate, high
campaign officials or others that provide
newsworthy information which should be
reported in a timely manner.”

NBC later issued this statement: “NBC
News policy is and will continue to be that
we will not use exit polls to project or char-
acterize the outcome of a race in a state until
its polls have closed and the actual votes
have begun to be released. Under a national
uniform poll closing, our policy would mean
NBC News would not use exit polls to pro-
ject or characterize the outcome of a national
election until polls in all states had closed.”

CBS News President Ed Joyce was the
last to reply. His letter was dated the day of
the press conference (Jan. 17). Joyce felt a
uniform poll closing time was the solution
*“least intrusive to First Amendment rights.”
The CBS News executive restated the net-
work’s previous policy of not projecting the
outcome of a race in any state until the polls
close or “in those states with multiple clos-
ings, until the vast majority of polls have
closed.”

Joyce noted that CBS had “developed the
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capability of using our exit polls to arrive at
characterizations of the likely outcome prior
to the time the polls have closed.” But he
said: “We understand that those character-
izations would defeat the very purpose of the
legislation you are considering. Since we
agree with you that a uniform poll closing
law is the only realistic solution to the issue
that modern technology has produced, and
in furtherance of the realization of such leg-
islation, CBS News will no longer use elec-
tion day exit polls to characterize races be-
fore the polls close in the states involved.”

The letters gave Swift and Thomas what
they wanted. “With those assurances, we be-
lieve we can now proceed with serious and
prolonged, I believe, hearings on the uni-
form poll closing ideas that have been float-
ing around for some time,” Swift said.
“There are a lot of questions,” he added, *“for
which we do not know the answers.” The
task force, which is likely to become a stan-
dard subcommittee in this Congress, plans to
go to work as soon as possible.

Thomas said he thought passage of the
resolution urging voluntary restraint in the
last election was one of the “principal factors
that led the networks to realize cooperation
could solve the problem more than confron-
tation.” And he felt the letters mean the “net-
works have taken themselves out of the
problem.”

Swift listed some of the options likely to
be considered including a 24-hour poll clos-
ing, Sunday voting and the idea of making
election day a holiday. “We will be examin-
ing all these proposals to see their strengths
and weaknesses,” Swift said. However, “the
simpler, the more popular it is going to be
with me,” he added. He predicted the

News on networks. The networks were making the news as well as reporting it last week.
Their decision, last Thursday, to refrain from using exit poll data to project or characterize
election results in any state until the polls close was reported on all three network evening
news programs that night. ABC led its World News Tonight with the story, devoting one
minute and 40 seconds. The story, reported by Washington correspondent Brit Hume, fea-
tured a brief excerpt from the press conference held by Representatives Al Swift (D-Wash.)
and Bill Thomas (R-Calif.).

NBC Nightly News devoted the same length of time as ABC to the maiter but ran the story
about a third of the way into the program. NBC correspondent Ken Bode interviewed Thomas
as well as House Telecommunications Subcommittee Chairman Tim Wirth (D-Colo.}. At CBS,
the story appeared about half way through the CBS Evening News With Dan Rather. It ran
two minutes. Rather and correspondent Dean Morton reported the piece, which included

interviews with Wirth and Swift.

chances of Congress passing legislation be-
fore the next election were better than 50-50.
Among the suggestions that may be scrutini-
zed is a proposal by Representative Ron Wy-
den (D-Ore.) that would establish standard
poll closing times of 5 a.m. to 8 p.m. on the
West Coastand 8 a.m. to 11 p.m. on the East
Coast.

According to Joyce of CBS News, the
commitment by the networks to refrain from
using exit polls to project or characterize
elections before the voting is completed is
essential to getting a uniform poll-closing
bill passed. “There is no doubt that we are
dealing with conflicting interests here,” he
said. “But a certain balancing of those inter-
ests is necessary and [uniform poll closing]
is the least intrusive solution.” That’s been
the network’s *“‘consistent position” for
years, he added.

To help create a climate in which that solu-
tion could be achieved, Joyce said, the deci-
sion was made to alter the network policy
concerning the use of exit polls. “It would
not be consistent, or logical,” he said, to

L

public affairs.

Views on ban. Whether beer and wine commercials should be banned from radio and
television was debated before members of the Television Critics Association in Los Angeles
Jan. 13. The discussion was sponsored by the National Association of Broadcasters and
featured views from both sides of the issue. Pictured, I-r: Betty Hudson, NBC vice president,
corporate relations, and advertising chairman, NBC Internal Alcohol Policy Task Force; Rob-
ert Reynolds, vice president, Council on Alcohoi Policy, San Diego county aicohol program;
Don Shea, president U.S. Brewers Association, Washington; A. L. Wright, director, Los Ange-
les county Office of Alcohol Programs, and Shaun Sheehan, NAB senior vice president for

Broadcasting Jan 21 1985
32

continue to project or “characterize” elec-
tions before poll closing time in the face of
what he now sees as a “contructive” attempt
by Swift and Thomas to balance the interests
of all sides. In fact, he praised the two con-
gressmen for their “stature and integrity,”
adding that there has not been “a shred of
self-serving rhetoric,” in this latest bid to
work out the vote-projection dilemma.

It took CBS a little more than a month
longer than NBC to commit, in writing, t0
the policy change. That was because, said
Joyce, he had a number of “long, careful and
deliberate discussions,” with a group of top
news executives at the network. “I run a very
collegial organization,” he said. “And with-
holding news, in any form, is something we
take very seriously.”

The initiative, and the networks’ willing-
ness to cooperate, was praised by Lou Adler,
president of the Radio-Television News Di-
rectors Association. “The networks have
been very statesman-like and very correct,”
he said, “and I applaud them for it.” With
their cooperation, said Adler, the push for a
uniform poll-closing bill “should get up a
good head of steam. It’s a good thing and 1
hope it does.” He added that he was heart-
ened to hear Swift predict Jast week that such
a bill stood a 50-50 chance of passage this

ear.

! Both Adler and Joyce said the problem
stemmed from the networks’ ability to use
20th century broadcast and polling technol-
ogy to monitor elections utilizing 18th or
19th century voting structures. “The tech-
nology won’t go away,” Adler noted, “so if
uniform poll closing puts the argument to
rest, then I'm all for it.”

Reaction to the networks” new position
was mixed. House Telecommunications
Subcommittee Chairman Tim Wirth (D-
Colo.) was not satisfied. He believes the net-
works decision does not go far enough.
Wirth’s views on the matter were expressed
during appearances on both the CBS and
NBC evening news programs. He likened
the broadcasters’ decision and the plans to
legislate a uniform poll closing time as the
“tail that wagged the dog.” And further-
more, Wirth said: “I question whether it is
necessary to rewrite every state’s election
laws and ask an entire nation to alter its
voting habits and traditions to accommodate
a handful of network executives.” A Hill
observer, however, characterized Wirth’s re-
marks as an example of his “typical network
bashing.”

March Fong Eu, California secretary of
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state, a leading critic of the networks’ prac-
tice of making projections voiced approval
of their decision. She said: “The devil must
be wearing a fur coat, since it seems that hell
has frozen over. The networks have taken a

very constructive step forward and [ applaud
their efforts to work out a solution to the
problem of network projections and the im-
pact they have on voter turnout on the West
Coast.”

Dorothy Ridings, president of the League
of Women Voters, said the league is pleased
that the networks recognize that early pro-
jections of election results are a significant
problem. “We commend the networks.” O

NAB comes out swinging in Palm Springs

Joint board’s primary concerns—anti
alcohol ad campaigns and group’s
influence with Congress—get attention
and action at annual meeting;

many congressmen also on hand; new
director of grass-roots lobbying
announced; it OK’s study of developing
ratings service alternative to Arbitron;
will continue push with Tauke

and Tauzin for broadcast deregulation

Propelled by concern that beer and wine ad-
vertising might be legislated off the air, and
determined to amplify its clout in the halls of
Congress, the joint board of directors of the
National Association of Broadcasters met in
annual winter meeting last week in Palm
Springs, Calif. The joint board assembled in
satisfaction that the NAB was on the right
course and left town even more certain that
that was so. Among the actions taken:

® The board directed the hiring of a new
senior executive to direct an enlarged grass-
roots lobbying effort, reporting to John Sum-
mers, the executive vice president for gov-
emment relations, and working with the
legislative committee headed by Walter May
of WPKE{AM)-WDHR(FM) Pikeville, Ky., and
Michael McCormick of WTMI-TV Milwau-
kee.

8 Ordered the creation of an audience
measurement task force to explore the cre-
ation of a nonprofit rating service that might
compete with the existing rating companies
(read: Arbitron).

& Decided to continue its efforts—in con-
cert with Representatives Tom Tauke (R-
Iowa) and Billy Tauzin (D-La.)}—to secure
deregulation legislation in the House of Re-
presentatives.

® Amended its by-laws to eliminate the
requirement that networks be station licens-
ecs to qualify for NAB membership—an ac-
tion that keeps the now-stationless Mutual
Broadcasting System in the fold.

B Designated Wilson Wearn of Multime-
dia as winner of the Distinguished Service
Award for 1985, to be presented at the NAB
convention in Las Vegas this April.

Above all else, the beer and wine issue
colored the board’s thinking and acting last
week. Indeed, the curtain had gone up the
week before, when the NAB began inviting
a series of congressional leaders—in Palm
Springs for the Bob Hope Desert Classic—to
join board members and staff at breakfasts,
lunches and dinners to discuss this new pri-
ority as well as other matters of vital interest.
The list was led by House Speaker Tip
O’Neill (D-Mass.), House Minority Leader
Robert Michel (R-IIl.) and Representative
Dan Rostenkowski (D-I11.), chairman of the
House Ways and Means Committee, and in-
cluded Senators Paul Trible (R-Va.), Gary
Hart (D-Colo.), Fritz Hollings (D-S.C.),

Robert Kasten (R-Wis.) and J. James Exon
(D-Neb.) as well as Representatives John
Breaux (D-La.) and James Florio (D-N.1.).
These were in addition to Congressmen
Tauke and Tauzin, who were already sched-
uled to address the NAB board, primarily on
the subject of deregulation. While those
members were being indoctrinated with the
NAB position in Palm Springs, another dele-
gation, comprising Don Shea of the U.S.
Brewers Association and Shaun Sheehan,
the NAB's semor vice president for public
affairs, was dispatched to Los Angeles to
brief the Television Critics Association on
the beer-wine issue.

Tauzin told the board the First Amend-
ment must be its first line of defense. Unlike
the situation surrounding the elimination of
cigarette advertising from radio and TV,
there has been no showing of a causal rela-
tionship between advertising and substance
abuse, he said. “That kind of issue—because
it's so charged with emotion—should be
dealt with in the committee system, it’s un-
wise to fight such battles on the floor,” Tau-
zin said.

The congressman also suggested that the
industry stress its positive role in attacking
drunk driving through the PSA campaigns
currently being run across the country.
“They have become more conspicuous as the
issue has become more conspicuous,” he
said. “It is a good example of how a medium
responds as an issue becomes more promi-
nent.”

Tauke said that the broadcasting industry
has some major strengths and some signifi-
cant weaknesses in regard to lobbying, all of
which will affect the beer-wine resolution.
On the plus side, it has a nationwide network
of members and a competent lobbying team,
he said. On the negative side, (1) the mem-
bers network is not sufficiently activated and
(2) Congress holds a certain view of the me-
dium that relates to the coverage its mem-
bers receive at the hands of station news
departments. Antibroadcasting legislation
presents congressmen with “an opportunity
to attack” if they feel there has been some
irresponsibility exhibited, he said, repeating
a sentiment first made to the NAB last week
by Speaker O’Neill, that “Everyone [in Con-
gress] is cheering for Westmoreland” (a ref-
erence to the current libel trial against CBS).

Tauke told the board his own “horror sto-
ry.” During the 1984 campaign, an organiza-
tion called the Iowa Toxic Action Program
held a press conference prior to one of
Tauke’s “town meetings” during which a
woman accused him of ignoring her appeal
for assistance after a toxic waste spill oc-
curred in her area. The story was widely
carried by all the area’s major stations (and
newspapers). Ten days later, the woman
called Tauke, in tears, and said ITAP had
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told her if she made that statement, which
she told them was untrue, they would help
her recieve some compensation. Only one
radio station and one newspaper carried a
correction, he said.

Turning to deregulation, Tauke said he
and Tauzin were putting it “on the stove but
not on the front burner.” It is important to
continue asserting the principle, not only in
and of itself but as a “counterweight, if you
will,” to other measures that may be put
forward—for example, an attempt 10 amend
the FCC authorization bil! with still more
broadcast regulation. There are a number of
First Amendment implications to deregula-
tion that must be served, too, he said.

Tauzin added that having their bill before
Congress may have helped persuade the
FCC to proceed on its own TV deregulation
efforts, as well as having prevented a lot of
damaging legislation. Elaborating on his po-
sition that it’s essential to mount a defense of
the First Amendment, Tauzin told of having
just returned from Taiwan where he read of a
civil slander suit in which the defendants—a
publisher, his editor and a writer—were each
sentenced to one year in jail for an article.in
which a professor had been called a flunky.
“We must keep reminding ourselves how
fortunate we are to have the First Amend-
ment,” Tauzin said.

Speaker O’Neill was the most graphic in
describing the sentiment running against
broadcasters in Congress. “Nobody likes a
smart ass,” he said. Telling of his own exper-
iences with the broadcast media, O’Neill
said that “they stick all those microphones in
your face, then if you stumble on one ques-
tion that’s the one they run. It’s as though the
press is lying in wait for us to make a mis-
take. You [broadcasters] have to develop
some credibility. Whether Repubiican,
Democrat, conservative or liberal, the [anti-
broadcast] attitude is there. You’ve gotto put
some order in your shop.”

The Speaker told the board that when he
was a legislator in Massachusetts there used
to be something called a sintax. “If some-

the association is doing right.

five years.

new bill is introduced.

Whispering palms

Among the not-quite-public news bits from the National Association of Broadcasters
board meeting in Palm Springs (see story, this page):

® Former President Gerald Ford was paid $7,000 honorarium for an appearance
atthe Wednesday night dinner. Twelve congressmen and senators who joined with
NAB in Palm Springs were each offered the “going rate” of $1,000-81,500, although
several either refused the fee or directed that it go to charity

® NAB Research Vice President John Abel won plaudits from both the radio and TV
sides of the aisle for his presentation on new technologies—the second year in row a
he's wowed board members. His name frequently the heads list when they cite what

® One of the organizations that may be in the broadcasters' corner on the beer-
wine controversy is the Qutdoor Advertising Association. If those products are legis-
lated off radio and TV, billboards may be next to go, the association fears.

& BROADCAP, the NAB-supported organization that helps finance minority owner-
ships, still has $5 million to go in its campaign to match the $7.5 million donated by
ABC, CBS and NBC. Under consideration is the plan to broaden the target base,
lower dollar sights—say, to persuade 500 stations to donate $1,000 each per year for

= Of 236 co-sponsors whose names were secured for the Tauke-Tauzin deregula-
tion bill in the last Congress, 90% have already told NAB they'll be present when the

thing goes wrong you legislate against sin
and raise taxes. You're up against the sin-
tax,” he said.

Each of the congressmen was shown vi-
deotaped excerpts from antialcohol-abuse
PSA’s developed and broadcast by various
state associations across the country, as well
as one from the Caucus for Producers, Writ-
ers and Directors that describes the volun-
tary efforts of the Hollywood creative com-
munity to cut down on the incidence of
gratuitous drinking in television programs.
During the last two years the occasions when
the hero in Magnum, P.I. takes a drink have
been reduced to almost zero, while those of
Dallas are down 70%.

Don Shea of the U.S. Brewers Associ-
ation called the movement to delete beer and
wine ads a case of “societal schizophrenia.”
The brewers will stand with broadcasters in
fighting the ban, he pledged. “We will not
stop. We will not go away.”

NAB’s Summers said the association had
canvassed a number of congressmen and
found, in the House, “116 with us, 11
against and 115 question marks.” In the Sen-
ate the count was 19 for, two against and 19
questionable.

One of the board’s major concerns—taken
up in executive session on Tuesday—was
with the statement by Senator Bob Pack-
wood (R-Ore.) to the California Broadcast-
ers Assocation one week earlier (BROAD-
CASTING, Jan. 14). Packwood said the
NAB’s lobbying effort was but little im-
proved from the time of his assessment in
1983 that “You cannot lobby your way out of
a paper bag in the House.” The senator, who
headed the Commerce Committee in the last
Congress and may yet head the Communica-
tions Subcommittee in this one, called the
broadcasters “preciously limited in their ef-
fectiveness.”

No consensus emerged from the board’s
discussion, although many felt he had used
“NAB” as shorthand for the broadcasting
industry at large, and did not mean specifi-
cally to refer to the trade association. The
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radio board’s vice chairman, Ed Giller of
WFBG-AM-FM Altoona, Pa., said that if the
Packwood remarks had come before last
year’s winter board meeting, in Hawaii, “we
would have acted.” But those inside NAB
now know “we’re on the right track,” he
said. Legislative committee co-chairman
McCormick said that “l don’t think we
should shoot the messenger [referring to
BROADCASTING's article]. If there’s a mes-
sage there we should listen.”

NAB President Eddie Fritts told the board
that “we have finished the cycle of redefini-
tion and restructuring. This board’s mandate
[in Hawaii last year] was for the staff to be
more effective and efficient. 1 am proud to
report that we have achieved this goal.”
Fritts cited a number of internal and external
accomplishments during the year. Chief
among the latter: the folding together of
NAB'’s Radio Programing Conference with
the annual convention of the National Radio
Broadcasters Association to produce the first
annual Radio Convention and Programing
Conference (already renamed the Radio
Management and Programing Conference),
and the merger of the Daytime Broadcasters
Association with the NAB. Television mem-
bership is at an all-time high and strenous
efforts are being made to reverse the short-
fall in radio membership, he said. Among
FCC victonies he counted the new 12-12-12
ownership rules, television deregulation, a
compromise on extended hours for day-
timers and increased nighttime power for
Class 1V’s. Fritts also pointed with pride to
the 236 co-sponsors lined up behind the
Tauke-Tauzin deregulation bill.

Wednesday’s radio board meeting was the
genesis for the rating service resolution,
which passed without opposition and was
expected to send a “shock wave” into Arbi-
tron, the principal radio rating service. The
resolution cited “exorbitantly high cost and
annual rate increases of audience measure-
ment and the impact that these costs have on
the industry.” The new exploration, which
has been cleared by NAB’s antitrust counsel,
will study the “legal, tax and capitalization
requirements” of such a nonprofit service
and assess its acceptability with the advertis-
ing community. Findings are to be ready by
the June board meeting in Washington.

A discussion of an incipient proposal to
extend the top of the AM band from 1605 o
1705 khz, which NAB Science and Technol-
ogy Vice President Tom Keller said would
add two to three stations in every market,
drew the suggestion that the proper opposi-
tion is on pocketbook grounds. (Another
suggestion: to make that extra spectrum
available to daytime stations.) Keller also
spoke of FCC pressure on broadcasters to
make more efficient use of their STL’s (stu-
dio-to-transmitter links). The industry won
back six of 10 STL frequencies that had been
taken away for disuse, but now must tumn to
new technologies if more services are to be
fitted within them.

Among the other issues considered by the
radio board were suggestions by Walter May
that radio satellite stations be authorized and
that must carry status be accorded all local
radio stations on cable systems. Both were
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referred to the staff for exploration. Discus-
sion of the FCC’s proposal to do away with
fraudulent billing rules produced a mixed
decision: to point out that such proceedings
are not true deregulation but neither to sup-
port nor oppose the rules’ elimination.

Should the NAB go for a radio-only dere-
gulation bill? Not at this time.

William O’Shaughnessy of wvOX(AM)-
WRTN(FM) New Rochelle, N.Y., made an ar-
dent plea for rapprochement with NRBA.
“We hold the high estate but we are not the
only ones in this field,” he said. Existence of
the two organizations ‘“‘causes confusion
among critics, regulators and fellow broad-
casters. . . who cannot be expected to know
which is the legitimate spokesman.” How
could such a “reunion” be accomplished?
“You do it by doing it,” O’Shaughnessy
said, “investing time, patience, money, titles
and other creative considerations. It could
also involve a number of board seats (but not
mine!).”

While the NAB is about it, it should bring
in the Radio Advertising Bureau, O’Shaugh-
nessy said, adding that “one of our goals is to
enhance the business of broadcasting.”

An endorsement of the suggestion came
from Ben Hoberman of ABC Radio, who
said he was on two of the three boards (NAB
and RAB). “I would like nothing more than
to see it happen,” he said. A contrary view
concerning NRBA came from Ray Saadi of
KHOM(AM)-KTIB(FM) Houma, La. “There’s
still a feeling in the land that we don’t need
em,” he said.

The board supported O’Shaughnessy’s
presentation, which was designed to encour-
age Fritts’s progress in inter-association rela-
tionships.

On Thursday, the television board tock its
turn in the barrel. Of primary interest: must
carry, the suggestion of swapping education-
al VHF’s for noncommercial U’s and low-
power station membership in the NAB.

The discussion on must carry revolved
around what NAB would have to give up if it
were to pursue legislative codification of the
existing FCC rules. It was believed that ca-
ble might be receptive to a tradeoff involving
the 3.75% copyright fees, but that Holly-
wood probably would not. On the stereo
must carry issue now under consideration at
the FCC—but not yet successfully on the
agenda for final action—the NAB decided to
let things take their course without prompt-
ing. Three commissioners—a majority—
have made known their intention to support
the must carry principle (BROADCASTING,
Jan. 14).

The VHF-UHF swap issue occasioned
one of the board’s longest discussions.
Clearly, the TV members didn’t like it. One
member said his instinct was to call the pro-
posal “immoral.” The staff was instructed to
research the regulatory history on education-
al allocations to see whether, under existing
law, such transfers would be legal.

The board supported membership recom-
mendations to change the definition of
“broadcasting” to mean stations allocated on
a primary basis. That means AM, FM and
TV, which can “bump” secondary services if
they come into a community. The effect of
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the change is to exclude low-power TV sta-
tions, along with FM and TV translators—
which are considered to hold lobbying goals
at odds with the NAB’s—from full status in
the association. Such operations can contin-
ue to be associate members.

Former President Gerald Ford and his
wife, Betty, were guests of the NAB at din-
ner on Wednesday. Himself a broadcaster (he
now co-owns two stations in Durango,
Colo.), he was presented with a lifetime
membership in the Broadcast Pioneers. The
former President, after expressing great con-
cern over the size of the federal deficit, said
“we have to get the public interested. I liter-
ally challenge you [broadcasters] to be a part
of coming up with a solution.”

On subjects closer to home, President
Ford said “Tim Wirth [D-Colo.] is not one of
my favorite friends. I’ve campaigned more
than once for his opponent.” Of the cam-
paign to strike beer and wine commercials
he said: “The beer and wine invasion ought
to be thrown out. Some people are trying to
impose their degree of morality on the rest of
us and I don’t like it.”

The joint board concluded its Palm
Springs deliberations Friday morning. It ac-
cepted the budget (BROADCASTING, Jan. 14)
with minor revisions, increasing the Televi-
sion Information Office contribution by
$9,000 and directing that an additional
$50,000-$60,000 be put into the enlarged

grassroots lobbying effort. It will support
reintroduction of the Tauke-Tauzin deregula-
tion bill with the understanding that it not
have a first priority.

The board also passed a pro-First Amend-
ment resolution that was aimed primarily at
broadcasters rather than the outside world.
The NAB will mount an educational pro-
gram to advise broadcasters on how much
First Amendment rights mean to them.

James Hulbert, senior vice president for
station services, reported to the board on the
success of his division’s marketing efforts,
In its first year (1983) the unit had revenues
of $300,000. Last year the income figure
was $530,000, and for fiscal 1985 (April 1
through March 31, 1986) the projection is
for income of $702,000. Biggest seller: the
“Legal Guide,” which brought in $162,000
during the first eight months of the fiscal
1984.

The board voted to reduce its seats on the
Electronic Media Rating Council from five
to two (a saving of $7,500 each). The cut-
back may be deferred another year to afford
the council opportunity to make up the short-
fall.

Adopted as the theme for the 1985 NAB
convention in Las Vegas: “Take Part Take
Pride.” Designated as the target area for the
1986 winter board meeting: a location in the
Caribbean. (In 1987, odds favor the Bilt-
more hotel in Laguna, Calif.) (]

A day of deregulation

FCC drops a number of so-called
‘underbrush’ rules and proposes
to eliminate many others

The FCC last week voted to eliminate poli-
cies prohibiting licensees from falsifying
ratings and using their stations to promote
their nonbroadcast business interests.

It also proposed to eliminate rules and
policies governing fraudulent billing, net-
work clipping and combination advertising
rates and joint-sales practices. (The last reg-
ulation, among other things, prohibits sepa-
rately owned stations, and commonly owned
radio and TV stations, from offering combi-
nation rates.)

Also deleted was a policy governing the
handling of outside interests of station em-
ployes; a policy requiring the announcement
of who selected and was paying a sports
announcer; another policy prohibiting a sta-
tion from claiming that it was the sponsor of
a concert when it wasn’t; yet another prohib-
iting stations from failing to run all of the ads
promised as part of a package, and still an-
other, governing false and deceptive adver-
tising, which required stations to take par-
ticular care with ads subject to a Federal
Trade Commission complaint, to review the
reliability of their advertisers and to have a
program for reviewing ads.

The FCC wamned that the activities pro-
hibited by the policies and rules deleted—
and those proposed for the same fate—might
still be considered as reflections on licensee
character—at least until it takes final action
on its long-pending character proceeding.
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(In a press release, however, the FCC ap-
peared to tip its hand on where it will go with
its character proceeding, which is expected
to be acted on before the end of March. “The
FCC should not directly enforce private
rights and obligations of its licensees with-
out a clear and convincing showing that
without such enforcement a substantial and
immediate danger to viewers or listeners
would ensue,” the press release said.)

Jim Hudgens, the senior attorney for the
FCC’s Office of Plans and Policy who pre-
sented the so-called “underbrush” items,
said the parties affected by the policies
eliminated could litigate in other forums, or
the Federal Trade Commission or Depart-
ment of Justice could get involved. “By their
very nature, most of the policies relate to
intra-industry conduct and cause little if any
harm to the public,” Hudgens addded.

In a separate item, the FCC also eliminat-
ed a policy adopted in 1966 governing
broadcast contests and promotions. Among
other things, the policy cautioned broadcast-
ers against holding contests that would result
in accumulations of scrap metal blocking ac-
cess to commercial establishments, lead lis-

telephone directory and call those persons at
all hours of the night, or require participants
to travel to specified places in short periods
of time. The same policy also cautioned
against false scare announcements, such as
“sudden announcements delivered in a tone
of excitement that amoebas were invading a
certain city, implying that amoebas were
dangerous creatures.” (]

teners to choose names at random from a 'j

vy
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Appeals court hears children’s TV case

ACT argues that FCC did disservice
in adopting 1983 policy statement

The question before a panel of the U.S.
Court of Appeals in Washington last week
was whether commercial television broad-
casters are individually responsible for serv-
ing the needs of children in their community.
At issue was the the FCC’s 1983 policy state-
ment on children’s programing—and Action
& for Children Television’s allegation the com-
» mission had gutted the policy it adopted nine
& years earlier by abandoning requirements for
informational and ‘“age-specific program-
ing” for children through the week. And the
answer to the question, as it developed in the
oral argument, was no—and yes.

ACT is seeking a remand to the commis-
sion of the policy statement it says departs
radically from the one adopted in 1974. That
one had called on broadcasters to offer edu-
cational/informational programing as well
as material aimed at specific age groups and
to do so through the week, not only on week-
ends. And ACT said the new statement had
been adopted without the commission hav-
ing made the necessary findings or offering a
sufficiemt reason. Henry Geller, a former

* FCC general counsel, who was representing
ACT, said, yes, in answer to a question from
Judge Ruth Ginsburg, “we do believe the
commission is proceeding in bad faith.”

Grey Pash Jr., counsel for the commis-
sion, contended that the policy statement
adopted in December 1983 (BROADCAST-
ING, Jan, 2, 1984) did not differ markedly
from the one adopted nine years earlier. The
commission had said television stations
were still expected to serve the special needs
of children. However, it also said that licens-
ees would have broad discretion in meeting

v that obligation and that the commission

« would not mandate the presentation of spe-
cific amounts or types of children’s program-
ing. And Pash said the commission had con-
cluded that the entire video distribution
system—including public broadcasting and
cable television—should be considered in
determining the service available to chil-
dren, not simply specific television stations.
The commission, he added, believes ‘“that
children are served by a wide variety of pro-
graming.”
+ Judge Antonin Scalia had pressed Geller
on the issue of why public broadcsting
should not be expected to offer children’s
programing not provided by commercial sta-
tions. “If you won'’t consider public broad-
casting,” he said, “there is no need for feder-
al money for public breadcasting. Can’t you
assume Congress intends that public broad-
casting would do things commercial broad-
casting won’t.” “You can take into account
what is being done,” Geller answered, “but
every broadcaster should make his contribu-
tion.”

But then, with Pash before him, Scalia
sought confirmation of what he indicated
was his view that the commission had not
absolved television stations of individual re-
sponsibility for serving children’s needs.
“It’s important to know,” he said, whether a

station that offers no programing for, say,
kindergarten-age children in a community
where no outlet is offering such service
“would be in trouble” in the face of a chal-
lenge at license-renewal time. When Pash
was slow to offer a direct answer, Scalia
pursued the question: “Isn’t there a necessity
to discriminate among children’s needs? Mr.
Geller says it’s gone. 1 don’t think it’s gone.”
Finally, Pash said, “I agree.” But he also said
“the commission doesn’t want to go down
the road of setting up categories [of pro-
graming] and substituting its judgment for
stations.” ”

The same question was attacked with less
hesitation by the counsel representing the
networks and the National Association of
Broadcasters, which have intervened in the
case on the side of the commission. Sally
Katzen, counsel for CBS, said the commis-
sion has made it clear broadcasters have an
obligation “to serve the audience, including
the very young, with no age group ex-
cluded.” But she also said, “It’s true that no
broadcaster is held responsible for meeting
the needs of all age groups in all day parts—
that’s ridiculous.”

Scalia also seemed to be wrestling with
Geller’s argument that the commission was
treating children differently from adults in
that it refused to impose guidelines for chil-
dren’s programing, while it had long em-
ployed them (until last June), in connection
with nonentertainment programing, in pro-
cessing television renewal applications.
Scalia, calling Pash back to the lectern after
Geller’s rebuttal, aaked him why the com-
mission could not draw guidelines for chil-
dren if it could for adults. “The commission
felt that children’s needs could be served by
a wide variety of programing,” Pash said.
“And children and adulits are different.”

But it was Ginsburg who may have ex-
pressed the kind of attitude that would put
ACT at a disadvantage. After Geller argued
that the free play of the marketplace had
failed to produce programing ACT feels
children need, Ginsburg said, “Children
have parents. They have some say about
television watching. So I don’t understand
‘market failure’ when adults are involved.
You're saying parents don’t understand
what’s good for children, so government has
to take over.” o

Helms moves
forward with CBS
takeover attempt

A campaign to take control of CBS begins

today, Jan. 21, with the mailing of letters -

signed by Senator Jesse Heims (R-N.C.) to
nearly a million “conservatives.” The letter,
on behalf of the Raleigh, N.C.-based group,
Fairness in Media (“Top of the Week,” Jan.
14), but signed by Helms on what has the
look of official Senate stationery, asks recipi-
ents to “switch a portion of your savings or
investments into stock in CBS Inc.” It asks
them to “end media bias at CBS” and also
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gives FIM’s stated reasons for choosing
CBS, as opposed to the other two networks.

“...CBS is the most anti-Reagan net-
work!” according to the letter, which cites a
1983 TV Guide article that showed CBS ran
a higher percentage of negative stories about
the administration than either ABC or NBC.
FIM also accused Bill Moyers of having
“launched an attack™ against certain policies
of President Reagan on the 1982 documen-
tary, People Like Us. The letter then states
that CBS denied a request by the President to
respond. FIM also cites CBS coverage of the
Tet offensive during the Vietnam war.

While CBS officials were not comment-
ing on the campaign, others close to the
company said it was not treating the matter
as a joke. Apparently some investors weren’t
either. In the six days following news of the
impending mailing, trading volume in CBS
stock was five times heavier than in the six
days preceding the announcement; the ratio
for the Dow Jones Industrial Average was
one-and-a-half times. CBS’s stock price rise
was about twice that of the DJIA for the
peniod,

One securities analyst, who asked not to
be identified, said, “I’d say the news is in the
stock a bit this week. But it doesn’t say who
is doing the buying, or for what reason. The
recent volume is not a stupendous increase
over that of the past few months [one-and-a-
half to two times]. And don’t forget, news
that the Justice Department is still looking at
the Ziff deal [CBS’s $362-million magazine
group purchase] came out the same day. That
news is considered good by some people
because the deal might dilute eamnings.
Also, the success of Crazy Like a Flox and
the Sunday night lineup is aiso recent.”

Those commenting on what they knew
about the mailing gave small odds to the
success of the campaign, but also admitted
uncertainty as to what its realistic expecta-
tions were.

One group owner, with ties to CBS, said:
“I think he did it for the publicity. Helms is
smarter than to think he could get that ac-
complished. Unless he stumped around the
country for the next six years he couldn’t get
the necessary money. CBS, like the other
networks, would more likely be worried
about a takeover by businessmen for busi-
ness reasons,”

Frank Stanton, former president of CBS,
said other groups have “rattled the saber”
against CBS before: “It surprises me that
Senator Helms thinks he could successfully
threaten a news organization. He was a
newsman at one time himself (Helms was
city editor of the Raleigh Times in 1941-42
and also was a commentator at WRAL-TV Ra-
leigh in 1948. He currently holds a minor
ownership in the station).”

Lou Adler, president of the Radio-Televi-
sion News Directors Association, issued a
statement Thursday (Jan. 17) calling the ac-
tion by Helms and his three associates “a
dangerous deviation from the philosophy
that has provided the foundation of our free
press.” He added there is a separation be-
tween ownership and news that has devel-
oped through the years, that should not be
changed. 0O
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NATPE’s convention of good feelings

Upbeat mood pervades San Francisco
gathering as broadcasters are told
they must take the lead in helping
develop new first-run product; game
shows emerge as the show’s hot genre

The take-home message for broadcasters at
the 22d annual NATPE International con-
vention was that broadcasters must begin
taking the initiative to produce and distribute
their own programing if they want to be less
dependent on the shrinking supply of off-
network series and curb spiraling program
costs.

At the same time, there was a visible gap
between rhetoric and reality. While broad-
casters were repeatedly entreated to band to-
gether and seize the opportunity to produce
their own first-run programing, only a hand-
ful of companies were actually setting an
example. But, despite a convention that
hummed more than it roared, attendees’
spirits were high.

“There are a lot of trends as opposed to
shows,” observed John von Soosten, vice
president. programing, Katz Television, and
outgoing president of NATPE, “and much of
it relates to the mood of the country. The
country is feeling good at this time. The
television business 1s very healthy right now,
so [broadcasters] came in feeling good. The
convention is only as good as the industry.”

The 6,882 registrants (4,880 paid) who
attended some part of the four-day event
were a tad shy of the 7,000 hoped for by
NATPE officials, but the total still represent-
ed a 9% increase over the previous year. A
total of 218 distributors set up shop on the
exhibit floor while about 10 more were ens-
conced up the hill at the Fairmont hotel.

According to Katz Television’s program
research department, there were 11 new
first-run half-hour strips proposed for the fall
of 1985, on top of 35 half-hours strips al-
ready available. In addition, Katz identified
20 new first-run weekly series ready for the
fall, Il new tatk/magazine shows and 13

new children’s programs (on top of 52 chil-
dren’s programs currently available). Katz
also counted 22 new movie packages of ev-
ery shape, size and variety available begin-
ning in the 1984-85 season.

Throughout NATPE panel sessions, on
the exhibit floor, and up and down the Fair-
mont’s hotel suites one theme was zealously
repeated: broadcasters must increasingly
take the initiative and produce and distribute
their own programs if they want 0 wean
themselves off traditional channels of sup-
ply. “If we’re going to form programing alli-
ances we can’t just do it for a back-end piece
of the profit,” Taft programing vice presi-
dent Lucille Salhany told an audience as-
sembled to learn about new programing co-
ventures. “We have to do it to control what
we have. and so we know at 7 p.m. in five
years what’s going to be on the air.”

Faced with a dwindling number of off-
network series (five half-hours and seven
hours) entering the syndication marketplace
over the next three years, the program sup-
pliers have been responding by putting can-
celed network series back into first-run pro-
duction. Golden West Television announced
a firm go for [t’s a Living, the canceled net-
work series that ran on ABC from October
1980 to September 1982. Golden West also
managed to woo back the original star, Ann
Jillian, for 26 new episodes for first-run syn-
dication this year, on top of the 27 already in
the can from the network run.

Similar efforts were picking up speed at
Columbia Pictures Television Domestic Dis-
tribution, which is launching 22 new first-
run episodes of What’s Happening Now at an
estimated production cost of $275,000 per
episode. The network series, What's Happen-
ing, ran on ABC from November 1976 to
April 1979 and generated 65 episodes. By
the close of NATPE, Columbia executives
reported they had 18 of the top 20 markets
cleared for first-run syndication.

On the other hand, Metromedia Producers
Corp. hit a snag 1n 1ts negotiations to bring
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Oh Madeline, an NBC series that was can-
celed last year before the end of the season,
into first-run syndication. Although there
was “tremendous interest” on the part of sta-
tions, reported MPC President Chuck
Young, “there’s no deal at this point and I'm
not sure there will be. We’re really not even
discussing it.” Young explained there are “a
lot of disparate parties that must come to-
gether.”

One of the most frequently heard remarks
at NATPE this year was that there were “no
surprises.” Noted Dean McCarthy, vice
president, programing, Harrington Righter
Parsons: “The station approach is to get ma-
jor programing areas out of the way first. A
lot of things are still unresolved, although
they’ll get resolved in the next couple of
weeks.” There has only been one ratings
book so far this television season, McCarthy
pointed out, and many broadcasters won't be
making programing decisions until the Feb-
ruary sweep results are tabulated.

One rule of thumb at NATPE appeared to
be that the distributors who had high clear-
ances for their shows leading up to the con-
vention maintained that momentum and fin-
ished three days of selling that much ahead
of the game. Paramount Television Domestic
Distribution’s Americe, an early fringe in-
formation/entertainment strip designed as a
news lead-in for affiliates, had cleared 60%
of the country. And Telepictures Corp., in
eight days of selling at NATPE and at the
convention of the Association of Indepen-
dent Television stations preceding NATPE,
said it cleared 50% of the country for a three-
year commitment to carry Silverhawks, a
children’s animation strip that doesn’t even
debut until the fall of 1987. Telepictures said
its five first-run strips scheduled for airing
next fall are a “syndication record.”

Some distributors were backing up, at
least in statements, broadcasters’ requests
for more first-run programing. Contended
MGM/UA Television Group President Larry
Gershman: *“We have traditionally been pro-

1968 convention chairman Deb McDermort
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ducing for the networks, but the networks
have become tighter. In order to produce, we
want to produce more for the first-run mar-
ket. I'll share a piece of that profit any day.”

Not unexpectedly, game shows ruled the
day. With the announcement that Viacom
would pull Family Feud from syndication in
August—with the possibility that it would be
revived a couple of years down the road not
ruled out—access time periods in 132 mar-
kets suddenly became available for negotia-
tion.

Among the new game shows destined for
access: The Televison Program Source’s
Price is Right and Chuck Barris’s The New
Newlywed Game. Gannaway Enterprises
launched Sale of the Century in over 30 mar-

kets in access right before NATPE, hoping
the number would be strong enough to keep
it in that time period next fall when the
other shows are launched. Telepictures’
Catch Phrase and King World’s Headline
Chasers were both announced as firm go’s
and picked up mostly for early fringe time
periods.

A straw poll conducted by NATPE offi-
cials prior to the convention only seemed to
confirm what took place. Bob Jones, pro-
gram director at KING-Tv Seattle and the new
NATPE president, reported that a survey of
NATPE members showed that 64% agreed
first-run syndication increased over the past
year, while 22% felt it remained flat and 9%
believed it declined. Even more NATPE

members wish it would increase—78%, ac-
cording to Jones, compared to 7% who want
10 see less of it

The NATPE members also predicted, said
Jones, that Paramount’s America would be
the “program hit” of 1985, while the runner-
up was the generic category “game shows”
followed specifically by The Price is Right,
Headline Chasers, New Newlywed Game
and New Program Group’s Small Wonder.
Jones added that NATPE programers believe
game shows will be the category of first-run
syndication to increase the most this year,
while dramasaction adventure and sports
shows will gain the least.

BROADCASTING's complete NATPE cov-
erage 1s found on pages 42-75. a

NATPE members gathered last week to honor their colleagues who were
selected to receive Iris awards for excellence in locally produced televi-
sion programing. The awards were presented during a banquet featuring
comedian Bob Hope and singer Toni Tennille. Phyllis Difler made a suprise
appearance. NATPE's Award of the Year went to actor Alan Alda for his
“enormous contributions to television entertainment”. And the associ-
ation’s President's Award for "a lifetime of service to television” was bes-
towed upon Robert Bennett, president, Metromedia Broadcasting, and

FCC Commissioner James Quello.

Pictured are many of the Iris winners: Back row (I-r}: Phil Arnone, kGme-
™ Honolulu, Best of Hawaii's Superkids (entertainment); Bill Service,
wTvQ-Tv Lexington, Ky, The Roses of May (sports); Larry Cazavan, KITv(Tv)
Honolulu, Island Life with Emme Tomimbang (magazine); Jay Switzer,
ciy(tv) Toronto, [ am a Hotel (international award);, Don Lundy, KGTv(TV)
San Diego, Trivial Pursuit (program segments); Barry Wexler, ciTy(Tv)
Toronto I am a Hotel; C. Stephen Currie, koin-tv Portland, Ore., Pillars of
Portland (entertainment); Michael LaBonia, Louisiana Public Broadcast-
ing, Louisiana: The State We're In (talk/service/information}.

Second row (I-r). Clarence Lilley, Connection Communications Corp.,
Newark, N.J., Lonnie Liston Smith/Teruo Nakamura Jazz Concert (Ca-
ble); Paul LaCamera, wcve-Tv Boston, Christmas in the Colonies (chil-
dren’'s); Will Davis, wraL-Tv Raleigh, N.C., Frog Hollow (children’s); enter-

Iris Awards: NATPE picks its favorites
s'.]‘ﬁ'f-.’ T T T i ——

= -

service/informaticn).

tainer Hope; Jay Lloyd, ksL-Tv Salt Lake City, Utah’s Favorite Things
(public affairs); Jim Mock, noncommercial wHa-Tv Madison, Wis., Vietnam
Afterimage:A Madison Portrait (short subject); Chuck Gingold, kyw.tv
Philadelphia, People Are Talking/White Collar Cocaine Addicts (talk/

o]

Front row (1-r}: Natahe Murphy, kyTv(tv; Springfield, Mo., Annie Special
(all other); Barry Schulman, wez-Tv Boston The Profit Play (sports); Laurie
Leonard, wmTv(Tv) Madison, Wis., PM Magazine:Herman the Worm (pro-

gram segments); Donald Loy, WokR(Tv) Rochester, N.Y. The Riots: 20 Years

{short subjects).
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Later (public affairs) and Merrill Lynch/RPA Television Series Concerts
(entertainment); Penny Martin, kcst1v San Diego, Weekend Magazine
(magazine), Anne Coleman, wae-Tv Louisville, Ky, The House With A
Heart (talk/ service/information); Lee Petrik, katugrv) Portland, Ore., The
New Oregon Drunk Driving Law (short subjects) and The Wacky World
of Sports (sports), and outgoing NATPE President John von Scosten.
Wwinners not pictured were: kGo-Tv San Francisco, Front Row Video
(magazine) and The Fog Never Comes to Chinatown (public affairs);
wTvJ(Tv) Miami, Pickup (program segments}), kQeDv) San Francisco, The
People Versus Dan White (all other); wwL-Tv New Orleans, The Sun King
(all other); weam-Tv Chicago, The Jacksons are Coming! The Jacksons are
Coming! (entertainment), and wnewtv New York, Big Apple Minutes



For the 10th consecutive year, KTLA’s
Rose Parade coverage was #1 in Los
Angeles. KTLA was first to broadcast
the Rose Parade in 1947 and con-
tinues to lead the way in 1985.

Special thanks to our Parade Hosts

Bob Eubanks and Stephanie Edwards
and all the people whose experience,

hard work and dedication make KTLA's
Rose Parade coverage Southern Califor-
nia’s favorite, decade after decade.
NOBODY DOES IT BETTER!

LOS ANGELES NIELSEN
LIVE PARADE COVERAGE RATING SHARE

#1. KTLA 20.1 38
2. KTTV 12.3 23
3. KNBC 7.1 13
4. KCBS 4.7 9

Source: Los Angeles NSI Overnights. January 1, 1985, 8:30am-10:15am.

Based on estimates available upon requeslt

LUS ANGELES L

GOLDEN WEST TELEVISION, INC.
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A FIRM GO FOR FALL 1985!

FTV

A Chris Bearde Production



These sensational half-hour,
advertiser-supported series
are going fast!

Call (212) 605-2786, today!

@ 1985 Universal City Studios Inc. All rights reserved.



SpecialuReport

NATPE President Bob Jones, of KING-TV Seattle, with outgoing President John von Soosten, Katz Television

Where the action was: NATPE’s programing panoply

Record number of exhibitors
show product; 63 new first-run
programs among offerings

The 218 exhibitors on the NATPE floor and
the dozen distributors at the Fairmont hotel
saw a long parade of broadcasters pass be-
fore their monitors and salesmen. Although
some distributors acknowledged business
could have been better, no one complained
traffic wasn’t brisk.

Distributors brought 63 new first-run
shows to NATPE on top of the several hun-
dred already available. The following are
capsules on the product represented by some
of the major companies at the show, espe-
cially suppliers who were offering first-run
programing. Many distributors declined to
identify specific market and station clear-
ances, saying that deals were either not yet
closed or it was too early to gauge accep-
tance.

]
Metromedia Producers Group added 10 new
stations to its Dynasty lineup during
NATPE, with total clearance boosted to sta-
tions serving more than 55% of the U.S. by
the final curtain. Stations added for fall 1985
include: WEwS(TV) Cleveland; KOVR(TV)
Sacramento, Calif.; KENS-TV San Antonio,
Tex.; woI-TvV Des Moines, fowa, and WKRN-
Tv Nashville. Carl Menk, vice president and
director of sales, told BROADCASTING his
company “had a great NATPE in terms of
excitement and sales,” tuming away six
deals worth $4.5 million dollars “because

we thought the deals were worth $8 mil-
lion.” He speculated stations can’t afford not
to have programs on the shelf, as audiences
become more fickle and ratings reports be-
come more crucial,

Small Wonder, the first-run situation
comedy from MPC’s New Station Group,
sold to stations serving over 60% of the U.S.
by NATPE’s conclusion, including KCRA-TV
Sacramento, WFTS(TV) Tampa, KPLR(TV) St.
Louis, WPTY(TV) Memphis and wzZTw(TV)
Nashville. Two-thirds of Small Wonder’s
clearances are on affiliates, according to Me-
tromedia. The new series also sold in 12
international markets, including France and
Australia. Paul Rich, vice president for
worldwide sales, said MPC expects between
40 and 50 overseas markets to carry the
show by the time it premieres next fall.

Metromedia also disclosed it is reissuing a
series of 12 one-hour documentaries on
World War II, produced by David L. Wolper
and narrated by Mike Wallace and the late
Richard Basehart.

Some stations purchasing Metromedia’s
NATPE offerings included WTAD(TV) Phila-
delphia and KxTx(TV) Dallas (for Vega$) and
WPLG(TV) Miami and KITV(TV) Honolulu for
The National Aerobics Championship. MPC
has also picked up the National Alcoholism
Test for April broadcast.

]
Catch Phrase, the first-run, half-hour game
show introduced at NATPE by Telepictures
Corp., has cleared on stations reaching more
than 45% of the U.S., including CBS-owned
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wCBS-TV New York, KCBS-Tv Los Angeles
and wCAU-Tv Philadelphia, plus Hearst out-
lets in Pittsburgh and Kansas City. Additions
to the lineup include wSB-TV Atlanta and
KXAS(TV) Dallas. The daily series was co-
created by Marty Pasetta (who serves as ex-
ecutive producer) and is hosted by Rick
Barry.

Dick Robertson, executive vice president
of Telepictures, boasted that “Catch Phrase
is the show to knock off [highly-rated] Wheel
of Fortune,” terming it “the Cabbage Patch
doll of the industry.” He estimated Telepic-
tures had experienced “its biggest NATPE in
history,” with firm commitments to go ahead
with two new first-run series (Cateh Phrase
and Silverhawks, premiering in fall 1986
and requiring a three-year up-front commit-
ment) and its three renewed series.

Other Telepictures sales reported were:
more than 40 renewals for Love Connection,
including WNBC-Tv New York, KHI-TV Los
Angeles, wMAQ-Tv Chicago, WBZ-Tv Bos-
ton, KPRC-TV Houston and wCAU-TV Phila-
delphia; 50-plus renewals for The People’s
Court, including WNBC-Tv New York and
WMAQ-TV Chicago (the strip moves from
KCOP[TV] to KCBS-TV Los Angeles next fall);
more than 40 renewals for The All New Let’s
Make A Deal; clearances on Metromedia sta-
tions in New York, Los Angeles, Chicago,
Washington, Dallas and Houston for Thun-
dercats (the animated series is sold in more
than 110 markets serving more than 80% of
the U.S.), and clearances reaching over 40%
of the U.S. for the recently-announced Sii-






(]
S861 L1 a8y Bunseopeaig

1£22 ewbiA 'BUPUBXS|Y 'PEOY I ODZZ Ui ‘UOIIBPUNGS SUONBIDOSSY BUBISNL UBSUBWY By

"0961-8€8 (€0Z)

e Ansnput Suoioni
UBDUISUTY 3Y} Inoge
sIsmsue ay} [[e 10} puy
‘gg 9bed

58S Iemsue ay} 103

— L NOIYANNOS
= -

¢NOILYYOMALT
AYMHOIH 0

SASNYD YOIV HL
JYY LYHM

:uonsand

‘auohue o) [|9S 0} papioap AjBlIUYAp 10U SBY WA PAPPR INq 'pIes 3y ‘sejieq o}
[eap a|qissod e inoqe ,saiued [21aAas 0] Buiyie) a1 ap, "'PIES UBWISSNOdS B '||I9S PINOM SM
10U J0 Jayaym Buninbui sn 0} 8Wwoo aaey a|doad awog, "WalsAs sejje(] pajqnoll AjjBIouBul St
l12s Aew J) jey) psom A|aso|o pamoljo) s1nuaa UIol waa ay) jo dnxeaiq 9|qissod ayl Jo plop
"S|e1o1o Aueduwioo |ana)
-ybiy Jayic pue sma ueuleyo Auedulod AQ w JO InoAng pabelaag) ajqissod e uo Buisnooy
‘UL £ 193438 110 M BU) AQ H98Mm ISE| pauodel 'sucissnosip jo abpapmouy Aue pajuap sajued
-WICO 98Iy} 8] JO) UBWISENOdS ‘apBW 3Q PINOM JUSLLIBIUNGCUUE Ue '0S Op 0} 8Jam Auedwoo
Jauylla JI ley) pappe pue aINJuaA 3y} JO Jley SiI |j@S O} PaIayo Jou sey SSaudx3y ueousWyY
ples uewsadods JOUIBM aUL JlBY umo S} ||9S 0} palayo U 2oud ay; je Jauped Jayio au)
1no Anq 0} 1461 ay) sey Jayo 1no-)12s 2yl Buiew auo sy} uay) 'saulinap a(es ay) palayo Aued
au §| J1auped Jaylo ay) 0} 1511 2INJUSA 3UJ JO J|BY SH (185 O} JaJ0 'INO ||8S 0} SapIdap I JI ‘Isnw
Aued Jayna yaiym Aq 'uondo ||ea-1nd psies-os B suieiucd juawasibe ainjusa juiol ay|
LIUBUILIWY 10U S1, 'PIeS ay IBUJBA Ylm SQED Ul Jsuped B ulewal 0} Jaylaym
uo ucis|2ap sAueduwiod ayy ,'Bjgen|ea Alaa, SE 3|qeo uj JuausaAul s)i paplebal ssaidxg
UBDLISWY Ples 84 '9sue aINNSaAIp O el PIp 'ples uewsaxyods ay) 'uoissss ayy Buunp
auill ou }y “suoiesado Auedwod jo uods) snjeis B papiacid simaT Maiq UBLLIBYD YA ‘62
‘uer Aepsan] Uo 'UCISSES MalAa) |EIDIYC 1SE| Ay} Buunp 1Bl pUB Xawy JUJBA Ul JUSUNISAAL)
ayl ,Buimaiaas Ajlueisuoo, ale saandaxe Auedwoo pies ay ,‘uado suondo ino Buidasy |is
8),8M, Jey) pue , ‘uoielado Bul| B Se UBY) DI0UI JUBLLISBAUI UE SB }| 995 BM 318U O} SIEBA BAl
1sed ay) JaAo panjoAa, sey uolitsod sAuedwod ay) pres uewsayods ssa1dx3 LeousWYy Uy
Anuaoai e 1e pabueyos sey 'suodel paysignd
o} AleJjuoS 'aiNjuaA 3y} 1o SNIB}S auyl eyl Jo aoeid Buryel a1am pua jey) o) $3(E} jeyl pajuap
PaAjoAUl saluedwoDd 9aiy; (e Ing DUl SYIOMIBN AL Papell Ajongnd ayl Jo spiyl-om) jnoqe
SUMO OS{B L3IYm 'SUCIEDIUNWILIOY) J|ge) Xawy Jaulep OSW 21aed ay) ul diysisuped Jay)
anjossip 0} sAem Buissnosip aIe SUOIEDIUNWILLOY) JBLIBAN PuB "07) Ssaidx3 ueduawy ley)
‘alows pue Jeak Jsed ay] Jaao aaeY Asy) Se 'ydam ise| uiebe paoepns suoday ¢¥201q eyl up

"S[qED A8[lep pue 09PIA Bury ‘suow
-Ufeg 'SUOHEOTUTUIWO.) UOO[Rq 'SUCHIEOTU
-WUWOYD) PUE UOISIAS{S], UBDLISWY 8pn[oul
NYD A1reo 01 paubiis s, QSN “§I0MIBN OIpERY
81qeD 943 01 UouIPPEe Ul j10M18N A1ISIOATUN
9lqen-o1seq s, Ieisapy weiboid o3 ssibe
A3Y3 J1 USIp 2A18091 B 991 9A19091 OSTe AW
siojerad( ‘seseq lequosqns uo Buipuad

-3P '001$ 031 0G$ woll abuer s99] AIUOIA
‘S1I9quosqns OIseq 0} uoneullopul weibord
pojepdn Buipraocid ‘'swsisAs a|qed [enpla
-1pUT 10} PAZILIOISNO 8q 0S[E UBD JDIAISS Y3
1) paureldxa 8H '901AI9S |, PIOY-UO-OISTU,,
10 W] winwed & se pasn aq 0S[e Ued NYO)
pue ‘uonjoword 1o Stnstisape [e00] 10} INOY
Ue S9INUTWl oM sapiaold {Iomisu syl ‘U0

[eeyoty 1ebeure]y eleuan 03 Bulpioosoy
‘uoneunojut Sutwreiboid siq
-80 pue suods 'smau ‘o1snul sapwold NYD
'spuueys oueumueyde sigqeo  Aueduloo
-0B 0] papuajul st e ‘pueung ut paseq
1omiau ay; uo SutweiBolg ‘x| 1opucdsuen
‘A TEISOAA BIA UOTINQLIISIP 23[[[91ES [BUCIBU
paouels sey ‘eolales olpne peuoddns-1esn
-1aAp®E ‘INOY-HZ B 'HIOMISN OIpEY S|qe)) au,L,

oipne payoddns-py

‘10Beuewl Bunaxrew reuocth
-21 [enuao Ynos ‘siaddoiq nsuy Aq pabe
-uewl st dneiff BuneyIewaE) ay], ‘012 ‘201A
-1as jo Yoyl qInd Io ‘sspeibdn 10 uonualel
1500 01 paubisap 'sajeifyge 10} subredures
sa[es auoydaja spew-Iofe; s1onpuod dnoib
Buneyrewslal sy, 'se1e1s [BNUSD YINOS 3]
ur sajeiyge ol Afuo aotales paplacid dnoib
8y 'Ajstnolasid 1500 je poddns Bursenbai
SelelIe B 01 Se01AIas aplaold [m Yorym
'seed w peseq ‘'dnoib Bunedreusie) si
jo uoisuedxa 91} PaJUNOUUE SeY SWNMOYS

djay aJopy

‘urd g 01 y woy sAepyaam 10[S , W) A[TUre],
s eummoyg Buunp 1re [m 24nsva4] "00G'2$
yuom azud pueib e pue sazud o0’ ueyl
arowl Aeme aAalb m eyl wreiBord ayy jo
Butxte a3 yym uonsunfuod ut sexeisdesms
UNY 2INSEaI} UMO S11 UNI OS[e M WIMOoUS
‘(sx00g IDUIBAA) ULIO} {OOQ UT PUB }SIp pue
9119SSEOCOPIA UC J[Qe[leAE OS[E SI 1] ‘HIOZ
M3AN ‘UotsipenU] Aq palee1d sem ureiboid
ayJ, 'Aep e smoy pz ongnd ayj 03 21qIssaode
j0ds B Ul "g' OYI Ul S1IOYMSWIOS pauNg s,11
1ey) st ur ButoB anpo Auo 8yl "000'006$ 01
Iapuy a1 Bumnua 'anzeniels piob eyl apisul
xoq 11sodap & 01 A8y B A[enioe ‘aImsean a1
-[eal ay) Jo sINogesIaym ay) 0} SB SIaMalA
10} sanpp sepraoid 191deyo yoey uoIeIS
18Y jo afeurn ayj) Ul papjow ansniels piob
B pUe 3Inseal], paureu uolels uelqery 19y
‘18118] 18Y JO YoIeas ur A9ssApo s |16 [rewis B
MOUE ST 'SYIUOU [RISASS I9AC ITE M YOTUm
sued sjeredss [z O1Ul USMoIlq UsAQ SEY
yomym ‘wreiboid ayJ, ‘19pusluod B aq AlaIns
pmom ‘(Apaneus)) [udy 1XSU sUNIMOYS Uo
Buningap ‘sunsva.f 'sa11as e ut yoruub 1seq
10] pIeme Ue Palajo a(dqeo Jt Ing 'sal1as weih
-o1d 158 10} PIEMY S0Y UB UM 10U ABUI 1]

BANUAdL SUIMIIA

. POOISIBpUNSI], Pue
.S59p{0aY,, ,'apeIn oyl Bunfepy, . ‘sWesiq
ouwioe[y, msqueideg mup, | 'seiez
-Id 89], ,'Boq 10H, .'ssnig piojxQ, ,'sbe|
A Yomusarn Jo adog ayy,, ,'umeq pey,
. 's1oyoes],, 01 sybu ay) ybnog ssdlaIss
a|qeo Aed oy, ‘Yot w BuruuiBeq [suueyn
8LAON 9], pue summong ue Hulne 107 a|qe
-TeAB 8 M WD AG PSUMO SWIT UBAJLH

suonoene Funuo)

'BOUd
-19JU0D 3y} Hurmp pases|al aq [[m 's1astuaa
-Pe 10] S80USIPNE SI18ATEP A[2A1I03J0 2]qED
moy Butmoys 'Apnis mau e Jo $Inss1 ay,
19AY M
N ‘1010811p BIpaUl ‘Juapisald 901A 101U3S ‘UsS
-OY B[[20IRJA] ‘UOeqUIDY aue( Ao '1031031
-Ip eIpaul "Juspisald 201A SATINDAXD ‘1IBMAI(]
[PeyotNy  “'dic) spoog [eleuarny ‘103081
-IP SIDIAISS BIPSUW 'UNBIF 'Y PlAB(] 'SIBAN
-[oisug  ‘'saolales  Burstuaape  ‘juspiseld



2o0ta ‘19ibuadg T 12194 DdN ‘wuapisaid
201a aannoaxa dnoib '‘Agiowy],  pucwAey
'sasudiajuy oapip DV '1uaplisald 'Yieuelin)
'V 118Q18H ![BUUBYY) SIAOJ 9y l/oullimoys
‘uBlINRYD ‘uemnsny HETN ‘oadd
‘SutwreiBoid iomlau pue eipawd JO 101
-08IIp pue juspIsaId 80LA SAIINOIXS 'ANSWIS
auIy apnput M smyeads |, Iamala
paeaql| ay1, o) uado suondo ay) SSNOSIp
im erpaw pue Butweiford ur sisreioadsg
, Bunayiepy ssep
Burmy s] 1amatp peleraql] AU, 89 MM
o1do) asoym 'd100) Spooq [e1auar) ‘Jels bur
-1a)rew “yuapisald aota ‘[BYONN By 4 8q
a 18yeads ajoudsy ayJ, , UOCISIABIa], JO [0
-uop U] MON Iamalp palelaqr] ayl, o1 pa
-10A39p aq m Bunealr ay) jo Aep [euy ay ],
‘Buturen soes aAnoaj
-Jo pue soibajens BuiBexoed/Butoud ‘uon
-onpold [ero1awwIod ‘1811eq pue apen bHur
-pnput ‘sotdoy juswabeuew 91 uo syuadxa
LM SUOISSTIOSIP |qeIPUNOCI PloY 01 3[qe aq
[tm sorebaep uocoulsye 1€y ], "ou] s[qe) pue
Burniseopeolg asnoybunsaps Jo 1901J0 dal)
-NOJXa JaIY0 pUe UBWIITEYD ‘31y2ItYy ] [dtuB(
puB '"JU] SUCUIEDIUNWIWOY AUuo©y)) JO 180
-1JJO 9ATINOSXS JAIYO PUE URWITRYD 'PIOHID
‘D) H{Ooer 9 M S1ayeads 210UAdY "AJUO 531
-noaxa a[qeo 03 uado SI pue , BIy UOISIAS[E],
MBN 9y 10] S[HS 1uswWabeue|y map, Uo
SN20J [[IM 22USIJU0D 2Y3 Jo ABD 1S1Y Y[,
NIOA MBN UT 191U80)
uoleIays 8yl 1B /Z-97 YOI UO aduale]
-uod BuistuaApe a|qes [eNUUR YLUINO] S1 POy
[t neRINg SUISTHAAPY UCISTAS[218][qRD) 9Y L

asueApe gy9

'S901A
-19¢ UBWINY pue Yi[esy jo jusumredad "SN
) WOl NHDF 01 UeD| UO SI PIoy "SHUI{UMOpP
sy o] Aressaosu juswdimbs pue yseo
a) yim dn SWED SISINIOBINUBUI [RI9ASS
pue s1oleiado a[geo BUIU 'UOTIEID0SSY UOIS
188, 8|qeD [eUONEN 8y} pUEB UOISIAS[L
usIuIeusIuq yoelg jo bBulbm ayn 1y
‘e 'abnoy uocieg ‘ANSIaATU) UISYINOS
pue B[y ‘pleieq 'ebsefo) sely ‘UuoIsnoy
‘ulayinog sexa] Sues|i0 MapN ANsiaa
-1U[) I91ABY B[y '@abaysng, 'aninsu] sabey
-snJ, 'S[AYSEN '91BlS 8assauua], ‘e ‘burq
-weln ‘eimg Bunqueln tssty ‘sBuudg
ATIoH ‘ebefon 1sny !Bl 'sesseye[el ‘W R
W epliol] spnout yaiym ‘sjooyss Bunedion
-1ed jo sasndured syl UOC paf[eISUl Usaq aABY
SUOTIRIS Y1IBa 'NIOMIBU 3y 1uasidun o,
‘Y@am B auo
Buronpoid aq o1 sedoy 11 Ae]y AQ 1ng "Yiuour
B S90USIQJU0209p1A 0Mm) 2onpold [Im NIOF
'pres pary ‘syjuoul jo 9idnod 1s1y a8yl 104
‘sreiouab sdio) auury
Joelq omi jo auo '1edoon swWoISl [RIBUSL)
1sipebug pue ‘-dio)) SIOION [eleUsn) ‘juswW
-nnaoal ebafoo pue juswaoeld jo 1010911P
‘fueld 'Y'D ‘INGep S,NHDEF 10] pampayos
Aleaneiua], ‘gz ‘'qa uo (oIpne ABm-Om) pue
09pIA ABM-2UC YIIM) S0USIBJUOI0IPIA 1SIY
a1 sonpoid o) sadoy NHOH 'I101BUIPIOOD
weiboid ‘pay ‘H 8pAlD 01 Buipioooy
‘qauow syl Iare| sarnuniroddo

oL
$861 1L 034 Buiseapeosg

18G0100) 18B| AllIoB) MAU 2U) OlUl PAACW PRY JBIS IO\ MON SNNOD
“SWIBIIA 2211 A (1Ion maN) wapisaud aia NN2 pue (1) Jauinj pal Jaumo NND uim Duofe
(1uB11) Yooy P ICAB NI MBN SEMm uogqu ay) Bumng "eze|d Uuad G 1B NeaINq 310\ MaN mau
s11 Ajewlo) uado o} 3aam ise| Aled B maJU) YIOMIBN SMBN 2|qeD "' " *aiayl ] ayew ued ||

199180 UQ S9OUSISJUCI0aPA jJOo sauas & Bur
-weaq uibaq Mim 'sallIsIdatun pue sabafod
JO'Iq SUIU A[2IES BlA S109UU0DISIUT YOIYM
‘Niomial [euoneonpy ebeqon yoelg 8yl

}iomjau aajjod orlq YL

‘PHOAA SIBSOEY) PUR SUOTIEDIUNWIWOYD) 3[de))
X9Uly ISUIBAA ''OUI SUOTIEDIUNIUWIOD-3[8],
‘A dno1n ‘SUOTIEDIUNWILIG) PUE UOTSIAS[E ],
ueolIBUWY Jo ammjuaa juicl © st ALY PIES
oy .'I6B1l PUe-IBA 10] UOHW (f ~°  pue
GRRI pue-IEsd AQq uolur ([ jo Suon
-oaloxd Yim aMpayos uo Ino Buro1 st ANfq
-BSS2IPPY., 'S1IUdAd Add Jo Buuspo ayi sa1er
-II08] UYOIym 'S|ED S[EBSSaIppE jo ymoih
pider ey jo asneoad Add Uo Us|ng,, s,9Y
pIEs BIIWY pIS 101091 9ATINDSXH ALY
JII sexag
oy} jo 8leq, se pa[uq buweq st 1] 'gz Amf
U0 I19AUYS Wed PUB BACIBIABN BUIHEA
jsuteBe snuleuan eip pue sBO6Y Aqgog
Burd yojew siuus) se[qnNop e pue £7 Bny
pue [ aunp ‘£ AN 10] sioxoq orduxA|Q Hur
-In1eg] sayoiew Hurxoq pampeyds sey A LT
1snbny pue A ‘aunp ‘AR 10} SIUSAD Add
dn paur sey (ALH) UCISTASRLIUSAT 'alqeD
uc mata 1ed Aed jo sS200MS 9y} O] [RINIID
ST $1UBAD JO gnpayos rembal e Buiastag

yjuows e auQ

‘oul B[qeD) M dNoInD) ‘IOSBWO],
BIOINEJ pUBR ‘S[ED SOWIL] A'N ‘Uuny],
piae( 90O XOg SWIOH '‘SBWOCY], pleyory
'UOTIBIDOSSY [eqieNseq [PUONEBN ‘MIURID
fossny ‘[guuey) SIAC 9yl oWnmoysg
‘POMIOg PIABJ UONEBIDOSSY UOCISIAS[E]
s[qe) [eUOBN 'IS[O0YDS [SBRYDIA ‘IUSW

-MIISU] [BISUSN) ‘WIBUING PlEUCY 'Esuauly
JO UOTIBIDOSSY 8IMIOLJ UOTION ‘XTI WETIAA
{SUOTIBDIUNLUILIO,) HBO) 'UOSUE[ YOer !Sainj
-01J WUNoUIRIR] 'PIo0D) UB[Y UIqOY NIOMIBN
VSN ‘owooed M uawdoRas(] SWaisAg
uocIsia2[qe)) 'ellIRISY UaqoY UOIIBID0SSY
UCISIAB[Q], BUUSIUY AllUNWUWIOY) ‘SWEPY
usd (1o10emp suonelal ouqgnd) [puuey)
SIAON  BYL/AWNMOUS 'UBWIPAy  IPUBS
‘(1010011p [euonEZIURSIO) DU[ SUCTIEDTUNLU
-wo)) 1uiepy ‘BbBofey Ao (sitege ssau
-1SNQ) S81N101d JUNoUIeIed ‘Asfieg Uely :s19q
-WRW 99TWILIOD JATINOSX 13Y10 Y],
. esnoybuues(o
[BUOTIEU B SB A[9AISSUOD 10' [[IM Slaquuaul
‘ol aiqed Bumiequiod ur 3SaI9IUT AJTUnil
-WI00 Y] Jo asNesad, 9911100 SATINOSXS
uosiad- | ‘pawio] Aimau s, SO0 Jo laquiawt
B stoym ‘'AJ, ‘So1g Iauiep ‘Bunayieuwr uoisia
-o[a1 Aed "Juapisald 201 'UCS[0S A[ouels piles
Js1oquisur 1SOD e Jo UOHe PoIeuIplood
e AQ paienul aq 1s8q ueo s10aloid asayy,,
‘191U90 [ENSIA-OIPNE UEB pue
neamq siayeads e dn Bunjas pue sieyduwed
Bumystiqnd Buwpepisuoco st 1800 'ubred
-uIeo ayy 104 "1 91B[01A oym asoy1 03 uaddey
M JBeUYM PUB ME] AdeIIdTIUE [B18D3] MaU ay)
Jo a1eme oidoad axew 01 ubredwed euoneu
B YoUume[ M 1 ‘paysidwosoe s,18y) aoup
‘103081
-Ip 2AIINDAXS UE oIy pue 22130 jusuewiad
e ysigelss ‘aielodioour o sued peounouue
‘s1aniddns ureiboid pue siaweifoid pue s10)
-e1ado 91qe0 jo uonieod e '(LSOD) YUl eu
-b1g Buisoddy uonifeoy) ayJ, ‘189A B UOTILL
00G$ SE YONW SE 11 $1500 'S9IBLINSI 9WO0S AQ
‘yomgm ‘Aoend reubis Burddols inoqe snotzes
Bumeb st A1Snpul s|qes a4yl JT Se $3oop 1

umop gunyoes)

SPUTSOoRSICIO) )




BQISIAZ3L,

S2IMIMA Ny 210D

3dnNnind 3H1L Wodd AANYA AXNNYH
HILNMNH 3IHL HOA YIHOD

S3ASOW ATTOHM HALINSNIN Hidid aHL
SILNYlY 40 sadoidvm Yild ONILYONa3
sHvyD a3asn ) 4330 IHL

SHOAINGNS 3HL NOILILIJNOD SHL

S3didls AN AdiHL 3L 40
AZYHO HILS SH3ILNMNOONI ISO1D

INOZ NIaaigdod 3IHL NI INILSIHHD

Iovd LNIUS lvog 3HL

SHOgHSOIaN I1IHO 9I8 IHL

FONYWOH NE3aoW ANVANOD SS302NS
aNnoOd aNY LSO NYDIHIWY THL |

133d1lS H3INAONYTYH ZZYr LvH1l v

Buiuniesy

NOILLIOG3 SHOLO3TI0J TVIiD3AdS Vv
SLN3IAS3Hd
NOISIAFIAL STHNLOId viIaWNN1I0d




Timeless Favorites Year After Year. IiE=EEN




e e e, MRS NAPTE 85

verhawks animated series, including all in-
dependent Metromedia outlets. Telepictures
1, 2 and 3 have been sold in over 100, 90 and
25 markets, respectively. The company’s
animated prime time package has been sold
to stations serving nearly 50% of U.S.
homes, including Metromedia’s indepen-
dents.

As NATPE ended, the fate of Rituals was
unclear. Robertson said the company will
wait until results are in from the February
sweeps before making a decision on the
“struggling” weekday serial’s future. The
program had been cleared by over 100 sta-
tions for the current season.

a

Golden West Television announced during
NATPE that actress Ann Jillian has been
signed by Witt-Thomas Productions for a
starring role in their revived situation com-
edy, It's A Living. Jillian reprises her role as
Cassie from the network version of the se-
ries, which has cleared in more than 30 mar-
kets for a fall 1985 return, reaching 50% of
the U.S. Another original cast member, pi-
ano player Paul Kreppel, will also be back.
Network-owned stations picking up /t’s A
Living include waBC-Tv New York,
KNBC(TV) Los Angeles and WMAQ-Tv Chica-
go, plus affiliates WILA-TV Washington and
WTVITV) Miami. Twenty-six new episodes
of the half-hour series, which aired in 1980-
81 on ABC-TV, are being produced by Witt-
Thomas for distribution by Golden West on a
barter basis.

Also new from GWTat NATPE was Press
Your Luck, a first-run access game show
strip offered in association with Syndivision.
According to Robert Clark, vice president of
finance and administration, the cash pro-
gram’s future will be determined *“some time
during the next two weeks.” The company is
also selling two first-run specials (The Stunt-
man of the Year Awards, for March 1985,
and Animalympics, for 1988) and two off-
network series (On The Rocks and The Prac-
tice). Returning programs included New
York Hot Tracks, The Annual American
Video Awards, The Annual Hollywood
Christmas Parade and Kung Fu Theatre.

Clark described this year’s NATPE atten-
dees as “better educated” than in the past.
“They came in knowing what holes they
needed to fill,” he reflected. He attributed
this in part to the extensive pre-selling of
programs conducted since October in trade
press advertising, coupled with knowledge
of program performance extracted from the
November ratings sweeps. He also noted the
hiatus of the syndicated version of Family
Feud, announced during NATPE, has opened
up more access opportunities for many sta-

tions.
[ ]

MCA-TVannounced a “firm go™ for FTV for
fall 1985. By the end of NATPE, MCA said
it had cleared FTV in 50 markets represent-
ing 80% coverage. FTV, a Chris Bearde
production, is a take-off on music videos,
and MCA has been pitching it as the perfect
match with Puttin’ On The Hits. MCA said
that 7-Up, through N W Ayer, and Wamer
Lambert, through J. Walter Thompson, had

Jillian and Golden Wests Richard Gold

made “long-term commitments” as spon-
sors. Broadcasters that cleared FTV includ-
ed stations in the Tribune and Malrite groups
as well as KTLA-Tv Los Angeles. In addition,
MCA TV announced that Coca-Cola and
Wamer Lambert renewed their national
sponsorship of Puttin’ On The Hits, which
is seen on 127 stations representing 92%
coverage. MCATV’s Universal Pictures De-
but Network, its ad-hoc first-run theatrical
network, has cleared in excess of 60 mar-
kets.

Columbia Pictures Television Domestic Dis-
tribution has cleared 18 of the top 20 markets
for new first-run episodes of What's Happen-
ing Now, the former network series that Co-
lumbia is planning to give new life in syndi-
cation by producing 22 new episodes. Sixty-
five episodes of the original version, Wkat's
Happening, are already in syndication and
stations carrying the strip are getting first
shot at the new first-run episodes. According
to Joe Indelli, senior vice president, syndica-
tion, stations signing up for the new epi-
sodes include Golden West’s KTLA-TV Los
Angeles; Taft’s WTAF-TV Philadelphia and
WDCA-TV Washington; Cox’s WKBD-TV De-
troit and KDNL-TV St. Louis, and Gaylord’s
KHTV(TV) Houston and KTVT(TV) Dallas-Fort
Worth. Indelli said negotiations are on-going
with stations in Los Angeles and Chicago.
April 15 is the deadline for a decision on new
episodes for What's Happening. Studio
sources indicated it would cost about
$275,000 per half-hour to produce new epi-
sodes, compared to upwards of $300,000 for
a network half-hour. “First-run episodes of
off-network series are the wave of the fu-
ture,” Indelli said, “we’re delighted with the
activity here.”

Columbia also found strong interest in its
new all-cash move package, Volume V,
which includes 26 theatrical titles. Indelli
said sales of the package established “in ev-
ery instance a record price by a substantial
margin” for stations in the top 10 markets.
At NATPE, all the top 10 markets were
cleared except New York, where Indelli said
two stations were negotiating for the pack-
age. Industry sources estimated that Colum-
bia was taking in a total of nearly $1 miltion
per title collectively in the top 10 markets for
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a gross of $26 million.
=

Worldvision Enterprises was introducing
new first-run epsisodes of Return To Eden,
the six-hour mini-series that it imported
from Australia and distributed on an ad-hoc
network this past year. Worldvision was pro-
posing to distribute 22 new hours of Return
To Eden, produced by Australia-based
McElroy & McElroy Productions in associ-
ation with Hanna-Barbara Australia. Unlike
many other first-run projects, however,
Worldvision plans to sell the episodes on an
all-cash basis and not withhold any barter
time. “We have other opportunities in barter
at this point,” explained Andy Coscia, vice
president, advertising, promotion and sales
development, “each of these properties has a
reason for going one way or the other. This is
a prime time series, and stations are reluc-
tant to give up their inventory in prime
time.” Coscia, however, declined to indicate
station clearances, citing the company want-
ed to “wrap things up” before making an
announcement. He did say, however, that
The Fantastic World of Hanna Barbara, a
90-minute block of H-B animation, had
cleared in over 50% of the country along
with new first-run episodes of The Jetsons.

Twentieth Century-Fox was trying to launch
four new series into first-run syndication at
NATPE along with renewing stations for the
eighth year of Dance Fever. Those included
Animal Express, a series of 130 half-hours
hosted by Joan Embery and filmed at the San
Diego zoo. A portion of the episodes ran on
The Entertainment Channel before it went
dark, but since ET had only 40,000 sub-
scribers, 20th Century-Fox is positioning the
series as, for all intents and purposes, as
first-run material. About 15 stations picked
up Animal Express, including KPHO-TV
Phoenix and XUSA-TV Denver.

Kelly & Co., the local moming show pro-
duced at ABC-owned wxyz-Tv Detroit,
cleared cight markets at NATPE, while Fox
Mystery Theater, 13 made-for-TV movies
that Fox financed and produced in England,
had been sold in six markets.

Fox also has a game show—Tke $100,000
Pyramidwhich is hosted by Dick Clark. Fox
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officials would not indicate station clear-
ances, but did say the show had been picked
up in 20 markets, mostly affiliates airing it
between 6 and 8§ p.m.

a

The demand for All American Television’s
Debbie’s Place, starring Debbie Reynolds,
and Deja View, hosted by rock musician
John Sebastian, was “incredible,” reported
Joan Marcus, vice president for syndication
for AAT. Debbie’s Place is a half-hour day-
time talk/magazine strip available for fall
1985. Deja View, also available for fall, uses
the music of the 60's and 70’s with the video
technology of the 80’s. The programs, which
were launched during the NATPE conven-
tion, were a sample of the new product AAT
had to offer. They also introduced The Video-
phile, starring comedian Fred Willard. The
half-hour weekly show is set to debut in June
and is being offered for weekend, early
fringe or late night. Another AAT offering is
Omni: Visions of Tomorrow, four new sci-
ence specials slated for April, August, Octo-
ber and December. America’s Choice contin-
ues to be an AAT staple, The half-hour
weekly show, introduced last year, is hosted
by Casey Kasem and has cleared about 100
stations. All the shows are barter except Deb-
bie’s Place, which is cash plus barter, hold-
ing back one 30-second announcement for
national advertising.

The Local Program Network’s “One-on-One
Exclusive,” a new national interview service
that provides local stations access to national
newsmakers, is a firm go. The weekly satel-
lite-distributed service offered by Fox/
Lorber Associates and All American Televi-
sion has signed up 21 stations and is expect-
ed to close with 30 stations by launch time,
Jan. 21, reported David Fox, Fox/Lorber
principal. Fox said the service has interviews
lined up with actress Jane Fonda, Vice Presi-
dent George Bush, consumer activist Ralph
Nader and boxing trainer Angelo Dundee.
LPN’s 90-minute weekly “Story Service,”
now in its second year of operation, has 38
stations on line and delivers by satellite more
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than 800 news, feature and public affairs
stories selected from locally produced news
stories taped by LPN’s participating stations.
LPN will also air a six-part major news doc-
umentary, called Vietnam 198}.

The series was co-produced by LPN’s
wcCco-Tv Minneapolis and PBS’s Frontline
and will air on LPN’s 38 stations including
wCBS-Tv New York, WGN-TvV Chicago,
KRON-Tv San Francisco, wCvB-Tv Boston,
wXxvz-Tv Detroit, wDVM-TV Washington;
wEWS(Tv) Cleveland, WFAA-Tv Dallas,
WTAE-TV Pittsburgh and wPLG(TV) Miami.

Fox/Lorber Associates’ new film packages
were doing well at NATPE this year. The
“Young Duke,” a package of 15 early John
Wayne westerns, and its “Blood Curdlers,”
13 horror and science fiction features, were
a major attraction, reported David Fox, Fox/
Lorber principal. Fox said those packages
were sold in 50 and 25 markets, respectively.
Other FLA offerings include “Broadway
Video Special,” seven off-network comedy/
music specials produced by Lorne Michaels,
and a series of “Dean Martin Celebrity
Roasts,” 26 one-hour prime time “block-
busters.”
i

Essence Television Productions was at
NATPE for its second year. ETP’s 30-minute
magazine show, Essence, which debuted
Sept. 9, 1984, is now airing in 47 markets,
according to a spokesman. He said Essence
has a new offering, called Essence Windows,
with a three-minute window for each station
to tailor for its own use. “The stations are
very receptive to that. It has cleared about 10
new stations,” he said. Essence is currently
working on a series of 28 one-minute fea-
tures on contemporary black public figures
called E'ssence Moments, available in 1985-
86, and a music special, he said.

Blair Entertainment and Storer Communica-
tions announced immediately prior to
NATPE their formation of a major joint ven-

Broadcasting Jan 21 1985

ture in association with Kline & Friends for
production of a half-hour, first-run version
of Break the Bank. The game show strip will
be hosted by Gene Rayburn, with 195 epi-
sodes to be produced for a 39-week run.
WCBS-TV New York was the first network
owned-and-operated station signed for the
series, produced by Richard S. Kline.

Blair’s hottest property, however, was the
130-part off-network Death Valley Days,
with 21 episodes featuring then-actor Ronald
Reagan. A spokesman estimated Blair’s rev-
enues for the series would exceed the $7.5
million spent on its original production.
More than 20 markets reaching 25% of the
U.S. were sold during NATPE, including
stations in Dallas, San Francisco, Chicago
and Phoenix. The Cisco Kid, another vener-
able series, has been sold to 70 station sta-
tions representing 50% of the U.S. market.
Blair reportedly will earn more than $35 mil-
lion on the series, shot from 1948-53, and
grossing about $2.5 million during its initial
run,

a

Group W Productions announced clearances
on 80 stations reaching 75% of U.S. televi-
sion households for its cash-barter Music of
Your Life special, to air during a three-week
window beginning Jan. 26. The two-hour
special, hosted by Toni Tenille, was sold dur-
ing NATPE to KRIV(TV) Houston, KTVI(TV)
St. Louis, wISN-TV Milwaukee and
WGRZ(TV) Buffalo, N.Y., among others re-
presenting about 70% of U.S. television
homes. A decision on Group W's proposed
Music of Your Life series will be made after
the special’s broadcast.

Edwin T Vane, Group W Productions
president -and chief executive officer, an-
nounced major renewals on PM Magazine,
including Storer’s wIBK-TV Detroit, WIKwW-
Tv Cleveland and WAGA-TV Atlanta, plus
Outlet’s KSALTV San Antonio, WIAR-TV
Providence, R.I., and wCPX(TV) Orlando,
Fla. KDFW-TV Dallas also purchased the dai-
ly series. Hour Magazine was sold to WMAQ-
Tv Chicago, among others, while the first-
run She-Ra: Princess of Power animated
weekly series has cleared over 70% of tele-
vision households. According to Owen Si-
mon, creative services vice president, nearly
all of the stations clearing Group W’s He-
Man and the Masters of the Universe (sold
for four years beginning this fall) have elect-
ed to carry the companion children’s series.
The company was also selling Fat Albert
and the Cosby Kids, Every Second Counts
and its Newsfeed daily news service.

Vane disclosed that Group W was with-
drawing Willard’s World, a proposed daily
half-hour strip, but is hoping to have the
series ready for fall 1986. He cited the need
for more testing and fine-tuning of the pro-
gram before release.

Group W announced that more than 20
stations have committed to its organ trans-
plant campaign, Second Chance, to be con-
ducted this spring in association with KDKA-
TV Pittsburgh.

Orion Entertainment Corp., according to
film marketing and evaluation director, Rob
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Word, will decide by Feb. 1 whether to go
ahead with production of its proposed first-
run cash series, Rocket Man. The company
is actively seeking production partners to
keep the program alive, he said, with several
group owners actively interested in the ven-
ture. (Rocket Man is currently backed by the
Chris-Craft stations). Five episodes have
been produced and cable-tested so far.

Word also volunteered that his company
had “no regrets” about its decision to relo-
cate from the Fairmont hotel to the Moscone
Center floor this year. “We've had lots of
traffic from serious-minded buyers.”

]

Paramount Television was selling three off-
network comedies for the first time at
NATPE (Cheers, Family Ties and Bosom
Buddies), plus its new first-run strip, Amer-
ica. Continuing first-run product includes
Entertainment Tonight/This Week, Solid
Gold, Anything for Money and Taking Ad-
vantage. Despite reports of record prices, the
company said it was receiving lots of interest
in Cheers and Family Ties, both offered un-
der Paramount’s recently-announced guaran-
teed production plan that assures availability
in the event of network cancellation before
the end of the 1985-86 season. The pro-
grams had been sold in about 60 and 50
markets, respectively, as NATPE began and
sales at the show were described as “quite
good.” Bosom Buddies, originally seen on
ABC-TV, had been sold to 22 markets, in-
cluding KTLA(TV) Los Angeles, WTAF(TV)
Philadelphia, KTVETV Dallas and WOIO(TV)
Cleveland. Another 10 were picked up at
NATPE. Renewals for Entertainment To-
night were described as “very good, with
lots of upgrading to stronger stations also,”
and Solid Gold reported clearances reaching
99% of television homes. The only trouble
spot appeared to be Anything For Money.
The program’s future will be dictated by re-
sults of next month’s sweeps. It is not a firm
renewal for the fall, confirmed Greg Meidel,
senior vice president of advertising sales.

According to Robert Jacquemin, execu-
tive vice president for sales and marketing,
virtually all of the more than 50 network
affiliates clearing America are scheduling it
for early fringe. The stations collectively
reach about 60% of U.S. television homes.
About a dozen new stations were picked up
in San Francisco. The daily strip will be de-
livered on a day-and-date basis beginning
next September.

Paramount announced during NATPE that
Solid Gold will for the first time devote an
entire hour to one performer, with a salute in
February to Stevie Wonder. The program is
expanding its comedy elements, featuring
sketches performed by host Rick Dees. Oth-
er innovations include more debut perfor-
mances by top musical guests, a new set and
new dancers.

King World, the most conspicuous distribu-
tor on the NATPE floor, with 4,000 square
feet of exhibition space, found interest in its
latest game show, Headline Chasers. Sid

Cohen, senior vice president, national sales,
for King World, said that Chasers has been
cleared by 45 stations representing 60% cov-
erage with most of the stations scheduling
the game show in early fringe time periods.
Cohen said Chasers “probably” will play at 4
p.m. on WABC-TV New York following Jeop-
ardy! and on WLS-Tv Chicago in early
fringe. Other stations to pick up Chasers in-
clude wcau-Tv Philadelphia, KRON-TV San
Francisco and WNEV-TV Boston, The last two
are scheduled to put it in early fringe. Cohen
said negotiations were continuing for a Los
Angeles clearance.

Viacom Enterprises announced at NATPE
that it was ceasing production of Family
Feud and the game show would go off the air
in August. Although it came in seventh in
Nielsen’s November sweep syndicated rat-
ings report, the NBC-owned stations did not
renew the show and Viacom, instead of re-
negotiating deals on other stations in those
markets, decided to pull the show before its
ratings decline accelerated. After a rest of a
few years, however, Viacom officials indi-
cated they may try to return the game show
to syndication,

Among its new new ventures, Viacom re-
ported it had cleared 14 of the top 20 markets
for TV NET, an advertiser-supported ad-hoc
network joint venture with Tribune Broad-
casting that will begin with the distribution
of 12 theatricals which have never had net-
work exposure. All the stations are indepen-
dents. According to Joe Zaleski, president,
domestic syndication, TV NET will not be
limited to theatricals, but in the future will
be a pipeline for half-hours, hours and spe-
cials to member stations, mostly indepen-
dents. Viacom’s other new first-run series,
Star Games, was reportedly being well re-
ceived, although Viacom declined to say
how many markets or which stations had
picked it up. The weekly hour series stars
Bruce Jenner and Heather Thomas as hosts
of a Battle of the Network Stars-type celebri-
ty game/sports show. Don Ohlmeyer is cred-
ited as a “consultant” to the show.

LLBS Communications reported “better than
70% clearance” at NATPE’s close for its
first-run, two-hour daytime strip, INDAY,
representing an increase of about seven sta-
tions over the INTV convention total. LBS
Communications’s INDAY is composed of
four half-hour shows: All About US, The
Great Life, Mask and What's Hot, What’s
Not. A number of advertising representa-
tives from major daytime sponsors, includ-
ing Procter & Gamble, consulted with LBS
about INDAY during the exhibition. Andrew
Siegel, vice president of finance for the com-
pany, attributed their interest to the pro-
gram’s projected audience target of 18-to-
49-year-old women and ““a hospitable selling
environment.” INDAY has an inventory of
3,500 30-second spots, with an estimated
two-thirds sold at NATPE’s conclusion.
LBS has signed KTLA(TY) Los Angeles
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and the Tribune stations for carriage of its
Tales From the Darkside, with 24 new half-
hour series to be produced.

Mizlou Entertainment, a new company asso-
ciated with the Mizlou Television Network,
was introduced at NATPE. It announced that
its new half-hour, cash only, strip game
show, Mismatch, is a firm go for June. A
Mizlou spokesman reported “heavy” traffic
at the booth with a lot of interest in its ani-
mated version of the Wizard of Oz. The two-
hour barter special has been cleared by
WNEW-TV New York, KNBC(TV) Los Ange-
les, WPHL-TV Philadelphia and WTTG(TV)
Washington, amoeng others.

Another new Mizlou product is a two-
hour film, My Champion, the true story of
marathon champion Michiko Gorman. The
special is slated to air in October between the
Chicago and New York marathons. Mizlou
expects to reach 75% of the country. Also in
the works is StarTime, a first-run weekly
half-hour series that features a different ce-
lebrity on each program. Mizlou plans on
airing the show in late 1985 or early 1986.

The Television Program Source, a joint ven-
ture between Alan Bennett, Bob King and
Columbia Pictures Television, reported it
had cleared 45 markets representing over
50% coverage, for Goodson-Todman’s Price
is Right. It has an NBC O&O deal for New
York, Los Angeles, Cleveland and Washing-
ton. On all the NBC stations except WNBC-
TV New York, Price will run in access,

“Less than 10% of our clearances are not
in prime access,” reported Bennett, who
added a time period for New York is still
undecided. Price has been sold in 2] of the
top 30 markets, Bennett said, and the game
show is a “firm go” for the fall.

Less certain, Bennett said, is Good Times
'85 with Dick Clark. Although cleared in
more than 30 markets, mostly in early
fringe, Bennett said a go-no go decision will
be reached “within three weeks. We're wait-
ing to hear on an O&O deal.” Both Good
Times '85 and Price is Right is being distrib-
uted on a cash plus barter basis with two 30-
second spots withheld per show.

]

At Embassy Communications, vice presi-
dent Barry Thurston reported more competi-
tiveness among buyers at this year’s con-
clave. “More of them were willing to say
specifically what they wanted to buy. There
weren’t as many tire-kickers,” he told
BROADCASTING. Thurston attributed this
primarily to a scarcity of off-network prod-
uct and increased interest in feature film
packages that have received little or no ex-
posure on the networks. Embassy Night At
The Movies had cleared over 130 markets
(mostly on independents) by the conven-
tion’s mid-point, with sales reported “excel-
lent” (but untotaled) for the off-network se-
ries Diffrent Strokes, Maude and Tales of
the Unexpected.

Embassy’s second movie package in-
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cludes 20 theatrical fiims, with distribution
to begin in 1986. Other, previously-avail-
able off-network series include One Day At
A Time, The Jeffersons and Good Times.

]

Colbert Television Sales announced during
NATPE that all five ABC-owned-and-oper-
ated stations have picked up Hollywood
Closeup, a half-hour weekly entertainment
news magazine scheduled for prime access.
The series, co-hosted by Steve Edwards and
Tawny Schneider, is syndicated nationally in
association with Access Entertainment
Group and produced by KABC-TV Los Ange-
les. Other markets sold in weekend access
include Washington, Dallas, Miami, Phoe-
nix, San Diego, St. Louis, Tulsa, Okla.,and
Tampa, Fla.

Also during NATPE, Colbert announced
both The Joker's Wild and Tic Tac Dough
have been renewed for next season, with
current clearances on over 70 and 90 sta-
tions, respectively.

]

Lorimar Television Distribution came to San
Francisco with five off-network series, Dal-
las, Knots Landing, Eight [s Enough, The
Blue Knight and Flamingo Road. Six fea-
ture packages and one two-hour special,
Americans at the Olympics, were also of-
fered.

“Daytime is a strong area of growth, par-
ticularly for independents, and Dallas is
proving to have an enormous appeal to day-
time women viewers,” said Pat Kenney,
president of Lorimar Domestic Distribution.
He claimed “in 25 of the 29 markets airing
Dallas in early fringe, Dallas is ranked first
or second in rating and share.”

The company did not release sales totals
for the convention, but a spokesman said
“we did a lot of business, particularly with
Dalias and Knots Landing.”

|

Claster TV Productions reported “good traf-
fic and sales” for its two hottest children’s
mini-series, GI Joe and The Transformers.
The programs are each slated to become dai-
ly series in September, reported John Clas-
ter, president of CTP. The Transformers, he
said, is offered for barter/cash and will air in
over 85 markets and GI Joe, offered for bar-
ter, will appear in over 90 markets, Clas.ter
said. The Claster booth was also generating
attention with its My Little Pony—Escape
from Catrina, a half-hour barter animated
television special for children slated to air in
early April. Claster predicted it would clear
115 markets. Super Sunday, a first-run bar-
ter animation package Claster debuted at
NATPE, is expected to close in 105 markets.

Multimedia Entertainment has now reached
4] markets for its talk/information strip Sal-
ly Jessy Raphael, which it is trying to posi-
tion as a morning show following the net-
works’ early-morning information shows or
as a late night vehicle. Multimedia is confi-
dent that they have, in SJR, the female
counterpart of Donahue, and its sales strate-
gy is similiar: get on the station at any time
period—such as 2 a.m. on WNBC-TV New

York where it captured a 2.2 rating in the
November sweeps—and wait for upgrad-
ings. “This is the way we built Donahue,”
explained Don Dahlman, Multimedia vice
president. “We can see it coming.” And Don-
ahue, which airs on 215 stations, has been
moved into early fringe time periods on six
stations: KNBC-TV Los Angeles; KING-TV Se-
attle; KGw-Tv Portland, Ore.; WJAR-TV
Providence, R.1.; KCRA-TV Sacramento, Ca-
lif., and wTvo(Tv) Rockford, Ill. In addi-
tion, sources reported that Multimedia suc-
cessfully negotiated a deal to move Donahue
off independent KTvU-Tv San Francisco and
into an early fringe slot on ABC-owned KGO-
V.

Syndicast Services was offering three new
first-run programs: Terrorhawks, a half-
hour puppet animation series; Dick Clark
Presents, a 13-week summer replacement se-
ries composed from the old daytime show,
and Mahogany Life, a weekly half-hour se-
ries focusing on the life styles of successful
black businessmen, entertainers and ath-
letes. All three shows are being distributed
on a straight barter basis. Sheldon Boden,
president, declined comment on station
clearances but did note that interest varied
on Terrorhawks depending on its format. “If
it’s a weekly series,” he said, “we have in
excess of 20 stations cleared. If it’s a strip,
it’s a different sort of problem and I can’t
count on the kind of clearance base I would
have if it were a weekly.”

On The Air announced that Metromedia had
made a 28-week commitment for Lovesongs,
a half-hour MOR-oriented music video strip
show that On The Air President Alan Zar-
etsky said is being considered for a 9 a.m.
slot on Metromedia’s five independents.
Lovesongs is distributed on a cash-plus-bar-
ter basis with eight 30-second spots withheld
per week. The show will feature voiceovers
by New York radio personality Dick Sum-
mers. Zaretsky said each show will contain
about four music videos, all aimed at an
older and more mellow audience than MTV.
Although music video shows were one of the
most abundant offerings at last year’s
NATPE, Zaretsky is encouraged about his
older skewing show. “One of the reasons
music videos didn’t work last year is that
there were too many of them,” Zaretsky ob-
served. “Lovesongs appeals to a totally dif-
ferent audience, a much broader spectrum.”
In addition to the Metromedia stations, Zar-
etsky said WCIX(TV) Miami and WTXX(TV)
Hartford, Conn., signed on.
]

At Four Star International, Mad Movies With
The L.A. Connection was the number-one
attraction. Sales for the 26 half-hour epi-
sodes, cash only, were “excellent,” reported
David Reinbach, Western sales director at
Four Star. He attributed the show’s success
to its “unique” format. He said the show had
cleared 20 markets including Post-News-
week and the King Broadcasting groups as
well as wceo-Tv Minneapolis. Mad Movies
are films and television shows with all new
comedy soundtracks. Four Star also intro-
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duced Heroes, hosted by Steve Garvey, a
half-hour barter series featuring individual
acts of heroism and courage by ordinary
Americans. And “Star One,” a package of
15 first-run never before broadcast movies,
was also offered.

]

RKO Pictures, which has laid low in the
syndication business for the past several
years, was at NATPE this year with new
product, a new commitment and a new vice
president of marketing and sales. It had a
series titled John Forsythe’s World of Surviv-
al, a collection of real-life action/adventure
stories packaged in 130 half-hours and of-
fered on a cash basis. Wynn Nathan, the new
marketing vice president, said the series was
taken out of syndication in 1982 at which
time it was only on the air in 24 markets.

RKO's two other offerings included Sol-

diers, a new first-run 13-part series devel-
oped with the BBC, and seven “tribute”
shows featuring selections from the careers
of entertainers like Fred Astaire and Ginger
Rogers.

Nathan reported business was brisk. Alto-
ether, he estimated, RKO wrote about
500,000 in new orders. And while that

amount may pale next to some other distrib-
utors, Nathan said: ‘“We want to be one of the
majors. We're going all out.”

]

SFM Entertainment was introducing its Tele-
vision Premiere Network, a package of first-
run programing offered to stations on a con-
tinuing basis. The network is being proposed
in association with station rep Seltel Inc.,
and Seltel client stations will get first right of
refusal on the programing. Seltel represents
100 stations covering nearly 50% of the
country.

The first TPN project is a series of nine
half-hour “short stories” written by Freder-
ick Forsyth and distributed under the um-
brella title No Comebacks. (Two of the half-
hours appeared under the SFM distributed
and Mobil sponsored 2 x 4 series). TPN is
being distributed on a cash basis. Production
is scheduled to begin in August, with each
episode costing on average $325,000 to pro-
duce, according to Stan Moger, SFM presi-
dent.

“The notion is to bring first-run program-
ing of a quality nature to stations,” Moger
said. To make sure what TPN proposes is in
sync with what stations want, Moger said,
“we're going to get a lot of feedback from
the stations.” In development as other TPN
programs are three mini-series and two, two-
hour made-for-TV movies, said Moger.

|

Sherry Grant Enterprises came to NATPE
with a first-run news feature series, Halley
Returns, distributed through Lee Services
Group of Portland, Ore. The 90- and 30-
second segments concern the return in 1986
of Halley’s Comet, with introductions by
former astronaut Alan B. Shepherd. Presi-
dent Sherry Grant reported great station in-
terest in the package as well as separate
packages on holiday, patriotic and special
event themes. Halley Returns had been sold



HOW TO SAVE MONEY
WITH THE RIGHT MOTOR OIL

SAE 5W-30 COULD IMPROVE STARTING, FUEL ECONOMY AND ENGINE LIFE.

Many of today’s new gaso-
line engines will start better
in cold weather and use less
fuel if they’re protected with
SAE 5W-30 motor oil. In fact,
General Motors recommends
5W-30 for year round use in
many of its current models. Your
owner’s manual will tell you if
your car or truck is among them.

Even if it's not, a check of
the manual will help you select
the oil that’s right for your
engine, for your climate, for
the way you drive. Understand-
ing the language of motor oil is
a big help, too.

Read your oil container.
Look for the American Petro-
leum Institute (API) symbol.
You’ll find it on many contain-
ers of motor oil. It looks like
this:

The presence of the API
symbol means the product has
been tested to meet some highly
specific performance standards.

The symbol says three
things about the oil. The let-
ters at the top tell you if the oil
quality is right for your engine.

CUSTOMER INFORMATION FROM GENERAL MOTORS

An API letter code of “SF”
means the oil is for gasoline
engines. “CC” or “CD" means
the oil is for use in diesel
engines. QOils marked with a
combination of letter codes, like
“SF/CC” or “SF/CD?’ can be
used in more than one type of
engine.

The center of the sym-
bol describes the viscosity
of the oil—how easily it flows.
The various grades are speci-
fied and numbered by the Soci-
ety of Automotive Engineers
(SAE). In general, the lower
the number, the more easily an
oil flows at a specified temper-
ature. Oils with more than one
SAE number are called multi-
grade oils, and contain addi-
tives to help them perform
whether hot or cold.

With multigrade oils, a
number followed by a “W” indi-
cates how well the oil flows in
cold weather. The lower the
number, the more readily the
oil will lubricate an engine dur-
ing cold starts at low tempera-
ture. SAE 5W-30 oil, for
example, will flow more easily
when cold than SAE 10W-30.

The second or last num-
ber indicates a multigrade oil’s
lubricating properties at high
temperatures. While this num-
ber can be as high as 40 or
even 50, for most vehicles Gen-
eral Motors no longer recom-
mends you use an oil this thick.

The words “Energy Con-
serving” on an API symbol
mean the oil may save you
money. Easy-flowing oils

reduce friction in your engine,
so you'll use less gasoline to
runit. “Energy Conserving” oils
are generally multigrades, and
the lower the viscosity rating,
the better the fuel economy.

These guidelines apply
equally to synthetic and con-
ventional oils. So pick a motor
oil that meets the recommen-
dations in your owner’s man-
ual, and follow the oil-change
schedule. You'll be sure your
engine is getting the right oil,
you could be saving money, and
you'll be helping conserve valu-
able natural resources. And
that’s good for you, for GM,
and for everybody.

This advertisement is part of
our continuing effort to give cus-
tomers useful information about
their cars and trucks and the
company that builds them.

MARK OF EXCELLENCE

Chevrolet « Pontiac
Oldsmobile « Buick
Cadillac « GMC Truck
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to 12 markets by NATPE’s mid-point. In-
cluded in the package is a half-hour docu-
mentary on the comet, which last appeared
in 1910.

Arlington Television Sales was screening a
half-hour pilot for It's Rock 'n’ Roll, a pro-
posed series combining music, variety and
game show elements. Arlington President
Al Kline said “substantial interest” was ex-
pressed in the program’s concept, with fol-
low-up discussions scheduled with several
major station groups for a possible series
launch.

Kline, who described his NATPE traffic
as “fantastic,” added three major markets for
Arlington’s Plastic Man animated series.
Clearances for the childrens program,
which premiered in September and is carried
in 23 markets, include WNEW-TV New York,
KTTV(TV) Los Angeles and KTVRTV Dallas.
He said general interest in children’s animat-
ed series sold for cash has fallen off, howev-
er, due to a plethora of barter programs on
the market.

Hubbard Entertainment announced at
NATPE its acquisition of U.S. broadcast
syndication rights to County Music Televi-
sion, the 24-hour basic cable network com-
prised of country music videos. The service
is offered on a cash basis for six hours begin-
ning at midnight NYT, seven nights a week.
According to Kevin Tannehill, executive
vice president of Hubbard, there was consid-
erable interest shown in the cable-based ser-
vice, but no sales were announced. The
company was also selling Good Company,
the one-hour, first-run strip produced at
Hubbard-owned KSTP(TV) Minneapolis-St.
Paul, offering a “revenue sharing plan”
whereby stations airing the series are able to
receive a portion of the profits derived from
Good Company’s licensing. Hubbard also re-
ported high interest in World Class Women,
a series of 30-second inserts about success-
ful women, produced by Vetter Communica-
tions.

Conus Communications, a separate Hub-
bard subsidiary, was on the NATPE exhibit
floor with its satellite-based electronic news-
gathering system. Charles Dutcher III, vice
president and general manager, reported
considerable interest in the package from
larger stations, sold now in 11 markets. He
revealed that Conus expects to begin offer-
ing regular distribution of news material in
March and is covering the Super Bowl and
inauguration this month.

Buchanan H.S., a four-part series offered by
Capital Cities TV Productions, made its de-
but at NATPE. The series airs in October and
replaces Capital Cities’ Family Specials, a
staple production for the past seven years.
The program, targeted for a family audience,
is about the lives of students involved in the
production of a high school newspaper, said
Bill Mulvey, director of marketing. Mulvey
said the stations wili have a month to play
each half-hour program and then repeat each
program once. Mulvey expects the series to
be picked up by most of the stations that

currently air the Family Specials, reaching
about 90% of the country. Capital Cities is
also offering two new documentaries, Fu-
ture at Risk, which looks at the one million
high school dropouts every year, and High
on the Job, a report on cocaine use in the
workplace. Both shows are targeted for a
prime time audience and Mulvey estimated
they would air in about 90% of the country.
]

King Features Entertainment’s new movie
package, “The Performers: Volume II,”
cleared about 34 markets during NATPE
(seven of the top 10), reported Len Soglio,
vice president and director of sales. The
package of 12 films is set to air in 1986.
Soglio felt the layout on the NATPE exhibit
floor was “terrific” and contributed to the
heavy traffic this year.

]

At The Silverbach-Lazarus Group, The Lit-
tlest Hobo, a new first-run half-hour strip
series available for cash, drew “a lot of at-
tention,” a spokesman said. Another new
offering, a half-hour morning barter strip,
Growing Young, starring Virginia Graham,
also generated interest. It is set to air this
fall. The group’s Tomorrow's Hits Today, a
weekly music series, is a “firm go” for
April, the spokesman said.
]

Bel-Air Program Sales, the recently-formed
syndication subsidiary of Barris Industries,
said its first-run strip, The Newlywed Game
had sold in 55 markets, by the close of
NATPE, including 35 of the top 50. National
clearance was estimated by the company at

60%, with gross sales of over $10 million,
Bel-Air estimated, with barter sales being
handled by another Barris subsidiary, Clar-
ion Communications. Major stations clear-
ing the program include: WNBC-TV New
York, KCOP(TV) Los Angeles, WMAQ-TV Chi-
cago, Kyw.Tv Philadelphia and KBHK-TV
San Francisco.
]

The Genesis Entertainment booth was bus-
tling with activity as its first-run game show
strip, Sale of the Century, drew a lot of inter-
est. Gary Gannaway, president and owner of
Genesis Entertainment, said the straight
cash show has been on the air since early
January, playing in access time periods in
over 30 markets, including: wiLs-TV Chica-
g0, WXYZ-TV Detroit, WPXI(TV) Pittsburgh,
WTVITV) Miami and KIRO-TV Seattle.
Gannaway hopes that by introducing his
game show in January, he will have a leg up
on his fall competition. He also is looking
for a boost from overnight ratings from the
three metered markets Century 1s in along
with the February sweeps numbers.

Turner Program Services, the syndication
arm of Turner Broadcasting System, was
distributing Portrait of America, hosted by
Hal Holbrook. The series, now running on
superstation WTBS(TV) Atlanta, is being
made available to broadcast stations. Over
30 one-hour episodes have been produced,
and 60 are planned. Each episode focuses on
one particular state in the Union. TPS also
said that it has cleared 90% of the country for
American Caeser, a five-hour documentary
on General Douglas MacArthur.

Battling over barter

Syndicators say it’s only way
to fund hew first-run programing;
buyers see damage to spot

The question that refuses to go away—Is
barter advertising necessary for first-run
syndicated programing?—once again found
itself the topic of a NATPE panel. In what
could be considered the question’s eighth run
over the combined nine-day NATPE-INTV
conference period, program directors and
their suppliers argued whether barter spots
were a gquid pro quo for first-run syndicated
product or whether, as some

SAlELL oL

ciaim, the money comes out of their pockets
and barter is just another way to gouge the
program buyer.

The panel featured some of barter’s most
aggressive advocates (Dan Greenblatt of
LBS Communications) and some of its fierc-
est opponents (David Henderson of Qutlet
Broadcasting). Others tried to strike a mid-
dle ground.

Without barter, explained Michael Eigner,
vice president and station manager,

KTLA(TV) Los Angeles, most first-run shows
would not have been launched because sta-
tions would never pay the cash license fees
that would cgver production costs. “Being
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Moderator Joe Tirinato, MGM/UA; Gillespie; Turmer; Segal; Scollard; Eigner; Henderson, and Greenblatt
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with a station whose company also develops
and distributes first-run product,” Eigner
said, “I can tell you first-hand that, in most
instances, clearances do not support a launch
on a break-even basis without barter.”

But Eigner qualified himself when talking
about *successfully established” first-run
shows. “Do these shows really need barter to
continue on a renewal basis in syndication?”
he asked himself. “In many cases I would
say no.” Believes Eigner: *“Shows like Wheel
of Fortune and Entertainment Tonight prob-
ably could continue without barter.”

According to Dennis Gillespie, senior
vice president, national sales, Viacom En-
tertainment, “barter has probably done the
single best thing stations could ask for: It’s
created a wide range of competition, and
with competition comes choices, alterna-
tives.” Gillespie said he took a count of the
14 Advertiser Supported Television Associ-
ation members on the exhibit floor—who
collectively account for four-fifths of the
$500-million barter market, he claimed—
and found “there are more than twice as
many first-run projects here this year than
last year.”

Virtually every major station group and
station representative has entered into some
kind of first-run programing deal over the
past year, noted Dan Greenblatt, executive
vice president, LBS Communications, and
“all include some type of barter.” They do
that, Greenblatt explained, “because they re-
alize the only way to finance such develop-
ment and distribution is through the recap-
turing of dollars through the sale of
commercial spots...The money gained
from the hits offsets the failures.”

Cash-only license fees won’t work,
Greenblatt insisted, because “if we tried to
sell first-run programing by cash, the neces-
sary cash outlay would be greater than sta-
tions are willing to pay—almost as much or
even greater than what you are used to pay-
ing for off-network series.” Such is the case
with MGM/UA’s Fame, he said, which costs
$800,000 per hour to produce. “If we had to
wait for individual stations to put up that
kind of money the show would never have
gotten on the air.”

Not all programers have been convinced
by the argument advanced in favor of barter
in first-run syndicated product.

Outlet’s Henderson, one of barter’s most
vocal critics, proclaimed: “We're not talking
about creativity; we’re not talking about pro-
gram flow; we're not talking about anything
but greed. . . If you can’t produce a product
at a reasonable cost then get your house in
order.”

As Henderson sees it, more than advertis-
ing dollars is at stake. For Henderson the
issue is nothing less the broadcaster’s public
trusteeship. “I have a public interest com-
mitment in the community where I operate,”
said Henderson, outlining the difference be-
tween his business and that of the program
suppliers, “I have other obligations rather
than first-run. You're causing economic con-
sequences in the marketplace which have a
deteriorating effect on the quality of televi-
sion service in this country.”

(At this point, cheers of “go get them”

could be heard from some members of the
audience.)

The solution, Henderson stated, is to
make a public issue out of it. “I think it can
be fought,” he said, “I think the FCC has an
obligation to look at it...I'll do like Lee
Iacoccoa did: I'll go back to the federal gov-
emment that got me into this mess to see if |
can’t get some legislation to get out.”

Gary Scotlard, chairman, MMT Sales,
called it simply an “impossible situation,”
although he acknowledged “there’s been an
explosion in barter for very good and solid
economic reasons that none of us station
people like.”

Furthermore, Scollard said, there’s a ma-
jor problem with “barter disposal”—those
spots that don’t achieve the minimum rating
levels and have to be placed elsewhere on
the station’s schedule for make-goods. Scol-
lard said: “Barter disposal in a show doesn’t
work: it’s like toxic waste—what do you do
with it?”

Joel Segal, executive vice president, Ted
Bates, said he thought barter was a good
compromise for all parties: program suppli-
ers, broadcasters, and advertisers. “Once
you've paid for off-network programing,
how much money is left?” he asked. Barter

helps individual stations secure “network
quality” shows, he noted, and at the same
time it allows syndicators to “take on the
financial risk and profit opportunity beyond
those from cash sale.” As for Segal’s clients,
the advertisers, “we love it. Barter’s cutting
our cost like crazy. We pay C-P-M’s substan-
tially below those on the network.”

When the distributor has a stake in the
show other than just a cash sale, Orbis Com-
munications President Bob Tumer ex-
plained, the distributor strives to deliver a
better product. “If the show isn’t sold in 70%
of the country,” he said, “you can’t go for-
ward.” More important, “if the viewer
doesn’'t watch advertiser-supported pro-
graming, the advertiser doesn’t pay.”

Scme broadcasters think it’s time to turn
the tables and become their own program
supplier. From the audience, James Copper-
smith, vice president and general manager of
Metromedia’s wCVB-TV Boston, commented
to the distributors on the panel “If we as
station people are smart, we’re going to get
into your business.” Broadcastcrs he said,
have to “have the guts to sweat out the low
ratings of local programing. Consortiums
are part of the answer. We must do whatever
it takes.” O

Programing for children:
call for independence

Praises and criticism of children’s
TV from panel, but majority feel it
shouid not be regulated by law

Children’s television: Is there enough and is
it quality programing? Those were some of
the questions debated by panelists at a break-
fast session during NATPE last week.

The overriding answer from the panel,
primarily broadcasters, was *“yes.” And, fur-
thermore, the last thing the industry needs is
government interference in the matter.

The session was sponsored jointly by
NATPE and the National Association of
Broadcasters. The audience was greeted by
Crawford Rice, chairman of NAB’s Chil-
dren’s Television Committee and executive
vice president of Gaylord Broadcasting. He
said children’s shows should appear in all
station schedules and *a great many stations

do outstanding work already.” Continued
Rice: “The FCC said stations must have suit-
able program fare. How better for you to
determine yourself than have the govern-
ment determine that format and time sched-
ule?”

“You should not measure programing in
terms of hours per day. It’s the quality of the
program, not quantity, that’s important,”
said Lew Klein, Gateway Communications,
Cherry Hill, N.J. “Idon’t think there should
be any regulation. We are in touch with our
community and we should determine what'’s
best for our community.

Not to worry, said FCC Commissioner
Henry Rivera. The issue of children’s pro-
gramming “is dead” at the FCC. “I don’t
think you have a great deal to worry about
except perhaps on Capitol Hill,” he said.

Rivera favors some form of children’s
programing standards, but that view is not

P
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Radio stations can now make RICK DEES a part of
their air-staff all week long.

"AMERICAN MUSIC MAGAZINE starring RICK DEES”
.. . five one hour shows, one for each day Monday
through Friday, every week. ldeal for drive time
adjacencies, mid-days or early evenings.

Just as TV's Entertainment Tonight lets everyone
know what’s happening in the entertainment world,
"AMERICAN MUSIC MAGAZINE starring RICK DEES”
will let your listeners know what's happening day by
day in the world of music . . . from Rick’s vantage.
point in Hollywood —the record capital of the world.

You'll find out the WHO, WHAT, WHERE, WHY
AND WHEN of videos, tours, new albums and new
projects. Who's hot and who's not.

AMERIGAN
MUSIG
MAGAZINE
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“AMERICAN MUSIC MAGAZINE starring RICK DEES”
is tilled with lots of music, Rick's ingenious wit, his
irresistable charm and his entire cast of comedic char-
acters who have made his week-end program a giant
success. Drop-ins from the actual stars themselves
will complete the program.

Fos station clearance information call our Washing-
tor, D.C, office at (703) 556-9870,

For national sales information call our New York office
at 1212) 869-7444.
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shared by the rest of the commission, which
voted against the adoption of children’s pro-
graming standards. Indeed, Rivera admitted
it is difficult to define a number of hours that
ought to be shown. Several years ago, he
called for the establishment of an advisory
committee on children’s programing that
would represent the broadcasting industry
and consumer groups. “The situation had be-
come so polarized,” Rivera said. He felt it
was imperative to bring the groups together.

Nonetheless, the tenor of the panel
seemed to focus on the threat of government
intervention. “How do you regulate ‘good’
content,” asked Thomas Dargan, KATU-TV
Portland, Ore. Dargan thought the issue
would mushroom. “If it’s children now, is it
the elderly next, or minorities?” Dargan
asked.

Rivera said, however, the rulemaking did
not include the elderly or others. “Children
tend not to be well represented in the market-
place or on Capitol Hill. This country has a
noble tradition of protecting our children,
and this rulemaking was simply along that
vein.”

Also featured on the panel: Jack Blessing-
ton, CBS; David Morgan, Federation of
Australian Commercial Television Stations;
John Claster, Claster Television Produc-
tions, and Dr. Rosemary Lee Potter, psychol-
ogist, Clearwater, Fla. Joan Lunden of
ABC’s Good Morning, America moderated
the panel.

Claster, on the other hand, argued: “Over
the last 12 years, there’s no question chil-
dren’s programs have diminished. I think it's
unfortunate and while I am against govern-
ment intervention, we need to find a way to
get better programing to children and not
rely just on cable.”

There is not a lot of interest in children’s
programs, he continued. “It’s a very difficult
sale.” But the problem, he added, is one of
attitude. ““We are not looking to program for
children.”

Potter, on the other hand, was satisfied
with today’s programing fare. She com-
mended broadcasters for the programs they
currently provided. She suggested broad-
casters increase their efforts to promote what
they are doing. Klein agreed with her. *We
should do a better job making known what
we do without government regulation. We
ought to use our own television stations to
tell that story,” he said.

Perhaps the strongest argument raised
against the establishment of programing
standards came from Morgan. In Austra-
lia, he noted, broadcasters are required to
air an hour and a half of children’s pro-
graming every day. The criteria for the pro-
grams are established by a panel of seven.
They are “so stringent” that the cost of
producing local programs is “prohibitive.”
Morgan said.

He later stressed that the “kids turn away
in droves” from the programing. He warned
that although the requirements my initially
be minimal, they will likely grow. In 1979,
Australians, he said, were required to air
three hours a week, then it became five be-
fore reaching its present level. “It will not
stop because you can never statisfy,” he said.

Dargan wondered where the interest in
children’s programing was coming from.
“All we get are compliments,” he said.
“Whose campaign is this?” he asked.

It is a broadly based movement, answered
Blessington. “I think there is a ground swell.
It comes from a Puritan anxiety about a new
means of communication. What we have
here is a problem of understanding. We need
to keep the dialogue alive. We can start by
saying we all care about the children of the
nation.”

Furthermore, Blessington felt, “there is a
much richer video diet for children today
then 20 years ago. We have a cornucopia of
programing for children and family pro-
graming and with all the new technology, we

are in much better shape in 1985 than in
1965,” Blessington said.

Lunden, however, pointed out that video
recorders and cable are not available or af-
fordable to everyone. Klein, nonetheless,
felt the new technologies will be in at least
90% of homes not too far in the future. And
furthermore, he added, “there was a time
when they said TV was too expensive.”

Klein also emphasized, “l know broad-
casters never thought cigarettes would be
legislated off the air. And now they're talk-
ing about beer and wine. Legislation on chil-
dren’s programing could very well happen.”
He said it was up to broadcasters to improve
their performance in public relations and
lobbying to make sure that doesn’t happen. O

Moderator J. Clifford Curley of WQTV(TV) Boston, Finney, Dicker, LaCamera and McDermott

Local programing with flair

Formulas for successtul production
on local level shared by panelists

Testimonials to local television programing
were shared by panelists during a two-part
NATPE session, “Local Programing Success
Stories.”

B At wMAQ-TV Chicago, On Stage On 5,
explained the station’s David R. Finney. It
began in 1981 as a one-shot program “to
showcase what is going on in the performing
arts in Chicago.” The station’s first produc-
tion of a local play received tremendous
press and drew a 20 share, Finney said. The
following year, he said, WMAQ-TV aired an-
other broadcast and then decided to produce
the show from one of the station’s studios.

A S0-minute play called “Love Life” was
produced in the studio and captured a 25
share, Finney said. “The day after, one
salesman hugged me and said: ‘ Finney, if
you can do that again, we can sell forever.” ™
Finney noted the station produced 10 shows,
and four aired in prime time. He said the
budget for a 90-minute production ranges
from $85,000 to $90,000 and $35,000 for a
half-hour. He conceded the series does not
“make a ton of gold,; it is break-even or a few
dollars more.” However, he continued, the
value of the program can also be measured
by “prestige in the community.

B At wOWK-TV Huntington, W.Va., “good
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people, no budget and a desire™ are essential
ingredients for creating quality local pro-
grams, according to the station’s Paul Dick-
er. WOWK-TV has won several Irises for chil-
dren’s shows, and Dicker presented clips of
some of the award-winning programs, all
shot on a shoestring budget.

For example, Around the World in 60
Minutes cost $1,492 to produce, Dicker
said. The primary expense, he said, was
lodging for five people; the program was
shot on location at the World’s Fair in Knox-
ville, Tenn. Dicker used young people from
the community to host the show, a practice
he employs often. That production, along
with the broadcast of a play called “Romeo
& Juliet, Sort Of,” were Iris winners. “We
do children’s programing because we be-
lieve it’s a good idea.”

But what contributes most to a successful
production, Dicker said, are “very talented,
young and hungry producers out there.”

®in Boston, audience acceptance of
WCVB-TV’s news magazine, Chronicle, did
not happen automatically. “The first two-
and-a-half years were a long struggle in get-
ting audience acceptance,” said the station’s
Paul LaCamera. But according to the Jast
November book, he said, “we found our-
selves tied with Evening Magazine.” Chron-
icle, LaCamera explained, was created as an
attempt to “control our own destiny in prime
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access.” It started with a classic magazine
format, he said. It did not do weli, so wCVB-
TV decided to try a single-topic program, but
at the same time approach the subject with a
magazine format. LaCamera said the costs
for the program averaged somewhere around
$1.3 million.

B KMBC-TV Kansas City, Mo., has discov-
ered that when the programing, news and
public affairs departments combine their ef-
forts, it leads to the creation of successful
programs. An example of such a joint effort
was the station's special, 9 On The Law.
KMBC-TV asked lawyers from the Kansas
City Bar Association to field legal questions
from viewers, said the station’s Deb McDer-
mott. She said that during a 12-hour call-in
program, KMBC-TV received 3,500 phone
calls.

Furthermore, she continued, the news de-
partment produced a three-part news series
on legal matters that aired in conjunction
with the special. McDermott said the station
plans to air another special in March called
Health Day. “The real pleasure was that
news and programing worked together so
well.”

B At wMTVv(TV) Madison, Wis., a pro-
gram with a distinct local image has worked
well. The program, Den Smith’s Madison,
also uses a highly visual production to com-
plement the local magazine format.

“We don’t want to do local programing for
the sake of localism. We want to attract a
large salable audience,” said wMTV's Laurie
Leonard. It is also important, she said, to
keep in mind that the audience is accus-
tomed to network product. ‘““Make sure your
production is top notch, the pace is lively
and the talent sparkles,” she said.

B Further advice on creating successful
local programs was offered by Cindy Fenne-
man, KYW-Tv Philadelphia. She maintained
that the production of specials and the sta-
tion's children’s magazine show have added
“a lot to the image of the station.”

Fenneman noted that KYW-TV uses its
Evening Magazine talent to branch out to
other things. Philly Welcomes the Jacksons
aired the night before the Jacksons per-
formed in Philadelphia, and was successful.
And the station’s weekend teen-age show,
Check it Out, is doing so well that KYw-TV
would like to syndicate it.

B KsTP-TV Minneapolis’s recipe for suc-
cess is a local afternoon strip show called
Good Company, hosted by a husband-and-
wife team. The station’s Terry Dolan aired
clips illustrating the tempo and color of the
program.

B “The greatest challenge is getting away
from once-a-quarter specials and finding a
way to do programs that can be competi-
tive,” said Bob Jones, KING-TvV Seattle.
Jones expressed disappointment with the
current state of access time, now primarily
filled by game shows.

“The responsibility for diversity and prod-
uct lies with the station,” he continued. And
producing programs involves “risk,” Jones
said. At KING-TV, freelancers are engaged to
develop pilots. “If the research looks good
and we like the pilot, then we'll assign a
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producer.” In general, Jones said, the station

works in 13-week flights and if it doesn’t

work, “you can let the freelancers go.”
Jones showed the audience some exam-

pies of failed pilots. Almost Live, a comedy
show that emerged after several failed pilots,
has been on the air for 13 weeks and is
broadcast at 6:30 Sundays. d

Planning for programing of the future

Exploring new forms of cooperation
between program buyers and sellers

The message from the panel of broadcasters
and program suppliers who made up one of
the first NATPE panels before an overflow-
ing audience to talk about new programing
alliances was simple and direct: The future
supply of television programs is in your own
hands, so get to it.

“The structure for the future—that’s what
this conference is all about,” proclaimed
George Back, president, All American Tele-
vision, and the panel’s moderator. “There’s
an old boys network in television,” and then
waving his hand to the panelists, “what
you're seeing here is the new persons’ net-
work.”

The panelists agreed: Broadcasters are
coming together to make their own televi-
sion programs and, with the help of some
program suppliers, attack the shortage of
off-network series in the market.

Roger Lefkon, executive vice president,
programing, LBS Communications, pointed
out that it takes cooperation of often dispar-
ite parties to produce and distribute first-run
programing: the stations, the advertisers,
and the production houses. “It can’t be done
in traditional ways,” he said, alluding to the
business-as-usual approach among many
program distributors and broadcasters. At
LBS, Lefkon said, the company “seeks to
identify properties™ that stations need—Ilike
daytime programing for independents, spe-
cials or advertiser-supported movie net-
works, instead of simply launching a show
and expecting the marketplace to gobble it

up.

“There’s nothing complicated about it,”
stated Larry Gershman, president,
MGM/UA Television Group. “New pro-
graming alliances arise out of necessity be-
cause there’s less off-network product and
prices are going up.” He predicted that there
are “‘combinations of alliances yet to be writ-

ten—things are going to happen next year
and I don’t have a clue as to what they are.”

A few years back, noted Chuck Larsen,
vice president of D.L. Taffner, the idea of
putting a canceled network series back into
first-run production was a novel idea, “but
it's not absurd today,” with series like Fame
completing two years of first-run broadcasts
zluglgg'oo Close For Comfortlaunched in April

And here is where the cooperation comes
into play, according to Larsen. With the T'eo
Close For Comfort project, he explained,
“the talent agreed to roll back to first-year
salaries,” and Metromedia agreed to foot the
below-line costs in exchange for carrying the
show. LBS agreed to sell the barter time. “I
see a lot more of this,” Larsen reflected, but
only if the new alliances can “keep standing
arm-in-arm with their hands out of each oth-
er's kets.”

The definition of alliance is a pretty loose,
noted Dick Block, executive vice president,
Metromedia Television, and it can take
many forms: Metromedia has programing
alliances of one type or another with such
seemingly different companies as Turner
Broadcasting, MTV, Operation Prime Time
and HBO.

Block continued: “I think it's important to
realize how those alliances work. Perhaps
there's some naivete about it or disappoint-
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ment because somebody has a wonderful *

idea for a new project and they think the
New Program Group or Metromedia with its
seven stations in the top 10 markets can take
it on. It doesn’t work that way.”

On the other hand, Block said, “it’s im-
portant the call be made. We're ecumeni-
cal—we don’t see any area that precludes
us.”

First and foremost in launching a new
show, Block said, is station clearance, which
he described as a “symbiotic relationship”
between the supplier and broadcasters. But
when it comes to developing new series, he

Hayden, Salhany, Block. Larsen, Gershman and Lefkon
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said, “that’s a trickier one...neither NPG
nor ourselves can develop new programs on
a regular basis like a network, especially
prime time, network quality programs.” For
that, Block suggested, it takes a partnership
with a foreign broadcaster or pay-TV ser-
vice. “That’s the only way.”

What new programing alliances mean,
explained Lucie Salhany, vice president,
broadcast and cable television programing,
Taft Broadcasting, is that broadcasters are
finally controlling their principal resource.
“For years local television has been one of
the only large industries in our country that
still allows an outside source to control its
main product. We don’t control it. The net-
works control it. The producers and distribu-
tors control it. The automotive industry tools
most of its own parts. The food industry
grows it or raises it. Even the print industry
owns its own forests. But in our business we
give up that responsibility and that’s the
problem.”

But Jim Hayden, director of the Local
Program Network, believed that the “alli-
ances we’re discussing largely fail because
the biggest barrier turns out to be human
nature. When money and ego are involved,
people are easily divided. The fact is, people
in a group turn out to be dumber than indi-
viduals.”

Back wanted to know who made a good
“bedfellow” in forming such alliances.
Block pointed out that in order for such alli-
ances to work there needs to be a “spirited
partnership” among the principals. Such an
example might be seen in the network-affili-
ate relationship.

“They have taken disparate points of view
for years and worked them out at their affili-
ate meetings. And if anybody doesn’t think
that’s a good model to work for, they're
wrong.”

Hayden said that LPN is “limiting our
partners to other broadcasters [because] they
know our needs better. A relationship with-
out matchmakers.”

There is a “very simple formula” to find-
ing good bedfellows, volunteered Lefkon.
“We’re in the business of identifying a com-
mon need and what advertisers want,” he
continued, “we go after the programs and
production companies that seem best
equipped to give that product to us.”

Asked by someone in the audience if
LBS, in a sense, hasn’t been acting “like a
bank,” Lefkon didn’t contest that observa-
tion, replying “we’ve been a funder and
guaranteeor.”

Interjected Gershman: “It isn’t just the
money. I can call up the bank and they’ll
send the check over. It isn’t just the money.
It’s the marketing of it, the support out
there.”

What have been your disappointments, a
member of the audience asked.

“One of the problems you face,” an-
swered Salhany, “is if you enter a group that
has different motives or goals than you. You
have t0 make sure everybody is in the same
business you are.”

One way to avoid disappointments, ad-
vised Larsen, is to go with tested concepts
and shows. Part of Taffner’s success with

Three’s Company, he said, has been based
on taking ‘“‘proven sitcom formats and bring-
ing those to American audiences. . .chances
of success are better.”

Gershman agreed, but noted that such op-
portunities—along with first-run production
of canceled network series—are a “unique
situation” which do not always apply. After
ABC canceled Paper Dolts, Gershman said,
“1 thought about that for two seconds.”
MGM/UA’s Fame has worked, he acknowl-
edged, “but too much is extrapolated from
individual success stories.”

Another problem, Salhany said, is adver-
tisers—they still insist a show must reach
70% coverage before they buy the national
barter spots. “No matter how many stations
or group owners” sign on, Salhany said,
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“New York, Los Angeles and Chicago still
control the programing flow. It’s going to be
a problem.”

Question: Does becoming a supplier
threaten ;/our relationship with traditional
suppliers’

“No,” replied Block, “we’re one of the
new sources and we intend to nurture that,
not to the exclusion of anyone. Talent—no
one has a monopoly on that.” As long as the
big studios hold onto the talent, Block be-
lieves, there’s no real threat.

At one point during the session Block re-
flected that “we’re at a time when it’s very
difficult to sift out what’s going on because
we're in transition.” He paused, then ob-
served: “Perhaps we’re in the golden age of
television and don’t realize it.” O

TV’s circular programing game

Program directors and producers
discuss why particular shows work
in particular time periods

One year it’s game shows. The next it’s mu-
sic videos. Another year its magazine/talk
shows. And then it’s back to game shows
again. Why does television programing fol-
low a cyclical path?

That was the opening question put to a
panel of program distributors and station
program directors at NATPE’s final general
session. The panel was moderated by Gary
Collins, host of Group W’s PM Magazine—
a show, it was noted, that is the only daily
program still on the air out of 48 new first-
run syndicated shows introduced at NATPE
in 1980.

It was perhaps noteworthy that the open-
ing question went unanswered, although
nearly everyone advanced an explanation or
comment,

“Comedy never has been cyclical,”
claimed Gary Lieberthal, president, Embas-
sy Telecommunications, “they are the back-
bone of what works in early fringe and ac-
cess.” The fact that few of them are available
in syndication, he said, is the fault of the
networks, which “don’t have enough to run
more than an hour” of back-to-back com-
edies on any given night. “Sitcoms need to
be stacked to work,” said Lieberthal, citing a
number of all-comedy nights worked well on
the networks in previous years.

As for game shows, volunteered Sid Co-

hen, senior vice president, national sales,
King World, “they have always been here.”
Cohen admitted, however, “there may not be
as many as there used to be.”

One reason game shows get recycled, ex-
plained Dick Colbest, president, Colbert
Television Sales, is that there have been few
game shows in syndication that have made it
without the benefit of previous network ex-
posure. When measuring the success of
game shows, he said—and deciding what
will and will not work-—"people think in
terms of network success. You can look for-
ward to a continuation of that.”

Several of the panelists even contended
that there are no “programing trends” per se
that could be identified at this time. “The
focus is not on trends,” noted Bob Jacque-
min, executive vice president, Paramount
Television Distribution. What there is, he
said, is a “‘production trend.” He continued:
“Wheel of Fortune didn’t create a new pro-
gram cycle. It spawned game show produc-
ers to come out of the woodwork.”

According to Jacquemin, Wheel was de-
signed for access, but all the other game
shows that came after it have filled early
fringe, a time period once dominated by off-
network hours and half-hours. “Game shows
in early fringe right now are in a holding
pattern,” he said. But Colbert “wholeheart-
edly” disagreed with that assessment. He ar-
gued that when scheduled as a block in early
fringe, game shows succeed in the ratings
and that this is a “trend among affiliates.”

Cohen, Colben, Lieberthai, Collins, Jacquemin, NATPE President John von Soosten. Smith and Girard
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Interjected Cohen: “We found game shows
retained flow-through into news.”

But why the increase in the number of
first-run shows being offered in syndication?
The question was raised by Collins, altering
the course of the conversation.

It comes about, answered Judy Girard,
program director, WTIAE-TV Pittsburgh, be-
cause of “the lack of availability of product
and the high prices paid for what’s avail-
able.”

But Collins asked: Aren’t the shows going
into first-run production failed network se-
ries?

Not really, Girard replied. Such series as
Fame and Too Close For Comfort “really
didn’t fail on the network,” since both had
respectable ratings when canceled. They
were tested shows, she said.

As fragmentation of the television audi-
ence grows, agreed Jacquemin, “it’s getting
harder to determine what success and failure
is” for a television series.

As some panelists saw it, necessity is the
mother of first-run syndication. “Most of the
first-run programing we’ve done has grown
out of a need,” related Mel Smith, director
of program services for the five independent
stations of the Tribune Broadcasting group.O

Sports on
parade at NATPE

Programers discuss Super Bowl
prices plus future of college
football, basketball and USFL

The subject of sports had its inning—or
more appropriately its quarter—during the
NATPE conference, at 2 panel moderated by
Turner Broadcasting’s Robert Wussler and
featuring Jerry Solomon of D’Arcy Mac-
Manus Masius, Joe Cohen of Madison
Square Garden Sports, Zvi Shoubin of
WPHL-TV Philadelphia, Fred Botwinik of
Katz Sports and Glenn Dickey, sports col-
umnist of the San Francisco Chronicle.

Waussler opened the session by asking
Solomon if it were true that he had paid $1
million for a couple of spots in the Super
Bowl. Solomon hedged but essentially con-
firmed that ballpark price, saying that “some
may have paid more and some less.” Are
such prices justified? “The answer may well
be less if you use cost-per-thousand as a cri-
terion. On top of that, the Super Bowl is an
event and can command more,” Solomon
said. “It’s not out of lin¢ and not a premium
in terms of sports programing. It may even
be worth more in the future. We think we’ve
made a good buy.”

What about rights fees for college foot-
ball?

“I think they’ll get less money,” said Solo-
mon—a sentiment with which Cohen quick-
ly agreed. Botwinik was even more expan-
sive, saying that colleges “have always had a
grandiose idea that their product was worth
five times as much as it really was. [ think
they’ve now been educated.” Botwinik said
all parties hoped to have their college deals
set by mid-February so there would be six

Wussler, Solomon, Cohen, Shoubin, Botwinik and Dickey

months to sell them.

Dickey described the plethora of college
football TV exposure as “suicidal,” and said
that “even if they’re breaking even with
money [in terms of TV revenue versus atten-
dance loss] it’s still not a good idea.”
Botwinik observed, however, that college
football attendance was up in 1984.

If college football is overexposed, how
about college basketball?

Cohen had a pragmatic response. “Sporis
stay on the air because there’s someone who
wants to keep it there. If it were uneconom-
ic, it would be dropped. Frankly, I'm sur-
prised that basketball is holding up but
someone is paying for it.” Shoubin, who
took the role of a sports skeptic throughout
most of the panel, said his station made out
better by counterprograming that kind of
sports. (At another point, he commented that
the competition had picked up a sports pack-
age including Penn State games and “we
ended up with our best fourth quarter.”)

Botwinik predicted that after this year
there will be a substantial drop-off in college

basketball telecasts.

What would happen to over-the-air sports
if beer and wine advertising is legislated off
the broadcast media?

Solomon said the issue is what will hap-
pen in all of TV, not just sports, and what
will happen to other advertisers. It’s a First
Amendment issue, he said, and one for the
entire industry, not just beer and wine adver-
tisers. Botwinik said the ultimate result will
be to lessen rights fees and decrease the rev-
enue going to schools.

Is there life after 1985 for the U.S. Foot-
ball League?

The Chronicie’s Glenn said the USFL can-
not survive on its own but that he hopes for a
merger with the National Football League.
Botwinik said 1985 would be the USFLs last
year and that the NFL “may just let them go
under.” Shoubin: “Their days are num-
bered.”

What about zapping of commercials on
VCR-recorded games? Solomon: “I’d like to
think they’d tune in to watch the commer-
cials and zap the football game.” a

CBS affiliates have room to glow at NATPE

Poltrack reports network in

first place in key time periods
and demograhics; Malara pushes
‘Space’ series; Tortorici

reviews college football plans

Being in first place usually entitles a net-
work to an easy time of it with affiliates at
NATPE, and CBS was no exception last
week.

David Poitrack, vice president for re-
search, was designated by CBS-TV Presi-

dent Tony Malara to lead off the session with
all the good news. CBS is comfortably in
first in prime time, Poltrack reported, with
the network’s performance getting stronger
as the season goes on. In terms of series
strength CBS has four of the top five shows,
seven of the top 10 and 10 of the top 20. The
audience for Dallas is the most loyal of all,
he said, with 48.5% of the audience on hand
during a four-week period and 23% of the
people watching every quarter-hour every
week. In November, 60 Minutes had the
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highest cume with 60%.

Poltrack cited a new Nielsen category,
households with $40,000 or greater house-
hold income, as another in which CBS holds
leadership. Two others: the most adult and
the most female audience.

In the evening news category, neither
NBC nor ABC is getting close to the Dan
Rather half-hour, Poltrack reported. And in
daytime, too, CBS is ahead, with three of
the top five and five of the top 10 programs.
But then his string ran out, and he had to
concede that CBS was behind in morming
news, late night and Saturday morning.

Poltrack made passing reference to the
competition with other media and the ero-
sion in network shares that has occurred over
the past decade. Cable penetration is grow-
ing, he noted, and there is a continued prolif-
eration of competition, but services within
those media are relatively stagnant (HBO
within pay cable, for example), he said. He
predicted that in 1986, with cable at 85% of
homes passed and independent stations at
100%, “the proliferation will stop and the
real competition will come down to pro-
grams.” He feels conventional television
will have a decided advantage at that point.

When asked why broadcasters should
have to pay for Nielsen’s new study of com-
mercial “zapping” on VCR’s, Poitrack said
that cost isn’t yet being passed on. His own
information is that 80% of recorded material
is being played back and that about 50% is
zapped. CBS thinks even those are not a
total nonexposure, he said to some laughter,
because “they’re seeing 30 seconds in 7.5.”

What about all that out-of-home viewing
that’s never been measured? Poltrack re-
plied: “I think that’s more substantial than
VCR.”

The closest thing to a difference of opin-
ion between CBS and the affiliates occurred
in an exchange over the new CBS Morning
News, which debuted last Monday (Jan. 14)}.
“Why keep the word ‘news’ in the title of the
show,” asked an affiliate. “Because it is still
very much a news broadcast and will remain
a news broadcast,” responded Peter Herford,
vice president, affiliate services, “It would
be a misnomer to call it anything else,” he
continued. Later, Herford made a special
plea to the affiliates to watch the first show.
“Do something for me,” he asked. “See 1if
you don't pick up on the enthusiasm of that
show,” he said. “It now has shape, thrust and
intent.”

President Malara had his own project to
promote: Space, the 13-hour mini-series that
will appear on five nights in April. He said
affiliates would receive a 30-minute show
called The Making of Space—with three
two-minute pods in which they could sell
commercials—as a stand-alone broadcast. A
90-minute version of the mini-series will be
shown at a VIP screening in Washington,
Malara said. As a postscript, Scott Michels,
vice president for affiliate reiations, noted
that CBS would air the Christopher Colum-
bus mini-series during the May sweeps. Ma-
lara noted that had come specifically at af-
filiates’ request; they wanting heavier
program guns brought to bear during a rating
peniod of more importance to them than to

the network.

Malara also said that “we don’t want
viewers to find alternatives.” That’s why
CBS ordered 30 episodes each of Dallas,
Falcon Crest and Knot’s Landing, all series
that previously presented only 22 episodes a
season.

The most intense discussion involved
sports, a topic presented by Peter Tortorici,
head of program planning for CBS Sports.
“College football in 1984 was like a javelin-
catching competition—great for the specta-
tors but not for the players,” he said. Things
will be better in 1985, he said, with 22
games, 12 exclusively Big 10 or PAC 10,
plus the Army-Navy game for the next two
years. CBS will not have to designate which
game it wants until 12 days before broad-
cast, maximizing its advantage in having the
most popular contests, he said.

And while “ABC went 3:30 to 7 consis-
tently” during the 1984 college football sea-
son, “CBS did not and will not,” Tortorici

promised. The network will only take two
late starts, he said, and will broadcast its
games predominantly at 2 p.m. “We will try
to reduce the number of sports hours we take
from you,” Tortorici told the affiliates.

“One clear signal we get back is that the
audience wants fewer games on TV. We will
be very conservative in terms of TV expo-
sure,” he said.

In closing, researcher Poltrack discussed
the new Clients Audience Programing pro-
file (CAP) which assigns weights to age
groups by product usage. The current system
is “no way to buy the medium,” Poltrack
said, because it “dismisses everyone over 50
as of no consequence.”

The CAP system is cumbersome and diffi-
cult to implement, he said, but Nielsen is
developing a program that can be used in
association with an IBM personal computer.
It’s all of great interest to CBS because “we
have the largest adult audience,” Poltrack
said. a

NBC executives line up for affiliates

Network’s top programers deliver
status report at NATPE; NBC proud
of its climb up ratings’ ladder,

and thinks momentum will go on

The mood was upbeat and the news encour-
aging as NBC affiliates gathered at NATPE
to hear from the programing executives re-

sponsible for the network’s rise to second
place in the prime time ratings. The network
officials projected a positive picture of the
balance of NBC’s 1984-85 prime time sea-
son. And the network’s daytime ambitions
were also revealed.

While the executives expressed pride in
their success, they were not resting on their

o -

Sohmer, Litttefield, Tartikoff, Mapes, Bab Jones of KING-TV Seattle and Tony Cervini, NBC affiliate relations

Rallying cry. “We certainly have the momentum going," NBC Television President Pier Mapes
told affiiates during NATPE last week. Mapes, whose address to the affiliates was primarily a
review of the network’s past achievements and future goals, also sounded the call for
increased broadcaster involvement in the war against alcohol abuse.

“Last year we had a call to action and we issued the bible. it's a grey book. | know you all
have it because | know what you're doing with it. lt's the bible on alcohot policy and you, our
affiliates and our own stations, have really responded,” Mapes said.

He said hundreds of news and public affairs programs on alcohot abuse have been
produced locally and are raising awareness of the problem. “Stations are utilizing their local
police force and health and welfare agencies as resources for these public service pro-
grams. And they're very important,” he said.

“Broadcasters can and are extremely effective in the war against alcohol abuse. We at NBC
salute your efforts and we encourage you to double those efforts in 1985.” He ended by
stressing: “Remember, we are the sotution to the problem not the problern.”

On NBC's programing front, Mapes emphasized that the network feels good. “But let me
assure you of something. There's no self satisfaction at NBC. We're going to build on our early
successes. We're going to capitalize on the momentum that we currently have, and we're
going to insure your further growth. We owe it to you. It's been 10 years. And now we are in the
best competitive position that we've been in since 1976.”
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Tribune Entertainment

Dempsey & Makepeace Another Tribune exclusive! An exciting

new first-run weekly 60-minute action-adventure series available
(with a special 2-hour premiere episode) for Fall 1985 clearing!

Nadia Intemational Film Festival Silver Medal Winner! This story
of the legendary gymnast achieved record rating numbers in
1984 — including a 21/35 rtg/share in LA, an 18/35 rtg/share
in Chicago and a 10/18 rtg/share in New York!




Soul Train Now in its 14th successful season, this weekly music
and dance classic is cleared in over 90 markets nationwide!

The Smurfs and the Magic Flute At US. and Canadian box oftices
it grossed over $16 million! Now the 90-minute television premiere is
cleared in 108 markets for over 85% US. TV household coverage!

A Married Man Anthony Hopkins stars in this critically acclaimed
4-hour, 2-part miniseries drama. Now cleared in 115 markets with
over 85% U.S. TV household coverage!

At the Movies with Ebert & Siskel Anmerica’s favorite weekly
movie review program, now cleared in over 140 markets and seen
b over 90% of US. TV households!

AT THE MOVIES

WITH EBERT & SISKEL

'HE MAGIC FLUTE




Central City Productions A quality collection of black programs
keved to specific holidays and special events throughout the year.

Chicago Cubs Baseball Television Network Exciting major
league plav-by-play action of the National League Eastern Division
Champions — The Chicago Cubs!

US. Farm Report Orion Samuelson hosts America’s leading farm
magazine TV show — now cleared in over 100 markets!

NEW YORK: Clark Morehouse/Steve Rosenberg (212) 557-7800
CHICAGO: John Barrett (312) 222-4474, Jim Smith (312) 2224412
ATLANTA: Mike Newsom (404) 980-9760

10S ANGELES: Jack Donahue (213) 277-3618

Sources: lﬁ‘ll June/July 1984

Martin the Emancipator

e s CHICAGO CUBS
BASEBAI L

Know Your Heritage

TRIBUNE ENTERTAINMENT
Company
A subsidiary of Tribune Broadcasting Company

PRODUCTIONS

' U.S. FARM REPORL |

€1984




e N AT B B e e e e e e e e S,

laurels. *“We are not sitting back; we are not
complacent. It’s a funny thing about success.
When you get a little in your mouth, you
kind of want to have more and more of it, so
we are plunging ahead,” said NBC Enter-
tainment President Brandon Tartikoff.

For the first time, Tartikoff said, NBC’s 10
p.m. shows “are about the best group of 10
p.m. programs, in terms of quality, in terms
of audience they deliver and in terms of
gross rating.” He felt the addition of NBC’s
new nighttime soap, Berrenger’s, would also
enhance that block of programs.

But the real launching pad for NBC’s suc-
cess, he continued, is the strength in the
beginning of prime time. When “you look
across the board in the 8 p.m. NYT positions
all the way from TV Bloopers to Knight Rid-
er, we really do have footholds in the begin-
ning of the night.” With the exception of
Friday night, he said, “we are either first or
Just a hair behind going into the $ p.m. NYT
position.”

He also talked about some of the new
shows NBC is adding:

Berrenger’s, which premiered Jan. 5, is
getting favorable comments from viewers
and the press, Tartikoff said. The program,
which airs Saturdays at 10 p.m. NYT, re-
ceived a 20 share the first week and in recent
overnights from three markets, its ratings
were up in two of the three markets, he said.

But, said Tartikoff, “'If the ratings [for Ber-
renger’s] don’t hold up, it’ll go the way of a
lot of shows that do not hold up. The second
option is that if Berrenger’s is a show that
attracts enough audience Saturday night,
NBC might move it inside the week next
season.”

He also revealed details for a number of
proposed back-up series. A show called
Code Name: Foxfire will premiere on Jan.
27 at 8-10 p.m. NYT as a movie and then
convert to a series: It has not been placed on
the schedule, he said. “We really think this is
our trump card in our pocket to use when we
want to use it, not to rush it on the air.”

Best Times, he added, could be compared
to St. Elsewhere and Hill Street Blues. Some
time in the week of March 27, he said, NBC
will place the show for a six-week tryout.
“The time periods we’re looking at are Mon-
day at 8 p.m. NYT or Wednesday at 8 p.m.
NYTor possibly Friday at 8 p.m. NYT.” The
network is also looking at another show,
called TV Parts, Tartikoff said. It will be
placed on the schedule in late March or
April.

Tartikoff announced NBC has a commit-
ment from Steven Spielberg for 44 episodes
for fall 1985 of a half-hour action anthology,
Steven Spielberg’s Amazing Stories. He said
the network didn’t know when they would
use it. “‘We look at this as our wild card and
wherever we put it, we know we’re going to
open big. I mean we’re talking huge.” It
might be used in 2 9 p.m. or 8 p.m. time
period, he added. He promised to have four
half-hours to present at the May NBC affili-
ates meeting. In addition, NBC has a com-
mitment with Stephen Cannell to develop a
one-hour drama. Tartikoff said it’s going to
be a mystery-type show. The pilot will be
shot in March and will be previewed duning

the affiliates meeting.

Tartikoff disclosed NBC’s plans to air a
two-hour pilot starring Robert Blake as an
inner-city priest; Father of Hell Town will air
on March 6 behind Highway to Heaven, a
time period he said Blake requested. An-
other pilot, Private Sessions, stars Mike Far-
rell of M*A*S*H as a therapist in New York.
Still another show under consideration is
Half Nelson, a light-hearted show about a 5-
foot-4-inch detective.

NBC’s plans for future comedy series
were discussed by Warren Littlefield, vice
president for comedies. “I am sure you all
remember we weren’t always as successful
with our comedies as we are today.” The
structure of the network’s comedy lineup has
been in place since last fall, Littlefield com-
mented, but NBC is dedicated to “improving
it.” The network’s next challenge, he contin-
ued, is Saturday night.

Littlefield revealed that It’s Your Move is
being shifted to 9:30 p.m. Saturdays, start-
ing Jan. 26. He also mentioned Spencer,
which is off the schedule due to a conflict
between the production company and the
star. If those problems work out, he said,
“we may have Spencer back.”

NBC, he said, will revitalize some older
shows and will offer a few new programs.
“We will make 10 comedy pilots and several
spin-offs. We will continue to attract and

keep the best creative talent at NBC.™

He listed some of the highlights of the pro-
posed developments including a Bill Cosby
spin-off. He also announced that the creators
and producers of Cheers will be bringing a
new series to NBC next fall.

On the movies and mini-series front, Tar-
tikoff said the network would not run out of
product. “I think you’}l see us remain quite
competitive on Sunday and Monday night,
not only in January but certainly in February
and even getting strong as we go into March
and April.

Some of the planned mini-series include a
three-hour epic on the life of Florence Night-
ingale, a three-hour drama called Hitler’s SS
and the network’s 12-hour mini-series, Ever-
green. Among the movies mentioned were
Romance on the Orient Express starring
Cheryl Ladd and The Dirty Dozen, the Next
Mission. Tartikoff said the network plans to
air The Dirty Dozen Feb. 4 against ABC’s
Consenting Adults. Next November, he said
NBC will air a seven-hour series on Musso-
lini starring George C. Scott and a 10-hour
mini-series scheduled for the February
sweeps on Peter the Great,

What lies ahead in daytime programing
for the network was discussed by Steve
Sohmer, executive vice president, NBC En-
tertainment. “We are in a dominant number-
one position [Saturday morning] and we are

Co-production role playing. What was billed as “an improvisational drama on international
co-production” came off as one of NATPE's most entertaining—and even instructive—mo-
ments last week when executives playing a writer, a packager, two production company
executives, a syndicator, an advertiser and a lawyer acted out the process between the
creative inspiration and the final product. The pratagonists (I-r): narrator Bob Bernstein of
March Five, Richard Barovick of Hess Segall Guterman Petz Steiner & Barovick as the lawyer
(Lee Legalese), Frank Miller of Lionheart Television international as the advertiser (Albert
Advertiser), Don Taffner of D L. Tafiner/Ltd. as the syndicator {(Sam Syndicator), Ron Brown of
Embassy Telecommunications as one of the programers (Aussie Bossy), Philip Jones of
Great Britain's Central TV as the ather programer (Hedley Head), Guy Mazzeo of Blair
Entertainment as the packager (Paddy Packager) and John Baragwanath of Ireland's Radio
Telesis Eireann as the writer (Riley Riter).

The basic idea involved a mini-series (13 episodes} about an Australian diva who at one
time had a liaison with a British actor. By the time the project works its way around the world it
ends up a half-hour documentary on British television, with the original writer (and almost
everyone else) out of it. (At one point it had become a four-hour series done in animation for
CBS, provided the heroine had a pet named Garfield.}

The most lasting lessons were those offered by attorney Barovick, including admiring
remarks about the California statute that compels parties to deal fairly with one another. The
writer's claim to his property would have had a betler chance in that state, Barovick said. He
expressed marvel at what could be accomplished by “a modicum of morality in tear of
lawsuits.” At another he remarked: "This is a fascinating exercise for me. I'm the only one
who's going to make any money out of this.”

Broadcasting Jan 21 1985

ol




-
-

T e . et MR oL I, e e =a [T 5

working hard to maintain it,” Sohmer said.
The year for daytime, he continued, has
been one of “enormous progress.” In the
fourth quarter, NBC got an 138 share. “It’s a
remarkable turnaround for those of you who

¥ can remember our daytime schedule was as
full of holes as the proverbial swiss cheese.

g Today we have a stable schedule, we have
consistent growth, we have a great develop-
ment system.”

Sohmer cited some examples of NBC’s
climb to the top. “Back in November, NBC
was the only network to improve during the
November sweeps. Scrabble and Super
Password in November increased NBC'’s
time period shares by four and three points,
respectively. These are the largest improve-
ments for any program.”

He urged the affiliates not to “let our con-
cem over Santa Barbara blur the overall

r picture in daytime.” He said getting this
“show going is going to be hard work.”

A more detailed look at Santa Barbara
was presented by Brian Frons, vice president
of daytime programing. “Santa Barbara has
dramatically improved over the show that
premiered in August and it’s going to contin-
ue to improve right through the February
sweeps so that we get to the point that you’re

¥ looking at this show and not seeing a two-
hour problem but a two-hour opportunity,”
Frons said.

He listed some changes made in the pro-
gram include a new co-executive producer,
additional writers, 33% new cast and an al-

. tered story direction. “But as much as the
show has improved, as much as the show
will improve, you still need to give this show
time to grow,” he added. o

Ratings and alcohol
ads on minds of
ABC affiliates

Representatives of ABC-TV affiliated sta-
tions expressed deep concemn over the net-
work’s prime time ratings decline and the
potential impact of the campaign to ban beer
and wine advertising from television during

a Sunday morning meeting at last week's
; NATPE convention.

ABC executives “have met with the major
groups involved in the campaign,” said
James Duffy, senior vice president, ABC
Broadcast Group. “The alcohol advertising
campaign is very serious.” Duffy advised
stations to keep airing their “excellent” pub-
lic service announcements on the dangers of
drunk driving and alcohol abuse as a means
of blunting the challenge.

ABC President John Severino reviewed
the factors contributing to ABC’s slippage
this season, acknowledging the failure of
several new programs and lower-than-ex-
pected ratings for some key sports events.
The erosion has had a “dramatic” impact on
his station’s late night news ratings, com-
plained one station manager, who also urged
ABC to work harder at controlling sports
overruns and irregular game starting times.
_ “We’re working on both,” replied Sever-
ino, noting that ABC Entertainment has 30
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pilots in prime time development for next
fall, evenly split between comedy and dra-
ma. It was disclosed that six episodes have
been ordered of the previously announced
Walt Disney Productions midseason series,
Wild Side, along with nine additional epi-
sodes of Paramount's Call to Glory, being
tried out in a new time period. The latter will
be heavily promoted during the Super Bow]
telecast, said Duffy, although not as exten-
sively as it was during last summer’s Olym-
pics.

On the positive side, Severino replied that
ABC billed a record $3 billion in advertising
during calendar 1984 and is charging a re-
cord $1 million for 60-second spots during
the Super Bowl broadcast (BROADCASTING,
Jan. 14).

Moderator Stan Marinoff, WISN-TV Milwaukee; Dick Kozak, ABC affiliate relations; Dufty, and Severino

Severino expressed concern about some
aspects of ABC’s daytime schedule, particu-
larly the 11 a.m. to noon NYT game show
block. Either or both shows in the period,
Family Feud and Trivia Trap, will be
changed in the near future, he said. “Quite
frankly,” he said, “we have a problem
[there].” ABC has three game show pilots
ready for replacement duty, Severino added.
Despite those fortunes, he continued, ABC
is still performing well among the 18-to-34-
year-old female demographic in daytime.

ABC affiliates are clearing the late, late
night series, Eye on Hollywood, at a rate of
about 50%, Duffy said, but nothing is in
development for the period, primarily due to
an apparent lack of interest on the part of the
stations. a

NATPE looks at independents

It was a reprise of the INTV convention at
NATPE as independents got together to re-
view the state of their specialty during the
past year and the prospects for 1985, Inde-
pendents may be known as a quarrelsome
lot, but here they were unanimous: The com-
petition is getting tougher and programing
choices fewer.

How tough? Chuck Alvey, program direc-
tor at KPHO-TV Phoenix, put it in perspec-
tive. His market, he said, receives nine over-
the-air television signals, has 39% cable
penetration and, if that were not eénough,
was recently joined by an LPTV station. Net
result? A lot of research and a shifting of
revenue goals among those slicing up the
advertising pie. Barter advertising? It’s
slowing down, Alvey believes, but it will
never go away.

While established independents may be
able to survive all that competition, ob-
served Art Hook, a Chattanooga-based con-
sultant, the smaller, newer independents

coming on the air have a difficult time even
getting a national sales representative. He
added it was partly a public relations prob-
lem because many smaller independents
lacked sufficient “awareness” in both the ad-
vertisers and public’s mind.

Another advertising problem for indepen-
dents, warned Neil Kennedy, executive vice
president, MMT Sales, is the six-minute
commercial pods in the ad hoc movie net-
works. Advertising agencies dislike the
pods, Kennedy said, because they believe
viewers will not sit through six minutes of
commercials.

Paul Krimsier, program director at KGMC-
TV Oklahoma City, said the independents are
being undercut by cable and imported distant
signals. He also wondered whether some of
the movies local stations are now buying
haven’t been overexposed on pay cable. The
solution: more programing sources and more
money channeled into independent program
development. a
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NATPE takes a
look at cable

Basic and pay programers
review service formats,
possibilities for syndication

Representatives of six cable television pro-
gram services described their programing
strategies during a Sunday morning panel
session at the NATPE conference. Those ap-
proaches have evolved, the group agreed, as
the need to attract and retain well-defined
audiences has become more pronounced.

Programing on the New York-based Life-
time network used to be “polite, predictable
and guaranteed not to offend anyone,” said
Mary Alice Dwyer-Dobbin, vice president,
programing. That all changed, she said,
when sex counselor Dr. Ruth Westheimer
doubled ratings during the time slot allocat-
ed for her Good Sex talk series. Although
network executives took a hard look at
Westheimer’s provocative show, their final
decision was to make Good Sex the corner-
stone of a revamped prime time program
lineup centered on controversial personal-
ities and audience participation. Dwyer-
Dobbin noted that only four critical letters
were received among about 1,000 sent to
Lifetime by viewers during Westheimer’s
first three months on the schedule. “The crit-
ics love her and the azudience adores her,”
she summed up.

Lifetime’s new prime time schedule,
which premiered last Monday (Jan. 14), in-
cludes the following daily series: Smart
Money,hostedby FranTarkenton; Hot Proper-
ties, co-hosted by Fred Newman and Tovah
Feldshuh; Regis Philbin’s Life Styles, and
America Talks Back Starring Stanley Sie-
gel. Good Sex goes to a one-hour format from
its original half-hour.

Robert Johnson, president of Black Enter-
tainment Television, described his basic ca-
ble channel as “simply an attempt to address
television to the interests of black Ameri-
cans.” He estimated the 26 million black
Americans represent a $150-billion-a-year
market for advertisers. “We believe that
quality entertainment is color-blind,” he
added, indicating BET’s interest in reaching
nonblack viewers as well. BET’s program-
ing includes gospel music, black college
football and utilization of black Hollywood
talent.

:’, "

Paul Corbin, director of programing for

the Nashville Network, said his program ser-
vice operates on the theme of country music
as a “life style,” offering material in every
basi¢c format, from game shows to situation
comedies. Corbin estimates it will be “a year
or so” before TNN reaches profitability, al-
though growth is running ahead of the chan-
nel’s initial business projections. The chan-
nel is being offered in Canada as a pay
service.

Ed Turner, executive vice president of Ca-
ble News Network, emphasized the special-
ized, long-form programing of the 24-hour
cable service being offered weekends, not-
ing that Saturday and Sunday mornings gen-
erate the highest audience for CNN. “We can
take a little bit more time” with material not
seen in its entirety during the week, he said.

The Playboy Channel’s senior vice presi-
dent, Gerald Adler, disclosed that the pay
cable service plans a second feed of its 10-
hour daily program slate in the near future,
allowing greater scheduling flexibility. He
said the two-year-old channel also plans to
re-evaluate and upgrade its current motion
picture lineup, which currently accounts for
about 60% of The Playboy Channel’s con-
tent. The program mix is being modified to
appeal to a broader audience, including a
larger percentage of women. Research
shows Playboy’s 800,000 viewership is cur-
rently about 65% male.

David Kenin, programing vice president
for the USA Cable Network, described tech-
niques used by the basic cable service to
shift gradually from a primarily sport-orient-
ed channel to an “entertainment and sports”
network during the past three years. He said
this has been accomplished principally by
adding children’s series and prime time, en-
tertainment series, along with emphasis on
“more consistency” in program scheduling.
Boxing and wrestling, for example, are now
being offered at the same time.

Asked if they had plans to syndicate their
original programing to broadcast stations,
only Corbin and Tumer responded in the af-
firmative. Turner said CNN’s programing is
available to stations on a market-by-market
basis, usually in the form of CNN Headline
News excerpts. The Nashville Network,
said Corbin, “probably will” syndicate ma-
terial in the future, most likely repackaged
fare under new titles. The average half-hour
cost of TNN’s productions is about $8,500,
he noted, which precludes much interest in
co-ventures. USA Network’s Kenin said his
company is actively seeking co-venture pro-
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graming partners, but was not specific about
program types being sought. satellite feed, “when the technology is per-
Of the services represented on the panel, fected.” (]

Home video hits foreign field

NATPE panelists say in-home
programing is next big wave
on international front

only Playboy said it plans to scramble its

Michael Jay Solomon, chairman, Telepic-
tures Corp., posed a number of questions to
a group of panelists including some of the
biggest names in international distribution.
While they all differed on the do’s and
don’t’s of selling in the international market-
place, they were unanimous that home video
is the next world to conquer. Question asked
of Bob Bramson, president MCA TV Inter-
national: When MCA TV produces a series
for American television, what happens in the

The international television marketplace is
changing just like its domestic counterpart,
and some of its brightest prospects lie in the
home video market. That was one of many
points raised in a NATPE panel session that
focused on the future of international televi-
sion.
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international marketplace?

“We sell it the moment the studio receives
a firm network order—usually the first week
in May,” Bramson replied. During January,
Bramson added, the international division is
“entertaining buyers from all over the
world” trying to get the show cleared just as
the domestic division does in the U.S. mar-
ket with syndicated product. The same holds
true for made-for-TV movies and mini-se-
ries, said Bramson.

What will be the impact for made-for-TV
movies and inini-series five years from now
when cable reaches deeper levels of penetra-
tion in Europe?

According to Willard Block, president of
Viacom Worldwide, there is “additional life
in the [foreign] home video market” for a lot
of U.S. programing after a “conventional”
distribution window. Rupert Murdoch’s Sky
Channel base is building, noted Block, “and
the real challenge is: How are we going to
develop new programing?” The internation-
al growth in VCR’s and home video, Block
said, is a clear *“indication the public wants
more series.”

If VCR growth is burgeoning, Solomon
asked, what is its impact on TV stations
around the world and the revenue stream for
distributors?

For distributors, said Brian McGrath, ex-
ecutive vice president, Columbia Pictures
Television International, home video repre-
sents another potential revenue source. “Un-
til 1978,” he said, “all we had to deal with
was theatrical distribution and television se-
ries.” And international home video to date
has principally relied on theatricals for its
product base, McGrath added. “But as that
gets picked over,” he said, “you’ll see home
video turn to television for its supply [of new
programing].” That is feasible because the
networks are moving away from buying stu-
dio theatricals and are upgrading the quality
of made-for-TV movies and mini-series they
order.

U.S. television series have an afterlife in
international home video markets, reported
Ken Page, president, Lorimar Television
Distribution, and “the fact that people want-
ed it amazed even us.” Page was referring to
episodes of Lorimar’s Dallas, which he said
he never expected to catch on because of the
“sequential” nature of the series. Page said
that in some markets, the international home
video rights are fetching more than the
broadcast rights.

Solomon also wanted to know how the
phenomenon of private stations in Italy has
affected international distribution.

Bramson said the effect has been that
RAI, the Italian state-owned network, has
begun to counterprogram the independent
commercial stations, which by some esti-
mates account for up to 54% of the viewing
audience. “Our bread and butter is still free
television,” he said, adding: “Fifty percent
of our worldwide gross comes from Europe
and the Scandanavian markets.” But unless
some of those countries begin to move for-
ward with commercial broadcasting sys-
tems, Bramson wamed, they will be “dig-
ging their own grave” and be pre-empted by
home video. “I think they’re sitting back and
waiting for the axe to fall.” a



Programing with
computer aid

NATPE panel tells of ways to improve
creativity and save time through
use of modern machines

“Computer systems have traditionally fol-
lowed the money, and the money is now in
programing.”

So said Jan Cheney, president of San Fran-
cisco-based VariCom, a microcomputer sys-
tem provider for the television industry, dur-
ing a Saturday moming NATPE convention
session entitled, “If You Can’t Beat 'Em-
.. .Computers For Programing.” According
to Cheney, within the next five years there
will be microcomputers on the desks of most
managers in the industry, providing substan-
tial savings in time and money, as well as
valuable information and creative planning
opportunities.

“These are management tools, not clerical
tools,” Cheney emphasized, noting that pro-
gramers enjoy the advantage of entering the
computer age with powerful and inexpen-
sive computer-based systems at their dispos-
al. She promoted the use of microcomputer
packages, such as those sold by her com-
pany, that are expandable to mainframe ap-
plications,

The advantages of mainframe systems,
according to David Smith, special projects
manager at Jefferson-Pilot Data Systems, in-
clude large storage capacity, fast operation
and stable support by vendors. Smith’s Char-
lotte, N.C.-based firm markets mainframe
linked programing management systems.
Disadvantages of such systems, he conced-
ed, are high price-tags and long-term com-
mitments to providers. The systems also re-
quire intricate interface with microcomputer
systems.

“Most people are afraid of computers,”
Smith Jlamented. “They shouldn't be.
They're not going to bite you. They are easy
to use.”

Smith’s observation was seconded by An-
drew Flugelman, editorial director of PC
World magazine, who characterized com-
puters as “merely tools to help you do your
Jobs better. None of this technology needs to
be mysterious, even though it is very power-
ful.” Flugelman urged new computer users
to allow several weeks to simply play with
the devices as a means of demystifying them
and becoming conversant with the operating
systems,

Panel moderator Dave Wilson, program
director for KRON-TV San Francisco, de-
scribed his experience “homebrewing” a
program management software package
from scratch, but advised stations against
emulating his example. While the system he
developed has proved extremely useful to
the station, Wilson said he developed it on
his own only because vendors were not pro-
viding what he needed when KRON-TV ac-
quired a program department IBM PC three
years ago. Wilson does, however, advocate
the ongoing development of custom data-
bases at each station as a convenient tool for
program scheduling and electronic message-

Double Vision.

CBSI's Radio Business Computer Systems are the solutions
to modern radio station challenges. The System now looks
twice as good as ever. That's because The System’s proven
software can now be readily adapted for any size station’s use
through our new System PC without modification,
redocumentation or rewriting!

The System, with its full library of seasoned software, is
already in use by more than 300 stations in 46 states. And
now that same software is available with The System PC.
14-month advance traffic scheduling, sales projections and
availability reports. Streamlined Co-op control and billing.
Internal accounting functions and more!

So think twice before you buy a radio business computer
system from anybody else, because for operational solutions
that work, The System and The System PC are the best
one-two punch in the business.

Call or write today for a sample package on how
The System or The System PC can streamline your
radio station operations.

You Can't Beat The System

or The Svatam

a2 am '=-‘-==1Il??_c____- .
Call CBSI 800-547-3930 * Canada, Alaska and Hawaii—Call Collect
503-271-3684 ¢ In Oregon 800-648-8814 ® PO. Box 67, Reedsport, OR 97467
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sending.

Jefferson-Pilot offers program inventory,
amortization and planning programs on a
two-to-three-year lease to stations, with oth-
er program-oriented software in develop-
ment. VariCom provides software for man-
agement of film libraries, syndicated shows,
logging, amortization, scheduling and on-
going management support, with others in
development. Both Cheney and Smith
stressed the advantages of ““full-documenta-
tion,” consulting and software upgrades.

Asked to predict upcoming major devel-
opments in the industry, Flugelman said the
merging of voice and data communications
systems was the new “high frontier,” coup-
led with significant advances in applications
of graphics, laser-based printers, networks
and automation systems, “We’re in a period
of change right now,” he said, advising pro-
spective buyers to wait “a month or two”
before making a major commitment. a

TV critics
take the stand

Newspaper writers report that
contrary to popular belief, they
like their jobs; panel fields
questions on variety of topics

The love-hate relationship between TV crit-
ics and the broadcasters they write about oc-
cupied NATPE at a panel session so remark-
able for its comity that few would have
suspected there was ever discord between
them. The critical mass: P.J. Bednarksi of
the Chicago Sun-Times, Bill Carter of the
Baltimore Sun, Tom Jicha of the Miami
News, Susan Paynterof the Seattle Post-Intel-
ligencer, Howard Rosenberg of the Los Ange-
les Times and Bob Foster of the San Mateo
(Calif.) Times. The moderator was Neil
Hickey of TV Guide.

The first question put to the critics was
whether they liked their jobs—the theory
prevailing that critics” hostility toward TV
comes from assignment to an unwanted spe-
cialty. Carter said not only that he liked his
Jjob but also that television offers more chal-
lenge to a critic than any other medium. “If
we seem more critical, it’s because we think

wilson, Smith, Cheney and Flugelman

television aims too low-—and that’s bad if
you value it highly,” he said. Rosenberg said
that television is so eclectic that keeping up
makes writers the decathlon athlete among
critics. Bednarksi admitted that some popu-
lar shows tend to be those critics don’t per-
sonally prefer, and remarked that “some say
there’s not enough mediocrity to go around,
but [ think there is.”

Foster, who has been covering the TV beat
for 37 years, said he liked television but not
“what a lot of high-priced people are doing
to it.” Paynter observed that while TV is
free, the viewer’s time is not, and it’s her job
10 help people select the best.

Commented moderator Hickey: “I've
heard it said that critics are like people who
come down from the hills after the bartle and
shoot the wounded.” The remark drew a
laugh but no overt seconds.

Among the random topics covered:

Do critics accept gifts? No, agreed all the
panelists, except minor trinkets not worth
sending back. Jicha said all gifts were sent to
the United Way. Pednarksi, who said a rough
rule was not to keep anything that couldn’t
be caten in a day, wondered why public rela-
tions firms “send out all the junk they do.”
Paynter said there had been a big change in
attitude since the early days of the medium,
when more generous gifts were sent and ac-
cepted. “They concluded that we weren’t
just going to be friends,” she said.

Is there a problem when the critic works
for a paper that is crossowned with one of the
market’s TV stations? “The greater danger is
in not leaning over backward the other way,”
said Rosenberg. Added Carter: “The station
we own is unbelievably bad so that’s no

problem. Everybody knows it.” Bednarksi
related an early Catch-22-type experience
when he was with a Cox newspaper in Day-
ton, Ohio, where he was accused of down-
playing the Cox station there “as part of a
conspiracy to make the station look autono-
mous.”

What about networks using news shows to
promote their own entertainment vehicles?
“I’'m against it. It’s an unholy practice,” said
Rosenberg. Jicha said a worse practice is
using canned interviews, in which the local
station puts predetermined questions to a
supplied promotion tape. It attacks the sta-
tion’s credibility, Jicha said.

Bednarksi attributed such 1ils to *“a period
of the glorification of marketing,” recalling
a three-part series on one station telling how
to be a contestant on Wheel of Fortune,
which was run on a news program immedi-
ately preceding that syndicated show.

What about the “superficiality” of TV
criticism in concentrating on popular shows
instead of issues conceming the medium?
Bednarksi said that “if I wrote about issues
all week I would have no readers. But it’s
absurd to say we never do. There’s a great
consumer function in telling people what’s
on TV.” Carter said that there’s an academic
way of looking at TV that’s different from
the way newspapers do. “Inevitably,” said
Rosenberg, “when people write about TV
critics it’s in broad generalizations.” Jicha:
“I’d rather criticize my newspaper than TV
but that’s not my job.”

How should stations deal with the critics?
“Honestly,” advised Foster. “It’s a constant
symbiotic relationship,” said Rosenberg. “1
would emphasize candor” in the relation-
ship, said Carter. A bad way to deal with the
press “is to be uptight,” he said. “I just wish
there wasn’t so much b.s.,” said Bednarksi.
“They just snow you continually.” Jicha add-
ed that “the worst thing you can do is lie. It
can ruin a relationship for years.”

One disagreement among the critics
emerged on the question of writing about
ratings. Rosenberg discouraged it, and
Paynter concurred. Jicha, however, said that
“not writing about ratings is like writing
about football without giving the score.”

Returning the question of the TV beat’s
popularity among newspaper people, Carter
said: “I love my job. It gives me tremendous
freedom.” Jicha said that his colleagues
were envious. And Paynter appeared to
speak for all the panelists in concluding: “It’s
the best job on the paper.” 0O
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Hickey, Bednarksi, Carter, Jicha, Paynter, Rosenberg and Foster



A move to
electronic
ratings research

NATPE panel on program numbers
hears explanation for discrepancies
between services; review of Denver
Arbitron/Burke people meter test

“All of the research problems go away when
the numbers are up,” joked Jay Isabella, vice
president and director of programing for Te-
leRep, during a Monday morning NATPE
panel session on ratings research. In the
meantime, a wide range of prablems can
afflict a station’s or program’s measured per-
formance.

Most discrepancies between Nielsen and
Arbitron ratings can be attributed to differ-
ences in methodologies, including sample
frame, sample stratification, weighting,
editing and turnover or replacement proce-
dures, according to Peter Megroz, vice
president of Arbitron. The company’s own
analysis of 14 markets, however, showed the
two services within two percentage points of
each other 96% of the time, with agreement
levels somewhat higher for diaries than for
metered samples. Megroz said the biggest
differences appear (o be in measurement of
news programs.

“We think the technology is there for
movement toward electronic [measuring}
systems,” Megroz said, explaining how Ar-
bitron is in the process of installing its first
“people meter” units in Denver. The Arbi-
tron/Burke meters are being installed in 200
homes, with initial data to be available in
June. The system uses an electronic device
activated by a viewer’s pressing of num-
bered buttons on a portable handset at the
prompting of a monitor attached to the tele-
vision set. The device records viewing and
demographic information. Megroz said the
“people meter” will be modified and added
in other markets as results of the Denver
introduction are studied.

Paul Baard, vice president and national
sales manager for the A.C. Nielsen Co., said
Nielsen’s own “people meters” are already
gathering data on audience composition in
133 homes, with 300 homes expected to be
on-line by this summer.

“The purpose is to see how much data can
‘be gathered from the meters themselves,”
Baard said. He noted that Nielsen’s meters
measure all video usage, allowing the com-
pany to determine such trends as “zapping”
and VCR usage. Baard estimated VCR pen-
etration is now in the “mid to late teens,”
with movies and soap operas still the most
popular choices for recording (All My Chal-
dren is the single most recorded television
series).

There arg significant differences between
meter and diary samples, according to
Baard, but they are not predictable enough
to factor into measurement analysis. Situa-
tion comedies, for example, gamer 31%
higher ratings in metered homes than in dia-
ries, but the disparity ranges widely for indi-
vidual programs and markets. The percent-
age of homes using television also increases
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“THREE'S COMPANY”’
NUMBER 1 IN AMERICA.

And in market after market after market.

It’s the nation’s top-ranked syndicated half-hour
situation comedy.

Not only that, it’s the share leader in its time
periods in cities from coast to coast:

Corpus Christi » Nashville « Miami « Elmira « Columbus, OH «
Syracuse » Medford * Fresno * San Antonio * Wilmington

« Baton Rouge « Kansas City « Utica * Grand Rapids < Reno
Albuquerque » Panama City « Waco * Las Vegas  Buffalo « Tampa

* Lubbock * Hartford-New Haven ¢ Pittsburgh * Toledo « Little Rock »
Ada-Ardmore « St. Joseph « Knoxville * Houston « Washington, DC

* Denver » New York * Sioux City * El Paso « Omaha « Tulsa *
Baltimore « Lexington « Phoenix ¢ Billings * Fargo * Yakima

* Macon « Ft. Smith « Salt Lake City « Dothan » Orlando

* Traverse City-Cadillac « Albany, GA « Presque Isle *

Wilkes-Barre » Odessa-Midland « Boise ¢ Los Angeles « Oklahoma
City « Chattanooga * Harrisburg-York-Lancaster-Lebanon e
McAllen-Brownsville » Witchita-Hutchinson ¢ Binghamton

* Green Bay * Lincoln-Hastings-Kearney « Dayton » Albany-
Schenectady « Florence, SC + Dallas * Greenville-

Spartanburg * Cedar Rapids « Duluth »
Green Bay * Chico-Redding * Birmingham
* Evansville * Johnstown-Altoona ¢
Fort Wayne *
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{212) 245-4680 (312) 593-3006
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significantly under metering.

“The rating services should try to iron out
their problems now before going to people
meters,” urged Donald Searle, vice presi-
dent and general manager of KCOP(TV) Los
Angeles. He pointed out a wide range of
differences that he said “frequently” appear
in overnight measurements by the two ser-
vices. Searle said the reasons for the discre-
pancies vary, ranging from sampling and
weighting techniques to technical problems
and installation designs.

Two panelists suggested that stations
could benefit greatly from more careful anal-
ysis of ratings data, applying findings to pro-
graming strategies. Marty Mills, senior vice
president of matketing for LBS Communi-
cations, singled out differences between de-
mographic profiles for individual programs
airing during various times of the day, year
or week. Substantially higher levels of
young viewers on Friday and Saturday
nights, as well as during summer months,
should dictate scheduling of youth-oriented
material during those periods, he indicated.
A downward trend in series program ratings
for the networks, Mills added, suggests
more frequent pre-emptions for “big event”
or “special event” programs, which still gar-
ner high ratings.

Gary Hart, director of research for Lori-
mar Productions, emphasized the resources
of research departments at each of the major
program syndicators, which can be used to
obtain ratings data for specific programs in

various situations.

Hart singled out several key questions sta-
tion executives should ask themselves when
making program decisions, including: Is the
program genre appropriate for vulnerable
time periods? How has the series performed
in first-run and repeat situations? What is the
programing environment that the show is be-

ing considered for? Does the program match
the audience composition for the considered
time period? Has the program been tested?
How has the program performed in compa-
rable markets? Does the series fit into exist-
ing station promotion and marketing strate-
gies? Does purchase of the program make

sens¢ from a cost-benefit standpoint?

Fletcher, Buzogany, Furr, Pace, and moderator Farrel Meisel, Seltel.

Promotion managers

Tips on how t0 enhance the promotion of a
station and its programing were offered dur-
ing a NATPE session last week.

Ann Pace, promotion manager of
wIXT(TV) Jacksonville, Fla., described how
her station promoted Hewaii Five-O, the
show leading into the station’s evening
news. “We had to convince our viewers to
come back and watch some episodes for a
third time,” Pace said.

of it, too.

212-58-2012
Or Alexandra Kubiaczyk, associate.
272-245-4198

insurance companies in the United States.

Let us entertain
Our critics...
And your audience

Lots of business people duck criticism or inquiry about the way they do business.
They’re not hiding anything, usually. Just fearful that meeting their critics in a public
setting will give a wider audience to criticism.

We don’t feel that way. We’'ll entertain honest criticism and inquiry in any setting. We
think it’s healthy. We also think it’s the only way that we can get an airing and some
understanding for the strange and interesting things we do and why we do them.

Debate, conflict, drama are the stuff of story-telling and entertainment. It is the very
best vehicle for getting across information. News people know this, We do too.

So if our critics show up at your station kicking about us, give us a call. Let us entertain
them on your news or public affairs show. And maybe your audience will get a kick out
AMERICA’S LIFE AND HEALTH INSURANCE COMPANIES

Call Arthur ). Majer, manager, broadcast relations, American Council of Life Insurance
and Health Insurance Association of America.

American Council of Life Insurance and Health Insurance Association of America.®

* Representing 570 life insurance companies, with 95 percent of the life insurance force in the United
States, and 330 health insurance companies, with

percent of the health insurance written by
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want partnerships

Pace, who aired clips of the spots promot-
ing the show, said theme weeks were devel-
oped such as “Time Bomb Week,” involving
episodes with explosions.

Pace felt it was imperative for manage-
ment and promotion to work as a “partner-
ship” when it comes to programing. “One
frustration we experience,” she said, “is that
we don’t get in on your programing process
until the very end.” She suggested: “Put us
in a more active role as well as a reactive
role.”

The difficulty of promoting more sensi-
tive programs was addressed by Tom Furr
from the Showtime/The Movie Channel.
The Brothers, a Showtime series featuring
several gay characters, was a case in point,
Furr said.

The pay service, he continued, started the
promotional campaign by developing the re-
lationship among the three main characters,
who are brothers. Furr said research showed
the audience was not “turned off”” by the gay
elements in the show, so it was promoted
straightforwardly.

Showtime also incorporated critics™ re-
views of the show in promotional spots. The
night the series aired, Furr said, the numbers
were “enormous.” And “while it posed ini-
tial problems, it really has gone over well.”

Another key aspect of promotion dis-
cussed by the panel involved the station’s
image, Frank Fletcher, wuaB-Tv Cleveland,
discussed how his station was planning to air
several new programs and discovered that it
had not done a “full-blown” image campaign
since 1980. Fletcher said: “We felt it was
time to strengthen our image. We felt we
needed something a little more exciting.”

The station, using the slogan “The gang’s
all here,” made its audience the stars of the
spots. “This campaign reflected what we are
trying to tell our audience.” Fletcher said it
“worked well from start to finish because
everyone got involved.”

If, said Buz Buzogany, WLOS-TV Ashe-
ville, N.C., “you promote it right and pro-
gram it right, you’ve got a winner.” Promo-
tion directors, he said, must be viewed as an
integral part of the station. o



Not dead yet

That’s what officials of DBS and
low-power TV tell NATPE

Representatives of two of television’s new
media devoted most of their appearances at
NATPE to insisting they are alive and lively.
*“I submit to you that we are real and we are
now,” said Lee Shoblom of the Community
Broadcasters of America, speaking for low-
power TV. “The reports of our death have
been greatly exaggerated,” said John Egan
of the DBS Association.

The panel on which they appeared, “Star
Tech: an Update on the New Technol-
ogies”’—dealt with those two media plus ste-
reo TV, VCR’s and film. The polyglot com-
position produced a polyglot discussion.

Low power has had three strikes against it
and yet has survived, said Shoblom. The
first is its name. “If your technology had
‘low’ stuck in front of it, I would sympathize
with you,” he said, adding that only “di-
vorce, death, unemployment and taxes” are
words that look good with low in front of
them.

Until recently, the interpretation of cable
copyright rules to make low-power stations
distant signals, thus triggering payments
from cable systems that carried them, dis-
couraged cable pickup, he said. ““We wanted
to be a may-carry, not a cannot-carry.” That
restriction has now been lifted.

The third strike was of low power’s own
doing: jamming the FCC’s processing lines
with over 20,000 applications. But despite
the holdup, 133 low-power stations are now
on the air, Shoblom said, with another 333
construction permits granted. There will be
still another 500, he predicted, putting the
on-air total at 1,000.

“Those three strikes that didn’t take us out
have had an interesting side effect,” Sho-
blom said. “They’ve narrowed the market.
Those that are left are serious.”

William Koch of Eastman Kodak ad-
dressed “The Imaging Business” and the
“workability and profitability of broad-
based production centers” that could pro-
duce commercials and industrial films as
well as standard TV fare. He cited film’s low
capital commitment and pointed out that
high-definition television, which he called
still some years away, has as a goal matching
the quality of existing 35mm film.

DBS’s Egan said that the most visible de-
parture from that medium, that of Comsat’s
Satellite Television Corp., merely represents
“a reassessment of the speed with which
they will move ahead.” The DBS shakeout
has been not a demise but “a moving into a
more realistic time frame,” he said. Three of
the original players—United Satellite
Broadcasting, Direct Broadcast Satellite
Corp. and Dominion Video—are still in the
fray, he said, while Hughes Aircraft, Nation-
al Christian Network and United Satellite
Systems are new entries to it. Both RCA and
CBS have indicated an interest in rejoining
the DBS Association, Egan said.

Frank E. Liebert of wrTw(Tv) Chicago
talked about a more here-and-now new me-
dium, stereo TV. That noncommercial sta-

tion produced its first stereo series in 1973
and is now one of 10 stations broadcasting
their entire schedules in stereo. In five years,
he said, 80% of the television sets manufac-
tured will be able to deal with multichannel
sound.

The impact of videocassette recorders on
conventional TV was assessed—and largely
dicounted—by Peter Kuyper of the MGM/
UA Home Entertainment Group. “The effect
over the next 10 years will be about zero,” he
said.

That’s not because the VCR medium
won’t grow. Its penetration is now 16% of
U.S. households and will reach 23% by the
end of this year and 60% by 1990, Kuyper
said. But set usage i§ but six-tenths of an
hour per week and by the end of 1985 will
equate to only one rating point. Even if ev-
eryone in the country had a VCR, the impact
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would be only four rating points, he said.

What about zapping (the deletion of com-
mercials during playback of VCR-recorded
programs)? About one-third of such pro-
grams are zapped, he said, but stressed that
all zapped commercials are being seen once,
even as they are erased (albeit at a fast-for-
ward speed). Devices that zap automatically
do not yet work, he said.

VCR’s will have a significant impact on
TV scheduling, in that they level the view-
ing, Kuyper said.

“Let’s not forget about cable,” Kuyper
said, calling it the single most efficient way
of moving TV into the home. In the next 10
years the 60% of U.S. homes now passed by
cable will be subscribers, he said. “That’s
equal to another 12 to 13 share points of
network erosion—much more significant
than VCR,” he concluded. o
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Kuyper, moderator and SMPTE president Harold Eady, Shablom, Koch, Egan and Liebert.

For the question see
page18.

And whenever you have
questions about the |
American trucking
industry, call
(703) 838-1966.

Answer: ¥

THEY BOTH EXERT ABOUT
65 POUNDS PER SQUARE INCH.

The American Trucking Associations Foundation, Inc.. 2200 Mill Road. Alexandria, Virginia 22314

:

Trucks. The driving
force behind
American business.
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RAB’s Bill Stakelin: Keeping radio on target

As the Radio Advertising Bureau prepares for its annual
Managing Sales Conference Jan. 26-29 at the Dallas Amfac
hotel, RAB President William Stakelin looks back at his year
and a half in office and addresses the state of the association
and of the industry. He has reason to take pleasure in both.
Radio has just come off a strong year—15.5% growth in ad
revenues in 198,—and the RAB has gone through 12 months of
reorganizing its staff and redefining its priorities. The
association has put many new irons into the fire, and the
mdustry has responded to its various new programs with
accolades and increased membership.

While there still remains much to be done to increase radio’s
share of the advertising pie, Stakelin and the RAB are anxious

for the challenge.
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What is radio’s biggest problem as an advertising medium?

If we are to believe our research and what advertisers are telling us, it
is the perception that radio is a good secondary, local medium, but
because it lacks a visual dimension it can’t sell certain products and
do certain things for certain advertising categories.

In the last year or so the industry has recognized that and has taken
a positive stand on it. Coupled with some things that we have done
and the reps have done, it has set out to overcome the lack of visual
in the mind of the advertiser. The fact is, radio s a very visual
medium, and without replaying all of the theater-of-the-mind and
other things that we’ve talked about and heard about for years, we
find that the advertiser is really interested in such questions as: Will it
move product? Will it attract customers? Will it increase traffic? Will
it ring the cash register?

Radio certainly wilt do all those things. So I think the radio
industry, especially on a national level, has come a long way in
overcoming that number-one problem.

The other problem, which has been with us for a long time and
continues to exist, but seems to be getting better, is the perception
that there are so many radio stations and it’s so difficult to plan and
buy. That it takes a long time, a lot of work, and that agencies have to
have a lot of people spend a lot of money to do it properly, and that
there are easier ways to go.

That still exists, but we see it beginning to wear away. One of the
reasons that it’s wearing away is that as we get ready to go into 1985,
in all types of businesses and in all sections of advertising, the
buzzword is target marketing. Whether you’re talking about print,
whether you’re talking about retail, whether you’re talking about a
national advertiser in Detroit—targeting is the marketing key word.
And radio was the first targeted medium; it does an excellent job of
targeting.

And if we're to believe all that we’re reading and all that we're
hearing back from clients of all kinds, radio is getting a fresh new
look from many advertisers that haven’t used it for a long time,
because of that targeting ability. There is a reason that direct mail and
direct response is enjoying such a surge in popularity and such a
growth, and it is because major advertisers all across the country,
instead of using the mass approach for their advertising—i.e., net-
work television, perhaps—as the answer to all their marketing prob-
lems, are beginning to target in on who their consumer is. When you
take that attitude from the advertiser, and you bring it over and apply
it to what radio offers, I think that’s one of the main reasons radio is
getting a lot of new emphasis.

So the two, I think, are one. Radio is still perceived as not having a
visual dimension, and that there are so many of us that it’s hard to
buy and hard to plan. But with the targeted mentality of the adver-
tiser, coupled with the onslaught of increased network activity, and
increased radio rep activity from such as the nonwired networks and
the regular national spot buys—when you put all of that together, it’s
making a very healthy outcome for radio as we go into ’85.

What is radio’s greatest asset?
It’s what we talked about—that it is such a targeted medium,

What about price?

Price speaks for itself. I think radio has been an economical way for
advertisers to advertise locally, regionally and nationally for a long
time. And if we’re to believe the figures, the statistics of projected
price increases or cost versus other media, then radio will continue to
be a price-conscious medium.

Radio is certainly being aided by the fact that people are beginning
to take a look at the tremendous costs, let’s say, in television produc-
tion—whether it’s network or local television. How much do they
spend, how much can they afford to spend, what do they get for it in
return? And whether it’s radio or another medium, there’s a mind set
out there of the advertiser wanting efficient advertising. Radio cer-
tainly offers them that.

How much advertising revenue do you estimate that radio command-
ed In 19847

We’re coming off the best year that radio has ever had. We came out
of 1984 a $5.7-billion industry. Back in the beginning of that year
when we tried to look into a crystal ball—which we never like to do,
and I don’t think anybody does—we said there probably would be a
15% increase in 1984. As it turns out, it looks as if radio probably
ended up the year up closer to 15.5%.

I’m not as optimistic about '85 as I was about "84, but I think radio
will sustain its growth because of the renewed interest, with clients
coming back to it and new clients giving it a try. I would say by the
end of "85 we’ll probably experience about 13% further growth. By
the end of 1985 I look for us to be about a $6.5-billion industry,

Why are you a little more bearish about 19857

Well, I’m not as bearish about ’85 as I was about "84. I may be a little
conservative at 13%. When we look at 15.5% growth in 1984, we're
looking at some real growth because of low inflation. Inflation is at
4% to 5%, so you’re talking about a real growth factor of at least
10%. That’s serious growth.

I hope and anticipate that the inflation level will stay about where
it is throughout 1985, and so if you're talking 13, you’re still talking
about real growth of 9% or so. The political money of 1984 will not
be there for the broadcaster, and there are some other negative
factors, but I think that—unlike some other media-—radio will be
able to sustain its growth.

I"d like to see it put two 15% years back to back. Realistically, and
maybe just hedging my bet, I think 13% is a good thing to look for in
1985.

What is radio’s share of the pie?

We don’t fare so well. We’ve been stuck on 7% of the pie for about
four years, and if we’re to believe the projections that we’re seeing,
radio will probably remain at about 7%. That’s not growing nearly as
fast as we would like it to.

is that your principal target area, increasing the slice of the pie?

That’s what is of interest to us as an industry. The individual broad-
caster wants his business to be up X percent, and to enjoy real dollar
growth. From a business standpoint, if the pie that is available to you
is growing—which it is, in all advertising—certainly we as a medi-
um should get a bigger slice of it.

That is one of our main targets. We have a study group here at
RAB now looking at ways to develop research programs that can
influence that end. We don’t think radio should settle for any less
than 10% of that pie. What the magic formula is depends on a lot of
things. Among others, on the way that 9,000 individual radio sta-
tions across the country perceive themselves and price themselves
and compete. They’re a big factor in this.

What about your strategic plan?

It’s one year behind us now. The first year of the plan—which, as you
know, is the bureau’s first—was devoted basically to restructuring
and building and staffing and programs to get started to accomplish
goals over a three-year period. We're pretty well on target with
those.

We have gone through a year that I'm very proud of. We have seen
almost total restaffing and redirection of the programs, in an attempt
to put the Radio Advertising Bureau more in touch with the local
broadcaster. A lot has been accomplished in a 12-month period,
when you look at the staffing, the programs, the first audio-visual
sales presentation for the industry (which won the Gold Medal
Award from the International Radio and Television Society as the
best presentation of its kind), the development of our Media Direc-
tors Advisory Council and our Creative Advisory Council—the peo-
ple who sit on those committees represent over $27 billion worth of
advertising. They now meet with us regularly to help chart the course
and help us serve the agencies and the clients to attract more dollars
into the industry.

How has your own perception of radio changed as you moved from a
local broadcasterto head a national radio organization? Did it change
your mind about the medium?

I don’t think that my mind has changed at all about the medium. I still
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think that no association, no organization or one group is going to
take and control or influence the industry by itself. I think for radio
and sales and for money and profits to get better, it’s a grass-roots
thing. It is training, in which we’re heavily involved. It’s getting the
broadcaster to commit to the programs and be an active participant,
instead of standing on the sidelines saying: “If this organization did a
better job, things would be better,” or: “If you would do better
things, we would be better.” We’re all in this together.

We would like to think that we have a leadership role. One of the
things that has pleased us over this first year is to see what [ think is
almost a 180-degree tum in the attitude of local broadcasters about
the way they perceive themselves, the way they perceive radio.
There’s been a great increase in the awareness of radio; we’re seeing
more individual companies starting their own training programs for
their people to make their efforts more professional than I've ever
seen in the 27 years I've been in this business.

There’s no one school, organization or whatever that can train the
radio industry. The new people coming into our business must be
trained by the sales managers, the managers, the people who are
running the individual radio stations—and we see our leadership role
as holding conferences, meetings, training seminats, to train those
managers to be teachers and trainers.

It all starts with a grass-roots effort. One of the things that we hope
to come up with in 1985 is along the lines of grass-roots lobbying for
a Washington association. One of the things that we hope to activate
in 1985 is to have each state association develop a grass-roots radio
sales development committee, with a chairman who will act much
like a legislative liaison chairman.

They will then engage in their own states, making presentations to
regional clients. We will provide the materials, the how to’s, help
them with the research, help them with the presentations. So instead
of having just an RAB or two or three other organizations or just the
reps, all of a sudden we have 50 organizations across the United
States doing that in their own territories, with our guidance, help and
support.

We are now in an era of the so-called “megareps.” Do you see that as
good for radlo? Wil this consolidation of rep companies continue in
19857 Are we going to see more such creations?

Well, there can’t be too much more consolidation, considering the
consolidation that’s already taken place. I see this as just part of the
evolution process in the business of radio. When you talk about the
unwired networks that are coming about as a result of this evolution,
I think it’s yet to be determined what effect that will have. We may
just be looking at a new way to buy and position radio. It may be a
partial answer to the problem of radio’s being too hard to handle and
buy; it's too early to tell that yet. I don’t see that or the consolidation
of reps as a threat or a sign that our business is on a decline. I think
that we have to give it more time and see where it goes,

It can have a very positive influence. As the awareness and the use
of radio increases, and the stations become more involved, the reps
are going to have all the stations they can represent. Perhaps in a few
years we'll even see a total evolution to where we’ll actually see new
people going into the rep business,

Even though the emphasis is on the local, now is the wrong time
for our industry to send the message that we’re out of the national
business. Those large advertisers themselves are sending the mes-
sage: “We're taking a new look at radio, we want to use more radio,
how do we use it?” For the first time in years, some of those adver-
tisers are doing exploratory programs, and the money is there, and
what the broadcaster really needs and wants and works for every day
is the money.

So I don't think anybody is sending the message that radio is
getting out of the national business. If we do our jobs properly—the
reps, the RAB, the stations—I think we’ll attract more of the big
money that we haven’t been getting over the last few years.

Right now is a starting point for radio, not a point to pull back and
say this sector is diminishing and it’s not important to us.

Who are radio’s greatest champions, and its most enthusiastic cus-
tomers, in the advertising world?

Over all, if you go into any market across the United States, there are
client categories that lead the way. I don’t think there’s a market you
can go to where you won't find that the automobile industry, through
the local dealers, and the entire financial community, along with the
retail outlets of the supermarket industry aren’t the mainstays of local
radio advertising. Nationally, the leaders have been the food pro-
ducts and the beer and wine advertising. But there are $0 many new
categories that haven’t been using radio, such as the computer indus-
try. Both nationally and locally we’re seeing a lot of new money
filtering in.

Are there any conspicuous clients that you have turned on during
19847

We're very excited about what happened in Detroit this year. In one
of your articles several months ago I remember reading from a lot of
people that Detroit remains a thom in the side of broadcasters; that
they didn’t anticipate any new money out of Detroit. Luckily or
knowingly, RAB was the only source that you quoted as saying there
would be new money from Detroit in the fourth quarter. We think we
have a shot at getting more money from the automobile manufactur-
ers. Chevrolet, for the first time in five years, used radio as part of a
new car introduction—to the tune of some $4 million or $5 million.
That’s brand new money. Dodge is following suit as is Chrysler.
We're very excited about that.

We’ve also had some very good influence on the computer indus-
try. One of the companies that radio has called on forever and ever is
Radio Shack in Dallas. Finally—through presentations that we did
with the Dallas broadcasters and some of the reps—we got Radio
Shack to commit to a test of about $1.7 million in about a 10-day
span. That was all new money for radio. The test was very success-
ful, and we have a verbal commitment from them to greatly increase
their radio budget in 1985.

So we really see movement in automotive and computers, and also
in the financial industry.

Who are the conspicuous holdouts?

Detroit seems still to be a holdout in some cases. There’s a lot of
work to be done with Ford; radio plays almost no part in its advertis-
ing plans nationally. And we’ve done a lot of work, as have a lot of
people, at Procter & Gamble, and we're seeing movement there. In
that product category, whether it comes from such past good users of
radio as Campbell Soup, I think we’ll see more movement out of
people like General Foods and P&G and some of the big advertisers
that have used very little radio.

How big a role will co-op advertising play in 19857

As big as the local broadcaster wants it to play. There is literally a
truckload of money out there waiting for people. The stations that
have made a commitment to work co-op are finding that the money is
there. It’s new-found money and it’s money that is increasing their
statements and their profits.

The newspaper people have done an excellent job on co-op for
years. Now we're seeing more and more co-op departments formed
at radio stations and people getting serious about attracting the co-op
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money. There is a real education process to be done, and we hope to
lead the way. We have been the leader in co-op information for years.
One of the things in our strategic plan was to begin putting some of
our services on line to our members. The first thing we accomplished
was to put our co-op data base and our entire co-op system on line at
two stations. The test is going very, very well—it’s being tested by
about 70 other radio stations across the country—and the entire co-
op program and data base will be on line soon. They’ll be able to use
any type of home computer or small computer to hook up and get the
information.

But there’s a lot of money in co-op. How much each station gets
will depend on its individual commitment to work it and work it

properly.
If | may switch gears a bit, is there any consideration on the part of

RAB of merging your Managing Sales Conference with the Radio
Convention and Programing Conference?

The board has shown no inclination whatsoever to fold our manage-
ment sales conference in with anything, because it is strictly sales, it
is strictly a work session and a how-to and a learn-as-you-go. You
work for three days in a classroom atmosphere. So far, they’ve done
nothing to lead me to believe that they want to change that. My
personal view—as a broadcaster for many years and as president of
RAB-—would be against folding it into anything because I think that
sales is the most vital point of a station right now. There’s not a
broadcaster who isn’t saying: “Help me make a dollar; give me an
idea to help me make money. The competition is stiff within our own
industry, as well as against other media. Help me make money and
survive.”
That’s what this meeting does.

Do you see a growing trend among the group operators, by the own-
ers of AM stations, to complement their property by buying into an FM
in the same market, and vice versa, in orderto sell them as acombina-
tion? Is there some sort of growing trend these days for that?

I don’t know if there’s enough out there to say there’s a growing
trend, but I think a lot of broadcasters feel that way. I personally feel
that way. In all the markets that we had, we had combos. I think there
are definite advantages to it. Certainly from a sales standpoint, when
you start packaging and targeting and making money with them. But
I’m not sure I’ve seen enough activity to say there’s a real trend.

I'm seeing people in major groups who were not interested in AM
at all in the past showing interest now; they’re out buying AM’s. The
figures I have seen show that the AM erosion seems to have flattened
out. It may even be over. I'm one who believes that everything turns
on whether or not you have a salable product, and then you have the
ability to sell it.

There are certainly a lot of good years ahead for AM radio if we’re
willing to train ourselves and position ourselves, and be smart
enough to sell our product.

Is AM stereo a tactor in that?

1 don’t think so. I thought the FCC should have bitten the bullet, and
I think that by not setting the technical standard it has caused the
confusion that has been around for a number of years. I think even
the AM broadcaster is beginning to lose hope and interest in what-
ever AM stereo can do. When it comes, it’s got to help, certainly. But
right now they’ve got to go out and make a living, and AM stereo is
not a factor.

Are you about to unveil a new slogan?

Yes, there will be a new slogan. It will be part of an entirely new
advertising campaign, based on what have been identified as prob-
lems in selling the medium of radio. One of the biggest negative
factors, certainly with large advertisers, is that radio is not a visual
medium, so I would imagine that certainly will be addressed in the
campaign.

Where does RAB’s membership stand now?

We are at approximately 3,800 members, which is close to the
highest it has ever been. The support that we have received in the
broadcast community has just been phenomenal. Radio broadcasters

realize that this organization belongs to them. They believe in and
want a strong RAB—and how effective RAB can be in training, or in
new dollar development, or in raising the awareness of radic and
representing its member stations, is in direct proportion to the will-
ingness of radio stations to support it.

We have never said that it doesn’t cost money to do the job
properly. It does in a good radio station, large markets, small mar-
kets, any market. So, the more money we have, the bigger budget
we can do. We trust that we're intelligent enough and good enough
business people—and we know we are—to do it wisely, and to make
an impact on behalf of radio.

But the more money we have, quite honestly, the more we can do.
It’s true with us as it’s true with everybody. So when we have only
3,800 members, and there are 9,000 commercial broadcasters, we
certainly would like to see that increase. But I have to be fair and say
that the support in the last year and a half has just been phenomenal.

What are you pianning to tell the troops at the Managing Sales Con-
ference?

First I'm going to congratulate them, because they are coming off the
biggest year in the history of radio. And the awareness and the
training, the professionalism, the personal attitude of the radio
broadcaster, I think, is better than it has ever been. And they’re to be
congratulated for that.

We’re seeing people who are looking at radio as a true business,
and they’re businessmen in addition to being radio people. They’re
advertising experts, and they realize that to compete they’re going to
have to be very professional.

And they’'re making those commitments in the stations like never
before, to upgrade their people, to upgrade their stations, to improve
their business practices, and they realize their own worth and the
worth of that station to the community and to the advertiser.

I'feel there has been a great improvement in the last year and a half
in the way the radio broadcaster perceives himself., We’re hearing a
lot less about the infighting, the fragmentation, the fighting against
your neighbor, and I think the industry has realized that to enjoy real
growth, it must go out and attract dollars based on the strengths of
our medium, and then sell the individual brands or the individual
radio stations in the markets regardless of size,

I’m very encouraged and excited about that. I’ve spent 27 years in
this business, and I’ve never seen brighter people, more aggressive,
professional people in our business than I'm seeing today. And that’s
something to get excited about, and I think that’s one of the reasons
that radio is coming off its biggest year.

The second thing I'm going to do is to challenge them to keep
going. Radio needs another 15% year, it needs active involvement, it
needs the training programs to continue, it needs to look upon itself
as a professional industry, and so I'm going to challenge them to
sustain that and to keep going.

What about cable? Is that presenting an Increasing competitive chal-
lenge to radlo?

Not yet, but we recognize that some day it may. I think that the radio
broadcaster is looking at cable very realistically. We’ve always said
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that the impact upon radio from cable will not be in the rating book.
The ratings won't go down, the audiences will not be more fragment-
ed because of cable: The impact will be on the broadcaster’s pocket-
book. As we go along, we're already seeing local cable franchises
selling more advertising. The Cabletelevision Advertising Bureau is
traveling across the country teaching how to create a sales depart-
ment with a local cable company. They even tell people that radio
sales people are good sales people, so go hire them to establish your
department.

Are there any other new competitors out there? Or old competitors
that are becoming more difficuit to deal with?

I don’t think they’re becoming more difficult to deal with, actually. I
think radio has some strengths now as you look at the old competi-
tors. We don’t teach negative selling and we don’t go out and bad-
mouth or sell against another medium. But the real world tells us that
if you are out selling, and you are competing against television, for
instance, the radio person has never had so much ammunition. With
zapping, with the network erosion, with the high costs and the
production costs. The same with print. Radio has certainly, locally,
looked upon the newspaper as a target for a long time; it does now in
regard to their local television stations. In each market you have a
few television stations that don’t do well and that sell at what we call
“radio rates.” They sell based upon having a visual for the same
price. Radio knows how to handle that objection, and it’s doing a
much better job with it on the local front.

So the two main competitors remain television and newspaper,
and I think with increased training and intelligence, radio is doing a
much better job competing against those two old-line competitors.

What about the impact of 80-90 on the profitability of—and the intra-
mural competition within—radio?

Well, there is so much competition already that I don’t really see 80-
90 having that big an impact. Yes, you are putting on more stations,
but there are already a lot of stations—radio has always been a very
competitive medium. But radio is realizing that the real competitor is
not the station across the street, even though there may be eight of
them sitting on the other side of the street. They’re realizing that
there is this huge reservoir of money sitting there that’s going to be
spent on advertising, it’s going to go somewhere, and the key is for
radio, regardless of how many stations, to get more than we have
been getting. That’s the way the sales philosophies and the training is
being approached inside radio stations now.

If you’re in a competitive situation, if there are only two of you, it
may always be easier to make more money than it would be if there
were 10 of you. But realistically, there are a lot of radio stations.
They’re leaming that they’re not each other’s enemies, and they
shouldn’t be, because if they spend their time fighting amongst
themselves, then they bypass all the money that is available. The
reality is, the money is there. We have to be smart enough to get it.

It's generally acknowledged that nonwired networks account for
about 10% of the national spot business. Do you see that growing? Is
nonwired networking going to be 50%?

I couldn’t make a projection that it’s going to grow like that; I think
that’s something that the whole industry is watching. Not just the
nonwired network as we know it but the possibility of state net-
works. The networking of radio buys in all areas of our business may
then come into being down the road as something we have to look at.

But instead of overreacting and saying it’s bad or good or indiffer-
ent, at this particular stage we try to make it a positive. Once again,
the radio stations are in control. It may be simply a different way of
buying that will turn out to grow and be the positive that our business
is looking for. I’m not saying that it will, you understand. I don’t
know.

it you had all the resources—which | guess means money—you
could ask for, what would you do to enlarge the radio revenue uni-
verse?

Great question! We bitch about not having enocugh and if you had it,
what would you do?

I would greatly increase the available training programs and pro-
grams that represent the industry to potential advertisers. There’s a
lot of money out there, and there are very few people trying to drive
the wagon to get more of that money on a national and regional basis.

With a staff of only eight development people, we can only make
SO many presentations, so many calls—we only have a certain
amount of presence. With more people we could certainly do a better
job.

The keys to any sale are persistence and repetitiveness and getting
to know your clients and calling on them regularly the way a good
local radio station or sales department does. So that would be the
first thing I would do here.

Beyond that and equally important, I would underwrite a body of
research to prove the effectiveness of radio to the advertiser. And I
would launch an educational program with creative people in agen-
cies, coupled with a national awards and recognition program for the
best radio creative effort.

Given such a bonanza, I would also more than triple the advertis-
ing program to continue to educate the advertising community about
the effectiveness of radio and to increase their awareness of radio as a
primary medium,

And if you did all that or had all that, you think radio could aspire to
10% of the advertising dollar?

Oh, I think it can aspire to much more than 10%, but I think that’s
where we should be. But at the same time, I'm not sure there is a
magic key, one big research project, regardless how much money
you have, that will turn the thinking around of everybody on Madi-
son Avenue or across the country about radio. But it’s an ongoing
educational process, and the more people involved in the training
programs, the better off the medium will be.

Another thing I'd do if I had a lot of money is try to lessen the
burden on our members as far as the ticket they have to pay to get this
job done. Depending on where that money came from.

What has been the best news out of your first year and a half with
RAB?

The best news for me, personally, is that we are coming off a record
year in the radio industry, with all-time-high earnings, and growth of
about 15.5%—while we were averaging about a 12.9%.

Do you think RAB can claim credit for part of that?

Absolutely. We certainly had an influence. But we’re not here to take
credit for it or to say we did it because I came here or because of the
RAB. We're just one integral, important part of the entire scenario.
We're in a leadership role, an influencing role on behalf of and
representing our members

Certainly I'm not saying that it happened because of any one thing
or any one organization. But I think the great news in the past year
for me is the health of our industry, and what I see going into this
year. I see our industry growing. I don’t see it as an industry of the
past. I don’t see it as a dying, stagnant industry even though we are
stuck on 7% of the total advertising pot. I see real revenue growth,
and I see it getting better. I see it as a strong, influential industry.
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And if you think back to what an important cornerstone radio stations have been to their
communities over the years, I don’t see them evolving into just sideline players or just
Jjukeboxes or second-class citizens. 1 think that radio is standing up and making its presence
known, in advertising as well as community service, the way it always has—and I just see
more interest, more awareness of radio than ever before in the 27 years I've been around.

Is there a new breed in radio? Sharp young managers who are dedicated to the medium and
are not there because they couldn’t get a job in tetevision.

Absolutely. They’re the ones who are instituting these training programs inside stations,
inside companies. They're the ones who are using the research, the computers, the intelligent
sales. They’re the ones who are putting their people right up on the same level through
training that the IBM, Xerox or any other good salesman has.

[ have never in 27 years seen the abundance of intelligent and bright young people in our
business that I do today. And you really have hit the key—they’re in radio as a business;
they’re in radio because this is where they’re making their living, not on their way to
someplace else, or because they didn’t make it in TV. It has nothing to do with any other
business.

Some of the smartest ones have come from outside our business; they didn’t come up
through the ranks but they had great business backgrounds in sales and in marketing. But you
hit the key. That’s absolutely the case. You can look at company after company and see
people advancing who are bright, intelligent people; they could successfully run any number
of other types of business besides radio stations.

Am [ saying the “good ole boy” network has broken down? Well, I don’t know. I’'m not
sure the good ole boy network was not pretty good—it was good for me. But we’re seeing
much more intelligent managers and business attitudes. I think for so long we felt that “I'm in
radio,” and we stopped there. Radio was special, radio was different, and then we realized:
“Wait a minute; radio is a business.” You know, it’s profit and loss; it’s sales; it’s product. And
we're approaching it like a business.

We're not going in selling just plugs and commercials any more. We're selling marketing
plans; we’re selling advertising strategies; we're selling results to clients who want that from
any medium they use. And we’re talking to them in intelligent terms now as business people
about our product—and we haven’t always done that.

You mentioned that your projections anticipate that radio will be at $6.5 billion in 1985. What
do you think it will be in 19907

I'd like to see us grow at @ minimum of about 15% each year and if we could increase our
share of the pie just 1 %—to an 8% share—we'd be at almost $14 billion by 1990. If we get to
10%, we'd make it a $17 billion industry in 1990.
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Offers there, but few takers for UHF-VHF swap

Some public broadcasters report
offers in past year tor their VHF
facilities in major markets;

many don’t see commercial swap
as cure for what ails system

If commercial broadcasters have not pur-
chased or swapped for noncommercial tele-
vision frequencies, it is not for lack of trying
(BROADCASTING, Dec. 31, 1984). There are
major markets where no offer has been re-
ceived in at least several years, including
New York, Chicago, Boston, Dallas and
Houston. {This seeming lack of interest in
the publicly allocated VHF channels in those
markets may be due to an already stated dis-
interest on the part of public stations. Rich-
ard Meyer, president and general manager of
public television KERA-TV Dallas, noted:
“People who have called are first feeling us
out to see if they should even talk with us,
and in our case, we have been too busy offer-
ing public television.”)

But an informal survey of a sampling of
public television stations turned up several
instances where money was offered in recent
months in exchange for those station’s fre-
quencies. Prices have ranged from nearly
$50 million in San Francisco to $25 million
in Phoenix to $4 million in Savannah, Ga. A
publicly-owned UHF station in Minneapolis
received an $8-million offer to sweeten a
swap.

Some of those turning down the offers say
they would consider higher sums while oth-
ers compare the inviolability of their fre-
quency to a “birthright.” The response of
public television stations appears to be influ-
enced by such factors as the size of their
endowment, cable penetration in the market
and competition from other public television
stations in the market for funds. It also is
affected by perceptions about the role of the
federal government in supporting public
broadcasting.

8 “On a phone conversation you actually
get such phrases as ‘money is no object,”
said Richard Moore, president and general
manager of KTCA-TV Minneapolis (channel
2), ““and I tell them that money is no object
with us either and that we aren’t interested.”

He has received an offer to swap his VHF

Hardgrove

frequency for another, and has received of-
fers from commercial U’s for both KTCA-TV
and co-located KTCI-Tv (channel 17), also
run by Twin Cities Public TV. One offer for
the latter station was $8 million. “We have
gotten proposals from commerical broad-
casters, religious broadcasters and from
many people who aren’t even in the market,”
he said.

Moore noted that Twin Cities stand
“might be different if we were not in a fiscal-
ly secure situation. A great number of public
television stations are often near the edge of
bankruptcy.”

While empathizing with his poorer col-
leagues in the public broadcasting communi-
ty, Moore said: “We have no interest in open-
ing up the question before the FCC. I'm not
going to have my dreams haunted by Frieda
Hennock [the late FCC commissioner who
spearheaded the noncommercial allocations
drive in the early 1950’s].”

B [ess than a year ago, a commercial
broadcaster in San Francisco approached

noncommercial KQED(TV) there about giving
up its channel 9 allocation. “The figure men-
tioned at the time was nearly $50 million,”
said Anthony Tiano, the station’s president
and general manager, “but after some pre-
liminary consideration we turned down the
idea. We really like to think that what we do
as public broadcasters deserves to be on the
front rather than the back burer.”

Tiano indicated that the idea is theoretical-
ly tempting. Cable penetration is around
50% in the San Francisco area, and there are
only a few systems that do not have the chan-
nel capacity to deliver all the must-carry sig-
nals. In addition, KQED's governing body is
also licensee of the co-located station on
channel 32, giving it extra exposure in the
market.

“Nonetheless, you are talking about prac-
tical considerations,” he said. “Besides the
expense, there are four other public television
stations in our market and they are all U’s, so
we would be giving up our advantage.”

® Robert Ellis, general manager of

Boltomuline

Seeking low profile. Josephson International may soon become private company.
Leveraged buyout possibility was raised in announcement by company on that said

company chairman and chief executive officer, Marvin Josephson, and Boston Ventures,
Boston-based private investment firm, were working on proposal that would offer current
shareholders $10 cash per share, or about $40 million. Traded over counter, stock closed
previous day at 8. Company's shares have dropped from high of 16%: during past year
to 6'% recently. John Archibald, vice chairman, cited both reduced earnings and purchase
of brokerage firm, Herzfeld & Stern, early in 1984 as two reasons for market's skepticism.
Company's other businesses include talent agencies, office design and furnishings;
production of Captain Kangareo television show, and ownership of wnic-am-Fm Dearborn,
Mich. (Detroit); wNOR-aM-FM Norfolk, Va.; wvkO(am)-wshy(FM) Columbus, Ohio, and WMGF(FM)
Milwaukee. For year ended June 30, 1984, Josephson reported revenue of $243 million,
up 62%, while net income dropped to $680,000 from $6.6 million. Operating income from
radio and television was $2,464,000 on revenue of $14,589,000. Among many reasons
cited for declining net was “higher than anticipated losses at wMGF(FM) Milwaukee.” For
first quarter ended Sept. 30, 1984, revenue rose 48% to $69.6 million while income
again dropped to $390,000 from $1.9 million in previous first quarter. Company said
“performance” of radio-television group was up. Commenting on buyout proposal,
Archibald said there is no contemplation of selling any properties and added he could not
comment whether other company officials are included in investor group.

O

Zenith goes long-term. Zenith Electronics Corp. is issuing $75 million in notes paying
12%% due 1995, with underwriting led by Morgan Stanley Co. Proceeds of $74.2 million
will be used to reduce short-term debt, according to prospectus, “to finance working
capital requirements, necessitated by increases in sales, as well as to fund increased
levels of capital expenditures.” As of Dec. 31, 1984, short-term borrowing was
approximately $80 million, at weighted average interest rate of nine percent. Moody's
assigned rating of Baa1 to offering (on scale of Aaal to C3) and recently raised rating
on Zenith industrial revenue bonds due 1999 from Baa?2 to Baal.

0

Ending on dividend. TC| has distributed its ownership in Republic Pictures Corp. on pro
rata basis to TC! shareholders in form of dividend. Distribution of 88% of Republic class
A commaon (one vote per share) and 90% of class B common (10 votes per share) will
end TCI ownership in Republic. Los Angeles-based movie and program distributor is
successor to National Telefilm Associates, which TCI acquired in 1971,
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BROADCASTINGS OWN research,

Broadcasting Jan 21 1985

o9



KAET(TV) Phoenix, said he has had talks with
several commercial station owners: “The
numbers they have mentioned is in the
neighborhood of what we have heard about
Tampa (the estimated $25 million which
Hubbard Broadcasting has proposed with its
channel 44 there for the channel 3 allocation
of WEDU[TV] Tampa-St. Petersburg).” Ellis
indicated that the offers were “not near
enough,” but also said he would seriously
consider higher offers.

The suggestion that all funds derived from
channel sales and swaps be placed in a pool
available to all public broadcasters did not
interest Ellis, who said it would_provide
“negative excitement” for any deal he would
make. His opinion was similar to other sta-
tion presidents and general managers, in-
cluding KQED’s Tiano: “If we or any other
licensee decide to sell our channel, there is
no way that 1t will accrue to anybody but the
licensee. If the money were to be put in a
pool, then the reasons for doing it at the local
level evaporate. Clearly 1 would be disinter-
ested.”

& Several weeks ago, a general manager
of a UHF station in St. Louis asked Michael
Hardgrove, general manager of noncom-

mercial KETC(TvV) St. Louis, whether he
would consider an offer. Hardgrove has re-
plied affirmatively, although he said that
“price might be a sticking point” and added
he would rather see the FCC and Congress
spend their time giving public stations ad-
vertising authority. Another sticking point to
any swap is that money changing hands
might be considered “unrelated business in-
come” by the Internal Revenue Service and
heavily taxed, he said.

B The public television station serving the
Atlanta market, wGTV(TV) Athens (channel
%), has received overtures but is not enter-
taining any of them, according to Richard
Ottinger, executive director of the Georgia
Public Telecommunications Commission.
On the other hand, WVAN-TV Savannah
(channel 9), another station operated by
GPTC, received a more detailed proposal
with total consideration close to $4 million,
he said. The commission hired an indepen-
dent appraiser who estimated the difference
in value between a UHF and VHF station to
be at least $6 million, and the offer “would
probably have gone higher,” said Ottinger,
“but it was rejected before getting to the
point of negotiation.

Company Quarter Revenue
(000)

Barris industries Second $2,472
Birdfinder First $1,281
Fries Entertainment  Second $1,014
Robert Halmi Second $2,789
MGM/UA Home Ent. First $40,108
Movielab Third $1,046
Movie Systems First $3,351
Orion Pictures Third $51,774
Rogers Cable Year $294,779
TCA Cable TV Year $27.888
Telecrafter First $1,324
Times Fiber Year $124,405
United Cable TV Second $42,349
Wavetek First $19,927

indicate loss. NM means not meaningful.

Fifth Estate Quarterly Reports

* Percentage change from same period year before. ** Earnings per share. Parentheses

Second-quarter net earnings for Barris Industries Inc. compare to $116,000 deficit in
same period |ast year @ Birdfinder Corp., Sarasota, Fla.-based earth station
manufacturer, posted loss of $148,029 for year ending July 31, 1983, and loss of
$523,140 for first quaner ending Oct. 31, 1983. ® Fiscal year of Robert Halmi was
recently changed to end May 31, from March 31. ® Income before taxes for MGM/UA
Home Entertainment Group was $13.5 million, compared to $20.9 million in first quarter
of 1984. Chairman and Chief Executive Officer Seymour Leslie noted substantial increase
in revenue and profitability in Home Video Division (videocassettes) but said revenue
and profitability from marketing films and other product to pay television declined
“significantly” due to lack of product. ® Movielab reported loss of $317,711 in third
quarter of previous year. @ Decline in revenue for Movie Systems [s partially due to sale
of MDS operation in Florida. Des Moines, lowa-based company last year reported
$392,147 loss in first quarter. ® Rogers results for fiscal year ending Aug. 31, 1984 have
been restated to exclude cable systems in Syracuse, N.Y,, and EI Centro, Calif., that are
for sale. Loss for 1984 from continuing operations was $16.3 million, compared to $14
million in 1983. Company also registered exchange loss of $3.7 million on sale of its
operations in ireland. ® Operating income (before depreciation and amortization) for TCA
Cable TV increased 31% to $14,176,000, for fiscal year ending Oct. 31, 1984. ®
Teiecratter reported loss of $81,000 in last year's first quarier. ® In fiscal 1983, Times
Fiber reported net income of $5,185,000. ® One-time write-off of costs incurred in
United Cable’s failure to purchase Los Angeles cable system owned by CommuniCom
resulted in $1,114,000 reduction of net earnings in second quarter. &

% Earnings % EPS **
change* (000) change*
124 $660 NM $0.11
4290 $604 NM $0.17
- 82 {3311) NM (80.12)
NM $17 NM $0.00
-8 $6,746 ~-35 $0.23
40 $436 NM $0.27
-7 $48 NM $0.02
22 $3,003 43 $0.13
18 ($30,247) NM (81.48)
29 $4,015 28 $0.60
2 $90 NM $0.06
-9 ($1,050) NM ($0.12)
23 $2213 -12 $0.15
20 $241 70 $0.03
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“It would not have helped us fulfill our
obligations to the public,” he explained.
“We cover 96% of the state right now and I
would hate to have that weakened. Obvious-
ly if cable is not good enough for them then
it would not be good enough for us.”

B “About six months ago, a gentleman
from a Southemn city offered us $10 million
to switch our allocation (channel 12) for
channel 48, which he evidently was apply-
ing for,” said Richard Breitenfeld, president
of WHYY-TV Wilmington, Del. (Philadel-
_phia). “We virtually laughed at the idea, and
if the price tag were $200 million I would
laugh it off again.”

Breitenfeld said that if there are, in fact,
commercial operators willing to offer $200
million, then “they must know something
that we don’t; perhaps just how immensely
valuable a VHF station is compared to a
UHF property. There is a danger we would
be. left with super production facilities, a
huge budget and no audience,” said Breiten-
feld, also a former executive director of the
Maryland Center for Public Broadcasting.

He added: “We are wrong in even discuss-
ing the idea” of channel swapping if it sug-
gests to the government that federal funding
i$ not important.

Several station presidents and general
managers commenting indicated surprise
that noncommercial WEDU(TV) Tampa-St.
Petersburg accepted the offer of Hubbard
Broadcasting to exchange the noncommer-
cial channel 3 allocation for Hubbard’s chan-
nel 44 in the market plus an estimated $25
million. One possible solution that would
raise money for public broadcasters without
requiring them to divest their channel was
indirectly raised in the remarks of David
Dial, president and general manager of
WNIN(TV) Evansville, Ind. Dial said he was
surprised that one of the other VHF’s in the
market didn't offer WEDU that amount of
money just to keep Hubbard from turning
the VHF frequency to commercial use. O

A network in
search of a home

PBS, recovering from a fire

in its Washington corporate
headquarters, ponders whether
to move to another town

Where to go? Representatives from the Pub-
lic Broadcasting Service are considering
many options, including inquiries from Dai-
las, Phoenix and Stamford, Conn., should
PBS decide to relocate its corporate head-
quarters outside Washington.

According to Neil B. Mahrer, PBS senior
vice president for marketing and develop-
ment, who is conducting the network’s
search for space, PBS estimated that it
would cost between $6 million and $8 mil-
lion to move the network to another city.
PBS, which was driven from its Washington
LEnfant Plaza location by a fire on Oct. 13,
1984, has had inquiries from several organi-
zations, including KERA-TV Dallas and the
“public television people” in Phoenix. It has
also discussed using Group W Satellite
Communications’ vacant Satellite News
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Channel facility in Stamford, Conn. And
moving to the Washington suburbs, includ-
ing Arlington, Va., where noncommercial
WETA-TV is located, is yet another option.

For PBS to move, Mahrer said, an offer
would have to include the relocation costs, a
long-term lease, and “considerably lower
costs” than those available in Washington.
Additionally, PBS is looking for 100,000
square feet of space; part of which would
house a 5,000-square-foot archival video-
tape warehouse, which is currently in a sepa-
rate location in Virginia. An offer including
those criteria, Mahrer said, would “more
than make up for the disruption the organiza-
tion would experience during such a move.”

At the local level, PBS is discussing ob-
taining low-interest city “industrial revenue
bonds” from Washington to build a new PBS
facility in that city. PBS is also considering
“several possibilities” on either a straight
lease or a lease on an “‘equity participation
basis,” in a building.

In the meantime, PBS plans to return to its
former fifth and sixth floor L'Enfant Plaza
corporate offices in mid to late February. A

P ¥ 4

move there would have the immediate effect
of uniting the PBS staff, which is currently
scattered in six locations throughout the
Washington area. However, Mahrer said that
there are still “a number of questions™ that
have to be answered about the L'Enfant
building, “but for an office space, not as a
technical space, L'Enfant Plaza seems to be
our best option for at least the short-term and
maybe it will work for the long-term.”
Also at issue is PBS’s lease there, which
expires in 1991 (although PBS is trying to
extend it). All of PBS’s staff would move
back to L'Enfant Plaza, except the technical
people, who have been working from PBS’s
main origination terminal in Bren Mar, Va.
According to Mahrer, it will take “a mini-
mum of a year” to rebuild PBS’s technical
facilities, which were located in the base-
ment of the burned building and which suf-
fered $12 million in damages, “no matter
where we go.” Additionally, Mahrer said, *it
would be wrong on our part, financially im-
prudent, to go back [to the former facilities],
rebuild the technical center, and then have to
move somewhere else a few years later if our

- - F'd
lease wasn't extended. That would cost us o ..:g

least $1 million to $2 million in nonrecover-
able costs, simply for construction of the
technical center itself. Then we’d have to
turn around and do again. Financially, that’s
not a very good option for us, 50 we’re pur-
suing looking at all of our long-term op-
tions.”

Mahrer said that only a few buildings in
Washington are close to the $15 per square
foot PBS paid at L Enfant Plaza (where PBS
leased about 76,000 square feet). Space
tends to run from $18 to per square foot,
he said, with most of the space in the $25-
$40-square-foot range, which is “simply be-
yond [PBS’s] means.” If PBS has to spend
“$400,000 or more on rent, that means there
would be some services that we either
couldn’t provide or we would have to ask the
stations to raise their [PBS] dues. We prefer
not doing that until we complete the whole
search and really know all of the financial
models on all of our options,” he said. To
date, there has been no “specific proposal”
from any one city, “but,” Mahrer added,
“there may be an angel out there yet.” 0O

Programingm

Network-college lineups mirroring those of last year

One exception is CBS picking

up ACC coverage, as conference
splits from CFA, which ABC gets,
along with ESPN; Big 10,

Pac 10 conferences go to CBS

The first pieces of the 1985 fall college foot-
ball television puzzle fell into place last
week as CBS announced it had renewed its
pact with the Big 10 and Pacific 10 confer-
ences for two years and added the Atlantic
Coast Conference to its roster of college
games, also for two years.

CBS also acquired for two years, the
Army-Navy game. The College Football As-
sociation member schools also approved,
with minor modifications, the television
plan they operated under last season, and
authorized the CFA executive office to nego-
tiate a package of two-year contracts with a
broadcast network and a cable network—
most likely ABC and ESPN, which carried
the packages last season.

The fact that two Big 10 and two PAC 10
schools (Wisconsin, Illinois and Arizona
and the University of Southern California,
respectively) have been put on probation by
the National Collegiate Athletic Association
for the 1985 football season, making their
games ineligible for televised coverage, did
not appear to diminish the rights value of the
package. CBS is paying about $18 million
for the two-year package, compared to the
$9 million-plus it paid for last year’s rights.

The ACC, which was a member of the
CFA television plan last season, made out
well by cutting its own deal this year. CBS is

paying $3.5 million under the two-year
rights agreement. Under the CFA plan last
year, the conference received only $400,000
for two appearances by ACC schools in the
games televised by ABC. “They really bet-
tered themselves,” said one network execu-
tive. “[The ACC deal] is a classic example of
what the U.S. Supreme Court intended when
it deregulated” college football television
last year.

CBS had good reason to strike the ACC
deal, said Peter Lund, president, CBS
Sports. “It really helps us from a geographi-
cal standpoint,” he said, noting that last
year’s schedule of games lacked quality
schools from the Southeast. Others note, as
one executive put it, that the ACC is a “qual-
ity conference often caught in a crunch,” or
overlooked in favor of bigger football
powerhouses.

CBS is also said to be talking with a few
independent schools to complete its sched-
ule, but Lund declined to indicate which
schools they are. (One of them is believed to
be the University of Miami, a perennial
Southeastern favorite.) And the network
paid $625,000 for the rights to this year’s
Army-Navy game, two college indepen-
dents, $125,000 less than it paid last year.

CBS expects to televise 20 or 21 college
football games in the 1985 season, up from
18 games in 1984, The Big 10-Pac 10 pack-
age calls for CBS to broadcast between 28
and 30 of those conferences’ games over two
years. The ACC deal guarantees a minimum
10 to 14 appearances by ACC schools over
two years,
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Lund said CBS will make an effort in
1985 to run its college games as late in the
afternoon as possible—trying especially to
avoid starts at 12:30 p.m., when HUT levels
are lower. He said that games that can’t be
positioned in the 3:30 to 7 p.m. window
might start at 2 p.m. or 2:30 p.m., as op-
posed to 12:30 p.m.

The CFA member schools that will par-
ticipate in next season’s plan were reduced to
53 from 63 with the ACC schools and Army
and Navy cutting their own deals last week.
The approved plan calls for three separate
time periods in which certain games can be
played, as it did last year. Member schools
are allowed to cut any deals they can for the
early Saturday afternoon window (12:30
p-m.-3:30 p.m.), locally, regionally or na-
tionally, on their own or with syndicators,
The late-afternoon time period (3:30 p.m.-7
p.m.) is reserved for games held by the net-
work rights holder and the prime time period
is reserved for the cable network rights hold-
er. The two exceptions to that are that pay-
per-view games can be televised in any of
the three time periods, while local telecasts
of games will be permitted in the cable win-
dow.

Negotiations between the CFA and ABC
and ESPN are expected to start shortly. Both
the broadcast network and its cable subsid-
iary have been granted exclusive 30-day per-
iods during which only they are allowed to
bargain for the CFA rights. Last year, ABC
paid $12 million for the CFA package, and
ESPN paid $9.2 million for its games, beat-
ing out Turner Broadcasting for the CFA ca-

%



ble package. The four remaining confer-
ences in the CFA are the Southeastern,
Southwest, Big Eight and Western Athletic.
Independent CFA schools include Pitts-
burgh, Penn State, Boston College, Notre
Dame, Florida State and South Carolina.
The approved plan calls for a guaranteed two
appearances for each school over the two-
year life of the broadcast network pact that is
negotiated. The plan does not guarantee any
appearances for schools under whatever
contract is signed with the cable network. O

Consumer Press
gets news from CBS

Critics get word on midseason
replacements, programing strategy

Harvey Shepherd, senior vice president for
programs at CBS Entertainment, told televi-
sion critics gathered in Los Angeles last
Monday (Jan. 14) there is “‘a strong possibil-
ity” the midseason replacement series cur-
rently titled House Detective will be added to
CBS-TV’s Friday night lineup at 8-9 p.m.
NYT. “We haven’t announced it yet,” Shep-
herd said, adding that a decision will prob-
ably be disclosed this week. The title of the
series, which stars Judd Hirsch, will be
changed, however. The light action series
from Lorimar would replace The Dukes of
Hazzard, which is being dropped atthe end of
this season.

During an appearance before critics as-
sembled for the semiannual Consumer Press
Tour, Shepherd also disclosed that The Lucy
Arnaz Show may be added “some time in
March, but I have no idea where it’s going.”
Commenting on the future of Mickey Spil-
lane’s Mike Hammer , “‘on hiatus” as a result
of the imprisonment in London of series star

Stacy Keach, the CBS executive said the
network “will decide in May or June what
we are going to do with it. It has not been
canceled nor has it been renewed.” He
stressed that-CBS has no intention of black-
listing Keach upon his release from jail and
that a suggestion that “guest detectives” be
used in the interim was rejected because
Keach was regarded as one of the program’s
most important elements. Shepherd left
open the possibility that Keach may return to
his title role in the series after he returns to
the U.S. this summer.

In describing CBS’s development strategy
for next fall, Shepherd singled out ABC’s
Dynasty as a counter programing target. He
said a youth-oriented comedy is being con-
sidered for the 9-10 p.m. NYT Wednesday
slot.

Shepherd noted with concern the rapid in-
crease in production of made-for-television
movies, indicating CBS will cut back some-
what in the area, while slightly increasing
mini-series production.

“That doesn’t mean that we’re going to
stop making made-for-TV movies,” he
quickly added. *We’ll just be a lot more se-
lective because there 1s overexposure.” Both
NBC and ABC have greatly escalated their
efforts. In the past they each did about 15 to
20 films annually, now they are doing about
35 each. “If you consider that with our 40-
plus films, it’s an enormous number, so it is
obviously reaching a point of overexpo-
sure.” Shepherd reiterated past observations
that theatrical films are generally gamering
noticeably smaller ratings in broadcast net-
work airings. a

NBC bogeys Hope coverage

Network hit by thousands of calls
protesting its cutting away from
tournament early to avoid pushing
its prime time schedule back

When Lanny Wadkins dropped a 15-foot
putt to win the Bob Hope Classic on the fifth
hole of a sudden death playoff Jan. 13, tele-
vision viewers in much of the country didn’t
know it. NBC had decided to cut short its
coverage of the match at 7 p.m. NYT at the
end of regulation play so it could broadcast
Silver Spoons and the rest of its prime time
programing on schedule in the Eastern, cen-
tral and mountain time zones. Only viewers
in the Pacific zone saw the match to its con-
clusion almost an hour later.

Soon after NBC made the switch from the
Indian Wells Country Club in Palm Springs,
Calif ., to the half-hour sitcom, golf fans be-
gan lighting up switchboards at NBC and its

PBS preview. Additions to the Public Broadcasting Service's winter/spring 1985 schedule
contain “more lighter fare” and are expected to draw a broader demographic audience,
Suzanne Weil, PBS senior vice president for programing told BROADCASTING, following the
network’s presentation at the semiannual Consumer Press Tour in Los Angeles.

Weil joined public television personalities and producers at that event in presenting PBS's
new offerings. They include: The Living Planet: A Portrait of the Earth, a 12-part series on
the development of the planet that premieres Feb. 3, and airs at 7 p.m. NYT; Jean Shepherd's
America (which was first broadcast during PBS's 1971-72 season). The 13-part series
premieres in April on Tuesdays from 10:30 p.m.-11 p.m. and features humorist Jean Shep-
herd as tour guide to various points of interest across the country. Wednesday's prime time
schedule will include Discover: The World of Science (which premieres Wednesday, Feb. 6 at
8 p.m.), a magazine-formatted science series hosted by actor Peter Graves; Spaceflight
{which premieres May 8 at 8 p.m.), narrated by actor Martin Sheen, chronicles the history of
manned space flight, from the rocket plane that broke the sound barrier to the space shuttle
Columbia, and In Search of Excellence (which premiered Jan. 16 at 9 p.m.), which PBS
describes as a "behind-the-scenes tour of American business in action). Beginning Feb. 14
at 10 p.m. is Back of the Book, which features National Public Radic's All Things Considered
host Susan Stamberg and her “friends,” who, PBS said, “revive the lively art of conversation in
free-wheeling exchanges about popular culture,” and Sporting Life (premiere to be an-
nounced) which explores the “inner world of top athletes.”

Also in the offing are two specials: Gold Lust (Feb. 6), a documentary chronicling a modern
day gold rush in Brazil, and Lawrence of Arabia (Feb. 13), a decumentary-drama filmed on

location in England, Egypt and Jordan.

Weil said that among the highlights of PBS's new season is a special four-part historical
examination of the crisis in Central America and the Caribbean airing in April on PBS's
documentary series, Frontline. The specials are "an offshoot" of trying to maintain “the
standard and the team" of those who produced the PBS series, Vietnam: A Television
History, which aired in the fall of 1983, she said.
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affiliates protesting the action. Tom Merritt,
spokesman for NBC Sports, said the New
York switchboard took 1,100 calls and re-
corded another 16,000 attempts by callers
who got busy signals.

“You have to make accommodations for
these things,” said Dick Westlake, a former
broadcaster living in Warrenton, Va., who
called WRC-Tv Washington with his com-
plaint and was referred to New York. “You
just don’t stop and say the hell with it.”

And it wasn’t just the fans who were up-
set. “Obviously, we are very disappointed,”
said Terry Hanson, director of communica-
tions and broadcasting for the PGA Tour,
which sponsors and handles the television
rights for the Bob Hope Classic. “I think the
network erred in its decision to go to the
prime time programing. We felt it should
have slid the network as they do for foot-
ball.”

The PGA Tour has tried to include in its
contracts with NBC a provision that would
require the network to carry events until
their end, but NBC has firmly resisted such
efforts, Hanson said. “It’s a point that is not
negotiable with them.”

Hanson was a special victim of the Hope
tournament arrangements. He and other
PGA Tour officials, who live and work near
Jacksonville, Fla., saw none of NBC’s cov-
erage. The local NBC affiliate, wikS-TV, had
pre-empted the entire match to broadcast a
cerebral palsy telethon.)

According to Hanson and Memitt, deci-
sions about what will happen if an event runs
long are made in advance.

“We knew we were up against it from the
start,” said Merritt. “The conditions are set
ahead of time. It’s just one of the things you
have to live with. As a sports division, we
are not particularly happy. But, on the other
hand, I don’t think news is particulary hap-
py. We ate up all of the Nightly News. We are
Just part of the big picture—news, sports and
entertainment—and entertainment had the
priority to go with the prime time lineup.”
NBC pre-empted ali but about two minutes
of the NBC Nightly News, which was sched-
uled to begin at 6;30 p.m. NYT, to televise
all of regulation play.

Asked what conclusions the public should



draw from NBC’s willingness to pre-empt
news, but not a sitcom for a long-running
sports event, Merritt said, ‘““You make your
own conclusions. I'm not concluding for
anybody today.”

NBC decides on a case-by-case basis how
far it is willing to go in pre-empting regular-
ly scheduled programing to carry a long-
running event, Merritt said. “[n most cases,
we will stick with a sport until it is conclud-
ed.”

NBC makes a point to cover all its Nation-
al Football League games to the end, said
Merritt. “Football is the big banana.”

But it wasn't always that way. NBC
touched off major protests when it cut away
from an American Football League game be-
tween the New York Jets and the Oakland
Raiders on Nov. 17, 1968, just before Oak-
land scored two quick touchdowns in the
closing minutes to win the game (BROAD-
CASTING, Nov. 25, 1968). As every real
football fan knows, NBC pre-empted those
crucial minutes to broadcast Heidi. ]

Simmons resigns
USFL post

United States Football League commission-
er Chet Simmons resigned last week after
months of speculation that his tenure as head
of the league, about to enter its third season,
would soon come to an end. The day after
his resignation last Tuesday (Jan. 15), his
successor was named—Harry Usher, who
was executive vice president and general
manager of the Los Angeles Olympic Orga-
nizing Committee under that committee’s
president, Peter Ueberroth, now the com-
missioner of baseball.

Simmons had come under fire in recent
months by a group of USFL owners, led by
New Jersey Generals franchise holder Don-
ald Trump, who were critical of what they
saw as Simmons’s failure to negotiate finan-
ciaily adequate television contracts with the

Simmons

three major broadcast networks. The league
had losses in its last season averaging $3.5
million per club. Nevertheless, Simmons
was successful in securing for the league
multimillion-doilar network pacts beginning
with its first season and beyond. For its first
two seasons, 1983 and 1984, ABC paid $19

CBS wins and ABC climbs into second

The “second season” of network prime time television got rolling in the
week ended Jan. 13, and with it came two other developments: The
three networks' combined ratings reached a season-to-date high
mark, and ABC, with some help from a repeat of its highly rated Thorn
Birds mini-series, climbed out of third place again, taking second for
the week.

CBS-TV won the week, as it has all but two of the 16 weeks thus far,
this time with an 18.1/27 in the Nielsen numbers. ABC-TV turned in a
17.3/26 in taking second place and NBC-TV dropped to third with a
16.2/24. In the season-to-date accounting, NBC remained in second
place, with a 16.1/26, a little more than a rating point behind CBS's
17.2/27 and exactly a point ahead of ABC's 15.1/24.

Together, the networks’ numbers totaled 51.6/77, which researchers
pronounced their highest combined rating thus far in the 1984-85
season. (Forthe season to date, the weekly average is 48.4/77.) Sever-
al factors contributed to the upturn. There were no big audience-
grabbing specials—in fact, the highest-rated original special of the
week, a Barbara Mandrell hour on CBS, ranked 40th among the week's
66 programs. But a Iot of series turned in better numbers than usual.

On ABC, forinstance, Dynasty delivered a 27.7/40, its highest rating
since it started almost exactly four years ago, while Benson (19.0/29},
Webster (20.7/31) and Love Boat (16.9/26) hit their highest ratings of
the season. On NBC, Tke Bill Cosby Show, consistently the highest

Rank O Show O Network O Rating/Share

Rank O Show DO Network O Rating/Share

rated new show on any network this season, pulled a 25.4/34, its pest
rating yet, to rank third for the week.

Then there were the repeats of parts two, three and four of the Thorn
Birds on ABC. (Part one had been repeated on Sunday of the week
before.) Only one of the week's three repeat performances managed to
get into the week's top 20—part three ranked 19th—but each of the
seven hours outperformed the regular programing it replaced. Part
three had a 19.7/29; part two did a 19.3/29 to rank 21st and part four
brought in an 18.6/26 to tie (with CBS's Knots Landing) for 23d. For all
four parts, including the one the week before, the average was
18.3/27, tying with NBC's Shogun for third place among repeat mini-
series.

Among the recent new series entries, CBS's Crazy Like a Fox did a
21.6/32, ranking ninth; ABC's Street Hawk dropped aimost three rating
points to 156.0/22, which made it 48th, and NBC's Berrenger’s slipped
slightly to 11.6/20 for 60th place.

The nights were fairly evenly divided, 3-2-2, with CBS taking Mon-
day, Friday and Sunday NBC Tuesday and Thursday, and ABC
Wednesday and Saturday. The top 10 shows were distributed more
unequally: CBS had six, NBC three and ABC one.

In the early-evening news, it was the CES Evening News With Dan
Rather in first place at 14.9/24, with NBC Nightly News and ABC
World News Towight tied at 12.5/20.

Rank O Show O Network O Rating/Share

1. Dalles CBS R27.8/41 23. Knots Landing CBS 18.6/28 45. Three's a Crowd ABC 153/22
2. Dynasy ABC 277140 24. Thorn Birds, part 4 ABC 18626 46. Nighthawks ABC 16.1/24
3. Bl Cosby Show NBC 254734 25, Hill Street Blues NBC 18327 47. Sins of the Father NBC 150/23
4. 80 Minutes CBS 25.2/38 6. Fall Guy ABC 18326 48. Street Hawk ABC 1502
5. ATeam NBC 226/33 27. Night Court NBC 18.2/25 49. Dukes of Hazzard CBS 14.7/22
8. Family Ties NBC 22330 28. Cagney & Lacey CBS 179728 80. Guinness Bk. of Wid. Records ABC 1461
7. Falcon Crest CBS 21.8/35 29. Hardcasue & McCormick  ABC 17.625 51. Spencer NBC 14222
8. Murder, She Wrote CBS 21831 30. Facts of Life NBC 17.4/25 52. TJ. Hooker ABC 13521
9. Crazy Like a Fox CBS Q1632 31. Knight Rider NBC 17.2/24 53. St Elsewhere NBC 13.4/22
10. Kate & Allie CBS 21.4/30 32. Love Boat ABC 16.9/26 54. Mat. Houston ABC 134721
11. Stmon & Stmon CBS R1.2/20 33. Remington Steele NBC 18.7/28 85. Cover-Up CBs 13.3123
12. Riptide NBC R21.0/30 34. Double Trouble NBC 18.7/25 58. Finder of Lost Loves ABC 13.3/R3
13, Newhart CBS 20830 35, Who's the Boss ABC 1686/24 67. Mike Hammer CBS 13.0/20
14. Webster ABC 207731 36. Gtmme a Break NBC 18525 56V NBC 124/19
15. Scarecrow & Mrs. King CBS 20.6/29 37. Highway to Heaven NBC 164/23 69. Ripley's Be_heve It or Not ABC 121/18
18. Magnum, PL CBS 205/28 38. Diffrent Sokes NBC 183125 €0. Berrenger's NBC 11.6/20
17. Hotel ABC 20236 39. TV Bloopers and Prac. Jokes NBC 16.0/23 81. dJeffersons CBS 11817
18. Cheers NBC 199/27 40. Barbara Mandrell Special CBS 18023 €. Alice CBS 112186
19. Thorn Birds, part 3 ABC 19.7/29 41, Miami Vice NBC 16825 63. Punky Brewster NBC 11.1/18
20. Trapper John, M.D. CBS 19.532 42. Night Shift CBS 15823 84. The Red-Light Sting CBS 11018
2l. Thorn Birds, part 2 ABC 10.3/20 43, A Reason to Live NBC 15623 B85. Stilver Spoens NBC 11.017
22, Benson ABC 19.020 44, Atrwolf 0BS 15524 86, Hunter NBC 10.3/15
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million and ESPN $11 million for the exclu-
sive rights to USFL telecasts. ABC is paying
$15 million for the spring 1985 rights and
ESPN has renewed its contract with the
league for three years (1985-87) for $70 mil-
lion.

But the value of those contracts is minu-
scule compared to the more than $2 billion
that the networks are paying the National
Football League for the current five-year
pact that ends after the 1986 season. And the
Trump-led faction was successful in getting
the league to approve a switch of the USFL
schedule from spring to fall, beginning in
1986, against the advice, it is understood, of
Simmons.

Thus, the USFL will play head to head
against the NFL. One of the ways it intends
to raise the capital it will need to lure the
talent necessary to become competitive with
the older league is to seal more lucrative
television deals. Privately, advertisers and
network executives have confided that
USFL games are more useful in the spring,
when there is no other football, than they
will be in the fall, where there is what many
already see as a glut of games on the air-
waves. Adding a slate of USFL games to the
fall schedule, some say, will just make each
game that less attractive to viewers. Public-

ly, however, only ABC has ruled out a fall
network USFL package for 1986; CBS and
NBC say they have not ruled out any USFL
coverage.

Usher, who had been a Los Angeles-based
entertainment attorney, signed a three-year
contract with the league last Tuesday (Jan.
15) after league owners approved his ap-
pointment. He reportedly had little competi-
tion for the job. Usher will take office Fell):.]
1.

P s e e

Judge refuses to
grant injunction
in HBO theft case

Home Box Office’s and its distributors’ cam-
paign against what they consider piracy of
HBO programing has suffered at least a tem-
porary setback in a U.S. district court in San
Francisco. For what is believed to be the first
time in such cases, the court refused to grant
a preliminary injunction to end allegedly il-
legal reception. Judge Robert P. Aguilar said
that Premier Communications of San Fran-
cisco, which has filed suit against two of
what it says are 17,000 signal “pirates” in
the San Francisco Bay area, had not indicat-

Morning George. The CBS Morning News unveiled its new format (BroaocasTing, Dec. 10,
1984), last week, and its new co-host, Phyllis George. Reviews by the critics were mixed,
although the changes were received favorably by network affiliates, which said the changes
reflected a positive effort by the network to improve the program's third-place ranking among
the morning network news shows. In his biting analysis of the network morning news race last
week, (which prompted one television executive to call him a "Goddamn rotten little gossip-
ing troublemaker”), Washington Post columnist Tom Shales suggested the revamped Morn-
ing News could be the news division’s last chance to bring the show out of the early-morning
ratings cellar, or else the program will be handed over to the entertainment division. (ABC's
Good Morning America is produced by the network's entertainment division; NBC's Today is
a news division production.) Morning News producer John Katz denied that was the case.
New York Times television critic John Corry asked rhetorically last week what all the pro-
gram's changes really mean. “Not much, really” was the reply, “except that the new CBS
Morning News wants to be handsome.” Corry said the show shouldn't be dismissed. "There’s
nothing wrong with a show that locks good.” A sampling of aftiliates seemed pleased with the
changes. *[ think they're on the right track,” said Ed Pfeiffer, vice president and generai
manager of CBS's Washington affiliate, wovm-v Pfeiffer acknowledged that he thought the
team of Bill Kurtis and his former co-anchor on the program, Diane Sawyer, now with 60
Minutes, was the "absolute ultimate” morning news combination. But he added that George
{who will be paid $920,000 annually), once she becomes fully comfortable with her role, will
be “gangbusters. She comes across as a strong lady.” Pfeiffer applauded the network’s effort
to broaden the appeal of the program beyond "news purists.” A news show, he added, “can
be the greatest program in the world, but if you're not reaching people. .."
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ed it was likely “to prevail on the merits.”

The judge’s refusal to grant the stay pend-
ing a trial stunned counsel for Premier.
Wayne Goodrow noted that the defen-
dants—Edward and Elvera Fuentes—had
admitted receiving HBO programing and
that he had submitted affidavits showing that
the equipment was designed to pick up the
frequencies on which the programing was
transmitted. Another affidavit was provided
by a former distributor of the type of antenna
used by the Fuentes who said their purpose is
to permit the reception of pay TV program-
ing.

The attorney also cited a number of other
cases in all of which unauthorized use of pay
programing was blocked by courts. Most of
the cases involved the distribution and sale
of equipment. But in a case in Minneapolis
in October 1982, a federal judge issued a
permanent injunction against a homeowner
who had written a letter to a local newspaper
admitting he was using his antenna to pirate
the programing transmitted by an HBO dis-
tributor (BROADCASTING, Oct. 25, 1982).

In the San Francisco case, the counsel for
the Fuenteses, Richard Brown, an associate
in the law firm of noted criminal lawyer
Melvin Belli, argued that the antenna in
question had uses other than that of receiv-
ing Premier’s HBO signal. He said it could
be used to enhance UHF reception and re-
ceive microwave television signals. He also
said restrictions on use of the antenna would
violate the owners’ First Amendment rights.

Goodrow said Premier will continue its
legal action. Aguilar has set March 29 as the
date for a status hearing. At that time, he will
set a hearing on the applicability of the Sec-
tion 705 (formerly 605) of the Communica-
tions Act, which is designed to prohibit the
unauthorized reception of programing. O

SAG, AFTRA and
ad industry begin
contract talks

The advertising industry and the American
Federation of Television and Radio Artists
and the Screen Actors Guild have begun ne-
gotiations on a new three-year contract cov-
ering performers appearing in radio and tele-
vision commercials.

Coincident with the start of talks, the in-
dustry served notice on the two talent unions
that it is seeking to control talent costs be-
cause of the declining network and spot au-
diences. Industry negotiators also offered
two proposals that they said would help to
make television more affordable for small
advertisers. One is aimed at accommodating
retail advertisers who run special campaigns
and wish to make frequent changes in on-
the-air copy. The other, called the “short-
term” proposal, would establish lower rates
for periods no longer than four weeks, rather
than the 13-week rate now in effect in talent
union contracts.

Management also asked that all rates for
the use of program commercials be reduced
by 10%, except for the first use in major
markets. The current television and radio
commercials contract with AFTRA and
SAG expires on Feb. 6. O



Law & Regulation

Radio Manti’s slow march to air date

Service designed to broadcast news
to Cuba moves toward Jan. 28 start up,
despite many stumbling blocks since
its conception in 1981; resignation

of Drew as director is latest problem

The Reagan administration’s Radio Marti
project, troubled from inception, continues
to run into problems. But there are hopes, at
least, that the Voice of America program
service that is to broadcast news of Cuba to
that country will meet a tentative on-air tar-
get date of Jan. 28, the 132d anniversary of
the birth of the Cuban patriot, José Marti, for
whom the new service is named.

The latest trouble was the sudden resigna-
tion two weeks ago of Paul Drew as direc-
tor—the second person who had been select-
ed to run the new service to pack his bags
and leave. The official reason for Drew’s
departure given by the VOA was “personal
emergency.” However, Drew, who has re-
turned to his radio consulting business in
Los Angeles, would not return telephone
calls, and the Miami Herald, quoting anony-
mous sources, said Drew left after losing a
“power struggle” over personnel matters. A
source within the Radio Marti program ser-
vice told BROADCASTING that Charles Wick,
director of the U.S. Information Agency, to
whom the Radio Marti director reports, had
asked Drew to resign.

Drew, who had joined the embryonic ser-
vice as a consultant in October and who was
officially designated director by Wick in De-
cember, followed a Cuban-American jour-
nalist, Emilio Milan, out the door. Milan had
joined the agency as a consultant a year ago,
with the understanding he would be named
director, but left to return to his home in
Miami after several months. VOA officials
said he had resigned because “members of
his extended family would not be able to join
him in Washington.”

The turnover at the top may be bearing out
the views of those who have maintained that
the Radio Marti service is bound to contain
internal conflicts even greater than those that
have made the VOA from time to time a
particularly stressful job for its director. The
VOA is known to have been torn by conflicts
between conservatives and liberals. Some
say such conflicts are being built into Radio
Marti, as it is staffed by Cuban-Americans,
including some who arrived in the U.S. fol-
lowing the Castro revolution and who might
be expected to push for a hard anti-Castro
line, and by VOA types who would be likely
to insist on following the congressional man-
date 1o pursue the VOA standards for objec-
tivity and balance.

However, the deputy director for policy,
Saul Gefter, a foreign service officer who
served in the American Interest Section in
the Swiss embassy in Havana, insisted the

staff would be “professional.” He said
“qualified radio journalists are being hired
who must pass personal evaluation tests.”
He noted staff was recruited through a na-
tionwide advertising campaign over the past
year.

The sudden resignation of Drew—whose
departure was announced to Radio Marti ser-
vice staffers by Wick and the chairman of a
Presidential Advisory Board on Radio
Marti, Jorge Mas Canosa—did not leave the
service leaderless for long. Kenneth R. Gid-
dens, who served for eight years under
Presidents Nixon and Ford as director of the
VOA and who owns WKRG-AM-FM-TV Mo-
bile, Ala., is now acting director pending the
appointment of a replacement for Drew.
Giddens lost no time responding positively
to Wick's request that he take over on a tem-
porary basis and, Giddens said, “get the sta-
tion on the air.”

Giddens and Wick are old friends, and the
new assignment is the second Giddens has
undertaken in connection with Radio Marti
at Wick’s request. Three years ago, with ad-
ministration planning for the station moving
slowly, Wick asked Giddens to help speed
things up by serving as an unpaid consultant.
He agreed and prepared detailed plans he
submitted early in 1982 (“Closed Circuit,”
March 1, 1982), and later lobbied Congress
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Giddens in the Radio Marti studio

for statutory approval and financing of the
project.

Radio Marti is the Reagan administra-
tion’s answer to what it says is the Castro
government’s monopoly on news in Cuba.
But the service has been a source of contro-
versy within the U.S. since it was initially
proposed, more than three years ago. Ameri-
can broadcasters, already concerned about
the interference Cuban stations were causing
American AM outlets, particularly in the
Southeast, feared Radio Marti broadcasts
would cause the Cuban government to retali-
ate by ordering an increase in the interfer-
ence. The broadcasters, with the National
Association of Broadcasters providing sup-
port, made it clear they did not want to pay
the price—in terms of interference to thei-
stations—of a U.S. foreign policy ploy.

In time, broadcasier-generated opposition
in Congress forced the administration to ac-
cept a compromise, under which Radic
Marti, instead of opzrating under the Boarc
for International Broadcasting as a separate
station, would emerge as a broadcast service
of the VOA, subjec: to its standards of ob-
jectivity and balance. The legislation alsc
specified that Radio Marti programs be
broadcast on 1180 khz, the frequency on
which the VOA station on Marathon Key, in
Florida, operates. The hope was that the




mantle of the VOA would make it less likely
that Radio Marti broadcasts would intensify
the interference problem; Cuba has not been
interfering with the VOA broadcasts from
Marathon.

But broadcasters are still nervous. In the
last few weeks, the National Association of
Broadcasters Advisory Committee on Radio
Broadcasting and the South Florida Radio
Broadcasters Association have made that
clear. NAB President Edward Fritts wrote
FCC Chairman Mark Fowler that members
of the advisory committee, at a meeting ear-

lier this month expressed concern that the
impending inauguration of Radio Marti pro-
gram service would result in increased Cu-
ban interference to U.S. AM stations—de-
spitc the establishment of Radio Marti
service as part of the VOA. Fritts said, as he
has in the past, that “the only long-term solu-
tion” to the interference problem is through
diplomatic negotiations with Cuba—and
that he was urging the commission and the
State Department to reopen talks with Cuba
on the issue promptly. The U S. has dis-
cussed the matter with Cuba in the past, but

At the commission

Falrness pleading. Meredith Corp., licensee of wrvk(rv) Syracuse, N.Y., has contested the
FCC's finding that it was in violation of the falrness doctrine (BroapcasTING, Oct. 29, 1984). In
a filing at the commission, Meredith said it already has met its obligations. But it also said it
would ask the FCC to reconsider its finding.

Atissue in the complaint was a series of editorial adveftisements the station ran during the
summer of 1982 for the Energy Association cf New York, a trade association of utilities. The
ads advocated the continued construction of the Nine Mile Il nuclear plant in upstate New
York. The Syracuse Peace Council alleged the ads’ statement that the plant was a “"sound
investment” in New York's future constituted one side of a controversial issue and had asked
the station to correct the programing imbalance. The station. didn', and the group com-
plained to the FCC, spurring the commission’s finding of the fairness doctrine violation.

In its filing, however, the station said it met its fairness obligations on whether Nine Mile Il
was a good investment last surmer. At that time, the station said, it had made a “good faith”
judgment that the issue had attracted "sufficient controversiality” to warrant a balancing of
coverage under the doctrine. So when the utility approached the station with an ad campaign
addressing the investment in the plant, Meredith said the station sought out opposing views
and provided both the Environmental Defense Fund and the Syracuse Peace Council with
free air time to present opposing points of view. "Since wTvk has already actively sought out
and presented opposing points of view on whether the Nine Mile [l plant is a sound invest-
ment, the licensee submits that it is meeting its fairness obligations,” Meredith said. "Al-
though wrvi believes this issue to be controversial in 1984, it continues to submit that itacted
in good faith in 1982 when the advertising campaign in question was broadcast. Because
wTvH did not believe that the issue was sufficiently controversial to invoke fairness doctrine
concerns at the time of the 1982 broadcasts, it will petition the commission for reconsider-
ation,” it said.

Hearing ordered. A panel of the U.S. Court of Appeals in Washington has ordered the FCC to
hold a hearing on the license renewal applications of noncommerclal KQep Inc.’s KQED-TV,
KQEec-Tvand xQED-FM, all San Francisco. Public interest groups and an association of dissatis-
fied members of kaep have been petitioning the FCC, without success, to deny the license
renewal applications. The commission has repeatedly granted renewal without a hearing.
But by a 2-1 vote, the appeals court panel held that the commission had erred in not ordering
a hearing on the groups' allegation that kQep had lied to the commission in saying it had taken
kaec-Tv off the air temporarily in 1980 for budgetary reasons related to equipment replace-
ment rather than budgetary considerations in general. The commission had said it would not
accept budget as a valid excuse. Judge J. Skelly Wright, writing for himself and Judge
Patricia Wald, said that the commission had "ignored statutorily adequate allegations going
to a substantial and material factual dispute and in effect obviated the need for a hearing by
finding itself that one factual version was the true and correct one.” Such a determination,
Wright said, "is the function of an evidentiary hearing."

United declislons. In a pair of initiai decisions, FCC Administrative Law Judge Frederic
Coufal has granted United Broadcasting Co. renewal for wkomam (formerly wenxiam]) New
York. But he denied United renewal for wyst.rm Baltimore, granting the competing application
of SRW inc.

In the first case, Coufal held that United had done an “adequate job" of meeting its
community needs and said it merited a “substantial” renewal expectancy. Osborne Commu-
nications, the competing applicant, was given a demerit for withholding the testimony of one
witness until the time for trial.

Inthe second case, however, the judge ruled that United’s broadcast record at wystFm had
been "mediocre,” and held the licensee deserving of only a “minimal” renewal expectancy.
with slight plusses on diversification, integration and auxiliary power grounds, SRW won out,
the judge said. SRW is co-owned by Melvin A. Steinberg and Richard Rynd. Steinberg is
president of Maryland senate and Baltimore attorney. Rynd, resident of Baltimore county,
owns three Maryland nursing homes and has interests in real estate, mineral and oil invest-
ments.
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without success. The South Flonda radio
broadcasters’ resolution does not refer spe-
cifically to the Radio Marti service but, rath-
er, to the interference that already exists. It
calls on the commission and the State De-
partment “to establish mechanisms to mini-
mize the effects of such interference.”
Giddens’s appointment, even if tempo-
rary, is not likely to reassure broadcasters.
During the development of the administra-
tion’s plans for Radio Marti, Giddens was
understood to have expressed the kind of
hawkish statements certain to trouble broad-
casters—that they should be willing to “sac-
rifice” their stations in a confrontation with
Cuba (BROADCASTING, Aug. 2, 1982). Gid-
dens has said he does not recall making such
a statement. But 1n a Senate hearing at which
the remarks were discussed, he said he
would be *“ashamed” of himself if he put his
personal concerns ahead of the national in-
terest. He said all broadcasters were “at risk”
in the developing confrontation with Cuba,
and added, “It’s a gamble we all take. Any
soldier who goes off to war might be shot.”
Last week, Radio Marti staffers were
working toward the Jan. 28 on-air date.
Some 100 employes out of 178 authorized
positions were on the job, according to Gid-
dens. And writers and reporters, many of
them native Americans who had majored in
Latin American affairs in college, were pre-
paring scripts, and announcers, speaking
Cuban-accented or neutral-accented Span-
ish, were reading them in a continuing series
of dry runs supervised by producers and di-
rectors. But Giddens indicated that Jan. 28
was still more of a hope than a firm commit-
ment, even if a number of members of Con-
gress last month complained about what they
considered the slow pace of the administra-
tion in putting the service on the air (BROAD-
CASTING, Dec. 31, 1984). “That’s the tar-
get,” he said. But indications were that if the
new service comes close to hitting it, Cu-
bans will be hearing the news, features, mu-
sic and other programing emanating from
the “Voice of America: Radio Marti Pro-
gram” while Wick is still thumbing through
his files, looking for what would be his third
choice to run the new service. o

Going for two

Should one organization be permitted to be
the licensee of two noncommercial VHF’s in
the Dallas-Fort Worth market?

That'’s the question Public Communica-
tion Foundation for North Texas, licensee of
noncommercial KERA-FM-TV (ch. 13) Dallas,
and Denton Channel Two Foundation, the
tentative permittee of a new noncommercial
television station on channel 2 in nearby
Denton, Tex., have put to the FCC.

Under a proposed settlement agreement,
the two foundations, which both had been
vying for channel 2, would merge into a new
company, North Texas Public Broadcasting
Inc. The new nonprofit corporation would
oversee the operations of the two TV’s and
Public Communication’s noncommercial
Dallas radio station. Richard Meyer, KERA-
FM-TV president and general manager, would
be president of the new corporation.

In a press release, the foundations said



programing on channel 2 would consist “pri-
marily” of instructional and educational
fare.

FCC Administrative Law Judge Frederic
Coufal had granted Denton Channel Two's
application, denying the competing applica-
tion of Public Communication, Public Com-
munication, however, appealed to the Re-
view Board. O

Applicant for
WHCT(TV) subpoenas
eight FCC officials

Alan Shurberg, whose efforts to gain control
of Faith Center Inc.’s WHCT(TV) (ch. 18)
Hartford, Conn., have become something of
a legend, last week subpoenaed eight FCC
officials to give depositions on the agency’s
decision to permit the licensee to sell its sta-
tion under the distress sale policy.

The commission, in a closed meeting,
gave Faith Center, which had twice pre-
viously failed to consummate distress sales,
a third opportunity to sell the station to As-
troline Communications Co. for $3.1 mil-
lion (BROADCASTING, Oct. 8, 1984).

Shurberg, a self-employed computer pro-
gramer and resident of Hartford, appealed
that decision to the Court of Appeals in
Washington. Shurberg has been arguing that
his competing application—and only his—
should have been designated for a compara-
tive hearing with Faith Center. He says his
application was the only one that was “time-
ly filed.”

He also has filed suit against the FCC in
U.S. District Court in Washington, alleging
that the commission violated the Sunshine
and Freedom of Information Acts in its han-
dling of the case at hand. Shurberg had
maintained that the FCC should have met on
the distress sale question in public. He also
objected to the commission’s refusal to re-
lease documents related to its decision, in-
cluding a memorandum by Elzora Kramer,
FCC special assistant for minority enter-
prise, which urged the commissioners to
take another look at the request (BROAD-
CASTING, Oct. 8, 1984). (The FCC Office of
General Counsel reportedly had originally
recommended that Faith Center’s request be
denied.)

Shurberg’s attorney, Harry Cole, of the
Washington law firm of Bechtel & Cole,
said the FCC officials were subpoenaed to
determine the “facts and circumstances sur-
rounding the preparation and distribution of
the Kramer memo.”

The FCC officials subpoenaed were
Kramer; William Russell Jr., director of the
FCC Office of Congressional and Public Af-
fairs; Thomas Herwitz, legal assistant to
Chairman Mark Fowler; Kenneth Howard
Ir., legal assistant to Commissioner James
Quello; Robert Pettit, legal assistant to Com-
missioner Mimi Dawson; Renee Licht, legal
assistant to Commissioner Henry Rivera;
Diane Silberstein, legal assistant to Com-
missioner Dennis Patrick, and Barthen Gor-
man, attorney in the Office uf General Coun-
sel. John Greenspan, an FCC trial attorney,
said the commission had not yet determined
how to proceed. O
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Wodlinger prevalls. In initial decision, FCC Administrative Law Judge Edward Luton
has granted appiication of Mark L. Wodlinger for new FM in Naples Park, Fla., denying
mutually exclusive applications of Robyn E. Gerry, Williams County Broadcasting System,
Nathan L. Goetz and Juarez Communications Corp. Judge said Wodlinger won out on
integration grounds. Wodlinger and his wife, Constance, own kcLOAM) and Kzzc(Fm)
Leavenworth, Kan.

O

Petition denied. FCC has denied petition by Gary Shakerdge for rulemaking seeking to
require network television presidents or vice presidents to appear on prime time monthly
to explain their programing policies to public. “Petitioner’s suggestion that the commission
prescribe a particular form or type of programing for the networks is inconsistent with
basic constitutional notions of free speech,” FCC said.

O

Reconsideration refused. FCC has declined to change rules to permit instructional
television fixed service licensees to hold more than four channels within single area of
operation. In order rejecting petitions for- reconsideration, FCC said it thought it
“appropriate and reasonable to maintain the four-channel assignment rule at this time.”

O

Albuquerque reversal. Reversing decision by FCC Administrative Law Judge James
Tierney, Review Board has granted application of Loretta Rose Salazar for new FM in
Albuguerque, N.M., denying mutually exclusive applications of Hispanic Owners inc.,
Professional Communications Inc., Spanish Radio Inc. and Rio Rancho Broadcasting

Inc. Tiermey had granted application of Rio Rancho for proposing location in Rio Rancho,
Albuguerque-area community that doesn't have broadcast station. Other four applicants
had proposed Albuguerque. Board said judge erred in granting Rio Rancho's application
on location grounds. Board painted out that Class C FM channel at issue was assigned
to Albuquerque and that proposals by all applicants would cover entire urban area. Under
comparative criteria, board said, Salazar's application was preferred on diversification
and integration grounds. Salazar is resident of Santa Cruz, Calif., who owns and operates
antique business but said she would move to Albuquerque and run station.

O

Affillation agreement change. FCC has proposed to eliminate requirement that network
affiliation agreements be filed at commission. In notice of proposed rulemaking, FCC
said costs and burdens of filing those contracts outweighed benefit of having information
on hand. Commission, however, proposed to retain authority to conduct special studies
of network affiliation matters on “as-needed basis.” Comments are due Feb. 17; reply
comments are due March 6. O

More FM's sought. In further notice of proposed rulemaking, FCC has proposed to add
Corbin, Ky; Kinston, N.C.; South Pittsburg, Tenn.; Vergennes, V1., and La Crosse, Wis,, to
its list of 689 new FM allotments resulting from Docket 80-30 (BROADCASTING, Dec. 31,

1984). Comments are due Feb. 28. &

Try again. Citing its new policy on subject, FCC has asked administrative law judge to
consider anew request of Elba Development Corp., licensee of kanvw1v St. Joseph, Mo.,
to change location of its antenna, Both ALJ and Review Board rejected station's request,
noting that proposed change would result in creation of white area—area uncovered by
Grade B contour of any television signal and containing 8,836 persons. FCC said antenna
moves that would result in creation of white areas of that magnitude aren't in public
interest. But it also noted that it has changed its policy {BRGADCASTING, Jan. 7) to permit
consideration of access to actual or pfoposed alternative video technologies—for
example, low-power television, translators and cable television service—in calculating
white areas. In case at hand, commission directed ALJ to determine whether “in view of
all evidence of alternative video services, the white area created by Elba's proposal will
be eliminated or reduced to de minimis proportions.”

O
Dereg now. Report issued last week by House Republican Research Committee calls for
elimination of fairness doctrine and equal time and reasonable access faws. Report,
“Ideas for Tomorrow, Choices for Today: Policy Initiatives of Committee On the First One
‘Hundred Days,” also addressed several other communications issues. It said: FCC's radio
regulations should be codified and extended to television. FCC should create lottery
system for broadcast licensing and “rely more on markets in spectrum allocation.” Federal
funds should be shifted from Corporation for Public Broadcasting to noncommercial
radio stations. O

Buyout approved. FCC has approved United Television Inc.'s $4.8-million buyout of 12
competitors for construction permit for new television station on channel 45 in Phoenix.
United is owned by Chris-Craft Industries and Wamer Communications. According to
company attorney, United was original applicant.
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CBS News buys electronic newsroom system

Colorgraphics’ NewStar to be
installed in New York and
Washington news bureaus;
deal valued at $1 million

For Colorgraphics Systems Inc., the sale of
its NewStar electronic newsroom to CBS
News (BROADCASTING, Jan. 7) is a mile-
stone. The purchase of the system by one of
the three major broadcast news organiza-
tions, it believes, is an important endorse-
ment not only of NewStar, but also of the
whole concept of computerizing the broad-
cast newsroom.

“The decision will open the floodgates to
the electronic newsroom purchases by a ma-
Jority of radio and television stations in the
United States in the next three years,” said
Colorgraphics President Terry Kelly.

So-called clectronic newsrooms, which
substitute computers and video display ter-
minals for paper and typewriters, have been
around for several years but have been slow
to catch on. Only a few dozen television and
radio newsrooms in the U.S. are now com-
puterized, Kelly said. The industry has been
waiting for a major broadcaster like CBS *“to
take the plunge,” said Kelly.

Under terms of their agreement, Color-
graphics will install NewStar in CBS News
headquarters in New York and in its Wash-
ington bureau. According to David Buks-
baum, vice president, CBS News, installa-
tion is expected to begin in a few weeks and
should be fully operational by April 1. Buks-
baum and Kelly refused to discuss the pur-
chase price. But, judging from past sales and
the hardware involved, CBS News must be
paying close to $1 million.

CBS’s commitment to the eclectronic
newsroom and NewStar was underscored
last week by the announcement that CBS-
owned AM stations had also struck a $1-
million deal to upgrade the NewStar system
at KCBS(AM) San Francisco and to install
complete stations at its other five news-and-

T IB-
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KIRO-TV Seattle

information systems and its Washington ra-
dio bureau. According to Mike Lundlum,
executive director, news, CBS-owned AM
stations, the new equipment should be up
and running at all the stations by August at
the latest. “This is really a product-improve-
ment decision,” he said. The network will be
to produce better stories more quickly, he
said.

Buoyed by the CBS deals, Kelly believes
Colorgraphics will capture a lion’s share of
the electronic newsroom business. NewStar
is now in operation at 13 television stations
and seven radio stations, including two in
Australia, and the CBS Radio Network.
What’s more, in addition to CBS News and
the CBS-owned AM stations, four television
stations, one radio station and Bonneville’s
Washington bureau are awaiting installa-
tions.

But other companies are trying to cash in
on the growing interest in electronic news-
rooms. Chief among them is Basys Inc.,
which was purchased by England’s Indepen-
dent Television News last year but which
maintains offices in New York and Mountain
View, Calif. Basys was developed at the Ca-
ble News Network and it is still hard at work
for the around-the-clock cable service.

Aside from CNN, NBC has been Basys’s
most important domestic customer, having
already made a multimiilion-dollar commit-
ment to phase in its system at all news facili-
ties. According to Basys President David
Lyon, NBC News in New York has been
using Basys since 1983 and is in the process
of upgrading it; NBC Radio is in the process
of installing the system, and the NBC
owned-and-operated  television  stations
should be on line with it by the end of the
year.

“We have been living with the [Basys]
system for 15 months and it would be impos-
sible to live without it now,” said Tom Wol-
zien, vice president, special productions,
NBC News. “It’s helped our competitive po-

sition. It’s helped producers and correspon-
dents to research and write stories, and it's
helped our editors keep track of what's going
on in the world.”

Although Basys has been purchased by
several U.S. television and radio stations,
according to Lyon, its real appeal so far has
been in the international marketplace. Its in-
ternational customers include, among oth-
ers, ITN, BBC Radio, the Italian RAI radio
and television networks and television sta-
tions in Brisbane and Wagga Wagga, both
Australia.

Now that NBC and CBS have made their
buys, Colorgraphics, Basys and others have
turned their attention to ABC. “ABC is very
interesting,” said Lyon. “I think everybody
is still in there pitching.” The other players
in the electronic newsroom marketplace in-
clude Softwiz Corp., which offers Broadcast
One; Quanta Corp.; Beston/McInnis-Skin-
ner, and Columbine Broadcast Information
Systems.

According to Buksbaum and Kelly, CBS
News will use its NewStar system for writ-
ing (word processing), searching through
CBS News’s extensive film-and-tape ar-
chives and newspaper clipping and script
morgues, storing and calling up stories from
all the major wire services, keeping track of
stories and camera crews and preparing the
producer’s rundown.

Because the network’s archives and
morgue are already computerized, Colorgra-
phics had to write some special software to
interface NewStar with the existing comput-
er. It also had to write software so that New-
Star terminals could be used to program and
control the Sony Betacart multicassette ma-
chines, which CBS News plans to use for
playback-to-air in New York.

The system includes a lot of hardware,
including 48 terminals in New York and 18
in Washington. Plans also call for the instal-
lation of two 160 megabyte hard disk dnives,
a dual-channel teleprompter and “uninter-
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ruptable power supply” at each facility.
According to Buksbaum, producers and
reporiers in CBS's two dozen bureaus
around the world will be able to tap into the
Newstar system with IBM personal comput-
ers. A reporter in the Rome bureau, for in-
stance, could transmit a script to New York
or Washington or check what’s available in
the CBS film and tape archives. The New-

star system will also interface via telephone
with the notebook-sized word-processing
computers, such as the Radio Shack TRS-
100 or a comparable NEC model, that have
become very popular among journalists, he
said.

Buksbaum said he expects NewStar to
save CBS News time and money. It will save
*“a fortune,” he said, simply by eliminating

the wire service printers and the paper that
goes into them. According to Kelly, CBS
News now subscribes to eight wire services.

With everything on computer and accessi-
ble by remote computers, Colorgraphics has
done its best to make the system electroni-
cally impregnable. “It will be fairly secure,”
said Buksbaum, “although I suspect a com-
puter freak might be able to get into it.” O

Advertising & Marketinga

RAB expecting full house

Managing Sales Conference
at Dallas-Fort Worth airport
sells out week before it starts

“It’s a sold-out situation,” said Radio Adver-
tising Bureau Executive Vice President
Wayne Comnils in describing the associ-
ation’s fifth annual Managing Sales Confer-
ence (MSC), which kicks off Saturday (Jan.
26) at the Amfac hote!l adjacent to the Dal-
las-Fort Worth airport. Last week, the RAB
began to turn away registrants for the three-
and-a-half day event, after cutting off the
paid pre-registration at 1,050—the atten-
dance level it had set late last year in order to
insure that the conference would be more
“learning intensive.”

For the first time in its history, the confer-
ence will feature a small exhibit hall where
15 companies will display their wares. Cor-
nils, who is also the conference coordinator,
noted that the hours the exhibit hall is open
have been limited, to avoid interference with
the sessions. The hall will be open from
noon to 8 p.m. on Saturday and 11 a.m. to 1
p.m. and 4 to 7 p.m. on Sunday and Monday
(Jan. 27 and 28). It will be closed on Tues-
day, Jan. 29.

Also new this year are two events sched-
uled prior to the opening reception on Satur-
day night. From 1 to 4 p.m. that day, RAB
will hold a group Certified Radio Marketing
Consultant (CRMC) test for about 30 candi-
dates, followed by a 90-minute session on
microcomputers, which is open to all atten-
dees.

Keynote speaker on Sunday morning will
be Larry Wilson, president of the Wilson
Learning Center, based in South Eden Prai-
rie, Minn., a sales and marketing training
organization.

Sunday’s luncheon speaker will be Don
Shea, president of the U.S. Brewers Associ-
ation in Washington. Shea will discuss the
movement to ban beer and wine advertising
on radio and television. Shea's talk will be
followed by reports on radio’s effort in that
area from National Association of Broad-
casters President Eddie Fritts and National
Radio Broadcasters Association President
Bernie Mann.

Other major speakers scheduled to appear
throughout the three-and-a-half day event
include: John Murphy, vice president of
sales promotion/marketing for the National
Retail Merchants Association and co-author

of “The One-Minute Salesperson”; Kathleen
Black, publisher of USA Today; Steve Gar-
vey, first baseman for the San Diego Padres,
who also is president of his own firm, the
Garvey Marketing Group, and EG. (Buck)
Rogers, formerly IBM’s vice president for
marketing worldwide, who will speak at the
closing general assembly Tuesday morning.

The conference will offer 16 workshops
and four forums, many of which will be re-
peated. There will be two sessions on co-op
advertising and separate research sessions
on Arbitron and Birch. Arbitron will unveil
its new four-week cume slide ruler for par-
ticipants. Attendees will also hear from
Shaun Fitzpatnck, executive vice president
and creative director, Campbell-Ewald Co.,
Warren, Mich., at a Monday morning work-
shop. He will discuss the reasons behind
Chevrolet’s decision to advertise its 1985
cars on radio (BROADCASTING, Sept. 24,
1984).

After last year’s successful experiment,
the RAB each night will run 14 format
“roundtable” sales discussions and one on
how to form a local market association, be-
ginning Sunday at 8 p.m. Additionally, the
association will demonstrate its new on-line
c0-0p computer network at the conference.

Companies that will be hosting hospitality
suites this year are: TM Communications,
Dallas; CBS Spot Radio Sales, New York;
Hillier, Newmark, Wechsler & Howard,
New York; Fairwest, Dallas; Donnelly Me-
dia, Arlington, Tex.; Eastman Radio, New
York; Weiss & Powell, New York; Green-
wood Development Programs, Tulsa, Okla.;
Unidyne Direct Mail Co., San Diego; The
Otis Conner Cos., Dallas; Arbitron Ratings,
New York, and Philadelphia Music Works.

This year’s MSC committee chairman is
Dick Rakovan, former senior vice president,
radio station group, Outlet Communica-
tions.

RKO's wor-Tv New York.

Helping hands. Former President Gerald R. Ford presents awards from United Cerebral
Palsy to Thomas S. Murphy, chairman of Capital Cities Communications (I), Thomas F O'Neil,
Chairman of RKO General {r), and comedian Bob Hope. Hope, who has been henorary
chairman of the organization since its founding in 1949, was named Humanitarian of the
Century. Murphy and O'Neil were named Humanitarians of the Year for their “personal efforts”
on behalf of the disabled and for "developing an unmathced media relationship by making
their varied outlets available to enlighten public awareness of cerebral palsy and motivate
support for UCP programs and services.” The presentation was made in advance of UCP's
"Weekend of the Stars” telethon, Jan. 12-13, which generated more than $17 million in
contributions and pledges. The broadcast marked the 32d year it has been carried over
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The week's worth of news and comment about radio

Convention notes

The Radio '85 Management and Programing
Convention, the second jointly sponscred
convention by the National Association of
Broadcasters and the National Radio Broad-
casters Association, will be held Sept. 11-14
at the Loews Anatole hotel in Dallas (“In
Brief,” Jan. 14). All hospitality suites and
entertainment will be located at the Ana-
tole, while the exhibits, panel sessions and
luncheons will be based at the nearby Dailas
Convention Center, "allowing for easier ac-
cess to all sessions and a dramatic increase
in exhibit space,” the convention’'s sponsors
said. The event will include more than 75
sessions covering management, program-
ing, sales, engineering and allied radio to-
pics. The 18-member convention steering
committee is co-chaired by NRBA President
Bernard Mann, president of High Point,
N.C.-based Mann Media, and Gary Stevens,
president of Doubleday Broadcasting.

Switching at Selcom

Barbara Crocks, president of Selcom Radio,
announced her resignation last week, trig-
gering a major reshuffling of company ex-
ecutives at Selcom Inc.—the radio reprs-
sentation subsidiary of Selkirk Commun-
ications Ltd., Toronto, that comprises both
Selcom Radic and Torbet Radio.

Crocks said her departure from the com-
pany is on "amiable” terms. "I had accom-
plished everything I set out to do, working
within the frarnework of the corporate struc-
ture,” she said. Crocks said she wanted to
do something in “a different mode” within
the industry and is expected to announce
her plans, which might involve a move back
to her native Dallas, shortly.

Crooks had been associated with the
company for 11 years, most of them spent
running Selcom Radio's Dallas office. She
was named president of the firm in Decem-

Sold. Country wHn(am) New York became the newest addition to Doubleday Broadcasting's
radio station portfolio when ownership was officially transferred from Mutual Broadcasting.
On hand for the closing were (I-r): Dick Anderson, Doubleday senior vice president; Gary
Stevens, Doubleday president; Bruce Goodman, Mutual senior vice president and general
counsel, and Brian Moors, wHN vice president and general manager.

Doubleday sald it plans to market its New York FM outlet, contemporary hit wapr, in combi-
nation with wHn as the New York Radic Network (BROADCASTING, Jan. 7).

ber 1983. Bob Smith, executive vice presi-
dent of Selcom Inc_, responsible for all finan-
cial matters, will assume directicn of Selcom
Radic until a successor is named, according
to company officials.

The other management changes include
the appointment of Lou Faust, president of
Selcom Inc., to the newly created post of
chairman. In his new position, Faust said he
will have more time to concentrate on the
“overall” direction of the company and to
continue exploring the possibilities for ex-
pansion. (Selkirk Communications Ltd. is
said to have conducted exploratory talks last
summer with John Blair & Co. when it re-
portedly was considering the possibility of

JSA CONGRATULATES
KPSl FM 101 — PALM SPRINGS
ON ANOTHER

#1 ARB*

22.9 AQH Share

Thank you for letting us participate
in your success

JSA JAY STEVENS & ASSOCIATES

AUTOMATED/LIVE ABSIST

(213) 463-4542

*12 + FALL 1984 ARBITRON ESTIMATES MON-SUN 6 AM - 12
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selling both Blair Radio and Blair/RAR
|“Closed Circuit,” Aug. 20, 1984]). Faust will
continue to report to Michael [hnat, vice
president of Selkirk Communications Ltd.,
who is responsible for overseeing the com-
pany's U.S. radio and television representa-
tion firms.

Succeeding Faust is Torbet Radio Presi-
dent Peter Moore, whose tenure with that
company spans nearly 17 years, beginning
as its research director in 1968. Moore be-
came president in 1979 at age 32, making
hirn the youngest radio rep president in the
business, according to Torbet. Moore will
now report to both Faust and Ihnat. Perma-
nent replacements for Crooks and Moore are
expected tc be named within the next 30
days.

Divided by districts

The restructuring of its affiliate relations de-
partment, creating teams of district direc-
tors and managers who are responsible for
clearing all network programing, was an-
nounced last week at CBS RadioRadio's
winter affiliate board meeting in Key West,
Fla.

The move, effective Feb. 1, will eliminate
a separate department for clearing the
young adult network’'s long-form program-
ing, such as Entertainment Coast-to-Coast,
Top 80 USA and Top 40 Satellite Swurvey,
which will now be cleared together with
news and information features. Susan Ja-
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flexible schedules,tageted news products

He is. As Vice President, Mutual News,
Ron’s leadership gives our news teaman
edge. His hackground as broadcast journalist,
editor, author, and former presidential press
secretary means he knows how to deliver
substantive radio news.

Just the way affiliates want it. Proof: over
800 carry the Mutual news product. And the
list is growing fast.

THERES NO SUBSTITUTE FOR SOLID REPORTING.

News is news, you say? Ask your listeners.
Ask them where they tuned to hear reports
from the first radio correspondent fo reach
Grenada after the U.S. invasion.

Mutual.

Or where they heard reports on the
condition of President Reagan from the ondy
reporter af the operafing room after the
assassin:ition attempt.

Mutual.

The Mutual Radio Network regularly
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beats the TV networks and wire services on
big stories. Like the plans to send Marines to
Lebanon,; the evacuation of dependents from
Heirut; the resignation of James Watt.

Sure you can take your radio news from
the TV networks, but what are you and your
listeners really getting? Often just warmed-
over television news.

OF FLEXIBILITY.

Your station can have our news any way
your listeners want it: up to five minutes on
the hour or up to five minutes on the half
hour. And, unlike the TV networks, it's not
all wrapped in a rigid package that allows
you no scheduling options.

We also offer “Lifestyle” news and
features —targeted to younger
listeners—for up to

BN
MR

!
)

-,

N

.* -

in the Morning,” business reports, and
closed circuit updates and special reports
that you can broadcast directly or incorpo-
rate mto your own presentation. You choose
the combination that best fits your format.
1OW ABOUT A FREE SATELLITE DISH?

We'll help you deliver the news with a
free satellite dish. It'll provide you with our
regularly scheduled programming and,
simultaneously, continuous live coverage of
fast-breaking news events and special
short-form updates.

Nobody else offers anything else like it.

When you want radio news, come to the
yadio network. To learn more call Mutual
Station Relations at (703) 685-2050.

3% minutes at the :55 ’
mark, plus the news U Orl a 0
magazine “America o




of news, ABC Direction.

Birthday bash. ABC celebrated the third anniversary of its Rock Radio and Direction net-
works at company headguarters in New York. The Rock network has a lineup of about 75
stations while Direction has topped 240 affiliates. Marking the cccasion were (I-r): Bob
Benson, vice president and senlor executive, ABC Radio Networks; Chuck King, vice presi-
dent, affiliate affairs and acquisitions; Tina Press, director of programing for the netwarks;
Dan Forth, director, ABC Rock Radio; Gloria Briggs, manager, ABC Rock Radio; Vince Gar-
dino, director, ABC Direction; Cathy Pralt, manager, ABC Direction, and Fred Davis, director

cobl, who previously headed long-form pro-
graming as director of program/affiliate ad-
ministration, assumes the newly created
position of district director for the central
region. Other staffers in her department:
Frank Cammarata, Cathy Kelly and Christo-
pher Donchue, who are to hold the new ti-
tles of district manager for the Southern,
Northern and central regions, respectively.
{The Western region will have no district
manager.) Continuing in their present roles
as district directors are: Robert Leeder
{Northern), Nicholas Kiernan {Southern) and
Steven Epstein (Western).

CBS RadicRadic vice president and gen-
eral manager Robert Kipperman noted that
the new structure allows for "heightened
service” to network affiliates.

Also announced at the affiliate board
meeting was the addition of a daily, after-

noon, 90-second Sportsbreak program, to be
hosted by CBS sportscaster Pat O'Brien.
The program, targeted to debut in mid-Feb-
ruary, will be fed at 4:20 p.m. NYT. A morn-
ing version, hosted by CBS Radio sports-
caster Jim Hunter, is currently fed at 8:20
a.m. NYT.

Two live ones from NBC

NBC's new long-form programing unit, NBC
Radio Entertainment, will deliver by sateilite
a one-hour music and interview program
featuring the rock group, Foreigner, on
Thursday (Jan. 24) at 10-11 p.m. NYT. The
special, called Foreigner's Listening Party,
will originate live from the Poste Parisienne
studios in Paris. The broadcast, which will
be co-anchored by Dan Neer, NBC Radio
Entertainment producer, and Judy Libow,

Kendall, and Kauff.

Come together. DIR Broadcasting, New York, will soon launch what it's billing as the first
national weekly radio series exclusively devoted to the Beatles. "While many stations:-have
run Beatles weekends, they have voiced to us the desire to have a consistent weekly Beatles
show that not only includes the playing of Beatles records, but also incorporates Beatles
interviews as well as commentaries by contemporary musicians,” said Peter Kauff, DIR
executive vice president and co-founder. The one-hour, disk-delivered program will be host-
ed by Metromedia's wnew-Fm New York personality, Scott Muni, under the title of Scott Muni’s
Ticket To Ride. According to DIR, more than 100 rock stations have cleared the broadcast,
which is scheduled to debut the first weekend in February. The series is produced by Charlie
Kendall, program director of wneEw-FM, and Denny Somach, a Philadelphia-based radio pro-
gram supplier. Pictured above are (I-r): Somach, Tom Couch, production director, wNEW-FM,
who is also line producer of the show; Muni; Bob Meyrowitz, DIR president and Go-founder;
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vice president of promotion for Atlantic Re-
cords, will include Foreigner members Mick
Jones (guitar} and Lou Gramm (lead vocal)
fielding phone-in questions from listeners.

In another development, comedian Billy
Crystal has been named to host NBC Radio
Entertainment’'s first installment of Live
From The Hard Rock Cafe, a new monthly
one-hour contemporary music/variety se-
res originating at the popular New York
City nightclub (“Riding Gain.," Dec. 17,
1984). Crystal will open the series on Sun-
day, Jan. 27, at 9-10 p.m. NYT along with
rock 'n’ roll performer Little Richard and Da-
vid Byrne, lead vocalist and guitarist of the
musical group. Talking Heads. Affiliates of
The Source, NBC's young adult network,
will have the right of first refusal for both
programs.

Getting older

Doubleday Broadcasting's wMET-FM Chica-
go has made the switch from album-crient-
ed-rock (AOR) to adult contemporary (“In
Briet,” Jan. 14). According to station vice
president and general manager Bob Gould,
WMET-FM's new playlist, with artists such as
Melissa Manchester, Kenny Rogers and
Barry Manilow, is designed to attract a core
audience of 29-to-41-year-clds. The station
15 serving the median age of the Chicago
radio listener, said Gould, noting that the
company’'s independent research shows
that age to be 35.

Additionally, Metromedia’'s WASH(FM)
Washington will switch back to a “full-ser-
vice” adult contemporary format from con-
temporary hit radio {CHR) in mid-February,
according to new station vice president and
general manager Tom Durney. The station
was one of the premiere adult contemporary
stations on FM before it decided to turn
CHR about two years ago.

Both moves underscore a growing move-
ment among stations—especially FM out-
lets—looking to switch formats and opting
for some form of adult contemporary (“Rid-
ing Gain,” Jan. 14).

New from IGC

The Independent Group of Companies
{IGC), a newly formed New York-based,
communications holding firm involved in
several broadcast-related activities, has
reached an agreement with radio program
supplier Cinema Sound Inc., New York, to
jointly produce and distribute programing.
The firms said they will explore the potential
for program development and distribution in
a variety of formats including talk. Cinema
Sound currently produces features heard on
more than 400 stations.

IGC also reached an agreement with
Anrielle Productions International, Ltd., New
York, to distribute programing for radio and
television stations. The first project will be
marketing an encore plesentation of
Arielle’s two-hour, Valentine's Day radio
music special, How To Make Love To Each
Other. The show, which features the top
adult contemporary ballads of the past 15
years, was first aired last year. The two com-
panies will also work together in the devel-
opment of programs.

IGC is headed by former ABC Radic and
Katz corporate communications executive
Henry Kavett.
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Tough times for satellite networker

Meadowlands Communications runs
into financial difficulty
following legal battle with AT&T

Meadowlands Communications Inc. ap-
peared on the satellite communications
scene early last year with some big plans.
Using facilities and services leased from
AT&T, the start-up company was going to
set up a network of earth stations in 26 cities,
most of them near stadiums, and provide a
host of satellite networking services in head-
to-head competition with the likes of Wold
Communications, Hughes Television and
Netcom (BROADCASTING, April 16, 1984).

At first, things went well, The Ruther-
ford, N.J.-based company got a firm foot-
hold in the business, picking up contracts to
handie radio “backhaul” (the feed from the
stadium to the originating radio station or
network studio) for 14 National and Ameri-
can League baseball teams. And it later
seemed to secure its place, making the win-
ning bids to provide backhaul for the Mutual
Broadcasting System’s football games and
for several National Football League teams.

But last fall, things began to unravel and,
by all accounts, Meadowlands is now in
deep legal and financial trouble. At the root
of the trouble is AT&T. It cut off service 10
Meadowlands on Oct. 31 for nonpayment of
bills, causing Meadowlands and many of its
customers to scramble for alternative ser-
vice. After AT&T pulled the plug, said Peg-
gy Solomon, Mutual’s vice president, broad-
cast operations, the radio network was
forced to make its own arrangements for
backhaul of its six or seven weekly football
games during the last few weeks of the sea-
son and for its four bowl games over the
Christmas season.

Meadowlands also became embroiled in a
legal battle with AT&T in U.S. District
Court in Newark, N.J. The same day AT&T
cut off service, Meadowlands filed suit
against the telecommunications common
carrier, alleging that it breached their con-
tract by failing to provide promised services
and facilities and asserting that Meadow-
lands was, as a result, not obliged to pay
AT&T’s latest bill of $932,000. It also de-
manded damages and the return of some of
the money it had already paid AT&T.

AT&T countered with a lawsuit of its own
a month later. After denying the charges
made in Meadowlands’ complaint and
claiming it delivered everything it promised,
AT&T alleged that Meadowlands owed it
$1.9 million for services provided through
November and for termination charges. On
several occasions, the complaint said, Mea-
dowlands “falsely and fraudulently repre-
sented” its willingness and ability to pay
AT&T to induce AT&T to continue to pro-
vide service.

AT&T also contended that some of the

principals in Meadowlands improperly di-
verted some of the company’s revenues into
their own bank accounts and into other bu-
sinesses. Meadowlands, the complaint said,
“ceased to be operated as a corporation and
was,. . .in fact, operated solely for the
fraudulent personal enrichment” of the prin-
cipals, including Ames Industries; John De-
Sanctis, who bought out Ames’s majority
interest in Meadowlands last summer; John
Chanin, senior vice president, and others.

The future of Meadowlands is uncertain.
It has been able to provide some services
since November through other satellite carri-
ers such as Western Union, but it has lost the
satellite network that was to have been the
cornerstone of its business, has debts besides
AT&T's hanging over its head and has appar-
ently lost much of the business that launched
it in the business—baseball radio.

Jeff Sudikoff, president of IDB Commu-
nications Group Ltd., said his seven-year-
old firm has reached tentative agreements to
handle radio backhaul for the majority of
baseball teams and many of Meadowlands’
1984 customers by offering one-hop satellite
transmission service from every major
league baseball city for $500 a game.

Talk within the satellite network business
is divided on the question of Meadowlands’
fate. Some say the company is on the verge
of bankruptcy; others say that it is close to
lining up new financing that will put it back
on solid footing, Meadowlands has refused
to talk to BROADCASTING since November
despite repeated calls. At that time, Tim
Wetmore, Meadowlands’ marketing coor-
dinator, was terse: “We are still here and still
alive.”

Evidence that there can be some kind of
life for Meadowlands without AT&T is pro-
vided by Jim Burns, chief engineer at CBS’s
WBBM(AM) Chicago, which had hired Mea-
dowlands to transmit the away games of the
Chicago Bears back to the station. Presum-
ably because of the break with AT&T, Burns
said, Meadowlands was unable to provide
service for the final three or four games of
the regular system, but it rebounded to han-
dle the Bears' two playoff games from Wash-
ington and San Francisco.

Among Meadowlands’ creditors is Sky-
Tech Inc., which, according to Sky-Tech
President Seth Michaels, signed a one-year
contract for the transmission of its one-hour
agricultural television show and paid for
about three months of service in advance.
Meadowlands only transmitted three shows,
he said, and has made no effort to repay Sky-
Tech for the unprovided service. “I just chalk
it up to amateur hour at the Bijou,” said
Michaels.

On the other hand, Meadowlands made
good on what it owed RKO Radio Networks,
according to RKQO’s Joe Maguire, vice presi-
dent, director of engineering. Meadowlands
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had purchased some satellite time from RKO
prior to November, but fell behind in its pay-
ments, Maguire said. “They suggested a set-
tlement and they carried out all the terms of
the settlement,” he said. “As of Dec. 1
[1984], which is the beginning of RKO’s
fiscal year, they were paid up in full.”

Meadowlands’ competitors were not sur-
prised the company ran into financial diffi-
culties. To capture the baseball and football
business, they say, it cut its prices below
what they believe was its cost. To transmit a
baseball game and provide all the in-stadium
telephone lines, said IDB’s Sudikoff said,
Meadowlands charged just $325 per game.

Sudikoff cites another deal as an example
of how Meadowlands was doing business.
Meadowlands underbid IDB to handle
uplinking for ABC Radio out of the various
Olympic venues last summer, Sudikoff said.
But just before the opening ceremonies, he
said, Meadowlands subcontracted the job to
IDB for more than Meadowlands was get-
ting from ABC.

One key to Meadowlands’ future is retain-
ing its football business. John Soller Sr.,
vice president and general manager,
WKRC(AM) Cincinnati, who used Meadow-
lands for backhaul of the Cincinnati Ben-
gals’ away games last season until Meadow-
lands’ problem with AT&T interrupted
service, has yet to make plans for next sea-
son and is keeping an eye on Meadowlands.
“I'm waiting to hear, like a lot of people,
how this is going to work out.” O

Copyright clash
at IRTS luncheon

MPAA’s Valenti and NCTA's Mooney
square off over issue; Ueberroth
says league might renegotiate
contracts in light of superstations

Cable’s copyright obligation to program pro-
ducers was the main topic of discussion last
week at an International Radio and Televi-
sion Society luncheon in New York.

The leaders of the trade associations
whose members’ interests are most at stake,
Jack Valenti, president of the Motion Picture
Association of America, and James Mooney,
president of the National Cable Television
Association,agreed on one statement con-
cerning the issue—that it will be, in Moon-
ey’s words, “an interesting [next] two
years”—but on little else. They were joined
by Major League Baseball Commissioner
Peter Ueberroth, who talked briefly about
what he believes is one of the most divisive
issues confronting his sport today—the
transmission of games nationally by broad-
cast superstations.

Valenti told the gathering that “it’s be-
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come apparent that cable will try to lower the
copyright fees that it pays” to program pro-
ducers, probably including an organized

ush for congressional action. But, said Va-
enti, MPAA will stand its ground. “We in-
sist that what we provide cable ought to be
for a fair price.”

If cable goes to Congress in an effort to
lower the fees for imported distant signals,
Valenti said, MPAA would also go to Con-
gress, to lobby for the lifting of the compul-
sory license fee, a blanket fee, based on ba-
sic cable revenues, that cable operators pay
for all the copyrighted program material they
transmit. Referring to the recent cable dere-
gulation bill, Valenti said, “If government
restrictions negative to cable deserved to be

Financlal boost. The Corporapon for |
Pubdic Broadeasting's board of diractors
has allocated an additional $2 million to

itz children's programing oudget, and will |
consider &t least analhes $2 million -
craase for such programing at it Masch
mesting. CPB President Edward J. Flig

b Aold the board that it was time for an
“mnvigoration of children's and educetion-

al peogramg,” adding thet this *is ahap-

py cecision for public tefevizion whose
licensees have long supported, through
money and broadcast time, the highest
committrment to children. It should be the
beginning of an even happier time for the
nation’s children in terms of quality pro-
graming on a regular basis,” he said.

abolished, should not [negative] restrictions
applied to coypright owners be repealed?”

Mooney said that Valenti tends to charac-
terize “unfettered copyright as close to a
state of nature, which it is not.” The govern-
ment, Mocney said, has granted “all sorts of
copyright privileges” to further the public
interest. “What we have here,” he added, “is
a dispute over whether the copyright act has
been administered as fairly as it should be. A
*fair price’ to Jack is the price he can get.”

Ueberroth made the somewhat startling
statement that the league might consider a

possible renegotiation of its contracts with
ABC and NBC for broadcast rights (valued
at over $1 billion for the current five-year
package), if the broadcast networks believed
that superstation carriage of games dimin-
ished the value of their rights contracts. “We
might listen to that,” he said.

He said that negotiations were going on
with teams carried by superstations to com-
pensate the league for superstation-televised
games carried into other MLB franchise
markets. The issue, he said, “has torn base-
ball apart.” a
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WEAN(AM)-WPJB-FM Providence, R.l. 0 Sold
by WPIB-FM/WEAN Broadcasting Co. to
Eastern Broadcasting Co. for $5 million
cash. Seller is subsidiary of The Providence
Journal-Bulletin Co., Providence, Rhode Is-
land-based station group of one AM, one
FM and four TV’s, publisher of the Provi-
dence Jowrnal-Bulletin, and owner of cable
systems in Florida, Massachusetts, New
York, California and Rhode Island. It is prin-
cipally owned by voting trust controlled by
John A. Watkins, chairman, and six others.
Buyer is Washington-based station group of
five AM’s and four FM’s owned by Roger A.
Neuhoff and family, WEAN is on 790 khz full
time with 6 kw. WPIB-FM is on 105.1 mhz
with 50 kw and antenna 500 feet above aver-

III/"'
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WFSL-TV
Lansing, Michigan

to
The Journal Company
Milwaukee, Wisconsin

for
$9,000,000

We are pleased to have served as broker
in this transaction.
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age terrain. Broker: Blackburn & Co.

WAVW(FM) Vero Beach, Fla. 0 Sold by Row-
land Stereo Radio Inc. to Treasure Coast Ra-
dio Inc. for $2.5 million cash. Seller is
owned by Bob Rowland, who has no other
broadcast interests. Buyer is owned by
Charles Andromidas and Jack Healey. An-
dromidas is New York real estate developer.
Healey was formerly with McGavren Guild,
New York-based station representative.
Wavw is on 105.5 mhz with 3 kw and anten-
na 350 feet above average terrain. Broker:
Stan Raymond & Associates.

WJYR(FM) Myrtie Beach, $.C.0Sold by Raw-
ley Communications Corp. to Myrtle Beach
Broadcasting Ltd, for $1.7 million. Seller is
owned by David Rawley Jr., who also owns
WINH(AM)-WGMB(FM) Georgetown, S.C.,
and wIiyw@®EM) Southport, N.C. Buyer is
owned by Don McCoy, president, and Doug
Grim, general manager. McCoy owns
WDLP(AM)-WGNE-FM Panama City, Fla, Grim
was formerly Southeast regional manager
for Arbitron. WIYR is on 92,1 mhz with 3 kw
and antenna 326 feet above average terrain.
Broker: Stan Raymond & Associates.

KBCQ(AM) Roswell, N.M. 0 Sold by Sky
Corp. to Sudbrink Broadcasting Inc. for
$600,000. Setler is New York-based station
group of six AM’s and four FM’s headed by
Dennis Israel, president. Buyer is Fort Lau-
derdale, Fla.-based station group of three
AM’s and two FM’s owned by Robert W.
(Woody) Sudbrink. KBCQ is on 1020 full
time with 50 kw. Broker: The Ted Hepburn
Co.

For other proposed and approved sales see
“For the Record,” page 104,

LPTV groups
join forces

Three trade groups get together
to form Community Broadcasters
of America to increase lobbying power

Representatives of three low-power televi-
sion station trade organizations have agreed
to merge into a single new association called
Community Broadcasters of America. The
CBA was formed last Monday (Jan. 14) in
San Francisco by the American Low Power
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Television Association, Community Broad-
casters Association and National Associ-
ation of Community Television Broadcast-
ers. The groups met prior to a one-day (Jan.
15) conference sponsored by the Communi-
ty Broadcasters Association, using space
donated by NATPE International at the Mos-
cone Convention Center.

“This consolidation is something our in-
dustry has badly needed for some time,” said
Lee R. Shoblom, president of both the new
organization and the Community Broadcast-
ers Association. He told BROADCASTING im-
petus for the merger came from recent lob-
bying efforts in Washington conceming
LPTV’s must-carry status.

“We discovered we had some clout when
working together in a united front,” Shob-
lom reflected. He said the CBA will be based
in Washington and will be active in regula-
tory aspects of the emerging industry. Details
regarding staff and strategies are to be an-
nounced, Shoblom said.

Cecil Fuller, president of NACTB and
newly named CBA vice president, termed
the unification “one of the most positive

moves we could ever make,” contending
thac the lack of unity has kept the LPTV
industry from being taken seriously by poli-
cy-makers and program suppliers.

Two other organizations active in low-
power television-the National Translator
Association and the National Institute for
Low-Power Television—are not parties to the
agreement.

During Tuesday’s conference, attended by
about 50 LPTV station executives, Barbara
Kriesman, chief of the FCC’s low-power
television branch, gave an update on the
comumission’s license processing activities.
She estimated as many as 500 LPTV con-
struction permits will be issued in 1985.
Kriesman said implementation of a proposed
new procedure that would provide a five-day
application window is not likely until the last
quarter of this year.

Attendees heard from a cross section of
program syndicators during a later session,
focusing on how LPTV operators might best
tap into the programing marketplace.

“ suggest you wait until six months after
NATPE to do business with peopie like us,”

advised Charles Larsen, representing D.L.
Taffner Ltd. “See what’s unsold in August
and you can probably make some excellent
deals.” He urged LPTV stations to form
buying consortia that would enjoy the ad-
vantages of contracts covering stations in a
variety of markets. “Find reasons for us to
say yes. Teach us some new ground rules.”

“LPTV has to realize that the high-
powered stations will be pitched first,” add-
ed Shelby Larsen of Carrousel Productions.
“You’ve got to be realistic about who you are
and who we are,” she continued, suggesting
LPTV not expect to acquire syndication
rights to programs like M*A*S*H. Smaller
and newer syndicators, Larsen added, might
be more easy to do business with than such
giants as 20th Century Fox and Embassy
Communications.

“Built-in costs of a company like ours are
very high,” conceded Embassy’s Barry
Thurston. “My advice is to follow the pro-
graming philosophies of successful stations
around the country, but not -their pro-
grams. . .. You need to find your own iden-
tity, whatever that is.” (]

—
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Closed inauguration
opens to media

Real thing takes place in

White House day before public
ceremonies; after media complain,
pool camera will be admitted

Viewers at home were to be able to watch the
official swearing-in of President Reagan and
Vice President Bush on Sunday (Jan. 20),
after all. The White House last week, bow-
ing to complaints from the media, made
what was to have been a private ceremony in
the White House, on the constitutionaliy
prescribed day, available for pool coverage.
The White House felt “it was a way to share
an important event with the people,” said
White House spokesman Mark Weinberg.

With CBS News handling the television
pool, a camera crew was to feed pictures to
the other networks of the ceremony that was
to begin shortly before noon, on the red-.
carpeted landing of the grand staircase lead-
ing to the state floor from the family quar-
ters. CBS was also to set up a microphone
for radio coverage. The President was to be
sworn in by Chief Justice Warren E. Burger,
and Bush, by former Supreme Court Justice
Potter Stewart.

The ceremony—which 1s being repeated
today, in.public, on the west front of the
Capitol—was to be the first private oath-
taking in the White House to be televised.
The last swearing-in that occurred on a Sun-
day and therefore was private was for the
second term of Dwight Eisenhower, in 1957.
There was no media coverage on that occa-
sion.

Besides the television camera, the White

Vietnam network coverage. The war in Vietnam was once described as the “living-room
war” because ol its extensive television news coverage. But according to a study of network
news footage of that time, nightly accounts of Vietnam were not filled with pictures of battle or
deceased or wounded victims.

That's the conclusion of Oscar Patterson lll, as reporied in his "Analysis of Television
Coverage of the Vietnam War” in the fall 1984 issue of Journa! of Broadeasting. Based on an
analysis of a random sample of "regular” network television news programs broadcast from
Aug. 5, 1968, through Aug. 15, 1973, the data “does not support the contention” that nightly
network television coverage of Vietnam “was a daily parade of film footage showing the
American public not only battle, but also the dead, dying and wounded,” Patterson says,
although Vietnam news was reported. Instead, Patterson says, "a few graphic, highly dramat-
ic events appear to have so impinged on the publics—and the media's—consciousness as
to drastically alter their recall of the daily television coverage of the Vietnam war and war-
related events.”

Patterson, an associate professor at Pembroke State University in North Carolina, used a
sample of 180 regular evening television news programs for the study (60 programs, 12 per
year, for NBC, ABC and CBS, respectively), of which 24.2% were Vietnam-related. According
to the author, cerlain Coverage trends appeared in the study: "Not only did CBS carry the
most Vietnam-related stories, it also carried the most such stories in a single year—83in 1969
to 1970. ABC, on the other hand, carried the fewest total news stories, but the fargest
percentage of Vietnam-related stories—26.3%. And NBC, which carried the most total sto-
ries, aired the smallest number and the smaliest percentage of Vietnam-related stories”
(22%).

“While Vietnam-related stories may have dominated television news programs in this
sample, the majority of the time none of the networks carried stories which inciuded filrm or
photographs of combat,” Patterson writes, adding that “stories which carried such graphic
coverage comprised only 4.2% of the total Vietnam-related stories aired on CBS; only 3.1% of
those carried by ABC, and only 2.9% of the Vietnam-related stories carried by NBC.” (Per-
centages of Vietnam-related stories that depicted the dead or wounded were less: 3.1% of
that carried by CBS; 1.7% of that by ABC, and 1.8% of that by NBC.) Additionally, Patterson
writes, “there were periocds in the sample analyzed during which no items appeared on an
individual network containing photographs of combat. And at no point did any single network
for the sample analyzed give Vietnam-related stories containing film or photographs of
combat at a level in excess of 9.1% (ABC for 1971-1972) of its war-related coverage.”

Patterson writes that news stories that reported on the dead or wounded usually did not
include pictorial accounts. And although the weekly “body count was a par of the overall
Vietnam experience,” it was generally repcrted in terms of total dead, wounded or missing for
the preceding week and for the total-to-date. However, these statistics usually appeared only
once a week, Patterson says, and did not include pictures.
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House provided yesterday for coverage by
two wire service reporters and photogra-
phers, one color photographer and one pool
reporter.

In other inauguration-connected news last
week, there was word that the National As-
sociation of Broadcasters was among 60 cor-
porations and other parties that loaned at
least $100,000 each to the inaugural com-
mittee. Others with media connections are
Gannett Co.’s USA Today; Joe Allbritton,
whose Allbritton Communications owns
KATV(TV) Little Rock, Ark.; wiLA-TV Wash-
ington, KTUL-TV Tulsa, Okla.; WCIV(TV)
Charleston, $.C., and WSET-TV Lynchburg,
Va.; American Express, part owner of
Warner Amex Cable Communications, and
General Electric Co., licensee of KCNC-TV
Denver and 37% owner of United Artists
Cablesystems Corp.

The inaugural committee, which raised
some $9 million in 12 days to pay for the
events celebrating Reagan’s second inaugu-
ration, expects to repay the loans through the
sale of television advertising in the gala that
was broadcast on Sawrday night (Jan. 19),
tickets to nine inaugural balls and the sale of
mementos. o

1984: good year for
candidate debates,
according to report

NAB study finds relaxation
of Aspen rule led to debate
coverage by 41% of TV stations

If television viewers around the country
thought they were seeing more debates
among local, state and congressional candi-
dates during the 1984 political campaign
than they had in previous campaigns, they
were probably right. A National Association
of Broadcasters study 1o determine how sta-
tions covered local elections in the wake of
the FCC’s relaxation of the Aspen rule
shows that nearly one-third of all stations
aired a station-sponsored debate. Nor was
that the extent of such coverage. Another
10% of the stations surveyed broadcast de-
bates sponsored by an outside group, such as
the League of Women Voters.

The Aspen rule had permitted broadcast-
ers to cover a debate without subjecting
themselves to the equal-time rule, provided
the event was sponsored by an outside party.
The commission in November 1983 amend-
ed the rule to remove the restriction. The
relaxation would have permitted the net-
works to sponsor as well as cover the presi-
dential and vice presidential debates last
year, but the Republican and Democratic
parties preferred the League of Women Vot-
ers as sponsor. The league had sponsored the
debates in 1976 and 1980,

The NAB study, which involved a survey
of 201 television news directors (with a stan-
dard error for results of plus or minus 7.1%),
found that almost half (45%) of those
checked had offered to sponsor a debate be-
tween candidates for a local, state or U.S.
congressional office—and that 31% of the
stations actually broadcast one it had spon-

Walter Mondale and Ronald Reagan
in their presidential debate

sored. The study also indicated that candi-
dates do not necessarily regard the chance of
a televised debate as a blessing—more than
half of the stations surveyed reported invita-
tions to debate had been declined by one or
both of the candidates involved. The 10% of
stations reporting carrying debates spon-
sored by third parties brought the total per-
centage of television stations that broadcast
a debate involving other than the presidential
and vice presidential candidates to 41%.
The study found that most stations that
produced debates followed the format em-
ployed in the presidential and vice presiden-
tial debates. Forty percent used a panel of

journalists to pose questions to the candi-
dates, allowing time for rebuttal. Another
18.3% employed only a moderator to ask
questions. But in those cases also, the for-
mat provided for rebuttal. Although a vari-
ety of formats was reported, none of the sta-
tions presented debates in the classic
manner; all subjecting the candidates to
questions.

Television stations used methods other
than debates to inform viewers about issues
and candidates involved in nonpresidential
races. About one-third conducted interviews
with candidates that ran more than five min-
utes. Some 72% broadcast news and infor-
mation on candidates and information that
was in addition to the material normally car-
ried on newscasts. The majority of news di-
rectors—69%—reported coverage on local
newscasts, which included special series de-
voted exclusively to the issues and candi-
dates.

The study also found that many stations
played an active role in attempting to stimu-
late voter turnout. Slightly more than 80% of
all television news directors participating in
the survey said they used some form of get-
out-the-vote public service announcement
produced by an outside source, while nearly
two-thirds said they produced their own.
More than 14% organized community out-
reach programs related to the 1984 election
campaigns, most of them involving voter
raaictratinn drivas 0

interest.

INewwsy IBeai

Speedy approval. Radio-Television News Directors Association has called for swift
Senate approval of Senate minority leader’s proposal for radio and television coverage of
Senate—even it FTNDA feels proposal is less than ideal. RTNDA President Lou Adler,
news director of wor(am) New York, said Senator Robert Byrd (D-W.Va.} "is to be
applauded for moving so quickly” to introduce in new session of Congress his resolution
(S. Res. 2), which calls for broadcast coverage of upper chamber whenever both majority
and minority leaders agree 10 such coverage and would assure equal treatment of two
parties. It would also assign job of operating broadcast equipment to Senate employes
{BROADCASTING. Jan. 7). Adler said coverage “is not the sort. . .we as journalists would
prefer if it were up to us.” He said RTNDA would prefer “free and open coverage” of
Senate. “But,” he said, “what Senator Byrd has proposed is much better than what we
have now, which is nothing.” He called on senators “to move quickly to implement” Byrd
proposal and end "electronic blackout of what happens in the U.S. Senate.”

u]

Request rejected. American Security Council, conservatively oriented Washington think
tank, has failed in its bid to have Supreme Court consider whether CBS News violated
FCC's faimess doctrine in its five-part series on The Defense of the United States,
broadcast in June 1981. Justices, without comment, rejected ASC's petition for review of
decision of U.S. Court of Appeals in Washington affirming FCC's opinion that concluded
series did not violate fairness doctrine. ASC maintained that CBS had “played fast and
loose with the facts” and had employed consultants who "appeared 10 be very

committed to the pacifist paint of view.” But basic complaint was that CBS paid insufficient
attention to ASC's view that administration was not spending enough on defense.

]

Responsibility and freedom. Task force composed of representatives of print and
broadcast media has been established at Journalism Resources Institute of Rutgers
Universily to develop programs for examination of press freedom and responsibility. E.
Donald Lass, president and editor of The Asbury Park (N.J.) Press, will head “Press
Freedom and Press Responsibility” project. Professor Jerome Aumente, director of
institute, said task force will include state, regional and national representatives of
newspapers, magazines, television and cable television, with major focus on New Jersey-
New York-Pennsylvania area. Aumente said task force will iook at professional concerns
involved in gathering, preparing and disseminating news and information: ethics;
standards of excellence; issues of privacy fairness and balance, and conflicts of
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For the Recorda

As compiled by BROADCASTING, Jan. 9
through Jan. 16, and based on filings, au-
thorizations and other FCC actions.

Abbreviations: AFC—Antenna For Communications.
ALJ—Administrative Law Judge. alt.—alternate. ann.—
announced. ant.—antenna. aur—aural. aux.—auxiliary.
CH-—-critical hours. CP—construction permit. D—day.
DA —ilireitional antenna. Doc—Docket. ERP—effective
radiated power. HAAT—height above average terrain.
khz—Xilohertz. kw—kilowatts. m—meters. MEOC—
maxlzum expected operation value. mhz—megahertz.
mod. —mwdification. N—night. PSA—presunrise service
authority. RCL—mmote control location. S-A—Scientific
Atlanta. SH—specified hours. SL—studio location. TL—
transmitter location. trans.—transmitter. TPO—transmitter
power output. L —uilimited hours. vis.—visual. w—watts.
*—noncommercial.

L Ownership Changes

Actions

B KSML(AM) Globe, Ariz. (1250 khz; 1 kw-D; 250 w-
Wh-—Liranted assignment of license from Heslep Broadcast-
ing Co. to James Mace for assumption of $50,000 note.
Seller defaulted on loan to buyer who took possession of
station and forgave remaining debt. Seller is principally
owned by Charles D. Heslep and his wife, Alma. It has no
other hrcadcast interests. Buyer has no other broadcast inter-
ests. Action Dec. 24.

B KEZA(FM) Fayetteville, Ark. (107.9 mhz; 100 kw;
HA AT 1,259 ft. —Laranted 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. Action Dec. 31.

8 KGHI(FM) Mountain Home, Ark. (105.5 mhz; 3 kw;
414 ft.)—Granted assignment of license from B&M Com-
munications Inc. to Mountain Home Radio Stations Inc. for
$260,789.71 cash. Seller is owned by James L. Reinhart,
James D. Lewis and Alfred Pickworth, who have no other
broadcast interests. Buyer is owned by J. Morgan Dowdy
(50%); his father, Charles W. Dowdy (25%), and his brother,
C. Wayne Dowdy (25%). They also own WROA{AM)-
WEFX-FM Gulfport and WKKY-FM Moss Point, both Mis-
sissippi; WMLT(AM)-WQZY-FM Dublin and WMCG(FM)
Milan, both Georgia, and KWCD(FM) Harrison, Ark. It is
also app. for new FM in Lamesa, Tex. C. Wayne Dowdy also
has interest in WAKK(AM)-WIXO-FM McComb, Miss.
Charles Dowdy's brother, John A. Dowdy, owns
WMGR(AM)-WJAD-FM Bainbridge, Ga. Principal is also
app. for new FM in Lamesa, Tex. Action Dec. 31.

B WPDS-TV Indianapolis (ch. 59; ERP vis. 2,300 kw; aur.
230 kw; HAAT: 1,000 ft.; ant. height above : 1,040
ft.>—Granted assignment of license from USA Communica-
tions Inc. to Qutlet 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, president and chairman; Melvin Simon
(10%), and his brother, Herbert (10%). It has no other broad-
cast interests. Buyer is Providence, R.1.-based subsidiary of
privately held The Rockefeller Group, New York. Qutlet is
headed by Bruce G. Sundlun. The Rockefeller Group is
Eazaded by Richard A. Voell. Action Dec. 26.

8 KFRA(AM)-KFRA-FM Franklin, La. (AM: 1390 khz;
500 w-D; FM: 105.5 mhz; 3 kw; HAAT: 300 ft.)—Granted
assignment of license from KFRA Inc. to Franklin Broad-
casting Co. for $475,000 cash. Seller is principally owned
by Lionel B. DeVille and Panl H. DeClouet. It also owns
KVPI-AM-FM Ville Platte, La. Buyer is owned by Sherry
A. Lopez (60%), Robert G. Holbrook (20%) and Ricky J.
Broussard {20%). They have no other broadcast interests.
Action Dec. 28.

8 KLBB(AM) St. Paul, Minn. (1440 khz; | kw-D; 250 w-
Mi—-Seeks transfer of conwol of LCC Inc. from Greg
McNeely (100% before; none after) to W.E. Barsness and S.
Walter Richey for $1,000 cash. Seller has no other broadcast
interests. Buyer is equally owned by principals. It also owns
half of WXUS(FM) Lafayette, Ind. Richey and his wife own

WCWC(AM)-WYUR-FM Ripon, Wis. Richey also has in-
terest in KOSO(FM) Patterson and KKNU(FM) Fresno, both
California, and KQUE(AM) Olympia, Wash. Action Jan. 7.

B WCCS(AM) Shelby, N.C. (1390 khz; 1 kw-D; 500 w-
N)—Granted assignment of license from Charter Communi-
cations 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 recently sold WCKX(FM) London, Ohio.
Action Dec. 21.

8 KKCC-AM-FM Clinton, Okla. (AM: 1320 khz; | kw-D;
FM: 106.9 mhz; 100 kw; HAAT: 286 ft.)—Seeks assignment
of license from Moller Broadcasting Co. to Stephenson
Broadcasting Co. for $365,000 cash. Seller is owned by F.
Van Dorn Moller. Moller also owns KKER(AM) Spokane,
Wash., which went off air on Feb. 21. KKCC-AM-FM went
off air on Nov. 7 as part of the terms of sale. 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) Hen-
ryctta, both Oklahoma, and is app. for new AM in Lowell,
Ark. Action Dec. 28.

8 KHOS(AM) San Angelo, Tex. {1420 khz; | kw-D)—
Granted 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) Scousbluff, 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)-KTTI(FM) Yuma, Ariz.
Strickland is also app. for assignment of KSTV(AM)-
KWWM(FM) Stephenville, Tex. Action Dec. 28.

B WANT{AM) Richmond, Va. (990 khz; 1 kw-D)—Grant-
ed assignment of license from Old Dominion Broadcasting
Co. 1o Robinson Broadcasting Corp. for $900,000 cash.
Seller is owned by John L. Sinclair (78%) and his children,
Robert, J. David, and Ann §. Adams (22% jointly). Sinclair
also owns WCVL(AM)-WLFQ(FM) Crawfordsville, Ind.,
and WNIS(AM) Portsmouth, Va. In addition, Sinclair also
owns Sinclair Telecable Inc. , operator of cable system serv-
ing Pittsboro and Hendricks counties, Ind., and West Yel-
lowstone Cablevision Inc., operator of cable system serving
West Yellowstone, Mont. They also own app. for new FM in
Mechanicsville, Va. Sinclair has also purchased, subject to
FCC approval, WTID(AM) Suffolk, Va. (“For the Record,”
April 23). Buyer is owned by Jacqueline Robinson, presi-
dent {15%), Howard Sanders (15%) and 12 others. They also
own WYCB(AM) Washington. Action Dec. 28.

New Stations

Applications
AM

B Porter, Tex.—Don E. Riley seeks 1520 khz; 1 kw-D.
Address: 22203 Spring Gate, Spring, Tex. 77373. Principal
has no other broadcast interests. Filed Jan. 8.

TV's

B Avalon, Calif —Petrum Broadcasting seeks ch. 54; ERP
vis. 5,000 kw; aur. 500 kw; HAAT. 1,581 ft.; ant. height
above ground: 200 ft. Address: 4326 Valley View Rd.,
Norco, Calif. 91760. Principal is owned by Marshall Peters
(30%) and his wife, Linda (30%), and Linda Trumbley
(40%). They have no other broadcast interests. File Dec. 31.

B Sebring, Fla.—Ridge Broadcasting Co. seeks ch. 60;
ERP vis. 4,366 kw; aur. 434 kw; HAAT: 925 ft.; ant. height
above ground: 911 ft. Address: 445 S. Commerce Ave.,
33870. Principal is owned by Helen B. Britt and her hus-
band, Robert (25% each, voting stock), and Al. J. Cone,
Jeffrey R. Garvin, Clifton M. Kelley, James L. Livingston
and Val R. Patarini (10% each, nonvoting stock). Cone has
interest in app. for new FM in Tequesta, Fla. Filed Jan. 8.

8 Sebring, Fla.—Channel 60 Inc. seeks ch. 60; ERP vis.
5,000 kw; avr. 500 kw; HAAT: 1,006 ft.; ant. height above
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ground: 1,030 ft. Address: 420 W. Platt St., Tampa, Fla.
33606. Principal is owned by Norman B. Hart, Jarpes Se-
besta, Mary Toney and four others. It has no other broadcast
interests. Filed Jan. 7.

8 Sebring, Fla.—Hunt Partership seeks ch. 60; ERP vis.
5,000 kw; aur. S00 kw; HAAT: 830 ft.; ant. height above
ground: 800 ft. Address: Route 2, Box 93, Yazoo City, Miss.
39194. Principal is equally owned by Rodney Hunt and
Ronald D. Baptist. It has no other broadcast interests. Filed
Jan. 8.

8  Omaha—Omaha Telecasters Inc. seeks ch. 54; ERP vis.
5,000 kw; aur. 500 kw; HAAT: 1,335 ft.; ant. height above
ground: 1,353 ft. Address: 3500 Parkdale Ave., Baltimore
27211. Principal’s voting stock is equally owned by Ots
McNeill, Sharon C. Wylie and Raymond Lau. Nonvoting
stock is owned by eight others. McNeill is account executive
and Wylie is public affairs manager at WBFF-TV Baltimore.
Lau is production manager at WPTT-TV Pittsburgh. Filed
Jan. 8.

8 Omaha—Maryland Williams seeks ch. 54; ERP vis.
5,000 kw; aur. S00 kw; HAAT: 696 ft.; ant. height above
ground: 476 ft. Address: 3357 N. 36th Ave., 68111. Princi-
pal has no other broadcast interests. Filed Jan. 8.

8  Omaha—Minority TV of Omaha seeks ch. 54; ERP vis.
5,000 kw; aur. 500 kw; HAAT: 1,295.6 ft.; ant. height above
ground: 1,230.6 ft. Address: 4440 N. 61st St., #12, 68104.
Principal is owned by Kimberly B. Lathrop, general partner
{80%), and Henry R. Higgins, limited partner {20%). It is
also app. for new TV in San Antonio, Tex. Filed Jan. 8.

8 Vineland, N.J.—Rita Wyse seeks ch. 59; ERP vis. 5,000
kw; aur. 500 kw; HAAT: 503 fi.; ant. height above ground:
476 ft. Address: Route 1, Box 26W, Archbold, Ohio 43502.

Principal has no other broadcast intcrests. Filed Dec. 31.

8 Vineland, N.J.—Family Television Network seeks ch.
59; ERP vis. 5,000 kw; aur. 500 kw; HAAT: 952 ft.; ant.
height above ground: 979 ft. Address: Box 153, Chelten-
ham, Pa. 19012. Principal is owned by Leigh J. Murray
(60%) and Robert C. Nelson (40%). It has no other broadcast
interests, Filed Jan. 8.

8 Tulsa, Okla.—Tulsa Television Lid. secks ch. 53; ERP
vis. 4,900 kw; aur. 490 kw; HAAT. 1,450 ft.; ant. height
above ground: 1,270 ft. Address: 3806 E. 66th Place South,
74133, Principal is owned by George Vinnett and his wife,
Pamela, general partners {5% cach), and limited partners,
John B. Conlan (40%), Robert M. Richmond (40%) and
Ashton R. Hardy (10%). Vinnett is independent program
producer. Richmond and Hardy have interest in KTUS(FM)
Snowmass Village, Colo. Filed Jan. 8.

8 Tulsa, Okla.—Native American Broadcasting Co. seeks
ch. 53; ERP vis. 5,000 kw; aur. 500 kw; HAAT: 1,510 ft_;
ant. height above ground: 1,333 ft. Address: 3401 First
National Tower, 74103. Principal is owned by general part-
ners Willis Mathews (15%) and Jay WhiteCrow (10%) and
limited partner Phillip Ruffin (75%). It has no other broad-
cast interests. Filed Jan. 8.

8 Tulsa, Okla.—EAM Broadcasting seeks ch. 53; ERP
vis. 5,000 kw; aur. 500 kw; HAAT: 683 ft.; ant. height above
ground: 477 ft. Address: 2310 Ponderosa Dr., #29, Camar-
illo, Calif. 93010. Principal is owned by Start Epperson
(45%), Edward G. Atsinger (45%), Jerrold Miller (5%) and
Ronald L. Young (5%). Without Young, EAM is also apply-
ing for new TV's in Memphis and Fort Worth (see below).
Filed Jan. 8.

8 Blanco, Tex.—Opal Chaldwell seeks ch. 52; ERP vis.
2,500 kw; aus. 250 kw; HAAT: 1,370 ft.; ant. height above
ground: 1,476 ft. Address: Route 3, Box 853, Wemberley;
Tex. 78676. Principal, with her husband, Earl, and her son,
Richey Benson, owns LPTV K45AQ Johnson City, Tex.,
and is app. for two more LPTV's there. Filed Jan. 8.

8 Decatur, Tex.—Chavela Broadcasting Inc. seeks ch. 29;
ERP vis. 5,000 kw; aur. S00 kw; HAAT: 971 ft.; ant. height
above ground: 1,000 ft. Address: 2033 M St. NW, Washing-
ton 20036. Principal is owned by Paul R. Tapia (51%) and
Lawrence Behr (49%). Behr is Greenville, N.C., broadcast
consultant. Filed Jan. 8.

8 Decatur, Tex.—Karen L. Hicks seeks ch. 29; ERP vis.
5,000 kw; aur. 500 kw; HAAT: 910 ft.; ant. height above
ground: 727 ft. Address: 1115 Halesworth Dr., Charlotte,
N.C. 28211. Principal has no other broadcast interests. Filed
Jan. 7.

B Memphis—Wolf River Broadcasting seeks ch. 50; ERP



wis, 5,044} kw; aur. 500 kw; HAAT: 1,131 ft.; ant. height
abave ground: 1,160 ft. Address: P.O. Box 3535, Shreve-
port, La. 71133. Principal is owned by Wesley Godftrey, who
owns 25% of KDKS-FM Shrevepon, La. His brothers, Kirk
and Glynn, and sister-in-law, Patricia, are app.’s for new TV
in Shreveport. Filed Jan. 8.

8 Memphis—EAM Broadcasting of Memphis seeks ch.
50; ERP vis. 5,000 kw; aur. S00 kw; HAAT: 1,200 ft.; ant.
height above ground: 1,238 fi. Address: 2310 Ponderosa
Dr., #29, Camarillo, Calif. 93010. Principal is owned by
Stuart Epperson (45%), Edward G. Atsinger (45%), Jerrold
Miller {5%) and Errot Hunt. ‘Without Hunt, EAM is also
applying for new TV's in Tulsa, Okla., and Fort Worth (sec
below). Filed Jan. 8.

8  Memphis—Kyles Broadcasting Ltd. seeks ch. 50; ERP
vis. 5,000 kw; aur. 500 kw; HAAT: 80O ft.; ant. height above
ground: 768 ft. Address: 3123 Monterey Sq., 38111. Princi-
pal isowned by Dwain J. Kyles (5%) and his wife, Gwendo-
lyn (15%), general partners, and Robert S, Bramlett (40%)
and James E. Brumbaugh (40%), limited partners. It has no
other broadcast interests. Filed Jan. 8.

8  Memphis—Dorothy B. Evans seeks ch. 50; ERP vis.
5,000 kw; aur. 500 kw; HAAT: 609 fr.; ant. height above
ground: 478 fi. Address: 6961 Fellsway Cove, 38119. Prin-
cipal has no other broadcast interests. Filed Jan. 8.

8  Memphis—Channel 50 of Memphis seeks ch. 50; ERP
vis. 3,000 kw; aur. 500 kw; HAAT: 921 fi.; ant. height above
ground: 884 ft. Address: 188 S. Bellevue, Suite 222, 38104.
Principal is owned by George S. Flinn, who also owns
KGSF(AM)-KCJF(FM) Kellogg, Idaho, has interest in
WMKM-TV Memphis and is app. for LPTV in Dallas. His
brother, Fred, owns WGSF(AM) Arlington, Tex. Filed Jan.
8

8 Fort Worth—Alden Television Inc. seeks ch. 52; ERP
vis. 5,000 kw; aur. 500 kw; HAAT: 994 fi.; ant. height above
ground: 1,015 ft. Address: 120 N. Robertson Blvd., Los
Angeles 90048. Principal is owned by Michael R. Forman
and family. 1t also owns KTDZ{TV) Portland, Ore.; 80% of
KTZZ(TV) Seattle; 10% of KRLR(TV) Las Vegas; new TV
in Denver, VHF ch. 7, St. Martin, Dutch Antilles; cable
system in Marshall Islands, U.S. trustee, and is app. for new
TV in Green Valley, Ariz. Filed Jan. 8.

8  Fort Worth-—Nuevo Mundo Broadcasing Inc. seeks ch.
52, ERP vis. 5,000 kw; aur. 500 kw; HAAT: 1,095 ft.; ant.
height above ground: 1,076 ft. Address: 3807 Townsend Dr.,
Dallas 75229. Principal’s voting stock is equally owned by
Leila G. Alvarado, Carole A. Kaufman and Phyllis Y. Gold-
stein. Nonvoting stock is owned by Goldstein’s brother-in-
law, Kaufman's cousin, Steven M. Goldstein. It has no other
broadcast interests. Filed Jan. 8.

8 Fort Worth—Fort Worth Television seeks ch. 52; ERP
vis. 5,000 kw; aur. 500 kw; HAAT: 1,200 fi.; ant. height
above ground: 1,200 ft. Address: 2501 Parkview Dr., 76102.
Principal’s voting stock, totaling 25.33%, is equally owned
by Ema C. Johnson, Rudy B. Flores, Alfred B. Nelms and
Thomas N. Barnes. Nonvoting stock, totaling 66.66%, is
equally owned by Taylor Candy, Charles R. Lundelius and
Bill D. Serrault. Candy has interest in Fort Worth cable
system. Jan. 8.

8 Fort Worth—Channel 52, Fort Worth seeks ch. 52; ERP
vis. 5,000 kw; aur. 500 kw; HAAT: 1,200 fi.; ant. height
above ground: 1,068 fi. Address: 104 Bunche Dr., 76112.
Principal is owned by Walter Barbour, gencral partner
(15%), and limited partners, Dayton Smith (26%), Hugh P.
Thylor (20%), William E. Zimsky (20%), Michael S. Fawer
(10%;) and William Meadows (9%). It has no other broadcast
interests. Filed Jan. 8.

8  Font Worth—EAM Broadcasting Co. of Fort Worth seeks
ch. 52; ERP vis. 5,000 kw; aur. 500 kw; HAAT: 1,500 fi.;
ant. height above ground: 1,522 ft. Address: 2310 Ponderosa
Dr., #29, Camarillo, Calif. $3010. Principal is owned by
Stuart Epperson (45%), Edward G. Atsinger (45%), Jerrold
Miller (5%} and H.O. Espinoza (5%). Epperson owns KAK-
C(AM)-KCFO(FM) Tulsa, Okla., and has interest in
KGBA(FM) Holtville, Calif. Atsinger owns KDAR(FM)
Oxnard, Calif., KGNW{AM) Seartle, and has interest in
KGFT(FM) Carpinteria, Calif. Together they own six addi-
tional AM’s. Miller owns KLKT(FM) Incline Village, Nev.;
WHRF(AM) Bel Air, Md.; WIRZ{AM) Knoxville, Tenn.,
and has interest in Epperson and Atsinger's: WRFD(AM)
Columbus-Worthington, Ohio. Epperson’s brother, Harry,
owns WLLY(FM) Wilson, N.C., and WRAA-AM-FM
Luray, Va.; brother Ralph owns WPNC(AM)-WKLX(FM)
Plymouth, N.C.; WPAQ(AM) Mount Airy, N.C., and
WPMH(AM) Portsmouth, Va.; and sisters, Lucy M. Bow-
man and Mary L. Pucket, and brother, Roy, own
WBRQ(AM) Lynchburg, Va. Atisinger’s sister, Carole
Prenter, owns KCRP(FM) Rosamond, Calif., and Nancy
Epperson, Edward Epperson’s wife and Stuart Agsinger’s
sister, has intcrest in new FM in Los Angeles. Without
Espinoza, EAM is also applying for new TV's in Memphis
and Tulsa, Okla. (s¢e above and below). Filed Jan. 8.

8 Fort Worth—Carter Broadcasting Partnership se¢ks ch.

52; ERP vis. 5,000 kw; aur. 500 kw; HAAT: 645 ft.; ant.
height above ground: 477 ft. Address: 1712 Norwood Lane,
Arlington, Tex. 76013. Principal is equally owned by Mar-
tha Carter and Dorothy O. Shultz. It has no other broadcast
interests. Filed Jan. 8.

8 Fort Worth—Benjamin T. Perry seeks ch. 52; ERP vis.
5,000 kw; aur. 500 kw; HAAT: 930 fi.; ant. height above
ground: 800 fi. Address: 301 W. Main St., Durham, N.C.
27102. Principal has no other broadcast interests. Filed Jan.
8.

8 Fort Worth—Channel 52 Limited Partnership seeks ch.
52; ERP vis. 5,000 kw; aur. 500 kw; HAAT: 1,992 fi.; ant.
height above ground: 1,973 fi. Address: 2607 Whisper
Meadows Lane, #506, Arlington, Tex. 76011. Principal is
owned by Randal C. Miller, announcer at KXVI(AM) Plano,
Tex. Filed Jan. 8.

8 Fort Worth—Rebecca R. Henton seeks ch. 52; ERP vis.
2,767.6 kw; aur. 276.7 kw; HAAT: 1,088 fi.; ant. height
above ground: 1,022 ft. Address: 2004 Jacksboro Hwy,
76114. Principal has no other broadcast interests. Filed Jan.
8.

R

TL. App. Jan. 9.

® KLMS (1480 khz) Lincoln, Neb.—Seeks CP to augment
daytime and nighttime radiation pattern. App. Jan. 9.

8 WCHP (760 khz) Champlain, N.Y.—Secks MP to make
changes in ant. sys. App. Jan. 9.

8 WDNY (1600 khz) Dansville, N.Y.—Secks CP to in-
crease nighttime power to 1 kw. App. Jan. 9.

B WOUB (1340 khz) Athens, Ohio—Seeks CP to increase
nighttime power to 1 kw. App. Jan. 11.

& WIMO (1490 khz) Cleveland Heights, Ohio—Seeks CP
to increase daytime ant. efficiency. App. Jan. 11.

B WMOA (1490 khz) Marietta, Ohio—Secks CP (0 operate
with full ant. radiation efficiency of 209MV/M at one mile.
App. Jan. 9.

8 KOKC (1490 khz) Guthrie, Ohio—Secks CP 1o increase
nighttime power to 500 w. App. Jan. 9.

8 KWYZ (1230 khz) Everett, Wash.—Seeks CP to install
aux. ant. at present TL. App. Jan. 8.

® WTTN (1580 khz) Watertown, Wis.—Secks CP to make
changes in ant. sys. App. Jan. 11.

Facilities Changes

Applications
AM's
Tenderad

8 WBUL (1470 khz) Fort Knox, Ky.—Seeks CP to change
city of lic. to Shepherdsville, Ky.; change power to 2.5 kw;
install DA-D; change TL, and make changes in ant. sys.
App. Jan. 11.

Accepted

® KXZI (1030 khz) San Luis Obispo, Calif.—Seeks MP to
change TL and make changes in ant. sys. App. Jan. 8.

B KXLQ (1490 khz) Indianola, lowa—Seeks CP to change
nighttime power to 500 w. App. lan. 8.

8 WCYN (1400 khz) Cynthiana, Ky—Secks CP to change
nighttime power to 1 kw, non-DA. App. Jan. 8.

® WLVC (1340 khz) Fort Kent, Me.—Sezks CP to change
nighttime power to 1 kw. App. Jan. 8.

8 WBRM (1250 khz) Marion, N.C.—Secks MP to change

Summary of broadcasting
as of December 31, 1984

Service On Air CP's Total*
Commercial AM 4,754 170 4,924
Commercial FM 3.716 418 4,134
Educational FM 1,172 173 1,345

Total Redio 9,642 761 10,403
FM translators 789 444 1,233
Commercial VHF TV 539 26 565
Commercial UHF TV 385 252 617
Educational VHF TV 1t4 2 16
Educational UHF TV 176 31 207

Total TV 1,194 3n 1,505
VHF LPTV 204 74 278
UHF LPTV 12 132 244
Yotal LPTV 36 206 622
VHF transtators 2,869 186 3.085
UHF transiators 1921 295 2216
ITFS 250 114 364
Low-power euxiliary 824 0 824
TV auxiliaries 7430 205 7.635
UHF ftrans!ator/boosters 6 0 []
Experimental TV 3 5 8
Remote pickup 12,338 83 12,391
Aurai STL & intercity ralay 2,836 166 3,002

* In¢ludes off-air licenses.
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Fii's
Tondered

8 *KCBI-FM (89.3 mhz) Dallas—Seeks CP to change TL;
change HAAT to 665.12 fi., and make changes in ant. sys.
App. Jan. 7.

Accepted

8 KNTF (93.5 mhz) Ontario, Calif.—Secks CP to specify
SL at Barton Plaza, Rancho Cucamonga, Calif. App. Jan.
11.

® KWNE (94.5 mhz) Ukiah, Calif.—Seeks mod. of lic. to
change TL. App. Jan. 7.

8 WMJX (106.7 mhz) Boston—Seeks mod. of lic. to install
new transmission sys. App. Jan. 8.

® KOKE-FM (95.5 mhz) Austin, Tex.—Secks mod. of CP
to change ERP to 100 kw and change HAAT 1o 999.744 fi.
App. Jan. 11.

TV's
Accepted

8 KUTF (ch. 32) Salem, Ore.—Secks MP to change HAAT
to 842 fi. and change TL. App. Jan. 9.

B *WQEZ (ch. 16) Pittsburgh—Seeks MP to change ERP to
vis. 660 kw, aur. 66 kw. App. Jan. 7.

8 KSUZ-TV (Zh. 15) Abilene, Tex.—Secks MP to change
ERP to vis. 2,858 kw, aur. 285.8 kw; change HAAT to 1,417
fi., and change TL. App. Jan. 7.

®*KTXT-TV (ch. 5) Lubbock, Tex.—Seeks CP to change
ERPto vis. 100 kw, aur. 25 kw; change HAAT o 801 ft., and
change transmitter. App. Jan. 7.

8 WDAU-TV (ch. 22) Scraniton, Pa.—Secks CP to install
new main ant.; change ERP to vis. 1,381 kw, aur. 138 kw,
and change HAAT to 1,560 ft. App. Jan. 11.

® *WPBY (ch. 33) Huntington, W. Va.—Secks CP to
change ERP to vis. 5,000 kw, aur. 500 kw; change ant., and
change transmitter. App. Jan. 11.

Actions
AMs

8 KUKQ (1060 khz) Tempe, Ariz.—Granted app. 10 correct
coordinates. Action Jan. 3.

® KIEV (870 khz) Glendale, Calif.—Granted app. to make
changes in ant. sys. Action Jan. 2.

8 KRLA (1110 khz) Pasadena, Calif.—Granted app. to
change TL. and make changes in ant. sys. Action Jan. 2.

8 KCAL (1410 khz) Redlands, Calif. —Granted app. to li-
cence existing nighttime tower as an aux. daytime. Action
Jan. 3.

8 WKIS (740 khz) Orlando, Fla.—Granted app. t¢ make
changes in ant. sys. Action Jan. 3.

® KLNI (1380 khz) Pearl City, Hawaii—Granted app. to
specified standard plane pattern. Action Jan. 3.

8 WSDR {1240 khz) Sterling, IIl.—Granted app. to increase
nighttime power to 1 kw non-DA. Action Jan. 3.

8 KI.CL (1470 khz) Lake Charles, La.—Granted app. to
make changes in ant. sys. Action Jan. 3.

8 KTIB {630 khz) Thibodaux, La.—Granted app. to change
TL and make changes in ant. sys. Action Jan. 3.

B WADK (1540 khz) Newport, R.I.— Dismissed app. to

Y

i



add night service with 2.5 kw; increase daytime powerto 2.5
kw; install DA-N and change transmitter. Action Dec. 5.
8 WYSH (1380 khz) Clinton, Tenn.—Granted app. to delete
radiation restriction. Action Jan, 3.

® KKYX (680 khz) San Antonio, Tex,—Granted app. to
change TL and make changes in ant. sys. Action Dec. 31.
8 WAMYVY (1420 khz) Amherst, Va.—Granted app. to
change TL and make changes in ant. sys, Action Jan. 3.

8 KGNW (1150 khz) Seartie—Denied app. to change SL.,
Action Jan. 4,

FM's

B KLLN (509 mhz) Newark, Ark —Returmed app. to
change ant. locaticn and change ERP to 4.04 kw. Action
Dec, 31.

® KIPO-FM (93.5 mhz) Lihue, Hawaii—Returned app. to
change TL and change HAAT to 262 ft. Action Dec. 28.

8 WITW (107.1 mhz) Cadillac, Mich.—Granted app. to
change TL; change ERP to 1.26 kw, and change HAAT to
498 fi. Action Dec. 27,

8 WCLS-FM (99.5 mhz) Detroit—Granted app. to make
changes in ant. sys. Action Dec. 24.

® KNOG (96.7 mhz) North Mankato, Minn.—Granted app.
to change ERP to 460 kw and change HAAT to 744 ft.
Action Jan. 4.

® *WIRR (90.9 mhz) Virginia/Hibbing, Minn —Granted
app. to change ERP to 20.8 kw and change HAAT to 462.26
ft. Action Dec. 27.

# KZEN (100.3 mhz) Central City, Neb.—Granted app. to
change TL and change HAAT to 1,845 ft. Action Jan. 4.

8 WCNL-FM (101.7 mhz) Newport, N.H.—Dismissed
app. toinstall aux. sys. and make changes in ant. sys. Action
Dec. 31.

® KASK (103.1 mhz) Las Cruces, N.M.—Granted app. to
change ERP to 3 kw and change HAAT to minus 111 ft.
Action Dec. 20.

® *WKRB (103.1 mhz) Brooklyn, N. Y—Dismissed app. to
change freq. to 103.1 mhz. Action Dec. 28.

8 'WKPQ (105.3 mhz) Homell, N.Y.—Granted app. to

Services

make changes in ant. sys. Action Dec. 27.

8 WUWU (107.7 mhz) Wethersfield Township, N.Y.—
Granted app. to change ERP to 11.5 kw. Action Dec. 27.

8 WLVYV (96.9 mhz) Statesville, N.C.—Granted app. to
change ERP to 100 kw and change HAAT to 1,548 ft. Action
Jan. 3.

® WBNS-FM (97.1 mhz) Columbus, Ohio—Granted app.
to change ERP to 20.5 mhz. Action Dec. 27,

8 WBLZ (103.5 mhz) Hamilton, Ohlo—Granted apps. to
install aux. sys. and change ERP to 19.3 mhz. Actions Dec.
27 & Dec. 28,

8 WISM-FM (92.7 mhz) Martinsburg, Pa.—Granted app. to
change ERP to 582 kw and change HAAT to 606 ft. Action
April 12, 1984,

8 WEZL (103.5 mhz) Charleston, S.C.-—Returned app. to
change TL and change HAAT to 1,085 ft. Action Dec. 28.
8 KSAQ (6.1 mhz) San Antonio, Tex. —Dismissed app. to
change TL and change HAAT to 1,290 ft. Action Dec. 28.
8 WMEV-FM (93.9 mhz) Marion, Va.—Dismissed app. to
change ERP to 100 kw; change HAAT to 1,547 ft., and make
changes in ant. sys. Action Jan. 7.

8 KIOK (94.9 mhz) Richland, Wash.—Granted app. for
lower ERP and HAAT on aux. sys. than on authorized main
sys. Action Dec. 28.

Call Letters
Applications
Cati Sought by
New FM's
KARQ Floyd W. and Bettie F. White, Ashdown, Ark.

KBUS Lamar County Broadcasting, Paris, Tex.
Existing AM
WEZR WAFX Fairfield Broadcasting Co. of Indiana,

Font Wayne, Ind.

AERONAUTICAL CONSULTANTS
TOWE R LOCATION/HEIGHT STUDIES
FAA NEGOTIATIONS

JOHN CHEVALIER. JR.
AVIATION SYSTEMS, INC.

28441 HIGHAIDGE RD . STE 201
ROLLING HiLLS ESTATES, CA 90274
(213) 377-3449

FCC DATA BASE

dataworld

AM s FM = TV « LPTV s MDS
1302 18th 5t. N.W Suite 502
Washingion, D.C. 20036
{202) 296-4790 800-368-5754

SOUTHERN

BROADCAST SERVICES
COMPLETE TURNKEY SYSTEMS
STUCIOS TRANSMITTERS
TOWERS ANTENNAS
Full ligging & Erection Serwices
Custom Electroncs Oesign & Instaiiation
PO Box 740 Alabaster Al 35007
(205} 663 3709

301-731-5677 Complete
Broadean) Facibty
Oesrgn 8 Inntalintion

frigon

systems Lid

315 AnnepotisAoad Susie 411
Hyailmeille Marytang 20 "84

INUSED
L LETTERS

CALL LETTER SYSTEMS
PO Box 12403

Jackson. MS 39211

16011 981-3222

CA

BROADCAST DATA SERVICES
Computerized Broadcast Service
Including
Data Base/Allocation Studies
Terrain Profites
A Dw. of Moffer. Larson & Johnson. PC
(703) 841-0282

HORIZON INTERNATIONAL
( Brosdcasl Implamantation Enginesring

Bcal. & Vigeo Faciity Dasign & [ns lailstion
Syslema Evaluations & Critiques

Emergency Service & Support
3837 E. Wier Ave_, Suite 1, Pha., AZ $5040

602-437-3800

BROADCAST TV (213) 539-8532

LPTV-ITFS-MDS

DESIGN THRU PROOF
TURNKEY CONSTRUCTION

TRANSMITTERS-STUDIO-MICROWAVE

1P Assosiaias, Iha.
2115 Kashiwa Street, Torrance. California 90505
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Existing FiM's

WBUS WRNG NEWSystems of Georgia Inc.,
Newan, Ga.

WIOE WJRY Huntington Broadcasting Corp., Hun-
tington, Ind.

WDBX-FM WTYL-FM Kennebec Broadcasting Co., Wa-
terville, Me.

WYSS WU Delbyco Broadcasting, Sault Ste. Ma-
rie, Mich.

KAMM KRNB KWAM Inc., Memphis
Existing TV

WMVZ WLFL-TV S & F Communications Corp., Ra-
leigh, N.C.
Grants

Cail Assigned to

New AM

KSLQ Prime Time Radio Inc., Washingion, Mo.
New FM's

*KGOD Missions North Education Broadcasting
Foundation, Wasilla, Alaska

“WzJl Ross Bible Church, Pon Huron, Mich,

WYEF Farm & Home Broadcasting Co., Couders-
port. Pa.
New TVs

*"WQEC West Central llinois Educational Telecom-
munications Corp., Quincy, Ill.

*KOCW-TV Odessa Junior College District, Odessa,
Tex.
Existing AM's

WAPZ WETU J & W Promation Inc., Wetumpka,
Ala.

KYOR KSML Jamas Mace, Globe, Ariz.

KwWQ KHSP Kenneth B, Orchard, Hesperia, Calif.

KBEY KSHR Golden Bear Communications Inc.,
Coquille, Ore.

WwML WRML Mainline Media Inc., Portage, Pa.

KBRN KYCS Seed Broadcasting Co.. Boerne, Tex.

WUNI VIANR Jarit Lid, Wheeling, W Va.
Existing FM's

KPFM KGHI Mountain Home Radio Station Inc.,
Mountain Home, Ark.

KWQ-FM KvWQ Kenneth B. Orchard, Victorville, Calif.

KSTR-FM KWDE KWDE Broadcasting tnc., Montrose,
Colo.

WGGEZ WAFB-FM Guaranty Broadcasting Corp.. Ba-
ton Rouge

WKKT WCOZ First Media of Massachusetts Inc.,
Boston

WGR-FM WGRQ Taft Television and Radio Co., Buffa-
o, N.Y.

WLVK WLVV Capitol Broadcasting Corp., States-
ville, N.C.

WTPA-FM WHKCD Quaker State Broadcasting Corp.,
Mechanicsburg, Pa.

WSCW-FM WUQU CLW Communications Group, South
Charleston, W. va.

WZMM WANJ Jarit Lid., Wheeling, W. Va.
Existing TV

KXMA-TV KNDX Northemn Plains Broadcasting Group

Inc., Dickinson, N.D.



Professional Cards ~

ATLANTIC RESEARCH CORP
Jansky & Bailey
Telecommunications Consulting
Member AFCCE
9390 Cherghee Avenue
Alerandna Vagima 22314
(703) 642-4164

A.D. RING & ASSOCIATES

CONSULTING RADID ENGINEERS
Suite 500
1140 Nineteenth St. N.W.
Washington, D.C. 20036
{202) 223-6700
Member AFCCE

@ CARL T. JONES CORFORATION

CONSULTING  ENCINEEAS
TH YARNWOOD COURT - SPANGRIELD , YA, 22133

1701508 1204
MEMBLR AFCCE

A Soluidiery of

COHEN and DIPPELL, PC.
CONSULTING ENGINEERS
1015 15th St.. N.W.. Sulte 703

(202) 783-0111

Washington, D.C. 20005
Member AFCCE

LOHNES & CULVER
Consulting Engineers
1156 15th St. N W_Suite 606
washington. D.C 20005
1202) 296-2722

Member AFCCE

SILLIMAN AND SILLIMAN
8701 Georgia Ave. =805
Sitver Spring, MD 20910

ROBERT M. SILLIMAN. P.E.

(301) 589.8288

THOMAS B. SILLIMAN. P.E.
(812) 853-9754
Membor AFCCE

Mattet. Larson & Johason. P.C.
CONSULTING ENGINEERS
1925 North Lynn Street

Arlington, VA 22209
(703) 841-0500
Member AFCCE

DAVID STEEL
& ASSOCIATES, INC.

PO Boa230
Main S1. & Malvin Ave
Queensiown, MD 21658

{301) 827-872%
Momives AFCCE

ANDRUS AND ASSOCIATES, INC.
ALVIN H. ANDRUS, P.E.

351 SCOTT DRIVE
SILVER SPRING, MD. 20904

HAMMETT & EDISON, INC.
CONSULTING ENCINEERS
Box 68, International Airport

San Francisco, California 94128

JOHN B. HEFFELFINGER

9233 Ward Parkway, Suite 285
816-444-7010

JULES COHEN

& ASSOCIATES, PC.
Suite 400
1730 M St N.W.

CONSULTING ENGINEERS

AM FM TV Engineening Consultants
Complele Tower and Rigging Services

8500 Snowwville Road
Cleveland, Ohio 44141
216/526-9040

VIR JAMES
CONSULTING ENGINEERS

Apphications and Field Engineenng
Computenzed FreQuency Surveys

3137 W, Kentucky Ave.—-80218
(303) 937-1900

DENVER, COLORADO
Member AFCCE & NAB

Q 301 384-5374 {415) 342-5208 Kansas City, Missouri 64114 Washington DC 20036
ember AFCC - (202) 659-3707
Member AFCCE Member AFCCE Member AFCCE Member AFCCE
CARL E. SMITH

E. Harold Munn, Jr.,
& Associates, Inc.

Broadcast Engineerning Consulitants
Box 220
Coldwater. Michigan 49036
Phone: 517-278-7339

ROSNER TELEVISION
SYSTEMS
CONSULTING & ENGINEERING

250 west 57 Street
New York, N.Y. 10107
1212) 246-2850

Mullaney Engineering, Inc.

9049 Shady Grove Court
Gaithersburg, MD 20877
301-921-0115
Member AFCCE

HATFIELD & DAWSON
Consulting Engineers
Broadcast and Communications
4226 6th Ave., N.W,,
Seattle, Washington, 98107

(206) 783.9151
Member AFCCE

ENTERPRISE ENGINEERING PC.
Consulting Engineers

FW. HANNEL. PE
PO. Box 9001 Peora. IL 61614
(309) 691-4155

Member AFCCE

MATTHEW J. VLISSIDES &
ASSOCIATES. LTD.
STRUCTURAL CONSULTANT
TOWERS, ANTENNAS, STRUCTURES
Studies, Anl.'lyssis. Design M;_:diﬁcations,
Inspections, o Erccti
6827 Elm slfﬁm.tn 22!0?“
Tel (703} 356-9765
Member AFCCE

C. P. CROSSNO & ASSOCIATES
Consvuiting Engineers

P.O. Box 18312
Dallas, Texas 75218

(214) 669-0294
Member AFCCE

CONSULTANTS
NORWOOD J. PATTERSON
PO. Box 420
SANTA YNEZ, CA 93460

{805) 688-2333

Serving Broadcasters over 35 years

RADIO ENGINEERINGCO

JOHN FX. BROWNE
& ASSOCIATES. INC.
CONSULTING ENGINEERS
525 Woodward Avenue
Bloomfield Hills. MI 48013

Tel (313) 642-6226
Member AFCCE

D.C. WILLIAMS
& ASSOCIATES: INC.

Consulling Enginpers

ANFR TYALPTY CATy

POST OFFICT BOX 100
FOLSOM, CALIFORNIA 95630
(916) 933-5000

R.L. HOOVER
Consulting Telecommunications Engneer
11704 Seven Locks Road
Potomac, Maryland 20854
301-983-0054
Member AFCCE

SHERMAN & BEVERAGE
ASSOCIATES. INC.
Broadcas|/Communications Consultanis
Box 181, RD #2
Medtord. N J 08055
(609) 983-7070

LAWRENCE L. MORTON, E.E.
AND ASSOCIATES
Consuluing Telecommunicahions Engineers
AM FM, TV, LPTY, CATY, MDS. 5TL,
Cellulor, Freld Engineering, Computerized
Channel Seorches
2167 SUPERIOR LANE
LAKE FOREST, CALIFORMIA 920630
{714) 839-6015

EVANS ASSOCIATES

Consuiting Communications Engisoors
AM- TECATVTIS-Saisllin

216 N. Green Bay Rd.
THIENSVILLE, WISCONSIN 53092
Phone (414) 242-6000

Member AFCCE

SELLMEYER & KRAMER, INC.
CONSULTING ENGINEERS

1S, Sellmeyer, PE., S.M. Kramer, PE.

AM FM TV MDS ITFS LPTV CATY
APPLICATIONS * FIELO ENGINEERING

™
> OasOm, ¢

11503 Surwese Valey Dr/Reston, Virpnia 22091
1701 North Greeralie Avenue, Sute 814
Rachardson, Texas 75081

PAUL DEAN FORD
BROADCAST ENGINEERING CONSULTANT

RR. 12, Box 379
WEST TERRE HAUTE, INDIANA 47885

Communcanons Engneenng Senvices SIERRA MADRE, CA 91024-0128
PO. Box 841 Mckinney, TX 75069 Stempie, Vi TEE20-6300 {818) 355-6909
{214) 542-2056 mh Texas e 21472353156 812-535-3831 Member AFCCE

JOHN J. DAVIS
& ASSOCIATES

CONSULTING ENGINEERS
P.0.BOX 128

#Teletech,Inc.

TELECOMMUNICATIONS ENGINEERS
FM-TV-MDS-LPTV-Land Mobile
Applications—Frequency Searches
P.0O. Box 924

X

RICHARD L. BIBY, PE.
COMMUNICATIONS ENGINEERING
SERVICES, RC.

1600 Wiison Boulevard, #1003
Arlington, Virginia 22209

ADVANCED SYSTEMS DESIGN

FM - TV - CELLULAR - MICROWAVE
DESIGN AND FACILITIES PLANNING

1944 FOXHALL ROAD

Cearborn, MI 48121 (703) 522-5722 MCLEAN, VA 22101 s 02 8701 Gsoovlin ;\g
- vite & Sit ;
{313) 562-6873 Member AFCCE 703-237-2356 ] {301} 587-8800 L

George Jacobs
& Assaciates, Inc.
Consulting Broadcast Engineers
Domestic & International
Member AFCCE

EDM & ASSOCIATES. INC.

B/casl-AM-FM-TV-LPTV-ITFS. Translalor
frequency Searches & Rule Makngs
C/Carnier-Celiular. Satelliles
MMOS. P/P Microwave

FCC 1st Class & PE liconsad statf
1110 Yermont Ave.. N.W., Suite 1130
Wathington, 0.C. 20005  Phone (202) 296-0354
Member ATCCE

DON'T BE A STRANGER

To Broadcasings 191 781° Reagers
Display your Prolessional or Serwce
Catg nete it will be seen by statuon and
cable TV sysiem ownels and decison
makers

"1982 Readership Survey showing 52

readers per Copy

LECHMAN & JOHNSON

Telecommumications Consuitants

Applications - Fislga Engineering

2033 M Sireet. NW. Suite 702
washington DC 20036

(202) 775-0057

i




Classified Advertising

See last page of Classified Section for rates,
closing dates, box numbers and other details.

RADIO
HELP WANTED MANAGEMENT

Growing broadcast group offers excellent cpportuni-
ty for sales oriented manager and strong local sales
manager. Medium-sized Southwest markets. Send re-
sume to Box B-108.

Experienced sales manager for new 51KW stereo sta-
tion in rich, fast growing market in Alaska. Applicants
should have strong background in sales and promo-
tion. Excellent salary and bonus. AAAA living condi-
tions in beautiful suburban area, just 47 minutes from
Anchorage. If you're good, but skeptical about life in
the 49th state, contact us, let us tell you about our-
selves and one of the best places in the nation to live.
Contact; Stephen Brooks, President, KNBZ, PO. Box
87-1890, Wasilla, AK 99687. 907—376-9688.

Radio station manager. Strong sales background,
willing to sell on the street. St. Ignace, M1, 100,000 watt
FM/5,000 watt AM. Call evenings EST, 517—321-1763.

General manager. Broadcasting group seeks full
charge general manager. Large Midwest station. Posi-
tion requires individual with sales, promotional & man-
agerial skills. Excellent opportunity Include exper-
ience, salary requirements, references in complete
confidence. EOE. Resume to E. Anderson, VP Radio
Operations, Park Communications, Inc., PO. Box 550,
Ithaca, NY 14850.

KFSK, Petersburg, Alaska, community-licensed pub-
lic station seeks general manager. Supervises all activi-
ties. Serves as financial officer, development director.
Represents KFSK before national and state organiza-
tions and funding sources. Supervises eight full-time
staff. Administers grant programs, capital projects.
Minimurmn five years' experience in public broadcasting
with two years in senior management position; demon-
strated skills in administration and financial manage-
ment. Minimum four-year degree, preferably BA or BS
in communicalions or business. Position available
Spring ‘85. Salary range $30-$35K, DOE. Cover letter,
resume, salary history, references to Manager Search,
KFSK, Box 1489, Petersburg, AK 99833. Applicants will
receive acknowledgement. Do not phone. Equal op-
portunity employer.

General manager/part owner. Take charge and build.
People skills, organizer, sales, operations oriented. Re-
sume to Box E-120.

Sales manager. Eimira/Corning, NY area. Need take-
charge leader 1o direct staff of 3. Carry own list. Salary,
commissions, override, Resume to Box E-122. EOE.

General manager. Religious/two-way talk, Washing-
ton, DC metro. Must have experience in local sales,
team leader. If you know who Dobson, Swindoll, Lan-
dorf, LaHaye, and Dino are, then let's talk. Opening is
immediate. New station. Contact Dick Marsh, VP, Uni-
versal Broadcasting Corp., 3844 E Foothill Bivd., Pasa-
dena, CA 91107, 818—577-1224. ECE.

Unlimited expense account. Comner office on the 7th
floor. Your own corporate jet. Sound too good to be
true? It is! This is western Kansas — we dont even
have a seven-story building! What we do have is a
growing station that needs someone to take command
of sales force, and have fun doing it! Let's take all that
pressure and turn it into cash, okay? Resume to 10730
Pacific St., Suite 28, Omaha, NE 68114.

Some hard work and sales training ability will make
you lots of money. GM needed for high retail sales
recreational area in southern Missouri. Prefer individual
from Midwest, with experiencein local street sales and
at least 2 years' general management. We've got the
tools; we need someone {0 use them & who wants 10
make money. One of the better radio stations in the
Midwest; one of the better opportunities in radic man-
agement. Contact Dave Shepherd, KWIX, Moberly,
MO, 816—263-1230.

GM for top 100 Sunbelt class C. Long term career with
equity See Ken Stephens at RAB Management Conf.,
or call 318—938-7927.

General manager. Community-oriented radio station
near Minneapolis-St. Paul. Must have strong sales
background plus experience in management, promo-
tion, programminmg, fiscal management. Successiul
candidate will be capable of building, leading and mo-
tivating superior sales force. Beautiful community,
growing area. Excellent opportunity for intelligent, cre-
ative broadcast executive. Reply in strict confidence
with resume, salary history, philosophy of management
and sales to Box B-119. Midwestern applicants pre-
ferred; not mandatory. EOE.

Growing south Texas group looking for experienced
general manager with proven sales background, & un-
derstanding of successful programming concepts. Re-
sults are the name of the game with excellent rewards
& outstanding potential for selected candidate. Must
be available first quarter '85. Send resume, track re-
cord, references to Box E-91. EOE.

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 Z-
137.

Local sales manager. Successful country FM. Must
have good people skills/proven performance record.
Resume to G. A. Gamblin, WAMZ-FM, PO. Box 1084,
Louisville, KY 40201.

Sales manager. Northwest Arkansas, 200,000 popula-
tion, progressive market, #1 rated station. Hardwork-
ing, talented, cooperative staff. Part of successful &
expanding group that tries to promote Mmanagement
from within. Desire applicants who are genuine, ambi-
tious, stable, aggressive, with at least 5-10 years' radio
sales experience, preferably with some background in
aleading, promotional & aggressive radio station, may-
be in comparable sized market, perhaps successful
salesperson or sales manager whose potential is re-
stricted. Please send complete resume with real eam-
ings to Doug Whitman, KKIX, P.O. Box 1104, Fayette-
ville, AR 72701, EOE.

Arlzona FM, forty miles from Tucson, needs salesper-
son with small market and metro expertise. Manage-
ment potential. EOE. 602—889-9797.

Virglnla - Live/work in very attractive, growing universi-
ty-city market. Excellent account list with well-estab-
lished stations. Need responsible hard-worker with ra-
dic sales experience. Excellent opportunity and
financial package. Letter and resume: Box E-79. EOE.

Sales manager. Young/rapidly growing corporation.
Plan/hireftrairvsell. Stock incentive part of salary/bene-
fits package. Phone/write 406—873-5621, 4 N. Cen-
tral, Cut Bank, MT 59427.

Radlo sales, Leading central California AC FM seeks
experienced professional with strong new direct busi-
ness development skills. Sun, fun, and opportunity
awaits right person! Resume to GSM, KOSO, 2121 Lan-
cey Dr,, Suite 1, Modesto, CA 95355.

Sales manager. KFAM, Utah's first 50,000 watt radio
station in 80 years, accepting applications for position
of sales manager. Good starting salary, COmmission,
benefits, opportunity to advance. Resume with salary
background to Rick Barlow, 1171 South West Temple,
Salt Lake City, UT 84101 EOE.

Account executlve for fast-paced, growing southern
Colorado market. One year broadcast sales required.
Complete resume to Gary Buchanan, KIDN Radio, P.O.
Box 293, Pueblo, CO 81002. EOE, MF.

Experienced, aggresslve salespersontosell advertis-
ing & manage small market station near Orlando.
Healthy salary available to experienced person. Re-
sume to Ozark Media, P.O. Box 192, Lebanon, MO
65536.

Radlo syndication sales. Good opportunity. Tele-
phone sales to radio stations. Aggressive, bright indi-
vidual who enjoys talking to radio station program di-
rectors and general managers. Resume to Pam Baker,
Transtar Radio Networks {Special Programming), 6430
Sunset Blvd., Suite 401, Los Angeles, CA 90028.

HELP WANTED ANNOUNCERS

Can you talk? Do you enjoy live telephone interaction?
Can you be controversial, fun, glib, do it all live? Then
this major market station wants you. EOE. Resume to
Box B-9.

Upstate NY AM/FM seeks air-ready talent. Strong pro-
duction skills. T&R to Box 649, Oneonta, NY 13820.

Experlenced announcers wanted. Produce, write, re-
search, promote. Minimum pay: $250/week. 3 1/2 day
work week. 2 yrs." min. experience. Apply to WRLO, PO
Box 509, Antigo, WI 54409,

PD announcer. Energy, ideas, production, talent. De-
partment head. Don Kemn or Manager, WGUS-AM-FM,
Augusta, 803—273-1380.

Tapes/resumes needed to fill afternoon drive position.
Great station. WLBR, P.O. Box 1270, Lebanon, PA
17042,

Seeking aggressive local street salesperson for West-
chester County/White Plains, NY. Premier FM station -
WZFM. Upgrade yourself to an excellent local radio
market. Earn top dollars with heavy commission plan.
Must be available for personal interview at Own ex-
pense. Call John Zanzarella, 914—747-1071. EOE.

Senlor sales position with account list producing
$30K in commissions and growing rapidly. Leading
class C FM/AM combo, east Texas prime growth area
of next ten years. Applicants should have solid radio
background, preferably with sales management poten-
tial. 214—586-2527.

Station manager who wants a piece of the action.
1,000 watt daytimer, growing Southern college town.
Need sales experience, ambition for managemerni,
part-ownership on stock option plan. Replies to Box E-
a3.

Business managers fot rapidly growing broadcasting
group for positions in Sunbelt and major California mar-
ket. Strong accounting skills required and experience
with computerized systems. Must be self-starter. Op-
portunities for advancement. Please send resume/sal-
ary requirements to Controller, PO. Box 96, New York,
NY 10185,

$2500 month minimum salary KS/NEB pro-sales
group owner seeking experienced salespeople. Sub-
mit provable track record, resume, billing and collec-
tion figures to Box E-38.

SE Florida, AM/FM needs aggressive Salespeople.
Must have experience and excellent references. Estab-
Iis(;ned lists. Be prepared to work. Resume to Box E-75.
EOE.

One of Virginla's finest radio stations l0oking for pro
adult communicator. Very stable organization, good
benefits, beautiful area. Resume only to Box E-54.
EOQE.

Immadiate opening for experienced country announc-
er. 4-track production and some technical experience
helpful. Fantastic opportunity, versatility the key. T&R to
Bill Eliiott, Program Director, WILE, F.O. Box 338, Cam-
bridge, OH 43725.

Wakeup entertainer. Mature, outgoing professional,

enthusiastic about paricipating in community organi-
zations and events. Resume, tape, cover letter to Man-
ager, WCLI-1450, 99 West 1st, Coming, NY 14830.
ECE.

Wiimington's dominant CHR has immediate opening
for dynamic, humorous & informative evening enter-
tainer who can have fun without screaming. Good pay,
excellent benefits. First class state of the art operation.
T&R to Steve Michaels, PD, WSTW, 2727 Shipley Road,
Wilmington, DE 19803. EOE.

Starke, FL, WPXE AM, FM small market growing area.
Strong sales record necessary. Salary pfus commis-
sion negotiable. Ruth Dickerson, 804—964-5001.

Announcer, Beautiful music, CBS affiliate. First class
license. Night shift. Resume/tape to KWFT, PO. Box
420, Wichita Falls, TX 76307. EOE.
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Morning person with operations skills. Medium-sized
Midwest FM needs professional with proven track re-
cord to lead Transtar A/C totop. Great signal. Excellent
organization, benefits, opportunity. Production and pro-
motion know-how a must. Detailed resume, references,
salary requirements to Box E-113. EOE.

Gospel, bluegrass, country, adult contemporary
biock prograrmming. 4 professional announcers who'll
also sell. Excellent oppty. for ownership. Chattanooga
area. 615—756-7635.

HELP WANTED TECHNICAL

Chief engineer. Hudson Valley AM/FM radio stations
WGHQ & WBPM. AM is Skw DA (3 towers), FM is class
A Facilities in good shape; we need someone t0 keep
them that way. If you're interested in applying for the
position, you should be familiar with directional anten-
na systems. digital & analog automation operations,
and proficient in preventive maintenance. Applicant
shouid be SBE certifiable. Resumessalary require-
ments to Walter C. Maxwell. WGHQ/WBPM, CPO 1880,
Kingston, NY 12401. EQE.

Chiet engineer. Class B FM, AM-DA, directional exper-
ience & general class license required. GM, WAAL/
WKOP, Box 997, Binghamton, NY 13902,

Growth oriented Texas group - 3FM/2 AM - seeks
motivated self-starting chief. Security plus for the right
individual. Box E-72.

WNYU-FWNew York University needs engineer for 20
hours/wk. Must have FCC 1st, 3 years maintenance &
studio construction exp. Contact John Hrynyszyn, 566
Laguardia Pl., NY, NY 10012. EQE.

Chief englneer: AM/FM, central illincis. Position for
experienced engineer. Resume/salary requirements to
Box E-95. EQE,M/F.

Chief englneer. KBIU/KLOU, FM class C and AM ste-
reo. Full charge experienced engineer, keep us on air
with cleanest, best sound in town. Resumes. refer-
egggs: Albert Johnson, 311 Alamo, Lake Charles, LA
70601,

Chief engineer. Major market group owned FM. Qut-
standing opportunity for bright, aggressive engineer
who knows how to get top competitive sound and has
track record to prove il. If you have solid technical
skills, can take charge and run clean operation, work
Closely and enthusiastically with programming, and
contribute as member of management team, we want
your resume now. We're a large TV & radio group and
gﬂoeréop 3:«.;3a|ary/l'>enelits. EQE. Reply in confidence to
x E-133.

HELP WANTED NEWS

News-sports director: Minimum pay $250/week. 3 1/2
day work week. 1 yr. minimum experience required.
Apply to WRLO, PO Box 509, Antigo, WI 54409.

Promotions create opening for anchor/reporter at SC
Network. Government reporting experience helpful,
Tape/resumefwriting sample to Jack Jones, 1825 St.
Julian Place, Columbia, SC 29204,

Top news station, small New England college town,
has two openings: news director wanted with good
administrative skills. Morning anchor for heavy local
news. Entry level reporter needed. Should have writing
skills. Good delivery stressed. Tape & resume: Darrel
Clark, GM, WTSL Radio, Box 1400, Lebanon, NH
03766.

News reporter. Aspen, CO. Previous experience help-
ful. Should be self starter & comfortable generating
local news in sophisticated community. Send resume,
tape, writing samples to KSNO, 620 E. Hopkins. As-
pen. CO 81611, Atin: Pat Bingham.

AM/FM. Small market outside Chicago needs reporter/
anchor. Six day week, $900 mo. Good opportunity to
learn/grow.  Communications/journalism degree re-
quired. Resume to Box E-105.

News and sports person capabie of producing Cre-
ative, exciting promotions and series. Immediate open-
ing for experienced go-getter. Big shoes to fill. T&R to
Dave Wilsan, Operations Manager, WCMJ, 4988 Sky-
line Dr., Cambridge, OH 43725.

AM/FM combo seeks news anchor/reporter for one-
person news department. Must have prior broadcast
experience. Tape/resurne to Mary Tinsley, WJJS/
WLGM, 8th & Church Sts.. Lynchburg, VA 24504, ECE.

HELP WANTED PROGRAMING
PRODUCTION AND OTHERS

Sunshine and more! Texas Gulf Coast country FM
seeks experienced, take charge on-air OM/PD with
proven track record and strong production. Excellent
compensation package. Tape/fresume to PO.
Box1327, South Padre Island, TX 78597, EOE/M-F.

Take charge operatlons manager/morning personal-
ity. Must be people oriented, mativational self-starter.
Must be creative and promotion minded. This is once in
a lifetime opportunity. State of the art facilities. #1 rated
Midwes! class C powerhouse, top compensation pack-
age, and opportunity to grow and develop can be
yours if you qualify Absolutely no air check now, but
rush full, complete resume along with detailed written
statement of your managementmotivation philos-
ophies to Box E-112. EOE/MF.

SITUATIONS WANTED MANAGEMENT

30-year vet, 15 years management & ownership. avail-
able February 1st. Prefer lower Midwest. 319—334-
4971,

GM. Proven record of success. Dedicated, organiza-
tion, motivator, administrator. if you need professional,
experienced GM, call Pat, 816—259-2098.

GM/GSM. Wanting new opportunity 12 years' exper-
ience promotion, ratings, sales. & management. Qut-
standing track record. Will consider equity position.
Currently positioned, but station's been sold. Prefer
lower Midwest or South, medium sized market. Excel-
lent references. Box E-74.

General manager. Strong in sales and management.
18 years all phases. PO Box 532462, Grand Prairie, TX
75053

Broadcast executlve in top 10 market seeks opportu-
nity in religious or secular broadcasting. 14 years'suc-
cessful management experience. Record of proven ac-
complishments in areas of managing people, sales.
marketing/promotion, and community service. Write
Box E-87.

Attention group owners, presidents, vice presidents.
Are you looking for a GM who's very strongin sales, has
nun successful radio stations in top ten markets, & has
experience in these formats: CHR, A/C, AOR, country,
news/talk. | would like to hear more about your opportu-
nity. Write Box E-101.

VP/GM with present employer over 10 years as sales
mgr./general mgr. seeks turnaround deal with eamings
to be determined by sales commissions. Young. Busi-
ness degree. Family man. Have strong personal and
station earnings history. Station(s) must have income
potential. Box E-106.

Ambitious manager with strong administrative back-
ground and effective sales experience. Prefer equity
position. Chr. family man. Excellent references. Mi-
chael Davis, 915—366-6161, Box 6373, Midland, TX
79711,

SITUATIONS WANTED SALES

20 year pro. Ready to move to major. market sales.
Presently general manager in medium market. Excel-
lent references/track record. Letss talk. Box E-109.

Top pro saies team looking for Westward home, Hus-
band and wite ofter the right station a billing potential in
five figures per month, plus great management talents
in both sales and programming. We're perfect for sta-
tion needing GM or SM & increased energy and direc-
tion. Presently at top five station in top 50 market.-If you
have a permanent growth opportunity anywhere in
California, we need to talk. Box E-110.

SITUATIONS WANTED ANNOUNCERS

Smali mkt. news & announcer experience, FCC 1st,
automation. Seeking move up. Realistic goals. Bill,
516—674-4134,

Hardworking female seeks entry level position, East
Coast. Newspaper experience, broadcasting training.
Box E-45.

Don’t pay me until you know I'm right for the job! Jour-
nalism grad, experienced announcer 4 years away
from radio seeks full/pan-time position, centraliwest
Florida. Bruce, 813—794-6140.

Enthusiastic and versatile beginner with professional
attitude. Will relocate, any shift. Mike, 414--483-6345.

Can | taik? Well prepared, bright. up perscnality
searching for major market talk siot. Can do silly &
serious and have been doing both for several heavy
talkers as relief. Metro area not important; quality of
operation and people are. Long radio credential list
and some TV. Will consider all opportunities because |
love 10 work. 617—877-8700.

Overtwo years commercial broadcasting experience.
Recent University of Michigan graduate. BA communi-
cation, economics. Very comfontable with MOR, AOR,
top 40. Will relocate. Tim, 313—971-2582, evenings
EST

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.

Open ietter to every radio station in the country. Well —
almost. I'm a 50 radio communicator who misses the
fifth estate very, very much. | was a radio communicator
from 1948 until 1962, and from then until now, I've
worked in administration/promotion in the heaith care
field. | know the ins & outs of radio; | know the ins and
outs of administration. I've hired, I've fired. I've tumed
businesses around so that bottom line always im-
proved. | know how to make a buck. Even at my age, |
still have a fairly good set of pipes & | can slill read a
commeicial (spot sales are up 14% this past month).
I'm definitely from "big band" era; | know that era well -
the music, & the artists. | have complete library of big-
band music from 1939 through 1960. | know how to
program with more than a stack of phonograph re-
cords picked at random or even formatted. | have re-
sume and audition tape. | wonder: is there someone
out there in radioland who has a job that we could both
benefit from? It we can get together. | guarantee I'll give
you 100%. You may contact me by phone at 313—822-
5184, or write Bob Robbins, PO. Box 15507, Detroit, Mi
48215,

Vacation relief DJ available. Anywhere, USA. College,
license, experience. Will accept minimum. Please
specity format. Box E-99.

Professional attitude and sound. 18 months’ exper-
ience. Now looking for career advancement. Bill Whet-
zel, Dardanelle, AR. Leave message: 501—228-3576.

Kelloggs won’t believe this, but there’s a morning
show called "Breakiast with the special K". 8 years’
experience. Will also consider other position. Advance-
ment preferred. Will relocate. Call Kris, 717—272-
2615, between 10AM and 6PM EST, otherwise 215—
373-4181.

Experienced female announcer with first class li-
cense seeks position in medium market station. Box E-
19.

SITUATIONS WANTED TECHNICAL

Chief engineer, mature/wel! experienced in audio and
RF, seeks employment at successful station with stabil-
ity Tennessee area only. 615—579-1135 after 6:00 PM
EST.

Experlenced corporate director of engineering seek-
ing challenging long-term position with expanding
chain. Expertise in design, construction, management.
Well-organized self-starter. Please reply Box E-97.

Chietf engineer Ilcoking for similar position, Eastern
market. 15 years' experience includes FM, AM, DA,
studio, transmitter installation, repair, and mainte-
nance. 804—233-1545.

SITUATIONS WANTED NEWS

News-sports director, 10 years experience, looking to
advance career. Would accept position in news,
sports, or both. Extensive PBP experience basketball,
baseball, football. Dedicated, hardworker. Dan, 405—
382-7766.

Sports director/sports broadcaster position desired.
Experienced sports broadcaster desires to relocate for
career advancement. Sports oriented. good delivery,
attractive appearance, traditional, ambitious, knowl-
edgeable. any location considered. B. A. communica-
tions. 419—865-0765.

Want to relocate 10 North Central states. Wisconsin or
surrounding states. Looking for news or news/an-
nouncer job. Experienced. Rob, 817—322-2162.

Nationai award-winning sportscaster looking to move
up to large market or with team. Many other talents. Will
relocate. Call Dick, anytime, 614—373-6946; 373-
0056.

i’y -
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Caught In radlo rights switch. NFL PBP announcer
seeks freelance pro or college football for ‘85. Box E-
96.

Elght year radlo sports veteran seeking coliege PBP
opportunity Excellent anchor, reporting, PBP ability.
University of Cincinnati graduate. Denny, 419—675-
7220; 614—666-5242.

Program manager. KMPH-TV, Fresno, CA now accept-
ing applications for program director. Independent TV
programming experience required. Qualified appli-
cants send resume to General Manager, KMPH-TV,
5111 E. McKinley Ave., Fresno, CA 93727. EOE/MFE

HELP WANTED SALES

Dynamic temale news/sportscaster. Lpoking for posi-
tion, medium to large market, West Coast. Tracy, 805—
546-9188.

Top Independent station, Sunbelt market, seeks ex-
perienced account executive. 3 years in TV sales pre-
ferred. Send resume to Box E- 10. EOE.

Experlenced news reporter/anchor. Nine-year veter-
an seeking state-wide radio network or serious top 50
market. Ready to settle. Box E-111.

SITUATIONS WANTED PROGRAMING,
PRODUCTION, OTHERS

Programming professlonal with operations manager
experience. Ten years includes most formats, automa-
tion, first phone. Promotional/managerial skills, aggres-
sive, Thom, 601—868-1504.

Creatlve services/production director. Award winning
production, money making specs. Pro now employed
in top 50. Looking for better opportunity. 517—773-
9273

Experienced PD with winning attitude, ready to help
your country station in all programming areas. Solid,
professional background with top-rated country/AC
stations. Truly dedicated pro looking for great station/
group. Mark, 205-759-2936.

Nine years of "Southern hospitality” is enough for me!
Experienced announcer/PD/ production person with
distinct voice looking for greener pastures in Oklaho-
ma. Arizona, New Mexico, or New England. Other
areas considered. Modern country or nostalgia/oldies
format preferred. Il give long-term commitiment, plen-
ty of hard work/dedication in exchange for Job security
and decent wage. Let's talk! Mike Daniels, 904—258-
0706.

Director of sales—general sales manager. WTKK-TV,
Washington, DC/WTLL-TV, Richmond, VA. Establish
and run sales departments both stations. Management
experience desirable. Stations are 50% entertainment/
50% religious. Christian experience necessary. Wite:
General Manager, WTKK-TV, Box 3150, Manassas, VA
22110. EOE.

New business development. Top 10 Sunbelt affiliate
seeks aggressive self-starter with proven track record
in retail sales development. Knowledge of vendor pro-
grams, co-op, production helpful. Resume to General
Sales Manager, P.O. Box 11, Houston, TX 77001. EOE.

TV account executive. #1 CBS affiliate has excellent
opportunity. Established account listintop growth mar-
ket. Minimum two years' TV sales experience required.
Resume, career goals, salary history to General Sales
Manager, WTVR-TV. 3301 W Broad, Richmond, VA
23230. EOE. No phone calls, please.

HELP WANTED TECHNICAL

Video maintenance engineer. Minimum 3 years’ ex-
perience maintaining/repairing studio cameras, GVG
switcher, master control equipment, 1" and 2" VTR's,
extensive experience with 3/4” Sony VCR's. Knowledge
of digital and analog theory a must. Contact Bob Mar-
tin, 408-—998-7344; send resume 1o BAI, 1310 N.
Fourth St., San Jose, CA 95112,

Chief engineer. Midwest group owner seeks chief en-
gineer and asst. chief for Fort Wayne, [N independent,
WFFT, Hands on experience with UHF transmitters, stu-
dio equipment, EFP is essential. Previous experience
as chief or asst. chief preferred. Resume, references,
salary history to Director of Engineering, 4 S. Main St.,
Dayton, OH 45402. ECE.

TELEVISION

HELP WANTED MANAGEMENT

Chief englneer—expanding three station network, Wy-
oming. Minimum ten years in TV. Must have operational
record, effective communication skills. Responsible for
budget prep.. compliance with FCC, system design/
implementation, supervise staft of 8. Reply in confi-
dence with resume/salary requirements to Consultant,
KCWY-TV, Box 170, Casper, WY 82602.

Ready for the fast fane? Progressive growing TV group
needs top general manager to replace general man-
ager who's retiring. We prefer 3—5 years’ experience.
Station located in growing, medium size market. Send
resume in confidence to Box E-58. EOE/MF.

Controller. Seeking highly motivated person to man-
age business office staff at growing independent TV
station. Three years business experience necessary,
computer skills desirable. Competitive salary/excellent
benefits package. Submit resume to WFSL-TV, 600 W.
St. Joseph St., Lansing, MI 48333. Equal opportunity
employer.

General sales mgr. Hands-on manager. Medium mkt.,
SW. If you demonstrate success in this mkt., will have
opportunity to move up to top 50 mkis. Excellent salary/
benefits with multi-operator. Resume to PO. Box
27206, Houston, TX 77027.

Director of membership. Plans, implements, adminis-
ters comprehensive membership program for KOCE-
TV, Huntington Beach, CA. Management position. Ex-
perience required. Excellent compensation plan.
Applications accepted January 21 to February 22,
1985. To receive application form, send signed and
dated resume to Coast Community College District,
Office ot Human Resources, Attn: Applicant Process-
ing, 1370 Adams Ave., Costa Mesa, CA 92626.

General manager. New UHF independent Seeks
strong, aggressive experienced GM. New station with
CP in SF Bay area. Musl have good references. Re-
sume to Ed Lau, 4 Embarcadero Cir., Suite 303, San
Francisco 94111.

Chief engineer. Hands on chief. Full power UHF inde-
pendent TV. On air 1 year. New equipment. RCATrans-
mitter, Salary based on experience. EOE. Contact Mr.
Butler, WKCH-TV. Box 3809, Knoxville, TN 37927,
615—971-4343.

Malntenance engineer. Southeast affiliate. Broadcast
experience in maintenance of studio cameras, VTR's,
ENG, switcher, fimchains, etc. Reply: Personnel Direc-
tor, WSET-TV, Box 11588, Lynchburg, VA& 24506. EQE.

Chlef englneer. Well-established and successful inde-
pendent UHF station, top 50 market, has opening for
experienced chief engineer with the following qualifica-
tions: understands how to manage and train person-
nel, has knowledge of state of art technology to plan for
future station growth;must be willing hands-on engi-
neer to maintain equipment for maximum performance.
If you have the necessary qualifications, with at least
three years experience as chief engineer, we offer ex-
ceptional opportunity for growth aiong with above aver-
age salary and benefits. EOE. Box E-6.

TV maintenance engineer with chief engineer qualifi-
cations. Microwave and translator systems experience
required. Reply to Weldon Paulsen, DOE, MTN, PO.
Box 2557, Billings, MT 59103.

KOVR-TV, Sacramento, seeking dynamic, self-starter
to act as primary ENG maintenance engineer. Must be
tamiliar with ENG cameras and Sony 3/4" VTR', be
able to work well with competitive news department in
20th market. SBE certification a plus. Salary $30K+.
Contact Bob Hess, 916—927-1313, or direct correspo-
dence to C/E, KOVR-TV, 1216 Arden Way, Sacramento,
CA 95815. KOVR-TV, an equal opportunity employer,
M/F.

Midwestern CBS affillate seeks experienced, knowl-
edgeable engineer. Must be leader and have excellent
TD. skills, as well as solid understanding of NEC opti-
flex orA.D.O. Ability to do minor maintenance a plus.
First class ficense regarded. Send resume/salary re-
quirements to WTOL-TV, PO. Box 715, Toledo, OH
43695. ECE,M/F

Chilef engineer, New UHF independent, SF Bay area,
seeks experienced, highly qualitied CE with exper-
ience in facility design and construction and engineer-
ing management experience. Must have good reler-
ences. Resume to Ed Lau, 4 Embarcadero Ctr,, Suite
303, San Francisco 94111,

Rapldly growing MSO, metropolitan NY ADI, seeks
experienced video technician. Should be experienced
with 3/4” VCR's, 3 tube & single tube cameras, remote
productions, and satellite commercial insertion equip-
ment. Salary negotiable. Pasition available immediate-
ly 914—692-6781, Gary Sussman.

Needed Immediately. Video technicians, camera op-
erators, technical directors, audio, graphics, video edi-
tors, lighting, utility. Top wages. Freelance crew service
expanding. Resume to Video Professionals, 97 Cottage
St., Trumbull, CT 06611,

Engineer for new position at top-notch post house.
Mostly daytime maintenance of our busy editing rooms
and rental gear. No operations work. 1" experience
required, design skills desirable. Equipment includes
ADO, CMX, Paint Box, HL-73EASs. Contact Steve
Beuret, Videosmith, Inc., 215—864-0658.

Assistant chief engineer. Videocom, a major Boston
area production house, seeking assistant chief engi-
neer. Applicants must have general class FCC, strong
Ampex 2" Quad background, as well as varied exper-
ience in TV systems operation, maintenance and re-
pair; supervisory experience preferred. Please send
resume and letter of interest to Judith Finkle, Video-
com, 502 Sprague St, Depariment B, Dedham, MA
02026. Equal opportunity employer, M/F.

Experlenced videotape editor. Baltimore videotape
production facility seeks videotape editor with 3 or
more years' commercial editing experience. Exper-
ience with CMX 340X, ADO, Chyron 4100 & A/C
switchers helpful. Experience in all technical aspects
of editing required. Resume, re€l, salary requirements
to General Manager, PVC, 3700 Malden Ave., Balti-
more, MD 21211.

TV maintenance engineer. Immediate opening at pro-
gressive station, Billings, Montana. Must be able to
diagnose and repair studio and ENG equipment with
limited supervision. Resume to Ron Jacobson, CE,
KTVQ, Box 2557, Billings, MT 59103. EOE.

ETV network systems englneer. Responsible for
technical cperation of four VHF and one UHF transmit-
ters and ten station microwave system. Direct transmit-
ter supervisors and microwave technician, cperate
preventive maintenance program, responsible for
transmitter proofs of performance. Degree and five
years' TV experience required. Send letter of applica-
tion, resume, salary history, three references to: AETN
Personnel Oftice, PO. Box 1250, Conway, AR 72032.
Job description available by mail. Application dead-
line: February 1, 1985. AA/EQE.

TV maintenance englneer. 1 of the nation's feading TV
production centers seeks qualified maintenance engi-
neer with strong electronics background. Thorough
knowledge of TV camera, VTR, switching, audio, digital
effects, computer editing, terminal systems. Secure fu-
ture with tremendous growth potential for right candi-
date. Resume to Scene Three, Inc., 1813 8th Ave.
South, Nashville, TN 37203, Attn: Mike Arnold, Chief
Engineer.

Transmitter supervisor. Immediate opening. South-
wests fastest growing city. 2-3 years’ transmitter main-
tenance experience required. Group owned VHF, CBS
affiliate, excellent benefits. Resume/references to Ca-
son Capps, Chief Engineer, KTBC-TV, PO. Box 2223,
Austin, TX 78768. EOE

Malntenance engineer. Maintain/repair studio equip-
ment. Work with minimum supervision. General radiote-
lephone license required; prefer applicant with mini-
mum one year technical experience in TV
broadcasting &/or electronic technical training & digi-
tal experience. KTUL is an equal opportunity employer
with excellent advancement opportunities/benefits
package. Resume to Personnel Director, KTUL-TV, Inc.,
PO. Box 8, Tulsa, OK 74101.

Maintenance englineer. CMX-edit suite. Sony 2G00%,
Ampex 4100, Chyron, Quantel. Good salary and bene-
fits with established company. Southern Productions,
900 Division St, Nashville, TN 37203, 615—248-1978.

CMX editor for post-production facility Good salary
and benefits with established company. Experience re-
quired. Southemn Productions, 900 Division St., Nash-
ville, TN 37203, 615—248-1978.
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Downtown Chicago based video/film post production
house needs video maintenance person to assist chief
engineer. Must be capable of repairing to component
level protessional video equipment such as Grass Val-
ley, Sony, Rank, CMX, Bosch. Maintenance experience
must be verifiable. Beginners please do not apply at
this time. Resume/salary requirements to Box E-115.

HELP WANTED NEWS

Co-anchor. CBS affiliate, southeastern market. Look-
ing_tor experienced television reporter who can write,
edit, anchor. Job will require field reporting; you must
be able to demonstrate that you can talk conversation-
aliy on the air. Tape, resume, writing examples to News
Director, WCBI-TV, PO. Box 271, Columbus, MS 39703.
No phone calls, please. ECE.

News photographer. ENG/editing experience or train-
ing. Texas Gulf Coast VHF. Journalism heipful. EQE.
Resume to Box E-20.

Anchor/reporter. Join hard-working newsteam and
anchor award-winning nightly news for unique cable
operation. Staff of eight; competitive with broadcast.
Considerable reporting experience required. Salary—
high teens. Mature and hard working only apply. Tape/
resume to Personnel Department, Palmer Communica-
tions Center, 333 8th Street South, Naples, FL 33940,
Equal opportunity employer.

Raponter. If you're the best reporter in your market now,
& no longer challenged. we'd like to hear from you.
Midwest mid-sized market committed to quality Re-
sume 10 Box E-55.

Weathercaster. Weekend weather spot available with
state of the art equipment. Applicant must be meteo-
rologist, personable, professional. Midsize market. Re-
sume 10 Box E-S6.

Producer. New nationally syndicated weekly news pro-
gram is seeking program producer. Must have strong
news background with creative production sense. Pre-
fer individual with experience in covering federal gov-
ernment. Send resume and salary history to Box E-76.

News photographer. WA/Y-TV has opening for news
photographer. College degree and minimum 18
months' TV news photography experience. Resume,
audition videotape, references, salary requirements to
News Director, 801 Wavy St., Portsmouth, VA 23704. No
beginners/no phone calls, please. Affirmative action/
equal opportunity employer, M/F.

For a better job, contact Steve Porricelli, Primo People,
In¢c., Box 116, Old Greenwich, CT 06870, 203—637-
3653.

Documentary producer for prime-time documentary
series. Bachelor's degree plus 1-2 years’ experience
with long-form TV documentary production. Resume/
tape to WXX| Perscnnel Dept., PO. Box 21, Rochester,
NY 14601. EOE.

News reporter. WAVY-TV has opening for general as-
signment news reporter. College degree in journalism
or related field and minimum 18 months’ TV news re-
porting experience. Resume, audition videotape, refer-
ences, salary requirements to News Director, 801 Wavy
St., Portsmouth, VA 23704, No beginners/no phone
calls, please. Affirmative action/equal opportunity em-
ployer, M/F.

Anchors. NBC affiliate, N.E. 6 & 11 PM news. Men and
women. EOE. Resumes to Box E-98.

General assignment reporter. Two years' commercial
TVexperience. Top 50 market, sunny South. Resume to
Box E-104. EOE.

Co-anchor/producer for top-rated early & late news-
casts, weekdays. Two years experience required,
more preferred. Tape & resume to Dan Schillinger,
KEVN-TV, Box 677, Rapid City, SD 57709.

Anchor/reporter.Two openings at news-oriented CBS
affiliate. Small market, but news leader with top prod-
uct, largest staff. Need experienced co-anchor onearly
news with field reporting. Other is experienced general
reporter. Tape/resume to Bob Bartlett, KTAB-TV, Box
5676, Abilene, TX 79608.

News producer. Must have strong news judgement,
writing, & people skills. Work as part of markets top
news leam, producing 6:00PM and assisting on local
10:00PM news. CBS affiliate. Strong emphasis on iocal
news. Jack Keefe, WIFR-TV, Box 123, Rockford, IL
61105. EOE.

Full range of news department personnel needed for
present and future openings across country. Confiden-
tial. APR Broadcast Placement Service, 803—651-
0550.

Reporter/field producer. Opening in Tokyo bureau for
English-language weekly magazine show seen on US
cable. Heavy reporting and production skills essential.
Japan experience and language desirable. Resume/
tape to TeleJapan USA, Inc., 964 Third Ave., Third
Floor, New York, NY 10155,

Reporter/weathercaster. Do morning weather cut-ins
and general assignment reporting. Reporting skills and
weather training essential. EOE. Resume to Jerry Fish-
er, WBBH-TV, 3719 Centrai Ave., Fort Myers, FL 33901

Director of news and public affairs. Coordinate news
and public affairs activities for public radio and TV
stations. Requires significant on-air presence for both
radio and TV, Bachelor's degree in appropriate field,
minimum three years’ experience in broadcast news
and public affairs, knowledge of radio and TV produc-
tion techniques. Resume, writing sample, tape to Per-
sonnel, WITF-TV/FM, Box 2054, Harrisburg, PA 17105,
WITF, an equal opportunity empioyer.

Mature anchor. Early and late weekday newscasts.
Strong ties to Midwest. Must have excellent reporting
skills. Must relate to people. Minimum 5 years' exper-
jence as primary anchor. No beginners. Send letter/
resume by Feb. 15 to Box E-117. ECE.

HELP WANTED PROGRAMING
PRODUCTION & OTHERS

Production manager. Northern California UHF inde-
pendent. Manage 8 person department for both on-air
and commercial production. Resume to Box B-120.
ECE.

Creative promotion manager. KBVO-TV, aggressive,
highly-rated, successful independent, in the capital of
Texas. Austin, the fastest growing city in Texas, home of
Univ. of Texas, surrounded by hill country, lakes, rivers.
If you are successful, talented, imaginative, exper-
ienced in station promotion, publicity & advertising, we
want to talk to you. Resume to Clyde Formby, KBVO—
TV. PO. Drawer 2728, Austin TX 78768. EOE.

Director-switcher. Proven hands-on ability in news/
production. South Texas VHF. EOE. Resume to Box E-
21.

KUAC-TYV, small public TV station in university commu-
nity, on America’s last frontier, seeks assistant program
manager to supervise preparation of daily logs. man-
age 1ape library, help with facilities scheduling & pro-
motion. Minimum salary $30,264. KUAC-TV University
of Alaska, Fairbanks, AK 89701. Deadline: 1/25/85.
University of Alaska is an EQ/AA employer and educa-
tional institution. Your application for employment may
be subject to public disclosure if you are selected as
finalist.

Senlor producer - public affairs. Responsible for local-
ly produced public affairs programming plus related
staff and activities. Bachelor’s degree in broadcast
journalism, mass communications, radio and TV or film
plus five years TV production experience or equivalent.
Salary $26.146 minimum. Apply by February 15 to Per-
sonnel Coordinator, University Television, Box 83111,
Lincoln, NE 68501. EOE/AA.

Preduction manager/|TV coordinator. Strong man-
ager/coordinator of production staff for award-winning
public broadcast teleproduction facility. Demonstrated
management and instructional TVexperience. B.A. re-
quired. M. A. desired. $20.000 minimum salary Re-
sume to Rosemary Jacobson, Director, UW-Stout Tele-
production Center, Menomonie, W 54751,

Production manager. South Dakota Public TV Net-
work (KUSD-TV) vermillion, SD. Duties: oversee all lo-
cal production to assure completion according to ap-
proptiate network standards. Coordinates prefpost
production for South Dakota ETV Network TV pro-
grams, supervise scheduling of adequate production/
editing time, personnel, and equipment. Coordinates
scheduling, equipment and personnel with KESD-TV
production manager on co-productions. Participates in
long range planning for local productions, including
program budgeting, coordinates technicai quality by
acting as production liaison to engineering staff, super-
vise technical functions on productions. Directs pro-
grams as required. Requires: BS/BA in communica-
tions with broadcast emphasis or related field and five
years' progressively responsible TV production work
experience or acceptable equivalent combination of
education and experience. First preference: knowl-
edge of technical TV equipment in all phases of pro-
duction. Second preference: equipment/personnel
scheduling experience. Salary $20,197. Send South
Dakota employment apphcation to Personnel Services,
414 E. Clark St., Vermillion, S0 57069, 605—677-5671,
by Jan. 31, 1985. AA/EQE.

Graphlc desligner. WXFL-TV, Tampa, FL looking for de-
signer with broadcasting experience 10 join our award-
winning team. Applicants should be experienced in
print as well as on-air graphics. Etectronic graphics
experience preferred. Resumes to Chuck Easler,
WXFL-TV, Box 1410, Tampa, FL 33601. ECE, M/F

Coordinating producer for national public TV series,
The New Tech Times, based in Madison, Wi, at WHA-
TV Duties include segment research and idea develop-
ment, coordination ol upiink interviews, pre-interview-
ing of segment subjects, coordination of field segment
editing, some field production responsibilities, produc-
tion and editing liaison with free-lance producers. One
0 two years broadcast news producing or reporting
experience and B.A. in journalism, communications, or
related field required. Knowledge of small format field
production and editing, satellite uplink procedures de-
sired. Minimum starting salary $18,000 - $20,000, plus
liberal benefits. Send letter of application, list of five
references, resume, 3/4” or 1/2" videotape sample of
work, by January 25, 1985, to Jeff Clarke, Executive
Producer, The New Tech Times, 821 University Ave.,
Madison, Wl 53706. WHA-TV, an equal opportunity em-
ployer.

Director on-air promotion. Responsible for produc-
tion of on-air promotion for top 50 network affiliate. Must
be highly motivated and creative with strong skills in
production and writing. Resumes to Personnel Mgr.,
WSAZ-TV, PO. Box 2115, Huntington, WV 25721. EOE/
MF. :

Host/co-host/associate producers. Top 20 market sta-
tion planning new live morning show, and we're gaing
to do it up right. We are looking for two associate pro-
ducers who are strong in imagination/initiative, as well
as host and co-host. Send resumes to Box E-59. EOE/
MFE

Top 20 market station in search of director with solid
experience directing live news. Applicant should be
self-motivated leader capable of participating in devel-
opment/maintenance of creative visual format of the
program. Send resumes to Box E-60. EOE/MF

Market leader seeks versatile, creative producer/di-
rector with emphasis on news. Must have ability to call
fast-paced, dual anchor block, with DVE/ADO. Re-
sume, tape, salary requirements to WTOL, Production
Manager, PO. Box 715, Toledo, OH 43695. EOE,M/F

Assistant program director. Assists director of TV
programming in all aspects of TV programming. Re-
quires Bachelor's degree or significant experience in
broadcasting. Excellent written and oral communica-
tions skills required; experience in broadcasting a
plus. Send resume to Personnel, Box 2954, Harrisburg,
PA 17105. WITF, an equal opportunity employer.

SITUATIONS WANTED MANAGEMENT

News director, Experienced, competitive administra-
tor seeks competitive ownership for long-term associ-
ation. Especially interested in number three deter-
mined to be number one in 40's-70% markets. Box B-
17.

GM of profitabie LPTV looking to move to full power in
top three market. Box E-62.

Owner selling profitable radio station; anxious to re-
turn to TV in sales management position. Fourteen
years' sales experience. Excellent references. Prefer
Southeast. Steve Logan, 912—427-4555.

SITUATIONS WANTED SALES

Sales, sales management. Direct, agency, new busi-
ness "go-getter”. Relocate? Yes! Tvor radio. 317251~
8698.

SITUATIONS WANTED TECHNICAL

3 years’ experience TVoperations, light maintenance,
general radio tetephone license, member SBE, broad-
casting degree, available now 817—665-9405.

First phone, experienced in operation/maintenance of
TV transmitters. Box E-100.
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SITUATIONS WANTED NEWS

Meteorclogist. Mature, experienced weather enthusi-
ast available for your next book. Down home Style com-
bines warmth/humor with credible information. Strong
computer graphics knowledge, feature & environmen-
tal reporting skills. 915—944-2926.

ENG photographer-news-production. 3 1/2 years' ex-
perience in Washington DC market. Promo and spol
copywriter. Exp. Contact Jim, 301—933-4390, 2009
Blueridge Ave., Wheaton, MD 20902. Wil relocate.

Broadcast meteorologist-could your station benefit
from a credible, pleasant meteorologist who can make
a difference in your weather presentation? Cail Tim,
312—894-6349, evenings, CST.

Experienced on-alr TV:radio reporter. DC area or prox-
imity. Box 2793, Laurel, MD 20708

General assignment reporter. Currently working at
top 20 net affiliate. Extensive live work. Emmy nominee.
Broadcast journalism degree. Aggressive, streetwise,
versatile, team player. Can produce stories viewers fe-
member. Seeking move up. 813—864-2492.

Veteran sportscaster, 34, whose special blend of
sparkle and pizazz ¢an establish credibility and pro-
duce "thriller” of a show without any Michael Jackson
glitter-glove gimmickry. Availabie immediately 203—
673-2231.

Ugly, illiterate, humbte TV news reporter/anchor seek-
ing similar employer. Great references. Always avail-
able. 601—368-2083.

Reporter-photographer team. Specializing in series,
newsfeatures, seek top 20 magazine/documentary
siots. Award winners. Biack female, male. Box E-86.

News director, executive producer. Excellent creden-
tials. Deep, extensive experience. Box E-92,

General assignment reporter. ‘84 BA TV news. 3
years PBS affiiate experience. Can shoot, edit; seek
opportunity in exchange for hard work! Dependable,
community criented, sense of humor. Excellent refer-
ences. T&R: Sara, 206—842-5836.

Eight year radlo sports veteran ready for TV spors
oppaortunity, any size markel. Excellent anchor, report-
ing, PBP ability University of Cincinnati graduate. Den-
ny, 419—675-7220; 614—666-5242.

Creative reporter/producer. Good ratings, multiple
awards. Superior writing/production skills. Pete, 919—
724-3447.

Anchorman, 40, experienced, reporting & producing
capabilities, likable on-air & off. Box E-108.

Motlvated seli-starter, 2 yrs. college broadcasting.
Seeks behind scenes work in TV production from floor
manager to audio. Prefer NYC metro area. Resume
available. Box E-121.

For Fast Action Use
BROADCASTING’s
Classified Advertising

ALLIED FIELDS
HELP WANTED INSTRUCTION

Broadcast news. Search reopened. Tenure track posi-
tion. Ph. D. preterred, experience in TV news, potential
as successtul teacher and researcher. Rank/salary de-
pendent upon qualifications. Deadline for application:
February 1, 1985. Send letter of application/curriculum
vita to Dr. Larry Lorenz, Chairman, Department of Com-
munications, Loyola University New Orleans, LA
70118. Loyola University, an affirmative action/equal
opportunity employer.

instructor/assistant professor. Teach broadcast
management, news, broadcast advertising/sales, me-
dia law, broadcast copywriting. 12 hours per semester,
possible supervision of campus radio station, and/or
internship program. M. A_ required, Ph. D. preferred,
teaching & broadcast industry experience desired.
Salary competitive. Letter, resume, transcripts, 3 letters
of reference to Dr. June Smith, Head, Department of
Speech, Communication & Theatre, Box 275, WTSU
Station, Canyon, TX 79016, 806—656-3248. EOE.

Instructor or assistant professor. Initially to have pri-
mary responsibility for broadcast journalism courses
with ane quarter of ull-time load associated with man-
agement of student-operated. 3,000-watt non-com-
mercial radio station. Ph. D. or ABD in journalism or
mass communication preferred; Master's degree re-
guired. Both teaching and professional experience
{preferably in radio station management) desired.
Must be able to teach basic writing-reporting courses
and two or more of the following: advertising, public
relations, photography, and upper-level theary course.
To start Sept. 1,1985. The Department's news-editorial
seguence is accredited by the ACEJMC. University is
an equal opportunity employer. Deadline: Feb. 28,
1985. Send resumey/at least three letters of recommen-
dation to George P Crist, Chairman, Search and
Screen Committee, Journalism Department, University
of Wisconsin-River Falls, River Falls, Wl 54022, River
Falls is about 30 miles from St. Paul-Minneapolis.

Correspondentireporter/anchor. 10 years' network
experience seeks reporter/producer position. Major
market only. Write Box E-114.

Meteorologist. 5 years TVexperience. Colorgraphics.
AMS seal. Personable, understandable style. Looking
to move up. Box E-116.

Devastate your competition with new face that se-
duces and news delivery that produces. Potential an-
chorwoman with 18 months on-air employment as
newscaster, writer, reporter. Box E-118.

SITUATIONS WANTED PROGRAMING
PRODUCTION & OTHERS

Actor seeking major role in soap or series. Tall, slen-
der, animated. Sparkling, upbeat personality Engag-
ing manner. Excellent timing and intuition. Good sense
of humor. Refined, articulate, contemporary. Natural
feel for romance. Age range: 26-36. Ash biond hair with
blue/green eyes. An outgoing, disCiplineg profession-
al. Call Michael Edwards, 212—868-1121

Coliege grad with internship experience currently with
film equipment co. in NYC. Very creative, good writing
skills. Willing to do anything. Write/call Christopher Ce-
faly, 155 E. 73rd St., #6B, NY, NY 10021; 212—-249-
3446 after 6PM EST.

Cameraman, 14 years' experience including 3yearsin
Middle East and Eurcpe for ABC News. Will relocate.
Contact David Owens, Box 203, Augusta, KS 67010.
316—775-2575.

Remember when you got your break? Recent Univer-
sity of Michigan graduate seeking any entry level TV
production position. BA communication, economics.
Will relocate. Need opportunity. Tim Halevan, 313—
971-2582. evenings EST.

Executive director for new broadcasting school, Mid-
west. We plan on resident, as well as correspondence
courses. Must have complete know-how including in-
struction, advertising, student financing. Send com-
plete resume including salary requirements to Box E-
67.

Broadcasting: Director, TV studios. Tenure track facul-
ty position. Will teach TV production, anncuncing, be in
charge of TV studios. Ph.D. preferred, Master's degree
required. College teaching and professional exper-
ience essential. Rank/salary commensurate with quali-
fications. Position open beginning August, 1985. Appli-
cation deadline February 8, 1985, or until filled. Send
up-to-date resume, college transcripts, three current
references to Chairman, Department of Journalism and
Radic-TV, Box 2456, Murray State University, Murray,
KY 42071, Department has 340 majors in four se-
quences, 20 graduate students, 11 faculty/staff mem-
pers, 100,000-wat! FM stereo radio station, weekly 1ab
newspaper, yearbook, and full-color TV studios with
channel on local cable-vision system. Murray State
University an equal opportunity/ affirmative action em-
ployer.

HELP WANTED SALES

National Assoclation of Broadcasters has opening in
its radio department tor regional manager. In this posi-
tion, you'll be responsible for selling of NAB radio mem-
berships in Mid-Attantic territory. As part of the duties of
regional manager, you'll be responsible for all radio
membership activity in this region, including providing
service to existing members, serve as liaisen with the
state association, and serve as that region's represen-
tative to NAB. Qualifications will include an under-
standing of broadcast operations, knowledge of sales
techniques, previous lelemarketing experience, and
previous broadcasting experience. NAB offers excel-
lent salary/benefits, as well as challenging work envi-
ronment. Send salary requirements and resume 10 Ann
Miller, NAB, 1771 N Street, NW, Washington, DC 20036.
EQE.

HELP WANTED PROGRAMING,
PRODUCTION, OTHERS

Radio-TV writer-producer. Wite and produce radio
and TV programming for the Virginia Cooperative Ex-
tension Service. Significant work experience including
on-air work and audio/video editing desired. Farm
background heipful. Salary range starts at $18,061.
Apply to Position 376, Nancy Bowman, Employee Rela-
tions, Virginia Tech, Blacksburg, VA 24061, by February
8, 1985. Egual opportunity employer/affirmative action.

WANTED TO BUY EQUIPMENT

Wanting 250, 500, 1,000 and 5,000 watt AM-FM trans-
mitters. Guarantee Radio Supply Corp., 1314 Iturbide
Street, Laredo, TX 78040. Manuel Flores 512—723-
3331,

Instant cash - highest prices - we buy TV transmitters,
FM transmitiers, TV studio equipment, microwaves.
Millions in equipment purchased annually. Quality Me-
dia, 404—324-1271.

Used C-type 1” videotape. Cash for lengths of 30
minutes or longer. Will pay shipping. Call collect. Car-
pel Video, Inc., 301—845-8888.

Journalism/communications. Experienced person lo
teach journalism {print and TV, Fall, 1985. Background:
print and broadcast reporting, mass communications
history and Jaw, plus photojournalism, public relations,
advertising, or oral communications. Masters re-
quired, doctorate preferred. Contact Dr. Harold Shaver,
Communications Dept., Bethany College, Bethany, WV
26032.

Graduate assistants with professional experience in
broadcast journalism needed to help teach classes in
TV & radio news while earning an MA in journalism. Full
fee waiver plus minimum $550 monthly stipend for nine
months. Contact Director, School of Journalism, Ohio
State Universtty, Columbus, OH 43210

Broadcasting. Assistant/associate professor. -month
tenure-track position beginning August 16, 1985. Prin-
cipal responsibilities teaching basic TV production and
writing for TV- radio, with additional expertise and inter-
estin teaching EFP, basic radio, intrcduction to broad-
casting, advanced TV, possibly other related courses.
Ph. D. plus professional and teaching experience pre-
ferred. Master's degree with professional and teaching
experience required. Established and recognized pro-
gram with well-equipped facilities. Salary commensur-
ate with quaiifications. Minarities and women encour-
aged to apply. Letter of application, resume, list of at
least 3 current references by March 1, 1985, to Office
ot Academic Affairs, Broadcasting Search, Western
Kentucky University, Bowling Green, KY 42101. Aftir-
mative action/equal opportunity employer.

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 quallty 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.

UHF transmitters - 2 available. 30KW or 55KW, low
price; immediate delivery. Call Quality Media Corpora-
tion, 404—324-1271.

Harris FM-20H3 (1977), 20kw FM, on air, portable 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.

25KW & 10KW FM, Sparta 625 (1978) wiexciter &
spares. RCA BTF 10E (1974), on-air, excellent cond.
Call M. Cooper/Transcom Corp., 215—379-6585.
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lkagaml 79DAL camera. Canon 9-117mm/2x, remote
zoom, 1100 hours, owner/operated, $16.000. Sachtier
7X7, slainless legs & spreader, $2,000. Darrell or Ed,
612---338-5022. Serious offers only!

Convergence SE-100 special effects swilcher. cable
and junction box. $2,500. Convergence A/S-100
swilcher. $600. Like new. 212—265-3676.

55KW UHF TV transmitter, GE. Excellent condition;
available now: Also, other AM-FM-TV transmiliers; ma-
jor production gear. We buy & sell. Many spare tubes &
parts for transmitters. Ray LaRue, 813—685-2938.

Transmitter/communications building - fiberglass.
With heater, air conditioner, and electrical. Never used.
8' x 10" x 8'. Rick Santich, 216—696-6900.

Adda ESP 150C still store with 3 drives. Each drive
stores 150 frames. (Will accept! trade of 1" tape ma-
chine, etc.) Chyron 4000. Television Graphics, 201—
444-2911.

Harris 9002 automatlon system with 4 each Otari
ARS-1000. ITC record delay unit. dual disk drives, Tex-
as Instruments printer, expanded 6000 event memory
2 years oid. WMBM. Miami Beach. FL 33139. 305—
672-2500, Ed Margolis.

Videocassettes, half pricel Master stock quality U-
matic videotapes. Chyron evaluated, cleaned. dela-
bled, & erased. Satisfaction guaranteed! Albums in-
cluded. 3/4" tape prices: 60 minutes $12.49; mini field
20 minutes $7.49; 30 minutes $9.49; 10 minutes $6.49.
C-ype 1" and 2" quad tape also available. Free, fast
delivery 1o North America. Call collect. Carpel Video,
Inc., 301—845-8888.

Compiete film chain, ideal for LP or start-up. Two other
film cameras. 15| 20x10 router/remote controls. Large
group of 3/4" machines, including editors. Make cash
ofter. John Pauza, 615—894-4980.

1000 foot solid 10 toot face tower can be extended to
2000 foot. Perfect for panel FM or TV, Jim Tiner, Tiner
Associates, 214—739-2828.

RCA TR-TOC, TK-44s, TK-28 fiim island. Adda frame
store, Hitachi HR-100 portable 17, Sharp 700 camera,
Echolab SE-3 computer switcher, Convergence 1038
editor. Media Concepts, 919—977-3500.

MISCELLANEOUS

Business plans - A five year financial plan for your
new TV station will help cinch your financing. Quality
Media, 404—324-1271.

Space segment. Satcom 4. 7:.00am-7:00pm. Fully pro-
tected. $200 per hour. M. Sherwood, 800—245-4463,

FM broadcast nity. 689 markets to receive
new FM allocations. Call the experienced broadcast
communication consultant for details. D. B. Communi-
cations, Inc., 4401 East-West Highway, Suite 404, Be-
thesda, MD 20814, 301—654-0777.

CONSULTANTS

Wanted: cllents! Twenty-year veteran of broadcast
field seeking clients for his own consulting firm. Put me
to work for you! Prefer to work with adult contemporary
and all-news stations. Charles A. Carney, Box 2005,
Kalamazoo, MI 49003, 616—345-6424.

RADIO

Help Wanted Sales

OPPORTUNITY

You start with:

® 3 syndicated feature series to sell na-
tionally on barter.

® High commission only on $250-$750K
revenue.

If you have:
® National sales experience.
® Strong knowledge of syndication.

Send letter/resume to Box E-125. Join us
in the rewards of radio syndication.

Help Wanted News

EDITOR

for all-news radio station, Los Angeles. Edi-
tor: holds management-level position. Edi-
tor is immediate on-line supervisor in the
newsroom overseeing work of anchors, writ-
ers, correlators, reporters, and desk assis-
tants. Duties include determining story se-
lection, story priority, story assignments, &
developments. Editor also exercises quality
control over copy, taped material, and air
product. 5 years’ broadcast news exper-
ience required. All-news radio or broadcast
wire editing experience preferred. No
phone inquiries. Resume to Jeri Love,
KFWB News 98, 6230 Yucca St., Los Ange-

les, CA 90028.

Help Wanted Technical

Help Wanted Management

CHIEF ENGINEER
MAJOR MARKET
GROUP OWNED FM

Outstanding opportunity for bright, ag-
gressive engineer who knows how to get
top competitive sound and has track re-
cord to prove it. If you have solid techni-
cal skills, can take charge and run clean
operation, work closely and enthusiasti-
cally with programming, and contribute
as member of management team, we
want your resume now. We'realarge TV &
radio group and offer top salary/benefits.
EOQE. Reply in confidence to Box E-132.

GENERAL MANAGER
L.A.

Unique opportunity. Take the reins of
a class C FM, Los Angeles. We're
looking for an established profes-
sional, with excellent track record
and proven major-market skills. Full
responsibility for entire operation. f
you're really the best, here's your
chance. Send complete resume-
/compensation requirements to Box
E-49.

CHIEF ENGINEER

WVOR-FM 100, A/C, Rochester, NY's dominant
radio station. State-of-the-art equipment in
showcase physical and technical atmosphere.
Please forward resume (o Bob Mallery Oper-
ations VP, WVOR, PO. Box 40340, 1700 Mic-
town Tower, Rochester, NY 14604.

Help Wanted Programing,
Production, Others

COME BE OUR CHIEF!

Two stations, medium market, Mountain West,
will pay $20,000 to share an engineer. One is
class IVAM & class C FM; the other is class Il
AM/DA-N. Both stations have engineering-ori-
ented management. Helpful environment &
clean air. Write Box £-102. EOE.

PROGRAM DIRECTOR
We need programmer. WBAP/820 Dallas-Fi.
Worth. Candidate must have successful track
record. Send resume in confidence to Warren
Potash, WBAP, One Broadcast Hill, Ft. Worth,
TX‘76103. A Capital Cities station. EOE. No
calls.

Situations Wanted Announcers

For Fast Action Use
BROADCASTING'S
Classified Advertising
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THE MOST FROM
YOUR MORNINGS!
Dynamic AM drive specialist seeks new
home. Track record shows instant ratings
& revenue. FM only. If you're serious about
success, we should talk. 609—737-1421.




Situations Wanted News

MALE, 44
TALKHOST
RADIO/TV

(1) LLB graduate,
bridge University.

Cam-

(2) Broad, positive exper-
ience includes 15 yrs. law,
business, psychology, jour-
nalism in London, Rome, Par-
is, Zurich, Beyrouth, & Pana-
ma, 10 yrs. in USA.

(3) Currently prime-time ra-
dio talkshow host in top 40
market

(4) Cultured British accent
gives unique sound to your
station—imparts accurate in-
formation.

(5) Immediate audience af-
fection!

(6) Contract expiring. Would
like to upgrade before March

book.
CONTACT D.H., 213—652-7595

TELEVISION

Hetp Wanted Programing, Production, Others

WANT YOUR MTV?

Wanna job? Want ‘em both at once?

MTV Networks Inc. is hiring two motivated
research people who really know their stuff:

Resecarch Manager
Responsible for quantitative and qualitative project design;
insightful analysis; project supervision. Ratings background
essential. Management experience preferred. Position
encompasses MTV, NICKELODEON and VH-1.

Rescarch Analyst
Highly analytical person must be well-organized, familiar
with tabular data, able to meet deadlines, be a good writer
and be able to type.

No phone calls please. Send letter, resume and salary requirements to:
Steve Seidmon, MTV Networks Inc., 75 Rockefeller Plaza, New York N.Y. 10019
An equal opportunity employer M/F

Situations Wanted Management

LEADING
EXECUTIVE

with incredible history of suc-
cess will manage your group to
maximum productivity and profit.
Top achievements in sales, pro-
motion management and bottom
line management. Shirt sleeve,
hard working, doer! Write Box E-
103.

SEEKING
GENERAL MANAGER
position small/medium market with
future equity position. Young, ener-
getic, experienced all phases. Call
Ted, 914—356-7060 eves. 914—
357-9425.

STORY PRODUCER

Leading producer of health and medical TV
requires field producer for syndicated TV se-
@@ ries. Must have full story production capability,
including field experience, expertise in story
development, research, shooting, writing, edit-
ing oversight. Experience with mini-documen-
tary or magazine format necessary. Familiarity
with medical issues desirable, not imperative.
Must be willing to relocate and travel extensive-

‘-/0 : Excellent
opportunity for
individual with a minimum

of 3 years production and booking

| : ifi i to send
| foraive mk show (audence | | Lo e ST
| format). Post production editing | ry to Dale Minor, Senior Producer, Medstar
1 and field production know-how a I Communications, Inc., 1305 8. 12th St Allen-
I major plus as weil as excellent o PA 18103. No phone calls or videotapes,
| writing/communication skills. I piease. M=DSTAR

[ Interested candidates should | -

[ send resume including salary |

I history to:

} BOX E-124.

I equal opportunity empioyer mithwv

DIRECTOR
GOOD COMPANY SHOW
KSTP-TV seeks creative, take-charge director

T ity S S P RS B S S S S iy R E— —

Situations Wanted Programing,
Production, Others

PROGRAM DIRECTOR
EXTREMELY SUCCESSFUL

Seeking AC or country oppty.
with long term commitment & up-
ward mobility Write Box E-57.

for our top-rated afternoon show Good Com-
pany. The challenge is to make this studio-
based live audience show sizzle. Lots of dem-
onstration segments, studio musical
performances, tashion shows, & audience par-
ticipation. Director must also be experienced
with tape-package production with digital ef-
fects. Right candidate has experience direct-
ing similar show and ability to inspire produc-
tion team for top flight programs. Please send
letter, resume, and tape to: Robert Sears,
KSTP-TV, 3415 University Ave., St Paul, MN
55114, EOE/MF.

ON AIR
PROMOTION MANAGER

for SuperStation WTBS. Must
currently be in comparable posi-
tion. Minimum 6 years' exper-
ience. Send resume to Ron Har-
ris, Turner Broadcasting System,
Inc., Advertising/Promotion

Dept., 1050 Techwood Dr., NW,
Atlanta, GA 30318. EQE.
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~enre
Help Wanted Programing,

Production, Others
Continued

Help Wanted Sales
Continued

Miscellaneous
Continued

PRODUCTION MANAGER
Sunbelt affiliate has excellent opportunity
for individual with proven track record in
commerical TV production, combined
with top management & people skills. Re-
sume/salary requirements to  Station
Manager, WCIV-TV, PO .Box 10866,
Charleston, SC 29411. EOE.

Help Wanted Management

NEWS DIRECTOR

Searching for seasoned pro-
fessional or #2 person in
large market to manage the
#1, most aggressive and
award winning news depart-
ment in South Carolina. This
50 share plus CBS affiliate in
the sunbelt and on the ccean
has it all, including CONUS,
the innovative KU-Band satel-
lite technology for local news.
Work with a winner; work with
the future. Resume to Vice
President/General Manager,
Mark H. Pierce, PO. Box 186,
Charleston, SC 29401. EOE,
M/F

WCSC-TV 5

EXPERIENCED
SALESPERSON
WANTED

Strong background in handling
retail accounts as well as new ac-
count development. Excellent
benefits plus base. Send intro-
ductory letter/resume to Jim Wil-
liams, 1065 Williams St., Atlanta,
GA 30318. EOE.

Help Wanted Technical

CHIEF ENGINEER
UHF TV

Major market UMF Northeast independent seeks CE
with min. five years recent experience overseeing op-
erations, & maintaining/repairing transmitters, micro-
wave, VIRs, cameras, swilcher, other equipment,
Send rasume/salary history in confidence to Box E-94.
AAEOE.

ALLIED FIELDS

Help Wanted Instruction

Help Wanted Sales

CABLE AD SALES MANAGER

Cable TV programming service has im-
mediate opening in Atlanta for exper-
ienced radio or cable advertising sale-
sperson. This person needs to be a self-
starter, aggressive, willing to travel
nationally, committed to hard work, able
lo meet the challenge of competitive,
growth-oriented environment. Degree in
marketing and minimum 2 years’ ad
sales experience preferred. Rewards in-
clude competitive bage salary with quar-
terly bonuses and excellent benefits.
EOE. Resume/salary history in confi-
dence to:

Wendy Parker
The Weather Channel
2840 Mt. Wilkinson Pkwy., Ste. 200
Atlanta, GA 30339

(

DEAN, COLLEGE OF JOURNALISM
UNIVERSITY OF SOUTH CAROLINA
COLUMBIA, SC

Objective: innavative dean who will take dynamic role
in directing college of journalism of the University of
South Carolina. New dean will lead thriving journalism
program recognized as 1 of the strongest in tha coun-
try. An opportunity to be part of an expanding university
which is exercising strong leadership in a state & re-
gion commitied 1o the future. Qualifications: earned
doctorate or equivalent prolessional experience; prior
academic and/or administrative experience: substan-
tial professional experience; commitment to multi-dis-
ciplinary aspects of mass communications (aspecially
print journalism, broadcasting, advertising and public
relations); respect for/knowledge of research; ability to
interact with working communicalors: demonstrated
record of public service: ability to work with university
administration; and capacity for fund raising. Condi-
tions of employment: Appointment date July 1, 1985,
Salary & rank are open, depending on qualifications.
Information and applications: Deadline for applica-
tions: February 28, 1985, More information on request.
Applicants should send cover letter with statement of
goals, complete resume, and three references to:

Dr. Perry J. Ashley, Chairman
Dean's Search Committee
College of Journalism
University of South Carolina
Columbia, SC 29208

The University of Scuth Carolina, an equal opportuni-
ty/affiemative action employer, encourages applica-
tions from women & minority group members.

Miscellaneous

Amer Sportscasters

Featuring Member Job Bank.,

No charge to Employers,

Wrile of call 212—227-8080.
150 NASSAU STREET, NEW YORK_N. Y. 10038
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Docket 80-90
got your interest?
If you are not in compliance,
talk to the specialists at ...

TINER ASSOCIATES, INC.

..about the most cost-effective way to
preserve your broadcast area. Tiner offers
experienced total service, from management
consultation to turnkey construction, includ-
ing the execution of feasibility studies, tower
site and frequency separation surveys, and
tower leasing/management programs. We can
help you find out what the alternatives are
and how much they cost.

TINER ASSOCIATES, INC.
8300 Douglas, Suite #612
Dallas, TX 75225

LIVE
SHOTS
FROM
WASHINGTON

$300

Call Sun World Satellite News,
202—783-7173

Business Opportunities

Improve your station in life.
Own your own business magazine.
Join our Network of Business Digests

8 Markets in New England '
7 Years of Growth and Inm .mnp, Sales

Rick Seryder, Euilnm I:ﬁqeﬂ
& Portland. Me. D4106 # 207-172-15M1




Employment Service

Radio Programing

RADIO
PERSONNEL
NEEDED

National, recognized as the leader in radio personnel
placement, is currently receiving job orders for an-
nouncers, newspecple, programmers, & production
parsonnel, female & male, from radio stations in all size
mkis. coast t0 coast. Over 1,000 radio stations used
our placement service in '84. Are you ready for a
maove? et National help! For compilele details & regis-
tration form. send $1 postage & handling to:

NATIONAL BROADCAST
TALENT COORDINATORS
DEPT. B, PO BOX 20551
BIRMINGHAM, AL 35216
ACT NOW! 205—822-9144

7y & Lum and Abner
1> o Y Are Back

] !
-'gc.}',., .. .piling up profits

for sponsors and stations.

I
J “ 15-minute programs from

the golden age of radio,

1
PROGRAM DISTRIBUTORS » 401 South Main
Jonesboro, Arkansas 72401 » 501/972-5884

Wanted To Buy Stations

/ WE PLACE ‘
TV and Video Engineers

COAST TO COAST
[All Levels, But Not Operators)
ALL FEES PAID BY EMPLOYERS
Phone/Resume

KEY SYSTEMS

Westminster Road
Wiltkes-Barre, PA 18702

Phone Alan Kornish at

{717) 655-1458 )

AM STATIONS WANTED

Anchorage County, AK; Los An-
geles & Orange Counties, CA,;
Honolulu County, HI; Hillsbor-
ough, Strafford & Rockingham
Counties, NH; Bristol, Kent, &
Providence Counties, Rl; Davis,
Salt Lake, Utah, & Weber Coun-
ties, UT. Reply in confidence to
principal at Box E-89.

For Saie Stations Continued

THE HOLT CORPORATION

TEXAS “C”
STRONG CASH FLOW

Purchase an excellent Sunbelt
FM along with fulltime AM for ap-
proximately nine times cash flow.
Under $3.0 million. Contact Mark
O'Brien in our Washington, DC
office:

2033 M Street, NW
Suite 800
Washington, DC 20036
202—775-1980

Westgate Mall 0 Bethlehem, Pa. 18017

216-H65-3TT D

10,000 RADIO - TV JOBS
The most complete & current radio/TV job publication
published in AmeriCa. Beware of imitators! Year after
year, thousands of broadcasters find employment
through us. Up to 98% of nationwite openings pub-
lished weekly. over 10,000 yearly. All market sizes, alt
formats. Openings for DJs, salaspeople, news, pro-
duction. 1 wk. computer list, $6. Special bonus: 6 con-
secutive wks. only $14.95 — you save $21! AMERI-
CAN RADIO JOB MARKET, 6215 Don Gaspar, Las
Vegas, NV 89108. Money back guarantee!

BUYER SEEKS RADIO STATION(S)

Qur client, a media and financial professional,
desires 10 purchase a broadcas! station(s} in
Pennsylvania, southern New Jersey, Maryland
or Delaware. Send fuil particulars in strictest
confidence to Gibbel, Kraybill & Hess Law
Firm, PO. Box 1521, Lancaster, PA 17603,

Consultants

Docket 80-90
got your interest?

» Consultation & Turnkey Construction
» Cost Analysis & Feasibility Studies
» Tower Site & Frequency
Separation Surveys
» Tower Leasing & Management
Call the specialists at
TINER ASSOCIATES, INC.
8300 Douglas, Suite #612
Dallas, TX 75225
(214) 739-20828

Public Notice

SEEK TO INVEST

VP/general manager seeks to buy and
actively manage into major market sta-
tion(s) or into small group. Looking for
turnaround situation. Background is
sales, research, and administration. Box
E-107.

v
£ MED UHF (cp) $255,000
HE MAJ $7.5 ML CASH
EGT  WED UHF $1.3 MIL
MMTN  WED UHF (CP) 85,000
[T G UHF (CP) 0000
W 5M VHF (CP) Ea0.000
AM
MNTN  SM FULL $175,[600
PAC NW  MET L 352,000
MNTN = e $125.000
SE Sh iy $175,000
SE M FULL $155,000
FM
SE LRG C $4.1 MIL
SE SM A $200.000
SE MED & $2.4 CASH

For Sale Stations

Bill Kitchen / Dan Dunnigan

PUBLIC NOTICE

Board of Directors of National Public Radio will meet in
open session on Tuesday, February 5, 1985, from 10:30
a.m. to 4 p.m., at National Public Radio, 2025 M Streset,
NW, Washington, DC. Subject to amendment, the agen-
da includes: Chairman's Report, Presidents Report.
committee reports on Development, Finance/Audit,
Membership, Planning & Priorities. Programming and
Technology/Distribution. The Board committees will
meet on Wednesday, February 6, at the same location.
For further information conceming these meetings,
please contact the NPR Office of Executive Secretariat,
202--822-2018.

MAJOR MARKET
SUNBELT

FULL TIME

AM Station

» LOCATED IN THE SOUTHEAST TOP 20 MARKET
(one of the most desirable US. markels)

s CONSISTENT INCREASING CASH FLOW HISTORY
+ PRICED LESS THAN & x CASH FLOW
$2,500,000
Py EXCLUSIVE SALE BY.
Q\ Cordon Sherman
SHERMAN & BROWN ASSOCIATES, INC.
RADIO - TV« CATV BROKERS

4770 Biscayne Boulevard * Suile 800 ® Miami. Flosida 33137
Call (305) 326-6797

[404)324-1271
_@_________:Emhty Media—]

TEXAS

Absentee owner, for immediate sale. Class A FM. Al-
most new leased faciiities. Major network affiliated. Per-
fectly localed in fast-growing, small, west Central Texas
city. éooming markets, oil, ranching, industry, interstate
highway, fakes, junior colleges. Experienced operator
could earn payout in very few years, See & you will buy.
Only $375K or best cash ofier. 817—265-7771.
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RALPH E. MEADOR
MEDIA BROKER

® Fulllime S5KW AM. Excellent opportunity. Real
estate inciuded. $1,250,000.

m Class C FM/class IV AM. Excellent equip-
ment, good medium small market. Priced to
sell at $1,250,000.

u Class C FM CP. Ready to build. 1000 ft. tower
& ant. on site. Excellent small NW Kansas mar-
ket. Call for details.

u Fulltime AM class IV Suburban market. Fine
for owner-owner, $265,000.

u Class A FM. Small market. Excellent equip-
ment with real estate. Above average small
market station. $565,000.

u Terms may be available to Qualified Buyers.

[
Ralph E. Meador

Medla Broker
RO. Box 36
Lexington, MO 64067
816—259-2544




For Sale Stations Continued

and Associates : A e e
Lo el 20% Media Investment Analysts & Brokers
AL AM $525.000 0% \/ Bob Marshall, President
N AMAM 3500000 25%
AR AM/FM $335,000 20% Well established and powerful fulltime AM located in large metro-
i QM"" %501% downzpsa?ment politan market. Price of $3.5 million is less than 7 times projected
TN AM $35.000 downpayment cash flow of neary $500,000.

P.O. Box 1714 508A Pineland Mall Office Center. Hilton Head Island. South Carolina 29928 803-681-5252

Spartanburg, SC 29304 803/585-4638

H.B. La Rue

Media Broker
RADIO-TV-CATV-APPRAISALS
& West Coast: 44 Montgomery St., 5th

@ CHAPMAN ASSOCIATES®

nationwide mergers & acquisitions

Floor, San Francisco, CA 94104. 415— Location Slze Type  Price Terms Contact Phone
434-1750. GA Med AMFM $1250K Cash  Brian Cobb (202) 822-8913
= Atlanta Office: 6600 Powers Ferry Rd., wY Med AM/FM  $1200K $150K David LaFrance (303) 534-3040
Suite 205, Atlanta, GA 30339. 404—956- ME Sm  AM/FM  $1100K Terms  Ron Hickman (401) 423-1271
0673. Harold W Gore, VP. FL Met FM $1055K Terms  Randy Jeffery (305) 295-2572
® East Coast: 500 E. 77th St., Suite 1909, FL Sub FM $ 750K &558'( gi" %e'-:el 59?4) 893-6331
New York, NY 212088 1P Med FM $550K ill Whitley 214) 680-2807
RAUL SRR el el el TR D Met AM  $500K $150K  Greg Merril (801) 753-8090
NC Met AM $400K $60K  Mitt Younts (202) 822-8913
IL Sm  AM $350K $75K  Burt Sherwood (312) 272-4970

For information on these and our other availabilities, or to discuss selling your property, contact Dave Sweeney,
General Manager, Chapman Associates Inc., 1835 Savoy Dr., Suite 206, Atlanta, GA 30341, 404—458-9226.

Class B FM
Profitable AM

Priced approximately 2V

BROADCAST

times gross at $2.3 million.
L Application on file for move
to city grade Midwest cap-
ital city not now served by
station. Potential unlimited.
Requires $1,500,000
gown, with soft terms. Box
-46.

BOB KIMEL'S
NEW ENGLAND MEDIA, INC.

WELCOME TO NEW YORK
Our congratulations to Herb & Penny Springer, Lea
Thompson, Burt Schapiro, & Kevin Dodge on becom-
Ing overnight group owners with their purchase of
WTPL Tiipper Lake and WIGS AM/FM Gouvemneur. NY,
8 DRISCOLL DR ST. ALBANS, VT. 05478

802-524-5963
OR GEORGE WILOEY 207 947 6083

901/767-7980

MILTOMN Q. FORD = c=soaciarrs
MEDIA BEROKERS—APPRAISERS

Specializing i Sunbedl Broadcast Properties
G0 PRnlan s Saro 1135 s N P T TS

APPRAISAL
BUREAU

“Specialists in Radio”

Buying, selling, financing. or re-financing a radio sta-
tion, The Broadcast Appraisal Bureau ¢an provige an
appraisal that is:

OBJECTIVE: Appraising is our only business.
TECHNICAL ACCURACY: We have a qualified full-time
engineer on star.

ECONOMICAL: Three types to choose from,

404—992-0109

ONCE UPON A TIME
There was a profitable class C FM in Texas, priced at
less than 10x cash flow, and located in the really, truty
Sunbelt. You'd think it's toc good to be true, but itis! Its
True! Call 512—544-5409. PRW & Associates, Box
3127, South Padre Island, TX 78597,

IDAHO

FM/AM combo, growth market. Ask-
ing $750,000; excellent terms. Call
Jerry Dennon, The Montcalm Corpo-
ration, 206—622-7050.

B 10 UHF TV CPs + 2 VHF T¥s + 4 UMF Tvs

» 100,000 walls covers Central MS. Seier will guarantee bill-
ing at rate of $720.000 annually for $2.1 milion. Terms,

s FMCP. SWAL. Only station in county of 16,000. $15,000.

» Daytimer Chatiancoga area. Real estate. $12,000 down,
Some payments traded out.

u FMs: AL.CAGA ILMILMS NMPR, TN TX VA

® Fulltmer near Knoxwiie. Real estate. Super Terms.
$190.000.

BUSINESS BROKER ASSOCIATES
&15—758-7835 — 24 HRS.

PRICED FOR QUICK SALE
S.C. Resort Station 1,000 watt-AM/PSR.
Beautiful resort fishing area near coast.
Bargain price for less than $90,000 cash.
Call Anna, 803—854-2119.

SUNNY FLORIDA 5KW
Only station in growing county Latest
equipment, new building, 11 acres.
Needs owner-operator TLC. Other inter-
ests require my time. Immediate sale.
Low down, unusual financing. Call Jay,
304—472-1460.

TWO RADIO STATIONS
FOR SALE OR LEASE
500 watt AM/3000 watt FM. NE
lowa. Call Steve Goldin, 319—

895-8444.
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Dan Hayslett

& assocurtes, e
O I

10500 Barey Knall Dr., Oallas 75230

For Sale Stations Continued

Tty [ vokers

RADID, TV, and CATV

WILL SELL IN APRIL

Fullime SKW Midwest regional. Gross will ex-
ceed $400,000 with cash flow near $100,000.
Unguestioned and commanding share of audi-
ence and revenue in small-to-medium 2-station
market. Absentee owner will sell to principal
only with or without close-in real estate. Box E-
81

FOR GROUP OWNERS ONLY

Due to unusual circumstances, group owner offers ex-
cellent 100,000 watt FM in leadin( &Smben city; fulllime
5,000 watt AM (daxﬂ& night at SKW) # 1 facllity in top 40
mkt: 10,000 watt AM powerhouse in oil rich Sunbelt city:
All have valuable real estate. Will sell as Eroup for
$2,970,000 (terms). discount for cash. ONLY group
owners will be answered. Box E-88

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

JAMAR: RICE CO.

Meadia Brokerage & Appraisals

william R. Rice
william w. Jamar
1512) 327-9570

250 west 1ake High Dr. Suite #1073 Austn, TX 7R746

SOUTH CAROLINA AM
Good owner-operator opportunity.
Near outskirts of Spartanburg-
/Greenville area. Excellent facility.
Box E-123.

DOMINANT AM

This 5 KW fulltime AM has cwned its market for
years. Perennial no. 1, beautiful Northeast town
with strong, stable economy anchored by ma-
jor university. Substantial cash flow, even under
operation by trustee. Possible tax losses also

COMBO GROSSING 900K
over 1/2 volume on Spanish program-
ming, Very dominant facilities, good med.
mkt. Asking $2 mil, will negotiate. John
Mitchell, 1939 Bayou, Shrevepert, LA

NORTHERN NEW ENGLAND
Class C FM with Skw fulltime AM. Lots of potenhal inan
already successful prope% Asking $1,100,000,
l1e2n7-’ns $950,000, cash. Call Aon chkman 401—423.

available. Reply Box £-48

71105, 318—868-5409.

@ CHAPMAN ASSOCIATES”

nationwide mergers & acquisitions

BROADCASTING’S CLASSIFIED RATES

All orders to place classified ads & all correspon-
dence pentaining to this section should be sent to:
BROADCASTING, Classified Department, 1735
DeSales St., N.W,, Washington, DC 20036.

Payable in advance. Check or mongy 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 wiil 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 all 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 cancellations 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 to BROADCAST-
ING Blind Box numbers. Audio tapes, video
tapes, transcriptions, films & VIRs are not forwar-
dable, & are returned to the sender.

Publisher reserves the right to alter classified
copy to conform with the provisions of Title VII of
the Civil Rights Act of 1964, as amended. Publish-
er reserves the right to abbreviate, aiter, 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.

Broadcasting Jan 21 1985




Sherman  Wildman,
president, SFN Com-
munications inc., and
responsible for inter-
national operations for
group, becomes chief
executive officer, re-
sponsible for both do-
mestic and intemna-
tional operations,
effective Feb. 1, upon
retirement of Walter
Widman Windsor, chairman
and CEO of SFN Communications. SFN
comprises WAPA-TV San Juan, Puerto Rico;
WTVM(TV) Columbus and WIBRTV) Augusta,
both Georgia; wrTv-Tv Orlando, Fla., and
KGvO(AM) Missoula and KCAP(AM)-KZMT(FM)
Helena, both Montana. Wildman will remain
based in San Juan.

Don Markwell, executive VP and general
manager, WLWI-AM-FM Montgomery, Ala.,
named president and chief executive officer
of parent, Colonial Broadcasting.

Henry Goldman, general manager, WCHS-TV
Charleston, W. Va,, joins CLW Communica-
tions, Chattanooga, as VP, broadcast divi-
sion. CLW owns WHYD(AM) Columbus, Ga.;
WCRM(FM) Dundee, Ill.; wscw(aM) South
Charleston, and CP for FM in South Charles-
ton,

Larry Williams, general manager, WBLX(FM)
Mobile, Ala., named VP of parent, Beasley
Broadcast Group. Harry Williams, general
sales manager, WBLX, succeeds Larry Wil-
liams.

Dave McDonald, general sales manager,
KCNR-AM-FM Portland, Ore., named VP, gen-
eral manager.

g_in Harris, from KQAM(AM)-KEYN(FM) Wich-
ita, Kan., joins KFA(AM)-KLZS(FM) there as
VP

Charles Webb, president and general man-
ager, WNNE-TV Hartford, Vt., joins wWvvA(TV)
Bluefield, W. Va., as VP and general man-
ager.

Brown

Clarke Brown Jr, assistant VP and general
sales manager, WQXI-AM-FM Atlanta, joins
KSON-AM-FM San Diego as VP and general
manager.

Mike Mitchell, VP and general manager, KSNF-
Tv Joplin, Mo., joins KOAM-TV Pittsburg,
Kan., in same capacity.

Don Welch, general sales
KUUY(AM)-KKAZ(FM) Cheyenne,
named VP and general manager.

Ronald Dykstra, general manager, WCUZ-AM-
FM Grand Rapids, Mich., named VP.

Gary Reames, general sales manager,
wQEZ(FM) Fort Myers, Fla., joins KCFX(FM)
Harrisonville, Mo., as general manager.

Scott Vaughn, general manager, KKTW(TV)
Colorado Springs, joins KESQ-TvV Palm
Springs, Calif., in same capacity.

Joseph Shaffer, program manager, WHNS(TV)
Asheville, N.C., assumes additional duties as
station manager.

Appointments, WSMH-TV, new independent in
Flint, Mich. that went on air Jan. 13: Freder-
ick (Fritz) Mills, director of national sales, UP1
Media, Chicago, to general manager; Thom-
as Hansen, station manager, WFFTTV Fort
Wayne, Ind., to operations manager, and Rita
Bentley, from Diamond Mortgage, South-
field, Mich., to business manager.

Muriei Henle Reis, VP, wNEW-TV New York,
and assistant secretary of parent, Metrome-
dia, named associate general counsel, Metro-
media.

John Wolters, assistant controller, ABC, New
York, named VP

Louis Briskman, VP and secretary, law de-
partment, Westinghouse Broadcasting & Ca-
ble, New York, named associate general
counsel for parent, Westinghouse Electric
Corp.

Daniel Monroe, staff VP, controller-manager,
labor relations, broadcast group, Meredith
Corp., Des Moines, lowa, named VP, staff
operations.

Melissa Woodruff, from WTOMAM) Washing-
ton, joins WPOC(FM) Baltimore as director of
new business development.

Allee DePasque, bookkeeper, WKLS-AM-FM
Atlanta, named business manager.

manager,

Wyo.,

Adrienne Richardson, operations manager-
program director, noncommercial KROP(AM)
Brawley, Calif., joins noncommercial KPBS-
FM San Diego as operations director.

Marketing

Senior VP’s, manage-
ment representatives,
McCann-Erickson,

New York, named to
new posts:  John
Dooner Jr. and Mi-
chael Sennott, to dep-
uty managers; lan
Hooper assumes addi-
tional responsibilities
for subsidiary, March
Direct Marketing.

Hooper
Ruth Mortensen, assistant media planner,

Sennott

Campbell-Mithun, Minneapolis,  joins
D’Arcy MacManus Masius, St. Louis, as me-
dia planner. William Miller, account executive,
Juhl Advertising, Elkhart, Ind., joins D’Arcy
MacManus Masius, St. Louis, in same capac-
ity.

Thomas Lom, management director, Saatchi
& Saatchi Compton Inc., named executive
VFE.

Glen Peak, chief operating officer and direc-
tor of account service, Ensslin & Hall Adver-
tising, Tampa-St. Petersburg, Fla., assumes
additional responsibilities as president.

Melba Acton, associate media director, Valen-

the most experienced
executive recruiting firmin
broadcasting and cable

More than 16 years as specialists in the communications industry.
For a confidential discussion, call 312-991-6900.
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tine-Radford, Kansas City, Mo., advertising
agency, named VP.

Appointments, McCaffrey & McCall, New
York: Norman Freedman, William Vieser and
Peter Manley, senior VP, group account di-
rectors, and Patrick Hehir, senior VP, treasur-
er, to board of directors; Sam Fertig, senior
VP, account supervisor, New York, to group
account director; Barbara Kunen, manager of
spot TV and radio buying, to senior VP; Wil-
liam Haldane, VP, director of business devel-
opment, to senior VP, and M. Angela Castro,
VP, associate research director, Grey Adver-
tising, to VP, manager of research..

Cheryl Soucy, assistant director of research,
Storer Television Sales, New York, joins
Petry Television there as director of market-
ing. Judy Obernier, regional sales manager,
WPLG(TV) Miami, joins Petry National; Tele-
vision and Petry Television as sales manager,
Tampa, Fla., office. Stewart Strizak, member
of spot television sales team, Petry National
Television, Chicago, named group sales man-
ager, blue team. Tino Pappas, associate re-
search director, Petry Television and Petry
National Television, New York, named direc-
tor of special projects.

Appointments, Torbet Radio: John Graziano,
Los Angeles regional manager, to VP, Wesi-
ern division manager; Bob Lurito, VF, mid-
central division manager, Chicago, t0 senjor
VP, mid-central division; Tony Fasolino, VP,
Eastern division, New York, to senior VP,
Eastern division; Jerry Gubin, Philadelphia
regional manager, to VP, Philadelphia region,
and Mariann Deluca, VP, research-market-
ing, New York, to senior VP.

Richard Ducott, regional marketing manager,
Continental Cablevision of Illinois, named
director of marketing, Continental Cablevi-
sion of St. Paul, Minn.

Henry DeVault, associate director, audience
analysis, ABC Marketing and Research Ser-
vices, New York, named director, audience
research.

Alice Oberman, employment supervisor,
Reader's Digest, New York, joins Cunning-
ham & Walsh there as director of personnel.

Danielle Webb, sales manager, swords team,
Katz Independent Television, New York,
named manager, Detroit sales office.

Thomas Tierney, assistant art director, popu-
lar music division, Warner Bros. Publica-
tions, New York, joins Media Design Agency
there as art director.

Bud Brewer, operations manager, WKIS(AM)
Orlando, Fla., joins LeMand & Co., Orlando
advertising agency, as VP, account services.

Joseph J. Grant, manager, marketing com-
munications, furniture systems division,
Westinghouse  Electric, Grand Rapids,
Mich., joins Fahlgren & Swink, Cleveland as
director of client services.

Phil Pabian, from Storer Television Sales, At-
lanta, joins Harrington, Righter & Parsons,
Los Angeles, as account executive, green
team.

James McLemore, from Cramer-Krasselt,
Chicago advertising agency, joins Dawson,
Johns & Black there as art director.

Daura Gutierrez, director of marketing, Via-
com’s Snohomish, Wash., cable system,

1 L] . o~ . }
iy, .

Partners. |. Martin Pompadur (r), chairman and chief executive officer of Television Station
Partners, New York-based owner of wroc-Tv Rochester, N.Y,; wrowtv Steubenville, Ohio;
WBRE(TV) Scranton, Pa.; weviTv Saginaw, Mich., and wrow.Tv Augusta, Ga., joins The Rule/
Starger Co., New York and Los Angeles, as partner. Pompadur, former president of Zift Corp.,
and executive and member of board of directors of ABC, joins other former ABC senior
executives Elton Rule (center) and Martin Starger, in diversified communications company
intending to enter television program production and station ownership.

named marketing manager, business analy-
sis, Viacom Cable, Pleasanton, Calif.

Warrington Retzer, owner, RWR Advertising,
Baltimore, joins WOR(AM) New York as sta-
tion sales representative.

John Martin, part-time research analyst, Sid-
dall, Matus & Coughter, Richmond, Va.,
named account executive. Juanita B. Haas,
news director, WSSV(AM)-WPLZ(FM) Peters-
burg, Fla., joins Siddall, Matus & Coughter
as assistant account executive.

Joan McMahon, from Fetry Television, Chi-
cago, joins CBS Television Stations National
Sales there as account executive.

Michael Dunlop, general sales manager,
WPWR-TV Aurora, Ill., named VP, sales and
marketing.

Ted Slusher, account executive, KSNF(TV) Jo-
plin, Mo., joins KOAM-Tv Pittsburg, Kan., as
general sales manager.

Robert Lawson, sales manager, WPEC-TV
West Palm Beach, Fla., named VP, sales.

Sharon Ervin, from KHOW{AM) Denver, joins
KMGH-TV there as director of marketing and
research.

Lou Nielsen, national sales manager, woOC-
(AM)-KHOK(FM) Davenport, Iowa, joins KBQC-
FM Bettendorf, Iowa, as general and national
sales manager.

Gary Elfstrom, account executive, WNNE-TV
Hartford, Vt., named national sales manager.

Christopher Wells, regional sales manager,
WHNN(FM) Bay City, Mich., joins wSMH-TV
Flint, Mich., as general sales manager.

Chris Monk, account executive, KLUC(FM)
Las Vegas, joins KARR(AM) Kirkland, Wash.,
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as general sales manager.

Linda Frame Brush, account executive,
WCMF(FM) Rochester, N.Y., named sales man-
ager.

Cathy Meloy, general sales manager, WBAL-
(AM)-WIYY(FM) Baltimore, joins WMAL(AM)
Washington as sales manager.

Mike Casey, account executive, WRFM(FM)
New York, named sales manager.

Terry Bergren, co-op advertising account ex-
ecutive, Los Angeles Daily News, joins
KNBR(aM) San Francisco as director of co-op
sales department.

Susan Perry-Hoftman, account executive,
KKBQ-AM FM Houston, named local sales
manager.

Dick Strait, from KKCI-FM Liberty, Mo., joins
KCFX(FM) Harrisonville, Mo., as local sales
manager.

John Misner, account manager, Jeffrey-Scott
Advertising, Fresno, Calif., joins KJEO-TV
there as national sales manager.

Dan Carelli, account executive, WRBQ-AM-FM
St. Petersburg, Fla., named retail sales man-
ager.

Wwilliam Lipp, from WPHL-TV Philadelphia,
joins WLYH-TV Lancaster, Pa., as account ex-
ecutive.

Becci Gebhard, account executive, WBAL-
(aM) Baltimore, joins WPOC(FM) there in same
capacity.

Programing

Appointments, Tri-Star Pictures: David Mata-
lon, executive VP, worldwide marketing and



distribution, New York, named president,
succeeding Gary Hendler, resigned; Jeff Sa-
gansky, senior VP, series programing, NBC
Entertainment, since March, 1983, to, presi-
dent, production, based in Los Angeles, and
Arnold Messer, executive VP, Los Angeles,
to senior executive VP.

Christopher Pearce, VP, head of production,
The Cannon Group, Hollywood, named ex-
ecutive VP, chief operating officer.

Appointments, Columbia Pictures Industries:
Peter Kells, senior VP and chief financial offi-
cer, Los Angeles, to executive VP; Gerald
Abrams, independent producer, has signed
exclusive two-year contract as executive pro-
ducer for Columbia Pictures Television, Los
Angeles; Kenneth Lemberger, senior VP and
general counsel, New York, to senior VP, cor-
porate operations and internal affairs; Paul
Cholak, VP, personnel and administration,
New York, to senior VP, personnel and ad-
ministration.

Jonathan Dolgen, president, domestic oper-
ations, Columbia Pictures, and president of
Columbia’s pay cable home entertainment
group, joins 20th Century Fox as senior ex-
ecutive VP.

Stuart Graber and Jeffrey Schiesinger, VP’s,
international Telepictures Corp., New York,
named senior VP’s.

Vivien Wallace, head of television sales, Gra-
nada Television International, London,
named to board of directors.

Lawrence Spungin, executive VP, develop-
ment, MCA, New York, named VP,

Tony Dwyer, Midwest division sales manager,
National Telefilm Associates, Chicago, joins
Four Star International as head of Chicago
office.

Kevin Rider, chief en-
gineer, The United
Stations, New York,
named director, pro-
gram operations.

Ann Shanks and Bob
Shanks, independent
writers and producers,
have signed exclusive
television and feature
film agreement with
Fries Entertainment,
Los Angeles.

Adrienne Tomkins, freelance video producer,
joins Dynamic Cablevision of Florida, Coral
Gables, Fla., as program production supervi-
SOr.

Rider

Debra Lieberman, from Rainbow Programing
Services, Woodbury, N.Y., joins Lifetime,
Los Angeles, as director, affiliate relations,
Western region.

Edward Burakowski, VP, association affairs,
National Cable Television Association,
Washington, joins Studioline Cable Stereo,
Reston, Va., as marketing director, Eastern
region.

Fred Flaxman, director of program develop-
ment, noncommercial wrTw(TV) Chicago,
named VP, program development. Pat Faust,
director of broadcasting, WTTW(TV), named
director, enterprises division, responsible for
station’s income-producing ventures.

Sonny Love, morning drive announcer,
WBLX(FM) Mobile, Ala., named program di-
rector.

Bud Brown, director, WJAR-Tv Providence,
R.1., joins wvEC-Tv Norfolk, Va., as execu-
tive producer, program department.

William Nieman, district sales manager, News-
week, Cleveland, joins Business Times there
as sales representative.

Appointments, air staff, Kus(amM) Los Ange-
les: J.J. McKay, from WAVA(FM) Arlington,
Va.; Larry Morgan, from KiIS(FM) Los Ange-
les; Benny Martinez, from KSDO-FM San
Diego.

L TR e 4 T S TS
News and Public Affairs

Bob Steel, assistant
news director,
KaTv(TV) Little Rock,
Ark., joins KARK-TY
there as news director.

Mike Krasner, associ-
ate producer, WCVB-TV
Boston, joins wGGB-
Tv Springfield, Mass.,
as managing editor.

1 &

Steel

Appointments, WLUK-
Tv Green Bay, Wis.:
John Armand, from
WXYZ-TV Detroit, to assistant producer; John
Hill, from waAY-Tv Huntsville, Ala., to 6 and
10 p.m. anchor; Norm Schroeder, from
KARK-TV Little Rock, Ark., and Anna-Marie
Cole, from wDIO-TvV Duluth, Minn., to report-
ers.

Fund. KecLFm) Fort Worth has donated
$1,000 to reward, now in excess of
$5,000, set up by Southwest Bank, Fort
Worth, for information leading to arrest
and indictment of the person or persons
responsible for the abduction of several
area women. Among those missing is
KEGL receptionist Angie Ewart.

Christine Dolan, deputy political news direc-
tor, CNN, Washington, named political news
director. Glenda Webb, from waLA-Tv Mo-
bile, Ala., joins CNN, Atlanta, as anchor .

Greg Neubacher, member of news staff,
WKBD-TV Detroit, named news director.

Justin Friedland, senior producer, political
broadcast unit, ABC News, named deputy
bureau chief and producer, ABC News, Paris.

Susan Schiller, news producer, CBS-owned
WCAU-TV Philadelphia, joins CBS’s kMOX-TV
St. Louis as executive preducer.

Adrien Chandler, morning news anchor,
wHAM(AM) Rochester, N.Y., joins wsOC-AM-
FM Charlotte, N.C., in same capacity.

Deborah Sedillo, Hispanic media coordina-
tor, Mondale-Ferrarc campaign, Washington,
joins WTTG(TV) there as public service direc-
tor.

Connie Schopmeyer, from wSMV-TV Nash-
ville, joins wKYC-Tv Cleveland as weekend
co-anchor and consumer reporter.

Barb Schroeder, from The United Founda-
tion, Detroit, joins WIRT-TV Flint, Mich., as
weekend anchor.

Please send
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Debbie Tyler, from wMIY(FM) Long Branch,
NJ., joins WNNIAM)}-WIXL-FM Newton,
N.J., as anchor-reporter.

John Miller, from WNEW-TV New York, joins
WNBC-TV there as reporter,

Roger Sharp, correspondent and political edi-
tor, wABC-TV New York, joins WCBS-TV there
as business correspondent.

John Gillesple, from wrvG-Tv Toledo, Ohio,
joins wrMIJ-Tv Milwaukee as sports anchor.

Jim Healy, sportscaster, KLAC(AM) Los Ange-
les, joins KMPC(AM) there in same capacity.

Rob West, freclance photographer, joins
KOLR-Tv Springfield, Mo., as news photogra-
pher.

John Miller, from WNEW-TV New York, joins
WNBC-TV there as reporter.

Technology

Jorry Smith, director of domestic TV-RF
sales, Harris Corp., Quincy, Ill., named VP,
sales and marketing, broadcast transmission
division.

Crawford Hawkins, VP and general manager,
Post Haste Video, videotape production and
post-production division of Tegra Industries,
Vancouver, B.C., named president and chief
executive officer of Tegra.

Robert Rosenbaum, director of worldwide
product marketing, Sperry Corp., Philadel-
phia, joins Artel Communications Corp.,
Worcester, Mass,-based manufacturer of fiber
optic communications systems, as VP, sales
and marketing.

Lawrence Welland, president, Tii-Data,
Mountain View, Calif., joins CMX Corp.,
Los Gatos, Calif., as VP and director of mar-
keting, CMX manufactures and markets tele-
vision editing systems.

Albro Traynor, components regional applica-
tions manager, Southern sales region, Augat
Inc., based in Roswell, Ga., named market-
ing manager, interconnection components di-
vision, Attleboro, Mass.

Semir Sirazi, section manager, cable products
division, Zenith, Glenview, Ill., named direc-
tor of CATY communications products.

Theresa Curtis, operations engineer, KLDH-TV
Topeka, Kan., named operations supervisor.
Jeff Maloney, operations engineer, KLDH-TV,
named maintenance engineer.

Rick Clark, operations manager, KSNF(TV) Jo-
plin, Mo., joins joins KOAM-TV Pittsburg,
Kan., as operations manager and director of
engineering.

Marcus Williams, assistant chief engineer,
wpIv(T'V) Detroit, named chief engineer.

Promotion and PR

Kathryn Bachman-Siock, manager, employe
communications, ABC, New York, joins Ar-
bitron Ratings Co. there as manager, advertis-
ing and sales promotion. Sonia Beker, project
manager, Dentsu Inc., New York, joins Arbi-
tron there as public relations specialist.

Jeffrey Thompson, from Disney Channel,
Anaheim, Calif., joins International Media

Services, PR firm there, as VP, sales and mar-
keting.

Jason Farrow, general manager, advertising,
Sony Communications Products Co., Park
Ridge, N.J., named director of advertising
and communications.

Pegi Deitz, from Reeves Teletape, New York,
joins Unitel Video there as advertising-pub-
licity director.

Lisa Hill, promotion manager, KSNF(TV) Jo-
plin, Mo., joins KOAM-Tv Pittsburgh, Kan.,
in same capacity. Scott Binns, production
manager, KSNF(TV) Joplin, Mo., joins KOAM-
TV as asssistant promotion manager.

Margaret Sandwick, manager, public affairs
department, Lifetime, New York, named di-
rector of department.

Elizabeth Saunders, director of advertising
and promotion, KMGH-TV Denver, and direc-
tor of creative services for parent, McGraw-
Hill Broadcasting, joins KTTV(TV) Los Ange-
les as director of promotion and creative
services.

Judy Soccio, from WMAQ-TvV Chicago, joins
WPWR-TVAurora, Il1., as promotion manager.

Yolanda Perez, public service director,
KNTV(TV) San Jose, Calif,, named communi-
ty relations director.

Tom Polk, director of promotion and advertis-
ing, WEWS(TV) Cleveland, joins WXYZ-TV De-
troit as assistant creative services ‘director,

Dan Holm, from WMAR-TV Baltimore, joins
WIBK-TV Detroit as news promotion producer.

Judy Albrecht, promotion coordinator, KCST-
Tv San Diego, joins KTTY(TV) there as promo-
tion manager .

Sam Swan, chairman of department of radio-
television, Southern Illinois University, Car-
bondale, Ill., joins University of Tennessee,
Knoxville, Tenn., as head of department of
broadcasting.

Phil Thompson, staff artist, wis-Tv Chicago,
named director of news graphics.

Allied Fields

Marc Lackritz, with the Washington law firm
of Wald, Harkrader & Ross, joins House Tele-
communications Subcommittee in February
as chief counsel and staff director, succeeding
David Aylward, who resigned for “personal
reasons” last month (BROADCASTING, Dec.
17, 1985). Lackritz, who has been with firm
since 1979, is former deputy chief counsel for
Senate Budget Committee. Lackritz has
known Subcommittee Chairman Tim Wirth
(D-Colo.) since serving as his intern during
Wirth’s days at Department of Health, Educa-
tion and Welfare (now Health and Human
Services Department).

Ward White, senior counsel to Senate Com-
merce Commiftee, has resigned, effective
Jan. 21. He will join U.S. Telephone Associ-
ation as vice president, government and pub-
lic affairs. White has been with Commerce
Committee staff since 1971. Kathy Meier,
counsel to Communications Subcommittee,
succeeds White. Meier has specialized in ca-
ble and common carrier issues.

Mel Parker, direct response marketing direc-
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Defense spending. The Radio and Tale-
wigion Maws Directors Foundation has in-
situled a new broadoast joumalism fal-
lowship, the Vada and Barney Oldfiald
Felkwship for Mational Defense Report-
ing. Thee 37,000 award honoes the long-
g HTMOF reasuses and hes wile, Yada
Applicants musl Be “employed in elec-
Eranie news wilky 81 least faid Dul sl roore
than five yesrs experience. They miust
declare snenferest in pursuing the report-
ing of military &ffairs and hawe ROTC or
other military exparience.” Deadling for

entries is April 1

tor, CBN Cable Network, New York, joins
Media Consultants Intemational there as
president of direct marketing consulting firm.

Neil Jefferson, director of accounting oper-
ations, and Steven Beck, manager of corpo-
rate auditing, A.C. Nielsen, Northbrook, II1.,
named assistant controllers. Jeff Alvis, corpo-
rate development analyst, Nielsen, named
manager of planning and acquisitions, Mar-
keting Research Group USA.

Elmer Lower, former president, ABC News,
New York, will be Distinguished Visiting
Lecturer in Telecommunications and Film
Department, San Diege State University, be-
ginning Jan, 26.

David Blank, attorney, Mass Media Bureau,
FCC, Washington, named chief auxiliary ser-
vices branch, audio services division, Mass
Media Bureau.

Joff Hodge, from Katz Radio, New York,
joins Arbitron Ratings there as VP, radio sta-
tion sales.

John Garziglia, attorney, Mass Media Bu-
reau, FCC, Washington, joins communica-
tions law firm of Pepper & Corazzini there.

Charles Firestone, director of UCLAs com-
munication law program, resigns at end of
school year in July. He remains affiliated with
Los Angeles law firm of Mitchell, Silberberg
& Knupp.

Elected officers, Detroit Radio Advertising
Group: Elaine Baker, WwOMC(FM), president;
Mike Solan, WLLZ(FM) vice president; Valerie
Tuttle, McGavren Guild, treasurer, and Jim
McQualid, Blair/RAR, secretary.

Deaths

Rick Sharp, 40, producer, CBS Sports, New
York, died of heart attack Jan. 8 at Norwalk,
Conn., hospital. Sharp, who began his broad-
casting career at WTOP-TV Washington, joined
CBS in 1970, and had been lead producer on
NCAA basketball telecasts since 1981. He is
survived by his wife, Mary, and two daugh-
ters.

Robert F. McGarvey, 61, broadcast consultant,
SESAC Inc., New York, died of heart attack
Jan. 9 at his home in Ballinger, Tex. McGar-
vey was former owner-manager of KRUN-AM-
FM Ballinger. He is survived by his wife, Ma-
bel, and daughter.

Lamar Sherlock, 54, air personality, KIOI(FM)
Los Angeles, died of heart attack Dec. 30 at
Seal Beach, Calif. He is survived by his wife,
Gloria, son and daughter.



Fliithebstoter

Bernard Howard:
persistence pays

Bemard Howard, who is marking his 40th
year in radio, attributes his success to perse-
verance and a willingness to try new ideas.
His wife, Irma, puts it more graphically:
“Bernie may be thrown out the front door,
but then he’ll come through the back door.”

Howard, who is board chairman and chief
executive officer of the New York-based sta-
tion representative, Hillier, Newmark,
Wechsler & Howard, has had many opportu-
nities over the past four decades to test his
loyalty to radio as the medium struggled to
define, then redefine, its niche in the media
hierarchy.

From his vantage, Howard can cite nu-
merous alterations in the landscape over the
past four decades, underlined by the dimin-
ishing number of radio representatives. He
points to the development and emergence of
varied formats and sub-formats and the be-
ginnings of the “megarep” firms that repre-
sent a number of stations in the same market.

Howard’s interest in advertising began
when he was a teen-ager and was piqued, he
says, by the industry’s characterization in the
media as a lively, fast-moving and creative
occupation. But he was briefly sidetracked.
After serving in the Army in World War II,
Howard landed a job in the classified adver-
tising department of the New York Daily
News. A year later, in 1945, he became a
salesman for the Phil Broderick & Co., a
magazine rep firm, which also served as the
East Coast office of W.S. Grant & Co., a
West Coast radio representative.

Howard started to work full time in radio
as New York sales manager at Forjoe & Co.
in 1948. It was during his tenure at Forjoe
that Howard was introduced to black radio.
At Forjoe, and lates at his own company,
Howard pioneered the selling of radio target-
ed to black audiences, a specialty that he
says was virtually untapped by representa-
tives at the time.

“Black radio was a very difficult sell in
those days,” Howard remembers. “We had
to beg advertisers to try it. At times adver-
tisers and agencies found it difficult to ac-
cept the concept of a black speaking to a
black in a commercial. But some advertisers
gave it a try. Among the early clients were
Budweiser, R. J. Reynolds, Camation,
Coca-Cola, Pepsi-Cola and Seven-Up.”

Howard left Forjoe in 1952 to become
president of Stars National Inc., New York,
owned by broadcaster E.D. Rivers Jr. Four
years later he formed his own radio repre-
sentative firm, Bernard Howard & Co., in
New York, devoted exclusively to selling
lime on black stations. “Another of our inno-
vations was in the development of the mu-
sic/news/disk jockey format on independent
stations,” he points out. “The growth of this
format led to saturation radio on independent
stations and added to the amount of dollars

BernarD Howaro—chairman and chief
executive officer, Hillier, Newmark, Wechsler &
Howard, New York; b. Oct. 19, 1921, New
York; BA, economics, Brooklyn College, New
York, 1945; U.S. Army, 1943-44; classified
advertising salesman, New York Daily
News, 1944-45; salesman, Phit Broderick & Co.,
New York, 1945-48; New York sales manager,
Forjoe & Co., 1948-52; president, Stars
National Inc., New York, 1952-58; Formed
Bernard Howard & Co. and served as
president from 1959 until 1982; present
position since 1982; m. Irma Beck, 1942;
children: Laurie Gerson; Ellen Howard; Kathy
Jacobson; Ned.

spent in spot. And I was in the forefront of
representatives moving toward representa-
tion of independent stations.”

Howard thrived with the black radio spe-
cialization, but gradually added other sta-
tions to his list. He functioned as an indepen-
dently owned representative from 1956 until
1969, when he sold his company to Sonder-
ling Broadcasting. In turn, the company was
sold to Viacom in 1979 and to McGavren
Guild in 1982, Howard'’s firm was merged
with another MG unit, Hillier, Newmark &
Wechsler to form Hillier, Newmark,
Wechsler & Howard. This company and
three others—McGavren Guild, Major Mar-
keta Radio and Weiss & Powell—make up
Interep, described as a holding company and
headed by Ralph Guild. '

Guild, who is president of both McGavren
Guild and Interep, is understandably high on
Howard: “Bemie is honest and direct in his
dealings” and “is a good businessman in that
he knows that in exchange for servicing cli-
ents a company is entitled to make a fair
profit.”

Howard notes good-humoredly that his
association with Hillier, Newmark “keeps
me young.” He characterizes the other prin-
cipals of the firm as “youthful and aggres-
sive” and says, “They keep me on my toes.”
Philip B. Newmark serves as president in the
New York headquarters; Chuck Hillier is ex-
ecutive vice president in Chicago, and Ira
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Wechsler is executive vice president, based
in Los Angeles.

In less than three years, according to
Howard, HNW&H has grown to more than
$50 million in billings. The firm now has
offices in New York, Chicago, Los Angeles,
San Francisco, Philadelphia, Boston, St.
Louis, Detroit, Dallas, Atlanta and Char-
lotte, N.C. The firm represents stations in
about 125 markets, handling several different
stations in the same market in some in-
stances.

“We anticipate that 1984 will show an in-
crease of about 12% for the spot radio indus-
try,” Howard says. “Our company will finish
up in that area t00. I'm not too optimistic
about 1985 at this point. It means we must
find new ways to create new dollars. One of
those ways is through nonwired networks.”
Interep operates a nonwired network, Inter-
net, which serves HNW&H and its three
other owned reps.

Howard sees the trend toward mergers of
representative firms into “megareps” con-
tinuing because of the high cost of oper-
ations today. In addition to the McGavren
Guild-Interep project, several other repre-
sentatives are moving in that direction. In
the past year or so, Blair has absorbed Group
W Radio; Katz has annexed Christal and
RKO Radio Sales, and Selkirk, parent com-
pany of Selcom Radio, has acquired Torbet
Radio.

“Only financially strong reps can thrive in
radio today,” said Howard. “There is a need
for regional offices, salesmen, researchers,
sales support services and computer capabil-
ity. Our own company now has about 65
people spread throughout the country.”

Howard is confident that radio, particular-
ly spot radio, can continue to compete de-
spite the development of the new electronic
media. He praises radio’s capability in an era
of audience segmentation, pointing out that
radio’s varied formats can carve out specific
niches for specific stations.

“Radio is a medium that feeds on new
ideas,” Howard says. “It has survived be-
cause it always has managed to adapt to
changing conditions. I hope that new ideas
will be given a test in the marketplace of the
future, as they have in the past.” Although
television, with its substantial budgets, re-
mains a “golden medium,” says Howard, he
is delighted that more and more media buy-
ers are becoming better versed in the various
dimensions of radio, including its program-
ing and demographics. An informed media
buying comrnunity, he believes, can only re-
sult in improved spending in radio.

Howard, 63, looks back at his long tenure
in the radio representative business and re-
marks happily: “Coming to work here at Hil-
lier, Newmark has been a shot in the arm; it’s
like a rebirth.”

Howard spends much of his time now
making presentations to agencies on the
wonders of radio. And nowadays he always
enters through the front door. )
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President Reagan, who has been criticized by Washington press
corps members for infrequency of his meetings with them, will be
far more accessible to reporters in his second term, according to
White House spokesman Larry Speakaes. Speakes on Friday said
President will give interviews to reporters on weekly basis and will
hold formal news conferences every month to six weeks. Reagan's
last press conference was Jan. 9, and that was first formal session
with reporters since July 22. Speakes, who said he was "pleased to
report” plans for stepped-up meetings with press, said President
has weekly interviews scheduled, “more or less, for the next six
months.” He also said plans call for formal press conferences on
monthly basis but that if events intervene, they will be held six
weeks apart. a

Cancellation of Edge of Night has given ABC edge in daytime
ratings. For second consecutive week, ABC nudged CBS by one-
tenth of rating point in daytime ratings, with ABC averaging 6.8
rating for week ended Jan. 13, compared 10 6.7 for CBS and 5.2 for
NBC. Excluding two weeks of summer Olympics, last time ABC
won daytime ratings was for week ended Jan. 6, 1984. However, in
common time ratings—those daytime periods whgn networks
compete head-to-head—CBS still came out ahead, with 7 4 rating
for week ended Jan. 13, compared to 7.2 for ABC and 5.6 for NBC.
o

New Program Group—consortium of Gannett, Hearst, Metromedia,
Storer and Taft broadcasting groups—has five major projects in
works. At meeting in Los Angeles following NATPE, NPG decided
to proceed to script on three out of four proposed sitcoms solicited
from production community. Pilot for fourth sitcom has been com-
missioned in Canada. Fifth project is described as "back-door
pilot” via made-for-TV movie to air before Christmas. Spokesman
declined to elaborate on projects. NPG also decided to be “recep-
tive” to “significant presentations” of programing that could be
utilized by affiliates between 6 p.m. and 8 p.m. or independents in
prime time or daytime as well as late night. However, NPG is
willing only to go into production with two—at tops, three—pro-
grams at any one time.
al

National Geographic special, Land of the Tiger, has “potential” to he
Public Broadcasting Service's most watched program ever, PBS.
said last week. Overnight five-city ratings average for program
(which aired at 8 p.m., Jan. 16) was 11.9/18 (with 17/25 in San
Francisco). Current “most watched PBS program” is another Geo-
graphic special, Sharks, which aired in January 1982 and averaged
11/15.

Senator Paula Hawkins (R-Fla.}, chairman of Subcommittee on .

coholism and Drug Abuse, has scheduled hearing Feb. 7 to exami

issue of banning ban beer and wine advertisements on TV and rad:
(a]

As fight against ban on alcohol advertising heats up, National Ras
Broadcasters Association senior vice president, Abe Voron, 1
sent letters to NRBA members, urging them to contact their ¢
gressmen and "inform them of radio's efforts in the realm of pul
service, programing and promotions to fight alcohol abuse a
drunk driving,” NRBA said. Voron will represent NRBA at upco
ing U.S. Department of Justice seminar in Williamsburg, Va., &
29-31, involving interested parties on how they might cooperate
combat alcohol and drug abuse (“Closed Circuit,” Jan. 14).
o

Commissioner Dennis Patrick last week released statement disse
ing from FCC action amending Orlando-Daytona Beach, Fla., mar
to include Melbourne and Cocoa, Fla., for must-carry rules (BRO
CASTING, Nov. 26, 1984). Patrick contended that decision depar
from legal precedent “several times.” Among other things,
predicted that decision could result in “avalanche” of similar
quests and failed to consider effects on small cable operatc
“Cable systems may have to purchase additional microw:
equipment to receive these new signais, particularly since som
these systems are located well beyond the natural over-the
range of the signals of the Melbourne and Cocoa stations,”
contended. “Depending on the number and extent of the ca
systems involved in the new Orlando-Daytona Beach-Melbour
Cocoa hyphenated market, the total costs for small cable operat
may be substantial.” James Mooney, president of the Natic
Cable Television Association, said he found it “difficult” to fath
why it would be in the public interest to require cable operator:
take off programing their subscribers want to carry a station ¢
side their local communities. “Commissioner Patrick is right
the mark,” Mooney said.
O

In AP report last Wednesday, owners of UPI, Douglas F. Ruhe a
William Geissler, are reported to have reached agreement with A
Grant’s new broadcast group, Grant Broadcasting, to purchi
UPI's wrenmw Joliet (Chicago), Ill. UPI spokesman William Ac
said terms of sale were unknown. UPI has been under auste:
program to aid in survival of company. Adler was asked if mor
could go to UPI and he said, "I wouldn't infer that from this
nouncement because I don't know the terms.” He quoted Rena
Brutoco, president of UPI's Focus Management Corp., saying

CBS witness Sam Adams continued on the stand last week in the
libel trial of General William Westmoreland's suit against the net-
work's 1982 documentary, The Uncounted Enemy: A Vietham
Deception. Adams, who began his testimony two weeks ago, reit-
erated last week that based upon his research during the Vietnam
conflict as a CIA analyst, whose job it was to estirnate enemy troop
strength, the opposition had at least twice as many total troops as
the almost 300,000 reported by the Westmoreland intelligence
command in 1967. Adams testified that in some cases, on a prov-
ince-by-province basis, the evidence (captured documents, pris-
oner interrogations, etc.) indicated that enemy strength was actu-
ally 11 or 12 times greater than estimates in the official order of
battle published by the Westmoreland command. Adams, a co-
defendant and paid CBS consultant to the documentary, said inter-
views with a number of military and CIA analysts involved in
analyzing enemy strength during the war reinforced his own con-
clusions. Interviews with several analysts specializing in enemy
infiltration estimates, Adams testified, led him to conciude that
between 100,000 and 150,000 enemy troops that infiltrated to the
south in the five months before the massive Tet offensive begin-
ning Jan. 30, 1968, went unreported by Westmoreland's intelli-
gence gathering unit. Adams testified that his belief that West-

Westmoreland vs. CBS: week 15

moreland imposed & celling of enemy strength of 300,000, which
he ordered his intelligence unit not to exceed, was based largely on
conversations with retired Colonel Gains Hawkins, a ranking mem-
ber of Westmoreland's intelligence unit. Hawkins told Adams, the
latter testified, that he had "received a ceiling on a piece of paper,”
indicating a figure for enemy troop strength of 300,000 from his
superior, Colonel Charies Mortis, but that he believed the order
must have emanated from the top—Westmoreland himself. The
defense concluded its direct examination of Adams last Monday
(Jan. 14).

Cross examination by Westmoreland attorney David Dorsen be-
gan the following Wednesday (Jan. 15) and continues this week.
Dorsen challenged the thoroughness of Adam's inquiry, suggest-
ing for example, that there were other analysts Adains should have
talked too about infiltration numbers besides the three he. inter-
viewed. Dorsen also challenged the credibility of some of Adams's
souices, suggesting that in some cases they had been analyzing
data during the period in question (1967-68) for too short a time
{two or three months) to be reliably proficient. Dorsen has so far
failed, however, to get Adams to recant any substantive part of the
testimony he gave on direct examination or to acknowledge that
any of his sources may not have been completely reliable.
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s "really premature to speculate how the money might be divid-
up because the financial figures are not even known to us at
3 point.” He said that his "impression” is that Ruhe and Geissler
end to invest their resources in effort to strengthen UPIL. Earl
1es, spokesman for Grant Broadcasting, said: "Negotiations
/e not been completed and the announcement is precipitous.”
o

€ Commissioner James Quello has hired Brian Fontes, social
ence analyst in policy analysis branch of FCC Mass Media
reau, as special assistant. Commissioner Mimi Dawson has
2d John (Jack) Richards, attorney for Private Radio Bureau, as
al assistant.

a
>up owner Midwest Communications Inc., owner of one AM, one
[ and three TV's, based in Minneapolis, has filed application with
C for pro forma transfer of control. In transaction, control will still
ide with owners, W.T. Doar and J.E. Murphy, but new stock-
iders will be brought in, including President James M. Rupp,
10 will own 7.5%; management employes group will own 2.6%;
iploye stock ownership trust will receive 18.1%, and Teachers
wrance and Annuity Association will own 15.5%. Dissenting
«ckholders will receive cash.

D

dio-Television News Directors Association has already agreed
proposal of James Farley, vice president, radio news, NBC,
iKking, via two-way satellite hookup, RTNDA’s 1985 conference in
ishville with this year's National Association of Broadcasters/-
ational Radio Broadcasters Association's jointly sponsored Man-
ement and Programing Convention in Dallas, both of which occur
ipt. 11-14 ("Closed Circuit,” Nov. 5, 1984). Idea would be to
ridge gap” between meetings by allowing panel of radic news
rectors in Nashville to trade ideas with panel of program direc-
1s in Dallas (“Riding Gain,” Jan. 7). Farley said RCA Americom
1s agreed to donate transponder space, leaving only cost of
slinking and dewnlinking video signal to be picked up by associ-
ions.
o
st week, following first bidding round of Public Broadcasting
wvice's station program cooperative—by which noncommercial
ations buy programs collectively—MacNeil/Lehrer NewsHour
1s in "good position” to be purchased, ranking 15th out of 37
ograms, PBS said, adding that this is only beginning of station
ting process, which will continue through February. Also last
wrsday {Jan 17), NewsHour advisory committee met in Chicago
consider “50-10 plan™ and addition of “local window” for nightly
3S program. Plan would reduce NewsHour to b0 minutes, with
maining time to be used as “window" by noncommercial sta-
ms (“In Brief,” Dec. 17, 1984). Committee wanted more feedback
ym noncommercial system and will continue to explore ideas,
fore decision is made by end of May. Meanwhile, according to
2wsHour,; program "registered its highest cumulative weekly rat-
¢ ever"—B8.6—during November 1984.
m]

A Americom's Satcom 1-R, which distributes several radio net-
orks over its digital audio channels and acts as backup for other
>A Americom satellites, cannot be relied on to extent it once
1s. According to RCA Americom spokesman, satellite's primary
ommand receiver,” which receives signals from ground control to
ep satellite in proper orbital position, failed last month. Satellite
imediately switched tc backup receiver without interruption of
rvice, he said. But if backup fails, he said, bird will begin to drift,
:cing users to abandon it within weeks. RCA believes chances of
at happening are slight. Failure of primary command receiver
3s first for RCA Americom, he said.
(n]

ird annual AMIP (American Market for International Program-
} has been indefinitely “suspended.” AMIP co-organizer Harvey
ilowsky said suspension came about because “the foreign dis-
tors have not yet learned their lesson” on how to sell to U.S.
rket. Seslowsky denied that indefinite suspension is due to lack
interest on part of U.S. programing community, explaining
ere was a lot of interest” ameng program buyers, but "it was just
& the sellers were not prepared to sell.” Possible alternative,

Inaugural disk. As inauguration day approached, Harry O'Con-
nor {center), president of O'Connar Creative Services, and Doug-
las J. Bennet {right), National Public Radio president, were at the
White House to discuss The Inaugural Heritage, a disk contain-
ing 20 cne-minute vignettes on events surrounding presidential
inaugurations {BROADCASTING, Jan. 7), which was given to Ronald
Reagan. The nonpartisan series was co-produced by OCS and
NPR and distributed to commercial and noncommercial radio
stations nationwide.

Seslowsky said, would be to held workshops/conferences between
U.S. programers and foreign suppliers on what U.S. market wants
and how to sell to it. "Ideal time:,"” he said, would be in November
before International Emmy awards ceremonies in New York.

o

Between 75 and 100 persons involved in growing teleport business
are expected for first annual meeting of American Teleport Associ-
ation at Washington's J.W. Marriott hotel next Monday (Jan. 28).
Among those scheduled to speak: FCC Commissioner Mimi Daw-
son; David Markey, head of National Telecommunications and
Information Administration; David Aylward, former chief counsel
and staff director, House Telecommunications Subcommittee; Bill
Hymes, director of telecommunications, ABC; former FCC Chair-
man Richard Wiley; communications economist Alan Pierce, and
Tom Wheeler, former president of National Cable Television Asso-
ciation. President of new trade association is Bob Schmidt. He is
president of Communications Technoiogy Management, operator
of teleport in suburban Washington, and former president of
NCTA.
(8}

FCC's budget and staff have grown over past 50 years, but so has
industry it monitors, said Edward J. Minkel, FCC managing director,
in speech to Hawaiian chapter of Armed Forces Communications
and Electronics Association last week. In 1934, Minkel said 51,704
stations were authorized to use radic frequencies, with 623 of
those broadcasters. As of September 1983, however, there were
more than 2,072,719 stations authorized, with broadcasters ac-
counting for about 18,000 of those. Minkel alsc said automation
and lotteries were FCC's "weapons” for its "bread and butter
work"—application processing. “In the telecommunications revo-
lution this is the front line,” Minkel said. "Our ability to process
quickly has a critical impact on private investments and the econ-
omy in general.”

m]

Wrc.Tv Washington reporter Kelly Burke pleaded guilty last week to
charge of driving under influence of alcohol last summer in crash
that killed Poclesville, Md., man. Burke, who was fined $500 and
placed on two years unsupervised probation, volunteered and was
ordered by judge to produce documentary on effects of drunk driv-
ing and its prevention, as part of his sentence. There is no court
order to broadcast documentary; Burke simply has to prepare it.
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COMMITTED TO THE FIRST AMENDMENT & THE FIFTH ESTATE

Fditorials

Way overdue

A sensible accommodation has been reached in a confrontation
that had gone on too long over the broadcasters’ use of exit
polling to project election results. The major networks have
agreed to abandon the practice before the polls close. Two of their
loudest critics in the Congress have agreed to advocate a common
closing time for voting precincts in national elections. Television
may become the instrument that delivers the common closing
hour, but the reform has been needed since the invention of the
telegraph.

Television has been blamed, wholly without proof, for discour-
aging voting in the West by projecting or reporting presidential
victories while Western polls were still open. True, the television
networks have perfected the technique of projection and, in deci-
sive outcomes at least, can forecast results before polls close
anywhere. But the Eastern vote has been no secret in the West
since transcontinental communication turned instantaneous. It
would have made sense to decree a common closing for precincts
in all time zones when radio became a mass medium, if only to
negate the possibility of influencing the vote.

As Ed Joyce, president of CBS News, said last week, the
decision to relinquish the exit poll for projections was not made
easily. Journalists are reluctant to inhibit their own freedom. All
three presidents of network news are gambling that their restraint
will buy the common closing hour that would settle the whole
problem. They have not gambled away their title to exit polls, it
should be noted. If the common closing hour is rejected by the
Congress, they reserve the right to broadcast projections state by
state as polls close.

What are the chances of congressional adoption of reform? Al
Swift, the congressman in the forefront of negotiations, puts them
at 50-50. Tim Wirth, the surly chairman of the House Telecom-
munications Subcommittee, was grumbling last week about
“whether it is necessary to rewrite every state’s election laws and
ask an entire nation to alter its voting habits and traditions to
accommodate a handful of network executives.”

Wirth, in character, has missed the point. The common closing
hours should be adopted to accommodate a nation with an intri-
cate communications system that has been flooding it with news
as it happens since long before the invention of the exit poll.

Indeed broadcasters for years have been urging Congress to
overcome the time-zone problem on clection day—ever since
Frank Stanton, then president of CBS, proposed a 24-hour voting
day. The 24-hour day will be among the possibilities that Swift
said his task force will consider, but he prefers something simpler,
like the common closing hour. He’s on the right course.

On this one, Al Swift and the others in his camp have eamed
the broadcasters’ respect and maximurn help.

A hole in the paper bag

The National Association of Broadcasters, which went into its
annual board meeting last week satisfied that it had been moving
in the right direction, went away from Palm Springs with an even
greater determination to stay the course. From all outward ap-
pearances the NAB was more united and confident than ever.
Ironically, a good portion of that unity and confidence may
have derived from an unexpected bit of bad news the NAB re-
ceived on beard meeting eve: the statement to the California
Broadcasters Association by Senator Bob Packwood (R-Ore.)

that the NAB still couldn’t argue, or lobby, its way out of a paper
bag in the House of Representatives and that it was “preciously
limited in its effectiveness”—a sentiment found by BROADCAST-
ING’s reporters to be widely current on Capitol Hill. The NAB,
predictably, was enraged by the Packwood remarks—and was
none too happy with this publication’s reporting of them.

But the NAB board was galvanized, too, by that unexpected
intrusion of outside criticism into a meeting that was primed to be
dominated by self-satisfaction. Thereafter, each action by the
NAB in Palm Springs took on new significance when read against
the senator’s admonition. Could they or couldn’t they lobby their
way out of a paper bag? Were they or weren’t they effective?
Board members asked those questions of themselves continually
last week, and more often than not got back a ringing affirmative.

On the evidence, that response could be defended. The NAB
lobbied both imaginatively and effectively in Palm Springs,
bringing in not only the Speaker of the House but also the chair-
man of the House Ways and Means Committee—along with eight
other members of Congress—to talk about the broadcasting in-
dustry’s most pressing legislative concern: the movement to ban
beer and wine advertising on radio and television. It was an
impressive seizure of opportunity, made even more so by the
comprehensive spadework the NAB has already accomplished on
this issue. The organization was quick to identify the danger in
the first place, and has so far been briliiant in its mobilization of
resources to combat it. Antialcohol-abuse campaigns now being
aired by broadcasters across the country are a remarkable social
service.

Moreover, the board last week took steps to intensify its grass-
roots lobbying, including the hiring of a senior executive to head
it—an initiative Senator Packwood would surely applaud—and
one that had been begun well before his remarks one week earlier.

The board had not yet determined last week how or whether to
deal with the senator’s remarks, or how much credence to give
them. The temptation at first was to dismiss them out of hand, or
to reinterpret them in a way that spread the blame to the industry
at large and not to the association that is its principal spokesman.
Once passions die, it is to be hoped that the NAB will evaluate the
criticism obiectively and respond to it appropriately. It is altogeth-
er possible that the senator’s perceptions about the new NAB—
and those of others with a skeptical view—lag behind the reality.
It is also possible that there may be something in what he says. A
meeting of the minds is called for.

Drawn for BROADCASTING by Jack Schmidt
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Here you go again. Panicked over whether the overnight service will deliver your package this moming as prom-
iscd. Or maybe you're counting the hours until the evening pickup, if there is an evening pickup.

So why count the hours when you can count on us? American Airlines Priority Parcel Service can deliver parcels.
door to door. in hours! To get your package on American’s next flight, or any tlight you specify, just call (800) 638-7320.
In Maryland, call (301) 269-5503.

When i's you against the clock, rely on American! We'll get your package delivered — and leave all of your

overnightmares in the dust.

AmericanAirlines Priority Parcel Service

We deliver in hours.
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