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The Live Aid Concert Will Help
Feed Millions of Africans.

F&F Mobile Units Fed The World.

The Live Aid Concert. It was indeed a worldwide
happening. And while the concert was raising millions
to/feed Africa, the main concert trucks, from F&F
Productions were feeding pictures to one billion people
in 150 countries around the world.

At F&F we're proud to have played a part in this most
worthwhile project. It’s one thing to feed video, but it’s
far more important that through the efforts of all
involved the needy will be fed.

o

Productions, Inc.
A Suhsidi:u'y of Hubbard Broadeasting. Inc.
Tampa/St. Petersburg
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MORE
SUCCESS STORIES

MAY °84 vs MAY °85

SOURCE: ARB & NIELSEN—MAY "84, MAY '85

PLEASE CONTACT YOUR BLAIR ENTERTAINMENT SALES REPRESENTATIVE FOR MORE INFORMATION AND MARKET AVAILABILITIES.

BLAIR ENTERTAINMENT

1290 Avenue of the Americas ® New York, NY 10104 e (212) 603-5990
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NEW YORK
LOS ANGELES
CHICAGO

SAN FRANCISCO
DETROIT
CLEVELAND

MBI
 MINNEAPOLIS-ST, PAUL
SEATTLE-TACOMA

ATLANTA v
TAMPA-ST. PETERSBURG WTOG-TV
SACRAMENTO-STOCKTON KOVA-TV
HARTFORD-NEW HAVEN _ WVIT-TV

L SAN DIEGO KCST-TV

MILWAUKEE WITETY
NASHVILLE WTVE-TV
GREENVILLE-SPARTANBURG-
ASHEVILLE WAXA-TY
LOUISVILLE WLKY-TV

. CMARLOTTE WPCO-TV

DAYTOR WDTN-TV
ALBUQUERQUE KOB-TV
JACKSONVILLE WJKS-TV
WEST PALM BEACH WPEC-TV

A DES MOINES WHO-TV

ROCHESTER WOKR-TV
CHATTANDOGA WIVC-TV
TUCSON KVOR-TV
SPRINGFIELD, MA WWLP.TV

GREENVILLE-
NEW BERN-WASHINGTON WCTI-TV

LAS VEGAS KTNV-TV
REND XOLO-TV
KLBK-TV

WUTR-TV

~ KECH-TV

KXWY-TV

CHEYENNE KLWY-TV
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WE DON'T ASK FOR
CONTRIBUTIONS.

People know what to expect from The  message that makes sense.
World Tomorrow. And they know we don’t  The Bible message, rightly understood.
expect amvthing back. That's whyv The World Tomorrow is one
On The World Tomorrow, we've never  of the top rated religious programs in the
solicited contributions. Neither have we  United States.
used television to make converts. Or take

sides politically. And we never will. THE WORLD TOMORROW
What we do is deliver a message, a WITH HERBERT W ARMSTRONG

The World Tomorrow is @ syndicated weekly television program produced by the Wortdwide Church of God and represented worldwide by BBDO.
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Cable wins Quincy must carry case
Meeting on terrorist coverage guidelines?
State of the Art in Radio

THROWN OUT O Appeals court overturns decision
in Quincy Cable case. Must carry ruled
unconstitutional. PAGE 31.

SQUARING OFF O Senate hearing on takeover act
features prime players in CBS-Turner drama, Tom
Wyman and Ted Turner. PAGE 32.

ANOTHER STORER BID O Comcast makes bid of
$2.3 billion for Storer Communications. PAGE 35,

CODE MESSAGE O Meese, Thatcher call for
meeting with media interests to develop guidelines
for coverage of terrorist situations. PAGE 36.

BACKSTAGE TALKS O Representatives from CBS and
major Hollywood production studios have been
meeting behind the scenes to work out an
agreement on the financial interest-network
syndication rules. PAGE 37.

STRATEGY SHIFT O Turner withdraws short-form
transfer application for control of CBS from FCC.
Commission comes under fire from CBS for
leaks. PAGE 40.

SPECIAL REPORT O BROADCASTING takes an in-
depth look at the status of the Fifth Estate's oldest
medium, radio. PAGE 43. Radio networks ook for
double-digit growth in 1985. PAGE 46. Reps report
that renewed push from airlines and computer
industry will help national spot advertising in the
second haif of the year. PAGE 50. There is some
tapering off in the popularity of contemporary hit
radio, but most observers see radio’s latest,
holtest programing trend as here to stay PAGE 54.
A rundown of radio producers and syndicators

begins on PAGE 58. AM stereo, subcarriers and
compact disks making technological waves.
PAGE 76.

GLOBAL VILLAGE O Live Aid broadcast to relieve
African famine goes out to some two billion
people worldwide. PAGE 80.

TOP GUNS O Contemporary hit radio is the number
one farmat in New York and Los Angeles
according to Arbitron’s spring report. MOR/talk
tops in Chicago. PAGE 82.

BEHIND THE VOTE O FCC votes to grant Jack Kent
Cooke special temporary authorization to make
hostile takeover of Multimedia. PAGE 84.

GETTING VOICE BACK O Reagan administration
mulling over bringing Voice of America to Western
Europe. PAGE 8s.

GAME WINNER O Claims court overturns IRS rule
denying tax credit to variely and game shows.
PAGE 86.

HIGHER CALL O Speakers at New York State
Broadcasters Association meeting discuss rights
and responsibilities of journalists. PAGE 90.

BARTER BITE O Repori by security analysts details
future advertising growth for networks, cable and
independents. PAGE 97.

MARKETING MAN O Group W Cable's Burt Staniar
has brought a consumer marketing perspective to
the task of selling the market on cable television.
PAGE 119.
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CHIEF ENGINEERS

THE SOURCE OF SUCCESS IS THE COMMITMI&N T
OF YOUR TEAM.

Top Row (Lett to Right)

Bob Kanner, KHJ/KRTH, Los Angeles
Warren Shultz, WFYR, Chicago
Paul Stewart, WOR, New York

Middie Row

Wayne Di Lucente, WAXY, Ft. Lauderdale
Phil Lerza, KFRC, San Francisco
John Lyons, WRKS, New York

Bottom Row

Chris Karb, WHBQ, Memphis
Bob Smith, WRKO/WROR, Boston
Chic Leyh, WGMS, Washington, DC
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Through the window

FCC’s first FM application *window™—
for 167 vacant allotments and minor
modifications—has drawn 1,181
applications (306 of them for minor
modifications). According to James
McKinney, FCC Mass Media Bureau
chief, volume is “slightly” less than
bureau was expecting, so it’s good news
for those hoping to apply for 689 new
FM’s that FCC allotted in Docket 80-90
proceeding. Applications for latter will
also be processed in windows, and turnout
for first window suggests bureau will be
able to meet goal of accepting applications
for all Docket 80-90 allotments within
three years. FCC source said expectation is
that bureau now will be able to open first
Docket 80-90 window in October. Bureau
hopes to open average of two windows
each month.

More laughs

Off-network sitcoms, which once seemed
in short supply in syndication, may not be.
Paramount Domestic Television
Distribution will hold sales meeting this
week before launching reported 100
episodes of Webster in syndication for
1987. Also, Warner Brothers Television is
reported to have quietly begun selling 104
episodes of Night Court for 1987 and Jim
Victory has begun sales of 92 to 96
episodes of Newhart for 1988. Also,
Embassy Telecommuications is preparing
to sell Sitver Spoons, and Lorimar and
P&G have just concluded joint agreement
for Lorimar to sell P&G’s WIBS(Tv)
Atlanta sitcom, Down to Earth. *1 don’t
think these are going to be priced low,”
said John Von Sooston, vice president for
programing at Katz. He added: “There
are still no bargains out there.”

While iron is hot

Recent TV station sales at high cash flow
multiples are bringing sellers out.
Businessmen’s Assurance Co. of America
is one of those deciding to cash in,
according to owners’ grapevine. Kansas
City, Mo.-based insurance company and
majority owner of three UHF’s with 80%
of KTXL(Tv) Sacramento, Calif., and 64%
of KDVR(TV) Denver and KPDX(TV)
Vancouver, Wash. (Portland, Ore.}, has
reportedly put stations on block with
Morgan Stanley. Operating partner and
minority owner is Jack Matranga. Sale
could render moot important programing
litigation. In Sacramento station owned

by Koplar Communications is claiming
that KTXL has hoarded programing to
keep it off market (“In Brief,” July 1}. In
Denver shoe is on other foot with KDVR
claiming it is victim of antitrust activity.
Suit alleges that Tribune Corp. has used
leverage of stations elsewhere to unfair
advantage in buying programing for its
Denver station, KWGN-TV. Broadcast
Investment Analysts said rough estimate
of BMA stations’ worth is $105 million.

T T — T ———
Missing figures

House Telecommunications
Subcommittee Chairman Tim Wirth (D-
Colo.) is wondering whether FCC should
reinstate its collection of financial data
from broadcasters. FCC stopped
collecting figures early in Mark Fowler’s
chairmanship as unnecessary expense.
Wirth thinks data may be necessary to
evaluate what’s going on in broadcast
marketplace, especially in weighing
financial impact of hostile takeovers of
broadcast companies.

Eyeing the bundle

Washington law firm of Verner, Liipfert,
Bernhard, McPherson & Hand has
reportedly put together group of three
minority investors that wants to buy all
four television and 15 radio stations that
Capital Cities Communications Inc. and
ABC have proposed to spin off in
realizing their merger. Group reportedly
already has made pitch to Capcities, but
no commitments are understood to have
been made. It’s said to have necessary
funding.

One scenario

Source close to UPI’s reorganizational
efforts indicates company has received
what it believes is “serious” interest from
eight prospective investors. Of eight, only
two have put proposal on table, although
deadline on one lapsed last week and
other, by Reuters, has been “shelved” for
present in hope that more favorable bids
will emerge. In its present form, Reuters
bid would spell end of UPI as it’s known
today because European news service is
interested only in acquiring “certain assets
of UPI. Assumption is, source said, that
only 150 of 1,600 jobs would be saved and
that all broadcast services would cease
operation. Latter include UPI Radio
Network, currently serving about 1,000
affiliates, and broadcast news wire serving
about 2,900 radio and 900 television
stations. Reuters has proposed paying $5

(1]
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million up front for UPI assets, plus
additional payments (up to $10 million)
based on future revenues generated by
those assets.

Copyright problem

Congressional interest in scrambling of
cable programing is certain to be
intensified by system proposed in
“talking paper” circulated last week by
National Cable Television Association
(see page 10). Among those interested is
House Copyright Subcommittee
Chairman Robert Kastenmeier (D-Wis.},
who is reportedly concerned about what
he feels is creation of new form of
intellectual property. Kastenmeier plans
hearing in fall on copyright and
technological changes, including
scrambling of cable programing.

More news

Look for announcement this week that
Newsfeed, syndicated satellite
newsgathering service of Group W, will
add third satellite feed, from 7:45 p.m. to
8 p.m. (NYT), to accommodate West
Coast and mountain time zones, where
stations are putting final touches on early
evening broadcasts at that time. Richard
Sabreen, vice president and general
manager, Newsfeed, confirmed last week
that additional feed would begin Aug. 5.
“News doesn’t stop when New York and
Washington shut down at 5 p.m. (ET),”
said Sabreen. Start-up cost for new feed is
estimated at $750,000. Feed will be
delivered via Telstar 301 and will increase
weekly hours of Newsfeed transmission
from 844 to 11. Newsfeed has 80 affiliated
stations.

Next standard?

RCA and HBO have joined forces in
development of new satellite transmission
method for cable and DBS. Public
unveiling of NTSC-like system, which
uses digital audio and data channels and

M/A-Com signal scrambling technology, is

scheduled for Tuesday at RCA’s Sarnoff
Labs in Princeton, N.J. Cablecasters were
given previews at demonstrations last
week.

Link between two companies—HBO
transmits programing via RCA satellites—
suggesls attempt to establish system as
industry standard. Scientific-Atlanta and
others have already proposed different
systems to standards bodies, Direct
Broadcast Satellite Association and
Advanced Television Systems Committee.
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1S3d Caesar

THE BEST OF

& Your Show
Of Shows

ALSO STARRING

IMOGENE COCA e CARL REINER
HOWARD MORRIS ¢ NANETTE FABRAY
JANET BLAIR

} During its reign as America’s most popular and

influential comedy program, “YOUR SHOW OF
SHOWS?” earned an impressive record of Emmy
nominations and wins. The show itself scored three
nominations for BEST VARIETY SHOW during
its run, and was the Academy’s choice in this
category for two years in a row.

(Wl | Sid Caesar was honored twice as BEST MALE
i PERFORMER IN A COMEDY OR VARIETY
SHOW, and received a remarkable but well-

deserved total of nine nominations. .

b

!  Imogene Coca wasnominated as BEST
FEMALE PERFORMER IN A COMEDY
OR VARIETY SHOW six times, and like-

wise triumphed twice. Carl Reiner won a
1953 Emmy for BEST SUPPORTING
PERFORMER IN A COMEDY OR

VARIETY SHOW.

ZIV International, Inc.
1875 Century Park East, Suite 1610, Los Angeles, CA 90067
(213) 277-9064
East of Mississippi, Contact: MG/Perin, Inc.
124 East 40th Street, New York, NY 10016
(212) 697-8687
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Cablemcostings

June rise

HBO said last week that avetrage prime time
viewing of the network in June was up 35%
over May. Last year, it said, viewing for the
comparable period also went up 25% and
the average May-tc-June prime time view-
ing gain for the past three years was 14%. It
attributed this year's dramatic rise to its "All
Star Summer” marketing campaign and pro-
gram lineup. It said that 700 of its affiliates
have participated in the campaign, and that
165,000 new subscribers have signed up
since the campaign was launched two
months ago. That figure, however, does not
take into account disconnects during the
same period, which the company declined
to quantify.

The network also said last week that a
new “adult” comedy series, 1st & 16, would
debut on Aug. 10. Promotional literature on
the new series says it's about “the fortunes
of a disorganized football team and its new
owner, a sexy socialite,” played by Delta
Burke. The series was produced by
Kushner-Locke Productions.

ESPN scores

ESPN said last week that it would introduce
a new sports score service on July 26 with
updates every half-hour during prime time
on weeknights and all day on the weekends.

Known as 28-58, the updates (which will be
cued with a chime at 28 minutes and 58
minutes past the hour) will be in text form,
seen either as a crawl or flashed one after
the other at the bottom of the television
screen during regular programing.

Coming back

The Disney Channel said it has renewed The
Edison Twins for a third and fourth series of
13 shows each, now in production in Toron-
10, Canada. The 26 new shows will bring the
number of Edison Twins episodes to 65,
making it one of pay cable's longest-running
series. The show, aimed at six- to 12-year-
old viewers, started on the Disney Channel
in March 1984. It is produced by Nelvana
Ltd. in association with the Disney Channel
and the Canadian Broadcasting Corp. lan
McDougall is producer.

Profitable campaign

Sportschannel New York said it gained more
than 16,000 subscribers during April and
May in its first use of broadcast television
advertising. The pay-sports service said it
passed the 415,000-subscriber mark with
the help of a campaign that included broad-
cast television, network cable, bill stuffers,
radio, print and duect mail, as well as an
incentive program to systems offering

ocean cruises to those signing up the most
new subscribers.

‘Info Age’

A series of 10, five-minute program seg-
ments a week, all focused on information
and telecommunications industry interests,
is due to start today (July 22) on the Finan-
cial News Network Produced by Young &
Rubicam USA for its client the NYNEX
Corp. in association with FNN, The Informa-
tion Age 15 described by FNN as “the first
network program of its kind that is targeted
toward decision makers in the business, in-
vestment and telecommunications fields.

Peter Balbus, director of strategic plan-
ning for Network Strategies Inc., a manage-
ment consulting firm specializing in tech-
nology, telecommunications and computer
networks, is host of the series, which will
include both news and interview segments.
Mark Estren, FNN senior vice president for
programing, is executive producer. The
schedule calis for two five-minute programs
a day, Monday through Friday.

“What NYNEX is doing with this pro-
gram, communicatiilg one to one with its
best prospects, is the very essence of how
cable television can be strategically de-
ployed,” said Ira Tumpowsky, Y&R senior
vice president and group supervisor, cable

NCTA formulates scrambling plan

The National Cable Television Association has come up with a
plan aimed at encouraging the scrambling of cable program-
ing—one that would also give cable operators an opportunity to
market cable programing to owners of backyard earth stations.

In a "talking paper” dated July 17, NCTA suggests the cre-
ation of a nonprofit cooperative of cable operators that would
select a scrambling technology and license it to manufacturers.
The consortium, the paper said, would make its services avail-
able on a nondiscriminatory basis to all program services that
meet "certain objective criteria” and choose to connect to the
consortium’s facility.

The consortium, the paper said, would "provide a facility for
activating and deactivating decoders” and “enter into contrac-
tual relations with willing programers limited to the creation and
maintenance of the necessary microwave or other communica-
tions necessary between the consortium and individual upfink
facilities.” Arrangements for program distribution, inciuding
pricing and packaging, would be left to the programers and
cable operators. “The agreement between a programer and the
consortium would not require the programer to deal with a con-
sortium member or establish terms for the relationship between
the member and a programer,” the paper said.

The decoding services of the consortium, the paper said,
would be available only to consortium members. “However, a
consortium member would not be precluded by the consortium
from using the services of the consortium to serve backyard
earth stations either outside the member's cable franchise area
or in the (presumably nearby) franchise area of another consor-
tium member or nonmember cable system; this matter would be
between each operator and the respective program service.” A
second nonprofit lifeline entity would provide an 800 number

through which earth station owners could order programing.
“The purpose of the ‘lifeline enitity’ would be to insure that ser-
vices are provided to owners of backyard earth stations during
the transition to scrambling,” according to the paper. “Prices
would be determined by program services; services would be
provided a la carte. At the program services’ option, the ‘lifeline
entity’ would provide a billing service. The 'lifeline entity’ would
charge a cost-plus fee to programers for these services. The
‘lifefine entity’ would use the consortiums computer facility and
pay a fee for such use. The 'lifeline entity’ wouid be phased out
after a sufficient period, by which time more conventional entre-
preneurial arrangements can be expected to arise to facilitate
the provision of service to owners of backyard earth stations
located both inside and outside of franchised areas.

“The rules of the consortium and the ’lifeline’ entity would
leave program services free to make arrangements for program
delivery outside the consortium-‘lifeline entity’ structure, includ-
ing arrangements with nonmembers of the consortium for deliv-
ery inside or outside franchise areas. In addition, consortium
members would be free to make arrangments independent of
the consortium.”

According to the paper, consortium members would pay for
the consortium's-costs. Members would agree to pay for defend-
ing the consortium against lawsuits and pick up the costs of
damage awards. NCTA would manage the lifeline entity and be
paid for its services. It also would be reimbursed by the consor-
tium for its costs in establishing the consortium. The consortium
and its members also would pay for the defense of NCTA and its
officers and staff in any legal action involving the consortium,
“and to indemnify NCTA and its officers and NCTA staff against
any monetary assessment.”
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MOST ACTION SHOWS ARE AVAILABLE
YEARS DOWN THE ROAD.

If you're looking for acho.ﬁ adventure, glamour,
mtrugue romance, humor mystery and suspense...

BUT YOUfWANT'.IT NOW,
SAY.!“U*N C. t.E'

132 Excmng Hours
Available Now. +




IT'S NEW/, REVISED,
EXPANDED,

AND FREE.

The newly revised and expanded 1985 edition of the insurance
Handbook for Reporters gives you the facts and background on
lodays increasingly complex world of insurance.

With new chapters on Health and Commercial insurance, plus
updated material on Life, Home and Auto, its a valuable source for
writers and editors. And its yours free. Simply send us the coupon.

Or phone {312) 291-5600. A I I smo
N

Alistate insurance Company, Northbrook, o

Piease send me my free copy of the revised
Insurance Handbook for Reporters.

NAME

TITLE

ORGANIZATION

ADDRESS.

ame STATE. ZIP.

Mall to: Media Relatlons, Alistate Insurance Company
Alistate Plaza. F3, Northbrook. IL 60062

and syndication. “Nowhere else but on FNN
can business and financial people receive
up-to-the-minute information on economic
conditions in international and domestic
marketplaces. The creation and sponsor-
ship of this feature program iepresents a
‘tri-partnership’ in a unique, long-term and
innovative venture. NYNEX is taking a bold
step with its first national video effort, The
Information Age."

Early in a.m.

The Cable News Network is adding another
business report to its schedule: Business
Day will be seen weekdays at 6:30-7 a.m.
NYT, starting today (July 22). Officials said
the live report is designed to provide a com-
prehensive preview of business and market
developments anticipated in the day ahead
and an update of overnight business news
in Asian and European markets. Stuart Var-
ney, CNN financial correspondent, will an-
chor in New York.

HTN campaign

"Pay movies come clean” is the slogan for a
new trade and consumer advertising cam-
paign being launched this month by Home
Theater Network. The campaign is directed
at cable operators who want to attract non-
cable subscribers and nonpay subscribers,
according to HTN vice president and gener-
al manager, Peter Newman.

“We're hearing from cable operators that
cost and R-rated programing are the major
roadblocks to acquiring and retaining cable
and pay subscribers,” Newman said. "HTN
gives the cable operator an alternative ser-
vice to sell—that is, affordable quality pro-
graming that is attractive to a variety of con-
surner market segments.”

One ad asks operators: “Taking a bath on
pay TV?" It advises them to “Clean up with
HTN without getting soaked,” and to use
HTN “as a way to lift subscribers into the
price-point gap between basic and premi-
um—or as part of a super-basic tier.”

Two versions of a consumer bill stuffer
give the operator a chance to experiment
with different approaches. One version em-
phasizes the price advantage of HTN, ex-
plaining that "HTN costs less because it
doesn't charge you for a lot of things you
don't want to watch, Like R-rated mov-
ies. .. And you don't pay for it to run at
hours when you don't watch.” The other bill
stuffer stresses the non-R-rated content of
HTN programing. HTN, it says, is “the mov-
ie channel that doesn't swear by sex and
violence."”

The campaign was created by Brems
Eastman Inc., Seattle.

Jones run

For the third straight year, Jones Intercable
is sponsoring a five/10 kilometer Cable Stars
Race in Oxnard, Calif., for the benefit of Spe-
cial Olympics Inc. The race, scheduled for
Aug. 10, will feature champion marathoners
Bill Rogers and Frank Shorter. It will be the
culmination of over & month of activities by
more than 60 Jones cable systems through-
out the country to raise money for local
chapters of Special Olympics. Jones raised
more than $70,000 for the charity last year.



ANOTNE
Great Motion Picture

From ITC
Soon Available For Syndication Sale

' - = vy
Steve | artm&LllyTo lin

1
D .
5 & »
- I.' -.’ ' "
b J 1
[ -& - F r - = v
LY B '[ k = 3
. | S LR R v
Vi - * =] i
T ! oA
v 4 ., '
T -
H &= T oy |
-
- A
o =
N
F

Great Man “Therés A Woman,
Byt In “This Case Its Ridicyloys.

STEVE MARTIN e LILY TOMLIN
_ ALL OF ME l
» Kings Road/Stephen Friedman oduciion A Carl Reiner Fim“All Of Me”
Staming Richard Libertint ang Victoria Tennant as Teoy Hoskins
Based on the novel "ME TWO™ by Ed Davis  adaptauon by Henry Olek  Sereenplay by Phil Alden Robinson
Music by Patrick Williams  assaciate Prodicer Phil Alden Robinson  procuces by Stephen Friedman

Directed by Carl Reiner
..And There S <t

1 Yiflala~ ataal"




B

usinessubr

of |

Y

[ ] TVONLY 1

Gagliardi Bros. O Frozen meat
products will be spotlighted in five-week
flight starting this week in at least eight
markets, including Albany, N.Y, and
Jacksonville, Fla. Commercials will be
scheduled in daytime pericds. Target:
women, 25-49. Agency: Doyle Dane
Bernbach, New York.

Denny’s Restaurants O Two-week buy
In Southeastern regicn will include flights
in Miami, Orlando and West Paim

Beach, all Florida, starting in early
September. Commercials will run in
fringe periods. Target: men and women,
25-54. Agency: Western International
Media, Atlanta.

T RADIOONLY

Edison Bros. O Wild Pair shoe stores will
launch two-week campaign in late
August in more than 80 markets,
including New York, Chicago, Los
Angeles, Dallas and Baltimore.
Commercials will be placed in all
dayparts. Target: adults, 25-49. Agency:
Media/Marketing Services, Chicago.

Bridgestone Tires O Three-week flight is
scheduled to start this week in about 15
markets, including York and Harrisburg,
both Pennsylvania. Commercials will be
slotted in daytime and weekend periods.
Target: adults, 25-49 Agency:
Campbell-Ewald, Detroit.

Herman’s Sporting Goods O Retail
chain will kick off one-week flight in mid-
August in nine markets including New
York, Philadelphia, Chicago and
Pittsburgh. Commercials will be
broadcast in all dayparts. Target: aduits,
18-49. Agency: RDR/Timebuying
Services, New York.

Joseph A. Bank Co. O Men's clothing
chain will begin fall campaign in
September in 19 markets with flights
running up to nine weeks. Commercials
will be carried in drive times. Target:
men, 25-49. Agency: Eisner &
Associales, Baltimore.

Calvin Wine Coolers O Three-week flight
is scheduied to start later this week in
more than 30 markets, including
Minneapolis, Omaha and Akran, Ohio.
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Commercials will be carried in all
dayparts. Target: women, 18-34.
Agency: Shapiro, Bartolone & Budrow,
New York.

Washington State Lottery O Four-week
flight is scheduled to start in late July in
major markets throughout state.
Commercials will be carried in all
dayparts. Target: adults, 25 and older.
Agency: Stimpson Associates, Seattle.

" JRADIQANDTY ]

New England Dodge Dealers O Two-
week flight is being prepared to run in
five markets, starting in mid-August.
Commercials will be used in all dayparts.
Target: men, 25-54. Agency: Quinn &
Johnson/BBDO, Boston.

Cato 0 Women's clothing store chain is
scheduled to begin in late July two-week
campaign in 35 radio markets and 10
television markets in Southeastern
portion of U.S. Commerciais will be
carried on all dayparts in radio and in
daytime, fringe and prime in television.
Target: women, 18-49. Agency: Kothe,
Howard & Cao., Charlotte, N.C.

Pace Foods O Six-week flight in support
of Picante Sauce will be launched this
week in seven Western markets including
Seattle and Tucson, Ariz. Daytime and
fringe periods will be used for television
commercials and all dayparts for radio.
Target: women, 18-49. Agency: Bozell &
Jacobs, Los Angeles.

RepuRepaort

Witwiam) New York: To Major Market Ra-
dio from Selcom.

a

Kmyz(Fm) Pryor, Okla., and KRNN(AM) San
Antonio, Tex.: To Republic Radio (no pre-
vious rep).

a

KMGwW(FM) Anoka, Minn.: To Major Market
Radio from Blair Radio.

a

KutL{tvy Wichita Falls, Tex.: To Seltel (no
previous rep).

a

Joining forces. Savalli & Schutz, New
York, and P/W Radio Reps, New York,
have merged into new firm called Savalli,
Schutz & Peterson, with offices at 555
Madison Avenue, New York 10022
Phone is: (212) 688-2380. Sales staff will
include Joseph Savalli, Al Peterson,
Emma Fredette and George Sternberg.
Combined firm will represent 70 radio
stations.
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“*Somehow I get the feeling that Selcom is right for us.”

We welcome Capital Cities Communications to the growing list of Selcom client stations.
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‘c: Cetec Antennas

EXCELLENCE
IN ANTENNAS

* ALL ELECTRICAL
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FIRMLY/BOLTED
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* TWO YEARWARRANTY
* BEAMTILT& NULLFILL

FOR A STANDARD
BATWINGORACP SPIRAL
ANTENNA, YOU SHOULD
GET THE CETEC PICTURE.

EXCELLENCE IS ALL WE DO!

CHECK WITH FACTORY
SALES OR YOUR
FAVORITE DEALER

e Cetec Antennas

USE CETEC ANTENNAS
THE EDGE
IN EXCELLENCE

6939 Power Inn Rd.
Sacramento, CA 95828
(916) 383-1177
TELEX 377321

AduVentage

Grey buy. Grey Advertising, New York, has acquired majority interest in Levine, Huntley,
Schmidt & Beaver, New York, for undisclosed cash sum. Levine, Huntley will operate
autonomously and will compete in certain product areas, including automotive and watches.
Grey has worldwide billings of $1.7 billion, of which estimated $1 billion accrues from
activities in New York. LHS&B bilts about $70 million. Grey is substantial broadcast agency,
having allocated almost $550 million in U.S. billings to radio and television in 1984. Levine,
Huntley spends about $40 million in broadcast.

a

Bubbling over. Total television advertising for carbonated soft drinks in first quarter of 1985
climbed by 55% to $82.4 million, according to Television Bureau of Advertising. Network
amounted to $52.1 million and spot tetevision to $30.3 million. Diet Coke was leading
advertiser in first quarter of year with $14.2 million in television spending, followed by Diet
Pepsi, $13.4 million; Coca-Cola, $12.8 million, and Pepsi-Cola, $7 million. Figures were
compiled by TVB from data supplied by Broadcast Advertisers Reports.

a

BBDO’s crystal ball. BBDO's media department in New York has issued analysis of
networks' prime time schedules for 1985-86 and projects that CBS will retain first place, with
16.2 rating, followed by NBC, 15.9, and ABC, 15.2. BBDO's assessment bodes poorly for new
shows. It notes that program it believes will deliver 28 share or more is considered "a hit"
while one scoring 23 to 27 is “a survivor." Any registering less than 22 share is regarded as
“failure.” BBDO's media department does not consider any new series “a hit.” It picks these
shows as “survivors": MacGyver, The Insider, Dynasty IT and J.G. Culver on ABC; The
Equalizer on CBS, and Hell Town on NBC. Those relegated to “failure” category: ABC's Our
Family Honor, Growing Pains, Spenser: For Hire, and Hollywood Beat; CBS's Hometown,
Stir Crazy, Charlie and Company, George Buins’s Comedy Week, and Twilight Zone, and
NBC’s Amazing Stories, Alfred Hilchcock, Golden Girls and 227. Among trends for 1985-86
noted by BBDO: predominance of action/adventure/mystery programing; resurgence of
comedy programing following success of Cosby Show; return of anthology programing and
increasing popularity of veteran screen and television performers. Analysis also includes
listings of theatrical packages, made-for-TV movies, specials and miniseries.
O

National exposure. Personal Products, Johnson & Johnson Co., has introduced naticnally
Take-Off Makeup Remover using daytime and prime network television and women's
magazines. Product has been in test markets for three years. Centerpiece of advertising is
30-second TV commercial demonstrating effectiveness of Take-Off in removing lipstick, eye
makeup, mascara and foundation. Magazine insert underscores television execution,
showing "before” and "after” close-up of young woman whe has used Take-Off. Agency is
Saatchi & Saatchi Compton, New York.
a

Calling all exhibitors. Television Bureau of Advertising is making available again at its
annual meeting exhibition space to approximately 12 companies. Further information is
availabie from Harvey Spiegel at TVB, 477 Madison Avenue, New York 10022. Annual
meeting is to be held at Anatole in Dallas Nov 20-22.

O

Crime-stopper. New book, titled "How to Protect Your Business," has been published by
Benjamin Co., Eimsford, N.Y. Written by Council of Better Business Bureaus, book is being
offered to TV and radio stations for distribution to their advertising clients. Book helps
business firms and professional offices detect, prevent and cope with frauds, schemes,
scams and internal and external crime. It is available in paperback for $8.95 and hard cover,
$19.95. Radio and TV stations wishing to distribute books to their customers will receive
special discounts for quantity orders.
O

Claims settled. Nine challenges to national advertising, including five on television, were
resolved during June by National Advertising Division of Council of Better Business Bureaus.
Substantiated were TV commercials for American Pop Corn Co. and H. J. Heinz Co./Star Kist
Foods Inc. Modified or discontinued were TV commercials for Chesebrough-Pond's (Vaseline
Intensive Cream Lotion), Coleco Industries (Cabbage Patch Kids Poseable Actionwear) and
Procter & Gamble (Wondra Skin Lotion).

]
Where there's no smoke. [n letter to Federal Trade Commission Chairman James C. Miller,
Action for Children's Television has called for immediate action to require health warnings in
advertising for smokeless tobacco products. ACT said it will also "encourage” congressional
hearings on possibility of banning all broadcast advertising of those products.

g

Warnings. Representative Mike Synar (D-Okla.) has introduced bil calling for warning labels
on all smokeless tobacco products and advertising.
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[t really o5 a jungle out there. And in that jungle,
Otart's MTR-10 audio machine gives
1 & vou the ammunition you need to stay
| " alive--like three speeds, micro-
- : processor control, a built-in cue
\@\ speaker, and an optional ten-
i

memory autolocator.

The MTR-10's “creative arsenal”
helps vou keep pace i the tough,
competitive world of broadcast.
Whether you're doing spots, editing,
or working “hve”, this rugged machine pro-
vides the features you'll need {or the recording
tasks of tomorrow. As one of our customer’s put
it, “Evervthing [ even think § want to do, [ can do
on this machine.”

Now add Otari's legendary reliability and
customer support, and your chances of survival
hecome even more certain.

Has a vood business decision ever been easier
to make? From Otari: The Technology You Can
Trust,

Contact your nearest Otari dealer for a demon-
stration, or call Otari Corporation, 2 Davis Drive,
Belmont, CA 94002 (415) 592-8311 Telex:
9103764890

& Otari 1984
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( Datebookn

————
This week

July 21-23—"Alcohol and Drug Abuse Symposium,
co-sponsared by National Council for Fanulies and
Television and The Caucus for Producers. Wrilers &
Directors. Gjai Inn. Qjai, Calif. Information: (213) 652-
0222.

July 22-26--12th annual conference on computer
graphics and interactive techniques, ACM Siggraph
‘85, sponsored by Association for Computing Machin-
ery's Special Interest Group on Computer Graphics in
cooperation with Eurographics and Institute for Electri-
cal and Electronics Engineers' technical commitiee on
computer graphics. Moscone Center, San Francisco.
Information: (312) 644-6610.

July 23-25—Fifth annual WOSU Broadcast Engineer-
ing Conference, sponsored by WOSU-AM-FM-TV,
noncommercial stations of Ohio State University.
Fawcett Center, OSU campus, Columbus, Chio. Infor-
mation: (614) 422-9678.

July 23-26—Florida Cable Television Association an-
nual convention. Amelia Island Resort, Fla.

July 24— Society of Cable Television Engineers, Chat-
tahoochee chapter, meeting. Topic: proof of perfor-
mance testing with interpretations of FCC performance
standards. Holiday nn, Airport South, Atlanta.

m July 24 —"Broadcast Production and Engineering: A
Career,” workshop sponsored by National Associ-
ation of Broadcasters. NAB headquarters, Washing-
ton. Information; (202) 429-5497.

July 24-28—National Federation of Community
Broadcasters 10th annual conference. University of
Wisconsin, Madison, Wis. For information: (202) 797-
8911.

July 25-28—Colorado Broadceasters Association sum-
mer convention. Manor Vail. Vail, Colo.

® July 27.—12th annual daylime Emmy Awards presen-
tation, primarily for creative arts categories, sponsored
by Academy of Television Arts and Sciences and Na-

®» Indicales new entry

tional Academy of Television Arts and Sciences. Cen-
tury Plaza, Los Angeles.

—
Also in July

July 28-30—California Broadcasters Association
summer convention. Speakers include: Paul Kagan,
Kagan & Associates; John DelLuca, The Wine Institute,
and Donald B. Shea, U.S. Brewers Association. Hyatt
Regency Del Monte hotel. Monterey. Calif. Information:
(916) 444-2237.

July 28-Aug. 1—Minority broadcast management and
ownership seminar, sponsored by National Associ-
ation of Broadcasters and BROADCAP (Broadcast
Capital Funq). S.1. Newhouse School of Communica-
tions. Syracuse University, Syracuse. N.Y. Information:
Dwight Ellis, (202) 429-5498, or Kenneth Harris, (202)
429-5328.

July 29-30—Biroadcast Financial Management/
Broadeast Credit Association board of directors meet-
ing. Hilton Harbour Castle, Toronto.

July 31—Deadline for entries in World Hunger Media
Awards, created and sponsored by entertainers Ken-
ny and Marianne Rogers. Information: Wortd Hunger
Year, 350 Broadway New York, N.Y, 10013.

July 31-Aug. 4—National Association of Black Jour-
nalists convention. Baltimore Convention Center, Balti-
more.

——
August

Aug. 1—Society of Cable TV Engineers, north central
Texas chapter, meeting. Topic: signal leakage. Grand
hotel, Irving, Tex. Information: (214) 241-1421

Aug. 2—Deadline for entries in CAPE Awards (Cabie
Awards for Programing Excellence), for programing on
Cable Television Network of New Jersey. Information:
CTN, 128 West State Street, Trenton, N.J_, 08608,

Aug 4-7—Cable Television Administration and Mar-
keting Society 11th annual conference. Theme: “Bridg-
ing the Gap: From Strategy to Reality " Fairmont hotel,

San Francisco.

Aug. 7-8—Wisconsin Broadcasters Association annu-
al summer convention. Pioneer inn, Oshkosh. Wis.

Aug. 8—Women in Cable, Bay Area chapter, picnic
and “rap session.” John Ryan Park, Foster City, Calif.

Aug. 8-18—38th International Film Festival of Locarno,
Switzerland, including category for television movies.
Locarno, Switzerland. Information: 093-31-02-32.

Aug. 8-Sept. 14— Space WARC, first of two sessions 10
develop plan for space services in geostationary orbit-
at arc. Some 150 countries expected to attend. Gene-
va. Second session of World Administrative Radio
Conference scheduled for October 1988, Geneva.

Aug. 9-16—Directors’ Guild Hollywood workshop,
sponsored by American Film [nstitute. Direclors’
Guild headquarters, Los Angeles.

Aug. 11-13—Arkansas Broadcasters Association con-
vention. Sheraton Hot Springs, Lakeshore Resort, Hot
Springs, Ark.

Aug. 12-14—Television Bureau of Advertising/Ster-
fing Institute managing sales performance program
for sales managers. Georgetown Inn, Washington.

Aug. 13—Washington Executives Broadcast Engi-
neers monthly luncheon. Roma restaurant, Washington.
Information: (703) 644-3013.

Aug. 13-15—-Computer graphics show, sponsored by
National Computer Graphics Association. Boston
Bayside Exposition Center, Boston. Information: {703)
698-9600.

Aug. 15—Deadline for entries in Women at Work 1985
Broadcast Awards, sponsored by National Commis-
sion on Working Women. Information: NCWW., 2000 P
Street, N.W.,, suite 508, Washington, 20036:; {202) 872-
1782.

Aug. 15—Southern California Cable Association
seminar, “Taking the Lead: Beyond the Bottom Line.’
Marina Marriott hotel, Marina del Rey, Calif.

Aug. 21—Archival screening of Three for Tonight,
sponsored by Academy of Television Arts and Sci-

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—Eastern Cable Show, sponsared by
Southern Cable Television Association. Georgia
World Congress Center, Atlanta.
Sept. 11-14—Radio-Television News Direclors
Association international conference. Opryland,
Nashville. Future conventions: Aug. 26-29, 1986,
Salt Patace Conventicn Center, Salt Lake City, and
Sept. 1-4, 1987, Orange County Convention Cen-
ter, Orlando, Fla.
Sept. 11-14—"Radio "85 Management and Pro-
graming Convention,” second annual conference
jointly sponsored by National Association of
Broadcasters and National Radio Broadcasters
Association. Dallas Convention Center, Dallas.
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
|egnnual meeting. Boca Raton hotel, Boca Raton,
la.
Nov. 20-22—Teievision Bureau of Advertising
31st annual meeting. Anatole, Dallas. Future meel-
ings: Nov 17-19, 1986, Century Plaza, Los Ange-

Majer-IMeetings

les, and Nowv. 18-20, 1987, Washington Hilton,
Washington.

Dec. 4-6-\Western Cable Show. sponsored by
California Cable Television Association. Anaheim
Convention Cenlter, Anaheim, Calif.

Jan. 5-8, 1986 Association of Independent Tele-
vision Stations 13th annual convention. Century
Plaza, Los Angeles.

Jan. 17-21, 1986 —NATPE International 23d an-
nuat convention. New Orleans Convention Center,
New Orleans. Fulure convention: Jan. 24.27, 1987,
New Orleans.

Feb. 1-4, 1986—Sixth annual Managing Sales Con-
ference, sponsored by Radio Advertising Bureau.
Amfac Airport hotel, Dallas.

Feb. 2-5, 1986—National Religious Broadcasters
43d annual convention. Sheraton Washington,
Washington.

Feb. 7-8, 1986—Society of Motion Picture and
Television Engineers 20th annual television con-
ference. Chicago Marriott, Chicago.

Feb. 27-March 1, 1986—17th annual Country Ra-
dio Seminar, sponsored by Country Radio Broad-
casters. Opryland hotel, Nashville.

March 15-18, 1986—National Cable Television
Association and Texas Cable Television Associ-
ation combined annual convention. Dallas Con-
vention Center. Future conventions: May 17-20,
1987, Las Vegas.

April 13-16, 1986- National Association of

Broadcasters 64th annual convention. Dallas Con-
vention Center, Dallas. Future conventions: Dallas,
March 29-April 1, 1987. Las Vegas. April 10-13,
1988: Las Vegas, April 30-May 3, 1989; Datlas,
March 25-28, 1990, and Dallas, April 14-17. 1991,

April 27-30, 1986—Broadcast Financial Manage-
ment Association/Broadeast Credit Association
26th annual conference. Century Plaza, Los Ange-
les. Future conference: April 26-29, 1987, Marriott
Copley Place, Boston.

April 28-29, 1986—(abletelevision Advertising
Bureau fiith annual conference. Sheraton Center,
New York.

May 14-17, 1986—American Association of Ad-
vertising Agencies annual meeling. Greenbrier,
White Sulphur Springs, W Va.

m May 18-21, 1986—CBS-TV annual afiiliates
meeting. Century Plaza hotel, Los Angeles.

May 21-25, 1986—American Women in Radio
and Television 35th annual convention. Westin Ho-
tel Galleria, Dallas.

s June 8-11, 1986—NBC-TV annual affiliates
meeting. Hyatt Regency, Maui, Hawaii.

June 11-15, 1986—Broadcast Promotion and
Marketing Executives/Broadeast Designers Asso-
ciation annual seminar. Loew’s Anatole, Dallas. Fu-
ture conventions: June 10-14, 1987, Peachtree Pla-
2a, Allanta; June 8-12, 1988, Bonaventure, Los
Angeles, and June 21-25, 1989, Renaissance Cen-
ter, Detroit.

June 14-18, 1986—American Advertising Feder-
ation national convention. Grand Hyatt, Chicago.

m June 19-22, 1986 —NATPE [nternational sec-
ond annual production conference. Adam'’s Mark
hotel, St. Louis. Information: {212) 757-7232.
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ences. Directors Guild Theater, Los Angeles.

Aug. 22-24West Virginia Broadcasters Assaciation
fall meeting. Greenbrier, White Sulphur Springs. W. Va.

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

Aug. 26-28—Television Bureau of Advertising/Ster-
ling Institute performance management program for
account executives. Georgetown Inn, Washington.

Aug. 27—0hio Association of Broadeasters news di-
rectors’ workshop. Columbus Marriott Inn North, Co-
lumbus. Ohio.

Aug. 30-Sept. 8—International Audic and Video Falr
Berlin. Exhibition grounas, Funkiurm (Radio Tower),
Beriin. Information: AMK Berlin, Messedamm 22, D-
1000, Berlin 19; (030) 30-38-1

——
September

Sept. 8—Deadline tor entries in 1985 Gabriel Awards
competition, sponsored by UNDA-USA. Information:
Jay Cormier. Merrimack College. North Andover,
Mass.: (617) 683-7111

Sept. 6-7—"Radio Station Ownership and Manage-
ment,” seminar sponsored by UCLA Extension in Co-
operation with Southern California Broadcasters As-
sociation. Sheraton Plaza La Reina hotel, Los Angeles.

Sept. 6-10—/nternational Institute of Communica-
tions 16th annual conference, “Communications: The
Crossroads of Cuiture and Technologies.” Keio Plaza,
Intercontinental hotel. Tokyo. Information: (01) 388.
0671

m Sept. 7—37th annual prime time Emmy Awards pre-
sentation banquet, primarily for creative arts categor-

%ﬁ@y U TunRed

A professional’s guide to the intermedia week (July 22-28)

Network television O CBS: Chiefs (three-part mini-series), Friday-Sunday, 9-11 p.m. NBC:
Our Time* (nostalgia series), Saturday 8-8:30 p.m.; The Biggest Lump of Money in the
World (documentary), Saturday 10-11 p.m. PBS (check local times): On the Boulevard
(drama), Sunday 10:30-11 p.m.

Network radio 0 American Public Radio: Ring of the Nibelung: “Gotterdammerung” (last
of four operas), Saturday noon-5 p.m.

Cable O Arts & Entertainment: Smali Happiness: Women of @ Chinese Village (documen-
tary), Wednesday 9-10 p.m.; The King Singers Madrigal History Tour* (six-part music
series), Thursday 8-9 p.m.; The George Skearing Special (jazz concert), Sunday 9-11 p.m.
CNN: Business Day* (financial series), weekdays 6:30-7 a.m., beginning Monday HBO: The
30-Second Seduction: Television Advertising—A Consumer Reports Special, Thursday
7:30-8 p.m.; Blackout (thriller), Sunday 8-10 p.m. Showtime: Murder in Space (mystery),
Sunday 8-9:30 p.m. The Nashville Network: Hats Off to Country (music special), Sunday
6:30-7:30 p.m.

Crew mrembers of Showtime's Murder in Space

Play It Again 00 CBS: Skokie (docudrama), Tuesday 8:30-11 p.m.

Museumn of Broadcasting (1 East 53d Street, New York) O The Silent Ernie Kovacs,
comedy sketches, including “Eugene,” *The Ernie Kovacs Show," “The Knockwurst Mystery”
and "Kovacs Home Movies," Tuesday-Saturday at 12:30 p.m., 2:05 p.m. and 3:45 p.m. and
Tuesday at 5:30 p.m. Discovery: Rare Honeymooners, 75 rereleased Honeymooners half-
hours, screened with hour-tong episodes of Cavalcade of Stars, Tuesday-Saturday at noon,
1:45 p.m., 3:30 pm., 5:15 p.m. and 7 p.m., now through Sept. 26.

“denotes series premiere

ies, presented by Academy of Television Arts and Set-
ences. Beverly Hilton hotel, Los Angeles.

Sept. B-10—/{linois Broadcasters Association annual
convention. Eagle Ridge Inn, Galena, |

= Sept. 9—Deadline for entries in 28th annual /nterna-
tional Film & TV Festival of New York awards com-
petition. Information: (914) 238-4481

Sepl. 9-10—Television Bureau of Advertising group
heads meeting. Hyatt O'Hare. Chicago.

Sept. 10-11—Television Bureau of Advertising board
of directors meeting. Hyatt O'Hare. Chicago.

Sept. 11-14—Radio-Teievision News Directors Asso-
efation annual convention. Awards banquet speaker:
CBS's Dan Rather Keynote speaker: ABC's Peter Jen-
nings. Opryland hotel, Nashville.

Sept. 11-14—"Radio '85: Management and Program-
ing Convention,” second annual conference, jointly
sponsored by National Association of Broadcasters
and National Radio Broadcasters Association. Dallas
Convention Center, Dallas

Sept. 13-14—Rocky Mountain Fim and Video Expo
‘85, project of Colorado Film and Video Association.
Regency hotel, Denver. Information: (303) 837-8603.

Sept. 13-15—Latin American conference tor journal-
ists, co-sponsored by Foundation for American Com-
munications, Tinker Foundation and Institute of the
Americas. LEnfant Plaza, Washington. Information:
(213) 851-7372.

Sept. 14_Deadline for entries in International Emmy
Awards. sponsored by National Academy of Televi-
ston Aris and Sciences, Internationa! Council. Infor-
mation; (212) 308-7540.

Sept. 15-17—National Religious Broadcasters Asso-
ciation Western chapter meeting. Los Angeles Mar-
riotl, Los Angeles.

Sept. 17—Southern California Cable Association lun-
cheon. Speaker: Neil Austrian, chairman and chief ex-
ecutive officer, Showtime/The Movie Channel. Marina
del Rey Marriott, Marina del Rey, Calif.

Sept. 17—-Presentation of second annual Cable
Awards for Programing Excellence of Cable Television
Network of New Jersey. Bally's Park Piace, Allantic
City, N.J.

u Sept. 17-20—Telocator Network of America annual
convention and expasition. Speakers include Con-
gressmen Al Swift (D-Wash.) and Matthew Rinaldo (R-
N.J.). MGM Grand hotel, Las Viegas. Information: (202)
467-4770.

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

Sept. 18-20—Television Bureau of Advertising sales
advisory committee meeting. Rye Town Hilton, Rye, N.Y.

Sept. 18-21—Ameriean Women in Radio and Televi-
sion, North Central area, conference. Marc Plaza, Mil-
waukee.

Sept. 19-20—CBS Radio Network affiliates conven-
tion. Waldorf-Astoria, New York.

Sept. 19-20—[nstitute of Electrical and Electronics
Engineers Broadcast Technology Society fall broad-
cast symposium. Hotel Washington, Washington. Infor-
mation: (202) 429-5346.

Sept. 20-22—Maine Association of Broadcasters an-
nual meeting. Sebasco Estates, Sebasco, Me.

Sept. 20-22—Economics |, conference for journalists,
sponsored by Foundation for American Communica-
tions. Keystone Conterence Center, Keystone, Colo.

Sept. 21-24—Intetevent ‘85, fourth apnuat telecom-
munications conference, sponsored by Finley, Kum-
ble, Wagner, Hewme, Underberg, Manley & Casey;
E.F. Hutton; Peat, Marwick, Mitchell & Co., and In-

Bigiaita]’
T L

Joe Cooke, general sales manager,
waLA-Tv Mobile, Ala., assumes additional
duties as station manager, not Robert
Finke, as incorrectly reported in "Fates &
Fortunes," July 15. Finke is VP and gener-
al manager of station.
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serving Dallas, Texas

We welcome KLUV to the growing list of Torbet client stations.
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ternational Herald Tribune, and produced by Interna-
tional Televent Inc. Speakers include Richard Butler,
ITU; Richard Coiino, Intelsat; Andrea Caruso, Eutelsat,
and Mimi Dawson, FCC commissioner. Hotel Mont-
fleury, Cannes, France. Information: {(202) 857-4612.

Sept. 22—Presentation of Acadeny of Television Arts
and Sciences’ 37th annual prime time Emmy awards,
on ABC-TV. originaling from Pasadena Civic Audito-
rium, Pasagena, Calif

Sept. 25-27—National Religious Broadcasters Asso-
ciation Southeastern conference. Ritz Carlton, Atlanta.

Sept. 25-27—Great Lakes Cable Expo, sponsored by
cable TV associations of Indiana, [llinois, Qhio and
Miehigan. Keynote speaker. Ed Allen, chairman, Na-
tional Cable Television Association. Indianapalis Con-
vention Center and Hoosier Dome.

Sept. 26-28—International Mobile Communications
Show and Conference, sponsored by Electronic In-
dustries Association. Washington Convention Center,
Washington.

Sept. 26-29—American Women in Radio and Televi-
sion, Southeast area. conference. Ritz Carlton Buck-
head, Atlanta.

Sept. 29-Oct. 1—Vinnesota Broadcasters Associ-
ation fall convention. Holiday Inn. Winona, Minn.

Sepl. 29-Oct. 1—Washington State Association of
Broudcasters fall meeting. Sheraton inn, Tacoma,
Wash.

Sept. 29-Oct. 2 National Association of Telecom-
munications Officers and Adwisers annual confer-
ence. Park Terrace Airport Hilton, St. Louis. Information:
(202) 626-3250

Sept. 30-Oct. 3—Sixth annual Nebraska Videodisk
Symposium, sponscred by University of Nebraska-
Lincoln's Nebraska Videodisk DesigniProduction
Gronp. Nebraska Center for Continuing £ducation and
Cornhusker Center on campus of University of Nebras-
ka. Linceln, Neb. Information: (402) 472-3611

—
October

Oct. 1—Deadline for applications for Jefferson Fellow-

ship program of East-West Center, for experienced
news editors, writers and broadcasters to study Pacific
Basin news issues. East-West Center, Honolulu. Infor-
mation: (808) 944-7204

Oct. 2-4—Careers conference, sponsored by I nstitute
of Electrical and Electronics Engineers and United
States Activities Board. Royal Sonesla hotel, Boston.
Information: (202) 785-0017.

Oct. 4-6—American Women in Radio and Television,
South Central area. conference. Park Suite. Oklahoma
City

Oct. 6-8—Pennsylvania Association of Broadcasters

iall convention. Sheraton Station Square hotel, Pitts-
burgh.

Oct. 6-8—Kentucky CATV Association annual fzll
convention. Capital Plaza hotel. Frankfort, Ky.

Oct. 6-8—Noith Carolina Association of Broadeast-
ers annual convention. Winston Plaza, Winston-Salem
N.C.

Oct. 6-9—Nationa! Broadeast Association for Com-
maunity Affairs mesting. Albuguerque Marriott, Albu-
querque, N.M.

Oct. 8-12—MIPCGM '85, international film and pro-
gram market for television, video. cable and satellite.
Cannes. France. Information: David Jacobs. Perard As-
sociates. (516) 364-3686.

Oct. 9-11-—National Religious Broadcasters Midwest
conference, "Building Relationships.* Midland hote!
Chicago. Information: (312) 668-5300.

Oct. 10-11—Broadeast Financial Management Asso-
ciation/Broadeast Credit Association board of direc-
tors meetings. Marriott Copley Place. Boston.

Oct. 10-13-National Black Media Coalition 12th an-
nual media conference. Shoreham hotel. Washington.

Oct. 11-12—Friends of Old Time Radio 10th annuai
convention. Holiday Inn-North, Holiday Plaza, Newark,
N.J. Information. Jay Hickerson, (203) 795-6261 or
(203) 248-2887.

Oct. 11-13—/llinois News Broadcasters Association
fall meeting. Chancelior Inn, Champalgn, (il

Oct. 13-15—Women in Cable national management
skills conference, "Managing a Maturing Business.
Westin hotel, Denver.

Oct. 13-15—Nevade Broadcasters Association annual
convention. Alexis Park hotel, Las Vegas.

Oct. 13-15—National Religious Broadeasters Associ-
ation Southwestern conference. Holidome, Dallas.

Oct. 13-16—Women in Cable tourth national manage-
ment conference. "Managing a Maturing Business,” in
conjunction with Dexver University, featuring "cable
case studies.” Westin Tabor Center hotel. Denver. Infor-
mation: (202) 296-7245

Oct. 15-17—Seventh annual Satellite Communications
Users Conference. Louisiana Superdome, New Or-
leans.

Oct. 16-19—Awmerican Association of Advertising
Agencies Western region convention. Hyatt Regency
Manterey, Monterey, Calif.

Oct. 17-18—Sociely of Broadceast Engineers. Pitts-
burgh chapter, 12th regional convention and equip-
ment exhibit. Howard Johnson's Motor Lodge, Monroe-
ville, Pa.

Oct. 17-20—American Women in Radio and Televi-
sion Northeast area conference. Ramada Renais-
sance, Washington

Oct. 18-—Radio-Television News Directors Associ-
ation region 12 meeting with region one. Society of
Professional Journalists/Sigma Delta Chi. Sheraton
Center, New York.

Oct. 18-20—Economics conference for journalists. co-
sponsored by Foundation for American Contmunica-
tions and Chicago Tribune. Harrison Conterence Cen-
tei. Lake Bluff. Ill. Information: (213} 851-7372

Oct. 20-23--American Children’s Television Festival
being held for first time by Central Educational Net-
work and noncommercial WTTW-TV Chicago. sup-
ported by grants from John and Mary Markle Founda-
tton, Lloyd Fry Foundation and Coleman
Foundation. Drake hotel, Chicago. Information: {(315)
545-7500 or (312) 583-5000.

Oct. 21-24—-Computer graphics show, sponsored by
National Computer Graphics Association. Georgia

ULLIVAN
SOLVES.

By finding and recruiting out-
standing executives who are exactly
right.

Right for their assignments. Right
for their responsibilities. Right for the
specific business styles and envi-
ronments of their new companies.

A Sullivan search is based on
over twenty years of experience in
communications. It is thorough,

JOE SULLIVAN & ASSOCIATES, INC.

EXECUTIVE SEARCH AND RECRUITMENT
340 West 57th St., New York, NY 10019 (212) 765-3330

The person you describe is the person we'll deliver.

careful, and totally discreet.

From group presidents tc general
managers, many of the most suc-
cessful executives in the broadcast-
ing and cable television industnes
today were found and recruited by
Joe Sullivan & Associates.

For a confidential discussion of
your executive reguirements, call
Joe Sullivan today.
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People keep asking
our R&D Department
“What’s New?”’

Here’s what’s new:
the VITAL 3000 Series
Production Switcher.

You said you needed lots of keying power. We listened. And our R&D
Department created the 3000 Series Production Switcher with 4 video keys...

or, a chroma key plus 4 video keys in each M/E. All M/E’s have separate key M1 TECHNOLOGY

inputs, with discrete filling signals, permitting 16 self-filled keys in our largest VIDEO PRODUCT INNOVATORS
3000 model. You said you wanted simple operation. We listened. And we

offer dual handlebars, 2 Auto Transition Units, and our new Simul-Key N
system to make multiple key entries and exits simplicity itself. Also, key Ry

set-ups are automatically placed in memory for instant access in fast-paced ,

switching situations. You said you wanted a switching system that is

unmatched in the industry today. We listened. And we put the 3000’s keying

power under our new PSAS 300 control for a new definition of VITAL INDUSTRIES. INC
. .

state-of-the-art. L
So if you don’t hear from our R&D Department, don’t worry. We're LN 53”‘1[9(‘)'2]"3(7;3}]"5‘3;1" LT

probably too busy listening. TWX: 810-825-2370 * TLX: 80-8572-Vital-A-Gain




World Congress Center. Atlanta.

m Oct. 22-24—Mid-America Cable TV Association an-
nual convention. Vista International, Kansas City, Mo

Oct. 22-24—New York State Broadcasters Associ-
ation 31st annual meeting. Americana Inn, Albany, N.Y.

Oct. 22-24—0Ohio Association of Broadcasters fall con-
vention. Hyatt on Capitol Square, Columbus, Ohio.

Oct. 24-26—National Religious Broadcasters Associ-
ation Eastern area conference. Marriott Airport, Phila-
delphia

—————

November

Nov. 1-3—Advanced economics conference for jour-
nalists, co-sponsored by Foundation for American
Communications and Gannett Foundation. LEnfant
Ptaza, Washington. information: (213) 851-7372.

Nov. 3-6—Missouri Broadcasters Association fall

meeting. Lodge of the Four Seasons. Lake of the
Ozarks, Mo.

Nov. 6-8—Athens International Video Festival, spon-
sored by Athens Center for Film and Video. Athens,
Ohio. Information: (618) 594-6888.

Nov. 8-15—/[nternational Film & TV Festiva! of New
York annual awards competition. Information: (914)
238-4481.

Now. 10-13—Association of National Advertisers an-
nual meeting. Boca Raton hotel. Boca Raton, Fla.

Nov. 11-14—National Association of Regulatory Util-
tty Commissioners annual convention. Marriott Mar-
quis hotel, New York.

Nov. 13—0Qhio Association of Broadcasters financial
managers' meeting. Holiday Inn East, Columbus. Ohio.

Nov. 13-16—Society of Professional Journalists/Sig-
ma Delta Chi, national convention in Arizona, hosted
by Valley of the Sun chapter. Phoenix Hilton.

C D, oS8 Mike

Not for him

EDITOR: Responding to your editorial of July
15, “Fair game,” may it be known I do not
deny the writers, publishers and recording
companies their First Amendment rights to
write and publish their drug-promoting,
anti-life, pornographic material.

As a radio station owner, what I do abhor
is being compelled to submit involuntarily to
the confiscatory music licensing organiza-
tions which extract money from me to sup-
port the filthy music businessmen.

What we need is protection from being
forced to finance the purveyors of degener-
acy. To date, our Justice Department and the
“all-industry committee” do nothing to
thwart the “cooling” of the bad with the
good.—Thomas H. Moffit, president,
wvCHrAM) Chester, Pa.

What'’s in a name?

EDITOR: Tom Wolzien’s “Monday Memo” in
the July 8 issue was welcome. They are
cloning these new “production profession-
als” these days and I was wondering what to
call them.

Mr. Wolzien advances the curious concept
that these guys don’t need any technical
background and experience to support the
technical aspects of the job. In fact, he ap-
parently believes that engineering training
and experience actually limit creativity.

We know the type well. These are the
fellows who, once they find out that the
word sync doesn’t use the letter “K” and
really stands for a longer word, consider
their technical education complete and go on
to full-time deep thinking. (This was the
same sort of attitude that ushered in the dark
ages.)

These same people make up the ranks of
the equipment cultists—only switcher A;
only monitor B; only graphics generator C
will do the job—with no thought given to
balance or budget. (This is innovation?)
They have learned more in a couple of years,
utterly unburdened by anything as limiting

as mathematics, than the plodding chief en-
gineer who keeps trying to obey the laws of
physics.

There is every reason to believe that a
trained technical person may be a better lis-
tener than an untrained one. These lads are
merely after professional status without do-
ing the hard work that goes with that status.

Mr. Wolzein is right about one thing; man-
ufacturers do listen to these guys. They keep
stamping their little feet.

On second thought, I think we’d be better
off if they would go back to their tinker toys
and I go back to calling them what I used to.
Twerps.—Carroll Cunningham, president,
DYMA Emngineering, Los Lunas, N.M.

Station identification

EDITCR: As one who drives considerable dis-
tances each year, I experience the continuing
frustration of inexact and infrequent radio
station identification. “Country 95” or
“News-Talk 100" are of little enlightenment
to the driver entering a particular area and
wanting to tune in & local radio station. I
often have wondered (as a former station
owner) why broadcasters are so bashful
about telling who they are and where they
are. The recent rash of call letter changes has
not helped matters.

A few seconds invested in more exact sta-
tion identification can only be a big help to
the driver, and should pay off to the station
owner in better audience. To be sure, my
BROADCASTING YEARBOOK accompanies
me in the car, but when driving, it is a little
hard to wrestle this publication. Today’s new
digital dials help us find stations, but when
searching and finding a signal, the confirma-
tion that we are on a local signal would be a
big help.—Jokn F. Hurlburt, president,
Walker Media & Manragement Inc., Holmes
Beach, Fla.

Editor’s note. Reader Hurlburt and others might
want to consider ordering BROADCASTING'S
"Across the Dial," a pocket-sized compendium
of U.S. radio and TV stations, frequencies and
formats. It's available from BROADCASTING for
$6.95.
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You get a

TOWER OF
STRENGTH

When you buy

L/

EXPERIENCED ENGINEERING, STRONG CONSTRUCTION,
PROMPT INSTALLATION — YOU GET ALL

Wl THESE WHEN YOU BUY UTILITY.

o UTILITY TOWERS ARE EASIER TO TUNE,

) EASIER TO MAINTAIN.

) AND THESE MONEY-SAVING EXTRAS COST

] YOU NO MORE FROM UTILITY.

g THERE ARE UTILITY TOWERS IN
NORTH AMERICA, SOUTH AMERICA, EUROPE
AND ASIA.

CHOOSE UTILITY — KNOWN THE WORLD COVER

Y L L L

AS THE “TOPS IN TOWERS”
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SERVING NATIONAL ASSOCIATION OF BROADCASTERS FOR OVER THIRTY YEARS
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| COMPANY

P. 0. BOX 12368
3200 NORTHWEST 38TH STREET
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A radio sales commentary from Michael Horn, Mike Horn & Associates, Boston

Rethinking radio
measurements as
formats become
more specialized

The technological changes that are prevalent
in almost every field are of major conse-
quence to the media/sales efforts of today’s
radio broadcaster.

With the total number of radio stations in
any given market now providing a wide
spectrum of narrowcasting, it follows that
this varied programing delivers individual
station audiences of diverse classifications.
As the share spread between stations de-
creases, it is apparent that measurement em-
phasis must of necessity start leaning toward
the qualitative rather than quantitative.

With mass audiences rapidly disappearing
because of the high cost of collecting them,
the ability to reach large groups of people
inexpensively at a low cost-per-thousand is a
thing of the past. Increasingly, we find the
marketeer trying to focus his costs in deeper
penetration of target demo groups, develop-
ing characteristic audience profiles relative
to product needs and enhancing exposure to
the salable consumer, all to achieve greater
sales productivity.

Today’s radio salesperson certainly had
the means and expected ability to be able to
provide for the attainment of these goals. He
has more research data and media informa-
tion available to him than was ever previous-
ly imagined. Yet technological change is its
own enemy in the deluge of information it
creates.

Now we have the super-computer dis-
seminating reams of listener criteria—de-
mographic categories, ratings, C-P-M’s,
CPP’s, reach and frequency computations,
exclusive cume combinations, listening lo-
cations, collateral material like qualitative
links, product usage and so on. Yet, this data
by itself is inconclusive until it is interwoven
with the positive factors of a particular
broadcast facility—format, station image,
on-zir personalities, promotions, specialized
programs and listener rapport to the adver-
tiser’s product (life-style/psychographics).

The key to the use of these tools (and that
is exactly what they are—tools) lies in the
ability of the professional to convert raw
numbers and demonstrative information into
an effective selling instrument. But only
with a thorough and total acquaintance with
current instruments can a Salesperson suc-
cessfully apply this information to the prod-
uct and sales target.

To be singularly effective, today’s seller
must attain proficiency as a media expert,
marketing specialist, computer-data analyst,
product manager, creative director, pro-

Michael C. Horn, president of Mike Horn &
Associates, a Boston-based consortium of
professional radio consultants, is a 30-year
veteran of broadcast sales and sales
management. Before developing his own
radio sales training organization, Horn was VP/
manager-New England of Blair Radio for 15
years and for the past three years serveg as
senior VP/manager East-South Division for
Blair. His previous experience includes sales
management at wRKO(AM) and wNAC-AM-TY, all
Boston, and the Yankee Network.

graming consultant, and above all, as the
best damn competitive sales executive avail-
able. Sellers must build a reputation of reli-
ability and resourcefulness to place them-
selves in the undisputed position of
professionalism, looked upon as the most
knowledgeable authority available for the
product they represent and the media sur-
rounding it.

If research and selling have become more
sophisticated, does it follow that planning
and buying levels have attained the same
proficiency? We see more and more undisci-
plined, unschooled media types continuing
indiscriminately to stick labels of question-
able usage and nearly arbitrary demographic
targets on their clients’ products and services
to provide an easy, end-all answer to their
media enigmas.

Without fully disciplined development of
product and consumer research, the applica-
tion of limited-audience target measurement
can be misleading, ineffective and costly to
the advertiser. And yet we radio salespeople
have become so governed by the media buy-
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ers that we automatically accept their stan-
dards as gospel and rarely question or rebut
their requisites.

Here is the opportunity for the super-
salesperson. He must employ his total exper-
ience and know-how to re-evaluate errone-
ous, simplistic routines and provide salient
assistance. His obligation is to have a work-
ing knowledge greater than his client’s.

Currently, while there is a sufficient base
of research available for in-depth media
planning, it is on a single plane, only useful
on a fairly broad level and certainly not re-
flective of the scope of radio’s potential. We
must move beyond today’s simplistic AQH/
rating demographic mentality. There is a cry-
ing need for enhanced specifics and fully
defined listener/station positioning. The so-
cio-economic information that is available
on age, income and education is not nearly
enough. There must be a major amplifica-
tion of product usage data cross-indexed
with a station’s defined listener profile and
life style (Tapscan and Scarborough are on
track).

If our route is to be one of audience target-
ing, the industry must fulfill its obligation to
supply its portion of a continuous and suffi-
cient flow of complementary media-graph-
ics. We must also assume the responsibility
to educate our sales people in the forceful
application of these standards so that radio
will function as a primary resource.

*“What’s new” in radio research should not
mean market report redesigns or growth of
contemporary procedures, but rather the in-
troduction and development of an industry-
wide philosophy that will take advantage of
the changing form and substance of radio’s
position in the overall advertising structure.
To improve its static 7% share of the adver-
tising pie, the industry must piot & new
course of offensive action, take advantage of
the growing individuality of the medium and
provide the advertiser with a better reason to
use radio.

So here we stand, truly on the edge of
unparalleled technological innovation, fac-
ing an infinity of research the magnitude of
which can scarcely be conceived. But now is
the time for broadcasters to start thinking
about rearranging priorities, a time to start
thinking about how we may capitalize on the
differences between stations and types of au-
diences. A time to start proving that, market
to market, similar types of format (indepen-
dently or collectively) deliver traceable
“magazine type” groups of consumers.

Because, let’s face it, as fractionalization
of listeners continues and stations deliver
further uniformity in numbers, the only
eventual instrument of competitiveness will
be rate. And you know who wins that bat-
tle—certainly not the broadcasters. 7]



THE BOTTOM LINE HAS
ALWAYS BEEN BETTER PEOPLE.

At Eastman Radio, we’ve never forgotten that selling

is a one on one process between buyer and seller.

So while other radio rep firms depend on
numbers to do all their selling, we’ve concentrated
on hiring, training, motivating and keeping the
best sales force in the business.

HIRING. Most people we hire don't have a spot
radio background. That way they don't have to
“unlearn” someone else’s system.,

TRAINING. Eastman sales training has always
been the toughest in the business. We pioneered
videotape role playing. Before Eastman people sell

EASTMAN====:

for you, they have to be able to sell to their peers
and to our management. Then they must
undergo a daily routine of self-evaluation and
improvement.

MOTIVATION. Eastman is employee-owned.
Our people are motivated from Day One. No fancy

sychology, just simple economics—they work
arder for you because they're working for
themselves.

EXPERIENCE. Because we're dedicated to our
people, they remain dedicated to us. They stay
with us longer—an average of 10 years. They know
their stations and their markets.

So this is our bottom line: At Eastman, we put
all our efforts into developing and holding onto
winners. Aren't those the kind of people you want
to sell your station. ..one on one?

One on one, no one can beat us.



How interesting is
your radio station
on the weekend?

TED KOPPEL

RON LUCIANO
MARINA OSWALD
DR. LENDON SMITH
HOWARD JARVIS
ED MCMAHON
HELOISE

RALPH NADER
JERRY LEWIS

SID CAESAR
ANGELA DAVIS
MILTON FRIEDMAN

This is just a partial list of guests that have
appeared on the ED BUSCH TALK SHOW.
Your listeners can talk to the famous and the
infamous via our toll free WATS line every
Sarurday and Sunday. Join industry leaders like
KTAR, WCKY, KCMO, KARN, WHWH,
WICH WPBR, KZIA, WOC KFRU WH]I,
KDTH KIKM, WAVI, KNUS, KOGO .
giving your listeners weekend rogramrmng as

good as Monday through Friday programming,.

Even stations that don’t offer news or talk
formars find it the perfect weekend arrention
getter. Thar means additional ratings—and
sales—and excitement —seven days a week for your
radio station.

If you want the ED BUSCH TALK SHOW
thar’s all you have to take. There is no spot
inventory outside of the program and we don’t

HOWARD RUFF

LEO BUSCAGLIA
SIMON WEISENTHAL
CANDY LIGHTNER

SAM DONALDSON
CARLTON FREDRICKS
CLEVELAND AMORY
DR. KENNETH COOPER
MADALYN MURRAY O’HAIR
STANSFIELD TURNER
PHYLLIS SCHLAFFLEY
ALEXANDER HAIG

make you carry any other programming. You don’t
even have to be an AP radio affiliate to carry the
show! The ED BUSCH TALK SHOW is live
via satcllite every Sarurday and Sunday from 4
to 8 p.m. eastern time. But if that doesn fit
your schedule, you can move it. Each hour of
the program is a complete show in itself. If you
run sports, you can join it in progress without
makm g your listeners feel they have missed a
i And we think Ed Busch
just happens to be the best at
what he does. Obviously so
do some pretty important
people in our business.
The surprisingly affordable

The Ed Busch
ED BUSCH TALK SHOW. Talk Show

Call Pat Hazan collect at (202)-955-7243 for details.

m Associated Press Broadcast Services
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Must-carry rules fall to court edict

Held unconstitutional on grounds
of First Amendment; possibility

of redrafting by FCC left open;
cable declares ‘grand slam’
victory, broadcasters threaten

to open second front on copyright

The FCC’s must-carry rules, a centerpiece of
the commission’s regulation of cable televi-
sion for some 20 years, have been ruled un-
constitutional in their present form. A three-
judge panel of the U.S. Court of Appeals in
Washington, in a unanimous opinion issued
last Friday (July 19), held that the rules are
far too broad to meet the requirements of the
First Amendment. But the opinion leaves
open the possibility that the rules can be
redrafted in a manner to meet the court’s
concems.

To broadcasters, the decision represents a
stunning setback. As the commission re-
pealed other cable rules that had been pro-
mulgated to afford broadcasters protection,
the rules requiring cable systems to carry
signals of stations that are otherwise view-
able in a community appeared to assume in-
creasing importance. And while cable sys-
tems, particularly, smaller ones, complained
that the required carriage of local signals
was preventing them from carrying pro-
graming of their choice, broadcasters and
the commission maintained that the rules
were essential to maintaining the availability
of local broadcast service, to subscribers as
well as (o nonsubscribers.

At the commission, lawyers were licking
their wounds and beginning to think about
what to do next. General Counsel Jack
Smith noted that attempting to redraft the
rules in a manner that would satisfy the court
is an option, but poses *very difficult” prob-
lems. Still, he said, “we have some very
bright people, very creative,” in the Mass
Media Bureau. “Once they begin thinking
about it, they may come up with some-
thing.” Whether the commission will take
another route available to it and appeal—
either by seeking rehearing en banc before
the full appeals court or by seeking Supreme
Court review—remains to be seen. The
commission has 45 days to make a decision.
“There will be a lot of talk about appeals in
that time,” Smith said.

The importance the broadcasting industry
attached to the issue was reflected in the fact
that more than a dozen licensees and organi-
zations participated as intervenors in the two
cases that were at issue—one brought Ly

-

Quincy Cable TV Inc. and the other by Turn-
er Broadcasting System. Quincy, located be-
tween Seattle and Spokane, Wash., was
seeking reversal of a $5,000 fine the com-
mission imposed on it for its refusal to carry
the signals of two local stations. TBS was
appealing the commission’s rejection of its
petition to initiate a rulemaking to delete the
must-carry rules. As a cable programer, it
does not want cable systems’ channels filled
with signals they are obliged by commission
rules to carry. Both Quincy and Turner in-
voked the First Amendment in their appeals.

The panel, in an opinion written by Judge
J. Skelly Wright, made it clear it felt the
commission has a higher barrier to clear in
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regulating the content of cable programing
than broadcast. “In light of cable’s virtually
unlimited channel capacity, the standard of
First Amendment review reserved for occu-
pants of the physically scarce airwaves is
plainly inapplicable,” Wright wrote. The
First Amendment is not an absolute shield
against regulation. He noted that * ‘inciden-
tal’ burdens of speech—those that evince a
governmental interest unrelated to the sup-
pression or protection of a particular set of
ideas”—are permissible, if it can be found to
advance a substantial governmental interest
and the alleged First Amendment restriction
*“is no greater than is essential” to advance
that interst. The commission’s must-carry
ru'es, the panel said, fail badly.

ndeed, the panel leaned toward a conclu-
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sion that the rules should be judged under a
test requiring an even heavier burden of jus-
tification. “Their very purpose,” Wright
said, “is to bolster the fortunes of local
broadcasters even if the inevitable conse-
quence of implementing that goal is to create
an overwhleming competitive advantage
over cable programers.” That was one rea-
son the panel felt uneasy about not holding
the rules to the higher standard. Another was
that, if a system’s capacity is filled by man-
datory programing, the rules prevent cable
programers from reaching their audience
“even if that result directly contravenes the
preference of cable susbcribers.” For al-
though the goal of the rules—preservation of
local broadcasting—can be viewed as unre-
lated to the protection of any particular set of
ideas, Wright said, “the rules nonetheless
profoundly affect values that lie at the heart
of the First Amendment.”

The panel also held that the commission
had not demonstrated the need for the rules.
It noted that FCC studies released in connec-
tion with the repeal of other cable rules con-
cluded that cable television does not pose a
significant threat to broadcasting. And even
if, as the commission argued, those studies
assumed the continued existence of the
must-carty rules, the panel held that the
commission had not sustained its burden of
justification. For the commission, Wright
said, has yet to prove the economic assump-
tions on which the must-carry rules are
based—20 years after they were adopted.
“In the two decades since the rules’ original
promulgation,” Wright said. the commission
has never seriously examined any of the ad-
mittedly speculative links in the chain of rea-
soning advanced in support of the rules.”

Then there was the key element of what
the panel considers the simple overbreadth
of rules that must be carefully tailored to
meet First Amendment requirements.
Wright noted that the “rules indiscriminately
protect each and every broadcaster regard-
less of the quantity of local service available
in the community and irrespective of the
number of local outlets already carried by
the cable operator.” Indeed, Wright added,
the station is entitled to carriage even if it
carries no local programing at all. What's
more, he said, “the rules’ overinclusiveness
lies in their indiscriminate protection of ev-
ery broadcaster regardless of whether or to
what degree the affected cable system poses
a threat to its economic well-being.” Wright
observed that although the point of the rules
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is to protect local broadcasters from com-
petitive injury, they “protect each and every
broadcaster, from the struggling UHF educa-
tional station to the most profitable VHF net-
work affiliute—no matter how profitable. no
matter how invulnerable to significant cable-
induced revenue losses.”

Wright, who was joined in the opinion by
Judges Ruth Ginsburg and Robert H. Bork,
said the panel was not passing on whether
any version of the rules would violate the
First Amendment. “"We hold only that in
their current form they can no longer stand,”
he wrote, adding: “Should the commission
wish to recraft the rules in a manner more
sensitive to the First Amendment concerns
we outline today, it is, of course, free to do
$0.

Like the commission lawyers, representa-
tives of the broadcasting industry in Wash-
ington were attempting to focus on how to
deal with the opinion—but there were signs
it could start a new battle over cable copy-
right. National Association of Broadcasters
President Eddie Fritts said, “The court’s de-
cision, if it stands, will have a major impact
on the free over the air system of broadcast-
ing in this country.” But he also said the
decision “changes the entire nature of cable
which, with no real obligation to the public,
still enjoys preferential copyright sta-
tus. . . the right to rebroadcast programs fora
fraction of their marketplace price without
having to bargain with the individual copy-
right owner.” And that preference, he added,
“merits a serious look by Congress.” And

Preston Padden, president of the Association
of Independent Television Stations, echoed
that view. He said the decision reaffirms
INTV’s view that “the compulsory license
that cable systems presently enjoy should be
repealed.”

But there was only joy in the cable televi-
sion community. Jim Mooney, president of
the National Cable Television Association,
expressed delight at what he called a “grand
slam ruling.”” He said the decision forges “a
vital link in the growing chain of decisions
establishing cable’s status as a First Amend-
ment speaker and electronic publisher.”

On one point, all sides could agree: Quin-
¢y has entered the legal literature as a new
landmark. 0

CBS and TBS go one-on-one in the Senate

Wyman and Turner state their
respective cases for and against
Pressier’s antitakeover bill

The Senate Conmimerce Committee last week
provided a forum for the opposing generals
in the fight for control of CBS Inc.—Thom-
as H. Wyman, chairman of CBS, and Ted
Turner, chairman of the board and president
of the Atlanta-based Turner Broadcasting
System Inc., a matching of Madison Avenue
and good ol boy. At issue was the Network
Acquisition Control Act, a so-called
antitakeover bill (S. 1312) that would re-
quire the FCC to hold an evidentiary hearing
in every case of an attempted hostile take-
over of a television network. But most of the
discussion centered on the unfolding drama
of Turner’s effort to acquire what has long
been regarded by many as the premier net-
work—with a sidebar issue CBS’s complaint
that the FCC is showing a pro-Turner bias.

The bill itself. though it has 11 co-spon-
sors, was given little support other than that
of its principal sponsor, Senator Larry
Pressier (R-S.D.}, and Wyman. They said it
was necessary because the commission was
departing from what they said was the prac-
tice it had followed in the past of holding
hearings in such cases. But Wyman, in the
course of his testimony. was obliged to ac-
knowledge that CBS’s position represents
the only time it has endorsed the acceptance
of FCC regulation of the networks. Turner,
for his part, saw no need to spare the feelings
ol Pressler, a member of the committee:
“This bill [means] nothing more than further
delay and [is} special interest for CBS—this
is a pro-CBS, anti-Turner piece of legisla-
tion.”

FCC Chairman Mark Fowler was almost
as blunt. “I believe it [the bill] is unneces-
sary and would, if adopted. automatically
work to place the government’s thumb on the
scale in favor of existing management and
would shield management from the usual
discipline of the free market.” Neither of
two witnesses chosen for what were thought
would be conflicting views on the issue sup-
ported the bill. Former FCC Commissioner
Glen Q. Robinson, who now teaches law at
the University of Virginia, said the measure
“represents a misguided concern for an

Turner and Wyman

imaginary public concern” and “has no
credible justification.” Henry Geller, a for-
mer FCC general counsel who is now direc-
tor of the Washington Center for Public Poli-
¢y Research, said the bill “does both too
much and too little.”” But he directed much
of his fire at the commission, which he said
is “subverting” the Communications Act in
dealing with efforts at hostile takeovers.

There was even criticism of the hearing
itself. Senator Ernest F Hollings (D-5.C.),
speaking from the bench, expressed annoy-
ance at having been lobbied by both sides
and said he had not wanted the hearing.
“Congress should noi be used to pre-empt
the administrative agency,” he said. It should
act only if it finds “a gross violation™ by the
commission. “But to have people running up
here for hearings. . . How can we sit up here
and be used as part of the administrative
process? Use amounts to abuse.”
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Hallings, Danforth and Pressler

But the hearing allowed Wyman not only
to fire away at Turner s takeover effort but to
give a further airing to CBS’s charge of FCC
bias. He pictured the commission as smooth-
ing the way for companies engaged in hos-
tile takeovers, and not only because of what
he said was the commission’s failure to fol-
low precedent and order an evidentiary hear-
ing in Turner’s takeover bid. (The commis-
sion held 93 days of hearings in the ABC/
Paramount merger case in 1953 and two
weeks of hearings in 1967 in the ABC/ITT
case, but only after substantial pressure from
the Justice Department. A vyear later, it or-
dered a hearing in connection with the late
Howard Hughes’s effort to acquire ABC, but
Hughes dropped the matter at that point. The
commission will hold two days of en banc
hearings on Turner-CBS, on Aug. | and 2,
before making a decision as to whether sub-
stantial issues of fact remain to be resolved
in a full-dress evidentiary proceeding.)

Wyman said that even before Turner’s of-
fer for two-thirds of CBS stock was made—
an offer estimated by some at more than $5
billion—"there was an atmosphere attribut-
ed to FCC personnel—Iairly or unfairly—of
facilitating” the takeover process. CBS Vice
President and General Counsel George Vra-
denburg III wrote to Fowler last week to
complain about several reports in the general
and trade press, most of them attributed to
anonymous sources at the commission, that
appeared to provide encouragement to what
Wyman called “potential corporate raiders”

o
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Round two in Atlanta

Having already squared off last week in congressional testimony, CBS Chairman
Thomas H. Wyman and Turner Broadcasting Chairman Ted Turner may find them-
selves in the same room less than a week later. On Wednesday, July 24, in U.S.
District Court in Atlanta, a two-day hearing is scheduled to consider Turner's request
that the CBS billion-dollar stock repurchase (BROADCASTING, July 8) be delayed. Both
sides are expected to present witnesses, and Wyman is currently on the list, as are
certain other CBS directors. No matter how U.S. District Judge Robert L. Vining rules
on the request for a preliminary injunction, there is likely to be an appeal.

Turner has acknowledged that certain covenants, or rules, tied to the notes and
preferred stock CBS will issue in buying back 6.4 million shares of its stock could
seriously damage his takeover bid. One person familiar with the Turner strategy
suggested that while attention has until now been focused on the provisions that limit
future debt CBS can take on, the real target of Turner's legal attack is elsewhere:
“There are ways to meet the tests of the fixed charge ratio and debt capitalization
ratios,” said this source. "But what stops the [Turner] offer is that CBS is saying that
you simply can't enter inlo certain types of agreements. It prohibits certain asset
sales as well as the transfer of money from CBS, which would be a subsidiary of
Turner Broadcasting, to the parent company.”

Securities issued by other corporations have such provisions, he said, but they
provide for "injunctive relief” for the immediate redemption or prepayment of those
securities in case the provisions are violated. But with the CBS offer, he said, "You
can't give them their money back.”

The weight of legal attention is currently focused on Wednesday's hearing in
Allanta. There are also complaints pending in U.S. District Court in New York, but
discovery cut-off dates have not been reached, and at least one lawyer said that no
decision is expected before September.

Also on a slow-burning fuse is Governor Mario Cuomos decision on recently
passed legislation in New York that would hinder noncash takecver bids for corpora-
tions chartered in New York and having certain qualifications, for which CBS meets
the test (BROADCASTING, July 1). A spokesman in the state capital, Albany, said that
the legislature still has not formally been given to the governor for signing or veto. He
added that it would probably be mid-August before the governor acted. His staff,
meanwhile, is reviewing the numerous legal briefs commenting on the legislation.

Turner himself several weeks ago called Cuomo, who has also had direct conver-
sations with CBS officials, the spokesman said. The spokesman added Cuomo could
veto the legislation in the expectation that a revised version, more to his liking, would
be adopted by the legislature in the fall: “Those kind of things happen all the time,”
said the spokesman. “There have been bills that he has vetoed because there are
technical deficiencies that he feels won'l stand a court challenge, or because the bill
needs to be more workable or fairer.”

One report last week gave details of what it said was an offer being made by Turner
to prospective investors in his bid. In return for injections of cash, The Washington Post
said, Turner was offering investors notes bearing 15%; warrants to purchase up to
40% of CBS stock, if the company is acquired, and a first option to buy any CBS
assets that would be put up for sale. Speculation of one informed source is that
Turner would be willing to reduce his ownership in a merged TBS/CBS in exchange
for cash that would allow him to go ahead with his offer even if the CBS share
repurchase is completed.

{see page 40). “Unfortunately, some FCC
officials have not been entirely successful in
maintaining a kind of neutrality that really is
important—the appearance of objectivity
and impartiality in the consideration of pub-
lic interest arguments that are presented to
the agency,” Wyman said in his prepared tes-
timony.

Fowler denied the charge when ques-
tioned about it by Senator Daniel K. Inouye
{D-Hawaii), one of the Pressler bill’s co-
sponsors. "It is important that FCC proce-
dures be as scrupulous as possible,” he said.
“The FCC has been impartial.” And he said
he would not “hesitate to investigate any al-
legation of impropriety.” As for the Vraden-
burg letter. Fowler said the examples cited
were either inaccurate as presented or dealt
with inaccurate reports.

In the case of a Washington Post article,
he said the letter referred to “FCC sources™
when the story said only ‘‘sources.”™ Actual-
ly, the story used both terms.

In a rebuttal letter sent to Danforth on
Friday, CBS presented its case again and in-
cluded copies of the articles upon which it
was based.

Wyman’s attack on the Turner bid centered
largely on the charge that the takeover, if
successful, would so burden the company
with debt and exhaust it financially as to
leave it without the resources needed to con-
tinue its news and entertainment services. In
collequies both with Committee Chairman
John Danforth (R-Mo.) and Senator John D.
Rockefeller IV (D-W.Va.), Wyman said he
was not referring to quality or taste of the
programs. He was speaking, he said at one
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point to Danforth, about **whether resources
are there to provide full news service and a
full entertainment schedule. If a sufficiency
of resources does not exist, the network
can’t exist.”

Wyman’s concession that CBS was break-
ing with its history in seeking government
regulation came in response to questions
from Hollings. The senator, who had cited
that history, said, “You can’t see any reason
other than this [ Turner’s proposed takeover]
for the networks to be under the Communi-
cations Act?” “You're right,” Wyman re-
plied. “Any other networks support you on
bringing the networks under the Act?” Holl-
ings asked. “No,” Wyman answered. The
CBS executive also said CBS had not solicit-
ed such aid. “We’re in a competitive world,”
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he said. Hollings could not resist a final jab,
as Wyman prepared to leave the witness ta-
ble with his attorney, former FCC Chairman
Richard E. Wiley. Noting that CBS now
feels that “under certain circumstances, net-
works should be brought under the Commu-
nications Act,” Hollings said, “Chairman
Wiley, you have made history.”

Turner (who left his attorney, Wiley’s suc-
cessor as FCC chairman, Charles D. Ferris,
sitting in a front row seat in the audience),
used his turn at the witness table to wage a
counterattack. He accused CBS of waging
“a disinformation and intimidation cam-
paign” against his proposal, and added,
“Now they’re accusing the FCC of improper
treatment.” He sprinkled his testimony with
his familiar charge that the networks gener-
ally present *‘sleaze” and “violence”—a type
of programing he said would not be seen on
CBS if he gains control. Like Fowler, he said
existing FCC procedures are sufficient to
protect the public interest—and that the
Pressler bill works to the advantage of pres-
ent management, “They don’t want elections
to be held—like a South American coun-
try”—on the viability of his offer, which has
been criticized by some for its lack of a cash
component and its reliance on junk bonds.
But Turner repeatedly cited what he said was
“Wall Street’s” endorsement of his proposal.
And he said he was not concerned about an
FCC exploration of the question of whether
he would have the necessary “resources” 10
program the network. “Wall Street and our
analysts say the resources are there.”

At one point, he invoked his own history
to back up the assurance he offered. “There
is no guarantee,” he acknowledged. “There
could be a depression. But [’ve been running
my company for 22 years, since | was 24.
We built it up from nothing, through four or
five recessions. I know how to scramble
when I have t0.” And he indicated he has a
possible backup plan for meeting costs, after
he takes it over, if financial problems be-
come serious. He said he had written “no
draconian cost-cutting” plans into his prop-
soal. “There is a lot of fat that could be
squeezed. They throw more money away
than defense contractors.”

Probably the strongest argument against
the Pressler bill was made by former Com-
missioner Robinson. “If a transfer of control
raises issues of public interest that demand
an evidentiary hearing“—and he said it does
not in every case—"how does one justify
distinguishing between friendly and hostile
takeovers?” he asked. And as for the finan-
cial argument being made against the take-
over, he does not regard that as a matter of
public interest. He said there is “no credible
basis” for the supposition that CBS’s oper-
ations would be adversely affected by take-
over which leaves the corporation financial-
ly weak. Even “a worst-case scenario”
which sees CBS spinning off its stations to
obtain the funds needed to pay off debt does
not disturb him. His reaction: “So what?” He
said CBS is not the only licensee that can
operate the stations “in the interest of profit
or in the interest of the public.”

Neither did Geller offer much support for
those supporting the Pressler bill, though he

made it clear he feels some legislation is
needed to force the FCC back to the line
from which he believes it has strayed. Like
Robinson and other critics, he said the bill
“does t00 much” in requiring an evidentiary
hearing even when there is no substantial
issue of fact. He said it would be better only
to require “a ‘hard look’ with a report to
Congress on all changes of control of a ma-
jor television network, hostile or friendly.”
But he also said the bill “does too little” in
failing to deal with “recent FCC actions that
subvert the congressional intent” in connec-
tion with hostile takeovers. He said Con-
gress, in a 1960 amendment to the Commu-
nications Act, intended to afford the public

an opportunity to comment on a proposed-

transfer of control before commission ac--
tion, Only transfers of a minor nature were
excepted.

But, Geller said, the commission is using
that exception “and, apparently, a new one, a
temporary grant to a trustee” under another
section of the act—to get around the clear
congressional purpose.” The commission
used the first exception to approve efforts to
take over Storer Communications Inc., an
action the U.S. Court of Appeals approved,
over the objections filed by Geller in behalf
of a public interest group. And it used the
second in authorizing Jack Kent Cooke to
proceed with his effort to acquire Multime-
dia Inc. Thus, Geller said, the commission
could hold the evidentiary hearing required
by the Pressler bill but at the same time give
temporary authority to a trustee to proceed
with the stock acquisition. And in that situa-
tion, he said, “there is great pressure on the
commission to go along with the practicali-
ties of the situation—to let the new group
take over and get on with the business of the
corporation.” The entire matter, he said, is
prejudged. He said Congress should amend
the Communications Act to insure that effec-
tive public participation in such matters is
not precluded. o

Cooke out of

the race for
Multimedia at
$25 million profit

He agrees to sell his holdings
in Greenville, $.C., company
back to firm at $70 per share

Jack Kent Cooke is not necessarily happier;
he’s just richer. This week he is at least $25
million richer after agreeing last Friday (July
19) to sell his holdings in Multimedia and to
give up his quest to buy the Greenville,
S.C.-based publisher, group owner, MSO
and production company.

In what has by now become a familiar
corporate scenario, Cooke agreed not to pur-
sue the $70.01 per share tender offer he pro-
posed on Monday (July 13) and also agreed
not to buy shares in Multimedia for at least
five years. Multimedia agreed to buy his 1.6
million shares back for $70 each (for a total
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Cooke

of $113.9 million) and cover certain ex-
penses, which are reliably estimated to be
over $1 million. On a per-share basis,
Cooke’s profit comes to roughly $15.

The agreement also will end litigation be-
tween Cooke and Multimedia and improves
the prospects of the company’s recapitaliza-
tion plan.

In a statement Friday Cooke said: “1 am
disappointed that [ was unable to persuade
Multimedia’s management and family
founders to sell to me; but I have concluded
that the wise course of action is to respect
their decision for them to retain control of
the company. [ had earlier been led to believe
that some part of the family founders would
be willing to sell their stock to me. Obvious-
ly this was not the case.” The family
founders and management controlled over
40% of the stock and their cohesiveness pre-
vented an outsider from obtaining the two-
thirds vote necessary to merge the company

Cooke’s strategy had been to get the
courts to dissolve agreements between the
family members and certain investors,
which prevented him from obtaining the
necessary two-thirds, or even a majority, of
the company’s shares. Last Friday he said
that the “prospect of protracted litigation,”
discouraged him from continuing the bid.

Multimedia Chairman Wilson Wearn is-
sued a statement last Friday saying that ‘‘res-
olution of this matter with Mr. Cooke was in
the best interests of Multimedia’s sharehold-
ers.”

Until last Friday’s announcement, Multi-
media shareholders clearly benefitted from
the tug-of-war for the company. In early
April, bids by Wesray Corp. and Lorimar
forced the company to abandon its $49 le-
veraged buyout (BROADCASTING, Feb. 11)
and substitute a recapitalization, which both
gave the shareholders a higher value for their
stock (currently estimated at roughly $57)
and allowed them to keep partial ownership
in the company. Trading in Multimedia was
stopped last Friday morning pending the an-
nouncement. [t reopened carly that after-
noon at 574, down six, but up since March
by nearly the same amount by which Cooke
has profited. o
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Comcast makes its move for Storer

Offer, $2.3 hilfion, is proposed
to Storer board; could change
face of LBO proposed by KKR

A $2.3-billion bid for Storer Communica-
tions was made last week by a company a
fifth Storer’s size. Comcast Corp. is propos-
ing that Storer become a subsidiary and is
suggesting a mixed equity and $82 cash offer
for each of the 21.2 million shares of Storer.
The Comcast bid is so far being made as a
proposal to Storer’s board of directors, not a
tender offer.

As a result of last week’s announcement,
the three-month-old leveraged buyout
(LBO) proposed by Kohlberg Kravis Rob-
erts & Co. and Storer’s management could
be in trouble, or at least have to be swee-
tened. This would be especially true if both
offers are weighed by a committee of “disin-
terested” directors. A majority of such a
committee could well be dissidents elected
at the last Storer shareholder meeting, who
had previously characterized the LBO as in-
adequate.

According to Comcast’s 150-page docu-
ment sent to the Storer directors last Tuesday
(July 16), Storer’s seven television stations
would be sold, but the cable operations
would become a Comcast subsidiary three
times larger than its parent company. Com-
cast chairman, Ralph J. Roberts, would still
retain voting conirol of the Bala Cynwyd,
Pa.-based MSO, which would move from
number 16 to number four in the ranks of
cable operators.

The Comcast proposal offers $7 more in
cash than the $75 cash in the LBO plan.
Storer would keep its name and each Storer
shareholder would receive 1.2 shares of pre-
ferred stock in the Comcast subsidiary. The
preferred would have no vote or guaranteed
rate of return but would have a preference (in
the event of the subsidiary’s liquidation} of
$25 per share. Storer shareholders would
also receive warrants to buy 1.2 shares of the
subsidiary's common (voting) stock which,
if fully exercised, would give them 12% of
the total vote, the rest being held by the
parent company. By comparison, the LBO
offers one share of $25 liquidation prefer-
ence stock (paying 13% dividends after the
sixth year).

Comcast valued its securities package
20% higher than the LBO preference stock.
Using Comcast’s own valuation, that would
put the total value of its offer at $96, com-
pared to the $87.50 given as a value for the
LBO.

According to Bemard Gallagher, vice
president and treasurer of Comcast, theirs is
not a hostile offer: “We think that it is so
clearly superior to the existing offer that the
[Storer] board of directors will be compelled
to review and accept it.. .1 think the pre-
ferred shareholders in our offer are in a better
position because there is less leverage. We
bring more to the party as a recognized great
cable operater than most other people bring
to it. The warrants are also enhanced by that
fact.”

Roberts

Five of the nine directors on Storer’s
board previously approved the LBO in
which chairman Peter Storer would have a
reportedly sizeable equity stake. But the oth-
er four recently elected board members are
nominees of Coniston Partners, who barely
failed in an attempt to overturn the LBO
proposal or accept it only in the absence of a
higher bid. If a committee of “disinterested”
directors were formed, the Coniston Part-
ners’ directors would have a majority, since
both Peter Storer and chief operating officer,
Terry Lee, are participants in the LBO. This
might force the original LBO offer to be
sweetened, and, in fact, the original offer
made by KKR to Peter Storer had a current
value roughly $2 greater than the final ver-
sion now under consideration.

With two offers on the table, Storer’s
board now must evaluate a number of ques-
tions. Would both deals be roughly complet-
ed in the same timetable? (Neither has ob-
tained regulatory approval—the LBO
proposal was submitted to the Securities and
Exchange Commission the week before last
and to the FCC last Monday.) How impor-
tant is it that the company maintain its dual
broadcasting and cable structure? (Storer’s
agreement with KKR provides that no major
divestiture of the company occur, in contrast
to Comcast’s proposed sale of the TV sta-
tions.} How does current management fare
under the two proposals? {Compared to the
LBO’s equity provisions, the Comcast pro-
posal suggests that Storer management can
stay with the merged company and that “in-
centive compensation” will be worked out.)
How secure is the Comcast proposal’s fi-
nancing? How important is it for Storer
shareholders to have equity in the surviving
company? (The LBO proposed that 10% of
any future offering be made available to cur-
rent shareholders. The Comcast proposal
gives shareholders the preferred stock and
warrants for common described above.)

As of last Wednesday (July 17), Storer
spokesman John Bonner said the Comcast
offer would be “diligently studied” and add-
ed that no date had been set for a meeting of
the company’s board. Even if the proposed
LBO is rejected in favor of the Comcast of-
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fer, the New York-based KKR, an invest-
ment firm, would come out ahead. Its origi-
nal agreement with Storer provides that if
the company accepts a higher offer, KKR
will get $1 per share ($21.2 million) plus
expenses.

Before making its offer last week, Com-
cast apparently tried to talk its way into get-
ting some of Storer’s cable properties. A
spokesman for KKR said, “What happened
was that Merrill Lynch, on behalf of Com-
cast, had two meetings last week with KKR
and one this week. They made an initial pro-
posal that would have let the offer of KKR
stand but. . .basically proposed dividing up
assets of Storer afterwards with KKR taking
the broadcasting properties and Comcast
taking cable. That was rejected and they
then came back with a second proposal in
which they would again piggyback on the
KKR deal but this time Comcast would do a
joint venture on the cable side with KKR,
who would also retain the broadcasting.
That, too, was rejected.”

Comcast said that to pay shareholders the
$1.7 billion cash, to refinance Storer’s debt
and to provide funds for continued oper-
ations would require $2.3 billion. Of that
amount, $200 million would be contributed
by Comcast and $900 million would come
from banks. Merrill Lynch & Co. would
commit for the remaining $1.2 billion,
which it would fund by selling off Storer’s
seven television stations (Merrill Lynch has
committed to get a minimum $800 million)
and raise the difference with subordinated
debentures.

Storer shares closed at $87 1/8 on the New
York Stock Exchange Wednesday (July 17)
afternoon, nearly $6 above the previous
week’s close. The price, just 40 cents below
Storer’s own estimate of the value of an LBO
at least several months away, suggests that
the investment community is betting on the
LBO terms getting better or being bettered
by Comcast. a

Broadcasters,
BMI reach
TV agreement

Deal sets new rate structure
and provides for future
disagreements to be settled
by independent rate court

The All-Industry Television Station Music
License Committee and Broadcast Music
Inc. “reached an understanding in principle”
last week over the rate structure to be used to
determine payments by broadcasters to BMI
for music licenses through 1987. And BMI
will seek to change its consent decree with
the Department of Justice to have future rate
disagreements settled by a rate court similar
to that used in negotiations with the Ameri-
can Society of Composers, Authors and
Publishers.

The new BMI fees are stated as percent-
ages of the fees broadcasters pay to ASCAP.
The specifics of the ASCAP fee structure are
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currently up in the air, pending a decision by
Federal Magistrate Michael Dollinger. Until
that decision, BMI rates are being based on
the 1980 ASCAP rate. According to Jack
Zwaska, administrative director of the
broadcasters’ committee, Dollinger’s deci-
sion is expected “some time in August or
September.”

In the new BMI agreement, interim (ef-
fective until a final determination of the AS-
CAP rate) and final rates are established. In
the interim, for every dollar paid to ASCAP,
broadcasters will owe BMI 58 cents for the
23 months between February 1983 and De-
cember 1984, 612 cents in 1985, 65 cents in
1986 and 68 cents in 1987.

After the new ASCAP rates are fixed, the
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final BMI rates will be 58 cents for the 1983-
1984 period, 65 cents for 1985, 68 cents for
1986 and 70 cents for 1987.

BMI also agreed to match the terms of
per-program license arrangements now be-
ing negotiated by the committee and AS-
CAP.

There was praise for the compromise from
both sides. BMI President Edward M.
Cramer said: “The settlement was not a vic-
tory for either side. Both sides gave up
something for something in return.” Said
committee chairman Leslie G. Arries, presi-
dent and general manager of wivB-Tv Buffa-
lo, N.Y.: “BMI is to be complimented,” and
he added that he was especially pleased with
the rate court called for by the agreement.

The agreement does not affect two items
scheduled for a vote at the BMI shareholders
meeting this Thursday (July 25). The com-
mitiee is seeking to reduce the BMI board
membership from 16 to 12 and to change the
BMI by-laws to prevent its board from offer-
ing stock without the approval of sharehold-
ers.

The meeting follows a denial by U.S. Dis-
trict Court Judge Edward Weinfeld of BMI'’s
request for an injunction that would have
prevented the sharcholder meeting that the
comrmittee requested and a counterclaim by
the committee and five dissident sharehold-
ers to prevent BMI from negotiating directly
with individual stations, instead of the com-
mitiee (BROADCASTING, July 1). 0O

Calls for a code on terrorist coverage

Attorney General Meese, Britain’'s
Prime Minister Thatcher and head
of American Bar Association all
favor voluntary pact among media
to guide handling of future events;
journalists appear prepared to
listen but resist ‘summit’ idea

Concern over the way the U.S. television
networks covered the hijacking of TWA
Flight 847 and the taking of American hos-
tages in Beirut traveled the Atlantic with the
American Bar Association last week and
was given voice by none other than U.S.
Attorney General Edwin Meese [I1. He said
the government is considering initiating
talks with the media that couid lead to the
adoption by them of a voluntary code of
restraint that would apply in future terrorist
incidents. He talked of agreements by the
media to delay the release of information
and even to withhold broadcast of some in-
terviews—an evident reflection of concern
over the many interviews, both with hos-
tages and those holding them, with which
the networks filled much of their coverage
during the 17 days the story ran.

Meese was not the only person of promi-
nence at the ABA who discussed the matter
of media coverage of terrorist incidents.
England’s Prime Minister Margaret Thatch-
er, in the remarks with which she opened the
convention, called on the media to adopt “‘a
voluntary code of conduct” to thwart terror-
ists and hijackers by starving them “of the
oxygen of publicity on which they depend.”

The stew was given still another stir by the
president-elect of the ABA, William W.
Falsgraf, who was quoted by UPI as saying
“recent events suggest a voluntary accord
could work if the standards are reasonable
and if the media is [sic] convinced it’s in the
interests of all free nations to abide by it.”

The events in London thus gave new life
to one side of the discussion of the networks’
intense coverage of the story for its 17-day
life. There has been little on the other side—
the gratitude expressed by hostages and their
families for coverage they think saved lives.
A Washington Post reporter, Christopher
Dickey, in a remarkable excursion into first-
person journalism in the final paragraphs of

a story, written from Beirut, on the network
coverage had this to say: “I think that on
balance the role of the media—television
particularly, and ABC specifically—was a
central element in keeping the hostage crisis
from escalating into a hostage disaster.”
Meese, evidently, is not persuaded. In the
discussions with the media he is consider-
ing, he said, he would be interested in exam-
ining the question of whether the coverage
was “helpful or hurtful” in terms of resolv-
ing the Beirut hostage crisis satisfactorily.
Network news executives, not surprisingly,
say their organizations behaved responsibly
and effectively, and are skeptical of the value

Thatcher

Meese

of some of the proposals being offered for
modifying coverage of such events in the
future.

But they also say they are open to sugges-
tions. Indeed, NBC News has been review-
ing and modifying its practices and guide-
lines against the background of the Beirut
hostage story and, NBC News President
Larry Grossman said last week, he is pre-
pared “to listen to any suggestions” from
outside the organization. ABC will offer a
forum for critics and supporters of the cover-
age in a Viewpoint program to be broadcast
on July 30.

Meese became involved in the coverage
issue during a news conference, when he
was asked to comment on Thatcher’s re-
marks. He endorsed them. And, while say-
ing he was “hesitant” regarding the use of
any “legal remedy” to restrict the media—he
said that “the ability of the press to speak
freely is an important tenet of our constitu-
tional guarantees”—he expressed the view

Broadcasting Jul 22 1985

An

that there is “mutual good will on the part of
the press and law enforcement authorities™
that might be exploited. “We’re going to be
looking at a lot of things,” he said, “and
certainly cooperation with the media is one
of them.” He said that “there are areas where
the press itself is not only willing but anx-
ious to cooperate.” Meese talked of govern-
ment-media conferences that could lead to
agreements by the media “to delay the re-
lease of information which would be inimi-
cable to the peaceful or rapid solution of a
particular operation, or ... even withhold
some interviews that might be dangerous or
endanger captives if they're hostages or en-
danger the successful conclusion of the oper-
ation.” Was he thinking of an agreement that
would be reduced to writing? That, he said,
“might be helpful.”

Meese was not the only Reagan adminis-
tration official to vent concern over the cov-
erage of the latest hostage story. The State
Department’s legal adviser, Abraham D. So-
faer, at an ABA panel discussion on terror-
ism, was expressly critical: “The hijackers
sought publicity, and they got it. The world
was ftreated to a media extravaganza that
gave irresponsibility and tastelessness a new
meaning.”

And the ABA president-elect himself, in
endorsing the Thatcher initiative, said the
heavy media coverage given the Shiite Mos-
lem militiamen ‘“‘played right into their
hands.” Referring to ABC’s broadcast of an
interview with the American pilot while a
terrorist held a gun to his head, Falsgraf said:
“It’s that sort of thing we would hope to
minimize.”

Similar sentiments have been heard on
Capitol Hill—although all were careful to
avoid suggesting government regulation. in-
stead, the call was for self-restraint, intro-
spection and the adoption of guidelines for
governing coverage of future terrorist activi-
tigs.

And views of media critics were seized on
as legitimizing the complaints. Senator Rob-
ert Byrd (D-W.Va.), the minority leader, for
instance, supported a call by Ron Powers,
media critic on CBS’s Sunday Morning, for
“a summit meeting” of network and broad-
cast industry executives to develop “some
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reasonable self-control over the extremes of
broadcast options during a terrorist epi-
sode.”

Representative James T. Broyhill (R-
N.C.), ranking minority member on the
House Energy and Commerce Committee,
said the networks had been manipulated by
the terrorists they were covering. And in a
passage of a statement indicating he shares a
ghost writer with Representative Tom Luken
(D-Ohio) (an identical passage appears in a
statement issued by Luken) Broyhill said:
“When network news people become central
actors, diplomats and negotiators and pro-
vide a forum for hijackers, the lives of hos-
tages and U.S. foreign policy become de-
pendent on the commercial decisions of
network personnel competing with each oth-
er.

Luken, a member of the House Telecom-
munications Subcommittee whose statement
was signed by a dozen members of the par-
ent Energy and Commerce Committee, also
called on broadcasting industry representa-
tives to “develop precise policies to govern
future coverage of hostage situations.” And
he asked the industry representatives “to
consult with the subcommittee members on
ways 10 avoid a repetition” of the events
that, he said, “led commentators and televi-
sion executives to question their role as po-
tential newsmakers. rather than reporters.”

Luken also made his suggestions directly
to the networks in the form of a letter he sent
last Wednesday to the chairmen of ABC,
CBS, CNN and NBC with similar language
calling for an industry “summit.” And he
emphasized that while he was not suggesting
that any government representatives be pre-
sent at such a meeting, “"we might be helpful
in serving as a catalyst for bringing the par-
ties together.”

None of the critics, however, appeared as
exercised as Thatcher. In the unlikely event a
hijacking occurred within the jurisdiction of
the United Kingdom, she said a plane that
landed would not be allowed to take off and
“statements in support of the terrorists’
cause will not be made.” She acknowledged
that a free society is limited in the controls
that can be placed on the media, but she
called for an agreement among the print
press and broadcasters “under which they
would not say or show anything which could
assist the terrorists’ morale or their cause.”

NBC's Grossman said he is concerned
about the Justice Department “playing a
role” in discussions about media coverage of
an cvent. And he did not support the notion
of a meeting with representatives of the oth-
er networks to draft rules governing cover-
age of future terrorist incidents. Such rules
“might not apply the next time,” he said.
Instead, he assigned three of his top aides—
Tim Russert. his deputy and a vice president
of NBC News. Gordon Manning, another
NBC News vice president, and Paul Green-
berg, the senior executive vice president of
NBC News—the task of reviewing the net-
work’s “guidelines and practices in light of
the experience of the Beirut story and to
come up with recommendations.” Grossman
said he was proud of NBC’s coverage. But
he also said that, in view of the concerns
expressed, “the responsible thing is to take a

look.”

What’s more, Grossman will open the
process of taking “a look” to any interested
party. He said he would make public the
report being prepared by the aides—a draft
was due late last week—and would consider
the suggestions for change anyone wants to
offer.

Grossman last week could also cite a letter
from the Navy to support his claim that NBC
News respects the government’s concerns
about “personal security and safety” in its
coverage. The letter, from the Navy’s Office
of Information, expressed the department’s
“'sincere appreciation for the sensitivity and
restraint” NBC exercised in withholding in-
formation it had gained early in the incident
that Navy men were among the hostages.
“NBC’s willingness to withhold comment
and speculation on these matters,” the letter
added, “may well have contributed to the
safe return of this group of hostages.™

David Burke, vice president and assistant
to the president of ABC News, cited the
ABC decision to do a Viewpoint program on
the coverage issue as an indication of the
network’s readiness to air conflicting views.
But as for network news executives “getting
together at a summit,” he had his doubts.

“There is nothing wrong in discussing in the
coolness of the day the coverage of [the Bei-
rut hostage story]. But that doesn’t mean
you're going to come out with an agreement
on self-censorship.” He did not think such
an agreement would be “feasible,” and add-
ed that “this is a very competitive industry.™

And Ed Turner, executive vice president
of Cable News Network, was similarly un-
impressed by suggestions for a meeting of
network executives. “How networks be-
haved [in Beirut] was reality,” he said. *“You
have independent news organizations report-
ing the news as they see fit. You might find,
through excessive zeal, error. But the danger
on the other side is greater—establishment
of artificial guidelines that don’t work.” Be-
sides, he said, “what was shown [during the
hostage story] that was harmful to the na-
tional interest?. .. I don't agree that televi-
sion was a tool of terrorism.”

Turner said he would “be glad to listen to
proposals,” but he expressed a view, one that
may be shared by other veteran journalists,
that the answer to responsible journalism is
self-evident. Although he did not want to
“sound smug,” he said, “my understanding
is that the basic rules of fairness, balance and
common sense are all that are necessary.” O

Fin-syn phoenix rises from the ashes

News that CBS and Hollywood
representatives have been meeting
in anticipation of moratorium’s
running out takes officials

in Washington by surprise

The financial interest and syndication rules,
dormant since the FCC's attempt at repeal
was stopped in its tracks by Congress and the
President some 15 months ago, have again
come to the surface with CBS trying to take
the lead and negotiate directly with major
Hollywood studios for the rules’ modifica-
tion. CBS Chairman Thomas H. Wyman and
CBS/Broadcast Group President Gene F
Jankowski are understood to be dealing with
senior executives at MCA Inc_, 20th Cen-
tury Fox Film Corp., Columbia Pictures,
Warner Bros. and Lorimar in hope of an
agreement enabling the network to produce
and distribute up to three-and-a-half hours of
prime time programing weekly.

“Were still working this out. Nothing has
been decided yet.,” said a CBS official.
However, the official said that over the past
18 months, Wyman and Jankowski have qui-
etly been talking with the studios about what
to do when the unofficial moratorium is lift-
ed next spring. The official said he wouldn't
“confirm or deny” the three-and-a-half-
hours figure but—in response to reports that
the CBS proposal did not square with either
ABC or NBC—said “our answer to that is
we don’t have a business yet. We can’t dis-
tribute any programing. And three-and-a-
half hours is better than zero.”

One of the points understood to be under
consideration is reducing the number of
years a network can pick up an option on a
series renewal. As it stands now, when a
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network picks up a series from a producer
the option is for the following four seasons.
In the case of a hit, that gives the network the
security that it will still have the series and
not immediately lose it to a competing net-
work. But under terms of the CBS proposal,
that option period would be reduced to two
years, leaving the producer free to take his
series to another network willing to pay the
premium.

“This is the main point™ of the two-year
option proposal, said one veteran television
producer, who added it meant a big loss for
the networks since it would essentially put
every hit series up for grabs after two years.

Executives at the major studios either de-
clined or were unavailable for comment, but
a CBS official said the discussions were go-
ing on at the highest level among the senior
executives. NBC President Grant Tinker
was on vacation and could not be reached,
but an NBC spokesman in New York said:
“We really haven’t formulated anything yet
because top management is away. It’s a dicey
situation.”

In Washington, meanwhile, news of the
negotiations came as a surprise. “Everybody
was surprised. Nobody seems to know what
is going on," said one lobbyist active in the
initial congressional battle over the network
financial interest and syndication rules dur-
ing 1983 and 1984. “1 think everyone left the
issue feeling it was dead,” said one Hill
source.

Indeed, some of the most vigorous past
players were in the dark. "I don’t know any-
thing about it. We intend to contact the par-
ties and make it clear that we believe inde-
pendent television played a significant role
before and we hope to be included again,”
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said Preston Padden, president of the Asso-
ciation of Independent Television Stations in
Washington. In a letter to Jack Valenti, presi-
dent of the Motion Picture Association of
America. Padden said he was “deeply con-
cerned that the reported agreement in princi-
ple, if correct. would have a profound and
Injurious impact on the availability to inde-
pendent stations of off-network syndicated
programs.”

“As far as [ know, MPAA is not a player,”
said Fritz Attaway. vice president and coun-

sel of administrative affairs for the major
studios organization. He stressed, however,
that he could not speak for the association’s
president, Jack Valenti, who was in Sicily.
Attaway said they have not talked about the
subject.

According to one Hill source, the talks
between CBS and Hollywood have been “on
and off”” since early 1984. At that time, the
networks and producers were under a con-
gressional mandate to try and settle their dif-
ferences over the rules after FCC Chairman

Mark Fowler agreed to hold off any action by
the agency, and Congress, in turn, forbore
asserting its own jurisdiction.

On Capitol Hill, however, there was a dif-
feremt view. “Regardless of what happens.
any action would get substantial congres-
sional review,” said Thomas Rogers, senior
counsel for the House Telecommunications
Subcommittee. It's a matter Congress, he
predicted, “will follow with interest.” Still,
one lobbyist felt that “if Hollywood likes it,
Congress won't bat an eye.” O

e i e
Pool coverage complaints aired

C-SPAN, INN and other smaller
broadcasters take case for greater
input in TV pool arrangements
before Senate committee

Representatives of some of the smaller and
newer television news operations asked
Congress last week to oversee network tele-
vision news pool coverage of major events at
the Capitol. The request came as the parties
expressed dissatisfaction with the way the
network pool was handled during the latest
presidential inauguration. ABC. CBS. NBC
and CNN, which constituted the pool, were
criticized by representatives of C-SPAN, In-
dependent Network News and others for al-
locating pool costs unfairly and for exclud-
ing others from pool planning.

The complaints. aired before the Senate
Rules Committee. chaired by Charles McC.
Mathias (R-Md.), got a cool reception. Sen-
ators urged the broadcasters to settle the mat-
ter among themselves.

“We support the concept of a free mar-
ket,” said Mathias. “You may have to deal
with the limitations of the real world.”

Senator Wendell Ford (D-Ky.) added that
Congress should “not get involved in your
business’ and should keep “at arms length.”
“When there’s a problem, everyone comes
up here asking us to fix it and we attempt to
correct it and only make it worse.”

“I am not sure how much more Congress
can do.” said Mark Hatfield (R-Ore.). “We
provide the media with staff to run the press
galleries, computer terminals. phones, a stu-
dio, library facilitics and newspaper and
magazine subscriptions.” he said. “It’s not a
question of whether Congress should do
something for you; maybe another option
would be tor Congress to charge a fee for
access rather than have the taxpayer pay. 1
don’t like to see regulation and 1 wish the
industry would resolve this.” Hatfield said.

Ted Stevens (R-Alaska) broached a relat-
ed subject. He thinks there’s too much news
equipment in committee hearing rooms.
“Maybe we ought to think about limiting the
number of cameras in each hearing.”

C-SPAN’s complaints about coverage of
the inauguration were presented by its ex-
ecutive vice president, Mike Michaelson:
“Two hours before the ceremony, the pool
insisted that C-SPAN pay™ $33,000 to par-
ticipate. said Michaelson (who managed the
radio-TV gallery in the Capitol before join-
ing C-SPAN). * "Take itor leave it,” we were
told. We left it, | am sorry to say.”

INN reported spending $22,000 to join

the pool. C-SPAN and the others also ex-
pressed dissatisfaction with the pool ar-
rangements at the political conventions and
the presidential debates.

INN’s John Corporon argued that INN
should not be required to join a pool. “We
have no quarrel with how the big three de-
cide to present the news, whether live or in
summary fashion. But we do object to being
forced to join pools which are set up to suit
the needs of only the big three,” Corporon
said. *“We object to paying costs for a prod-
uct we neither need nor want. If the net-
works desire caviar and champagne cover-
age. that’s their business. But INN wants
meat and potatoes coverage,” he said.

The major networks defended their ac-
tions and stated a desire to settle disputes
among themselves instead of involving the
government. “It is our view,” said Robert
McFarland, NBC News vice president and
Washington bureau chief, “that any dis-
agreements regarding pool operations—and
the compromise they require—can and will
be settled by the participant newsgathering

organizations themselves.”

NBC had responsibility for the inaugural
pool, and McFarland disputed Michaelson’s
version of the C-SPAN experience. He said
C-SPAN was offered an option of using a
head-on camera shot for $4,000.

ABC News’s George Watson, vice presi-
dentand Washington bureau chief, cited sev-
eral examples of special pooling arrange-
ments devised for INN and others. CBS
News’s Jack Smith, vice president and
Washington bureau chief, said it was not
“for any broadcaster or cablecaster to expect
a free ride where major coverage costs are
incurred by those providing the coverage.”

CNN. as the new kid on the block. was

somewhat more sympathetic to C-SPAN's
complaints than the broadcast networks
were. CNN in the past, said William Head-
line, CNN Washington bureau chiet. has
also had difficulty obtaining access to pools.
He said it was not unreasonable to re-evalu-
ate the conventional rules of pooling. ““We
would urge that this be done by discussion
and negotiation among the parties ”

Smith McFarland
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TBS and CBS: The lo

Turner withdraws short-form transfer
application for control of CBS; network
sends commission letter complaining
of leaks and calling some at FCC
‘cheerleaders’ for Turner takeover

What’s Ted Tumer up to this week?

Good question.

Now that the FCC, in stepping out of the
way of Jack Kent Cooke’s attempt to take
over Multimedia Inc., has given its blessing
to the use of special temporary authoriza-
tions (STA’s) to launch tender offers (BROAD-
CASTING, July 15), Tumner has withdrawn
from the commission his short-form transfer
iplication to take over CBS. The FCC’s

cision to grant Cooke an STA contained
restrictions that Tumer’s lawyers said he was
unwilling to assume in his battle with CBS.

At about the same time that Tumer was
pulling back his short-form application,
CBS was accusing the FCC of prejudging
the Tumer-CBS case in Turner’s favor. In a
letter to the FCC commissioners last week,
CBS, agitated by press reports indicating
that the FCC intended to grant TBS the same
sort of interim approval it granted Cooke,
alleged that “some individuals within the
agency’s decision-making process have de-
cided to act as public ‘cheerleaders’ for the
TBS proposal.”

In the letter—signed by George Vraden-
burg III, CBS vice president and general
counsel—the network also alleged that there
had been “calculated and irresponsible
leaks” to the press by FCC officials, convey-
ing “the effect of these communications has
been to convey the impression that the agen-
cy has no real interest in the arguments pre-
sented in formal pleadings and is determined
to authorize TBS to proceed without any real
consideration of the substantial issues in this
case,” CBS said.

CBS demanded a “full investigation” of
the circumstances surrounding the reported
premature determination that TBS will be
permitted to use a voting trust and the com-
munication of that to the press. “Only when
all persons who participated in this improper
conduct have been identified and isolated
from the decision-making process will it be
possible for the matter 0 proceed in a fair
and impartial manner,” CBS said.

The network also charged that a grant of
an interim authorization to Turner would
“prejudge” the outcome of the proceeding on
the long-form application. “If thousands of
investors end up holding TBS junk bonds
that are secured by CBS’s regulated assets,
there would be enormous pressure on the
agency to give TBS access to those assets
and to do so very quickly,” CBS said. “In
addition, the primary issues in the case ef-
fectively would be decided and, consequent-
ly, the scheduled en banc proceedings [into
Turner’s bid, which have been scheduled for
Aug. 1 and 2] would be a sham. Under the
circumstances, CBS would seriously ques-
tion the appropriateness of its participation
in the hearings.”

Commission sources said no such investi-
gation was being contemplated.
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Last week, TBS removed its short form as
an issue. But speculation that Turner’s move
signaled a retreat was denied by former FCC
Chairman Charles Ferris, who is represent-
ing Turner. Ferris said that Turner had decid-
ed, for the time being, anyway, to focus on a
grant of his long-form transfer applications
for CBS. Those haven’t been withdrawn,
and FCC Chairman Mark Fowler, before the
House Telecommunications Subcommittee,
indicated the long-form applications might
be up for action in September (BROADCAST-
ING, July 15). (Ferris said the short forms
always could be “reactivated if needed.”)

But, according to Ferris, it hasn’t escaped
Turner’s notice that the FCC, in authorizing
Cooke to launch his tender offer for Multi-
media through a trustee, placed a variety of
conditions on the STA aimed at insulating
Cooke from Multimedia and the trustee
pending the ultimate resolution of Cooke’s
attempted takeover. With the expectation
that it might take only a few more weeks for
the FCC to act on TBS’s long-form applica-
tions, Turner, according to Ferris, decided to
opt for flexibility. By avoiding a trust ar-
rangement, Turner will better be able to react
to any subsequent maneuvers by CBS. If
Turner had been granted an STA, “we’d be
frozen, and they [CBS] would have mobil-
ity,” Ferris said. “So if they [CBS] changed
something, Turner couldn’t respond.”

In a letter to the commission, TBS sug-
gested its decision to withdraw its short form
was encouraged by the FCC’s decision to
hold the en banc hearings Aug. | and 2. (By
scheduling the hearings before the FCC’s
August recess, it’s said to be more likely that
the commission will be able to act on TBSs
long-form application in September.) The
letter also cited Fowler’s statements before
the House Telecommunications Subcommit-
tee suggesting the possibility of action in
September. Fowler’s indications, according
to the letter, “substantially” reduced the
benefits of short-form approval for TBS.
“Compared to the substantial risk that CBS
would seek to exploit the situation occa-
sioned by the requirement to hold the stock
in a voting trust during the period between
short-form and long-form approvals, the
benefit of the few weeks TBS would gain by
employing a short-form-approval procedure
no longer justifies this action,” TBS said.

TBS also noted that its lawsuit (which is
scheduled for hearing in an Atlanta federal
court July 24) seeking to enjoin CBS’s pro-
posed buyback of shares is currently being
litigated. “TBS fully expects to prevail in
this litigation and obtain preliminary injunc-
tive relief,” TBS said. “Even if CBS's offer
is permitted to go forward by the courts,
TBS intends to continue to seek to acquire
control of CBS. Under the circumstances,
TBS believes that the most efficient and ex-
peditious course of action would be for the
commission to grant TBS’s pending long-
form transfer-of-control application as soon
as possible so that TBS may present its pro-
posal to the CBS shareholders,” it said.

On another tack, CBS has taken issue
with Turner’s request that the network’s pro-
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ng and short of it at the FCC

posal to buy back some of its outstanding
shares and create a new class of preferred
stock be considered a transfer of control re-
quiring prior FCC approval.

In a petition for declaratory ruling at the
FCC, TBS argued that the notes for CBS’s
recapitalization plan—which offers to ex-
change $40 cash and $110 in notes per share
for 21% of CBS’s outstanding shares—are
conditioned to insulate the current CBS
board against competing offers like Tumer’s.
For starters, TBS said the notes include a
condition prohibiting CBS and certain of its
subsidiaries from incurring any new indebt-
edness that is secured by certain CBS assets
unless the notes are also secured by such
assets. On another, certain types of sale and
leaseback transactions—like those contem-
plated in TBS’s offer—are prohibited. CBS
is also prohibited from incurring any kind of
additional indebtedness that would result in
its consolidated total debt exceeding 70% of
its total capitalization, and TBS’s offer
would exceed such a ratio in certain years,
TBS said. The notes also, according to TBS,
prohibit any subsequent owner from selling
CBS radio stations or WCAU-TV Philadel-
phia, unless the new owner has sought a
waiver of the FCC’s one-to-a-market rules
and appealed a waiver rejection before ac-
quiring control of CBS. “An essential ele-
ment of shareholders control in a large pub-
licly held corporation is the ability to
consider merger proposals that have not been
initiated by management,” TBS said. “The
intended effect of CBS management’s offer
and preference stock placement is to deprive
the CBS shareholder of this essential ele-
ment of control. Control that has resided in
CBS shareholders. . . will be transferred to
the CBS management and the preference
stockholders. Such transfer of control cannot
be effectuated without prior FCC consent.”

In its reply at the FCC, however, CBS
characterized Turner’s contention that the
CBS buyback would result in a transfer of
control as “preposterous.” CBS said that,
after the recapitalization, the voting power
of the existing shareholders would remain
“virtually” unchanged and the company will
be managed by the same officers and elected
directors. “TBS grossly mischaracterizes the
terms of the CBS offer: preference share-
holders will not have a veto over substantial
asset sales and all merger proposals, and the
preference stock securities only restrict the
company’s flexibility with respect to a single
type of transaction—those that have the ef-
fect of raising the company’s debt to impru-
dent levels. This modest covenant is reason-
ably designed to protect the corporation’s
shareholders and its lenders against overle-
verage and will not preclude responsible
takeover offers. TBS's petition also ignores a
long line of FCC cases recognizing that cov-
enants much more restrictive than those in-
volved here do not constitute transfers of
control. Indeed, Turner Broadcasting itself
has covenants in its debt instruments that are
far more restrictive than those in CBS's se-
curities—but for which TBS never sought
prior FCC approval.” a
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WHEN IT COMES
TO THE SUCCESS OF
EASY LISTENING,
WE HAVE A LOT

TO SAY.

Rating book after rating book,
Bonneville clients continue to earn
some of the most impressive num-
bers in their markets.

The reasons behind this success
are even more impressive.

The key is our total commit-
ment to maximize audience. We
hold client conferences around the
country to share ideas. Highly suc-
cessful training programs an
executive clinics sharpen sales
skills, We've completed extensive
custom music recordings, Compre-
hensive Music Testing, and
formatics research. We help sta-
tions promote better. We have a
nationally-tested TV commercial
and a custom print graphic pack-
age. Additionally, we outline how
to buy TV time effectively, and
develop station media kits.

Obviously, we are dedicated to
the success of our exclusive client
in each market. Let us help build
your audience and profitability.

We are Bonneville. And the more
you know about Easy Listening
Music, the better we sound.

CBONNEVILLE
BROADCASTING SYSTE

4080 COMMERCIAL AVENUE
NORTHBROOK, ILLINOIS 60062
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An annual checkup of the radio industry shows that while the patient exhibits some sluggishness—in
national spot business, specifically—and is being taxed by at least one major controversy—parents
concerned about the lyrics of popular songs—its overall health is good, with strong vital signs in local
sales, specialized long-form programing and the network radio marketplace, all of which are attracting
strong advertising support. ' '

The consolidation among national radio representation firms, which appeared rampant over the past two
years, has leveled off. And nonwired networking (spot selling that allows advertisers and agencies to
purchase a group of stations as a single buy) remains at about 8% to 10% of the annual national spot pie.
But the selling emphasis for many group operators and local station managers continues to be on local
advertising dollars which, they say, gives them more of a “controllable” base from which to build. “July
has been the best month for local sales in the history of our station,” said KIIS(FM) Los Angeles vice
president and general manager Wally Clark.

The horizon is not without its cloud. The music industry has come under attack by some, including the
newly formed Parents Music Resource Center, for whai are described as “pornographic lyrics” in some
contemporary songs. National Association of Broadcasters President Eddie Fritts alerted radio and televi-
sion group operators to the issue and requested record companies to supply copies of song lyrics with
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recordings sent to broadcasters. However, record company execu-
tives have said that the issuance of lyrics is up to the music publishers
who, for the most part, own the copyrights to the songs.

On the technology front, Motorola and Kahn Communications are
still slugging it out for marketplace acceptance of their rival AM
stereo systems, although Motorola seems to be ahead. The year also
saw Mutual Broadcasting enter the FM subcarrier data distribution
field and ABC announce plans to get into that business.

As for programing, contemporary hit radio stations WHTZ(FM) in
New York and KIIS(FM) in Los Angeles dominate the airwaves among
persons 12 years of age and older in the nation’s two largest markets,
while talk remains a strong format for AM stations.

KusFM), according to Clark, is not only the top station in Los
Angeles, but also the “top billing radio station in the country,”
receiving as much as $2,100 for a 60-second spot. He attributes
KIIS’s success to a perceptiveness on the part of station personnel to
be “in tune” not only with what’s current in musical tastes, but with
other aspects of the community. ‘“We strongly believe in promotion,
but it’s only icing on the cake. If you don't have a good product,
promotion won’t help,” said Clark.

What allows KIIS(FM)’s cross-town rival, Talkradio to KABC(AM),
to draw healthy Arbitron I 2-plus shares is its programing “consisten-
cy,” according to the station’s vice president and general manager,
George Green. He said KABC’s daytime (5 a.m. to 4 p.m.) lineup of
talk show hosts has been in place for over 10 years.

With the new RADAR 31 report (Vol. 1) showing that for the
average quarter hour, AM Radio reaches only 29.4% of the total [12-
plus] radio audience, other AM stations are trying to find a program-
ing niche in their respective markets. The answer for some is block
programing,.

RKO’s contemporary hit KFRC(AM) San Francisco has adopted a
game show format in which the station airs games and contests from
9a.m. to 3 p.m. each weekday. According to KFRC program director,
Mike Phillips, station management “felt it necessary to set aside
traditional thinking about radio programing and concentrate more On
audience entertainment as a whole.” )

Adult contemporary WNBC(AM) New York has shored up its entire
programing schedule with top name personalities, building upon
popular moming and afternoon drive-time hosts Don Imus and How-
ard Stern, respectively. The station hired comedian Soupy Sales,
who is now wedged between Imus and Stern, and popular New York
radio personality Jack Spector to do a nighttime variety sports pro-
gram which will include music. The station also airs a customized
version of the syndicated Wolfman Jack Show in the overnight slot.

“We are becoming the most personality-oriented station in the
country,” said WNBC(AM) vice president and general manager, John P.
Hayes Jr., who describes the station as a “classic old-line radio outlet
[block programing] with a 1980s flare.”

Group W Broadcasting reached a milestone this year. In April,
company-owned WINS(AM) New York celebrated its 20th anniversary
on the air with an all-news format, which, in 1965, was considered
to be a bold format move.

Doubleday Broadcasting President Gary Stevens sees a trend for
“long-time, established” stations, which, he says, are getting stron-
ger because of the volatile nature of the radio business today with
more managers apt to change formats faster. “Format changes alter
the dynamics of the marketplace. . . . Listeners are gravitating back
to established stations because they feel more comfortable with
them.”

Here is the state of the radio art, 1985.

Optimism on the radio network front

1985 is off to a good start with many
predicting double-digit rise over '84

By most accounts, the radio network busi-
ness is expected to have double-digit growth
in 1985—maybe not the kind of growth that
has businessmen and entrepreneurs scram-
bling all over each other to break into the
marketplace, but still enough to quell fears
that the industry is moribund. Executives are
estimating that 1985 gross billings for the
major radio networks will be up between
10% and 15%, significantly better than the
lackluster 5.5% increase the industry exper-
ienced in 1984,

Reasons for the rebound vary among net-
work radio executives, but all attest to a
greater willingness among advertisers to
steer their budgets toward radio, and many
point to Procter & Gamble’s return to the
medium after a multi-year absence as sig-
nificant. In addition, 1985 might be called
the year advertisers discovered that Yuppies
listen to radio—executives report that busi-
ness among young adult-oriented networks
and formats is especially brisk.

A picture of how 1985 might turn out for
network radio is already taking shape in fig-
ures published by the Radio Network Asso-
ciation, which are based on data collected
confidentially by the accounting firm of
Ernst & Whinney from 10 major radio net-
works. For the first five months of 1985,
reported RNA, gross billings were up 12.8%
to $121,489,687 over the same period a year
ago, while billings in May posted an in-
crease of 7.4% over May 1984 for a total of
$31,554,580. Unlike last year at this time,

however, the figures include the revenues
generated by four other networks not pre-
viously reported: Transtar Radio Networks,
Satellite Music Network, Westwood One
Radio Networks and United Stations Pro-
graming Network. (Those four networks
brought in $20 million in 1984.) The other
six major radio networks included in the tal-
ly are ABC, CBS, Mutual, NBC, RKO and
Sheridan.

® Edward McLaughlin, president of ABC
Radio Networks, said that ABC’s seven ra-
dio networks are running about 12% ahead
in billings this year when the Olympics,
which posted extraordinary gains for ABC
last year, are excluded. In addition, he said
the second quarter was up 8% for ABC, a
new second-quarter record. But rather than
benefitting from a flood of new advertisers,
McLaughlin explained, he sees “more pro-
ducts from the same advertisers” being in-
cluded in their radio mix. In addition to
P&G’s adding radio, he mentioned Warner-
Lambert, too. “The brand managers talk to

ABC's McLaughlin CBS's Brescia
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each other,” said McLaughlin.

Another new way advertisers—principal-
ly retailers—are employing network radio,
he said, is through two-to-three-day flights
to promote coupons Or néwspaper promo-
tions or “advertising advertising,” as
McLaughlin labeled it. Although he ad-
mitted that this new revenue stream does not
represent “big bucks,” McLaughlin said ad-
vertisers are able to directly measure the im-
pact of the medium through consumer re-
sponse to the promotional campaigns.

® Dick Brescia, senior vice president,
CBS Radio Networks and chairman of the
Radio Network Association, is one of the
more bullish in projecting that industry-wide
growth for network radio will be up 15% in
1985 1o reach a total of more than $300 mil-
lion. A 15% growth rate, Brescia pointed
out, “when compared to other businesses is
pretty damn good.” He warned that project-
ing industry-wide growth this year, however,
is hampered by the addition of four networks
for which no previous growth record is pub-
licly available.

So where is this fabulous growth coming
from? “I think that advertisers who are pri-
marily concemed with the young adults—
we have more of them in the marketplace
today—and the networks geared to attract-
ing the younger demos are doing quite
well,” said Brescia.

Another reason for network radio’s cur-
rent health, said Brescia, lies in the fact that
some of radio’s competitors are pricing
themselves out of reach. “Over the past
several years the cost factors of other media
have been helpful to network radio because
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we are an efficient buy. When agencies scru-
tinize their budgets and see that costs of oth-
er media have risen dramatically, they have
to look to other alternatives. The planners
and buyers have stepped back and looked at
other alternatives and radio has come up
pretty good. And that has been an important
reason for the growth,”

As an example, Brescia pointed to CBS’s
youth-oriented RadioRadio network, which
now has a lineup of 149 affiliates, including
stations in 24 of the top-25 markets. “The
adult-oriented networks, which are primar-
ily AM station based, have suffered the same
fate that AM stations around the country
have: erosion of their share of the audience.”
To emphasize he wasn’t poo-pooing adult-
oriented networks (CBS operates the adult-
oriented CBS Radio Network), Brescia said
adult-oriented networks “have to do more
than sell numbers; they must sell the envi-
ronment.” Brescia explained that as far as
seeking sponsors for adult-oriented radio
networks is concerned, “it’s important for us
to point to Charlie Osgood and Dan Rather.
ABC will do the same with Paul Harvey.
Those kinds of shows can still sell because
they're environment shows.”

8 But one executive who probably would
take exception to parts of Brescia’s remarks
about adult-oriented networks is Jack Cle-
ments, president of the Mutual Broadcasting
System. The Mutual Radio Networks, which
serve about 850 affiliates, have been up in
both the RADAR 29 and 30 reports “and I
expect to be up in 31.” Although traditional-
ly an adult-oriented network, Clements says
that Mutual in the past year has made impor-
tant inroads into younger audiences—or at
least audiences that are on the younger side
of older. “A year ago, a quarter of our affili-
ates were FM’s; now more than a third are
FM’s. That doesn’t mean we’re giving up on
AM’s, but it does mean we're broadening
our base,” Clements said.

“We are still a 25-54 demo network,” Cle-
ments said, “and plan to stay that way. But
we are affiliating with FM’s in order to bring
aboard more 18-34-year-old bodies so we
can strengthen the younger end of the 25-54
demo.” Most adult-oriented networks, said
Clements, “have a tendency to be heavy up
on the high side [the 34-54 part of the 24-54
demo], and I don’t want that.” Programs
such as the National Lampoon Show, Cle-
ments pointed out, are some of the things
Mutual is doing to attract youth-oriented sta-
tions, “and we may bring on more of those as
time goes on.” But with programs like last
week’s introduction of a political face-off
show between New York Governor Mario
Cuomo and former U.S, Senator Howard
Baker—not the kind of programing likely to
attract the MTV generation—Clements
made it clear that Mutual is not backing
away from its adult-oriented format. With
sales at Mutual running 15%-20% ahead of
last year (above the industry average), an
enthusiastic news operation under Ron Nes-
sen and a reorganized sales staff in New York
and Detroit, the recently appointed president
is sure the once-beleaguered network is back
on its feet. And for that he credits Mutual’s
owner, the Amway Corp., which “pumped

in millions of additional dollars to invest in
people and product to do the obvious.”

But Mutual is not the only radio network
to have undergone more-than-routine
changes in the past year. The RKO Radio
Networks One and Two were acquired by the
United Stations last spring. They are now
called United Stations Networks One and
Two and are separate from the United Sta-
tions Programing Network, the long-form
program service that made up the United
Stations before the RKO acquisition.

B Nick Verbitsky, president of the United
Stations, said the acquisition has “brought
more of an entrepreneurial spirit” to the old
RKO networks. To some that may mean staff
cutbacks, as have been reported, but to Ver-
bitsky it means a situation where “depart-
ment heads function as department heads
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and everybody is accountable. Decisions
can be made quickly rather than having to
run things through a board of directors or a
committee.”

One of the changes United brought to the
old RKO networks was the elimination of
the feature programs—which, Verbitsky
said, were “a major part of the [staff] reduc-
tion.” Verbitsky said dropping the features
does not reflect on the desirability of radio
feature programing per se, but was due to
those particular shows not being cleared and
advertisers not participating.

® A strong first half does not a bang-up
year in network radio make, reminded Ran-
dy Bongarten, president of NBC Radio.
“The marketplace has been very strong over
the first five months,” Bongarten agreed,
“but there are question marks because of the
lateness of the upfront television season.
We're still waiting to see how the second
half of the year will develop.” (Network ra-
dio, like certain dayparts in television, also
has an upfron season, but it usually follows
the television marketplace by a few weeks.}

Bongarten is in agreement with his com-
petitors when he estimates “‘the marketplace
will finish somewhere in the area of $300
million in 1985.” But because everybody
will be competing against a strong fourth
quarter in 1984 “it’s going to be a lot more
challenging to reach 15% growth the latter
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part of this year. We as a network haven't
planned for it.”

And the “youth business,” Bongarten
said, “has been stronger than the business as
a whole,” although Bongarten noted that
when it comes to the youth business, “we’re
dealing in smail numbers relative to the total
size of the market.” According to Bongar-
ten, “There are more viable youth networks
today than in the past.” For example, he
noted that in addition to NBC’s youth-orient-
ed The Source network, there are also such
syndicated youth networks as Westwood
One “that are doing a good job.” But doesn’t
the proliferation of youth-oriented services
tend to split the market? *“Sure there’s frag-
mentation,” Bongarten acknowledged, “but
there’s also incrementation. Each individual
entity might be getting a smaller piece, but
the pie as a whole is getting larger.”

® Among the 24-hour satellite format net-
works, the Dallas-based Satellite Music Net-
work has 488 affiliates on-line and another
57 under contract. According to SMN Presi-
dent John Tyler, the affiliate base is 57% AM
stations and 43% FM'’s for SMN’s four for-
mats—nostalgia, country, adult contempo-
rary and rock. The most popular format is
country with 185 affiliates, followed by
adult contemporary with 168, nostalgia/
MOR with 96 and rock with 37.

There are also economic incentives to af-
filiate with SMN, claimed Tyler. “Generally
speaking, we can reduce Station operating
cost by 25%-30%,” because it requires a
smaller staff to run the station. Another ad-
vantage Tyler cited is that a “very high per-
centage of our stations have had increased
sales because of improved on-air product
and re-direction of managers’ time, away
from personnel time so that they can spend
more time with advertisers.”

Publicy owned SMN turned a modest
profit for the first time during the first quar-
ter of 1985. On revenue of $2,880,000, re-
ported Tyler, SMN eamned $5,791. In the
previous year, SMN lost money on
$1,039,000 in revenue. And for the first six
months of this year, Tyler said, revenue was
$6,305,000 compared to $2,492 000 for the
first six months of 1984. Six-month profits
have not been determined yet, he said.

® Terry Robinson, president of Transtar
Radio Networks, a subsidiary of Colorado
Springs-based radio group owner, Sunbelt
Communications, said the kind of stations
signing up for his 24-hour music services are
“usually looking for a programing alterna-
tive and feel we can provide that,” Transtar
offers three 24-hour formats: country, adult
contemporary and “Format 41,” a light con-
temporary format targeted toward an audi-
ence with a median age of 41. They have a
combined total of 279 affiliates. But Robin-
son denied his service can, in itself, be the
magic that turns around a faltering station
and makes it profitable. *“‘Most of the people
who utilize our service successfully are al-
ready very good managers.”

Robinson reports fast growth for his “For-
mat 41” service, which is a joint venture
with Viacom and is based on the light-con-
temporary format developed at Viacom-
owned WLTW-FM New York. In the past year,
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temporary format developed at Viacom-
owned wLTW-FM New York. [n the past year,
42 “Format 41" stations have gone on the air,
and contracts are in place for 19 additional
affiliates. “Format 41 ’s affiliates are “in-
creasingly” coming from the ranks of major
market stations, Robinson said, because “it
filled a niche that was available.” That
niche, he goes on to say, is the segment of
41-year-olds who probably grew up listening
to the AM band but long ago switched to FM
(80% of “Format 41" affiliates are FM sta-
tions). A median age of 41 “is where the
population is headed,” says Robinson.

® CNN Radio, Atlanta, has undergone
major changes over the past year. It weened
itself off the audio portion of CNN Headline
News and, in turn, expanded its top-of-the-
hour and bottom-of-the-hour newscasts and
introduced several news feature feeds. Ac-
cording to Bob Pates, vice president for ra-
dio, Turner Program Services, CNN has in-
vested $1.1 million over the past two months
expanding CNN Radio’s operations.

Pates also revealed that CNN Radio is de-
veloping a “high energy” news format for
contemporary hit radio-formatted FM sta-
tions. The newscast will be designed to last
no more than a minute and *‘provide as com-
plete a package [of the news] in the shortest
period of time as possible.” The kind of sta-
tion that will be interested in CNN’s youth-
oriented newscast, Pates explained, is the
urban CHR station that “doesn’t want to take
a five-minute break for news.” He hopes the
new format will be launched by Aug. 1.

Additionally, Pates said that CNN is also
developing its first music format, which he
declined to detail other than to describe as a
“high-powered format.”

® The Associated Press Radio Network,
which currently serves about 1,500 affili-
ates, has added several features recently to
its steady flow of news programing. Among
the latest additions are Newsweek on Air, a
joint venture between AP and Newsweek
magazine. [t’s a weekly 54-minute program
featuring interviews with major newsmakers
conducted by both AP and Newsweek corre-
spondents. Other introductions include a 60-
second daily feature on the home video mar-
ket, Home Video Update. AP also has started
a 60-second feature called Eye on TV, which
offers interviews with television personal-
ities, industry news and reviews of pro-
grams. In addition, AP recently started a
daily 90-second feature on home and person-
al computers called Tip Talk and a new 90-
second feature on nutrition, Eater’s Digest.

“We put out about 10 features daily and
expand and contract according to what our
members want,” explained Pat Hazen, direc-
tor of station services for AP. Among the
features AP member stations apparently
didn’t want this past year were Looking
Good, a personal health program, and One on
One, an interview show—both of which AP
dropped.

Last March, AP also increased the fre-
quency of its feeds for the AP Business Ba-
rometer, a daily, 60-second business report
originally fed 12 times a day and now sent 16
times daily, to cover both East and West
Coast drive times. And AP has also moved
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Mutual’s Clements

United's Verbitsky

to beef up its regional coverage, said Hazen,
by hiring staff “to do nothing but work on
specialized regional” news.

In addition, AP, in conjunction with WsM
Inc., Nashville, airs the Music Country Net-
work (MCN), an eight-hour overnight mu-
sic/talk programing service transmitted
nightly via satellite beginning at 10 p.m.
NYT. According to Hazen, MCN new airs
two 60-second series: Music Country Min-
ute and Artist Profiles. Hazen said ad rev-
enues for MCN, which clears aboout 100
stations nationwide, are pacing about 27%
ahead of the comparable period in 1984.

® In the face of financial woes, the United
Press International Radio Network appears
to be holding its own. The network contin-
ues (o offer its 1,000 affiliated stations five-
minute, top-of-the-hour newscasts, 24 hours
a day, and two-minute, half-hourly news-
casts from 5:30 a.m. to 9:30 p.m., Monday
through Friday.

® At Pittsburgh-based Sheridan Broad-
casting Network, satellite operations have
been moved from Cocoa, Fla., to Pittsburgh,
where the company’s corporate offices have
always been. Explained Jerry Lopes, news
director for SBN: “It’s obviously always
healthier to consolidate whenever possible,
and the arrangement we were able to strike
was for substantially less dollars™ than at the
Florida uplink facility. SBN also switched
satellites, from Satcom [V to Westar V.

“We’re concentrating on our bread and
butter,” said Lopes, of programing develop-
ments at SBN. He said that SBN is increas-
ing the amount of sports programing it’s pro-
viding to its 110 affiliates, including adding

Transtar's Robinson

NBC'’s Bongarten

morning and afternoon drive time sports
feeds, raising its sports feed to eight per day.
But, Lopes acknowledged, “in terms of fea-
ture programing, we had to take a good, hard
look,” noting that SBN had to abandon both
short- and long-form programing in favor of
a “music/entertainment posture.” Although
Lopes said there are “plans on the table” to
start up such a service again, including pub-
lic affairs and information programing, they
are “on hold.”

8 The Wall Street Journal Report, a news
service of Dow Jones & Co. (publisher of
The Wall Street Journal and Barron’s) that
delivers two-minute, hourly business/econo-
mic reports to about 80 stations, “is explor-
ing the possibility” of designing a financial
network of shorter reports for FM beautiful
music and classical stations, according to
Bob Rush, director of broadcast services for
Dow Jones.

Currently, the nearly five-year-old Wall
Street Journal Report feeds 19 reports daily
from 5:20 a.m. t0 9:50 p.m. NYT, including
a 4:20 p.m. stock market final report each
weekday. Rush reports that sales revenues
for the first half of 1985 were up between
20% and 25% over the same period a year
ago. Among the list of regular advertisers on
the network are: American Express, E.F
Huiton, AT&T, Dean Witter Reynolds and
Pitney-Bowes. Rush said open rates for 60-
second spots for 12 weeks or less usually
begin at $3,900.

The company also offers Barron’s On In-
vestment, a scripted news service taken from
the advance copy of that week’s Barron’s. To
date, 48 stations use the service. O

Reps express “cautious optimism”

Renewed push by airlines, computer
industry may help radio industry’s
national spot advertising doHars;
increase may hit low double digits

According to most radio representative €x-
ecutives, national spot radio advertising
should pick up as the third quarter proceeds,
and most of them are optimistic about the
fourth quarter. That could put the overall
yearly percentage increase in national radio
spot dollars in the high single digits or low
double digits. The root of that optimism is
the belief that complications which have re-
duced expenditures among some key radio
advertisers, including airlines and comput-
ers, will be resolved. There is also the hope
that increased competition in the automotive

industry will cause an influx of additional
dollars into radio.

Ralph Guild, president of Interep, the
holding company for McGavren Guild Ra-
dio; Hillier, Newmark, Wechsler & Howard;
Weiss & Powell, and Major Market Radio,
said July has been “very soft,” but August
should be on target and September and the
fourth quarter stronger. But for the year, he
projects a sales increase on the conservative
side, projecting gains of about 6% over

984

Jerry Kelly, president of Republic Radio,
which, along with Christal Radio and Katz
Radio, make up the Katz Radio Group, was
expressing “cautious optimism” about the
remainder of the year. “Talking just about
stations that we have been repping all along,
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industry has dis-

covered the perfor-

mance, operational and

cost advantages of recording
their critical audio . . . music . . .
onto cartridges. Whether dubbing
from vinyl records or compact discs,
these broadcasters produce reel-to-
reel sound quality over-the-air and, at
the same time, experience all the
advantages of cartridges. Here's why
they, and we believe in music . . .
you can too!

Quality Makes Carting
Music a Reality

International Tapetronics
Corporation/3M cartridge
machines and today's pre-
mium cartridges, such as
the ScotchCart® broadcast
cartridge, allow sound
reproduction with virtually
no audio degradation.

Flexible Programming with Less Errors

An ali-cart format reduces operator and
format errors, such as playing the wrong
cut off an album, compact disc or reel-to-
reel tape. It also allows prerecording and
editing of program segments facilitating
precise program control.

Easier to Use

Unlike vinyl records, compact discs
or reel-to-reel tapes, cartridges auto-
matically recue after each play.
Cartridges can also be easily preloaded
into multiple machines providing valu-
able extra time for announcers. Plus,
labeled cartridges are easier to read,
file and locate.

Sound Better and Save Money
A vinyl record played 40 times loses
its sound quality, especially when made
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of recycled
materials. Car-
tridges eliminate “cue
burn” and provide hun-
dreds of plays with
consistent audio quality.
You'll save money just by pre-
serving the viny! as a library
master. Cartridge machines are alsc
more durable, less subject to damage
and utitize less space than turntables.

Call today to take advantage of
carting music on ITC’s complete line
of cartridge machines.
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“Today’s Most Popular Cartridge Machines”
B OMEGA Cartridge Machines,
“Affordable Performance

You Can Trust”

When newer technology
emerges, it will come from
International Tapetronics
Corporation/3M, “The Leader
in Reliability and Service.”

In the U.S. call Toll Free 800-447-0414,

or collect from Alaska and lllinois
309-828-1381. In Canada, call Maruno
Electronics, Ltd. 416-255-9108. In most
countries outside the United States and
Canada, information on ITC equipment
can be obtained through local
distributors.

International Tapetronics Corporation/3M
2425 South Main Street

PO. Box 241
Bloomington, Iinois §1702-0241

3M hears you...
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Hillier's Newmark

it is difficult to get good months back to
back. Overall, we are looking at 7% to 10%.
But at this time last year, I felt the same way
and we had a terrific second half come out of
the blue. I hope the same thing happens
again.” The Republic Radio president said
one good sign for business was that “every-
body seems to be holding rates pretty well
and seems to be approaching it in a business-
like manner.”

Jerry Schubert, president of Eastman Ra-
dio, agreed: “If we get a good flurry of activ-
ity in September to wind up the third quarter,
we could be seeing 8%, 9% or 10%.” That
number would not make Schubert, and some
other reps, extremely happy because, as he
noted, it would just cover economic growth
plus inflation.

Schubert and Kelly said the pattern of the
first two quarters, with a weak first month
followed by a medium second month and
then a strong finish, appears to be happening
in the third quarter. “This is a roller coaster
year, not unlike 1983,” said Schubert. He
said one factor contributing to this situation
may be the delay in orders being placed for
television: “They are scraping for the dollars
too, and radio unfortunately follows televi-
sion.”

Expressing hopeful optimism for the
fourth quarter was Vince Gardenia, presi-
dent of Selcom Radio. “At Selcom about
30% of our billing is in beer and wine, which
traditionally does well in the second half of
the year.” Still Gardenia admitted to a little
disappointment at how things have worked
out: “We did a study that showed the year
after the presidential election year would be
good. We projected 10% to 15%, but it
hasn’t worked out that way.”

Also noting that the year may be below
expectations was Tony Fasolino, executive
vice president of Torbet Radio. (Both Torbet
and Selcom are owned by Selkirk Communi-
cations Ltd.). For the second half of the year,
he said, Torbet was predicting between 9%
and 9.5%: “Instead, I think we will see about
a 6% to 7% increase. The fourth quarter
probably will have to be in the 7% to 8%
area in order to make that number.”

Phil Newmark, president of Hillier, New-
miark, Wechsler & Howard, said the second
half of the year may turn out to be a six-
month ascendancy: I think things will start
out slowly and build with successive marks.
July was off from last year, August is about
even. September should show a 10% in-
crease and the fourth quarter a 12% to 15%
increase. Overall, I think the year will finish
about 8% to 10%.”

Blair Radio President Charlie Colombo

agreed that July has not been a very good
month, but he said August and "September
are “pacing ahead” of last year and he pro-
jects the year to finish ahead by 9% to 10%.
Looking at trends, Colombo notes that both
the computer and beer businesses this year
have, thus far, been “questionable.”

Colombo noted that Blair Radio is active
in nonwired network sales and recently
signed a joint nonwired agreement with CBS
Radio Representatives. He said the company
is also setting up some new creative ap-
proaches to nonwired selling by tying it to-
gether with some of the parent company’s
(John Blair & Co.} direct marketing capa-
bilites.

Bill Fortenbaugh, president of Christal
Radio, said he thought the industry would
experience a percentage increase in the low
teens in the third and fourth quarter.

Meanwhile, Katz Radio Group President
Ken Swetz said that for the group, on a com-
parable station basis, 1985 should be 12%
ahead of last year.

The third quarter appears to be *reason-
ably strong,” according to Peter Cleary,
president of Concert Music Broadcast Sales
(CMBS), which represents most of the com-
mercial classical music stations in the coun-
try. “Confusion” in the computer business
was one of the factors affecting recent adver-
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Fortenbaugh
tising, and putting the second quarter only
“marginally ahead” of last year, he said.
Cleary noted that it was difficult to project
for the year, but said the industry should be
up 10% to 15%.

Marv Roslin, president of Roslin Radio
Sales, said the industry for 1985 should post
a 15% increase, excluding political dollars.

At least two reps expressed the view that
what was good for the economy wasn’t nec-
essarily good for radio. Jack Masla, presi-
dent of Masla Radio, said, “Last year the
third quarter showed a 13.1% increase. This
year it could turn into a good quarter, espe-
cially if the economy is slowing down to
push it. If the economy remains sluggish,
then I think fourth-quarter radio activity will
be strong also.” Masla said the reason radio
does well when advertiser sales are weak is
that they use radio to “plug” the problem.

In agreement with Masla was Ed Kiernan,
president of CBS Radio Representatives: “1
think the uncertainty of the economy will
help radio rather than hurt us. The best of
times for radio previously was when infla-
tion was rampant and people were strug-
gling.”

Kiernan said that, so far, the third quarter
has been “a little soft,” but that from Sep-
tember on it should be “pretty good.” The

Caolombo
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latter assessment, he said, was not based on
any “scientific facts,” but rather that there
were certain advertisers which had not been
as active but showed promise for returning
before the end of the year.

One such category is the oil companies,
which he said were reassessing their market-
ing strategies following the wave of mergers
in that industry. Another recently reduced
category, Kiernan noted, was the airline in-
dustry: “The airline business coming off the
United strike hurt us considerably, in two
different ways. First, because they are a big
account for us and they cut back consider-
ably. And their competitors, such as Ameri-
can, cancelled their schedules because they
were overbooked.” Another category the
CBS Radio Representatives president said
should be reappearing in strength was the
high-tech area: “The computer business is
the future, there is no doubt about it.”

Newmark also thought “business type”
advertising should be picking up in the
fourth quarter. He pointed to personal com-
puters, cellular phones and the airlines.

Masla sees some advertisers providing a
boost. “Just in the last couple of days, Pride
airlines, made up of ex-Continental person-
nel, has been checking rates through Need-
ham Harper, Los Angeles. They intend to
duplicate the routes operated by Continen-
tal.” And Church’s Fried Chicken was open-
ing up in a number of new markets, Masla
said.

He also saw the automobile industry turn-
ing to radio if their sales remain “sluggish.”
“We foresee interest rates and rebates re-
maining part of their campaign. Already, the
Ford Dealers Association in New York came
in with a campaign.” He also said Volvo,
BMW and Mercedes are “imminently begin-
ning” campaigns. The Japanese, Masla said,
would be starting up new campaigns to in-
troduce cars not sold before in this country,
now that the automobile import restrictions
have been relaxed.

Republic’s Kelly noted that it could be a
mistake to focus on just the positive news
among major advertisers: “United is coming
back but TWA and Pan Am are predicting
strikes. We are having difficulty getting a
consistent effort by advertisers.” Another
uncertain category, he said, is beer and wine.
While he said organizations such as MADD
(Mothers Against Drunk Driving) were for
the overall good, he thought broadcasters
were being unfairly discriminated against.

The number-one advertising category for
the Spanish-formatted stations represented
by Eduardo Cabellero, president of Cabel-
lero Spanish Media, is beer, but he’s not too

Concerts Cleary Cabellero’s Cabellero
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Mr. Don Crisp

Satellite Music Network

12655 North Central Expressway, #600
Dallas, Texas 75243

Dear Don:

As incredible as it may seem, it was one year ago this month
that we signed on as a StarStation with SMN. Wnhat's even more
incredible, though, is the tremendous success we have experienced
since becoming an affiliate.

Though we're not in an Arbitron-rated warket, there's no doubt
that our listenership is way up. We know this is true by the level
of response we get toc station promotions and contests.

The most important measurement, of course, is in the bottom
line. Billing was up 42% and collections were up S2% over the
same period the previous year.

Expenses are also way down. Payroll is only <0% of what it was
at this same time last year, and we've lowered our break-even
point by about $9,000 a month. We never would have be able to
accomplish any of this if we hadn't joined SMN.

So our town of 1,600 pecple now has a station with a big city
sound, we've increased our listenership, advertising is way up,
expenses are way down, and we're doing it all with seven
employees instead of 16.

God bless Don Crisp and the Satellite Music Network.

Sincerely,

Robert E. Johnson
President and General Manager

WEKIK AM14 P.O. Box 346 Leonardtown, MD 20850
Phone 301/475-8337 DC Tll-free 870-3466 JBJ Communications. Inc.

12655 N. Central Ex
\Pressway « Suite 600 o 1 il 5
Wi, 800/527-4892 » 21479919700 " 168 75243
writing the book op network radj
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worried about pressure from some quarters
of the public on beer manufacturers to re-
duce advertising: “ Although beer advertisers
have done a lot they have always measured
what they have done, in the sense of not
running spots early in the morning. They
also do a lot of community service and com-
munity promotions. Anheuser-Busch and
Miller have been very conscious.”

Also stating a concern about beer adver-
tising was Bob Weiss, president of Weiss &
Powell. “The one area where I have been
hurt to some degree has been the beer busi-
ness. . . [t has affected national sales and will
probably have an effect in the third quarter as
well.”

Torbet’s Fasolino said the situation was
even more serious: “Beer advertisers are
practically nonexistent and I think the beer
industry is probably laying low...And
when they ask for demos now, they are ask-
ing for 25-34. But I don’t think their primary
targets have changed.”

Concerning airline advertising, Fasolino
zaid the strength of the dollar has encour-
aged traveling but, at the same time, reduced
international carriers’ need to advertise. Do-
mestically, he said, fare wars and mergers
have forced carriers to reduce their costs and

re-evaluate their marketing.

A resurgence in airline advertising would
be good news to Concert Music’s Cleary.
Carriers are among the chief advertisers try-
ing to reach the classical music listeners of
the stations the company represents. The im-
ported automobiles and financial services
who also advertise on those stations are less
seasonal in nature in their budgets.

As for youth-oriented advertisers, New-
mark noted a slowing down of activity for
such products as soft drinks, beer, shampoos
and candy. Newmark said that one particular
concern for station reps must be to find new
industries that are interested in reaching
young adults.

Among the regional offices placing or-
ders, New York, Los Angeles and Dallas
were among those which showed continued
strength, said Newmark. Minneapolis, how-
ever, was showing some weakness. That of-
fice used to book orders from K-Tel Interna-
tional, he said, but that the record company
is now “out of business.” Business from
Philadelphia offices was off a little, he said,
because the Atlantic City, N.J., casinos were
now being placed out of New York, and
some orders from Boston had also gone to
New York.

As 1o what markets those dollars are being
distributed to, Republic’s Kelly said there is
no particular pattern. Likewise, Eastman’s
Schubert said that markets that were off, in-
cluding Phoenix; San Diego; Portland, Ore.;
Columbus, Ohio, and Buffalo, N.Y., re-
vealed an “indiscriminate” pattern.

Caballero added that business for Hispan-
ic stations is doing well in many markets,
especially in Los Angeles; Albuquerque,
N.M., and San Antonio, Tex. This is be-
cause, he said, there has been a shift by
advertisers to put more money in Mexican-
American markets whereas before there had
been a focus on the Cuban and Puerto Rican
markets of Miami and New York,

The national spot radio business from Jan-
uary to May, according to Larchmont, N.Y.-
based Radio Expenditure Reports, reached
$324,808,800. That's an increase of 10.3%
over the comparable period of a year ago
when RER adjusts figure to compensate for
variance in standard billing weeks and 5.3%
unadjusted.

How will the radio industry perform over-
all in 19857 Radio Advertising Bureau Presi-
dent Bill Stakelin has projected that business
(local, regional, national and network) will
reach $6.5 billion by year’s end. a

Shakeout after the CHR goldrush

Some major markets are witnessing
a shakeout in contemporary hit radio
and stations still airing the format
further redefine their audience; AOR,
country also undergoing fine-tuning

Last year contemporary hit radio was the
hottest program format trend to hit the radio
airwaves since the “urban cowboy” country
radio phenomenon some six years ago. Like
most trends in the radio business, however,
those that jump on the bandwagon of a for-
mat that has become popular with listeners
and thus in demand by advertisers, find there
isn’t enough room for everybody. That is the
lesson that some of the late-comers to the
CHR format are now learning, as evidenced
recently by two stations in the New York
market that switched out of the format—
WAPP-FM and wWKTU(FM)—Ieaving two CHR
stations in the market to battle it out head to
head—WHTZ(FM) and WPLI(FM),

Radio executives and program analysts in-
sist the CHR format is as strong as ever in
appeal, but that it simply can’t sustain all the
stations trying to make a living off it. Atlast
count, according to data compiled by the
Radio Information Group, New York, al-
most 900 stations claimed a CHR format,
about 10% of all commercial radio stations
currently on the air. That represents a more
than 7% increase in the number of stations
programed for CHR compared to a year ago
when there were close to 800 CHR stations
on the air.

“CHR is very strong,” said Chet Tart,
manager of program research and market-
ing, Blair Radio. “The problem is that there
[are] too many CHR stations in-the market-

place. Boston has four, New York had four.
Some markets have five. Every time you
punch the dial it’s Madonna, Madonna, Ma-
donna, over and over again,” he said, so that
listeners may be getting “fried on the songs
themselves.” He said the solution, in part,
lies in what he sees as the inevitable shake-
out in the number of stations carrying the
format. “It’s just a matter of time. WAPP got
out of the format in New York. It will happen
in Boston too [and other markets]. It hasn’t
matured to the point where people are get-
ting out of it in droves yet because they are
still making money. But I think it’s definitely
at the peak of it’s popularity,” in terms of the
number of stations embracing the format. He
added, however, that the format may com-
mand a large enough following to keep a lot
of stations thriving. “We are living in a con-
temporary world right now, so I don’t see the
contemporariness falling off. I just see some
stations getting out of the format and switch-
ing to something else. The music and the
product are strong and good and Ithink it
will be around.”

Gary Stevens, president of Doubleday

S

Blair's Tart

Pollack
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Broadcasting, agreed that the number of sta-
tions programing a pure CHR format will
“diminish.” He had first-hand experience
with Doubleday’s waPP-FM, which switched
from a pure CHR format to hybrid top-40/al-
bum-oriented-rock format in May. “If you
can’t make a buck, you go,” he said. “It’s
hard to support more than two of any format
in market.”

Radio program consultant Jeff Pollack
concurred. “The format is terrific,” he sub-
mitted, “but there isn’t room for five peo-
ple.” He also believes that the CHR shake-
out experienced in New York will spread to
other markets as well.

Top-40 consultant Mike Joseph said that
while “some of the weaker [CHR] stations
may fall off,” the format will thrive, “in one
configuration or another, because it is popu-
lar music.” CHR, he said, “flows with the
audience. You’re going to play the hits re-
gardless. The greatest advantage that 2 mass
appeal format has is the fact that it encom-
passes everybody, every demographic, ev-
ery race and every nationality.”

Format segmentation is a trend that con-
tinues as stations try to broaden their core
audience targets and counterprogram against
similar formats in their market, Most recent-
ly, CHR has split into two directions, ac-
cording to Pollack. The basic CHR format is
a mass-appeal, 12-plus format. Pollack de-
scribes a newly emerging variation on that
theme as “adult CHR,” which attempts to be
“more relatable” to the 25-to-34 age group
with “less of the shouting kind of announc-
er,” and with a dose of oldies songs added to
the musical mix, rather than all current hit
music. Adult CHR, said Pollack, “is de-
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adio:
In Praise of

The success of any professional organization rests ulti-
mately on the values and attitudes of all of the employees.
Their desire to provide superior, distinctive service can
sometimes result in the achievement of excellence in all areas
of the organization.

At McGavren Guild, we acknowledge this achievement by
the eleven stations that were selected by the NAB along with
McKinsey and Company as examples of excellence in radio
station management, And we take special pride in the fact
that we represent four of these outstanding stations, more
than any other national representation firm.

Station City National Sales Representative
WWNC  Asheville, NC Katz

WBBQ  Augusta, GA Eastman

WGN Chicago, IL Christal

WMMS  Cleveland, OH Katz

KOSI Denver, CO Blair

KIS Los Angeles, CA McGavren Guild
WVOR  Rochester, NY McGavren Guild

KGO San Francisco, CA Blair

WRSC  State College, PA McGavren Guild
WKYS Washington, DC Eastman

KEYN Wichita, KS McGavren Guild

As the leaders in our field we consider ourselves to be
partners with our client stations in selling radio. Equipped
with the most up-to-date information on all stations and

markets, McGavren Guild aggressively seeks out sales
opportunities and strives for excellence in everything we do.

&

MGA/TEN GULD RADIO

The Standard of Excellence
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signed to take audience away from adult
contemporary stations.”’

Album-oriented-rock  radio  stations
gained substantially in the winter 1985 Arbi-
tron measurement period (BROADCASTING,
May 6) and many in the industry attribute the
success to many AOR stations’ shift from
teen-agers to a core audience skewing 25-
34, which Lee Abrams, partner in the Atlan-
ta-based radio consulting firm, Burkhart/A-
brams/Michaels & Douglas, describes as
AOR's “natural audience.” That is the demo-
graphic that was in its teens and listening to
AOR when the latter broke on the scene 15
years ago, said Abrams. By eliminating
most of the heavy metal material, he said,
-and adding a few oldies and jazz pieces to a
mix of old and new AOR cuts, the format, in
effect, has “matured” as its audience has
grown older.

According to Tart of Blair Radio, AOR
stations are doing more to serve the older
audience than simply realigning their music
rotations. The stations are providing “full
service” to listeners and not just wall to wall
music. “AOR has become an adult radio sta-
tion,” he said. “The successful AOR’s are
providing things that the average 25- to 34-
year-old person needs, which include news
and information, traffic reports, conversa-
tion, and even comedy in the morning. Also,
musically it’s an alternative because a lot of
the AOR’s have changed formats leaving
one to a market. [The Radio Information
Center calculates that there are about 237
AOR stations on the air now, down from 272
a year ago]. They are now by themselves and
they offer a unique blend of music, they play
currents and they play oldies, and are pro-
viding full service on the FM band with
AOR music. That’s a very unique blend.”

“The format has matured a lot to the life-
style of the people listening to it,” continued

Tart. “It’s growing along with its original

demographic. The music is not as raucous as
it used to sound. It is more of a mainstream
adult station. It’s now a 19-plus kind of for-
mat that goes up to 35.” As for the longevity
of AOR, Tart offers that the audience is
“growing along with them. . .It might be a
Music of Your Life format shortly.”

Pollack suggests that the drive by AOR
stations for the older audience may be due in
no small part to the fact that advertisers want
the older skew. “A lot of stations have been
doing that very quietly for the last several
years,” he said. 1 think we are seeing a lot
of emphasis from the sales departments in
terms of getting stations to skew older, with
many just totally abandoning teensto CHR.”

John Sebastian, the Scottsdale, Ariz.-
based radio consultant, takes some of the
credit for the shift of AOR stations toward an
older audience. He is the creator of the EOR
format, or “eclectic-oriented rock,” which
he has now placed in five markets (Seattle,
Anchorage; Fort Pierce, Fla.; Baltimore,
and Casper, Wyo.), up from two markets a
year ago. EOR, says Sebastian, which is
programed at a core audience of 25-40, got
AOR programers to thinking about an older
skew.

A year ago, he said, the AOR playlist fo-
cussed primarily on the 15- to 24-year-old

segment, with groups such as Motley Crew
and Iron Maiden, “Now the list is very soft
in comparison,” he contends, offering as
evidence the fact that a recent Billboard
AOR playlist showed the top 14 songs were
also charted on the CHR list. Embracing
CHR material, suggests Sebastian, is a *‘mis-
take.” Album-oriented listeners prefer, he
contends, a mix of the “great product” by
rock artists both current and past, which is
what EOR offers, with a dash of progressive
jazz for diversity.

Format segmentation continues to influ-
ence other program genres as well, such as
adult contemporary and easy listening. The
AC camp is divided among those that stress
more contemporary, but softer rock, and
those that focus on oldies. The evidence that

Numbser arng, Couniry music is the most
witdely programed larmal on commercial
raclio statians followed by adult contem-
porary That's according 10 the New York-
bazed Raco Information Center (RIC),
which  Iracks  fosmal  additions and
changes on & regular pasis from over
8,000 stations in its files. Highlighted be-
low are the top radio formats as of July.
(The listincludes 140 stations in the U.S.
Virgin Islands, Puerto Rico and Guam.)

Format Number of stations
Country 2,346
Adult Contemporary/Soft 1,940
MOR/Nostalgia 964
Rock/CHR 855
Religious 499
Easy Listening 437
Variety 252
AOR 237
Black 174
Oldies 168
Spanish 154
News/Talk 148
Urban Contemporary 91
All News 47
Classical 48
Ethnic 30
Jazz 15
Total 8,403

Tart has seen this year indicates however, a
shift toward the contemporary sound, as lis-
teners “get tired of hearing ‘The Long and
Winding Road’ and ‘ Yesterday’ by the Bea-
tles.” And, according to his reports, *‘the
more contemporary music stations are doing
better than the ones playing all over.”

According to Pollack, AC stations are
“losing a lot of audience to CHR stations.”
He said the AC stations are countering with a
number of contemporary approaches, in-
cluding a hybrid AC/CHR approach he de-
scribes as “AC music and a CHR sensibi-
lity.”

A third AC approach having some success
in the market is Transtar’s Format 41 which,
in effect, is a bridge between AC and easy
listening. The 41 in the title, says William
Moyes, a partner in Sunbelt Communica-
tions, which operates Transtar, stands for the
median age of the target of the format, which
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he says falls right in between the median-age
AC listener (31) and the comparable easy
listening listener (52). “It’s a very easy going
form of AC,” said Moyes, “with very little
current music and almost all memories and
fairly relaxing.” The format also features all
original vocals material and none of the in-
strumental renditions that Moyes says the
40ish crowd is not quite ready for.

Meanwhile, the easy listening program-
mers are struggling to make their product
more appealing to younger audiences, with
the addition of more up-tempo material and
some vocals, while at the same time not
alienating their ftraditional audience (35-
plus). “The trend for easy listening,” said
Dave Verdery, vice president, programing of
Bonneville Broadcast Consultants, the larg-
est syndicator of easy listening music, “is
the knowledge and the acceptance that to-
day’s easy listener is different from yester-
day’s easy listener and that today’s listener
grew up with rock-oriented roots. In order to
capture new listeners for this format we must
be able to play artists that they can relate to
and those artists are going to come from
adult contemporary and country formats that
have crossed over into our sound.”

But Verdery stressed that while easy lis-
tening has taken on a contemporary flavorin
some variations of the format, it will always
be based on the instrumental sound. “The
ultimate goal is to provide a relaxing but
refreshing instrumentally-based format with
vocals that people of all ages can relai¢ to,”
he said. **We will make sure not to offend our
core audience. In the restaurant business if
you have a good business you don’t want to
change your menu. But you can add some
new recipes.”

The way Bonneville sees it, the easy lis-
tening format is giving adult contemporary
stations a run for the 25-54 demographic ad-
vertising dollars. Verdery saic that 82% of
his company’s client stations (over 100 in
rated markets) are ranked third or better
among adults 35-54. “What we are tying to
say is given that the 25-54 demo is the most
coveted by advertisers, if you take away the
front third of that demo, we are so strong that
we will really fulfill two thirds of that demo-
graphic.” With challenges from CHR for its
younger listeners and an assault by easy lis-
tening for its older listeners, it's no wonder
that AC programers are divided as to which
way they should skew. It’s also not surpris-
ing that 50 AC stations dropped the format in
the past year. The Radio Information Center
counts 1,874 AC stations in the market now
compared to 1,924 a year ago.

The situation is also a little dicey for coun-
try radio stations. Despite the fact that shares
and advertising sales are down for country
music stations, about 50 more country sta-
tions are in the market this year than were
last year. The current total is almost 2,350
stations. “The big problem for country,” said
Pollack, “is there is so little crossover mate-
rial; except for the megastars, there’s very
little country that is crossing over to the oth-
er formats, such as AC and CHR.” He adds,
however, that “things should level out.
Country had to have a shaking out period
after everybody jumped on the bandwagon™
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OUR RATINGS ADD UP TO
MORE THAN JUST NUMBERS.

They add up to better sales, programming and advertising
decisions. Because at Arbitron Ratings, we're constantly
developing the most advanced methods of putting the ratings
to work for your station and your advertisers.

Catch the trends before they catch you

by surprise.

Arbitrends® delivers a radio market report from our com-
puter to yours. All you do is pick up the phone, turn on your
IBM® XT and you're ready to keep an eye on audience trends.
These computer delivered reports give you an advance pic-
ture of your market, allowing you to make timely adjustments
in advertising sales or programming. The user selectable
report formats let you pick the demographics, dayparts and
estimates you need to study. The computer does the work
of turning the numbers into useful information.

There’s more to an audience than
age and sex.

Target AID™ uses ClusterPluss™ a powerfui marketing
segmentation tool, to profile a market or audience by
lifestyle characteristics. It can bring a whole new perspective
to broadcast advertising. Now you can determine more than
just the specific demographics of a broadcast audience; you
can see what kind of consumers those numbers represent.
You can differentiate stations, programming and formats from
others with seemingly identical audience ratings. Target AID
is the tool that allows you to pinpoint those audience differ-
ences and use them to your advantage.

One number that puts youin touch
with your market.

At Arbitron Ratings, we give you more than just numbers.
So call us today and see how we can help you
identify your advertising targets and reach

them more efficiently. Arbitron Ratings— At
we define broadcast audiences like =
never before. Contact your Arbitron m .

Ratings Representative, -
(212) 8871300 ) . v
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several years ago.

Dan Halyburton, general manager of
country stations KLAF(AM) Dallas-KLPX(FM)
Fort Worth, described the current period for
country as one of “moderate growth that will
separate the men from the boys.” Halybur-
ton suggested that the more traditional sta-
tions are perhaps a bit worse off because
many of the recording artists “who brought
[country] through the 1960°s and 70’s are not
recording as much,” such as Mel Tillis and
Charley Pride. And the country recording
industry, he said, may be having bigger trou-
bles than the stations. “They are kind of sit-
ting at the switch deciding which way to
£0,” he said, ie., more modern, skewing
almost AC, or more traditional.

Gregg Lindahl, program director and
manager of operations at wSM(AM) Nash-
ville, said there was some *“‘concern” about
the product from the record companies.
While the primary record buyer is in the 18-
24 demographic, he said, the core country
audience is 35-49. While it’s one thing for
the record companies to try to bring country
music to the younger record buying core,
“it’s a concern” if they do it by ignoring the
musical tastes of the primary country audi-
ence. Country radio wants a “fair balance,”
he said.

Joe Gallante, president, RCA Records,
Nashville, said the goal of country record
producers is to develop product that will ap-
peal to a core country audience of 25-49. By
expanding that core audience 10 years on the
front end, he said, record sales (which for
country have been flat lately) would improve

significantly. “The tendency among persons
45-plus to buy albums diminishes 70%,”
compared to younger age groups. “We can’t
survive that,” he said. Gallante said he
didn’t “know any record company in town”
that was targeting younger age groups to sell
country music to at the expense of the core
listening audience.

As to radio news, research done by the
Mutual Radio Network, indicates that listen-
ers want to be kept more up to date with brief
headline summaries, said Ron Nessen, Mu-
tual’s vice president, news and special pro-
graming. He said the network “is commit-
ted” to adding a one-minute hourly (perhaps
twice hourly) news headline summary into
the network’s news mix. The plans will be
spelled out further at the upcoming Radio-
Television News Directors Association con-
vention.

On the local level, said Lou Adler, vice
president and news director WOR(AM) New
York, “the general trend is toward doing
news, beyond the top three or four major
stories, that is shaped for the target audi-
ence.” The types of stories and amount of air
time allocated to news, he said, is deter-
mined by the demographic.

Talk® radio, according to Diane Sutter,
general manager of WTKN(AM) Pittsburgh, is
one format that doesn’t necessarily have to
be local to succeed. In fact, given the costs
of producing talk programing, she said, it is
more efficient for a network to provide talk
programs. WTKN is both a both an ABC
Talkradio affiliate and an NBC Talknet affili-
ate.

“We do a great deal of local input,” she
said, such as news, sports, weather and traf-
fic. “But the issues listeners are concerned
about and want discussed are universal,”
such as financial and health issues. She said
research her station had done concluded
that, “if [the talk programing] is interesting
and meaningful, it doesn’t matter where it
originates from.”

On the nostalgia-format front, reports Jim
Lowe, program director, WNEwW(AM) New
York, Linda Ronstadt, with her recordings
with the Nelson Riddle Orchestra, has
helped “‘considerably” in getting a new and
younger audience to sample nostalgia for-
mats. Other contemporary artists are cutting
albums featuring more traditonal music, as
well, Lowe said. Toni Tenille, he reports,
has also recently produced an album featur-
ing songs by Cole Porter and George Gersh-
win.

On the classical music front, the launch a
few months back of the Concert Music Sat-
ellite Service, said Robert Conrad, vice
president and general manager, WCLV(FM)
Cleveland, should help to generate more
classical syndicated material, as well as
more live programing. “The cost factors of
distribution by satellite are so much less,” he
said. The question is, he added, “how much
syndicated product can you program without
losing your local identity?”

Conrad said that early Renaissance classi-
cal music was making a comeback and that
classical stations were programing less vocal
music, in an effort to attract younger demo-
graphics to the format. a

The burgeoning business of program supplying

More and more stations are fooking
to producers and syndicators for
something special to give them

an edge over the competition

An increasing number of stations are turning
to radio program suppliers/syndicators for
specialized programing which, the follow-
ing pages illustate, is not in short supply.
And according to many of the executives
surveyed, advertising support for most of the
long-form programs is very strong.

The capsule summaries that follow also
show the preferred method of sales to sta-
tions remains barter rather than cash and that
the full service syndicated music format
companies still prefer tape delivery of their
products over satellite.

ABC/Watermark, the wholly-owned unit of ABC
Radio Networks, is focusing a good deal of its
attention on the international syndication mar-
ketplace. Although the company continues to
produce American Top 40, which just celebrat-
ed its 15th year on the air with Casey Kasem at
the helm, and Americarn Country Countdoun
for the ABC Radio Networks, it is now represent-
ing those two shows along with several others
internationally. They include: DIR Broadcast-
ing's King Biscuit Flower Hour, Silver Eagle
Cross Country Radio Skow and Supergroups,
all of which DIR produces for ABC; TM Commu-

nications' "Goldpics” music library, and Ron Cut-
ler Productions’ Musical program.

ABC/Watermark President Tom Rounds said
that the Pacific area, including Japan, has been
the best market for these programs followed by
Western Europe. He said American Top 40 is
very popular in France, especially with the ad-
ventof new commercial FM stations in that coun-
try. Rounds added that a German translation of
Top 40is slated to go on the airin Cologne, West
Germany, later this month.

O

The American Comedy Network offers seven
short comedy features (30-90 seconds) that are
heard in 86 markets, including the top 10, on a
cash basis. The all-original material, often relat-
ing to current events, consists of fake commer-
cials, parodies of popular songs and imperson-
ations, according to Andy Goodman, president.
Now in its second year, the network last year
provided, free of Charge, Not the American Top
40, as an introduction to stations. The show was
a parody of ABC/watermark's American Top 40
countdown show. "We'll probably do another
music/comedy special in the near future,” said
Goodman.

Presently, work is being done on a detective
series styled after Firesign Theater's Nick Dan-
ger, titled Crash Barlowe, Private Guy. Good-
man said that the series is being given a trial run
in test markets and would be available for 1986.
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It is hoped that the a 90-second sponsorable
strip will result.

Geodman also mentioned that the American
Comedy Network was reponsible for the book,
"The Method to the Madness,” a manual for ra-
dio morning shows, featuring actual interviews
with 70 morning personalities (such as the
"Greaseman” of wwpc-FM Washington) about
what it takes to do a morning show. Goodman
added that his troupe was planning another
publication for an upcoming convention that will
be less serious and factual.

a

Five formats and two production libraries are
distributed by Dallas-based Toby Arnold & As-
sociates, which plans to release a sixth format
atnext April's National Association of Broadcast-
ers convention. The addition, still untitied, will be
an "adult contemporary oldie” format. One of its
selling peints: "Our library goes 3,000 deep so
you're never without fresh material,” said the
company's president, Toby Armnold. Arnold's five
current  formats—"Unforgettable” (nostalgia),
“Unforgettable II* {foreground MOR), “Your Fa-
vorites” {adult contemporary), “Music Radio”
(contemporary hit radio} and "Country Magic”
(adult contemporary country}—are distributed
to 93 stations on a cash basis. Its production
libraries—Production Master and Production
Bank—serve 500 stations, both by barter and
by cash. Toby Arnold & Associates does not use
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satellite. "Like alt the other tape syndicators, we
are in strong competition with satellite right
now," said Arnold. But, because satellite trans-
mission prohibits localization and personaliza-
tion, Arnold said, “l feel that there 1s room for
both of us out there.”

Toby Arnold is also “still very, very active" in
retail sales promotion and direct mail. The com-
pany produces a 12-minute VHS cassetie, “Tar-
get Market Selling System,” designed to help
stations overcome advertisers’ negative per-
ceptions of their audience. The system, custom-
zed for a specific market on a monthly basis,
sells for between $200 per month in a small
market to $500 per month in a large market.
Arnold also markets Sales Mail, a campaign “uti-
lizing direct mail to support your spring or fall
Arbitron with a sweepstakes.” Sales Mail has
been extremely profitable for wzzogrmy Bethle-
hem, Pa., said Amold. The station distributed a
165,000-piece mailer at a cost of $90,000 (for
art, printing, postage, mailing list, labor and oth-
er expenses), and grossed $138,000 by seliing
26 participating sponsors. “Direct mail seems to
be the buzz word right at the moment,” Arnold
said.

0

Barnett-Robbins Enterprises, Encino, Calif,,
offers stations several long-form, weekly shows.
In its fold are: Superstars of Rock, a one-hour
music profile program (on about 135 stations};
Superstar Portrait, a 60-minute music profile of
adult contemportary artists (140 stations); Street
Beat, a one-hour music and artist interview
show geared for black and urban contemporary
formatted outlets (92 stations), and National
Lampoon’s True Facts, a two-minute comedy
feature the company produces for the Mutual
Radio Network.

According to Lance Robbins, executive vice
president of Barnett-Robbins, the company has
two other programs set for an October launch:
Memory Makers, a three-hour-weekly, satellite-
delivered show for aduit contemporary stations
with music, artists, trivia segments and listener
participation, and American Country Portraits,
a one-hour-weekly music profile program. Bar-
nett-Robbins earlier this yearintroduced holiday
specials under the umbrella name of the Big
Event Radio Network.

Robbins said the company’s business "tri-
pled" over the past year. There are some 50
major companies that advertise "periodically.”
Among the advertisers are: Lee Jeans, U.S.
Army, Blue Nun wine and Anheuser-Busch. Rob-
bins said that Barnet!-Robbins hopes to move
more toward satellite-delivered programing in
the next year. All of the company's programing is
offered on a barter basis.

O

Jazz Beat From Berklee, the jazz music series
offered by the Berklee College of Music in Bos-
ton, begins its fourth year next fall. The 30-min-
ute show is distributed free on disk to more than
1,000 stations worldwide with about 600 in the
U.S. That is an increase from last year's total of
400 stations worldwide. However, according to
Berklee College's director of development,
Bruce MacDonald, the 90-to-110-minute con-
cert version of the show which had been distrib-
uted to National Public Radio stations over the
NPR satellite was discontinued because the ex-

"

pense was too great,

Also in the fall Berklee will relzase High Felic-
ity, a special program presenting rock and other
contemporary styles of music, with many origi-
nal works by Berklee students and faculty mem-
bers. High Felicity will also be available free of
charge on disk.

a
Bonneville Broadcasting System, North-
brook, I, offers stations three easy-listening

taped formats available in match-flow or ran-
dom-select or under the umbrella title of the “UI-
tra” sound, which combines both match-flow
and random-select elements. Within the Ultra
format are three classifications: contemporary,
mainstream and traditional.

According to James Opsitnik, Bonneville
Broadcasting System president and chief ex-
ecutive officer, the easy-lisiening format of
Schulke Radio Productions (a company pur-
chased by Bonneville last summer) melded into
the match-flow offering. Bonneville's easy-listen-
ing formats air on about 200 stations including
73 of the top 100 markets. Opsitnik said single
station rates range from $900 to $13,000 de-
pending on market size.

Bonneviile also distributes two formats devel-
oped by Darrel Peters, a consultant to the com-
pany: big band/nostalgia and soft contempo-
rary "love sounds.

0

Now in its second year, The Broadcast Group,
Washington, continues to provide political pro-
graming. “We seem to have found a niche for
ourselves,” said President Pegge Goertzen.
Face Off, a weekday two-minute mini-debate
between Senators Edward Kennedy (D-Mass.)
and Robert Dole (R-Kan.), is “doing very well” in
its second year, according to Goertzen. The
show, which is distributed by the Mutual Radio
Network, is in 195 markets. Goertzen said that
the debate between the two has been "heated"
throughout the budget battle this vear
Goertzen reported that American Voices, a
twice daily, 90-second commentary series that
was airing on 100 stations, was to be canceled,
as was In Depth Magazine. But added to The
Broadcast Group's offerings is Assignment
Small Business, a daily, 90-second feature that
focuses on entrepreneurial success stories and
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Senators Kennedy and

“small business views." The show is sponsored
by the National Federation of Independent Bu-
sinesses, and is cleared on 245 stations.

[

Broadcast Programing Inc. (formerly Broad-
cast Programing Internaticnal), Seattle, offers
several tape-distributed formats including aduit
contemporary, modern country, easy listening,
traditional MOR classical and "Hitrock,” which is
a hybrid of contemporary hit radio and album-
oriented rock tormats. Company President Bob
English said BPI next month will add an oldies
format composed of rock music mainly from the
1960's and 70's.

All formats are available in both personality
and unannounced versions, with rates ranging
from $600 to $2,200 per month depending on
service and market size. The company also has
a consulting service that includes its CompulList
computerized playlists that are updated weekly
for the adult contemporary, country and rock for-
mats.

English also reported that John Sherman, di-
rector of contemporary programing for the com-
pany, has recently been named vice president
of BPI. He will continue his duties as director of
contemporary programing, English said.

0O

Gert Bunchez & Associates of St. Louis distrib-
utes seven programs to more than 200 stations
on a cash and barter basis. The five-minute
Breakfast Sertals, a collection of “telescoped
down" successful comedies and radio dramas,
was originally syndicated five years ago. The
American Way features one-and-a-half-minute
profiles of successful Americans. And Dr. Paul!
Donohue answers letters with medical gques-
tions in a minute-and-a-half format. Rates for the
programs are adjusted according to market
size.

Qo

Cavox Stereo Productions, the 17-year-old di-
vision of Tape-Athon Corp. in Inglewood, Calif.,
offers nine formats designed for live, automated
and semi-automated stations in small to medi-
um-sized markets. They include contemporary
hit, MOR, easy listening, beautiful music, coun-
try and adult contemporary. Cavox formats are
distributed to 200 stations at a price range of
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Introducing “Alvin and the Chipmunks,” the
highest-rated animated series on network
television.

Factis, “Chipmunks” is the highest-rated ani-
mated series on network television in
the last 5 years.

Now, 65 half-hours of unprece-
dented success can be yours for
the fall of '88.

“Alvin and the Chipmunks,” the power-
house animated strip that out-does,
out-muscles, out-shines, out-rocks, out-smarts,
out-runs and out-strips them ail!

~Telepiclures
PERENNIAL

©1985 Telepictures Corporation




AWARD
WINNING
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Westwood One is proud to have
been selected 7984 National Pro-
gram Supplier of the Year by radio.
In a survey of program directors
and music directors conducted by
industry trade publication The
Album Network, Westwood One
was the overwhelming choice
because radio’s best programs
deliver radio’s biggest audien-
ces—programs like the Superstar
Concert Series, Live From Gilley’s,
Off The Record with Mary Turner,
Scott Shannon’s Rockin' America
Top 30 Countdown, Encore with
William B. Williams, live concerts
and simulcasts and the biggest
events on radio...over 30 reg-
ularly-scheduled programs and
countless special events on more
than 3,300 stations coast-to-coast
via satellite. Great radio programs
and great radio stations—it's the
winning combination!

WESTHWOOD ONE

THE NEW DIRECTION IN NETWORK RADIO
LOS ANGELES ~ CHICAGO  NEW YORK  LONDON
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$200 to $400a month. According to Robert May-
field, director of sales, the Cavox system gives
station managers flexibility in programing their
stations. The formats are distributed on tape in
blocks that can be assembled in any order. Ca-
vox also offers advice on how to use its pro-
ducts. Said Mayfield, "We do not tell stations
how to program, but we do give suggestions.”

a

Century 21 Programing President Dave Scott
says his Dallas-based company currently sup-
plies 19 formats on both carts and tapes to more
than 400 stations. Scott said the best sellers are
adult contemporary (108 stations), rock (97)
and country (53). The company also distributes
AOR and sacred music formats. Prices range
from $700 to about $2,000 per month, depend-
ing on the market.

Scott also noted that the past year has been
the best in the company's history, with sales up
about 20% over last year.

o

Churchill Productions, Phoenix, distributes
three programing services to about 50 clients
{up from 40 last year), according to Torn Moran,
Churchill’s vice president. The company distrib-
utes RadioOne, adult contemporary music, and
Churchill Easy Listening Format, both 24-
hour-a-day, seven-days-a-week programs, as
well as a religious-oriented program called
Hjymns of Praise, played once a week and up-
dated quarterly by Churchill. The programs are
leased, with fees ranging from $950 to $6,000
per month, depending on market size, and are
tape-distributed. Churchill "is considering,”
Moran said, syndicating a new prograrm which
he described as being “possibly between easy
listening and adult contemporary.”

]

Joan Franklin, president of Cinema Sound
Limited, saysthat hercompany continues to dis-
tribute Info Radio to 375 stations. The daily, 90-
second show, from Warner Publisher Services,
consists of information-related features culled
from articles from such magazines as Plagboy,
Psychology Today and American Health. Also
offered is the American Museum of Natural
History 1985 Radio Series, three-minute conver-
sations with Dr. Thomas Nettleton, director of the
museum, talking to some of its specialists. Thir-
teen episodes of the series, underwritten by the
museum, have been produced and will be pro-
vided to 575 stations free in 1986.

Also planned by Cinemna Sound, on behalf of
the Carnegie Corp., are 13 half-hours available
in 1986 titled the Aging Society Project Radio
Serdes. The series explores the impact of an ag-
ing society on social institutions. Among the
guests are Dr. Benjamin Spock, Gloria Steinem
and Daniel Yankelovich. Alan Pifer, director of
the project, is the host.

Other series provided for free are: Between
the Lines, a monthly half-hour book and author
interview program, and weekly inspirational
messages from Dr. Norman Vincent Peale. The
messages are carried on 100 stations and are
funded by Peale’s Foundation for Christian Liv-
ing.

a
St. Louis-based Clayton-Webster, now in its
eighth year of business, distributes five pro-
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grams to about 1.300 stations. its president,
Steve Bunyard, said. In addition to The Comedy
Show with Dick Cavett, a two-hour weekly pro-
gram, the syndicator offers four tws-minute daily
shows: The Comedy Spot with Dick Cavett, The
Sporting News Report with Bob Costas; Coun-
try Calendar, and Sports Flashback. The last,
which began in April, features vintage news
broadcasts of "great moments in sports,” Bun-
yard said.

Clayton-Webster's programs are sold on a
barter basis and distributed on disks, with at
least one program in every measurable market
nationwide, according to Bunyard. In addition to
syndicating programing, the company also de-
velops sales promotions for individual stations.

a

Concept Productions, Roseville, Calif., offers
five music formats to 103 stations: “Concept 1”
{adult contemporary), "Concept 2" (contempo-
rary hit), "Concept 3" (AOR), "Concept 4" (coun-
try) and "Concept 5" (contemporary MOR). Sta-
tions have the option of using music programed
by Concept announced by the station's own an-
nouncers or using Concept announcers on
voice tracks computer sychronized with the mu-
sic. Concepts director of marketing, Renee
Montero, described the company’s service to
stations as personalized. For each 24 hours of
music programing Concept employs five an-
nouncers for each format. Each announcer re-
cords 50 minutes of material retevent to individ-
ual stations every day. "We strive to make our
announcers as involved in the communities as.
possible,” Montero. Cash rates begin at $450 a
month and vary according to size of market and
whether voice synchronization is used.

]

Since its introduction last year, Gary Cwens Su-
pertracks has been a success for Creative Ra-
dio Networks, according to President Darwin
Lamm. The show is similar to the Soundtrack of
the 60’s program Owens did for ABC Watermark.
Sold for cash, the three-hour weekly program is
heard on 282 stations domestically and 42 inter-
nationally. Lamm also said that a one-hour ver-
sion for striping has “worked out well because
it's timeless,” but he added "we haven' really
pushed it." The one-hour version is heard on
approximately 33 stations.

Lamm said that all of Creative's sales were on
a cash basis. He said that small-market prices
for a two-hour special are $75, while larger mar-
ket command $2,000.

Creative Networks also sell Country Profiles,
a two-minute daily feature hosted by Harry New-
man. The show is in its second year andisin 160
markets. CN also sells Musicline, a one-hour
daily aduft contemporary/oidies show, and the
Country Special of the Month, one-hour profiles
of country's greatest artists, which is now in its
third year.

Among the special programs offered by the
companyis atwo-hour Lionel Richie Radio Spe-
cigl available for Labor Day and beyond; The
Spirit of American Rock, three hours also avail-
able for Labor Day; A California Saga, a two-
hour Beach Boys special; Mairty Robbins Re-
members, two hours; Country Music's Year in
Review, three hours hosted by Harry Newman,
and The Elvis 50th Anniversary Special, six
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hours originally cleared on 376 stations last Jan.
12 but continuing on sale.
0

Washington-based DC Audio, ofters The Daily
Feed. a 90-second political and satirical exami-
nation of national and international news, to
about 100 stations, according to John Dryden,
president. The feature, which Dryden said has
“sort of an underground appeal.” is tape-distrib-
uted to stations each weekday on a barter basis
and via the Associated Press Radio Network
and National Public Radio satellite systems. As
for the future, DC Audic may develop a “comedy
scap opera,” he said. geared "more to the
kids"'—the 12-plus age group—on contempo-
rary hit radio stations.

)

DIR Brcadcasting, New York, jast week was
scheduled to launch a new, 90-minute, live vari-
ety program hosted by comedian David Bren-
ner. The show, according to a DIR spokeswo-
man, will contain a weekly top 10 music
countdown, listener call-in segments, interviews
with contemporary music stars and other celeb-
rities and occasional performances by some
‘unusual acts.” Titled David Brenner Live, the
program originates from the RCA studios in New
York with a studio audience of about 100 and is
fed to stations every Wednesday night via satel-
ite

Additionally, the company is gearing up for
the launch of Pioneers in Music, a weekly, 60-
minute program featuring “classic rock con-
certs,” brief artist interviews and trivia question

segments. The show, hosted by wnewFm New
York personality Dave Herman, is also slated to
debut this week. And planned for October is a
weekly, one-hour, talk program called Success in
America to be hosted by author George Plimp-
ton.

DIR also produces and distributes Scott
Muni's Ticket to Ride, a weekly, one-hour Beat-
les program hosted by wnew-Fv's Herman; Mu-

Some of the CBS Radio Stations News Service Reports
that mean listeners and sponsors for you.

LIFESTYLE

Anna Mae Sokusky

For details on all

BUSINESS
Williain S. Rukeyser
Pre— =

Allen Balch
202-457-4366 (Collect)

YLINE

1

TRAVEL FITNESS
Steve Birnbaum Dr. Gabe Mirkin
e ]

the features call:

2020 M Street. N.W.
Washington. D.C. 20036

MAGAZINE

W R @S RADIO STRTIONS NEWLS SERYICE

Broadcasting Jul 22 1985
RR

Rod Stewart {*) during a DIR broadcast

sic of the 80’s, a one-hour contemporary music
series, and The Annual Rock Radio Awards
show. On “hiatus” is I'nside Track, a monthly, 80-
minute program hosted by rock journalist Lisa
Robinson featuring music and artist interviews.
In other programing areas, DIR has a long-
term agreement with ABC Radio to produce The
King Biscuit Flower Hour, The Silver Eagle
Cross Country Radio Show and Supergroups,
along with some specials. The shows are
cleared and sold by ABC Radio Networks.

a

Denny Adkins, president of the Canoga Park,
Calif-based Drake-Chenault Enterprises,
said that the company will launch a new format
targeted to 35-44-year-old women in Septem-
ber. The format package will include a complete
marketing campaign, including television com-
mercials.

Drake-Chenualt continues to offer eight for-
mats that are heard on 280 stations. The formats
are: “Lite Country.” contemporary country for 25-
44-year-olds, now in its second year; "Con-
ternpo 3C0," adult contemporary for 18-to-44-
year-olds; “Supersoul,” urban contemporary
aimed at the 12-49 demographic; "XT-40," con-
temporary hit format for the 12-34 age group.
“Hit Parade,” MOR/nostaglia for those 45 and
older; "Lite Hits,” soft contemporary for the 25-
49 demographic; "Great Gold,” oldies for the
25-49 age bracket, and "Great American Coun-
try" modern country aimed at 25-54-year-olds.

Compared to last year, when it was “on hi-
atus,” the company's features division is “active-
ly back into features” with offerings including the
Number One Radio Skow, whichincludes every
number-one song from 1864 to 1985. The show
is in pre-production and will be available next
fall. In another development, Randal-English Ra-
dio Enterprises, Newmarket, Ont., has been
named exclusive sales representative for
Drake-Chenault in Canada.

a

San Diego, Calif.-based Fairwest produces
“The Class Format” (an aduit contemporary for-
mat patterned after kviLjrM) Dallas), which is cur-
rently airing on about 40 stations inthe U.S. and
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Canada. The company, according to Reg Johns,
vice president for programing, is composed of
three other firms: The Johns Co., a program con-
sultancy firm; Johns & Johns International, a
sales and marketing representative for formats
and individual consultants, and Heritage Broad-
casting, a group operator of radio stations. Fair-
west licenses Jim West, former partner in Fair-
west and president of the Jim West Co., Dallas,
to sell "The Class Format.”

O

Hollywood-based Far West Communciations
has continued to keep a third untitled format,
country, on the back burner and instead is con-
centrating on expansion of its "Master Service.”
*Sound quality is what we're here for,” said Ray
Oresco, program director. Stations may lease
the service, which provides 1,800 selections in
dbx-encoded cuts on Ampex 406 two-track
reels at seven-and-a-half inches per second.

Far West still offers two formats to 32 clients
representing 118 stations. "Gold Plus” is adult
contemporary for the 25-54 age group. Oresco
said that there are 80 reels of the hits from 1955
on in the Far West library “Progressive Adult
Contemporary" has been retitied *A/CHR,” and
is described as progressive adult contemporary
for the 18-34 demographic.

o

Formerly Primetime Radio, Gannett Radio Pro-
ductions offers formats heard on 24 stations,
according to manager Jim Nettleton. “Prime-
time" is MOR/nostalgia for the 45-54 age brack-

et; "AC1" is current hits and "The Greatest
Memories” (adult contemporary) for 35-to-64-
year-olds; "AC2" is a “cozy" or softer version of
adult contemporary for the 25-plus group, and
*Klassic Kountry," is for 18-to-54-year-olds. For-
mats begin at $750 per month, and include a
custom jingle and full-scale consulting.

In the specials area are four nostalgia pro-
grams: Sentimental Journey, six hours for strip
of block programing; Glenn Miller Time, one
hour weekly: Moments to Remember, a daily, 60-
second show of musical glimpses of the past,
and Big Band Dance Party, athree-hour, week-
ly show. Gannett also offers For Your Consider-
ation, a 60-second daily topical news feature
hosted by Dave Steele, and two “tales of the
strange” programs hosted by Nettleton—The
Unexplained and Where Are They Now, both
two-minute strips.

0

Gladney Communications Ltd., New York, pro-
duces Mutual of Omaha’s The Best Years, a
daily, two-minute public aftairs commentary that
covers a variety of topics aimed at listeners 40
and older. The program, which is hosted by 85-
year-old actress Helen Hayes, is heard on near-
ly 200 stations. According to company vice
president, Betine Bauer, Hayes's 1,000th broad-
cast of The Best Years will air on Aug. 9. The
show is syndicated by Independent Radio Net-
work Inc., Greenwich, Conn,

A book based on the series has been written
by Hayes and Marion Gladney, wife of company
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President Norman Gladney, and has been pub-
lished by Doubleday.

o

Al Ham Productions, Huntington, Conn., cre-
ator of the "Music of Your Life” format (big band
and MOR music airing on more than 150 sta-
tions nationwide), has added several major-mar-
ket stations to its fold during the past year.
Among the additions are: kmecam Los Angeles,
wprPEN(AM) Philadelphia and cruwam Windsor,
Ont. (Detroit). In the planning stages is a syndi-
cated Music of Your Life television series, co-
produced with Bob Banner Associates, Los An-
geles, which is now being targeted for a
midseason debut.

Additionally, Al Ham Productions, through an
agreement with Columbia Records special pro-
jects division, has an MOYL labe! featuring pop-
ular artists of the last 50 years. The albums are
distributed to MOYL-formatted stations, which
use them in conjunction with special promo-
tions. “And Columbia is investigating new ways
of marketing this product to comsumers,” said
President Al Ham.

The "Music of Your Life” radio format is repre-
sented by Weiss & Powell, which created the
MOYL “family of stations” rep sales network.
The format is distributed by the Jim West Co.,
Dallas.

0

House of Music, Irvine, Calif., distributes three
formats: easy listening, which is subdivided into
traditional and contemporary; adult contempo-
rary, and oldies to about 30 stations. According
to company President Doug Peck, House of Mu-
sic also plans to launch a country format by
year's end. "There is a good healthy climate out
there for business,” said Peck. The company
was established in 1981.

a

Six programs—three of them in Spanish—are
distributed by Columbus, Ohio-based Jame-
son Broadcast Inc. "We saw that no one else
was doing" Spanish programing, said President
Jamie G. Jameson. The company, which had
been distributing a program in English based on
Family Circle magazine, tested a Spanish ver-
sion, Circulo Familia, when it learned that
Family Circle wanted to reach the Hispanic
market. Jameson has since moved into syndi-
cating Boletin de Salud y Bellaza, a two-minute
health and beauty bulietin, and Capsula Depor-
tiva, a lwo-minute sports report, in addition to
Circulo Familia, and has plans for a Hispanic
entertainment show. The Spanish programs are
cleared in the top 40 Spanish AD{'s, Jameson
said.

Other programs distributed by Jameson are
the three-minute Mother Earth News, based on
the magazine of the same name (500-plus com-
mercial stations, 200-plus noncommercial);
two-minute Prevention Health Report (340 mar-
kets), and five-minute On-Line Computer Con-
nection, which is being cleared only in top 100
markets and has entered 33 since May. Most of
the programs are bartered, Jameson said. The
company is exploring satellite delivery.

O

During the past year, the Kalamazoo, Mich.-
based KalaMusic added a big band to the
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easy-listening and country formats that have
been staples of its service, according to the
company president, Stephen C. Trivers. He said
ihat the easy-listening programing accounted
for more than half of the firm's revenues. The 10-
year-old company sells its tape-distributed pro-
graming on a cash pbasis with the cost ranging
from $600 to $4,000 monthly, depending on the
market.

O

Twenty classic radio mystery and drama series
are distributed by Beverly Hills, Calif.-based
Charles Michelson Inc. The most popular titles,
according to company president, Charles Mi-
chelson, are The Lone Ranger, Dragnet, Gang-
busters, The Green Hornet, Sherlock Holmes,
and Sergeant Preston of the Yukon. A new re-
lease for the Christmas season will be The
Greatest Story Ever Told. All shows are senton
quarter-inch tape at cash rates ranging from
$15 to $100 per 30-minute show depending on
market size. The series are aired on 45 stations,
all in the top 25 markets, and on the Armed
Forces Radio Network.

]

M.J.l. Broadcasting, New York, has launched
two new weekly, one-hour programs in the past
two months: Country Today and Rock Today.
Country Today is a country music magazine
program integrating music with news and life-
style features. Rock Today is a satellite-deliv-
ered series featuring both music and news from
"today's rock music scene.” As an option, the
company offers five, 60-second rock artist pro-
files each week, usable as a daily strip. And new
this summer, as part of the Rock Today pack-
age, is a series of four Live From London one-
hour, music/talk shows on the British music
scene.

M.J.I. Broadcasting also produces and dis-.
tributes five short-form, music trivia features:
Trivia Quiz, Star Quiz, Country Quiz, Rock
Quiz and Rock Quiz Weekends. Additionally,
M.J.l. Broadcasting offers Metalshop, a one-
hour weekly music/interview program billed as,
featuring the best of "heavy metal” rock music.
The show airs on about 100 stations. All M.J.I.
programing is available on a barter basis.

According to M.J.l. President Josh Feigen-
baum, the six-year-cld company has, in the past
year, nearly doubled its full-time staff, which now
numbers 25, and has alsc put the finishing
touches on a second recording studio. “We

¢ OLDEST PROMOTION IN THE INDUSTRY
Over 26 years ... 1,000 plus statlons.

¢ GETS DOUBLE RATE CARD RATE ...
A complete promotional package
providing sponsors the "extras” that
command extra dollars.

-

WORLD WIDE
BINGO, INC.

have become a major player in the barter pro-
graming field,” he proclaimed.

0

Musicworks Inc., Nashville, produces and dis-
tributes four taped services: “Alive Country,”
“Casual Country" (easy-listening country),
"Country 80" (an announced and unannounced
music library), and "Factor 5," a new adult con-
temporary format targeted to 25-t0-49-year-olds
that is available in both announced and unan-
nouned versions. Each service is distributed on
a cash basis, with prices ranging from $300 to
$1,200 per month, depending on format and
market size.

Musicworks also offers The Jim Reeves Radio
Special, a five-hour tribute to the late country
artist hosted by singer Eddie Arnold and featur-
ing more than 40 performers. Additionally, it mar-
kets a Christmas music service, according to
Skeeter Dodd, sales manager for Musicworks.

The company has discontinued distribution of
The Ralph Emery Show, a five-hour-weekly
country music/interview broadcast.

]

Narwood Productions, New York, entering its
29th year in syndication, continues to offer two
major products to stations. One is the weekly,
one-hour Music Makers series, hosted by band
leader Skitch Henderson and airing on about
150 stations. The other is Country Closeup, a
weekly, one-hour music and interview show also
carried on about 150 stations.

Ted LeVan, president, said Narwood also
plans to offer about six, three-hour music spe-
cials over the next year. All programs are sold on
abarter basis. Narwood distributes its shows on
disk, but LeVan says he is exploring the possibil-
ity of shifting to satellite in 1986, noting that “the
economics seem right.”

0

Nightingale-Conant Corp., Chicago, has been
producing and distributing the informational/in-
spirational programs of Earl Nightingale for 25
years and, according to Bryant W. Gillespie,
vice president of broadcast, “business has
been quite good this year." The company dis-
tributes two versions of the program—the five-
minute Our Changing World and the one-min-
ute EN’s 60 Seconds. The features are carried
on more than 800 stations around the world.
Gillespie said the programs’ content covers
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“a wide spectrum of subject matter on life, the
world and pecple.” The programs are sold for
cash at prices ranging from $16.50 to $200 per
week. He also noted that the shows have a rec-
ord of longevity, having been broadcast on
some stations for 15 years or more, often with
the same sponsors.

0

O’Connor Creative Services Inc., based in
Playa del Rey, Calif., has successfully shifted its
emphasis from radio features to music and
sound libraries, said the company's president,
Harry O'Connor. Although it no longer distrib-
utes Hollywood Production Library or Apple
Production Library, the company offers a 12-
disk library of standard sound effects—autos,
jet planes, dogs barking, people talking—ac-
quired from TM Communications in 1983, that it
has broken down so that stations can choose
elements individually. Its O’Connor Crazies,
launched in May, is a package of four 12-inch
disks of cartoon sound effects, music cues and
character voice tracks that O'Connor calls "the
only one of its kind."” O'Connor also distributes a
150-disk producer sales and production library
featuring vocal and instrumental material, sold
through direct mail and trade ads. In addition,
the company will develop a new adult contem-
porary/conternporary hit radio library, to be
ready in October, that will be priced according
10 market size on a "usage and perpetuity” ba-
sis.

QO'Connor still distributes four features: Kids
Say the Darndest Things, a comedy show host-
ed by Art Linkletter, who talks with small chil-
dren; The Art of Positive Thinking, an inspira-
tional/motivational program also hosted by
Linkletter; You're the Judge, an entertainment
feature based on actual court cases, with narra-
tive done by Ralph Story, and The Best of Grou-
cho, featuring edited excerpts from the Groucho
Marx comedy serial, You Bet Your Life. It also
has a foreign marketing division, based in Syd-
ney, Australia, that represents TM productionsin
all foreign markets other than Canada and Mexi-
co, and distributes Dick Clark Productions’
three-hour weekly countdown of top 40 hits, Na-
tional Music Survey.

0

Orange Productions, Narbeth, Pa., syndicates
the weekly, two-hour The Sounds of Sinatra pro-
gram which is on in 60 markets, up considerably
from a year ago, according to company presi-
dent, Lita Cohen. The series is produced by Sid
Mark, vice president and executive producer for
Orange, who also serves as the program's host.

"The big news for us in 1985 is that we've
made our first international sale on The Sounds
of Sinatra in Switzerland,” Cohen said. *We're
hoping to gain acceptance in other international
markets,” she added.

Another Orange show in distribution is The
Music Machine, a weekly, one-hour offering fea-
turing big band and pop adult artists. Mark also
produces that show and serves as its host. It is
being carried in about a dozen markets.

Other shows in preparation are: The Auto
Show, a 90-second. weekday feature, and
Blacks in America, a 90-second feature with
Mark Hyman as host. Cohen said sales are on a
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cash basis, and the Sinatra program ranges
from $125 weekly to $350.

O

A vyear after building a $2-million production fa-
cility in north Dallas, Otis Connor Productions
President Otis Connor says that his company is
among the largest producers/sellers of produc-
tion libraries in the country. In addition, the com-
pany continues to sell Celebration of Ameriea, a
24-hour special featuring patriotic and contem-
porary music.

Otis Connor Productions has also cleared An
All American Christmas in 250 markets on a
barter basis. Also offered is Wkeels, 12 hours for
strip or block programing that feature songs
about automobiles. Connor said that the com-
pany is preparing to begin syndicating a three-
hour, weekly country show in three to four
months. No longer being sold is The Hot 30,
three hours hosted by Bobby Rich.

(]
Bethesda, Md.-based Parkway Communica-
tions distributes 70 hours of programing to
about 300 stations per week, according to Andy
Bitsko, station relations. The company concen-
trates on classical music programing, but plans
1o expand into easy listening and beautiful mu-
sic crossover programing two months from now.
Currently, it distributes The Steinway Hour,
Starlight Concert, Voeal Scene, First Hearing
and various BBC programs, and offers three ser-
vices: The Library Service, The Daily Service

and The National Service. The Library Service
features 120 hours of classical music for use as
filler by stations during all-night or weekend
shows, and was introduced in the fourth quarter
of last year. The Daily Service is a 25-hour pack-
age of three classical music programs that sells
for $155 per week, while The National Service is
a 70-hour package selling for $425 per week.
Parkway does not barter programing, and no
longer distributes by satellite, although Bitsko
said it is considering returning to satellite. Next
fall, Parkway will introduce Variable Feast, a
classical music “potpourri or a mixture of a lot of
different titles,” to be hosted by Paul Hume, an
announcer formerly with classical WGMS-AM-FM
Washington.

O

Peters Productions, San Diego, reports im-
provement in its sales picture during the past
year with formats placed in more than 200 mar-
kets, as compared with fewer than 180 last year.
The company syndicates eight formats includ-
ing “Music Just for the Two of Us™ (beautiful mu-
sic), "Your Music" (traditional MORY), "For Today's
People” (easy contemporary), "Great Ones”
(adult contemporary), "Natural Sound” (adult
contemporary/crossover country), "Country Lo-
vin' " {modern country), “All-Star Country” {con-
temporary hit country), and "Super Hit" (contem-
porary hit music).

Rates vary from $500 to $2,000 per month,
depending on the market, according to Debbie
Welsh, music director of Peters. Programs are

F
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distributed on tape.
0

The Bronx, N.Y.-based Progressive Radio Net-
work has fared “reascnably well" during the
past year, according to Jim Wynbrandt, execu-
tive editor of the 13-year-old production-distribu-
tion firm. The company specializes in informa-
tional-entertainment programing that includes:
The News Blimyp, a 90-second segment that
combines news with contemporary music and
airs on 170 stations; The Laugh Machine, eight,
60-second offerings per week that air on sta-
tions in 75 markets; The Computer Programs, a
60-second series that focuses on the microcom-
puter in both the home and office, now airing in
50markets, and Sound Advice, 80-second infor-
mational segments on audio products and de-
velopments that airs in 35 markets. Programs
are available on either a cash or barter basis.

0

Public Interest Affiliates, Chicago, continues
to produce and distribute two, half-hour weekly
programs that are titled by each station. Oneisa
public affairs show based on the station's issues
and problems list, and the other & health-care
program. The company, however, dropped all its
60-second features including MedScan be-
cause, according to PIA President Brad Saul,
the marketplace "was so overcrowded with
these kinds of programs that even with good
clearances, we couldnt get encugh money for
spots.”

PIA also discontinued the John Doremus
Show, a five-hour talk show targeted for adult
contemporary stations, and Rare & Scratch
Rock 'n’ Roll, a weekly three-hour oldies show.

New for the company this year is a two-hour
Pete Townsend special, featuring the former
member of the British group, the Who. The show,
which is PlAs first venture into the rock field, is
slated for Oct. 20. PIA is also readying itself for
the spring 1986 debut of a new, 30-minute,
weekly series titled Sports Explosion. Saul de-
scribes the show as “counterprograming to
play-by-play sports” which will be designed for
fans who "arent necessarily sport fanatics.” It
will feature personality profiles along with topi-
cal events.

Saul added that in May, PIA picked up the
rights to The Northwestern Reviewing Stand, a
topical, 30-minute weekly news program cover-
ing three subjects per show. The program,
which airs on about 30 stations, is targeted to
18-34-year-olds, said Saul. In January, PIA be-
gan distributing Page One, which is produced
by the Simon Wiesenthal Center. Saul called the
show a half-hour, weekly “cuitural magazine."

The company also produces in-flight audio
talk shows for the airlines and syndicates radio
contests and promotions. Additionally, PlA dis-
tributes public service announcements for the
Broadcasting Industry Council To Improve
American Productivity and recently entered the
rep business for other syndicated programing.

“During the last six months, we wrote more
business than in all of 1984," said Saul, who
added that the number of fulltime employes has
climbed from 10 to 23.

O

Radio Arts will soon add “Pure Gold,” a rock
oldies format, to its fold, according to Larry Van-
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derveen, president. The format is currently in
production. Radio Arts continues to provide six
formats to 130 stations. The price for smaller
markets now starts at $500, and goes to $6,000
for larger markets. The formats are "American
Rock” (top 40), "The Country’s Best" (modern
country); “Encore” (nostalgia); "Sound X" (adult
contemporary); "Soft Contemporary,” and "The
‘Entertainers” (from "Sinatra to Manilow”).

In sales, Vanderveen said “we're developing
national advertiser-supported networks in the
top 125 markets.” Sales will be for cash in small-
er markets.

In development are Milton Berle’s Mad,
Mad, Mad World of Comedy a three-hour spe-
cial, and the five-hour A Country Gold Count-
down, teaturing the top 10 songs from 1975 to
1985 hosted by country performer Hoyt Axton.
The company also offers a Tribute series, con-
sisting of six hour specials on Bing Crosby, Nat
King Cole, Johnny Mercer and Perry Como and
will soon add three more featuring Frank Sinatra,
Johnny Mathis and the singing team of Steve
Lawrence and Eydie Gorme.

]

Southfield, Mich.-based Radic Programing
Management offers three tape-distributed for-
mats: "Contemporary Easy Listening,” "Top Hits
AJC,” which is a blend of adult contemporary
and contemporary hit music, and "Classic A/C,"
a "light hits” sound. Additionally, a music pro-
duction library is included as part of the format
packages.

The company's leading format, accerding to
RPM President Thomas Krikorian, is easy listen-
ing which, he said, accounts for about 65% of
the company's revenues. Krikorian claims to be
the second largest syndicator of easy-listening
music, next to Bonnevitle, in terms of subscrib-
ers. He said 57 of the company's 85 client sta-
tions program easy listening. However, he noted
that there was a "big push” for the marketing of
the adult contemporary formats and that withina
year, they should account for 50% of RPM's busi-
ness. Rates for the services range from $500 to
$5,000 per month, depending on market size.
Krikorian said that company revenues, thus far,
are up about 20% over a year ago.

Krikorian added that RPM is looking at the
possibility of production on compact disks.

(]

Radio Works, in Hollywood, is now distributing
five daily programs by barter. Its Forbes Maga-
zine Report, based on the business magazine,
has been covering the nation’s business for six
years ang is the longest running business pro-
gram of its kind, according to Radio Works Presi-
dent Stacie Hunt. "We're famous for taking publi-
cations and extending them into electronic
communications,” she said. “We were the first
company to do it successfully.” Radio Works has
also launched California Business Magazine
Report, a 60-second program focusing on busi-
ness in the West and airing on 65 stations in 11
Western states. Hunt hopes the program will ap-
peal to businesspeople across the country be-
cause of California’s importance in the national
economy.

New this year are two programs designed for
Spanish-speaking audiences. Comentario De-
portivo is a 90-second, twice-daily sports com-
mentary hosted by Fernando Escandon, the Clio
Award-winning spokesman for Tostitos tortilla

chips. Comentario Deportivo airs in 40 markets
and is sponsored exclusively by Coors beer.
Conozea A La Estrellas (Meet the Stars) is a
half-hour entertainment program airing once a
week in 40 markets. Sponsored by K-Mart, it
features an entertainment news report and two
celebrity interviews with film, recording and
stage stars of the Latin world.

Planned for launch in September is The Best
Sellers, a series of one-minute pieces in which
authors including former President Jimmy
Carter and Tom Peters (“In Search of Excel-
lence") talk about their best-selling books. "No-
body quite knows what to do with [programs
about] books,” said Hunt. "You've got to find 20
minutes of air time somewhere, and that usually

means 3 o'clock in the morning.” She said sta-
tions will be able to use the pieces in news, as
filler, or as a series.

]

The Smithsonian Institution, Office of Tele-
communications, in Washington, syndicates
two regular radio programs. Radio Smithson-
ian is a 30-minute show that announces and
describes the many exhibits at the museums
and scientific projects the Smithsonian con-
ducts around the world. It is distributed to 85
stations at different cash rates depending on the
size of the station and its market. Smithsonian
Galaxy is a two-minute version of Radio Smith-
sonian, and is sent free to 220 stations. Both

NP
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The nouveau networks: Rewriting the rules of the game

From the host of independent program suppliers comes a new
breed of radio producers that distribute all of their programing—
mostly long-form shows—both on disk and by satelite. De-
scribed by certain segments of the industry as “programing”
networks, they are quickly becoming a major competitive force
in the advertising community, especially for the youth-oriented
buys. Among the leaders in this category are the Westwood One
Radio Networks and the United Stations Programing Network,
both of which are members of the Radio Network Association.

United Stations Programing Network launched two daily (Mon-
day through Friday) one-hour shows over the past year: Solid
Gold Country, which was formerly a three-hour, weekly pro-
gram, and the American Music Magazine Starring Rick Dees,
which made its debut on Feb. 25 and is hosted by the KiS-aM-FMm
Los Angeles personality.

Other program offerings from the company are: Rick Dees
Weekly Top 40, a four-hour countdown broadcast; The Weekly
Country Music Countdown, a three-hour program hosted by
Chris Charles; Dick Clark’s Rock, Roll & Remember, a four-
hour, weekly broadcast co-hosted by Clark and Mark Elliot, and
The Great Sounds, a four-hour, weekly program hosted by Ray
Otis.

The United Stations Programing Network also produces Hot
Rocks, a summer series of 90-minute rock programs that airs
from Memorial Day weekend through the Labor Day weekend,
and the Country Sixz Pack, holiday country music specials.
Programing is available to stations on both disks and via Satcom
I-R. United Stations President Nick Verbitsky said that a new
series would be launched next fall, but declined to offer specif-
iCs.

The company was formed nearly four years ago by three
former Mutual executives: Verbitsky, Ed Salamon and Frank Mur-
phy, along with entertainer Dick Clark. Earlier this year, United
Stations purchased the RKO Radio Networks (One and Two)
and set up a new company called United Stations Radio Net-
works One and Two Inc. (see network radio story, page 46).
Former RKO Radio Networks President Bill Hogan has become
executive vice president and general manager of the United
Stations Radio Networks as well as the fifth partner in the United
Stations company.

Westwood One Radio Networks, Culver City, Calif., last week
acquired Boston-based Starfleet Communications from Sam
Kopper, its president and founder. Starfleet specializes in live
concert music broadcasts for radio stations. Kopper will join

Westwood One as director of special projects.

In recent months, the publicly held Westwood One joined
forces with Coca-Cola UUSA to co-sponsor the current Foreigner
tour and with Chewels Sugarless Gum to co-sponsor the Rick
Springfield tour. And Westwood One, according to company
President Norm Pattiz, has exclusive radio broadcast rights to
about two dozen contemporary rock artists.

Among the new programs from Westwood One over the past
year are: Future Hits, an hour-long, weekly look at the “hottest
new records;" Scott Shannon's Rockin’ America Top 30 Count-
down, hosted by wHTZ(Fm) New York's morning personality; En-
core, a weekly, three-hour big band program hosted by
WNEW(am) New York personality William B. Williams; That's Love,
a three-hour, weekly adult contemporary program featuring
"love songs,” and Musical, a three-hour, weekly broadcast fea-
turing songs from “classic” Broadway and Hollywood musicals.
The last two shows are produced for Westwood One by Ron
Cutler Productions, Los Angeles.

Other programs on the Westwood roster include: Rock Chroni-

cles, Star Trak, Star Trak Profiles, Off The Record, Off The
Record Specials, Rock Week, The Countdown, Shootin’ the
Breeze, Dr. Demento, Earth News and The Waldenbooks Re-
mew.
There are also five continuing concert series: Superstar Con-
certs; two versions of the In Concert series, one for album rock
stations and the other for adult contemporary outlets; Live From
Gilley's, and the Budweiser Concert Hour In addition,
Westwood simulcasts several concert events with pay cable
networks and has an exclusive simulcast agreement with Show-
time. And last year, Westwood Jaunched a Spanish-language
programing division called Radio Espanol.

The company also feeds reports of major entertainment
events such as the July 13 Live Aid concerts in Philadelphia and
London, but offers no regular news service.

All programing is satellite-detivered to stations via RCAs Sat-
com |-R—the same bird that is used by ABC, CBS, NBC, United
Stations Radio Networks One and Two and CNN Radio.
Westwood owns its own uplink in Los Angeles, which is man-
aged by DB Communications. Stations can also receive
Westwood programing on disk. Pattiz said that approximately
3,800 stations air one or more of Westwood's shows.

Pattiz said he expects to make another public offering of the
company this week noting that the value of the company has
‘more than doubled” in the past year.

shows are sent out on the NPR satellite and by
tape to stations with no satellite access. Two
special radio series are now in the planning
rmmw-mm---m—n--—-r
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stages. Jesse Boggs, producer of Radie Smith-
sonian and Smithsonian Galaxy, expects the
first, a special on tropical rain forests and the
S D e T R

steps being taken to preserve them, to be re-

ries has been titled yet.
a

leased in December. The other will be & compre-
hensive history of American music. Neither se-

A new company syndicating programs and pro-
motions is Starstream Communications
Group of Houston. its first two programs will be
available in September. Today's Woman will be
an interview show with themes important to
women, such as jobs, finances and self-help.
Power-on will be a daily, 90-second educational
show on computers. Both shows will be bar-
tered.

According to chief executive officer, Ken
Kramer, two large radio promotions have al-
ready been produced by Starstream. Stroh's Su-
perstar Talent Search was a nationwide contest
to find new rock talent. More than $100,000
worth of musical equipment was given away o
winning bands. The winner of the final contest
received a recording contract with MCA Re-
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cords. The Budweiser Talent Search was pro-
duced with the same format to find new black
talent. The national finals for that competition
were held July 12 and hosted by Lou Rawls and
Jayne Kennedy.

(]

The Oakland, Calif.-based The Syndicate con-
tinues to offer Byline, a free, 80-second, daily
political commentary, sponsored by Washing-
ton's Cato Institute. The show is distributed by
Associated Press Radio Network and National
Public Radio to approximately 80 markets and
by tape to another 100. Perspectives of the Econ-
any. sponsored by the Reason Foundation, pub-
lisher of Reason magazine, is offered free in re-
lurn for a guaranteed regular time slot and is
carried in 165 markets. Ancther continuing pro-
gram is the Sound Economist, a three-minute
program hosted by Dr. William Allen, UCLA pro-
fessor and president of the Institute for Econom-
ic Research, which sponsors the free series.
The show is heard in 50 markets. A Spanish-
language version of Perspectives, planned for
introduction late this year, will be funded by the
Reason Foundation.

The Syndicate is also offering its "Album
Country" format, designed for automated or live-
assist and providing programing up to 24 hours
a day, seven days a week.

It is no longer offering Barnstormin’, a six-
hour weekly country music series.

(]

“Our main emphasis has been and is on quality
production,” said Bob Dockery Jr., president of
Syndicate It, based in Burbank, Calif. The com-
pany handles about 12 daily and weekly pro-
grams and specials on a barter basis. distribut-
ing them to between 75 and 150 stations. On
July 1 it began syndicating The Jesse Jackson
Connmentary, a 90-second, weekday series, to
100 stations. The program features the Rev. Jes-
se Jackson's views on issues—such as apart-
heid. crime and hostage-taking—that affect
Americans in general and black Americans in
particular. Music of the City is a weekly, one-
hour. black music program that concentrates on
themes ranging from the Motown sound to the
Apollo Theater. It features profiles and historical
and current perspectives, and is hosted by J.J.
Johnson and a celebrity guest host. Gospel Live
is a one-hour inspirational music show, also the-
matic, hosted by the Rev. Billy Ingram. Playback
is an oldies program that "gives a perspeclive to
a period of time,” said Dockery, by highlighting a
year’s fashions, food. movies and music.

King: A Musical Tribute is the company’s
"very successful” special remembering Martin
Luther King. It has sold to 150 stations for the
past four years, said Dockery, and beginning in
1986 will be aired on the second Monday in
January, the naticnal holiday commemorating
King's birth. Also a popular special is Story of a
People, which Dockery describes as "the history
of black America with music.” This year's Story
has been increased to 24 hours, from 16 last
year, and each hour is produced separately so
that stations can choose how much of the spe-
cial o air at one time.

In addition, Syndicate It distributes a two-hour
artist profile program and a five-minute exercise
program, and is planning another five-minute

exercise program to begin airing the first quar-
ter of 1986. Its only product available for cashis
a library, Jazz Chronicles. Syndicale It will be
“branching out into the general market this
year.” Dockery said.

The Detroit-based Those Guys in Detroit Inc.
has opened a new office in Fairfield. lowa, to
handle its radio syndication. The company is
now distributing The Sounds of Science, a two-
minute, daily feature airing on 50 stations in the
top 100 commercial markets and on 40 noncom-
mercial stations. The show began on May 6 and
will complete a 26-week run. The sponsor for
Sounds is duPont.

Two shows Those Guys had planned to pre-

miere last season are still in development: 'n-
side Pro Football and A Tale of Two Seasons.
Inside Pro Football, a weekly, 60-minute foot-
ball magazine, is still in consideration but is not
expected to premiere this season. Sponsors are
now being sought for A Tale of Two Seasons,
which the company hopes to premiere in 100
markets in the winter. It is to be a 90-second,
daily show providing consumer advice involving §
the summer and winter seasons. According tor
the president of Those Guys in Detroit, Stuart J.
Goldberg, three other new shows for this year
are expected to be announced later.

The company deals in barter only and distrib-
utes all of its products by tape except ior The
Sounds of Science, which is received by non-
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No other company has more
expertise in satellite communica-
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That's why The Associated
Press, Capitol, IDB, Interstate,
Learfield, Susquehanna, Transtar,
TSN, and more than forty other
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But that's not all. Early next
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Upper Saddle River, N 07458.
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mercial stations off the NPR satellite.

O

TM Communications, Dallas, added a format
called "Prime Demo,” which is described as a
"mature aduit contemporary format” aimed at
the 35-tc-44-year-old audience. The format was
introduced last April at the National Association
of Broadcasters annual convention in Las Ve-
gas.

The ¢company also produces and distributes
six other taped formats: beautiful music, coun-
try. "Stereo Rock” (top 40), "TM-O-R" (MOR),
"TMAC" {adult contemporary) and “Urban One”
{urban contemporary). The formats cover about
265 stations across the country. Additionally, TM
has an extensive music library known as “Gold-
pics,” which includes 1,000 top songs from
1954 through 1977. "We are getting more in-
volved in program consulting as well,” said TM
senior vice president, Neil Sargent.

TM also offers stations extensive sales and
production libraries including concept and im-
age songs under the titles of “The Master Plan,”
"The TM System” and "The Production Source”
as well as a sound effects library called "TMX-
1." TM also produces customized syndicated
television spots and campaigns for radio sta-
tions and. over the past year, has stepped up
production of audio-visual/multimedia presenta-
tions.

O
Wcre Preductions, Boston, produces and dis-

tributes concert music including that of the New
York Philrarmonic, the Boston Symphony, the
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The Leading Weather S

Boston Pops Orchestra and AT&T Presents
Carnegie Hall Tonight. The Carnegie Hall se-
ries is one hour in length while the others run for
two hours.

John Emery, vice president and general man-
ager of Wcrs Productions, a subsidiary of
wCRB(FM) Waltham, Mass., noted that the abun-
dance of classical music on radio forecloses the
opportunities to expand.

For the Philharmonic program, 1985 marks its
10th anniversary on the air and, according to
Emery, the sponsorship by Exxon is the longest
continuous sponsorship of an orchestral radio
program. The Philharmonic and Carnegie Hall
productions are transmitted both by sateliite
and tape to 200 and I70 radio stations, respec-
tively. The Boston Symphony and the Boston
Pops are carried in 73 and 97 markets, respec-
tively, and are distributed by tape. All programs
are offered to stations on a cash basis.

0

Weedeck Inc. President Lloyd Heaney noted
that the company received responses from
2,000 of its Country Report listeners to a re-
quest in May for a list of their all-time favorite
country songs. The list has spawned The Top
All-Time Foavorite Country Songs, a six-hour
special hosted by Ron Martin. Weedeck’s other
new program offering is Celebration, 62 three-
minute vignettes {stations get one minute to
sell), on the careers, lives, goals and music of
country music stars. Both are offered on a cash
basis.

Weedeck continues to offer Country Report,
1Q three-and-a-half-minute updates consisting
of country music news and interviews bartered
each week on 180 stations, and Country Report
Countdown, a four-hour weekly country top 40
cash/barter series now in 60 markets.

Canceled this year were the Charley Tuna
Show, an adult contemporary series; the Master-
works Hour, a weekly classical music/interview
program hosted by actor William Conrad, and
Financial News with Mike Piazza, a weekday
three-and-a-half-minute business news and in-
terview series.

Available through Weedeck's representative
in New York, Newman Communications, but not
currently on the air, is the feature Odyssey of the
Black Olympian and Black Champions with
Reggie Jackson, a barter series consisting of six
two and-a-half-minute features.

0

Waxr Syndication, New York, distributes seven
radio programs, five of them based on the re-
sources of the New York Times, owner of classi-
cal-formatted woxa.am-FM New York. According
to Larry Krents, vice president, sales and syndi-
cation for woxa, the two series not connected to
the Times are the daily, five-minute Health Line
series with Dr. Joe Novello, sponsored by Pfizer
Pharmaceutical in six markets, and the monthly
Scientific American Chamber Festival. a one-
hour, studio broadcast on five stations which is
sponsored by the monthly science magazine.
The other daily, five-minute programs derived
from the Times are: Front Pages of Tomorrow’s
New York Times, sponsored by IBM in five mar-
kets; The New York Times Washington Report,
with Hedrick Smith and John Finney, sponsored
by Scientific American magazine in five mar-
kets; Frank Rich on Theater, sponsored by Pru-
dential Bache Securities in five markets; Person-
al Finance, with Leonard Sloane, sponsored by
Shearson/Lehman/American Express in 10 mar-
kets, and The Topic is Wine, with Frank Prial,
sponsored by Heublein in five markets.

Radio technology coming of age

AM stereo use continues to make
strides as Motorola and Kahn vie
in the marketplace; subcarrier

use finally getting off the ground;
CD’s becoming wave of the future

For the technology of radio broadcasting,
1985 appears to be a pivotal year. Techno-
logical developments that have shown the
promise to change the business of radio, but
have fallen short until now, may finally be
ready to boost the medium’s quality and
money-making capacity.

Industry attention is mainly focused on
the improvement of AM by stereo sound and
other means, the use of FM subcarriers and
the growing movement toward digital audio,
in particular to compact audio disks. Status
reports on each are presented here.

Upgrading AM

The effort of AM broadcasters to stand equal
with their FM brethren has intensified in the
past year.

Nearly 400 AM stations are equipped for
stereo, and there are reportedly over 1.5 mil-
lion AM stereo radios now on the market
from two dozen different receiver manufac-
turers.

Clrnnsdmnnsin~ bl A% 4AOE

But the effort to implement the service
still retains its dark side: the ongoing battle
between the two remaining AM stereo
broadcast system manufacturers to achieve
for their technology the status of “market-
place standard.”

Even with the original field of five com-
peting systems narrowed in the past six
months to two, Motorola and Kahn Commu-
nications (Belar, Continental and most re-
cently Harris have been being licensed to
make Motorola’s C-Quam system), the bat-
tle shows little sign of an easy resolution.

By many accounts, the numbers appear to
fall heavily in favor of the Motorola system.
Some 225 stations in the U.S. broadcast
with C-Quam (the majority Motorola pro-
ducts, with approximately 30 using Delta
Electronics and Broadcast Electronics gear).
Another 80 to 85 stations are believed to be
on the air with the Harris stereo system,
which uses a pilot tone enabling detection by
C-Quam receivers. The stations are expect-
ed to be converted soon to full C-Quam sys-
tems.

Motorola also claims to have sold 3.2 mil-
lion stereo integrated circuit decoders for use
in C-Quam-only receivers, with 1.5 million
already in radios. It says only 50,000 of the
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multisystem receivers made primarily by
Sony and Sansui and used to receive the
Kahn system have been sold.

But Leonard Kahn, president of Kahn
Communications, says some numbers are on
his side. His gear is in such major markets as
New York, Los Angeles, Chicago, San Fran-
cisco and Washington.

Motorola claims that although Kahn sta-
tion growth has remained flat over the past
year, with several defections and new addi-
tions, Motorola’s numbers have climbed
from around 150 a year ago to nearly 300
worldwide, and the conversion of Harris
system stations will bring its total to 400 by
the end of 1985.

“We do give him credit for some markets
where he is pretty strong,” said Chris Payne,
AM stereo broadcasting manager for Motor-
ola, “but he has nothing, for instance, in
Boston or Detroit, where we have stations,
and on the whole we have more clear chan-
nel 1-A 50 kw stations than he does.”

For Kahn, however, the battle of AM ste-
reo is far from lost. His scenario has Kahn
system presence in major markets creating
consumer demand for multisystem receivers
capable of decoding both systems, replacing
single-system C-Quam receivers, and then,
eventually, because of what he argues is the
superior technical quality of his system, re-
placing multimode radios with single-sys-
tem Kahn receivers.

Hlustrating Kahn's tenacity in the struggle
is a recent flap following a NAB radio board

meeting June 19 in which the status of AM
stereo broadcasting was discussed.

In a July 9 letter to NAB board members,
Kahn took the association to task for what
termed a *“false” and “grossly misleading
statement” made by an unnamed NAB em-
ploye during the meeting.

Kahn characterized the statement as a dec-
laration “that the AM stereo contest is over,
that Motorola had won,” and he added:
“This NAB employe statement comes at
possibly the worst time and may well severe-
ly damage my firm and indeed AM broad-
casting.

“This recent unfortunate statement is only
the latest step in a long-standing pattern,
violating NAB’s announced neutrality poli-
cy and supporting Motorola at the expense
of AM broadcasters,” Kahn also wrote.

According to Kahn: “This unauthorized
activity goes back at least to the time when
Mr. Chris Payne, then an NAB employe,
made a public statement that he, ‘by various
devious means’ would get the type of AM
stereo system” NAB favored as an industry
standard.

“Payne, now a full-time employe of Mo-
torola, has apparently maintained a close re-
lationship with NAB,” he wrote.

Jeff Baumann, NAB senior vice president
and general counsel, denied there had been
discussion of endorsing any system, because
of the “obvious” antitrust implications. The
radio board’s discussion was on AM stereo
progress, he explained, and its final resolu-

tion was simply to encourage the industry to
use AM stereo.

Eddie Fritts, NAB president, in a July 15
Mailgram to board members, wrote: “NAB
has taken all steps possible to maintain this
organization’s neutrality with respect to the
selection of a specific AM stereo system by
the AM radio industry. I believe that an offi-
cial NAB response to Mr. Kahn's letter is
essential. Therefore, I will recommend that
the executive committee draft a response to
Mr. Kahn at its next meeting on July 31.”

Payne refused to comment on Kahn’s re-
marks about him. Payne was, however, re-
ported by BROADCASTING seven years ago to
have made a statement at the 1978 NAB
annual convention (BROADCASTING, June
19, 1978) similar to that quoted by Kahn,
and then-NAB president Vincent Wasi-
lewski wrote Kahn shortly afterward, ac-
knowledging the “slip of the tongue,” and
expressed his “regret” over the comment.

“There’s so much water under the bridge
it’s not relevant any more,” argued Payne.
“It serves no interest to broadcasters to get
into a who-said-what-when battle with
Kahn’s old garbage. It’s nothing more than
another annoyance. He’s lost and this is a
bunch of sour grapes.

“Trying to go after an an NAB employe is
very unfortunate and improper,” he said.
“NAB can’t favor one system, but it can
analyze and report facts. Any reasonable
person would come to the conclusion that
Motorola had won the marketplace battle.
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No one could be faulted for saying it.”
Other AM Moves

AM stereo was intentionally left out as a
topic when NAB formed a committee in No-
vemnber 1983 to examine the technology of
AM broadcasting. But engineers working
with the NAB group developed and have
since begun striving for implementation of a
long list of other methods with which their
medium could reach the goal of technical
parity with FM.

The result of months of work and meet-
ings of that AM technical improvement
committee was a 55-page report issued last
fall, suggesting such advances as improve-
ments in broadcast antenna design, limiting
boost on high frequencies and working with
manufacturers to better receiver quality.
More than 1,200 copies have been distribut-
ed throughout the industry since the report
was tirst made available.

One major push, in meetings of a joint
NAB-Electronics Industries Association
group chaired by Charles Morgan of Susque-
hanna Broadcasting and Bart Locanthi of
Pioneer, has been to bring together receiver
manufacturers and broadcasters on im-
proved receiver design. The group first met
at the June Consumer Electronics Show in
Chicago.

The key issue for the joint group, ex-
plained Rau, is to develop voluntary stan-
dards for de-emphasis curves in radio receiv-
ers.
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The upward curve of AM stereo

AM broadcasters airing stereo worldwide with C-Quam, Kahn-Hazeltine and Harris

syslems are shown in the chart below. Harris stations, receivable on C-Quam radios,

are expected to convert to full C-Quam systems by the end of 1985. Chart was
supplied by Motorola Inc.
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Another effort, Rau noted, has been the
development of a technical reference center
for AM broadcasters, the first results of
which will come in September in a bibliog-
raphy of several hundred articles available
from NAB and concemed largely with AM
antenna and transmission issues.

NAB is also preparing to release results of
a three-month, $20,000 research project into
the potential for interference to AM broad-
cast frequencies from new radio frequency
lighting devices being considered for ap-
proval by the FCC.

The study was conducted by Bob Culver
of Lohnes & Culver, consulting engineers in
Washington, and according to Rau, when it
is submitted to the FCC in August, NAB’s
science and technology office will seek NAB
executive committee approval to petition the
FCC o develop a rulemaking on the ques-
tion.

Subcarrier Ups And Downs

Since the spring of 1983, when the FCC
authorized FM station use of subcarrier
channels for a variety of auxiliary services,
broadcasters have ridden a rollercoaster of
promises, disappointments and renewed ex-
pectation.

But with the introduction in the past six
months of two new subcarrier commercial
data services designed to compete with other
overnight business delivery services and in-
volving Mutual Broadcasting and ABC, rev-

Broadcasting Jul 22 1985

enues from the potentially lucrative sub-
channels appear ready to be realized.

Mutual first focused the attention of its
new $10-million Satetlite Services division
on subcarriers in January, when it announced
the impending launch of the Multicomm sat-
ellite-to-subcarrier data delivery service
(BROADCASTING, Jan. 28).

Now, six months later, the outfitting of
participating stations with satellite receive
terminals and subcarrier generators has be-
gun, and service in most of the top 50 mar-
kets should be ready for kickoff in Septem-
ber. Two customers have so far opted for the
service, a joint sports news subscription ser-
vice of United Press International and
American Sports Advisers and, on a trial
basis, the Dow Jones News Service (BROAD-
CASTING, May 27).

Subcarrier coverage will extend over 60%
of the country, according to Gene Swanzy,
Mutual senior vice president and manager of
the satellite division. Eventually Mutual
hopes the service will reach 85% to 95% of
the U.S. business population, with subcar-
rier stations in 110 to 115 markets.

“How to get subcarrier coverage nation-
wide—that's the hard part,” Swanzey told
BROADCASTING last week. “We know how
to network, so we got the very best available
stations. But it was longer and harder than
we thought.”

Disagreeing with Swanzy on the difficulty
of networking, however, is Phil Giordano,
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vice president for finance and administra-
tion, ABC Radio, who was one of the princi-
pals in the newest subcarrier entry, Indesys,
a joint venture between ABC Video Enter-
prises, microcomputer-terminal-maker Ep-
son America and others (BROADCASTING,
July 15).

“Establishing the network is not the prob-
lem,” Giordano commented. “There are
some 4,000 FM radio stations to avail your-
self of. The problem is having a customer
base so0 you can present the revenue possi-
bilities to the station’s business manager in
the form of a real business opportunity.”

Giordano maintains that although the In-
desys service will begin operation in Octo-
ber of this year in only five cities (with four
ABC owned-and-operated stations in New
York, Chicago, Los Angeles and Dallas,
plus an ABC affiliate in the San Francisco
market), the business can become national if
there is a national marketplace. “This is de-
signed as a marketplace-responsive system.
The technology is there, we are trying to
adapt it to the marketplace,” he explained.

“What we do have is a client base,” he
added, including Avon, Peat Marwick
Mitchell & Co., Businessland and Telerate
Corp.

Mutual and ABC are not the only broad-
casters involved in subcarrier services.
Bonneville International Corp. in Salt Lake
City, for instance, is involved in electronic
mail delivery, and Snider Communications
in Little Rock, Ark., has paging and weather
wire service in that state. CBS Radio also
agreed earlier this year to work with Costa
Mesa, Calif.-based American Diversified
Corp. in its effort to develop a nationwide
paging service.

Paging via radio subcarriers, expected to
be a new source of income to broadcasters
when subchannel use was first authorized,
turned out to be a bitter disappointment to
many, explained Alan Reiter, editor and pub-
lisher of the Washington newsletter, Subcar-
rier Communications.

“The promise of subcarrier paging hasn’t
been fulfilled,” he said, “in large part be-
cause manufacturers broke their promise for
reliable pagers. The first generation was so
unreliable the failure rate for units was esti-
mated at 40% out of the box. That put a bad
taste in the mouth of broadcasters.”

But that sentiment may be changing,
Reiter added, with pager manufacturers now
marketing a new generation of products, the
effort to develop a nationwide service by
American Diversified, and other successful
experiences with paging.

Compact Disks Cometh

Inside the FM station itself, one of the fastest
growing phenomenona is experimentation
with compact digital audio disk players,
with as many as 500 broadcasters using CD’s
on the air, according to some estimates.
“Most stations use them on a partial basis,
although a few are full-time CD,” comment-
ed Marc Finer of Sony’s consumer audio di-
vision. “And although a quantity of dedi-
cated professional players are sold, the
majority in use are adapted from consumer

units, mainly because they are the most ac-
cessible.”

Perhaps the most common users of the
technology so far are classical music stations
around the country.

The reason for this may be, according to
Craig Simon, director of operations and en-
gineering for NBC Radio, that classical sta-
tions are taking promotional advantage of
the relatively large classical CD inventories
at record companies, as well as CD’s appeal
to the upscale, “classical” audience in many
cases already familiar with the technology.

WQXR-FM in New York is one example of
a broadcaster using the CD technology to its
promotional advantage. The station put its
first CD player, 2 Sony unit, on the air in
March 1983 and has since used models from
a half-dozen manufacturers. According to
Zaven (Doc) Masoomian, chief engineer,
there are now two Studer players and a Tech-
nics in the main control room and nine others
spread around the station’s listening and con-
trol rooms.

Currently, 40% of the station’s program-
ing is from compact disk played directly on
the air, and that percentage is increasing rap-
idly,

“Fidelity and reliability are of utmost im-
portance to us,” he commented, “and for
that the CD is best. It does a superb job.”

Although recent comparisons with analog
master disks demonstrate for Masoomian
that with analog, *“the quality can be there,
wear on LP’s creates hiss, pops and repeats,
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while for CD’s there is little or no wear.”
Among the other advantages Masoomian
notes for the CD players are the capability
for fast accurate cueing, as well as reverse
cueing.

Some of the differences created by CD
use, in particular the expanded dynamic
range, may or may not be improvements
over analog disks. Masoomian admits that
with analog disks, louder segments can be
seen coming by an operator and levels “judi-
ciously brought down,” while with CD this
is impossible.

The cost of the players, ranging from
$1,000 to $4,000, is comparable to turn-
tables, Masoomian explained, especially
when considering the high cost of arms and
stylus replacements. The cost of the compact
disks themselves, however, is still high, al-
though he believes the price will continue to
come down.

Simon noted that CD’s won’t match LP’s
in cost terms until the stations are “‘serviced”
with free or bartered disks in the same way
they are with LP’s.

Added Sony’s Finer: “The record com-
panies insist on having uniform and consis-
tent procedures for providing CD’s at a
nominal fee. The record labels want to sup-
port the station use of CD’s, but there are still
a limited number of disks out there and the
consumer suppliers are pushing for them.
Once demand stabilizes in the next year or
two, record companies may reconsider that
policy.” o

Turn weather predictions into higher
ratings and revenue with an Audi-
|| chron telephone weather announce-
ment system. Your audience will
love this detailed, up-to-the-minute
local weather forecast they can call
anytime, day or night.

You'll love the increased ratings
potential and the ability to tie-in
sponsorship without using valuable
air time.

The system is accessed via tele-
phone by our full time staff of de-
greed meteorologists who track the
weather specifically for your area.
The equipment is state of the art dig-
ital for the highest quality voice
reproduction.

Call or write Ed Martin at (404)
455-4890 to learn more about
improving your ratings...and your
revenue.

Audichron will have you singing in
the rain!
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Live Aid concert turns world into global village

Some 2 billion around world see
17-hour concert from two continents;
broadcast goes off with nary a hitch

It was a marriage of altruism and technology.
Heralded in the media as a historical musical
event, a [7-hour “global jukebox” to raise
money (and consciousnesses) for famine-
stricken Africa, the Live Aid concert on July
13 was also a technological wonder. Satellite
feeds and production provided the means by
which the program reached an estimated 2
billion people around the world. Adding to
the accomplishment, according to its pro-
ducers, was that it went off almost without a
glitch.

The concert, which featured about 60
acts, was split between John F. Kennedy Sta-
dium in Philadelphia and Wembley Stadium
in London, with incoming feeds from,
among other places, Australia, Japan, the
Netherlands, Norway and the Soviet Union.
It was produced by Worldwide Sports & En-
tertainment and was carried in whole or in
part by, among others, ABC Television,
ABC Radio, MTV, the BBC and more than
100 independent stations.

Bob Geldof, an Irishman with the British
band, the Boomtown Rats (there have been
calls for his nomination for a Nobel Peace
Prize since the concert), organized the event.
Geldof also founded Band Aid, the organi-
zation of European artists who began the
musical artists’ support for Africa when they
recorded the song, “Do They Know It’s
Christmas?” American musicians then fol-
lowed suit and formed USA for Africa and
recorded their own song, “We Are the
World.”

According to Howard Zuckerman, an in-
dependent program packager who was ex-
ecutive in charge of the production, the en-
tire program was put together in only 10
weeks. It was beamed live via 13 satellites to
more than 110 countries, and on a tape-de-
layed basis to about 40 other countries, in-
cluding China and the Soviet Union. Twenty
cameras were used in the U.S. (including
Skycam and ones in the Goodyear blimp);
19 videotape machines, and about 400 pro-
duction and engineering pecople. Three Dia-
mondvision screens gave more detailed
views of the JFK performers, as well as pic-
tures from London and around the world.
The total cost of the entire production was
about $4 million, Zuckerman said, adding
that “'it could have easily have been a $20-
million production.”

Eleven channels on five Intelsat satellites,
were among the six satellites used for the in-
ternational transmission of the event, which
was fed to nine locations—including the U.S.,
England, Japan, Australia, Korea, New Zea-
land, Hong Kong, Taiwan and Ghana.

The BBC, Voice of America and ABC

A paint box panoply of Live Aid stars

Radio were among those carrying the radio
feed. The last had the exclusive U.S. radio
rights, carrying the event live on 180 radio
stations, and using tapes when acts were
playing in both stadiums simultancously.
“By and large” the radio production went
well, said Bob Benson, vice president and
senior executive for ABC Radio. A crew of
more than 100 was used to broadcast from 6
a.m. Saturday to 12:15 2. m. Sunday mom-
ing (184 hours), beginning with the Live
Aid concert feed from Australia.

Benson said the network had guaranteed
Worldwide that $500,000 would be raised
through stations in rights fees and from lis-
tener donations. Station feedback indicated
the program.was a success, he said. “From
everything,” he said, “we think it will be the
most-listened-to program of all time,” based
on call-ins, donations and informal surveys
by some station managers of what people
seemed to be listening to in their cars, on the
street and in shopping malls, he said. To the
radio industry, Benson said, *it was probably
the most important event they could have
been involved in—in terms of number of
listeners and in terms of the charity in-
volved.”

For the magnitude of the event—with its
remotes, two-way feeds, the amount of time
being on the air, the “tremendous amount of
people on top of us,” Zuckerman said, it
“went off so smoothly.” There were only a
couple of noticeable technical problems. At
one point, for example, Zuckerman said, the
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Federal Aviation Administration had to be
summoned to clear the sky above JFK stadi-
um of as many as 21 helicopters, which were
interfering with the satellite reception. Also,
just prior to the British finale at Wembley,
Paul McCartney’s voice mike didn’t work for
part of “Let It Be.”

Things may have been rougher for concert-
goers. About 100,000 paid $35 to $50 each to
attend the event in Philadelphia, spending the
day in sweltering heat, with three-hour waits:
for restrooms and long lines for food. About
72,000 were at Wembley and 12,000 at the
concert in Svdney, Australia.

But those who were there saw some of the
biggest names in popular music perform, in-
cluding rock luminaries Mick Jagger, Tina
Tumner, Paul McCartney, the Who and Bob
Dylan, as well as new stars Madonna, Duran
Duran anrd Phil Coilins. (The last performed
at Wembley Stadium in the morning and
flew via the Concorde to perform at JFK
Stadium the same day.) At the end of the
Philadelphia concert, singer Lionel Richie
announced that $40 million in pledges had
been made.

(By last week’s end, press reports put that
figure as high as $70 million, although the
program’s producers estimated it to be be-
tween $50 million and $60 million. Toll-free
pledge phone numbers were closed after the
concert, but a mailing address [Live Aid,
P.O. Box 7800, San Francisco, 94120] was
still accepting contributions.)

The artists kept to the tight program
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schedule and limited their performances to
under 20 minutes. With the use of four stages
(to set up one act while another was perform-
ing), the entire Live Aid event ran only 10
minutes over schedule. Said Zuckerman:
The stars “all left their egos at the door.”
ABC-TV, which donated crew and equip-
ment for the Philadelphia concert, held the
exclusive network prime time television
rights. It broadcast a three-hour live pro-
gram, hosted by Dick Clark, Live Aid—An
All-Star Concert for Africa (Saturday, 8-11
p.m., NYT), with some taped segments of
groups that had performed earlier in the day.
According to ratings for the program last
week, it received an 11.6/21 rating, ranking

31st on the week’s schedule of 64 programs
(see story, below).

The musical marathon was also broadcast
on MTYV, which had the exclusive cable
rights. According to MTV press relations
director, Barry Kluger, it carried 21 hours,
including a four-hour program from 3 a.m.
to 7 a.m. (NYT) from Australia, which in-
cluded performances by Men at Work, Men-
tal as Anything and the Australian Crawl.

Using 12 satellites for a worldwide broad-
cast “I don’t think has been done before on
this scale,” Zuckerman said. From 9 a.m. to
12 p.m. (NYT}, both the London and Phila-
delphia stadiums were going at once. “It was
then a matter of who wanted what, whether

On stage in Philadelphia

the world feed took an act from London or
vice versa. Everyone could have a complete-
ly different show.”

Hal Uplinger, executive producer of the
Live Aid broadcast said that technologically,
the event entered “‘unchartered waters. ..
What we did was take the technology that is
there and utilize it for the first time at the
highest level we know. The broadcasting
media brought humanity together for one
common cause. We're finally using the me-
dia to their fullest extent.”” Not only that, he
said, “we touched the human spirit” in the
process, as talent and money were donated
from around the world to help feed the
hungry. (]

NBC sails to another summer ratings win

NBC continued its winning ways in prime time ratings for the week
ending June 14, as it scored a 13.4 average rating and a 25 share,
based on Nielsen's National Television Index (NTI). CBS and ABC had
an 11.5/21 and a 9.5/18, respectively.

The ABC broadcast of Live Aid—An All-Star Concert for Africa
(Saturday, 8-11 p.m. NYT) came in with an 11.6/21, giving ABC the
night. But the concert broadcast ranked only 31st for the week.

The NBC schedule on Saturday was only slightly behind the broad-
cast of the concert with an 11.5/22, but ABC spokesman Jeff Tolvin said
that the concert's rating was not disappointing, especially “given the
fact that it was on in some form all day” on stations through its syndicat-
ed broadcast. ABC said 40 million people watched its broadcast.

Rank 0 Show 0O Network O Rating/Share

Rank O Show O Network O Rating/Share

Other programing highlights for the week included the NBC Sunday
Night Movie (19.3/34), “Stingray,” a pilot for a series the network will
not have on its fall schedule. It tied for first for the week with the Cosby
Show. The NBC Monday Night Movie (15.2/27), “Born Beautiful,” fin-
ished 10th on the schedule.

In nightly wins, NBC took Tuesday (14.3/27} and Thursday (15.7/29)
and also won Monday and Friday. CBS won Wednesday and Sunday.
NBC took four of the top five and six of the top 10 spots on the week's
schedule of 64 programs. CBS had three of the top 10 and ABC one.

HUT levels for the week were up 3%, from last year's 51.9 to 53.7,
and the combined rating/share was 34.4/65, compared to last year's
34.2/67.

Rank O Show O Network O Rating/Share

1. The Cospy Show NBC 10.3/38 23. Hill Street Blues NBC 12.7/23 45. Fall Guy ABC 986/19
2. Btingray NBC 19.3/34 24. Knight Rider NBC 12623 46. St Elsewhere NBC 0.5/17
3. Murder, She Wrote CBS 17.7/33 26. TV Bloopers & Prac. Jokes NBC 12.5/24 47. Monday Night Baseball ABC 017
4. Family Ties NBC 17.4/33 28, Hunter NBC 12.4/24 48. Diffrent Strokes NBC 9./18
6. Cheers NBC 1887230 27. Mama's Family NBC 122724 49. Cecde Narmne: Roxfire NBC 8&/18
8 200 ABC 18320 28. Who's the Boss? ABC 12.0/22 60. Three's a Crowd ABC 8818
7. Newhart CBS 156/28 20. Hear No Evil CBS 11.7/22 51. Halil 1o the Chief ABC 8g/16
8. Cagney & Lacey CBS 154727 30. Webster ABC 11624 52. Foulups, Bleeps & Blunders ABC 8.6/17
9. Night Court NBC 154727 31. All-Star Concert for Africa ABC 11.6R23 53. Siver Spoons NBC 85&/17
10. Born Beautiful NBC 152237 32. Highway 1o Heaven NBC 115723 B4. Airwelf CBS 80nse
11. Crazy Like a Fox CBS 14.6/26 33. Gimme A Break NBC 11.3/22 65. Dynasty ABC 7916
12. A Team NBC 148230 34. Hotel ABC 11321 58. Knots Landing CBS 178/14
13. Facts of Life NBC 1486/27 36. Scarecrow & Mrs. King CBS 11.1/22 67. Dukes of Hazzard CBS 71716
14. Trapper John, M.D. CBS 14.6/28 36. Magnum, PL CBS 10721 58. Second Hand Hearts CBS 76/16
16. 60 Minutes CBS 14.5/30 37. Comedy Factory ABC 104/21 50. USFL Championshlp Game ABC 7.6/14
1€, Miami Vice NBC 14.5/R7 38. Night Partners CBS 104/19 80. Difrent Strokes NBC 7.3/15
17. Kate & Allie CBS 145128 39. Benson ABC 10.1/20 81. Ripley’'s Believe It or Not ABC 7.1/14
18. Riptide N3C 14.5/28 40. MacGruder & Loud ABC 10.1/18 62. The Competition ABC 66123
1€. Double Trouble NBC 138425 41. Matt Houswon ABC 100719 3. Jeffersons CBS 6012
20. Coming Out of the Ice CBS 135285 42. People Do the Craziest ThingsABC 9.8/18 &4. Rockhopper CBS 69512
21. Remingwon Steele NBC 13.5/24 43. Charles tn Charge CBS 98/R0
22. Simon & Simon CBS 133723 44, ER CBS 0.5/18 *indicates premiere episode
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Contemporary hit
still reigns in
top two markets

Tribune’s MOR/talk outlet
is biggest draw in Chicago
in Spring Arbitron report

Contemporary hit radio (CHR) remains the
talk of the town in the nation’s two largest
markets as Malrite’s WHTZ-FM New York (li-
censed to Newark, N.J.) regained its top
ranking among persons 12 years of age and
older and Gannett’s KIIS(FM) maintained its
strong number-one position in Los Angeles.
The Tribune Co.’s MOR/talk WGN(AM) con-
tinued its dominance over the Chicago mar-
ket. That’s according to the just-released
spring 1985 Arbitron reports, which sur-
veyed listeners from March 28 through June
1.

~ New York

After slipping to second place in the winter
book, WHTZ(FM) once again led the market,
this time with 2 6.0, 12-plus metro share for
Monday to Sunday, 6 a.m. to midnight.
Dropping from first to second was RKO’s
urban contemporary WRKS(FM) with a 5.4
overall share, down from 6.0 in the last re-
port (BROADCASTING, April 29). And
ABC’s contemporary hit WPLI(FM) edged out
RKO’s talk-formatted wOR(aM) for third
place. The top 40 station had a 5.1, 12-plus
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share while woRr pulled a 5,0, Both stations
were tied for third in the winter reportat 4.8.

The new spring book also lent credence to
the notion that the contemporary hit radio
format in New York has approached the satu-
ration level. While CHR continued to bring
good numbers to WHTZ and WpLI—the first
two stations in the market to switch to the
format two years ago—Doubleday’s
WAPP(FM) continued its downward trend by
posting a 1.6 overall metro share—off from
1.8 (fall 1984) and 1.7 (winter 1985). Doub-
leday Broadcasting President Gary Stevens,
however, noted that the station modified its
format on May 15 by eliminating “dance
records” and turning wAPP’s sound into a
hybrid of contemporary hit and urban con-
temporary. (WAPP is sold with co-owned
WHN[AM] as part of Doubleday’s New York
Radio Network [NYRN].)

Also on the décline is Infinity Broadcast-
ing’s CHR-formatted WKTU(FM), the market
leader in the late 1970°s when it had a dis-
co/urban contemporary format. The station
fell from a 2.3 last winter to a 2.0 in the new
spring book.

However, programing changes were
scheduled for last weekend. WKTU, said sta-
tion vice president and general manager Tom
Chiusano, on July 15 changed its format to
target a slightly older core audience of 18-to-
34-year-olds under new call letters,
WXRK(FM). Chiusano described the station’s
new sound as “album rock 'n’ roll.”

Metromedia’s album-rocker WNEW-FM
continued to show ratings improvement. Al-
though the station, which program director
Charlie Kendall also likes to describe as a
rock 'n’ roll outlet, remained in fifth place, it
climbed two-tenths of a percentage point to
4.3. Additionally, Doubleday’s country-for-
matted wHN(AM) nearly gained a whole share
point since the last rating period—2.2 to
3.1—which observers attribute, in part, to
the station’s carriage of New York Mets
baseball.

Westinghouse Broadcasting’s WINS(AM)
again won the all-news battle. The Group W
station finished sixth with a 4.2—the same
share as in the winter survey—while
WCBS(AM) was seventh at 3.5.

On the adult contemporary front, Via-
com’s “light”” contemporary WLTW(FM)
inched up one-tenth of a percentage point in
the new book to 3.1. Also up slightly from
the previous report was WNBC(AM), which
went from 2.9 to 3.0. The station shored up
its daytime ‘personality lineup earlier this
year with the addition of comedian Soupy
Sales in the 10 a.m. to 3 p.m. slot. NBC’s
co-owned contemporary FM outlet, wWyNyY,
also moved upward, going from 2.2 to 2.4,
Not faring as well in the adult contemporary
arena was WPIX(FM), which dipped from 2.4
to 1.6.

In the easy-listening format, Capcities’
wPAT(FM) (licensed to Paterson, N.J.) was
the victor over cross-river rival, Bonne-
ville’s wRFM(FM). WPATwent froma 3.3t a
3.6 overall metro share while WRFM dropped
from 3.8 to 3.0.

Other station results: Oldies-formatted
wCBS(FM) and urban  contemporary
WBLS(FM) scored a 3.3, talk waBC(AM) a 2.8,
and big band/MOR WNEW(AM) a 2.7.
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Los Angeles

Maintaining its strong lead in southern Cali-
fornia was Gannett’s CHR-formatted
KIS(FM), which posted a 9.0, 12-plus
share—down from 9.7 in the previous re-
port. Gannett’s co-owned AM station, which
switched in January from nostalgia to CHR,
finished with only an 0.8 overali share. The
AM outlet simulcasts KISS(FM)'s morning
and afternoon drive time shows and is sold in
combination with the FM outlet.

Running a strong second with a 6.3 share
was talk-formatted KABC(AM). Following the
ABC station were easy-listening outlets:
KBIG(FM), owned and programed by Bonne-
ville, at 4.4, and KJOI(FM), programed by
Churchill, with a 4.1 overall share—down
fr(;m third last winter when it registered a
5.7.

The market’s top album rock station was
ABC’s KLOS(FM), which remained in the
fifth slot with a 3.6—down from 4.2 in the
previous report. Metromedia’s KMET(FM)
was next with a 3.3, followed by KROQ-FM
Pasadena with its “Rock of the 80’s” format
at 3.1.

As for Los Angeles’s other CHR stations,
CBS’s KKHR(FM) continued to inch up in
overall share, going from 2.4 (fall 1984) to
2.5 (winter 1985) to 2.7 in the new report,
while Qutlet’s KIQQ-FM fell from 2.2 to 1.5.

Los Angeles’s two all-news outlets—
CBS’s KNX(AM) and Group W’s KFWB(AM)—
were tied at a 3.2, 12-plus share. KNX won
the news war in the previous book, posting a
3.4 to KFWB’s 3.0.

Among the other stations in the market
showing some slippage in 12-plus audience
share were Greater Media’s adult contempo-
rary KHTZ(FM), from 2.5 to 2.1, and RKO’s
adult contemporary/oldies KRTH(FM), from
291025,

Moving up in the 12-plus standings from
1.7 t0 2.3 was soft contemporary KMGG(FM),
while its cross-town competitor, soft con-
temporary KOST(FM), remained with the
same 3.8 overall share. Also maintaining the
same share reading from the previous report
was nostalgia-formatted KMPC(AM), which
programs Al Ham’s “Music of Your Life”
format. The station had a 3.5.

Chicago

It was a familiar scene in the Windy City as
MOR/talk WGN(AM) dominated the airwaves
with a 9.6, 12-plus share. Finishing second
was Century Broadcasting'’s easy-listening
wLOO(FM) at 6.5—up from 5.8. It was fol-
lowed by Gannett’s urban contemporary
WGCI-FM at 5.4. Rounding out the top five
were contemporary black wBMX-FM at 5.3
and CBS’s all-news wBBM(AM) with a 4.8.

The battle for Chicago’s adult contempo-
rary audience raged on. Registering one of
the biggest increases in 12-plus share from
last winter was NBC’s wKQX(FM), which
climbed from 2.5 to 3.6. The 3.6-share fig-
ure moved the station closer to the status it
enjoyed in the spring 1984 Arbitron report
when it had a4.6. Also doing well, but down
slightly in overall share, was Viacom'’s
“light” contemporary WLAK(FM). The station
pulled a 3.5, off from 3.9 in the previous
report. Continuing its upward momentum
was RKO’s WFYR(FM). Tracked over the pre-



vious two rating periods, the station’s overall
share went from 2.5 (fall 1984) to 2.8
(spring 1985). Its current 12-plus standing
was 3.2, Meuanwhile. Doubleday’s
WMET(FM) inched up from 1.6 to 1.7, which
is still short of the 3.3 it had in spring 1985
when the station was programing album-ori-
ented rock (AOR). (The station changed
from AOR to adult contemporary last Janu-
ary.) Showing a substantial 12-plus audience
drop was Bonneville’s adult contemporary

wCLR(AM). The station fell almost an entire
percentage point from the winter report.
sliding from 3.8 to 2.9.

WLUP(FM) was still the leading AOR sta-
tion in the market with a new 12-plus share
of 3.8 But cross-town rival WXRT(FM)
gained ground. moving up from a 2.7 last
winter to 3.2

Other stations registering an increase in
overall metro share since the winter book
were: ABC's contemporary hit WLS(FM), up

from 2.5 to 2.7; Infinity’s nostalgia’/MOR,
wIID(AM) from 2.9 to 3.6, and its co-owned,
oldies-formatted WIMK-Fy, up slightly from
31t32

Among the stations registering declines
were: contemporary hit WLS(AM), from 4.3
to 2.8; country WUSN(FM), from 3.2 to 2.4,
and NBC's country wMAQ(aM), off slightly
from 3.5 to 3.4. Maintaining the same 2.8
share from last winter was Group W’s talk-
formatted WIND(AM).

Syndication ¥ Marketplace

Years of Hope, Years of Danger: The Post War World, a two-hour
documentary hosted by Carroll O’Connor, has been cleared. in 67
markets, or 75% of the country, according to On the Air. The look at the
cold war era, featuring interviews with Carl Sagan, Jerry Falwell, Tom
Hayden and John Kenneth Galbraith, among others, is being distribut-

Thomas Horton, 'Years' producer, O'Connor
and On the Air Presldent Alan Zaretsky
ed on a cash-plus-barter basis with On the Air retaining three minutes
and stations getting 16. The show will be seen during its August-
September window on such stations as wor-Tv New York, KHJ-TV LoS
Angeles, wan-Tv Chicago, wwvI-Tv Boston, wrte(ry) Washington and
kTvT(TV) Dallas. m Nitetime Bandstand, the one-hour music/entertain-
ment weekly produced by Dick Clark Productions and distributed by
King World, has begun sales on a cash-plus-barter basis, with King
World keeping two minutes, and stations taking 12. The show, which
premieres Sept. 28, is being sold for weekends only, with the hope that
it will compete directly with Safurday Night Live. Stations have an
option of running the show at any time during weekends before access
on Sunday evenings. Sales are 52-week contracts with an option for
King World at 26 weeks. So far, King World says the show has cleared
on 30 stations covering 40% of the country. Originally stations will get
13 weeks of first run, and 13 weeks of repeats. The option, to be
exercised by Dec. 1, would call for productions of another 35 first-run
episodes with 17 weeks of repeats. Along with the five ABC O&Q0's,
clearances include wsz-Tv Boston, wovm-Tv Washington, weLG(Tv) Mi-
ami, waGA-Tv Atlanta and wcco-Tv Minneapolis. m Viacom says that it
has cleared Comedy Break, a co-production with Tribune Broadcast-
ing, in 83% of the country. The half-hour strip, which debuts Sept. 23, is
being sold for cash, with Viacom retaining two 30-second spots. The
show is being sold for late fringe initially, with hopes for eventual clear-
ances in access. Hosts are Mack Dryden and Jamie Alcroft, and the
show will include comedic sketches, parodies and film clips. Guests
will be featured. Commitments are for 52 weeks, with 26 first-run and
26 repeat episcdes. Clearances include weix(Tv) New York, KTLA(TV) Los
Angeles, wan-Tv Chicago, kBHk-Tv San Francisco, kTvT(Tv) Datlas and
wuaB(v) Lorain, Chio (Cleveland). m The Entertainment Network has
cleared Tranzor Z, an animated children's series in 75 markets, repre-
senting 64% of the country. The show is sold on a barter basis with
stations getting four minutes and TEN keeping two. Sponsers for the
show are Coleco, Tonka, Ertel, Matchbox and Nestle. Stations clear-
ances include kcormv) Los Angeles, wewr-Tv Aurora, Ill. (Chicago),
WPHL-Tv Philadelphia, kxtx-Tv Dallas and wcLo-Tv Cleveland. Also just
cleared in 29 markets is a new series of 13 hours for prime time,

America’s Music. The show was produced by Kip Waldron and fea-
tures American music and artists. Hests such as James Brown will
lead audiences through shows that include live performances and
clips. Guests will include B.B. King, Gladys Knight and Tina Turner. The
premiere will be in September. TEN is also selling the two-hour Mon-
treux Golden Rose Rock Festival, Volume 11 tor October or Novern-
ber. The concert features performances by Billy Ocean, Kenny Log-
gins, the Pointer Sisters, Men at Work and Frankie Goes te Hollywood.
The show is sold on a barter basis with a 50/50 split of 24 minutes of
advertising time. Also being sold is a Hopalong Cassidy, package of
52 half-hours, 115 hours and 12 feature films. The half-hour show was
originally seen from 1951 to 1952 on NBC, and.is in black and while.®
Warners Bros. Television Distribution says that for the six-month
period ending June 30, it set a company record for the first half of the
year with sales of $200,293,366. @ Twentieth Century-Fox Teleco-
munications in two weeks of selling has cleared 70% of U.S. for its
Fox Hollywood Theater, package of three holiday theatricals, includ-
ing “Miracle on 34th Street.” Stations to pick up straight barter pack-
age include weix-Tv New York, kcor(tv) Los Angeles, wan-Tv Chicago,
WTAF-TV Philadelphia, kBHk-Tv San Francisco, wiel-Tv Boston, wksD-Tv
Detroit, woca-Tv Washington, wuas-Tv Cleveland, ktxH(Tvy Houston and
KTXA(TV) Fort Worth, Tex. "Miracie on 34th Street,” which for first time can
be seen in color through computer-colorization technigue, is to be
shown in window of Nov 23-Dec. 15; “The Chosen” is scheduled for
April 18-May 4, 1986, window, and "Threshold,” is for Oct. 18-Nov. 3
window. Stations are getting two runs with first play in prme. Michael J.
Lambert, executive vice president of domestic television syndication,
said that Fox is looking into possibility of colorizing 22 old Shirley
Temple features for release into syndication. ®m Lionheart Television
says it has sold 21 half-hours of Yes Minister, a political satire in its
third year on the BBC, in 31 markets, covering of 33% of the U.S.
Commitments for 52 weeks are on a cash basis. The station lineup
includes noncommercial stations wNET(TV) New York, KCET-Tv Los Ange-
les, weta-Tv Washington, weBT(Tv) Miami and k1Ca-Tv St. Paul. Lionheart
has also sold SOE, an eight-part documentary chronicling the oper-
ation of one of World War II's most secretive operations, in 26 markets
covering 22% of the country The series is available for the rest of the
summer on a cash basis. ® ARP Films has acquried the rights to A
Pumpkin Full of Nonsense, a half-hour animated Halloween special
available for October. Produced by Arce Productions for Selchow &
Righter, the special will be cleared on a cash basis for prime time. ®
Orbis Communications has cleared King Features Entertainment
and Marvel Production's Defenders of the Earth, a first-run, half-hour
animated strip set to begin in the fall of 1986 in 55% of the country The
sale is on a barter basis with Orbis retaining two of the show’s six spots.
According to Orbis, the spots will be rotated evenly throughout the
show. The deal includes 65 episodes for eight runs. Orbis has also
anncunced that it will distribute The Look of the Year, a beauty pag-
eant to be hosted by Jayne Kennedy and Andrew Stevens and shot in
Mauritanius. The two-hour special has a window of Aug. 20-Sept. 3
and is being sold on a barter basis with stations and Orbis each getting
12 minutes to sell. All of the Metromedia stations have cleared the
show: wnew-Tv New York, KTTv(Tv) Los Angeles, wrLo-Tv Chicago, weve-
Tv Boston, witG(Tv) Washington, krLo-Tv Dallas and kriv-Tv Houston. Ziv
International has appointed MG/Perin as its exclusive syndication
representative for east of the Mississippi. Among the properties cov-
ered are 65 half-hours of The Best of Your Show of Shows, starring Sid
Caesar, Imogene Coca, Carl Reiner and Howard Morris; George Burns
and Red Skelton specials; 50 action-adventure features; animated
cartoons and features; music and variety specials, and a package of
23 kung fu feature films. Ziv is a subsidiary of Lorimar.
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FCC explains its go-ahead for Cooke

Commission votes 4-1 on final order
exposing Multimedia to takeover

The FCC late last Wednesday (July 17) re-
leased the text of its order authorizing Jack
Kent Cooke to launch a hostile tender offer
for Multimedia Inc. (BROADCASTING, July
15).

Corporate broadcasters worried about be-
coming the targets of unfriendly takeover
attempts won't find comforting words in this
4-1 decision. (Commissioner Dennis Patrick
finally cast his vote with Chairman Mark
Fowler and Commissioner Mimi Dawson;
Commissioner Henry Rivera concurred;
Commissioner James Quello was the sole
dissenter.) For the FCC majority, once again,
has made it clear where it stands: “Where
possible, it should be the shareholders, not
the commission, who decide the outcome of
hostile takeover bids.”

In the case at hand, the FCC essentially
gave Cooke’s trustee—former Senator Eu-
gene McCarthy—a renewable, 180-day spe-
cial temporary authorization (STA), to col-
lect shares tendered under a Cooke offer
while the commission considers Cooke’s
long-form transfer application. A variety of
conditions were placed on the STA to insu-
late Cooke from Multimedia and the trustee.

In its order, the FCC took pains to explain
its quick response to Cooke’s short-form
transfer application, which was filed late last
month (BROADCASTING, June 24). “This

. is a case in which administrative delay
may have the practical effect of permitting
our processes to be used as a shield by in-
cumbent management,” the FCC said. The
FCC noted that it already has approved Mul-
timedia’s own recapitalization plan (BROAD-
CASTING, June 24). “A delay in our determi-
nation of this case beyond the August
shareholders’ meeting would deny Multime-
dia’s shareholders the opportunity to consid-
er the Cooke proposal at the same time as
management’s proposal,” the FCC said.
“Even though sharcholders might know
about Cooke’s offer, our failure to act would
prevent Cooke from making his offer, while
we have already granted Multimedia’s au-
thorization to make its offer. Our processes
would therefore not be neutral in this con-
test. A delay is inevitable here if we require
Cooke to complete long-form review before
making a tender offer. Where we can fashion
a procedure that is consistent with the re-
quirements of the [Communications] Act,
but without the attendant delays, we believe
that we should act in a manner that maxi-
mizes our neutrality vis-a-vis the parties.”

Also in its order, the FCC implied that it
could have granted Cooke authority to pro-
ceed with the trustee mechanism, pending
consideration of his long-form transfer ap-
plication, by granting his short-form appli-

cation instead. It noted that the Communica-
tions Act permits the sidestepping of long-
form transfer procedures (short-form
transfers aren’t subject to petitions to deny;
long-form transfers are) when the transfer at
issue doesn’t involve a substantial change in
ownership or control. And it argued here that
the “interim limited change from the present
Multimedia shareholders to a trustee who is
obliged to maintain the status quo is not
‘substantial’” under the meaning of the
Communications Act. Indeed, the FCC ar-
gued that the transfer to McCarthy could be
deemed “nonsubstantial” because the trustee
“has highly restricted incidences of legal
ownership or control.”

According to the FCC, it could be said the
trustee wouldn’t own or control the stock in
the normal sense. “Rather, he is a mere care-
taker, charged with holding the stock for a
limited period of time, voting it only in
specified ways.” the FCC said.

But the FCC also said it could grant
Cooke permission to proceed, even if the
transfer to the trustee were considered a
“substantial”’ change. Section 309(f) of the
Communications Act, it said, permits the
FCC to grant special temporary authoriza-
tions in * ‘extraordinary circumstances re-
quiring temporary operations in the public
interest and [where] delay in the institution
of such temporary operations would serious-
ly prejudice the public interest.” ”

“We believe that grant of a temporary au-
thorization to effectuate the terms of the trust
falls well within the latitude and flexibility
granted the commission under Section
309(f),” the FCC said.

Among other things, the FCC argued that
the use of an STA here was in the public
interest. “The STA process permits the expe-
ditious approval of a mechanism by which
Cooke can place his tender offer before the
shareholders of Multimedia, to be consid-
ered along with management’s own propos-
al,” the FCC said. “An STA also preserves
the full right of public participation and
commission review inherent in the long-
form procedure.”

The FCC noted that it has adopted a notice
of inquiry looking to explore how it should
be handling proxy battles and tender offers
(BROADCASTING, July 15). It said in this
case, it was “‘compelled to act” before adopt-
ing general guidelines “because of the preju-
dice to the applicant and the public that
would result from inaction.” It said nothing
it did here should prejudice the adoption of a
different approach after the inquiry is con-
cluded. “If required, we shall also continue
to issue case-by-case determinations until
such time as general policies are in place,”
the FCC added.

“In granting an authorization, we take no
position as to which party should win the
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contest for control of Multimedia,” the FCC
said. “Our action serves only to place both
sides in a position to put their offers before
the shareholders.”

In a statement, Quello said he didn’t be-
lieve the public was well served by authoriz-
ing the “ouster” of a qualified licensee prior
to determining that the successor is fully
qualified. “The STA authority Congress has
granted the commission under Section
309(f) of the Act does not add support to the
majority’s position,” Quello said. “There are
no ‘extraordinary circumstances requiring
temporary operations in the public interest,’
and it cannot be found that ‘delay in the
institution of such temporary operations
would seriously prejudice the public inter-
est.” The facilities of Multimedia are cur-
rently operating, and Mr. Cooke has repre-
sented that he does not intend to change
those operations. No extraordinary circum-
stances require temporary operations by a
trustee.”

FCC decision
leaves door open
for government
agencies to bring
fairness complaints

Although ABC won case brought
by CIA and ALF, victory for network
is not total; Quello terms report

in question “shoddy journalism”

ABC won one at the FCC when the commis-
sion (with Commissioner Dennis Patrick re-
serving his vote pending further study) re-
jected CIA and American Legal Foundation
(ALF) faimess and news distortion com-
plaints against network newscasts critical of
the agency (BROADCASTING, July 15). But
the broadcast media Iost when the commis-
sion, at the same time, ruled that govern-
ment agencies may file such complaints
against broadcasters.

At issue in the CIA and ALF complaints
were ABC World News Tonight newscasts
asserting,among other things, that the CIA
had attempted to arrange the killing of a Ha-
waii investment banker. The FCC staff re-
jected the CIA’s original complaint (BROAD-
CASTING, Jan. 14), but the CIA petitioned
for reconsideration and submritted an amend-
ed complaint (BROADCASTING, Feb. 18).
ALF also filed a complaint.

On the news distortion allegations, the
FCC found that neither the CIA nor ALF had
provided evidence of deliberate news distor-



tion. The FCC said it would take action on
news distortion complaints only when fur-
nished with “extrinsic” cvidence that 2
broadcaster deliberately intended to distort
the news. On tairness grounds. the FCC as-
serted the CIA had not made a showing that
the newscasts had taken a position on a con-
wroversial i1ssue ot public imporance. On the
personal attack issue, the FCC noted that
rule did not apply because no controversial
1ssue of public importance existed. “More-
over, the alleged attack took place during an
exempt newscast,” the FCC said in a press
release.

Chairman Mark Fowler und Commission-
er James Quello both voted to reject the
complaints. But both also lobbed complaints
of their own at the media in the process.
Fowler alleged that “a great majority of the
press just can’t get it right.” Quello contend-
ed that the “accusation™ that the CIA was
going to “murder” an American citizen.
which he said was retracted (two months
later) without apology. was an example of
“shoddy” journalism. “The First Amend-
ment gives broadcasters a right 1o be wrong.
but they shouldn’t be so wrong that they're
an c¢mbarrassment to their profession,”
Quello said. Quello also said incidents like
that would make it “very difficult™ 10 win
full First Amendment rights for electronic
journalism.

In a statement, Fowler supported the com-
mission’s ruling affirming the right of gov-
ernment agencies to file complaints against
broadcasters, a right FCC officials concede
the agency had discretion to deny. ““The dan-
ger perceived—the pernicious and chilling
effect on freedom of speech—here has as its
cause the fairness doctrine, not the CIA,”
Fowler said.

The Media Access Project. however, said
it believed the commission had violated the
First Amendment. “The tairness doctrine is
properly used to help the public receive in-
formation. not as a government propaganda
device,” MAP said in a statement. “MAP
believes that federal government agencies
should be forbidden trom pursuing com-
plaints against broadcast journalists. Just as
the government is barred from filing a libel
complaint against those who criticize the
government, government agencies should
not be able to use the fairness doctrine and
other FCC procedures to strike out against
broadcasters because of statements which
they find oftensive.” 5]

VOA to make
a West European
comeback?

Reagan administration explores
revival of service to friends

Some 25 years ago, the Voice of America
faded trom the West European scenc. The
service. which had begun broadcasting in
German shortly after America’s entry into
World War I and had developed into a
worldwide operation during and after the
war, broadcasting news and information
about America, felt construined by budget-
ary considerations to apply its resources o
areas posing greater political problems for
the U.S.—East Europe and Third World,
primarily. But now, the Reagan administra-
tion, with some backing in Congress, is con-
sidering the resumption of broadcasts to
America’s friends across the Atlantic.

The reason, officials indicate, s that a
new generation has arrived on the scene in
Europe, one that has no personal recollec-
tion of the events that forged close ties be-
tween Europe and America—World War 11
and America’s post-war efforts to aid Eu-
rope, particularly the Marshall Plan. What’s
more, there is a feeling that America’s story
is not being presented accurately by the Iree
medii of Europe—or, apparently, with suti-
cient torce by the other elements of the U.S.
Information Agency, VOA's parent. And the
U.S. commercial television programs avail-
able in abundance in West Europe—Dalilas,
for instance, and Dynasty—do not, as one
officia! put it, provide Europeans with a
“balanced™ picture of America. All in all,
the official said. the administration is con-
cerned about a “misunderstanding”  of
America in West Europe, a situation VOA
programing—its news, teatures, and cultur-
al offerings—niight remedy. Besides, otti-
cials say. the VOA broadcasts to the entire
world. Why not West Europe?

Officials are cautious in discussing the
project which one described as still in an
“exploratory” stage. Work on it began in Oc-
tober, and research is under way as to the
kind of VOA programing that would attract
audiences. and the delivery system that
would be most efficient and appropriate. In

Petition to deny ktLa(rv) sale. Camellia City Telecasters Inc., owner of kTxt(Tv) Sacramento,
Calif., kovR(tv) Denver and kPOX(Tv) Vancouver, Wash., has petitioned the FCC to deny the
$510-million sale of KTLA(TV) Los Angeles by Golden West Television Inc. to Tribune Broadcast-

Chicago (where Tribune owns independent stations wrix(Tv} and wGn-1v), to “stifle competi-

i ing Co. Camellia alleged that Tribune has leveraged its market power in New York and

tion in the Denver market,” where Tribune owns independent kwGn-Tv. “Through group buys
with at least one other group broadcast owner [Chris-Craft Industries nc.], Tribune has
| prevented Camellia City Telecasters Inc. in many instances from being able to bid on pro-
l graming that is highly rated or expected to be highly rated for Camellia's Denver station and
in other instances had induced syndicators fearful of being unable to license their programs
on the best terms in New York or Chicago to refuse to entertain seriously Camellia’s offers,”
Camellia alleged. "Granting Tribune's application to own another major independent non-
network television station in Los Angeles would substantially increase both Tribune's market
‘ power and its ability to use that power in an anticompetitive fashion.” Still pending 1s fawsuwit
Camellia filed in federal district court in Denver contending that Tribune's activities are in

l violation of the antitrust laws (BROADCASTING, Jan. 23, 1984).
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wonnection with that research, a pilot project
is scheduled to be initiated in September—a
24-hour, English-language service, with ma-
terial taken, initially at least, from regular
WOA news, information and feature materi-
al. It is to be delivered by satellite from
Washington to Munich, the site of VOA-
Europe headquarters, for relay throughout
Europe via leased AM and FM frequencies
and/or cable television. (The use of direct
broadcast satellite technology to reach the
homes of West Europeans is being dis-
cussed, but officials say such a delivery sys-
tem would depend on whether West Europe-
ans in the next five to 10 years acquire the
receive-only dishes that would be needed.)
A final decision on proceeding with VOA-
Europe, which would include programing in
German, French, Italian and Spanish, will
be made by February.

Actually, VOA-Europe has already estab-
lished a presence in Western Europe, if a
small one. It is leasing time daily on an Eng-
lish-language FM stereo station in Paris, pre-
senting news and features. But VOA-Europe
is a very lean operation; it consists principal-
ly of a five-member staff under Frank Scott,
a former NBC executive. And it is soliciting
material from American broadcasters. Earli-
er this month, it wrote to radio news direc-
tors, asking for story ideas and for the names
of those interested in producing freelance
radio pieces. West European countries,
VOA-Europe said in a letter to some 500
news directors, “‘are hungry for information”
about America (BROADCASTING July 15).

The idea for VOA-Europe is said to have
originated with the administration, with offi-
cials in the White House as well as the State
Department and the National Security Coun-
cil. Members of Congress have also ex-
pressed support, principally Representative
Dante Fascell (D-Fla.), chairman of the
House Foreign Affairs Committee. An aide
last week said Fascell believes the U.S.
“dropped the ball” when it ceased its VOA
broadcasts to West Europe. Fascell, the aide
said, notes that Soviet Union broadcasts are
heard there, as are the programs of the Unit-
ed Kingdom and Germany. The aide said
Fascell “has always supported radio as a for-
eign policy tool, and feels the U.S. should
use it more.”

Some on Capitol Hill are flashing wamning
signs, however. A Senate Foreign Relations
Committee staff member said he does not
quarrel with the principle involved. After
all, USIA, VOA's parent organization, is ac-
tive in presenting America’s story to the
countries of West Europe. USIA officers
hold conferences and seminars on American
issues, and US1A’s Worldnet is now trans-
mitting by satellite two hours of television
news and information programing that is not
only received by earth stations at American
embassies in West Europe but is available to
television stations on the continent that wish
to intercept the signal and use the material in
their programing. ““So the principle is OK.”

But, the aide said, one question to be ad-
dressed is: Is the VOA a proper mechanism
for use in West Europe? “Who will listen to
the VOA when so many other media are
available?” the staffer asked. “How will it
get over the hump of being considered an
American propaganda mechanism, even if it

isn’t?” And if an audience is attracted, “How
much would {the new service] cost? Is it
worth it, given the VOA’s needs elsewhere?”
The staffer noted, for instance, that VOA is
pursuing an equipment modernization pro-
gram that will cost more than $1 billion and
that is being funded at a slower pace than it
would like. The aide said he will discuss
those matters with the VOA.

VOA officials say the proposed project is
supported by West European governments—
but they mention specifically only the gov-
ernment of West German Chancellor Helmut
Kohl. That conservative government, which
faces heavy criticism from an antinuclear
movement opposing deployment of missiles
on West German territory, was described as
feeling it would be aided by a VOA presence
in West Europe. An America as presented to
the West Germans by the VOA would, pre-
sumably, be more attractive than one pre-
sented by a domestic press grown accus-
tomed over the years to criticizing America
and overlooking the benefits America feels it
has brought to West Europe. “It’s not the
Germans’ job to explain our position and
what we have done,” said one VOA official.

Is the U.S. concerned about an “ugly
American syndrome,” which some feel took
root in the minds of many in West Europe
during the Vietnam war? “That was of con-
cern even before the research,” said one offi-
cial. “Our main focus is on the fact there is
nothing there to present our views, and to
reach a broad audience.” 0O

Court upsets IRS
rule denying tax
credit to variety

and game shows

It says 1976 act should apply

to those genres as well as to
sitcoms and dramatic productions
in decision on appeal by Bill Cosby
and Jack Barry Productions

The U.S. Claims Court has generated en-
couraging news for producers of television
variety and game shows who feel the Inter-
nal Revenue Service has been unjustly deny-
ing them an investment tax credit for such
programs. The court held that an IRS regula-
tion excluding variety and game shows from
the credit provided in the Tax Reform Act of
1976 was invalid. Judge Alex Kozinski
ruled that the regulation, adopted in 1979,
was inconsistent with Congress’s intent.

At issue were two cases in which entitle-
ment to the credit was sought—one brought
by Bill Cosby and his wife as producers of
The New Bill Cosby Show, a comedy-variety
show that was broadcast on CBS between
Sept. 11, 1972, and May 28, 1973, and Jack
Barry Productions, producer of The Joker's
Wild game show that was broadcast on CBS
between 1972 and 1975 and then went into
syndication.

The critical section of the statute makes
the credit available for videotapes that are
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“created primarily for use as public enter-
tainment or for educational purposes.” But a
tape does not meet that definition if the mar-
ket for it “is primarily topical or is otherwise
essentially transitory in nature.” And it was
in attempting to translate that language into a
regulation that, Kozinski said, the IRS regu-
lation drafters went wrong. The regulators
said such programs as The Tonight Show and
game shows did not qualify. Nor did variety
shows, *since they present entertainers pri-
marily as personalities of current interest.”

Kozinski said neither the Cosby show nor
Barry’s was “topical” or “essentially transi-
tory” in nature. He said the former “was
created and produced for national distribu-
tion, and did not deal with issues of local or
parochial interest.” The monologues and
comedy skits, he added, “did not deal with
matters of transitory interest such as recent
news events.” As for The Joker's Wild, Ko-
zinski said both the network and syndicated
versions “were produced for national distri-
bution; neither deals with issues of local or
parochial interest.” Nor, he added, “does the
show deal with matters of immediate or
fleeting interest.” Kozinski also found it sig-
nificant that both variety shows and games
shows are produced with the view of repeat-
ing a number of episodes each season. That
factor “strongly undercuts the notion that the
market for these shows is topical or transi-
tory.”

Kozinski cited another point in support of
the holding. He said one reason Congress
created the tax credit was to generate jobs.
“From the point of view of job creation,” he
said, “there is little difference between sit-
coms and dramas [categories of programing
the IRS said are entitled to the credit], on the
one hand, and variety and game shows, on
the other.”

The decision follows one in March by the
U.S. Tax Court that held that Goodson-Tod-
man Enterprises could ¢laim the credit for its
To Tell the Truth. And if it survives the ap-
peal some lawyers expect the IRS to take, it
will open the door to the payment of claims
to a number of parties making the argument
Cosby and Barry did, claims that are pend-
ing in administrative proceedings. Some
claims are being litigated in district court in
Los Angeles. The decision in the Goodson-
Todman case and in the two decided by Ko-
zinski could generate a host of additional
suits. Barry Productions has claims pending
in administrative proceedings that cover the
10 years not dealt with in the law suit and
that could mean a total payment in “the sev-
en-figure range,” according to Barry’s coun-
sel, Sheldon Cohen. The amount of tax re-
payment Barry would be refunded under
Kozinski’s decision has not yet be stipulated.
Cosby has stipulated a repayment of
$183,100, plus interest.

Significant as those matters may be, they
are small potatoes compared to similar cases
brought by ABC and CBS. The networks
say they are entitled to some $300 million in
refunds of taxes paid since 1962, when Con-
gress first created the investment tax credit.
A complication that must be resolved before
the repayment of any tax—if any is warrant-
ed—is whether it is due the networks or the
outside companies that produced many of
the programs. O
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N Meredith . ......... 69 34 70 1/4 -— 12 - 0711 18 659
O Multimedia . ........ 63 18 59 78 314 543 31 1,053
A New York Times . ... .. 47 14 47 18 118 027 17 1.8%
O Park Commun.. . .. ... 37 % 12 12 137 24 340
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O Stauffer Commun. . . . .. 65 64 1 156 1 65
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N Tribune . .......... 48 114 46 114 2 432 18 1,953
A TurnerBestg.. . ...... 2 12 21 38 - 78 - 409 43 446
A Washington Post. . . . .. 124 121 14 2 34 221 17 1,580

AT ST T e R i

O American Nat. Ent . . . . . 138 1516 1116 476 7 3
O Bamrisindus . ....... 26 26 38 - 38 - 142 43 167
N Coca-Cola, . ........ 74 72 38 158 226 15 9,681
N Disney. .. ......... 90 87 3 345 60 2973
N Dow Jones & Co. ... .. 46 114 46 112 - 14 - 054 23 2974
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O KingWorld . . . ..... * 19 172 40 14 -2034 -—-5155 16 9
O RobertHaimi........ 212 2 12 43
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O Ogilvy & Mather . . . . .. 45 45 16 412
O Sat.Syn. Syst........ 738 7 12 - 118 - 167 12 42
O Telemation ,...,.... 5§12 5 1R 5 6
O TPC Commun. . ...... 38 38 4
A Unltel Video. . . ... ... 714 7 38 - 18 - 169 24 16
N WesternUnlon . ... ... 13 122 11 38 218 18.68 329
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A ActonCorp.. .. ...... 2 58 2 58 15
O AMCableTV........ 312 2 58 78 33.33 13
N American Express. . . .. 48 1/4 47 14 1 212 17 10517
N Anixter Brothers . . . . .. 16 1/4 16 78 - 58 - 370 18 296
O Burnup & Sims. . .. .. . 8 58 8 38 174 299 8 77
0 Cardiff Commun.. . . . .. 1 1 100 5
O Comecast .......... 20 58 20 58 k)| 402 W
N Gen. Instrument . . . ... 17 16 178 78 543 551
N Heritage Commun.. . . . . 18 58 18 58 k'] 2n *{
O Jones intercable . . . . . . 7 6 34 1/4 370 14 65
T Maclean Hunter X . . . .. 14 38 14 58 -~ 14 - 1711 A 530
A Pico Products . ...... 3 38 3 14 118 385 12
O Rogers Cable. ... .... 10 78 10 38 172 482 248
O TCACableTV ....... 23 34 24 = 1" — 104 33 159
0 Tele-Commun. . ...... 33 14 32 1 1/4 391 302 1551
N Timelne. .......... 58 38 57 18 11/4 219 17 3.547
N United CableTV . ... * 31 44 34 -13 34 -3073 48 312
N Viacom ........... 48 14 48 174 052 21 783
ty
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N Arvin Industries . ... .. 24 14 21 34 2 1R 1149 9 282
0 C-Cor Electronics . . . . . 812 7 34 34 9.68 25 4
O Cable TV Indus. . . . . . 5 338 3 58 - t4 - 690 21 10
ACetec............ 638 6 14 1/8 2.00 8 14
OChyron ........... 718 6 34 38 556 14 66
AChu ............ 9 34 8 58 1 1/8 13.04 9 17
N Conrac ........... 14 18 13 12 58 463 7 85
A CMXCorp. . .\ ... .. 178 1 78 7 4
N Eastman Kodak . ..... 46 172 45 112 1 220 13 10611
O Elec Mis & Comm... . ... 12 118 12 1722 - 38 - 300 35
N General Electric . ... .. 63 114 61 178 218 348 12 287N
O Geotel-Telemet . . . . ... 1 34 1 34 22 5
N HarrisCorp. ........ 29 27 118 118 404 13 1167
N M/ACom.lIne. ....... 21 58 20 38 114 613 22 941
O Microdyne. . ........ 6 58 6 18 172 8.16 83 30
N3M.............. 80 12 78 34 134 222 13 9,242
N Motorola .. ........ 35 58 34 158 478 12 4,237
N NA.Philips. . .. ..... 34 58 34 58 7 939
N Oak industries . . . ... . 138 1 38 28
NRCA............. 46 12 45 8 5/8 136 13 3817
N Rockwell Intl.. . . . .... 33 78 38 178 493 11 5939
N Sci-Atlanta . . ....... 12 58 12 34 - 118 - 098 19 293 °
N Signal Cas. . ... ... 43 58 43 38 1/4 058 17 4826
N SonyCorp.. ........ 16 12 16 12 313 13 3810
N Tektronix ......... . 65 61 778 318 5.05 9 1,266
A Texscan . .......... 258 2 18 - 114 - 870 44 18
N Varian Assoc.. . . ..... 30 12 29 34 34 252 14 674
N Westinghouse . . ... .. 35 122 34 112 441 11 6.214
N Zenlth. .. ......... 18 58 18 18 112 2716 7 430
Standard & Poor's 400 21552 211.70 382 1.80

T-Toronto, A-American, N-N.Y., O-OTC. Bid prices and common A stock used unless
otherwise noted. *O” in P/E ratio is deficit. P/E ratios are based on earnings Der share

for the previous 12 months as published by Standard & Pgor’s or as obtained by
BroancasTings own research. Notes: * 2 for 1 split. July 16. ** 3 for 2 spilit, July 16.
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The week’s worth of news and comment about radio

News from Nairobi

Susan Stamberg, National Public Radio's
co-host of All Things Considered, and Linda
Wertheimer, NPR's political correspondent,
broadcast from Nairobi, Kenya, last week, as
they attended the conference to mark the
end of the United Nations Decade for Wom-
en (which began at a conference in Mexico
City in 1975). The broadcasts were taped,
due to a seven-hour time difference be-
tween Washington and Nairobi, and inter-
mixed with pre-produced field reports on
women's issues, from around the world. The
last illustrated, in “real-life settings,” some
of the women's issues discussed at the con-

pre-produced freelance report).

Additionally, Stamberg focused on the
NonGovernmental Organization Forum, a
meeting of private organizations composed
of experts in various fields related to women
conducted the week before the UN confer-
ence and during the official session, NPR
said.

NPR had a staff of eight people in Nairobi,
including three reporters, two producers, an
editor and two engineers. About $53,000
was 1aised for the project, including grants
from the Carnegie Corp. of New York and
the Polaroid Foundation. About 15,000 dele-
gates reportedly attended the UN and NGO
conferences.

Southern exposure

Advertisers looking to extend their reach to
the Caribbean islands through a single buy
placed in the U.S. now have a vehicle. ZGM-
FM Montserrat, West Indies, made its debut
last month transmitting with 395,000 watts
to 23 Caribbean islands, said Richard Ween-
ing, chairman of the station’s parent com-
pany, Caribbean Communications Com-
pany Ltd. CCC is a consortium of U.S
communication executives and other inves-
tors.

'ZGM puts the time and cost of advertis-
ing in line with the market potential of the
region, in contrast to buying 20 or 30 sta-

ference, said Ted Clark, executive producer
of ATC, such as an evaluation of child care
pregrams in Mozambique, Swaziland and
Zimbabwe; the problems of refugee and
homeless women, and the role of Islam in
directing women's lives. He said about a
half-hour of coverage of the conference was
broadcast on ATC each night {including the
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Pioneer opening. More than 75 dignitaries from five states gathered at Yankton, S.D., on July
12 to attend ceremonies marking the official opening of new studios and office bundmgs for
Park Communications’ pioneer radio outlet, wNAX(AM).

“Since wNax went on the air in 1922, broadcasting at 50 watts from a rented room. . ., this
station has become one of the most important voices in America’s heartland. Today, wNAx
serves its listeners in seven states from the highest AM tower in the country,” Roy Park,
president of Park Communications, told the group of attendees.

"Nearly every United States President, from Franklin D. Roosevelt to Ronald Reagan, has
campaigned on wNAx," he said. Park added that the station was the “broadcasting home of
Lawrence Welk long before ‘champagne music’ became a househcld word, and Lyle Aiza-
do’s college football career was heard on wNax long before he joined the Oakland Raiders.”

Park noted that a fire destroyed wnax's former studios on Dec. 9, 1983. "We went off the air
at 12:03 a.m., but we were broadcasting farm reports and weather just five hours later. The
station’s staff knew that the farmers in 233 counties in five states were counting on wnax.” Park
said that since he purchased his first broadcast property 23 years ago, wneT-Tv Greenville,
N.C., his "specialty” has been service to farm tamilies. Among those who attended the grand
opening was South Dakota congressman Torn Daschle.

Besides South Dakota, whax radio serves the states of Nebraska, Kansas, lowa and parts
of Minnescta and Missouri. “This is the largest land area covered by any daytime radio signal
in the U.S.," said Park.

Park Communications, which acquired wnax(amM) in 1968, invested more than $1.3 million in
the station's new 10,000-square-foot headguarters. Pictured at the wnax ribbon-cutling cere-
mony are Park and Daschie.

The Lawrence Welk
BigBand
Radio Show

For barter information:

Suite 800, 1299 Ocean Avenue
Santa Monica, CA 90401

(213) 451.5727
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tions with all of the associated hassles of
transportation, foreign currency and affida-
vits,"” said Weening. Among the national ad-
vertisers already on the station are: Kimber-
ly-Clark, Michelin tires, Sealy mattress and
Hunt-Wesson.

The station, billed as GEM Radio FM 94,
programs Satellite Music Network's "Star-
station” adult contemporary format {85%)
along with some Caribbean music slotted
during different time periods in the week,
said Weening. He added that the station will
air reports from the Associated Press, in-
cluding general, business and sports news
from the U.S., the United Kingdom and
Western Europe. ZGM will also air Caribbean
regional news and weather.

Spot sales, placement and billing will be
handled by zcM's U.S. office in Milwaukee
under the direction of David Nelson, who
also serves as president of AgriData Re-
sources, Inc. For information, call (414) 273-
0873.

Arbitron survey

A new map showing all radio metrc survey
areas in the country is being published by
Arbitron Ratings. Arbitron says the map will
identify all radio metros, show what ADI's
(areas of dominant influence) the metics are
in and indicate the size of the population in
each market. Large and in six colors, the
map will also show—among its other fea-
tures—embedded metros within radio met-
1os and condensed markets, with metros
color-coded for six size levels: 1-10. 11-25,
26-50, 51-100, 101 + and condensed.

“The radic metro map gives ad agencies
the ability to coordinate both radic and TV
media planning efforts by relating the 260
radio metros to the 211 television ADI's,”
Arbitron said. “Both radio and TV stations
can use it for planning promotions on other
media and to demonstrate their coverage. [t
will also be useful to national and regional
advertisers—dealer groups and fran-
chises—who need to match advertising
with product distribution.”

Wire service expansion

Associated Press Network News is expand-
ing its regional coverage and will open a
new bureau in Chicago. said Jim Hood, dep-
uty director of AP Broadcast Services.
Plans call for bureaus in New York, Chica-
go, Los Angeles and Dallas to be in charge of
feeds for the Northeast, Midwest, West and
Sunbelt regions, respectively. “We want our
regional reports to be timely, relevant and
useful. The best way to do that is to assem-
ble them in each region,” said Hood. Pre-
viously, AP Network's Washington head-

Devlin connection. Rick Devlin, vice
president and director of ABC's Talkradic
network, has resigned. He told Broap-
cAsTING that his parting with ABC was
due, in part, to the uncertain future of
ABC’s radio networks when Capcities
takes over and, more important, a desire
to get involved in station ownership. The
former ABC Radic executive said he alsc
may consult talk-formatted stations.
Talkradio. which airs on nearly 100 sta-
tions, should be close to or at the break-
even point by year's end, Devlin said.

NRBA said.

Ballots out. Nominees for the National Radio Broadcasters Association's five, two-year
director-at-large seats are: Sue Dalton, wxTR-AM-FM La Plata, Md.; Joseph L. Dorton, Gannett
Radio Division, St. Louis; Janet Evans, wBTH-(am}-wxcc(FM) Williamson, WVa.; Martin Green-
berg, Duffy Broadcasting, Dallas; Carl E. Hirsch, Malrite Communications, Cleveland; Art
Kellar, EZ Communications, Fairfax, Va.; Phil Roberts, Masla, N.Y.; Jeff Smulyan, Emmis
Broadcasting, Indianapolis; Nick Verbitsky, The United Stations, New York, and Norman Wain,
Metroplex Communications, Cleveland. Election results will be announced later this month,

quarters oversaw the regional reports.

The Eastern regional bureau in New York
will be handled by AP correspondent War-
1en Levinson, while Ted Hampson, reporter
for the AP news wire service, will handle the
new Midwest operaticon. In Los Angeles, AP
cortespondent Brian Bland, who already
prepaies two daily California news feeds,
will head the Western operation, and Brad
Krohn, news editor for the Texas AP Net-
work's Dallas bureau, will be in charge of the
Sunbelt reports. Each of the regional bu-
reaus will prepare two daily feeds, one for
afternoon drive and one for morning drive,
said Hood.

Additionally, the network plans to make
the top stories from each region available to
stations across the country as pait of a new
series called, “Drive-time Focus.”

Generic promos

The National Radio Broadcasters Associ-
ation is surveying its membership to deter-
mine interest in implementing a "specialty
advertising/promotional item coopeiative
program.” Items bought in bulk and offered
through the program would carry a generic
radio slogan and the call letters and tele-

phone number of the individual station.

Working together

For the first time, 12 Cincinnati radio sta-
tions are airing public service announce-
ments featuring general managers of com-
peting stations. The campaign is part of the
Greater Cincinnati Radic Broadcasters drive
to create awareness of the dangers of drunk
driving. “It’s unique, it's an attention-getter
and it's cne of the few times that 12 very
different radio stations have been able to
agree on anything,” said Jim Stanton, gen-
eral manager of wDJO(AM)-WUBE(FM) Cincin-
nati who conceived the campaign. Other
stations involved in the campaign are:
WBLZ(FM), WEBN(FM), WKRC(AM), WKRQ(FM),
WLW(AM), WLLT(FM), WSAILAM), WSKS(FM),
WWEZ(FM) and WKXF(FM).

AFTRA agreement

Mutual Radic’'s newscasters and editors, re-
presented by the American Federation of
Television and Radio Artists (AFTRA),
unanimously ratified a new two-year con-
tract with the network, which went into ef-
fect July 1.

Reliability and proven performance make
Continental's 816R-3 compact FM transmitter a
winner. Crisp clear signal. high fidelity, good
stereo separation, very low noise and distortion,
excellent frequency stability, simple installation,
low power consumption make it a great

)
Ck P tinental

—
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A Division of Varian Associates, Inc.

Continental’s top performing
25 kW FM Transmitter speaks
for a station you know™

KINE KOUL
KNIN CITE
KMPS WXLK
WINZ WwWYCO
WLVE WTMI
WBHM KWFM
KESI KVKI
KTUX *Partial list

investment. Combine with duplicate 816R-3
to get 50 kW output. For brochure, call (214)
381-7161 Continental Electronics Division,
Varian Associates, Inc. PO Box 270879 Dallas,
Texas 75227. © 1985 Continental Electronics/6007
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TheaMedia

Speakers take
the high road
in addressing
NY broadcasters

Chancellor, O’Connor and Cuomo
talk of responsibility and rights
of journalism; controversy over
beer-wine advertising evident

at panel session on issue

The New York State Broadcasters Associ-
ation almost comered the market on speak-
ers last week. attracting the governor, the
cardinal, the mayor of the state’s largest city
and a leading light of the Fifth Estate to
address it in White Plains.

NBC commentator John Chancellor, in an
after-dinner speech on the second evening of
the conference, focused on television and
terrorism. Referring to the recent TWA hos-
tage crisis, Chancellor said that, too often in
Beirut, “we didn’t own the story. The story
owned us.” With terrorists finding television
a more “congenial” medium than print,
Chancellor advocated taping stories to allow
time for editonal consideration. “We have to
learn to differentiate, it seems to me, be-
tween journalism and technology,” he said.
“Journalism is not as vulnerable to terrorism
as technology is vulnerable to terrorism.
When the networks show a press conference
live, that’s not journalism, it’s electronics,”
he said. “Journalism involves editing, put-
ting things into perspective, providing back-
ground to what’s going on.”

Chancellor also saw a danger of “institu-
tionalizing” crises, as when the networks
ended each nightly news broadcast during
the Iranian hostage crisis by numbering the
days of captivity. “You can get youself so
boxed in with these things [that] it gets hard
to lead normal journalistic lives,” he said.

But Chancellor’'s comments were not
without a detense of the coverage. “I think
what we did in the hostage story was cover-

age that was inescapable,” he said. “I don’t
sec how you could have turned down most of
that coverage.” The story of 40 Americans
who might lose their lives was “extremely
important and dramatic,” he said. But in the
same way that the public disapproves of exit
poils—which in Chancellor’s estimation are
“never wrong’—the public disapproved of
the networks’ accurate coverage of the hos-
tage story, Chancellor said. “The people
don’t object so much to the accuracy of our
information,” he noted. “They object to the
coverage itself.”

Referring to viewer objections about re-
porters appearing not to treat public officials
in a deferential way, Chancellor remarked
that it is “part of the work of journalism™ to
ask hard questions and to get the story. The
problem occurs, he said, when what is an
“honorable process” in journalism is ob-
served by people “who don’t know much
about journalism,” he said.

Remarks similar in their concern for the
role and responsibility of journalists were
expressed by Cardinal O’Connor. “You are
professionals in your field,” he told the audi-
ence. “It’s a noble field; you are communica-
tors.” The symbol of the communicator is
the winged Mercury, O’Connor said, and
Mercury’s goal was to transmit the truth.
“The peopie deserve the truth,” he said. The
journalist’s role is “not to distort it, not to
pervert it, not to sensationalize it.” He urged
the journalisis: “Recognize the nobility of

On hand. Attending the New York State Broadcasters Association meeting were (I-r): Randy
Bongarten, president, NBC Radio; O'Connor; Chancellor; Tony Malara, president, CBS-TV,
and Richard Novik, president, New York State Broadcasters Association.
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your profession. Recognize the potential of
your profession. . .. You have an absolutely
incredible potential for good.”

O’Connor said he felt journalists take a
certain amount of deserved criticism, but
implied that the medium’s potential for good
outweighs that. “With 30 seconds of time
given to me free on television or radio, 1
reach more people than Christ reached in a
lifetime—in 33 years,” he said.

Governor Cuomo reprised the remarks he
made to the National Association of Broad-
casters convention in Las Vegas (BROAD-
CASTING, April 22)-—a speech that empha-
sized the genius and importance of the First
Amendment and broadcasting’s legitimate
claim to its protections. “You are just as vital
to freedom of speech as the newspaper and
the periodical-—indeed, without intending
any slight on my friends in the world of print
.. .your capacity 10 do all the things that the
press does is in some ways even greater than
theirs. Your reach, your impact, your ability
to inform continue to grow from an already
immense base. It seems to follow that you
should have the same freedom that is now
enjoyed by the print media.”

Television may once have been only an
emerging medium whose power and force
were unknown and, in the minds of many,
may have needed government supervision,
the governor said. “But as you have devel-
oped and matured,” he said, “‘you have made
it clear that there is less need for a Big Broth-
er and more good reason to remember the
sound concerns that taught the authors of the
First Amendment to keep our forms of ex-
pression as free as possible. When it comes
to the content of radio and TV programing 1
think that the competition of the marketplace
has given us all the protection we need.”
Cuomo cited his own experience with the
abundance of television programing avail-
able in Albany: “I have so many buttons
available that it drives me crazy.”

The governor spoke briefly of the corpo-
rate takeover bill that awaits his signature—
and about which he has been agonizing for
several weeks. But he concealed his inten-
tions in a jest:

“Everybody asks me about the corporate
takeover bill and Ted Turner and CBS. That’s



a very complicated situation, and I"ve heard
from Mr. |Thomas] Wyman [the CBS chair-
man] and I've heard from Ted Turner and
["ve heard from lawyers and I've heard from
businesspeople. We're studying it now and
I'nr desperately trying to find a way out of
this morass, because 11 is that. ['m working
on a compromise—actualtly, what I'm trying
to do is to get Bill O'Shaughnessy and some
of his rich Republican friends to buy both
CBS and CNN."

New York City Mayor Ed Koch, who re-
cently announced his intention to run for re-
election, addressed NYSBA members in a
morning session. He said that, while he “has
no complaint in broad outlines” of media
coverage of him, he does have a list of five
reporters who will never be granted inter-
views. “When I tell the whole story, warts
and all, and they only report the warts, then |
no longer give an exclusive interview,” Koch
said.

Those who expected controversy at the
NYSBA session on beer and wine advertis-
ing were right on target. One panel featured
George Hacker of Project SMART (Stop
Marketing Alcohol on Radio and Television)
and Paula Roth of the National Council on
Alcoholism, arguing for the banning of beer
and wine advertising, versus Donald Shea,
of the U.S. Brewers Association, and Terry
Mahoney, of NBC, defending the freedom to
advertise. Joseph A. Reilly, executive vice
president of NYSBA., served as the session’s
moderator.

Much discussion centered on a bill intro-
duced recently in Congress by Representa-
tive John F. Seiberling (D-Ohio), calling for
mandatory counteradvertising. (Governor
Cuomo, in his address, assured NYSBA
members that he opposes “bans.”) While
Hacker and Roth supported the bill as a
means of eliminating potential accidents and
injuries brought about by the commercials,
Shea and Mahoney asked for evidence ot a
direct relationship between alcohol advertis-
ing and abuse, cautioning that such a ban
would challenge the First Amendment.

Hacker’s remark that **We are pleased that
there has been a substantial response to our
concerns in the broadcasting community”
but that it was a "wonder™ how the pressure
of those concerns “‘can bring out enlightened
self-interest in the American business com-
munity” brought groans of disapproval from
the strongly partisan audience.

Hacker argued for the pursuit of “basic
solid information,” such as content labeling
on alcohol products and warnings for “high
risk groups” such as pregnant women and
adolescents. He went on to equate “pomo
lyrics™ with beer advertisements and to say
that “we’d all be shocked” if the same num-
ber of high school seniors who admitted to
drinking—90% in his estimation—admitted
to having sex. Hacker s statement was greet-
ed with laughter.

Indeed, Hacker and Roth were put on the
defensive when Oscar Wein, owner of
WDLC(AM)-WTSX(FM) Port Jervis, N.Y. | said,
“I resent SMART telling me | don’t know
how to run my business. | resent SMART
taking away my First Amendment rights.”
Wein encouraged SMART to look at the
broadcasting business, which he said could
“pay off the national debt” with the time it
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grants to public service announcements, in-
cluding those against alcohol abuse.
“These arguments have a superficial ap-
peal,” said Mahoney of pro-ban or counter-
advertising pleas. Mahoney said that he re-
jects the term “‘counteradvertising” because
it presumes there is something about com-

mercials for beer and wine “that raises an
issue.” As for NBC, he said that through
affiliates “we are already doing what we can
in our communities.” He said that NBC
takes the long-term view that the “complex
causes of alcohol abuse” need to be re-
searched. O

Chengihgulencs

. 1 PROPOSED

KBZT(FM) San Diego © Sold by Alta Broad-
casting Co. to Sandusky Newspapers Inc.
for $9,670,000, comprising $4,970,000
cash and remainder note, adjusted by as-
sumption of liabilities. Seller is owned by
Jim Levitt and his brother, John. It also owns
KEZR(FM) San Jose, Calif. Buyer is Denver-
based station group of two AM’s and five
FM’s, principally owned Susan E. White,
Alice M. Rau and David R. Fullmer. It pub-
lishes Sandusky (Ohio) Register, and
through subsidiaries, publishes Kingsport
(Tenn.) Times-News; Reflector-Herald, in
Norwalk, Ohio, and Grand Haven (Mich.)
Times. KBZTis on 94.9 mhz with 1.9 kw and
antenna 1,850 feet above average terrain. It
holds CP for 21.8 kw and antenna 701 feet
above average terrain.

WCFI(FM) Daytona Beach, Fla. o Sold by
S&F Communications to Duffy Broadcast-
ing Corp. for $7,350,000 cash. Seller is Bal-
timore-based station group of one AM, three
FM’s and one TV, principally owned by

Steve Seymour and Stuart Frankel. Buyer is
Dallas-based station group of three AM’s
and three FM’s, principally owned by Robert
J. Duffy, Martin G. Greenburg and Patrick
Delaney. It sold KCNR-aAM-FM Portland, Ore.,
two weeks ago (“Changing Hands,” July
15). WCFI(FM) is on 101.9 mhz with 100 kw
and antenna 581 feet above average terrain.
Broker: Robert A. Chaisson Inc.

WOCB(AM)-WRZE(FM) West Yarmouth,
Mass. 0 Sold by WOCB Acqusition Corp. to
Patch-Dunn & Associates for approximatley
$4.7 million, comprising $2 million cash
and remainder note. Seller is subsidiary of
Sillerman-Morrow Broadcasting, which
also owns wWHMP-AM-FM Northampton. It is
owned by Robert EX. Sillerman, Bruce
{Uncle Brucie) Morrow and two others. Buy-
er is principally owned by Kenneth J. Patch
and family. Patch is former owner and gener-
al manager of wCis-FM Falmouth, Mass. It
has no other broadcast interests. WOCB is on
1240 khz full time with 1 kw. WRZE is on
94.9 mhz with 50 kw and antenna 245 feet

f
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above average terrain. Broker: Kozacko-
Horton Co.

KTMS(AM)-KKOO(FM) Santa Barbara, Calif.
o Sold by News-Press Publishing Co. to
F&M Broadcasting Inc. for $2 million cash.
Seller is subsidiary of Independent Publica-
tions Inc., Bryn Mawr, Pa.-based newspaper
publisher, headed by William L. McLean,
chairman. It publishes Santa-Barbara (Ca-
lif.) News-Press (which is in negotiation for
sale t0 New York Times), Nashua, N.H.
Telegraph, two other daily newspapers and
12 weeklies. Buyer is equally owned by Har-
ry S. McMurray and F Robert Fenton. It
owns KCEY(AM)-KMIX-FM Turlock, Calif.
McMurray also owns KATO{AM)-KXKQ(FM)
Safford, Ariz. Fenton has interest in
KHSN(AM)-KCOS(FM) Coos Bay, Ore., and
KMYC(AM)-KRFD(FM) Marysville,  Calif.
KTMS(AM) is on 1250 khz with 2.5 kw day
and 1 kw night. KKOO(FM) is on 97.5 mhz
with 16 kw and antenna 2,500 feet above
average terrain. Broker: Lincoln Dellar &
Co.

KREO(FM) Healdsburg-Santa Rosa, Calif. O
Sold by Finley Broadcasting Co. to North
Coast Communications Inc. for $2.5 million
cash. Seller is owned by G.W. Hank McCul-
lough, John A. Simpson and four others.
Buyer is owned by Evert B. Person, presi-
dent, and Frank McLaurin, VP and general
manager. It also owns co-located KSRO(AM).
KREO is on 92.9 mhz with 2.3 kw and anten-
na 1,950 feet above average terrain. Broker:
Blackburn & Co.

KOFO(AM)-KKKX(FM) Ottawa, Kans. 0 Sold
by MAR-WA-KA Broadcasting Co. to Key-
market Communications of Kansas Ltd. for
$900,000, comprising $250,000 cash and
remainder note. Seller is owned by Fred 1.
Shaffer, and his son, Fred I11. It has no other
broadcast interests. Buyer is owned by Paul
Rothfuss, Kerby Confer and Donald Ault. It
is subsidiary of the Keymarket Group, Ai-
ken, 5.C.-based station group of five AM’s
and eight FM’s, principally owned by Con-
fer and Rothfuss. KOFO(AM) is daytimer on
1220 khz with 250 w. KKKX(FM) is on 95.7
mhz with 100 kw and antenna 300 feet above
average terrain. Broker: John Mitchell & As-
sociates.

WNBS(AM)-WAAW(FM) Murray, Ky. o Sold by
Timkay Inc. to Murray Broadcasting Co. for
$800,000 cash. Selier is owned by Glen Wil-
cox, his wife, Fransuelle W. Cole, and their
son, T.C. Wilcox. It has no other broadcast
interests. Buyer is principally owned by Ed-
ward B. Fritts, president, and two others. He
also owns 2.5% of wWPAD(AM)-wWDDJ(FM) Pa-
ducah, Ky. Fritts is father of National Asso-
ciation of Broadcasters, president, Edward
O. Fritts. WNBS(AM) is on 1340 khz with 1
kw day and 250 w night. WAAW(FM) is on
103.7 mhz with 100 kw and antenna 300 feet
above average terrain.

WNON(FM) Lebanon, Ind. 0 Sold by Broad-
cast Communications Inc. to Boone County
Broadcasters Inc. for $305,000, comprising
$120,000 cash and remainder note at 11%,
amortized over seven years, with balloon
payment at end of eighth year. Seller is
owned by Emmett E. DePoy, who also owns
WFBM(AM) Noblesville, Ind. Station was ori-
ginally sold last year (“Changing Hands,”
Oct. 15, 1984), but deal fell through. Buyer



is owned by David C. Keister (85%) and
John R. Dotas (15%). It also owns
WMCB(AM)-WCBK(FM) Martinsville, Ind.,
WIFE(AM)-WCNB(FM) Connersville, Ind., and
WOFR(AM)-WCHO(FM)  Washington  Court
House, Ohio. WNON is on 100.9 mhz with 3
kw and antenna 300 feet above.

For other proposed and approved sales see
“For the Record,” page 98.

ALF wants input
on PBS series

Washington group says it's afraid
of liberal bias in project in works,
asks for documents showing tack
show’s producers are taking

In the wake of the Public Broadcasting Ser-
vice's decision to air a conservative organi-
zations criticism of its prize-winning, 13-
part series, Vietnam: A Television History
{BROADCASTING, July 1), another conserva-
tive group has taken steps to “balance” the
perspective of a PBS project about Russia,
still in development, that it perceives as hav-
ing a “built-in pro-Soviet bias.”

The American Legal Foundation, a Wash-
ington-based public interest law center, has
voiced its concerns to PBS over the past year
that a proposed 10-part PBS series, Who Are
the Russians? 1917 to the Present, will
“amount to little more than sophisticated
pro-Soviet propaganda” by the time it is ex-
pected to air in 1987. It has asked PBS for
internal documents and memos relating to
the series, which it said would “greatly fa-
cilitate ALF’s understanding of the direction
in which the series is moving.”

Among ALFs specific concerns, accord-
ing to ALF special assistant to the general
counsel, Jay H. Feaster (who is responsible
for “monitoring the development” of the se-
ries), are the “liberal credentials™ of the se-
ries’ academic advisers and others involved
in the project, the percentage of public funds
used to make it and the involvement of the
Soviet government in the production and
filming of on-site segments. Additionally,
ALF has criticized a 36-page outline of the
series for excluding mention of “Soviet

More LPTV’s. The FCC has tentatively
granted the low-power television applica-
tions of Mountain TV Network for chs. 52,
58, and 60, Rugby, N.D., and ch. 67, Co-
lome, S.D. It aiso has tentatively granted
LPTV applications of Stanley G. Emert,
ch. 30, Westwood, Calif.; Wireless Cable
Broadcasting Co., chs. 63 and 65, Anton-
ino, Kan.; Dull Knife Memorial College,
ch. 7, Northern Cheyenne Indian Reser-
vation, Mont.; William M. Holdinghausen,
ch. 22, Westwood, Calif.; Russell Com-
munications, ch. 4, Farmington, N.M_;
Community Television, ch. 43, Buck,
N.C.; state of Alaska, ch. 4, Adak, and ch.
9, Nome, both Alaska; Ponyland Broad-
casting Co., ch. 39, Des Moines, lowa;
American Lo-Power Television Network,
¢h. 39, Ottumwa, lowa, and Localvision,
ch. 26, Bullhead City, Ariz.

Congressional fete. The National Association of Broadcasters children’s television commit-
tee is hosting a luncheon next Wednesday, July 31, to focus attention on local broadcasters'
children's television efforts. NAB has invited FCC commissioners, congressional wives and
representatives of the PTA and educational community. Rhoda Glickman, wife of Representa-
tive Dan Glickman (D-Kan.), and Catherine Stevens, wife of Senator Ted Stevens (R-Alaska),
assisted NAB in organizing the luncheon, which will feature a 20-minute tape of programs
selected in April to receive the association’s “Service to Children" award. NAB President
Eddie Fritts will address the group following the tape presentation, and Jack Blessington,
vice president, CBS/Broadcast Group, will speak after the luncheon.

KGB efforts to foster global terrorism,” and
for no mention of Russian dissident and au-
thor, Alexander Solzhenitsyn.

Russian’s producers have no intention of
opening up its files on the program, howev-
er, according to Peter McGhee, project di-
rector for the series at noncommercial
WGBH-Tv Boston.

PBS director of news and public affairs
programing, Barry O. Chase, said in a letter
to ALF general counsel Michael McDonald,
dated Sept. 11, 1984, that he did not “find
the ‘ideological uniformity’ that you do in
the present makeup of experts; nor do I be-
lieve that the producers will limit themselves
or ‘tilt’ toward one or another end of the
spectrum of views on the Soviets.” Addi-
tionally, Chase said that if PBS “gave up on
every project about a country where there is
‘involvement in and control” of filming by
the government, you’d never see a thing on
PBS about most places in the world, includ-
ing not only the USSR, but China, Guatema-
la, Vietnam, Chile, Saudi Arabia, Cuba,
South Africa, and others. ...

In correspondence to Feaster dated May

22, 1985, Chase referred the ALF to
McGhee, and said that the latter had no “spe-
cial responsibility to keep ALF informed of,
or involved in, the development of Who Are
the Russians?. While he may choose to
share with you public documents concerning
the series, he is,” Chase said, “in our view,
under no obligation whatever to do so. And
certainly he is under no obligation to treat
ALF as a colleague, as your letter seems to
suggest.”

In a subsequent letter, McGhee wrote to
ALF on June 25 that “as with other works in
progress, what it is and how it is evolving as
an idea is not something which we feel it
would be proper for us to discuss with inter-
est groups. . . .” He added that it is “our duty
to be familiar with all points of view on this
or any subject and in pursuit of that basic
duty would welcome your sending us the
names of experts or scholars and basic schol-
arly work which you think should be consid-
ered in any dispassionate inquiry on the sub-

ject.”

According to a statement by ALF released
July 5, McDonald *“greeted McGhee’s an-
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nouncement with cautious optimism,” and
said that the latter’s “decision to consider
including our academic advisors is a positive
step in the right direction.” ALF also said
that the McGhee letter “appears to signal a
change in thinking on the part of PBS,”
which may be due in part, McDonald said,
to the recent airing of the Accuracy in Media
documentary, Vietnam: Op Ed—An Inside
Story, which he took “as anindication of PBS
being more receptive to various points of
view.”

Told about ALF's statement, McGhee
characterized his letter to ALF as “essential-
ly a brush-off.” It signaled “no change in our
plans,” he said.

Also in response to ALF’s release, Chase
told BROADCASTING that PBS has always
been receptive “to various points of view”
and has always talked about “broadening the
discourse” on various subjects. He said that
McGhee’s statement to the ALF was “less
than” what McDonald “wants 1o make it.”

Chase took issue with ALF’s statement

that McGhee was considering “including our
[ALF’s] academic advisers.” There “‘may
well be some overlap” between advisors and
experts suggested for the series by WGBH-TV
and those offered by ALF, Chase said. “The
important principle,” he said, is that the
“producer is in control” and has been trying
“to do a responsible job from the begin-
ning.” McGhee said WGBH-TV’s advisory
panel for the program comprised “leading
scholars representing the spectrum of opin-
ion,” drawn more from the middle, more
than “extremes.” and nobody “who you
would call soft on the Soviets.” O
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Company Quarter Revenue % Earnings % EPS **
(000) change (000) change

AM Cable TV Year $26,923 12 ($7,468) NM  ($2.06)
Fourth $4596 -14 ($3,633) NM  ($1.00)

Burnup & Sims Fourth $43,821 -5 $2,304 NM $0.25
Year $180,111 11 $14,613 NM $1.62

CBS Second $1,231,600 4 $69,300 -22 $2.33
Dow Jones Second $265,100 7 $38,100 2 $0.59
General Electric Second $6,840,000 & $590,000 2 $1.30
Lorimar Third $105,402 58 $3,981 194 $0.50
MGM/UA Third $145,031 -10 $14,257 155 $0.29
Park Communications Second $29,047 6 $4,195 12 $0.46
Scott Cable Fourth $2,855 17 $1,018 232 $0.39
Time Second $864,090 12 $60,218 — $094
Westinghouse Second $2,557,500 — $143,900 12 $0.81

* Percentage change from same period year before. ** Earnings per share. Parentheses indicate loss. NM
means not meaningful.

® For year ending March 28, 1984, AM Cable TV Industries lost $6.2 million. In fourth quarter
of same year company lost $3.5 miltion. m Burnup & Sims had net loss of $2.2 million in fourth
quarter of fiscal 1984, and net loss of $4.6 million for full year. m (See CBS earnings story [*Top
of the Week,” July 15].) m Operating income of MGM/UA declined 13% to $23.9 million and
increased net interest lowered income before income taxes 66% to $4.6 million. Increased
netincome is due to $18-million turnaround in federal income tax benefits. @ Park Communi-
cations said operating cash flow increased 11% to $6 million. ® In third quarter of previous
year, Pico Products had net income of $168,263. m Scott Cable’s fourth-quarter netincome
includes gain of $698,000 on sale of cable system. m Operating income of Time increased
10% to $121.7 million but net interest declined $10 million, largely because of Southern
Progress Coerp. acquisition. Video Group revenue increased 9% to $337.5 million and operat-
ing income increased 12% to $58.7 million—still only 8% above operating income of two
years ago. Company said: “Home Box Office Inc. had higher profits for the quarter, despite
flat subscriber totals so far this year. At American Television and Communications Corp. both
basic and pay subscriber counts increased and profits were up.”

a

Taking slash out of MGM/UA. MGM/UA is planning restructuring company, in move that
might lead to creation of separate television production company. Proposal, which has
been approved by executive committee of board, suggests that current shareholders, in
effect, purchase United Artists film library from parent company, along with 50%
ownership of film distribution unit. At $10 per share, recapitalization would add $500
million to MGM coffers. United Artists would become separate company with own board.
MGM/UA Chairman and Chief Executive Officer Frank Rothman told BROADCASTING, “The
present television production unit will remain with MGM. UA, if it desires, would start up,
their own operation. . . That in part would depend on what the new board of UA would
want to do, but | am reasonably certain that they would want to get into production.” Kirk
Kerkerian, 50.1% owner of MGM/UA, has indicated he would be part of offering and
would thus continue ownership of both companies. Rothman denied that purpose of
setting up separate companies is to later sell one of them, calling idea "preposterous.” He
confirmed that MGM/UA had been approached by several interest suitors, but said RCA
was not one of them. o

Ditferent drummer. Rapidly rising station prices are “foollsh™ according to Edward S.
Hadas, vice president for Boston-based investment firm, David L. Babson & Co. In
recently issued report, "The Latest Speculative Bubble: Television Broadcasting
Properties,” Hadas said broadcasting industry is currently {aboring under impression that
advertising will continue increasing as percentage of gross national product, while, in
fact, that ratio has historically tended to be cyclical. “In the 1970's when it was declining,
people thought it was going to decline forever,” he told BrRoaocasTING, adding that it was
equally mistaken lo assume opposite. Signs that advertising proportion of GNP is headed
for decline, he said, include fact that “below expected” spending this year comes
despite general strength in consumer sectoE| “It's the production sector that is weak.”

Getting protection. Joining ranks of Fifth Estate companies that are making takeovers
more difficult through corporate by-law changes is Taft Broadcasting Co. In proxy
statement, company has asked sharehoiders to change current annual election of all
directors to staggered elections—with one-third of board up for election each year.
Other changes requested in by-laws include ending right to nominate director from floor
of annual meeting; preventing amendments of bylaws to permit stockholders to call
special meetings, and reguiring that business combination with group holding 20% or
more of company's shares satisfy minimum price requirements or receive at least two-
thirds shareholder approval {including 50% vote cutside minority group) or by majority of
company's disinterested directors. These and other matters will be considered at
tomorrow’s annual meeting at company’s headquarters in Cincinnati.
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Like father...

Ron Reagan, the President’s son, has signed
a "multifaceted” one-year agreement with
ABC Entertainment to be an entertainment
journalist and reporter, it was announced
last week. ABC Entertainment vice presi-
dent for special projects and senior execu-
tive in charge of talent, Gary L. Rudney, said
1n making the announcement that Reagan
“has shown remarkable development as a
journalist and a broadcaster,” adding that
“his services will be a great asset to ABC.
Rudney said that interest in a programing
vein was expressed by kaBC-TV Los Angeles
vice president and general manager Tom
Van Amburg. Rudney also said that Reagan
could possibly be used in a show in develop-
ment, as well as on Good Morning America.
“There’s no one thing yet,” he said of the
network’s placement of Reagan, adding that
“experimenting and testing” were yet to be
done

Reagan was first seen in his new job with
ABC on ABC Wide World of Sports this past
weekend 1n connection with the broadcast
of the Mita Tennis tournament, a cerebral
palsy benefit. Reagan will be based in Los
Angeles.

Encore

NATPE will hold its second annual produc-
tion conference, in St. Louis, June 19-22,
1986. Exhibitors and delegates voted at the
first conference in June of this year to hold a
second conference, but to change the date.
Past NATPE president, Stan Marinoff of
WISN-TV Milwaukee, will be the confer-
ence chairman. All original exhibitors
have agreed to return.

On the track

NBC Sports planned to have “fist-sized
minicams” aboard two cars in the CART
Michigan 500 yesterday (July 21), showing
the drivers' views at speeds up to 220 mph,
during NBC-TV's flag-to-flag coverage of
the race

The camera technology, developed pri
marily by NBC engineers as part of an on-
going effort to convey the sensation of Indy
car speed to TV viewers, was tested last
year and made its 1985 debut in the U.S.
Grand Prix on June 30. It provided live cov-
erage through the early stages, including
the driver's view when his car was clipped
from behind and put out of the race—along
with the camera

For the Michigan 500, the production
team hoped to double its chances by using
two cameras, one mounted in the car driven
by Bobby Rahal, the other in Al Unser Jr.'s
The components varied in size, from as little
as six pounds to no more than 14 pounds.
The signal was to go from the cameras to a

receiver atop a 17-foot crane on the track
infield and cabled from there into the mobile
unit production truck for transmission.

Viacom acquisition

Viacom Enterprises has acquired interna-
tional distribution rights from Dino De Laur-
entis for a package of 18 films, including the
“Dune” science-fiction feature; “Ragtime,

starring Howard Rollins Jr. and James Cag-
ney; “The Bounty,” with Mel Gibson and
Anthony Hopkins; Ingmar Bergman's “The
Serpent's Egg,” starring Liv Ullman and Da-
vid Carradine; John Wayne's final picture,
“The Shootist,” and several successful se-
quels to previous hits: "Halloween II" and
‘Halloween II,” “Amityville II” amd “Amity-
ville 3-D” and “Conan the Destroyer” with
Amold Schwarzenegger.

AgriData service

Satellite Data Network, a subscription busi-
ness data service for ocwners of personal
computers and home satellite receive units,
is due to start July 31, with AgriData Re-
sources Inc. managing and operating the

service and Satellite Broadcast Network
providing a data demodulator and transpon-
der channels on Galaxy I

Spokesmen said subscribers may put-
chase the SBN DM-1000 data demodulator
for $379 and then choose—for $28 a month
(3289 a vyear if paid in advance)—either a
basic general business package or basic ag-
ricultural information package with more
than 50 continuously updated reports. Sup-
plemental packages of information on spe-
cific subjects, such as corn and soybeans,
livestock, weather, or the New York Stock
Exchange and financial markets are also
available at monthly charges ranging from
$25 to $50 each, depending on type and
source of data and frequency of update. The
service was said to work with IBM PC’'s and
compatibles, Apple MacIntosh, Tandy 1000
and 2000 computers.

AgriData Rescurces Inc. operates Agri-
Data Network, whnich serves agriculture
with dial-up and leased-circuit business in-
formation retrieval. The new Satellite Data
Network will be driven and controlled from
AgriData’'s central network processing cen-
ter in Milwaukee.

LELAND D. SHAFFNER

has acquired

KOBE-AM/KOPE-F

Las Cruces, New Mexico
from SUN COUNTRY RADIO, INC.

For $1,000,000.00

The undersigned acted as broker in this transaction and
assisted in the negotiations

Kalil & Co., Inc.

3438 North Country Club ¢

Broadcasting Jul 22 1985

Tucson, Arizona 85716 ¢

(602) 795-1050
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Engineers lobby FCC

Executive committee members of the Soci-
ety of Broadcast Engineers have visited the
FCC to press their case for rule changes for
TV auxiliary and aural station-to-transmitter
links.

Heading the group was Richard Rudman,
chief engineer of Group W-owned KFWB(AM)
Los Angeles and SBE presidernit since April.
Rudman has been urging the 5,000-plus
member organization to speak more au-
thoritatively to the commission on various
technical issues and now temporarily chairs
the society’'s FCC liaison/technical advisory
committee.

At the top of the organization's agenda
during its visit were the commission pro-
posals for channel-splitting for the 2 ghz and
7 ghz band widely used in TV electronic
newsgathering and the 950 mhz band used
for radio STL's, proposals for "spectrum effi-
ciency” which several broadcaster organi-
zations have reacted to uneasily.

According to SBE's filings with the com-
mission, the proposal to channel 2 ghz and 7
ghz bands into 1 mhz segments doesn’t pro-
vide the flexibility broadcasters and those
involved in frequency coordination need in
real-time TV ENG operations, and suggest-
ed instead that the FCC consider a 125 khz
channeling alternative.

Others in the industry, including the Na-
tional Association of Broadcasters, have
also argued that 1 mhz channeling does not
account for the current lack of available
fixed STL equipment incorporating 1 mhz
offsets, or its potential incompatibility with
existing technology.

In meetings with members of the FCC's
Mass Media Bureau and Office of Science
and Technology, the SBE representatives
expressed a different set of concerns regard-
ing the chanelling-splitting program for the
950 mhz aural STL band. The group believes
the commission’s 25 khz segmenting of the
band is “sound,” but is strongly against al-
lowing land-mobile operaters to share the
service with broadcasters using fixed links.

SBE argued there is already no spectrum
for stations in many severely congested

Rudman

markets to operate high-quality wireless re-
mote pickup equipment and keep a "reason-
able" expection of completing even a 15-
minute program from the field without
serious impairment due to interference.

Cited as an example is the situation for
the 450 mhz in markets such as New York,
Los Angeles, Chicago and others, which the
SBE claims have been “rendered useless”
because of untraceable short-term interfer-
ence from mobile services, high-power pag-
ing operations and repeaters.

Also raised in the proposed rulemaking is
13 ghz fixed link sharing between private
microwave, cable operators and broadcast-
ers, which SBE believes has been success-
ful, although its suggests limiting new pri-
vate operators on major channels.

The SBE executive group includes past
president Roger Johnson of kOy(aM) Phoe-
nix; Jack McKain of Kansas State Network
in Wichita; Brad Dick of KANU-KFKU Law-
rence, Kan.; Wally Dudash of Group W in
Stamford, Conn.; Chuck Kelly of ITC in
Bloomington, 1., and Andy Butler of Doub-
leday Broadcasting Co. in New York.

Fiber installed

Providence, R.1.-based cable operator Colo-
ny Communications has completed the in-
stallation of a new multichannel fiber optic
supertrunk linking it with the parent corpo-
ration, Providence Joumal Co. The system

W. John Grandy

1029 Pacific Street

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

Grandy&Berkson

Media Brokers

Jay Q Berkson

24 Blueberry Lane
Concord, MA 01742
(617) 369-1776
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was developed by Pirelli Optronics of Meri-
den, Conn., which demonstrated the single-
mode fiber technology at the National Cable
Television Association in June, with 16 vid-
eo channels at better than 53 db signal-to-
noise-ratio geing 12 miles.

Conus talk-back

Hubbard Communications and Modulation
Associates have reached an agreement for
the Mountain View, Calif.-based equipment
manufacturer to supply Hubbard's Conus
Communications Ku-band satellite news-
gathering service with two-way communi-
cations gear, the companies announced.

The Modulation Associates-designed
voice and data network will provide two-
way, multichannel communications be-
tween the Conus master control center in
Minneapolis and Newstar SNG vehicles
owned by 23 stations arcund the country.

Although the companies declined to pro-
vide full details on the technology for propri-
etary reasons (Conus reportedly supplied lit-
tle or no information to network engineers
who recently visited Conus facilities), the
transmission method will provide communi-
cations channels independent of video,
such as an engineer's private line, IFB line
and digital data channels.

Ad Audit okay

The National Association of Broadcasters
has recommended that the FCC approve a
system to audit TV commercials using verti-
cal blanking interval codes, as long as li-
censee retain "ultimate control” over the
transmitted signal and the coding is limited
to line 22 of the VBI, which is overscanned
by most receivers and so will not interfere
with the broadcast picture. Requests for
commission approval of the coding system
were made by Ad Audit of Alexandria, Va.,
which developed the system.

Nisus clarification

Nisus Video Inc., developer of CCD camera
shutter technology, has issued a statement
clarifying a technclogy-sharing agreement
made with RCA Broadcast Systems last De-
cember. Previous comments from Nisus had
led to “published misinterpretations” of con-
tractual cbligations between it and RCA, ac-
cording to J. Coleman Streater, Nisus presi-
dent.

RCA, which evaluated the Nisus variable-
speed shutter for possible use in RCA's CCD
broadcast cameras, is not committed 1o use
the development, Streater explained. Nor is
Nisus cominitted to provide, sell, or license
its technology to RCA, he added. Prior state-
ments had implied the reverse.

“We at Nisus assume full responsibility for
the miscommunications which may have
occurred,” Streater said. "Should the evalua-
tion, which is currently in process, be suc-
cessful, we would expect an agreement in-
corporating such commitments to be
completed at that time.”



Study projects
barter, cable
advertising to
take bite from
three networks

Authors say competition will mean
ABC, NBC and CBS figures will come
in below GNP growth projections

A new report written by two security ana-
lysts concludes that the three broadcast net-
works will face increasing competition
through the 1980’ and as a result will under-
perform nominal GNP growth through
1990. Written by Mark A. Riely, a security
analyst for F. Eberstadt & Co., and Helen A.
Britton, director of marketing, national divi-
sion, for wWNET(TV) New York, the report
suggests that both barter syndication and ca-
ble networks will show a compound annual
growth rate of more than 20% per year. Five
years from now, they said, the “Television
Network Advertising Alternatives,” as their
report is titled, will equal the size of a fourth
network, taking one-fourth the budgets of
network advertisers.

Barter, in which syndicators keep and sell
some of a program’s advertising positions in
exchange for a reduction or elimination of
cash payments from stations on which pro-
grams are shown, is headed for growth, ac-
cording to the 70-page report, with growth
in the number of independent television sta-
tions. As recently as 1980, the authors said,
only 65% of television homes could receive
a local independent station. Smaller cover-
age by independent stations especially re-
stricted the growth of barter in prime time,
they said, because affiliates were reluctant to
pre-empt network schedules except on an
occasional basis.

With local independent television stations
now reaching over 80% of TV households,
the two authors estimate that prime time bar-
ter will grow from 8% of total barter revenue
(see chart) to 22% by 1990, with an inven-
tory five times as great as today. Saturday
morning and weekday after-school dayparts
(children’s category in chart), which current-
ly represents the most advanced segment of
barter, will grow at a slower rate, they con-
tinued, with its percentage of revenue de-
clining from 129% to 7% by 1990.

Other reasons for the growth in barter,
according to Riely and Britton, include an
expanded use of satellite transmission that
will “increase the opportunity for live events
and topical programs. . . reduce current vari-
ation in time period placement. . . and offer
the opportunity to sell advertising virtually
up to the last minute.”

For the barter industry as a whole the au-
thors project that the number of advertising

spots will increase at roughly a 12% com-
pound rate over the next five years. Unit
prices, they expect, will gain roughly 8% to
9%, leading to an overall barter revenue in-
crease of 21% per year to $1.4 billion by
1990, compared to the $530 million estimat-
ed for 1985 and the $400 million in 1984.

The report analyzes barter as a part of the
network advertising marketplace. But the
authors find justification for both sides of the
long-standing dispute on barter: whether it is
more of a threat to network or to spot rev-
enues.

To begin with, they tum the categories
upside down: “In fact.. .networking (in-
cluding broadcast networks) could be classi-
fied as a form of barter.” But they also note

Estimated Daypart Share of Revenue
Broadeast Barter
networks syndication
Daytime 19 12
Early fringe — 3
Prime access — 55
Prime 52 8
Late night/fringe 5 8
Sports 14 —
News 8 —_
Kids 2 12
Specials — 2"
* Majority ig in prime time.
F. Eberstadt & Co. estimates.

dissimilarities between network and barter,
including a lack of simultaneous airing for
barter programing, and the greater risk ad-
vertisers assume by placing money on a bar-
ter program rather than across a network’s
schedule.

The latter point led Riely and Britton to
speculate . . . it may be beneficial and even
necessary (for barter syndicators) to expand
the potential market by enlarging their sales
force and offering participation and scatter
buys prevalent in networking.”

Currently sharing barter revenue, accord-
ing to industry sources, are some 50 syndi-
cators. Riely and Britton estimated that 11 of
those companies get 90% of the business, as
foliows: LBS Communications 24%, Televi-
sion Program Enterprises 20%, King World
16%, Group W 8%, Telepictures 6%, and
other major syndicators (Orbis, MCA, Tri-
bune, Viacom, Syndicast and Paramount)
16%.

Looking at cable networks, a more fre-
quently studied subject, the report said that
of the $500 million in 1984 advertising rev-
enue, WTBS Atlanta received 32%, MTV
15%, ESPN 14%, CNN 11%, USA Network
8%, CBN Cable 4%, The Nashville Net-
work 4%, Lifetime 3%, Financial News
Network 2%, The Weather Channel 1% and
others 6%.

The expansion of channel capacity and an
increase in cable households are among the

Broadcasting Jul 22 1985

reasons leading the authors to conclude that
cable advertising revenue will increase to $2
billion by 1990, or at an annual rate of 25%.
The components of that annual growth rate
are a cost-per-thousand increase of 9%, the
growth of unit sales by 8%, a 6% gain in
audience share and a 2% increase in TV
homes.

Neither network alternative has *.. .yet
begun to have a meaningful impact on the
network supply/demand equation as we be-
lieve they will have in the future,” the report
said. “Over the next five years. . . we antici-
pate that totai network advertising growth
(including barter and cable) may not exceed
the pace of total national advertising expen-
ditures (10.5%). It is our opinion that the
expanding inventory offered by barter and
cable will put a significant damper on the
pricing ability of the major networks who
will be under additional pressure as their au-
dience declines.”

There will also be other alternatives to
network advertising, they said, including
possibly public television, and pay cable,
which will be looking to supplement lower
subscriber fees. The report’s projections are
for network revenue to increase 7% annually
over the next five years, compared to 5%
inflation growth and a 3.5% gain in real
GNP

Riely told BROADCASTING the report does
not conclude it is “gloom and doom” for
ABC, CBS and NBC: “There are a lot of
areas they can cut back on cost. But at the
same time it will be harder to increase [prof-
it] margins. The revenue assumptions that
we are suggesting are not necessarily the
double-digit ones for the balance of the dec-
ade that we have previously heard about at
analysts meetings.” O
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Advertising predictions
for 1985 revised down

Growth for year is not as
robust as earlier thought,
according to McCann study

A study by McCann-Erickson of advertising
expenditures in 1985 shows that the year ex-
perienced moderate growth in comparison
with 1984 and is highlighted by a projected
increase of only 3% in network television.
During a presentation given last week in
New York by Robert J. Coen, McCann sen-
ior vice president and director of forecasting,
he noted that the progress of 1985 to date has
led him to reduce some of the forecasts he
made last December for this year (BROAD-
CASTING, Dec. 17, 1984). For example, he
estimated last December that total advertis-
ing spending in the U.S. would rise by 9.7%
but is now revising this figure downward to
9.1% or a total of more than $95 billion.
Similarly, Coen reported to a meeting of



journalists and security analysts that he fore-
cast last December that network television
advertising in 1985 would climb by 5% but
now calculates the figure will be only 3%,
bringing expenditures to about $8.8 billion
for the year.

He stressed that a moderation in advertis-
ing growth was expected because 1984 was
an advertising-rich year with both the na-
tional elections and the Olympics.

Coen observed that advertising is still pro-
ceeding at a higher growth rate than most

sectors of the U.S. economy. He explained
that national advertising is running 8.3%
over 1984 and local advertising about 10.2%
higher.

Aside from network television, other me-
dia are expected to show comfortable gains
in 1985. Coen said spot TV is expected to
increase by 8% to more than $6.2 billion;
cable television, up 25% to $585 million;
radio, up 9% to almost 31.7 billion; maga-
zines, up 8% to more than $4.3 billion; na-
tional newspapers, up 7% to $3.3 billion,

and direct mail, up 11% to $15.3 billion.

Taking a look at 1986, Coen said he ex-
pects a continuation of moderation in U.S.
advertising. His projection is for a §.5% in-
crease in advertising, bringing total invest-
ment to about $104 billion.

In reply to a question, Coen said he ex-
pects an acceleration in the use of 13-second
commercials on television. He added that
although this approach may contribute to
clutter, it will grow “until something better
comes along.” O
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As compiled by BROADCASTING, July 10
through July 17, and based on filings, au-
thorizations and other FCC actions.

Abbreviations: AFC—Antcnna  For  Communications .
ALJ—Administrative Law Judge. alt.—altemmate. ann.—
announced. ant.—aniénna. aur—aural. aux.—auxiliary.
CH——critical hours. CP—construction permit. D—day
DA—directional antenna. Doc—Docket. ERP—effective
radiated power. HAAT—height above average terrain.
khz—kilohertz. kw-—Kilowaus. m—meters. MEOC—
maximum expected operation value. mhz—megahertz.
mod.—modification. N—night. PSA—presunrise scrvice
authority. RCL—remote control location. S-A-—Scientific
Atlanta. SH—specified hours. SL—stdio location. TL—
transmitter location. trans. —transmitter. TPO—transmutter
power output. U—unlimited hours. vis.—visual. w—waus.
*—noncommercial.

Ownership Changes 1

Applications

M  KKEN(AM) Kenai. Alaska (980 khz)—Seeks transfer
of control of Kenai Broadcasting Associates from John Lin-
dauer II (50% before; none after) to John Lindaver III for no
consideration. Seller is father of buyer. Elder Lindaver owns
KLAM(AM) Cordova; KRXA(AM) Seward; KVAK({AM)
Valdez, and is applicant for new AM in Juneau and new FM’s
in Ketchikan and Cordova, all Alaska. Filed July 16.

m KACKAM)-KAJJ(FM) Greenwood, Ark. (AM: 1510
khz: 1 kw-D; FM: 106.3 mhz; 1.3 kw: HAAT: 300 fi.}—
Seeks transfer of control of Red, White & Blue Communica-
tions Inc. from Carolyn Pollan (50% before; none afier) 1o

GAMMON & NINOWSKI

Central United States
Eastern Coast

Hawaii

MEDIA INVESTMENTS, INC.

Announces the Availability of These
UHF INDEPENDENT TELEVISION

Investment Opportunities

Florida's Fastest Growing Market

$18,000,000
$ 8,000,000
$ 4,000,000

$ 980,000

Washington, D.C.;
Ronald]. Ninowski
James A. Gammon

DonaldR. Bussell, CPA

(202) 861-0960

GAMMON & NINOWSKI
MEDIA INVESTMENTS, INC.,

the media brokers who warrant your trust, serving the broadcasting Industry with offices locarted in:

Los Angeles, CA:
Carl Fielstra

(714) 837-9800
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Michael A. Kojundic and his wife. Patricia {nonc before:
50% after) for assumption of liabilities. Seller has no other
broadcast interests. Buyer, Patricia, is general sales manager
at KRAV(AM)-KGTO(FM) Tulsa, Okla. It has no other
broadcast interests. Remainder of stock is owned by Favis
Miles, who also has no other broadcast interests. Filed July
15.

®  KBZT(FM) San Diego (94.9 mhz; 1 .9 kw; HAAT: 1.850
ft. [CP for 21.8 kw and HAAT: 7G1 ft.]}—Seeks assignment
of license from Alta Broadcasting Co. to Sandusky Newspa-
pers inc. for $9,670,000. comprising $4.970,000 cash and
remainder note, adjusted by assumption of liabilities. Seller
is owned by Jim Levitt and his brother. John. It also owns
KEZR(FM) San Jose. Buyer is principally owned Susan E.
White, Alice M. Rau and David R. Fullmer. It publishes
Sandusky Register. and through subsidiaries. publishes
Kingsport Times-News, Kingsport. Tenn.; Reflector-Herald,
Norwalk. Ohio and Grand Haven Times, Grand Haven,
Mich. It owns KNUS(AM)-KBPI(FM) Denvér: KLSY-AM-
FM Bellevue, Wash.: KDKB{FM) Mesa, Ariz.; KEGL(FM)
Fort Worth, and KLSI(FM) Kansas City, Mo. Filed July 12.

m  KALI(AM) San Gabriel, Calif. and WINX{AM) Rock-
ville, Md. and WKDM(AM) New York: WDJY(FM) Wash-
ington, KSOL(FM) San Mateo, Calif. (KALI[AM]: 1430
khz; 5 kw-U: WINX[AM]: 1600 khz; 1 kw-D; 500 w-N;
WKDM[AM]: 1380 khz; 5 kw-D; WDJY[FM]: 100.3 mhz;
40 kw; HAAT 330 fi.; KSOL[FM]: 107.7 mhz; 5 kw;
HAAT: 1,590 ft.}—Seeks transfer of control of Tele-Broad-
casters of California Inc. from Suburban Bank. as represen-
tative of cstate of Richard Eaton to Suburban Bank, as sole
trustee. Filed July 9.

B KTMS(AM)-KKOO(FM} Santa Barbara. Calif. (AM:
1250 khz; 2.5 kw-D; 1 kw-N; FM: 97.5 mhz: 16 kw; HAAT:
2.900 ft.)—Seeks assignment of license from News-Press
Publishing Co. 10 F&M Broadcasting Inc. for $2 million
cash. Seller is publisher of Santa-Barbara News-Press. [t has
no other broadcast intcrests. Buyer is equally owned by
Harry S. McMurray and F Robert Fenton. It owns
KCEY(AM)-KMIX-FM Turlock. Calif. McMurray also
owns KATO{AM)-KXKQ(FM) Safford, Ariz. Fenton has
interest in KHSN(AM)-KOQOS(FM) Coos Bay, Ore. and
KMYC(AM)-KRFD(FM) Marysville. Caiif. Filed July 12.

®  KDOL-AM-FM Mojave, Calif. (AM: 1340 khz; 1 kw-
D; 250 w-N; FM: 97.7 mhz; 3 kw; HAAT: 145 ft.}—Seeks
assignment of license from Golden Desert Broadcasting
Corp. to Chambers Broadcasting for $475,000. Seller is
principally owned by Alton E. Kennedy. Buyer is owned by
George L. Chambers and his wife, Bonnie. It also owns
KTPI(FM) Tehachapi. Calif. Chambers has interest in
KGBR{FM) Gold Beach. Ore. and KTCE(FM) Anson, Tex-
as. It will spin off KDOL-FM to Antelope Broadcasting (see
below). Filed July 10.

= KDOL-FM Mojave, Calif. (97.7 mhz; 3 kw: HAAT: 145
ft.}—Seeks assignment of license from Chambers Broad-
casting (0 Antclope Broadeasting Co. for $205.000 cash.
Seller is purchasing KDOL-AM-FM and spinning off FM.
Buyer is principally owned by Ronald H. Carter. It also owns
KAVYL-FM Lancaster. Calif. Filed July 10.

8 WFTV(TV) Qrlando, Fla. (ch. 9; ABC; ERP vis. 316
kw; aur. 31.6 kiw; HAAT: 1,570 ft.; ant. height above
ground: 1.543 fi.)—Seeks assignment of license from SFN
Communications of Florida Inc. to WFTV Inc. for
$183,000,000 cash. Seller is publicly owned Orlando. Fla -
based station group of 1wo AM’s, one FM and four TV’
headed by John Purcell, chairman and president. Buyer is
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Atlanta-based station group of five AM’s; seven FM's and
seven TV's. headed by William A. Schwartz, chairman.
Filed July 12.

8 WNON(FM) Lebanon, Ind. (100.9 mhz; 3 kw; HAAT:
300 ft.}—Seeks assignment of license from Broadcast Com-
munications Inc. to Boone County Broadcasters Inc. for
$305.000. comprising $120,000 cash and remainder note at
11%, amortized over seven years, with balloon payment at
end of ¢ighth year. Seller is owned by Emmett E. DePoy,
who also owns WFBM(AM) Noblesville, Ind. Station was
originally sold last year ("Changing Hands,” Oct. 15, 1984),
but deal fell through. Buyer is owned by David C. Keister
(85%) and John R. Dotas (15%). It also owns WMCB(AM)-
WCBK(FM) Martinsville, Ind., WIFE(AM)-WCNB(FM)
Connersville, Ind. and WOFR(AM)-WCHO(FM) Washing-
ton Court House, Ohio. Filed July 11.

8 KOFO(AM)-KKKX(FM) Ottawa. Kans. (AM: 1220
khz: 250 w-D; FM: 95.7 mhz: 100 kw; HAAT: 300 ft.)—
Seeks assignment of license from MAR-WA-KA Broadcast-
ing Co. to Keywarket Communications of Kansas Lid. for
$900,000, comprising $250,000 cash and remainder note.
Seller is owned by Fred 1. Shaffer. and his son, Fred III. It
has no other broadcast interests. Buyer is owned by Paul
Rothfuss. Kerby Confer and Donald Ault. It is subsidiary of
the Keymarket Group. Aiken. S.C.-based station group of
five AM's and eight FM’s. Filed July 12.

8  WNBS(AM)-WAAW(FM) Murray, Ky. (AM: 1340 khz;
1 kw-D: 250 w-N; FM: 103.7 mhz; 100 kw; HAAT: 300
fi.)}—Seeks assignment of license from Timkay Inc. to Mur-
ray Broadcasting Co. for $800.000 cash. Seller is owned by
Glen Wilcox. Fransuelle W. Cole and T.C. Wilcox. It has no
other broadcast interests. Buyer is principally owned by
Edward B. Fritts, president, and two others. He also owns
2.5% of WPAD(AM)-WDDJ(FM) Paducah, Ky. Fritts is fa-
ther of NAB president, Edward O. Fritts. Filed July 3.

u WAMK(AM) Brockton, Mass. (1410 khz: 1 kw-D)}—
Seeks assignment of license from MTS Broadcasting Limit-
ed Partnership to Marshfield Broadcasting Co. for
$215,000, comprising $95,000 cash and remainder assump-
tion of liabilities. Seller is headed by Scott B. Davis, gencral
partner. It has no other broadcast interests. Buyer is owned
by Edward F. Perry (80%) and William C. Blackmore (20%).
It also owns WATD(FM) Marshfield, Mass. and
WRTT(AM) Vernon, Conn. Filed July 12.

8 WOCB(AM)-WRZE(FM) West Yarmouth. Mass. (AM:
1240 khz; 1 kw-U; FM: 94.9 mhz; 50 kw; HAAT: 245 ft.)—
Seeks assignment of license from WOCB Acqusition Corp.
to Patch-Dunn & Associates for $4.150.000. comprising
$1.610.000 cash and remainder note. Seller is subsidiary of
Sillerman-Morrow Broadcasting which owns WHMP-AM-
FM Northampton. It is owned by Robert EX. Sillerman,
Bruce (Cousin Brucie) Morrow and two others, Buyer is
principally owned by Kenneth J. Patch and family. Patch is
former owner and general manager of WCIB-FM Falmouth,
Mass. It has no other broadcast interests. Filed July 9.

®  KMLW(FM) Belen, N.M. (97.7 mhz; 3 kw; HAAT: 276
ft.)—Sold by Wuenschell Broadcasting Co. to Brooks
Broadcasting Co. for $250,000, comprising $63,500 cash
and remainder note. Seller is owned by Fred Wuenschel,
Mary MeKnight and Pat Pope. It also owns KNMZ(TV)
Santa Fe. Buyer is owned by William T, Brooks, who also
owns co-lecated KARS{AM). Filed July 10.

" WBBB(AM)-WPCM(FM) Burlington, N.C. (AM: 920
khz; 5 kw-D: FM: 101.1 mhz; 100 kw; HAAT: 910 fi.)—
Secks assignment of license from Maycourt Co. to Research
Triangle Broadcasting Ltd. Partnership for $3.4 million.
Seller is owned by Pegram Harrison, who has no other
broadcast interests. Buyer is principally owned by James C.
Fort and John E. Yochum, general parners. It also owns
WSIC(AM)-WFMX(FM) Statesville, WFSC(AM)-
WREFR(FM) Franklin and WDSC-AM-FM Dillon, all North
Carolina, Filed July 15.

" WWLS(AM) Moore, Okla. (640 khz; | kw-U)—Seeks
assignment of license from Lesso Inc. to KNOR Radio Inc.
for $900.000 cash. Seller is Wichita, Kans.-based station
group of three AM’s and four FM's owned by Larry Steck-
line. Buyer is owned by Robert L. Stephenson (95%) and
Robert T. Stephenson (5%). It owns KDLB-AM-FM Hen-
ryatta, and KKCC-AM-FM Clinton, both Oklahoma and
also owns KNOR(AM) Norman, Okla.. which is being sold
(szee below). It is spinning off KDLB-AM-FM. Filed July
12.

®  KNOR(AM) Norman, Okla. (1400 khz; 1 kw-D; 250 w-
N)—Seeks assignment of license from KNOR Radio Inc. to
Breckenridge Broadcasting Co. for $300.000 plus 50% of
accounts receivable. Seller is purchasing WWLS(AM)
Moore, Okla. (see above). Buyer is Breckenridge, Tex.-
based station group of three AM’s and two FM's. principally
owned by Owen Woodward and David Bullion. Filed July 9.

" WYXKAM)) Athens, Tenn. (1390 khz; 2.5 kw-D)}—
Seeks assignment of license from 3 J's Broadcasting Co. to
A&B Broadcasting Inc. for $150,000, comprising $20,000

e

cash and remainder note at 12% over 10 years. Seller is
principally owned by John P. Frew and his wife, Julia and
their daughter, Julie. Julia and Julic Frew also own WXY-
C(AM) Cartersville. Ga. Buyer is equally owned by Ann C.
Toles and Bryan B. O'Bryan. It has no other broadcast inter-
ests. Filed July 3.

New Stations

New AM'’s

8  Ennis, Mont.—Big M Broadcast Associates seeks 710
khz: 10 kw. Address: PO. Box 700, 59729. Principal is
equally owned by C. Howard McDonald and his wife. June.
McDonald is engineer at KGLT(FM) Bozeman, Mont. They
have no other broadcast interests. Filed July 15.

® Homeland Park. $.C.—AM 1020 Inc. seeks 1020 khz: |
kw-D. Address: 310 Arcadia Dr., Anderson, §.C. 29621.
Principal is owned by N. Matthew Phillips (75%). his wifc.
Jeannete (15%) and daughter. Karen (10%). It also owns
WRIX(FM) Honea Path, 8.C. Filked July 12.

® Ferris. Tex.—Lois B. Crain seeks 540 khz; 250 w-D.
Address: 840 Hunters Retreat. Colliersville. Tenn. 38017.
Principal has interest in WMSO(AM) Colliersville. Filed
July 9.

New FM's

8 *Cortez, Colo.—San Juan Basin Area Vocational-Tech-
nical School seeks 91.5 mhz: 150 w; HAAT: minus 416.86
ft. Address: 33057 Hwy 160. 81321. Principal is educational
institution headed by Harold Gresh. It has no other broadcast
interests, Filed June 9.

® *Salisbury, Md.—Salisbury State College Foundation
Inc. seeks 89.5 mhz: 30 kw; HAAT: 58] ft. Address: P.O.
Box 2195. 21801. Principal is educational institution. head-
ed by Col. George W, Gering. It has no other broadcast
interests. Filed June 29.

8 *Monroc, N.C.—Columbia Biblc Broadcasting Co.
seeks 91.9 mhz; 17.7 kw: HAAT: 516 ft. Address: P.O. Box
3122, Columbia. S.C. 29230. Principal is educational insti-
tution headed by lan M. Hay. chairman. Filed June 18.

® *Strongsville. Ohio—Strongsville Educational Broad-
casting Foundation seeks 91.3 mhz: 100 w; HAAT: 200 fi.
Address: 19784 Pearle Rd., 44136. Principal is nonprofit
corporation headed by John Barba. his son John Barba Jr..
and David R. Selick. It has no other broadcast interests.
Filed July 8.

8  *Lewisburg, Pa.—Salt and Light Media Ministries Inc.
secks 91.3 mhz; 5 kw: HAAT: 89 fi. Address: RD#2, Box
284, Danville, Pa. 17821. Principal is nonprofit corporation
headed by Larry E. Weidman, chairman. It has no other
broadcast interests. Filed June 26.

8 *Wichita Falls. Tex.—Christian Service Home Inc.
secks 89.5 mhz; 3 kw; HAAT: 680 ft. Address: P.O. Box 41,
76307. Principal is nonprofit corporation headed by Jim B.
Smith. executive director. It has no other broadcast interests.
Filed Junc 14.

® *Parkersburg. W.Va.—New Life Evangelical Associ-
ation Inc. seeks 91.7 mhz; 593 w: HAAT: 366 ft. Address:
P.O. Box 3102. 26101. Principal is nonprofit educational
institution headed by Curtis Dehmlow. It has no other broad-
cast interests. Filed June 21.

8 *Petersburg. Va.—Viginia State University secks 91.3
mhz; 100 w; HAAT: 120 ft. Address: Hayden St.. Peters-
burg. Va. 23803. Principal is educational institution headed
by Dr. Hugo A. Owens. rector. It has no other broadcast
interests. Filed June 21.

New TV's

8  Troy. Ala.—Lynn W. Baker secks ch. 67. ERP vis. 5.000
kw: aur. 500 kw; HAAT: 511 fu.. ant. height above ground:
376 ft. Address: 512 Cherokee St.. Marianna. Fla. 32446.
Principal has no other brodcast interests. Filed July 9.

® Anchorage—Fireweed Television secks ch. 5; ERP vis.
100 kw; aur. 10 kw; HAAT: minus 354 fi.; ant. height above
ground: 61 ft. Address: 2518 Loussac Dr.. 99503, Principal
is owned by William Hately (75%) and Carol Schatz (25%).
It has no other broadcast interests. Filed July 10.

8 Gulf Breeze. Fla.—Sabine Broadcasting sceks 95.3
mhz; 1.25 kw: HAAT: 492 f1. Address: 105 N. S St.. Pensa-
cola. Fla. 32505. Principal is owned by Gaynell L. Ford-
ham, who has no other broadcast interests. Filed July 10.

® Inverness. Fla.—Nancy Sharp sceks ch. 64: ERP vis.
87.1 kw: aur. 14.12 kw: HAAT: 340.97 f1.. ant. height above
ground: 364.67 ft. Addrcss: 7473 Oventon Dr.. Leesburg.
Fla. 32748. Principal has no other broadcast interests. Filed
July 8.

8 Tallahassce. Fla.—Board of Regents on Behalf of Flor-
ida State University secks 89.7 mhz: 272 wi HAAT: 170 fi.
Address: 107 W. Gaines St.. Tallahassee. Fla, 32301. Princi-
pal is educational institution headed by Bernard E Sliger.
president. It owns one AM. six FM's and three TV's. Filed
July 9,

®  Billings. Mont. —H&W Broadcasting sceks ch. 14: ERP
vis, 1,000 kw: aur. 100 kwi HAAT: 549 {1.: ani. height above
ground: 295 ft. Address: P.O. Box 381, Syracuse, N.Y.
13021. Principal is Edward Hopkins (10%) and Barbara
Wilson (90%). It has no other broadcast intercsts. Filed June
25,

8 Albuquerque. N.M.—T&L Enterprises seeks ch. 41,
ERP vis. 1.000 kw: aur. 100 kw: HAAT: 3.929 fi.. ant.
height above ground: 70 fi. Address: 69 Beryn. Buffalo,
N.Y. 14201. Principal is owned by Michael Thurman and
John Lee. [t has no other broadcast interests. Filed June 27.

®  Albuquerque. N.M.—Graciela Olivarcz seeks ch. 41:
ERP vis. 26.5 kw: aur. 2.65 kw: HAAT: 4,144 1.; ant. height

had no other media interests.

FCC Review Board Actions

Reversed. Reversing initial decision. FCC Review Board has granted application of
Urban Broadcasting Systems for new UHF television station on ch. 61 in Houston denying
competing applications of Houston Family Television Ltd., SMJ Television Co. and
Altiance Broadcasting Co. Ltd. ALJ John Conlin had granted application of Alliance on
integration, comparative coverage and specialized pregraming grounds. Board,
however, said ownership arrangements underlying Alliance’s integration credit had been
“fatally fluid and informal when they should have been firm, thereby destroying Alliance's
integration preference and its comparative superiority.” Urban then prevailed on diversity
and integration grounds. According to initial decision, Charles Edward Walker, black
resident of Sherman Oaks, Calif.. is sole general partner of Urban. He is freelance film
producer who had limited partner interest in applicant for ch. 30 in San Bernardino,
Calif. But he agreed to get rid of that interest if granted final authority for Houston TV,

O

Orange Park, Fla., UHF. FCU has upheld Review Board decision granting application of
Clay Television Inc. for new TVon ch. 25 in Orange Park. Fla., and denying competing
application of Orange Park Florida TV Inc. Board had found latter to be unqualified
because its proposed facilities created short-spacing problem. According to FCC
application, Charles R. Fellows is president and 12.5% owner of Clay Television. which is
owned by four others. Fellows was Jacksenville, Fla.-based recruiter for U.S. Air Force. He
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ATLANTIC RESEARCH CORP
Jansky & Bailey
Telecommunications Consulting
Member AFCCE
5390 Cherokee Avenue
Alerandna Yugima 22314
(703) 642-4164

AD. RING & ASSOCIATES

CONSULTING RADIO ENGINEERS
Suite 500
1140 Nineteenth St, N.W.
Washington, D.C. 20036
(202) 223-6700
Member AFCCE

@ CaRrL T. JONES CORFORATION
CONSILTING  ENCAEERS
780 VAANWODD COURT SPRAWCHELD us 7133
(2093388 1704
MEMBLR AFCCL
A Sebuitory of

COHEN and DIPPELL, PC.
CONSULTING ENGINEERS
1015 15th St.. NW., Sulte 703

(202) 783-0111

Washington, D.C. 20005
Member AFCCE

LOHNES & CULVER
Consulting Engineers
1156 15th St. NW., Suite 606
Washington. 0 C 20005
1202y 296-2722

Member AFCCE

SILLIMAN AND SILLIMAN
8701.Georgia Ave. =805
Silver Spring. MD 20910

ROBERT M. SILLIMAN. P.E.

{301)» 589.8288
THOMAS B, SILLIMAN. P.E.
{812) 853.9754
Member AFCCH

Motfet, Larson & Johnson. P.C.
CONSULTING ENGINEERS
1925 North Lynn Street

Arlington, VA 22209
(703) 841-0500
Member AFCCE

DAVID STEEL
& ASSOCIATES, INC.

PO Bo: 230
Muin S1. & Malvin Ave
Queensiown, MD 21658

(301} B27-8725

itemte aFCCE

ANDRUS AND ASSOCIATES, INC.
ALVIN . ANDRUS, P.E.

351 SCOTT ORIVE
SILVER SPRING, MD. 20904

Q 301 384-5374
Member AFCCE

HAMMETT & EDISON, INC,
CONSULTING ENGCINEERS

Box 68, International Airport

San Francisco, Califormia 94128
{415) 342-5208

Member AFCCE

JOHN B. HEFFELFINGER

9233 Ward Parkway, Suite 285
816-444-7010
Kansas City, Missouri 64114

Member AFCCE

JULES COHEN
s & ASSOCIATES, PC.
Suite 40D
1730 M St. NW.
Washington DC 20036
(202) 659-3707
Member AFCCE

CARL E. SMITH
CONSULTING ENGINEERS
AM-FM.TV Engineering Consultants
Complete Tower and Rigging Services

“Sercing the Broadeast Indastry
Jor over 30 Years”
Box 317  Bath, Ohio 44210

(216) 659-4440

ViR JAMES
CONSULTING ENGINEERS
Apphications and Fieid Enginegenng
Computenzed Fiequency Surveys
3137 W. Kentucky Ave.—80219
(303) 837-1900
DENVER, COLORADO
Member AFCCE & NAB

E. Harold Munn, Jr,
& Associates, Inc.
Broadcast £ ngineenng Consytants
Box 220

Colawater, Michigan 49036
Phone 517 -—278.7339

ROSNER TELEVISION
SYSTEMS
CONSULTING & ENGINEERING

250 West 57 Street
New York, N.Y 10107
(212) 246-2850

Multaney Engineering, Inc.
Consutting Telecommunications Engineers
9049 Shady Grove Court
Gaithersburg, MD 20877
301-921-0115

HATFIELD & DAWSON
Consulting Engineers

Broadcast and Commumications
4226 6th Ave, N.W,,
Seattle, Washington, 98107

ENTERPRISE ENGINEERING PC.
Consulting Engineers
fW HANNEL, PE.

PO. Box 9001 Peoria, IL 61614
(309) 691-4155

MATTHEW J. VLISSIDES &
ASSOCIATES. LTD.
STRUCTURAL CONSULTANT

TOWERS. ANTENNAS, STRUCTURES

Swdies, Amlysu Design Medifications,

Ins . Supervision of Erection
6& Elm Sl McLean, VA 22101

Member AFCCE (206) 783-9151 Member AFCCE Tel (703) 356-9765
Member AFCCE Member AFCCE

C. P. CROSSNO & ASSOCIATES
Consulling Engineers

P.O. Box 18312
Dallas, Texas 75218

(214) 669-0294
Member AFCCE

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.

Consutteng Enguieers
AM FNV TV .LPTY CATY
POST OFFILF B0y 700
FOLSOM. CALIFORNIA 95830
(916) 933-5000

R.L. HOOVER
Consulting Telecommumications Engineer
11704 Seven Locks Road
Potomac, Maryland 20854
301.983.0054
Member AFCCE

SHERMAN & BEVERAGE
ASSOCIATES INCORPORATED

CONSULTING &
FIELD SERVICES

P.O. Box
WILLIAMSTOWN NEW JERSEY
(609) 728-2300

LAWRENCE L. MORTON, E.E.
AND ASSOCIATES
Consylting Telecammunications Engineers
AM, FAL TV LPTV. CATV_ MDS. 5TL.
Cellylor Field Engineering, Computerized
Chonnel Searches
21671 SUPERIOR LANE
LAKE FOREST, CALIFORNIA 928630
{718) 839.6015

EVANS ASSOCIATES

o
AM-FM- TECATYSTE 5 Satuilin

216 N. Green Bay Rd.
THIENSVILLE, WISCONSIN 53092
Phone (414} 2426000

Member AFCCE

SELLMEYER & KRAMER, INC.
CONSULTING ENGINEERS

J.S. Sellmeyer, PE., S.M. Kramer, PE.
APPLICATIONS * FIELD ENGINEERING

PO. Box 841 Mckinney, TX 75069

214-542-2056  214-548-8244
Member AFCCE

PAUL DEAN FORD

JOHN J. DAVIS

#Telatech,Inc.

&ms: Vi mormmn Virgna 22091 BROADCASY ENGINEERING CONSULIANT & ASSOCIATES TELECOMMUNICATIONS ENGINEERS
nm G’;wtlm Surte 814 R.R. 12, Box 379 CONSULTING ENGINEERS FM-TV-MDS-LPTV-Land Mobile
) R, T 7481 WEST TERRE HAUTE, INDIANA 47885 OOy Applications ~Frequency Searches
) 0. BO
Engnecng Servioss SIERRA mg;a:ést_::gg;ozwm Dearborn. MI 48121
L. Stemple, Virgnsa TOUE20-6300 . i
mm. Teas WS- N% 812-535-3831 Member AFCCE (313) 562-6873

RICHARD L. BIBY, PE.
COMMUNICATIONS ENGINEERING
SERVICES, PC.

1600 Wilson Boulevard, #1003
Arlington, Virginia 22209
(703} 522-5722

Member AFCCE

ADVANCED SYSTEMS DESIGN
FM - TV - CELLULAR - MICROWAVE
DESIGN AND FACILITIES PLANNING

1944 FOXHALL ROAD
McLEAN, VA 22101

703-237-2356

D.B. COMMUNICATIONS, INC.

Broadcast/RCC/cellular/sateliite
Telecommunications Consultants

4401 East West Highway, Suite 404
Bethesda, Maryland 20814
(Located in Washington. D.C. Area)
(301) 654-0777
contact: Darrell E. Bauguess

R.J. GRANDMAISON, P.E
ENGINEERING CONSILTANT
BROADCAST AND COMMUNICATIONS

10224 WENDOVER DRIVE
VIENNA, VIRGINIA 22180

kol

EDM & ASSOCIATES. INC.

B/cast-AM-FM-TV-LPTV-ITFS. Translator
Frequency Searches & Rule Makings
C/Carner-Cellular. Satelliles
MMDS. P/P Microwave
FCC 1st Class & PE licensed statt
1110 Yermont Ave. N.W.. Suite 1130
Washington. D.C. 20005 Phone (202) 296-0354
Member AFCCE

John Aalto, P.E.
Consulting Engineer

TEL FVISION PRODUCTION AND POST PRODUCTION
SYSTEMS DESIGN AND PROJECT MANACGEMENT

4534 Van Noord Avenue

784-2208
s18 Studic Cay. CA 91604

M.E. “Paul™ Knight
Technical Consulting and Services

Broadcasting and Communication
Systems

PO. Box 7356 Office (919) 353-4839
Jacksonyville. N.C. 28540

LECHMAN & JOHNSON

Telecommuynicalons Consullants

Applicenions - Fiald Enginsaring

2033 M Street N'W Suite 702
Wwashingien DC 20036

202) 775-0057
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Communications Engineering Services
FM—TV—LPTV—MDS/ITFS
Analysls Technologles, Inc.

PO pos 921003

Callas 1% 15362
204 477 28

DON'T BE A STRANGER

To Btoagcasting's 191.781° Readels

Display your Professonal or Service
ard Nere |t will De seen Dy slafion and
abie TV sysiem owners and dec:son

makers

“1982 Readership Sutvey showing 52
'eaqers per copy

Services

AERONAUTICAL CONSULTANTS
TOWER LOCATION HE IGHT STUDIES
FAANEGOTIATIONS

JOHN CHEVALIER JR.
AVIATION SYSTEMS, INC.

2842V HIGHAIDGE RD Ste 201
AOLLING HILLS ESTaTES CA 90272
(213)377-3429

FCC ON-LINE DATABASE

dataworld’

Allocation/Terrain Studies
AM e FM o TV & LPTV  JTFS
4827 Rugby Ave.. Suite 200
Bethesda, MD 20814
(301) 652-8822 1-800-—-368-5754

SOUTHERN
BROADCAST SERVICES
COMPLETE TURNKEY SYSTEMS
STURIOS TRANSMITTERS.
TOWERS ANTENNAS
Full Riggmg & Ereclion Services
Custom flectiomics Design & Instauation
PO Box 740. Alabaster. Al 35007
{205) 663 3709

301-731-5677 Clomellie

B-osacwear Fuginily
Dei.ge b snetaitstion

arrison

' systems Ltd

P8t AAnspotaRosd Suide 408
s810as.lle Mu-giand 20784

(USEY
CA“}IXJ\I}ETI‘ERS

CALL LETTER SYSTEMS
PO Bov 12403

Jackson MS 39210

15011 981 3222

BROADCAST DATA SERVICES
Computerized Broadcast Servicel
Including
Data Base/Allocation Studies
Terrain Profiles
A Div. of Moffes . Larson & Jonnson. PC

(703) 841-0282

HORIZON INTERNATIONAL
( Broagcast implameniation £nginearing

Beil & Video Facllity Dasign 8 Insualaton
Systems Evplustions & Crrigues

Emargency Service & Suppon
INITE. Wier Ave Suite 1, Phx . AZ 85040

602-437-3800

RADIOTEL OF AMERICA
Specialize in preparing
CELLULAR and FM
license applications.
11300 Rockville Pike o Suite 903
Rockville, Maryland 20852
{301)231-8770

The Most Compiete. Current List With Kt
CALL LETTERS
Pus al cals with 29etter combmatgns you select
Kh nchsces full ppacation miormaton
fList owrunates al AW, FR. TV, Maritime catis}
RADIOD INF ORMATION

CENTER
575 Lexngton Avenue - New York. M Y. 10022
{212} 371-4820

RAMTRONLX, INC.

Connectar Supplier
to the Broadcast Industry
Kings/ITT Cannon
67 Jetryn Blvd . E.
Deer Park, N.Y. 11729
(516) 242-4700

Professional

Services 1o the
WO Broadcasting &

Production
SSOCIaleS Industries

in

Architeclure

Interior Design

(818) 351-5521  Technical Desi?n
at.

Construchion b

contact
BROADCASTING MAGAZINE
1735 DeSales St. NW.

Washington, D. C. 20036
tor availabilities
Phone: (202) 638-1022
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above ground: 106 fi. Address: 3908 Parsifal NE, 87111,
Principal owns LPTV K48AM Albuquerque. Filed July 11.

®  (reenvilie, N.C.—East Coast Media Limited seeks ch,
38: ERP vis. 5.000 kw; aur. 500 kw; HAAT: 504 fi.: ant.
height above ground: 473 1. Address: 417 Nash St., 27834
Principal is owned by Pear] Tyler (100% general partner) and
James E. McManus and his wife. Chel (50% each limited
partners). McManus owns WBXQ(AM) Greenville, N.C.
Filed July 3.

®  Greenville, N.C.—Winard Broadcasting seeks ch. 38;
ERP vis. 5.000 kw; aur. 500 kw: HAAT: 275 1. ant.height
above ground: 274.5 ft. Address: 1101 Wakefield, Greens-
bora. N.C. 27410. Principal is owned by Dr. James C.
Wingate. who has no other broadcast interests. Filed July 2.

& Beihlehem, Pa—Ashford Communications secks ch.
60 ERP vis. 5.000 kw; aur. 500 kw; HAAT: 1.057 f1_; ant.
height above ground: 615.5 ft. Address: 521 Cortland. Syra-
cuse, NLY. 13205, Principal is owned by Mary Ashford. who
has no other broadcast interests. Filed June 27.

®  El Paso—Liquico Television Lid. sceks ch. 65; ERP vis.
1.000 kw; aur. 100 kw; HAAT: minus 151 ft.; ant. height
above ground: 95.5 fi. Address: P.O. Box 1797. Syracusc.
N.Y. 13021. Principal is owned by Berton Mowers (60%),
Betty Boozer {20%) and Jerry Zahn (20%). It has no other
broadcast interests. Filed June 25.

®  Longview. Tex.—Ashley Broadcasting seeks ch. 54;
ERP vis. 5,000 kw: aur. 500 kw: HAAT: 1.529 fi.0 ant.
height above ground: 1.524.5 ft. Address: 2801 Bill Owens
Pkwy.. 75605. Principal is owned by Ramona Ashley who
has no other broadcast interests. Filed June 25.

® Danville. Va.—Danville Broadcasting secks ch. 24:
ERP vis. 5,000 kw: aur. 500 kw; HAAT: 294 ft.; am. height
above ground: 654 11. Address: 955 Sylvan P1.. Atlanta. Ga.
30310. Principal is owned by M. Leslic Thurman. who has
no other broadcast interests. Filed June 27.

& Grundy. Va.—Crescendo Communications secks ch. 68;
ERP vis. 5.000 kw: aur. 500 kw: HAAT: 751 f1.: ant. height
abuve ground: 274.5 ft. Address: 10 Seventh St.. Buffalo.
N.Y. 14201. Principal is owned by Bobbi Tolliver, who has
no other broadcast interests. Filed July 3.

Facilities Changes

Applications

AM's

Tendered

8 KCFA (1020 khz) Eagle River, Alaska—Seecks CP 1o in-
crease nighitime power 10 10 kw. App. July 15,

8 WEXY (1520 khz) Oakland Park. Fla.—5Secks CP 10 in-
crease daytime power to 5 kw. App. July 15,

B WGKA (1190 khz) Atlanta—Seeks CP 1o increase power
to 10 kw-D und change TL. App. July 12.

Accepied

B KNBY (1280 khz) Newpor, Ark.—Secks CP 1o make
changes in ant. sys. App. July IS.

B KTNN (660 khz) Window Rock. Ariz.—Secks MP 1o
chunge TL. App. July 15.

® WFEN {1160 khz} Fenton. Mich.—Secks MP o change
TL.. App. July 15.

B WWLS (640 khz) Moore. Okla.—S8eeks CP to make
changes in ant. sys. App. July 15,

m WKIB (710 khz) Mayaguez. PR —Sceks CP (o increase
nighttime power to 750 w. App. July 12,

FM’s

Tendered

B New (101.9 mhz) Pearl City, Hawaii—Secks CP to change
ERP w0 100 kw. App. July 1I.

B *KSDB-FM (88.1 mhz) Manhatian. Kun.—Sceks CP 0
change freg. to 91.9 mhz. App. July 16.

Accepted

B WPLR (99,1 mhz) New Haven. Conn.—Secks mod. of
lic. o change SL tw 1191 Dixerll Ave.. Hamden. Conn,
App. July 12.

B *WAINR (B8.1 mhz) Monroe. Conn.—Secks CP to
change ERP 10 4.076 kw: change HAAT to 402 ti.. and
relocate 1ower. App. July 6.



8 KLYF (100.3 mhz) Des Moines, lowa—Seeks mod. of lic.
10 operate aux. ant. sys. for aux. purposes only. App. July
15

® KXLK (105.3 mhz) Haysville, Kan.—Seeks mod. of CP
to change TL and change HAAT to 993 ft. App. July 15.
B *KMUW (89.1 mhz) Wichita, Kan.—Seeks CP to change
ERP to 100 kw and change HAAT to 439 ft. App. July 15.
& WVEZ (106.9 mhz) Louisville. Ky.—Seeks mod. of lic.
to install new transmission sys. App. July 15.

8 *KCWA-FM (89.9 mhz) Amold, Mo.—Seeks mod. of CP
to change to non-DA. App. July 15.

® *KSMU (91.1 mhz) Springfield, Mo.—Seeks mod. of CP
to change HAAT to 343.44 ft. App. July 16.

B *KANW (89.1 mhz) Albuquerque, N.M.—Seeks CP to
change ERP to 22 kw and make changes in ant. sys. App.
July 15,

8 *WFRW (88.1 mhz) Webster, N.Y.—Seeks mod. of CP to
change ERP to 18.62 kw: change HAAT to 337 ft., and make
changes in ant. sys. App. July 15.

8 WQKT (104.5 mhz) Wooster, Ohio—Seeks mod. of lic. to
install new transmission sys. App. July 15.

® KELI-FM (92.1 mhz) Broken Arrow, Okla.—Seeks mod.
of lic. to move SL to 6931 South 66th East Ave., Tulsa,
Okla. App. July 15.

8 *KRVM (91.9 mhz) Eugene, Ore.—Secks CP to change
TL and change HAAT to 762 ft. App. July 12,

® *WFCH (88.5 mhz) Charleston, $.C.—Seeks mod. of CP
to change ERP to 29.6 kw; change HAAT to 306 ft., and
move SL to U.S. Route 17, near Mount Pleasant, §.C. App.
July 12,

8 KODK (92.7 mhz) Kingsville, Tenn.—Seeks mod. of lic.
to install new transmission sys. App. July 11,

8 *KBWC (91.1 mhz) Marshall, Tex.—Seeks CP to change
HAAT to 65 ft. App. July [2.

® *WPNE-FM (89.3 mhz) Green Bay, Wis.—Secks CP to
change ERP to 100 kw. App. July 16.

®*WHLA (90.3 mhz) La Crosse, Wis.—Seeks CP to
change ERP to 100 kw. App. July 16.

8 *WGNYV (88.5 mhz) Milladore, Wis.—Seeks mod. of CP
to change TL; change ERP to 25 kw, and change HAAT to
330 ft. App. July 16.

Actions

AM's

@ KFLR (1230 khz) Phoenix—Granted app. to make
changes in ant. sys. Action July 2.

8 KCNO (570 khz) Alturas, Calif.—Granted app. to make
changes in ant. sys. Action July 2.

8 KTRB (860 khz) Modesto, Calif.—Granted app. to make
changes in ant. sys. Action July 5.

8 KCOL (1410 khz} Font Collins, Colo.—Granted app. to
increase day power to 3 kw; install DA-2, and change TL.
Action July 3.

® WFFG (1300 khz) Marathon, Fla.—Granted app. to make
changes in ant. sys. Action July 2.

® WGFS (1430 khz) Covington, Ga.—Granted app. to in-
crease power to 5 kw. Action July 5.

® WIVS (850 khz) Crystal Lake, 1ll.—Granted app. 10 in-
crease power to 5 kw and make changes in ant. sys. Action
July 8.

8 WMIN (1030 khz) Maplewood, Minn.—Granted app. to
change daytime TL and make changes in ant. sys. Action
July 2.

8 WMPA (1240 khz) Aberdeen, Miss.—Granted app. to
make changes in ant. 5y$. and reduce power to 770 w. Action
July 2.

8 KEPB (750 khz} El Paso—Granted app. to operate by
remote control from main SL. Action July 10.

FM's
® KQLH (95.1 mhz} San Bemardino, Calif. —Granted app.

to make changes in ant. Sys. Action July 3.

® WPLR (99.1 mhz) New Haven, Conn.—Granted app, to
move SL to 1191 Dixerll Ave., Hamden, Conn. Action July
11.

8 KRTR-FM (96.3 mhz) Kailua, Hawaii-—Dismissed app.
to change HAAT to 2,145.12 and make changes in ant. sys.
Action July 10.

® *WSIE (88.7 mhz) Edwardsville, [Il.—Accepted for fil-
ing app. to make changes in ant. sys. Action June 26.

B WYMG (100.5 mhz} Jacksonville, Iil.—Dismissed app.

to change HAAT to 492 ft. and change TL. Action July 3.

8 WQTZ (92.7 mhz) Decatur, Ind.—Accepted for filing
app. to change ERP to 2 kw and change HAAT to 397.5 ft.
Action June 26.

® WBTU (93.3 mhz) Kendallville, Ind.—Granted app. to
change TL; change ERP to 50 kw; change HAAT to 492 ft.,
and make changes in ant. sys. Action July 1.

® KBl (107.1 mhz) Marshall, Minn.—Granted app. to
change TL; change HAAT to 242 ft., and make changes in
ant. sys. Action July 9.

® *New (90.7 mhz) Batavia, N.Y.—Granted app. to change
ERP to .92 kw and make changes in ant. sys. Action July 10.
8 *WAUP (88.1 mhz} Akron, Ohio—Granted app. to
change ERP 10 3.3 kw: change HAAT to 803.4 ft., and make
changes in ant. sys. Action July 2.

8 WKBN-FM (98.9 mhz) Youngstown, Chio—Dismissed
app. to change aux. ERP to 38.6 kw. Action June 3.

® *WZZE (88.7 mhz) Glen Mills, Pa.—Granted app. to
change TL; change ERP to .018 kw; change HAAT to
183.68 ft., and make changes in ant. sys. Action July 10.
B KNIF (95.3 mhz) Gilmer, Tex.—Dismissed app. to
change ERP to .9 kw and change HAAT to 520 ft. Action
July 5.

8 KGKL-FM (97.5 mhz) San Angelo, Tex.—Granted app.
to construct new tower. Action July 9.

® WERR (104.1 mhz) Utuade, PR.—Dismissed app. to
change TL; change ERP to 25.5 kw, and change HAAT to
1,968 ft. Action July 3.

Call Letters
Applications
Call Sought by
New FM
WMFM Thomas William Hickman I, Petal, Miss.
New TV
KZAR-TV Morro Rock Resources Inc.. Proveo, Utah
Existing AM's
KRKO KGHX Pacific Rim Broadcasters Inc., Fair-
banks, Alaska
Summary of broadcasting
as of June 30, 1885
Sarvice On Alr CP's Total®
Commenid &M a,7% i 4a9E
Commendia Fid 4,901 a1 4219
Educatioral 7 b 173 1A
Tols Ascin 9,757 TE1 1GETI
FM trarsialors: THY  ded 1,233
Commetsal WHE TV &9 23 cea
G edl LIHF TV rd 222 ESE
Educaional WHF TV 113 g 11E
Eoucasona LHE TV 4 ] 245 21
Toral Ty 1.214 =73 1478
WHF LPTY MaE T4 202
LH= LHTY 12F 136 263
Tohal LAY 345 210 =2
| VHF ransluon 2883 BH 3055
UHF transizoms 1881 M5 2326
ITFS i 1 114 3
Lir-pirved BLidisey | [ B2
TW ausdkariss A e THE
UIHF transistonisoosters [ [ &
Expatimaniad TV 3 E g
Remiis pickun 1221 &2
AumiSTL & nteckyreay 283 168 002
* Incdurdee ofl-ar Foarees
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WHEZ WBUK Tri State Broadcasting Co.. Portage.
Mich.
Existing FM's

KRKO-FM KRKR Pacific Rim Broadcasters Inc.. Fair-
banks, Alaska

KXMG KOPQ Cactus Broadcasting Limited Partner-
ship. Marna, Ariz.

WYFA WWGA Bible Broadcasting Network Inc.
Waynesboro, Ga.

KLTY KJIM Statewide Broadcasting of Dalias Inc.
Fort Worth

Grants
Call Assigned o

New AM

WWEE Charles J. Wingate, Colliervlle. Tenn.
New FM's

WWTM DCS Radio Associates. Harbor Beach. Fla.

“WFTI-FM St. Petersburg-Tampa Community Radio
In¢.. St. Petersburg, Fla.

"WYFS Bible Broadcasting Network Inc.. Savannah,
Ga.

*KZRW Idaho Educational Broadcasting Foundation,
Payette. Idaho

*WOAL-FM Alice Lioyd Caollege. Pippa Passes, Ky

KJKJ KJ Radio Inc.. Grand Forks. N.O.

“WCVV Belpre Educational Broadcasting Founda-
tion, Belpre. Ohio

"KKVO Altus Educational Broadcasting Foundation.
Altus. Okla.

*KEJC Oklahoma Educational Broadcasting Foun-
dation, Vinita, Okla.

"KJIVS Charity Educational Broadcasting Founda-
tion. Baker. Ore.

“KCTJ Great Plains Educational Broadcasting
Trust, Mitchell. S.0.

"KACU Abilene Christian University, Abilene, Tex.

‘kKOTD Caprock Educational Broadcasting Founda-
tion, Plainview, Tex,

KPRQ Dart Inc.. Price, Utah

"KJVH Nathan Educational Broadcasting, Long-
view. Wash.
Existing AM’s

WEIZ WDAK Radio Columbus Inc.. Columbus. Ga.

WURS WEZG Lorenz Broadcasting Corp., North
Syracuse. N.Y.

WCGM WDOZ Dove Inc.. Maryville, Tenn.

KFNA KAMA EI Paso County Broadcasting Co.. El
Paso

KAMA KEPB E! Paso Hispanic Broadcasting Co.. El
Paso
Existing FM's

WEIZ-FM WEIZ Chattachooches Broadcasting Co..
Phenix City, Ala.

KXMK KUUL Madera Broadcasting Inc., Madera.
Calit.

KA/S KDOL-FM Golden Desert Broadcasting
Corp., Mojave, Calif.

WSTF WCKS Capitol Broadcasting Co., Cocoa
8each, Fla.

WXRK WKTU Sagittarius Broadcasting Corp., New
York

KNLT KUJ-FM KUJ Limited Partrership, Walla Wal-

la, Wash.



Classified Advertising

See last page of Classified Section lor rates,
closing dates, box numbers and other details.

RADIO

HELP WANTED MANAGEMENT

Wisconsin - 50 miles from Milwaukee. AM/FM in medi-
um to small market (100,000 population). Very nice city
- you will like it here! | need a general manager or
operations manager with ability to direct sales activi-
ties. Experience in programming, sales, automation,
promotions, and computers would be desirable. If you
are a radio pro and have good people skills, you will
like our operation. | have the top ARB rated station here
- billing the most dollars. | have a “hands off” attitude
toward my managers, if they can do the job, | leave
them alone. Interested? Box R-31.

A growing New England group looking to hire an ex-
perienced general sales manager and general sales
manager. Must have a strong sales background and
excellent management abilities. Equity possible. Grow
with us. Contact Turner Porter 603—772-4757. EQE.

General manager with proven track record. Major mar-
ket in Northwest. Equity opportunity available. Base
salary plus percentage of bottom line. Allinquiries con-
fidential. Resume to Maines Broadcasting, Inc., PO.
Box 1513, Midland, M1 48640.

Gen. mgr. Small market. SE of Austin, TX seeks high
yield mgr. Must have intense desire to succeed & histo-
ry that reflects it. Great opportunity for creative sales
mgr. looking to move up. Box R-64,

Earn $50,000 a year...or more! If you have a profession-
alradio background, can accept compensation based
on productivity, and are able to communicate with top
broadcast management, we have a dynamite new ser-
vice you need to know about. We'll furnish ail the leads
you can work...as fast as you can cever them. Call Bob
Manley to 806—358-8316.

Program director for New Hampshire Public Radio.
Be part of a growing and entrepreneurial station. Must
have strong organizational, supervisory, and interper-
sonal communication skills, knowledge of classical mu-
Sic, jazz, and audience research, suitable on-air pres-
ence, minimum of three years in related field.
Competitive salary and benefits. Concord is within an
hour of Boston, ocean, and mountains. Resume and
air-check to Marjon van den Bosch, General Manager,
WEVO-FM, 26 Pleasant, Concord, NH 03301 by Au-
gust 5. EOE/AA.

Tartan consultants, Inc. seeks GM's, GSMS, engi-
neers, PD's, news for radio/TV positions in Northeast.
No registration fees. 603—431-1481.

Looking for a selling GM or GSM ready to move up.
We will furnish expert programming for this FM station if
you supply the sales, if you don't like to sell, don't an-
swer this ad. Do the job and you've found a young
company with whom you can grow. Resume and salary
requirements 10 Box R-107.

Account executive. At least one year experience.
Send cover letter/resume to Michael Hewilt, KAFY-Ra-
dio, 1527 19th St., Backersfield, CA 93301. EOE.

Aggresslve, hardworking salespeople needed for
AM-FM that will be competitive in the Albany market.
Excellent Incentives, growing group. Resume, refer-
ences to: Jeft Weber, General Manager, WKOL/WMVQ,
PO. Box 3, Amsterdam, NY 12010. EQE.

Community Club Awards (CCA), 30 year old media-
merchandising plan has immediate openings for re-
gional sales representatives. Fulltime, Monday-Friday
travel. Media management sales required. Draw
against substantial commission. Callawrite for personal
interview. John C. Gilmore, President, PO. Box 151,
Westport, CT 06881, 203—226-3377.

San Antonio’s hottest new AC, KSMG is holding open
an exceptional list for highly motivated sales people
with proven track record. Greal opportunity for self-
starter who can take advantage of outstanding local
acceptance. Substantial starting income and benefits
for top professional who can hetp us reach our financial
goals. Call Joyce Scheer, Sales Manager, MAGIC 105
FM, 512—646-0105. EOE.

WKIK, Leonardtown, MD. Rapidly growing market of
200.000. Sales up 42% in 1984, Came up 60% in latest
Arbitron. New owner building on success. Work hard,
get paid well. Sales experience preferred. Contact
GM, Bob Johnson, 301—475-8937.

Sales manager for college owned commercial AM.
Community minded, aggressive sales manager willing
to work with student staff. Resume and references to
Gregory Pitts, Department of Communications, Louisi-
ana, Pineville, LA 71359, EOE.

Local sales manager for 50,000 watt FM station in
Ohio. Minimum 2-3 years experience as a top radio
salesperson or sales manager. Excellent cpportunity
for a person able to accept responsibility EQE. Send
resume only to WOFM, 118 Clinton St.. Defiance, OH
43512, Attention A. Kent.

Radio sales school. Increase earnings, improve skills,
most complete available. Monthly sessions. positions
available $250/four days. Metro/Dallas, Results Radio,
P.O. Box 851743, Richardson, TX 75085-1743, 214—
238-9240.

Fastest growing FM in Lexington, KY 100king for ag-
gressive salespeople. Top list available. Must have
minimum 2 years experience. Send resume to: Presi-
dent, PO. Box 11788, Lexington, KY 40578,

Experienced salesperson: Top position open in small
market. Excellent opportunity Expanding. Send re-
sume and picture to Radio Station KUVR, Box 465,
Holdrege, NE 68949,

HELP WANTED ANNOUNCERS

It you're presently working as a program host for an
easy listening station in Chio, Indiana or Michigan, we
may have the job you're l0oking for. Please write Box R-
42.

Sunbelt regional class C FM seeks experienced air
personality. Send tape and resume to Mellow Media,
9382 South Hill Rd., Boston, NY 14025,

Top rated living area. Long Island morning drive per-
sonality Immediate. Mature sound for adull format.
Good pay and benefits. WLIM, Woodside Ave., Patcho-
gue, NY 11772. EOE.

Announcer with Pleasant. authoritative delivery for ra-
dio station in beautiful Corpus Christi, TX. EQE. Box R-
77.

Northern Indiana adult AC station needs night-time
entertainer. Two years’ commercial experience mini-
mum. EQE. Air check, resume to Allen Strike, PO. Box
699, Elkhart, IN 46515,

Classlcal music announcer/producer: KCFR-FM
seeks knowledgeable, personable, relaxed, conversa-
tional announcer/producer for classical programming.
Duties to include preparing. announcing and produc-
ing: 5 to 6 air shifts per week, live and/or taped concert
broadcasts, and short music and entertainment fea-
tures. Minimum 3 years professional experience. Sala-
ry to $19K with generous benefits. Send letter of inter-
esl, resume, 3 references (with phone numbers), and a
non-returnable demo including air-check and pro-
duced feature to: Annette Griswold, KFCR Radio, 2249
S. Josephine, Oenver, CO 80210. No calls. EQE/AA.

Disc Jockey—parttime—central Jersey's hottest radio
station has an immediate parttime opening for a dis¢
jockey with the eventual possibility of a fulltime spot.
We require some broadcasting experience and some
production experience would be a plus. If interested in
joining our outstanding team of disC jockeys. please
send resume along with a tape t0: Cristina Ruiz, 605
Mattison Ave., Asbury Park, NJ 07712,

Good speech, voice inteligent, hardworker. Also
news, possible sports, etc. WMCR-AM-FM, 237 Gene-
see, Oneida, N.Y.

Outstanding opportunity for a self motivated entre-
preneurial person with some radio station experience.
Maijor national broadcast marketing research firm
needs sales representative for our growing radio re-
search division. Unlimited compensation potential for
an ambitious convincing persen willing to travel in U.S.
Send cover letter and resume to Box R-136

General manager—successful Northeastern small
market AM/FM 1ooking for GM who'd like to make
$40,000 + annually Resume and related information
to: Box R-120.

General sales manager. Good guarantee, great po-
tential at young group’s newest acquisition in Bridge-
port, CT. Leaders and self-starters only! Let's grow to-
gether. EOE. Resume to: Bob Pantano, P.O. Box 1700,
Bridgeport, CT 06601.

HELP WANTED SALES

Advertising radio sales, Experienced local broadcast
sales professionals needed for suburban NYC Market.
Super potential selling dominant North Jersey FM Al-
bum Rock staticn and the dominant AM News and
Information station. Send resume to WMTR-
AM/WODHA-FM, PO Box 1250, Morristown, NJ 07960.
Attn: J. Albert Wunder. E.O.E.

Top radio station, top 50 market. Great opportunity for
a strong closer ready to move up to the majors. Excel-
lent guarantee and unlimited income potential. Call or
write for personal interview. Hank Kestenbaum, Gener-
al Manager, WKRZ-FM, Box 1600. Wilkes-Barre, PA
18701. 717—823-5000.

Southern California: AM/FM combo. top 100 (12 sta-
tion market), seeking professional salesperson with
background in direct/agency sales. Salary plus com-
mission, established list, expenses, and other benefits.
Contacl Gary Conrad, KGEQ/KGFM, Box 260, Bakers-
field, CA 93302. 805—327-3587. EOE.

South Florida—need experienced. and professional
creative street salesperson (no managers) who want to
make some really big money, This is a dynamic, fast
growing and competitive market. All replies held in
strictest confidence. Send resume to Box 278, Fort
Myers, FL 33902. ECE.

Attention radio account executives: Are you ready to
move up to TV? Can you clese? If you ¢an | want You!
Excellent opportunities inmajor market UHF TV station.
Send resume to PO Box 3150, Manassas, VA 22110 or
call GSM 703—369-3400.

Looking for aggressive local street salesperson for
Wesltchester county/White Plains, New York 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
expense. Call John Zanzarella 914—747-1071. EEO-
M/F.

We are seeking a talented individual for air shift and
production. We offer pleasant working conditions and
above-average facilities for our size market. Please
send tape and resume, with references, t10: KPAN (Attn,
Buddy Peeler). Orawer 1757, Hereford, Texas 79045.
Equal Opportunity Employer.

Warm, morning communicator with strong production
for 50,000 watt Easy Listening FM. Tape and resume to
Gene Walker, WYEZ Box 100. South Bend IN 46624,
EOE.

Talk show host. Small market talk experience neces-
sary. Friendly, moderate on-air approach required. No
crusaders. EOE M/F. Resume Box R-124.

HELP WANTED TECHNICAL

Chiet engineer: applicant must havethree years'tech-
nical radio experience; previous experience as chief
engineer desirable. BS degree in electrical engineer-
ing desirable, not essential, based on experience.
Must be knowledgeable in AM and FM transmitter op-
erations, with good studio experience; working knowl-
edge of Harris AM and FM transmitters, Kahn Stereo
system, multi-track production, Harris 9000 Automa-
tion and STL operalions desirable. Resume to Joe
Schwartzel, General Manager. WINK Radio, PO. Box
331, Fort Myers, FL 33902. EEQ.

Chief engineer wanted for AM/FM market leaders in
one of the fastest growing Sunbelt markets. Must have
extensive experience, and able to handle people. Ma-
jor broadcast company. Replies held in strictest confi-
dence, Send resume to Box R-98. EQE.
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Chief engineer: for Wisconsin AM/FM station. Knowl-
edge of AM directionals, automation, high power FM
required. Group owned station with highest quality
goals & standards as requirements. Experienced with
salary requirements apply to Box R-118.

Chief engineer needed for 2 AM directionals. Must be
familiar with directional, 2 way Marti systems. Heavy
maintenance a musl. Stations located in central Mass
and New Hampshire seacoast. Resume & salary re-
quirements to: Gary James, WARE. Box 210, Ware, MA
01082, EOE.

Chief engineer: Immediate Opening in large Wisconsin
broadcast group. High power FM, AM-DA, automation,
STL & RPU experience necessary. Primary responsibi-
lity is in Wisconsin Rapids, WI. travel to other group
stations required. Excellent salary and benefits. Li-
cense required. Jack R. Gennaro, WFHR/WWRW, Box
2222, Wisconsin Rapids, W1 54494, 715—424-1300.

Broadcast engineer—radio stations WDHA/WMTR
are looking for an energelic and motivated person to fill
an opening in their engineering department. Applica-
tions should have some previous radio engineering
experience, commercial or educational. Resume and
salary requirement to C. Cesareo, Box 1250. Morris-
town, NJ 07960. EOE.

HELP WANTED NEWS

News anchor/reporter wanted for growing major mar-
ket news staff. Experience required. Solid writing abili-
ties amust. Send air check, resume and writing sample
(it avaiiabfe) 10 KLIF/KPLX Radio. 411 Ryan Piaza Or.,
Arlington, TX 76011. Susquehanna Radio is an equal
opportunity employer, M/F.

News director needed for two top-rated 24 hr. stations
with strong news commitment. WCMR - 5,000 walt sa-
cred music. Broad news experience and strong per-
sonable delivery. Stations run on biblical principles.
Call Rick Carson 219—875-5166. Resumes to
WCMR/MWFRN. PO. Box 307, Elkhart. IN 46515

News reporter for AM/FM on the coast. Rush T&R to
Catherine Sebold, WXQR/WLAS, PO. Box 760, Jack-
sonville, NC 28540,

Capital bureau chief. The Fiorida Network, a full ser-
vice state radio network based in Orlando, is seeking
an experienced reporter 1o gather, write, produce, and
deliver news from Tallahassee. Must exhibit strong pro-
fessional profile. No beginners. No phone calls. Send
tape and resume to: Jim Philips. News Director, Florida
Network, P.O. Box 740, Orlando, FL 32802.

Background: sales, programming, automation, pro-
mations, computers, management skills. Now manag-
ing. Station selling. Available soon to manage your
West, Northwest, Rocky Min. area station. Box P-91,

Tired of single station markets where my talent goes
unappreciated. Solid, exciting PBP, all sports. 3 years
on-air exp. 20 years sports knowledge, Know what I'm
talking about. Box R-60.

General manager with a high level of success built on
20 years in management as a consistent producer.
Take charge individual with strong organizational skills.
An aggressive achiever with excellent credentials
seeking new challenge. Box R-111.

Owners/group managers. Young successful major
market sales manager whose been in present position
for several years is seeking a general manager’s posi-
tion with a broadcasting company which believes in
research, promotion, and sales training. Medium to
large, Sunbelt or West Coast markets and turnaround
situations preferred. Mutual confidentiality presumed,
Write Box R-117.

Tired of pie in the sky? Get a major piece of the real pie
(sales, ratings. profits). 25 years success small/large
markets. R-135.

General manager—multi-talented. Manage, sell, pro-
gram - air! Spent three years cleaning up after poor
managers. Now seek permanent station and earn pan
ownership. Southerner - 32 Mason Shriner. Ready to
move on serious offer - no "ifee’s”. Mr. B, Rte. 3, Box 89,
Adamsville, TN 38310, 901—632-0909.

SITUATONS WANTED SALES

Radio sales Professional seeks equity position or cash
parinership. Reply to Lanny Finfer, 1330 Lily Way,
Southhamplon, PA 18966.

Experienced account executive desires sales or
sales managers position, prefer Penna area. Box R-85.

You're expanding group seeking future manager. I'm
OM seeking sales position. Foyr year business degree,
major university Very stable employment record. Box
R-141.

SITUATONS WANTED ANNOUNCERS

Available immediately, hard working, dependable an-
nouncer seeking entry level position, any shift, will relo-
cate. Mark 303—659-1080.

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—
7 49.

Recent broadcasting graduate from Brown Institute,
seeks entry level position. Dave 414--258-6085.

Anchor/reporter: Large NC market AM/FM. with heavy
news commitment. One year experience minimum.
T&R to Bill McClement, ND, WFNC/WQSM, PO. Box
85397, Fayetteville, NC 28303. M/F EOE. 919—864-
293.

News director. Small market - Kansas. Must be exper-
ienced in aggressively gathering, writing, and report-
ing. Minimum two years commercial experience. Gen-
erous five figure salary for right person. Send letter
outlining your goals and experience, resume, refer-
ences, salary history, and air check to Loren Clark.
8308 NW 100, Oklahoma City, OK 73132. No phone
calls.

HELP WANTED PROGRAMMING
PRODUCTION & OTHERS

Personality. Midwestern FM requires personable com-
municator for AC format. Community involvement im-
portant. Reply to: Box R-108.

Applications and resumes are now being accepled
for broadcast persons experienced in sales, announc-
ing and secretarialitraffic positions. Call the Kenai Pen-
insula’s newest radio station at 907—262-6214 for an
appointment. Gold Nugget Broadcasting, Inc. DBA-K
C S Y, 374 Lovers Lane, Soldolna, AK 99669. EOE.

Executive news producer. Top 20 VHF seeks strong
producer, writer, leader with aggressive aftitude to-
wards news gathering for number 2 postin news room.
Major market producers and medium market news di-
rectors encouraged. Resume and cover letter only to
Box R-140.

SITUATIONS WANTED MANAGEMENT

Career minded air personality with 19 months exper-
ience, medium, small market seeks move up. For more
info contact Dave, PO. Box 2043, Vidalia, LA 71373.

Talented alr personality with 15 years in radio seeks
job with big band station. Great voice. Call 517—753-
2844 or 313—395-2233.

Hardworking female pro, 9yrs. on-air experience,
large and small market. Seeks news anchor/reporter
position. Will relocate. Box R-34.

Employed central Florida sports director needs new
growth. Sportstalk, sportscasts, color, public relations
current duties. Also ABC and Florida Network stringer.
Small and medium market experienced. Stable with
great references. Calt 813—294-5665.

Hard working, self starter seeks entry level position.
BA in broadcasting plus one years' experience on
small market beat. Will relocate. Steve 313—474-2966.

SITUATIONS WANTED PROGRAMMING,
PRODUCTION, OTHERS

Broadcaster with 21 years experience seeking posi-
tion as PD or announcer in medium 1o major market.
Box R-102.

Copywriter, ready for a station committed to top-qual-
ity commercials. Creative, quick, experienced. Char-
acter veices, too! I'll relccate. Tim, 608—784-3725.

TELEVISION

HELP WANTED MANAGEMENT

General sales manager. Northeastern Tennessee.
87th ADI. Send resume to WH. Lancaster, WJHL-TV,
PO. Box 1130. Johnson City. TN 37601. EOE.

Traffic manager: Successful, two-year old indepen-
dent seeking creative hard working, task-oriented indi-
vidual. Will manage staff of three. Traffic experience a
must, Columbine Sytem experience a plus. Great op-
portunity. EOE. Contact General Manager, WPMT (TV).
P.O. Box 1868, York, PA 17405-1868.

Station Manager with proven sales and administrative
ability for station in growing Texas city. EOE Box R-78.

Program Manager. Great opportunity with excellent
broadcasting group. We need someone with strong
research and programming background to work direct-
ly for General Manager in one of our sunbell Indies.
$25,000 a year is yours if you are the right person for
us. Send Resume to Box R-116.

Promotion manager 50-100 range aggressive affiliate
seeks dynamic promotion producer with strong leader-
ship skills and endiess creative ability Must have
strong writing and production skills as well as working
knowledge of co-op and network ad planning. Great
job for the right person...move to the Sunbelt. R-132.

Operations manager. Network affiliate. top 40 market.
send resume.salary requirements 10 Box R-137. EOE.

Go anywhere now. Excellent PBF. production. copy,
news writing. Phil 3189—388-0543 day or night.

Big band format—if your changing or have changed, |
have what you need! Fact - communicators who
worked the big band era, sell the format better. We
know how to put the right music together for top spon-
sor response, and, it needed. | come with my own big
band library | also can give you experience in manage-
ment, sales and marketing gained in the health care
field. | know how {0 deal wilh peapile. Need a lape,
resume? Bob Robins 313—885-3185.

Broadcasting school graduate seeks entry level an-
nouncing position at station with easy listening, cldies,
or big band formats. | have the credentials 10 make
your station a success and am currently available. Pre-
fer Northeast Ohio area. but will consider all offers.
Ralph Gantz, Jr. 216—658-3021.

British broadcaster. Seven years commercial radio ex-
perience. Top ratings. Traveling Florida, Atlanta, Cali-
fornia and NYC August/September. Interested? For re-
sume angd air check call 404--934-9656.

SITUATIONS WANTED NEWS

Informed and innovative newscaster anticipates es-
tablishing a career outside of hometown Chicago. For
air-check tape and resume, contact Roger at 312—
477-5427 after 3 PM.

GSM medium market will relocate. 13 years exper-
ience in local, regional & national sales development.
Box R-74.

Experienced sports & news, PBP, excellent writing/de-
livery skills. Ambilious, professional image. B.A. com-
munications. Rick, 419—592-0706, 592-80860.

Research director. Network affiliate, 1op 40 market.
Responsibilities include determining needed projects,
rating book and programming analysis. Reports to gen-
eral manager. Requires experience in broadcast re-
search at station, ag-:ncy or rep. firm. Send resume/sa-
lary requirements to Box R-138. EOE.

Operations director/program manager. New indepen-
dent serving San Antonic. On-air this fall. Responsible
for programming, production, film, and public affairs
departments. Knowledge of ratings research heipful.
Contact GM, KRRT-TV, Suite 320, 401 W. Commerce,
San Antonio, TX 78207.

HELP WANTED SALES

'Engineer salesperson. Audio/video engineering
equipment manufacturer seeking at least one broad-
cast engineer to take full charge of technical sales.
Situation requires solid understanding of sophisticated
signal handling devices and applications, adequate
communication skills, neat appearance, and determi-
nation to win. Good benefits with great opportunities--
in a very high quality of life city within an hour of all
outdoor sports. Send resume with salary history to Box
P-110 before July 20.

Local sales manager. Top 15 market independent TV
station. Multi-station operator offering competitive sala-
ry and benefits. We require 5+ years’ local TV sales
experience. Responsibilities include hands-on selling
and management of the local sales effort. This is an
opportunity to join a growing company. All replies held
in strictest confidence. EOE Box R-5.
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General Sales Manager opportunity at rapidly grow-
ing NBC affiliate in Raleigh-Durham, 38th market. Ap-
plicant must have exiensive local and/or national sales
experience. Mail resume to: Robert Butler; VP GM; Box
1511, Raleigh, NC 27602. EOE/M-F.

General Sales Manager- Move 10 the beautiful coast
of southeastern Conneclicul. A special opportunity for
adynamic results oriented person. Must have indepen-
dent sales experience, be an aggressive motivator and
strong leader. Excellent base salary, override and other
ample rewards for performance. This is the start of
something big. Send resumes to Jim Kontoleon, WLCT,
PO.Box 991, New London, CT 08320 or call 203—444-
2626.

TV company seeks freelance reps. 20% commission
for new, contracted clients. Porter Versfelt and Associ-
ates/Miami. 305-—444-2513.

National sales manager. Houslon'’s leading indepen-
dent, KTXH-TV, is looking for a dynamite national sales
manager. This person will have extensive national ex-
perience with strong independent sales background.
This position is based in Houston. Send resumes 1o
Matt Reifi, GSM, 8950 Kirby, Houston, TX 77054. EOE.

Wanted: Account executives for independent UHF sta-
tion in major market, family oriented, major emphasis
on local sales. Excellent commissions, benefils pack-
age. If you can close, | want you! Send resume to P.O.
Box 3150, Manassas. VA 22110 or call GSM 703—369-
3400.

Sales ability with solid news background neededin a
representative of national story feed. Liberal incentives
for adding client stations to our fine-up of the country’s
best news and programming organizations. Must
speak the news director’s language and understand
how 10 markel a program service to this specific pros-
pect. Will consider personable. enthusiastic news man
without sales track record. Excellent opportunity for
right candidate. Resume and salary history to: Local
Program Network, 90 South 11th Street, Minneapolis,
MN 55403,

TV account executlve. WFSB, a Post-Newsweek Sta-
tion, seeking creative. aggressive, energetic individual
preferably with a minimum of one 1o two years exper-
ience in broadcast sales. Send resume to: Personnel
Depariment, WFSB, 3 Constitution Plaza, Hartford, CT
06115. EOE

HELP WANTED ANNOUNCERS

Play-by-play and color announcers wanted for major
market NBA telecasts. Only announcers with NBA ex-
perience will be considered. Send resume ¢ R-28. All
applications will rermain confidential. EOE.

HELP WANTED TECHNICAL

Chief englneer. Texas Gulf coast station. Varied exper-
ience. Minimum 3 years’. immediate opening. Manage-
ment background helpful. Must be capabile ot *hands
on” repair. Excellent benefits and salary Send resume:
Box R-35.

Immediate opening in the engineering department for
atechnical supervisor. Minimum of 4 years of technical
experience in the broadcast industry with a strong
background in studio repair and maintenance and a
working knowledge of RF systems. FCC license re-
quired. Send resumes to: Chief Engineer, KTXA-TV,
CH. 21, 1712 East Randol Mill Rd., Arlington, TX 76011.
An equal opportunity employer.

Master Control- Entry level Position candidate for fu-
ture openings in production cr engineering. WTKK-TV,
Box 3150. Manassas. VA 22110. EOE.

Engineer: Responsible for master control switching,
production engineering and remoles, minimum two
years experience intelevision engineering and produc-
tion. Two years electronic training at a reputable insti-
tute. FCC license required. Send resume and salary
requirements to Personnel, WTVI, 42 Coliseurmn Drive,
gggrlone. NC 28205. Close out date July 31, 1985.

Chiet Engineer. Full power UHF start-up to sign on in
early 1986 needs Chief Engineer now. Must have su-
pervisory and maintenance experience in studio, trans-
mitter, microwave, engineefing operations. B.S. De-
gree or equivalent experience required. Texas Sunbelt.
Send resume to Human Resources Director, Communi-
cations Center, 320 North Glenwood, Tyler, TX 75702.

Experienced staff engineer for TV station master con-
trol operation. Three years prior experience required.
FCC license desirable. Send resume (o Charlie Smith,
C.E., KRLD-TV 1033 Metromedia Place, Dallas, TX
75247. EOE.

Assistant Chief engineer for northeast major market
independent television station. Position has responsi-
bilities in the ares of maintenance, air operations. pro-
duction and scheduling of personnel. Applicant should
have 5-7 years technical background and 3 or more
years experience in a supervisory capacity with a tele-
vision station(s). Salary commensurate with exper-
ience. Box R-86.

Sunbeit state ETV Network has 2 Chief Engineer posi-
tions available. Chiel Engineer-Transmission: Super-
vises operation of 4 VHF. 1 UHF transmitter and ten
microwave relay stations. Appiicant should have edu-
cation equivalent to BS/EE; 5 years of TV work exper-
ience with one year as supervisor. Salary range
$20.878-32.968. Chief engineer-Maintenance/Opera-
tions: Supervises technical operations of Network Mas-
ter Control and Studio Production Control. Applicants
should have education equivatent to HS diploma, 2
years electronic training and six years of TV work ex-
perience. Salary range $18,408-29.827. Send tetter of
application, resume, three references and salary histo-
ry to Personnel Office: Arkansas ETV Network:; P.O, Box
1250; Conway, AR 72032 AETN is an EEO/AA Employ-
er.

Assistant to chief engineer-. for Telecommunica-
tions Division. Multi-use telecommunications facility on
West Windsor Campus includes Public Radio Station
WWFM, county-wide Cable TV Network, closed circuit
TV ITFS, TV Studio and control room facilities, tive me-
ter TVRO and radio, TV, Telecommunications technol-
ogy academic programs. Requires maintenance and
construction experience in radio and/or TV. BA or AA
Degree desirable. Salary $18.000 to $23.000, excellent
fringe benefits. Respond in writing to: Mercer County
Community College. Personnel Services, Dept. WG,
P.O. Box B, Trenton, NJ 08690, An Equal Opportuni-
ty/Affirmative Action Employer.

Maintenance Technician for public television station
with expanded signal coverage throughout Southern
Calitornia. Must have two years full-time experience in
the operation, maintenance. and repair of radio and
lelevision equipment at a broadcast television station
or equivalent. Salary 16K to 19.5K plus excellent family
benefits. Send letter and resume postmarked by
7/120/85 to Winston Carl, Personnel Officer, KVCR-
TWFM, San Bernadinc Community College District,
631 S. MT. Vernon Ave., San Bernadino, CA 92410.
AA/EQE.

Maintenance engineer: General Class Telephone Li-
cense preferred. Will maintain RF-Video-Audio & Solid
State equipment. Midwesl. middie market affiliate.
Send resume to Box R-103. EEO-MW/F.

Engineer for TV and Radio operation. Five years mini-
mum in maintenance of FM and TV transmitters and
studio equipment. Will be chief of FM. Also needed is
engineer for location shooting of network production.
Experience with Ikegami cameras and Sony S00AVTR,
a plus. Send resume to Chief Engineer, Box 416, Cor-
pus Christi, TX 78403-0416.

KSNT has an opening for an electronics maintenance
engineer. Qualified applicants should have experience
in ENG gear as well as state of the art digital broadcast
equipment. UHF transmitter experience is a plus. Gen-
eral operator license required. Resume to Operations
Manager, KSNT. PO. Box 2700, Topeka. KS 66601.
KSNT is an E.O.E.

Leading Chicago film and tape production company
seeks experienced, self-starling engineer. This key
person will be responsible for maintenance and oper-
ation of our 1" edit system, cameras, etc. 5 years exper-
ience and college degree preferred. Excellent salary
and benefits. Box R-119,

Operation/maintenance technician. Immediate open-
ing with group-owned midwest NBC afiiliate. Need
General Class FCC license, minimum 2-3 years video
and maintenance experience. Extensive knowledge of
RCATCR-100 helpful. Excellent benefits; salary com-
mensurate with qualifications. Resume and salary re-
quirements to Jim Ohmstede. VP/Engineering, KWWL,
500 East Fourth Street, Waterloo, lowa, 50703. 319—
291-1200. EOE.

Maintenance engineer LA area UHF independent,
good facility, work location near beach. Job requires a
strong electronics background, mainienance exper-
ience with xmit & studio equipment, and some driving.
Send Resume to KSCI. 1954 Cotner Ave, LA, CA
90025, Attn: Barry Brooks, Director of engineering.
213—479-8081.

HELP WANTED NEWS

Network affiliate in Honolulu seeks experienced re-
porter. Must be self-starter with camera presence,
good writing skills, ability to dig and desire for self-
respect. Send resume. tape and salary requirement to
PaulUdell. News Director, KITV, 1290 Ala Moana, Hono-
lutu, HI 96814, ECE.

No. 1 award-winning station needs experienced bu-
siness/economics reporter 1o cover dynamic Sunbelt
business communily. Need 3-5 years on the street plus
previous full-time business beat experience. No begin-
ners. Send tape and resume to: Scolt Parks, News
Director. WIS-TV. PO. Box 367. Columbia, SC 29202,
EOQE.

Meteorologists needed for various size markets. AMS
seal preferred. Tape, resume, and letter to NEWSPEO-
PLE. 20300. Civic Center Drive, Suite 320, Southfield,
M1 48076.

Weather Anchor. WRCB-TV in Chattanooga is locking
for a weather anchor for the station’s Monday-Friday
newscasts. Strong preference for a meteorologist, but
willing to consider others. No phone calls. Send re-
sume and videotape to Lee Meredith, WRCB-TV. 900
Whitehall Road, Chattanooga. TN 37405. An equal op-
portunity employer.

News Director. Midwest mid 50 market. Management
experience required. Must be able to produce, write,
and have ability to train young staff. Send resume to
Box R-94. EOE.

Co-anchor/reporter Top 30 Midwest network affiliate
has opening for co-anchor/reporter for prime evening
newscasts. Must have 3-5 years anchor experience,
excellent on-air skills, strong writing and reporting abili-
ties. An Equal Opportunity/Affirmative Action Employer.
Resume to Box R-91.

Maintenance Engineer- Washington, D.C. area. Ex-
perience preferred. technical school required. Oppor-
tunity to learn and maintain state-of-at equipment.
WTKK-TV. Box 3150. Manassas. VA 22110. EOE.

RF maintenance technician. Top 5 market TV station
requires transmitter person with minimum 5 years’ ma-
jor market RF experience. This individual should be
experienced in high power transmitters, two way and
ENG RF systems. Supervisory and design experience
desirable. Familiarity with Harris transmitters and TV
equipment helpful. First or General Class Radiotele-
phone Operator License a must. We are an equal op-
portunity employer. Box R-67.

Video maintenance engineer & editor/switcher. Mini-
mum 5 years experience. Call Dan Herschede at 15—
227-0920. Have references ready.

Videographer: for WXXI-TV. Rochester, NY, a PBS affili-
ate. Responsible for shooting and editing videotape for
documentaries. Must be skilled in operating portable
video cameras, 3/4" & 1" videotape recording. play-
back and editing equipment and location lighting. Mini-
mum one year ENG/EFP production experience re-
quired. Resume and salary requirements to WXXI
Personnel Dept., PO. Box 21, Rochester, NY 14601.
EOQE.

Story editor. Opening for atop video editor with nation-
al experience in segment or story editing for assign-
ment to work with PM Magazine. Must be fast and
technically proficient with Convergence 104/204, 3/4”
and 1" tape. Excellent ability to work with producers
required. Send resume and reel to: Varitel Video, Atin:
General Manager, 350 Townsend St., San Francisco,
CA 94107. No phone calls, tapes will be returned.

News Producer for medium market in sunny South-
west, Writing skills, good news judgement a must. Mini-
mum 1 year producing commercial newscasts. Tape
and resume to Adam Bradshaw KVBC-TV 1500 Fore-
master Lane, Box 44169, Las Vegas, NV 89116.

Producer. Immediate opening for TV news producer
lop ten markel. 3-5 years experience required. Produc-
tion and editorial skills a must. Send resume 1o Box R-
97. EOE.M/F.

Producer: Top 30 market seeks at least one producer
with unusually strong writing, story development and
management skills. Must be imaginative self-starter
able to out-cover the competition on big stories and
generate story ideas on “slow’ days. Solid journalism
and production polish both needed. Reply with resume
and letter Box R-109,
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Sports anchor: Top 30 market seeks weekend sports
anchor and weekday sports reporter. We're looking to
get better Must be able to range from high school
through pro sports and produce solid, visual sports
anchor segments. Must be a story teller with the viewer
in mind. Resume and letter, Reply Box R-110.

News photographer: WAVY-TV has an opening for a
News Photographer. Minimum 18 months television
news photography experience required. Should have
knowledge of ENG and microwave. Send resume, au-
dition tape, salary requirements and relerences to
News Director, WAVY-TV. 801 Wavy Street, Portsmouth,
M, 23704, We are an affirmative action, equal opportu-
nity employer. M/F.

News producer: #1 Southwest ABC affiliate looking
for experienced late news producer. Job demands not
only outstanding producling abilities, but strong man-
agement and people skills to work with aggressive, first
class news team. Perfect opportunity for a strong pro-
ducer who wants 1o move into management. Must have
at least two years late producing experience. Qut-
standing salary and benetits with a progressive station
group. Resumes onty. Box R-129.

News general assignment reporter/anchor and news
production director who can switch a tight creative
news--Experience required in both positions--Medium
market station on the move to #1. Send Resume to Box
R-134. An Equal Opportunity Employer.

News Edltar. WPBT, Public Television in South Florida,
has an opening for a News Editor to work on the nation-
al program "The Nightly Business Repon.” The News
Editor is responsible for reviewing and copy editing
stories, acting as back-up producer, coordinating se-
ries and special event coverage and writing scripts,
proposals and prome Copy as needed. Minimum of two
years experience as a producer, associate producer or
copy editor in broadcast journalism, excellent writing
and copy editing skills and a background educational-
ly or professionally in business news required. We offer
a competitive starting salary and excellent benefits.
Send resume to: Personnel, WPBT, PO. Box 2, Miami,
FL 33261-0002. An Equal Opportunity Employer,
M/F/H.

Chiet News Photographer-Minimum two years exper-
jence as a television news photographer. Duties in-
clude overseeing five news photographers. Send lape
and resume, including salary requirements to James
Smith, News Director, KPLC-TV,PO Box 1488, 320 Divi-
sion. Lake Charles, LA 70602

Investigative reporter: WTOL. the CBS affiliate in Tole-
do, needs an investigative reporter. This is not a posi-
tion for beginners. We are looking for someone with
several years of reporting experience, and the pa-
tience and organizational skills to handle the job: News-
paper experience preferred by not required. Send re-
sume, examples of your work, and salary requirements
to Rick Gevers, News Director, WTOL-TV. PO. Box 715,
Toledo, OH 43695. No phone calls please. EQE, M/F.

Meteorologist-northeast station seeks experienced
personable weather anchor to join number one team.
No beginners. Excellent opportunity for right person to
help build a unique weather product. AMS seal de-
sired. State of the art faciiity and equipment in attrac-
tive Central New york community. Tape and Resume to:
Personnel, Box 699, E. Syracuse, N.Y 13057. No phone
calls. EOE.

Weather Anchor. Midwestern CBS affiliate is seeking
knowledgeable, glib, authoritative weathercaster
Send tape. resume, and salary requirements (o Larry
Young. News Director, KOAM-TV, PO. Box 659, Pitts-
burg. KS 66762. Equal Opportunily Employer.

Washington executive producer with creative ener-
gies to invest wanted for expanding news cosortium
doing satellite coverage from D.C. Futurist organization
creating new communication concepts. Good organi-
zational and people skills a must. Also should have a
few years experience as a producer or on assignment
desk in market twenlies or higher. Resumersalary re-
quirements lo: Local Program Network, 90 South 11th
Street, Minneapolis, MN.

THIS PUBLICATION IS AVAILABLE
IN MICROFORM
University Microfiims International

300 North Zeeb Road,
Dept. PR., Ann Arbor, Ml 48106

Solid news background with sales ability needed in a
representative of national story feed. Liberal incentives
for adding client stations to our line-up of the country's
best news and programming organizations. Must
speak the news director’s language and understand
how to market a program service to this specific pros-
pect. Will consider personable, enthusiastic news man
without sales track record. Excellent opportunity for
right candidate. Resume and salary history 10: Locai
Program Network, 890 South 11th Strest, Minneapolis,
MN 55403,

HELP WANTED PROGRAMING
PRODUCTION & OTHERS

Asslstant promotion manager. Major market network
affiliate is seeking a take-charge individual for the #2
position in department. Must have strong writing,
hands-on editing and producing skills. Minimum two
years experience in all phases of broadcast promotion
including on-air, print and radio. Managerial exper-
ience a plus. Send resumes and tapes to: Cyndie Reyn-
olds, Promotion Manager, WTSP-TV, PO. Box 10.000,
St. Petersburg, FL 33733, EOE.

South Florida Affillate needs creative sports photo-
grapher/editor. 1 year experience, minimum.Top-noich
operation with visual emphasis. Send tape and resume
to: WBBH-TV, 3719 Central Ave., Ft. Myers, FL 33901.

Senlor Crew Member at PBS station. Required: mini-
mum of 3 years' hands on experience in broadcast
television production, with emphasis upon EFP,.remote
and studio operations. BA or BS in radio/television pre-
ferred. Salary: $19.000 per year (with some overtime
available). Both resume and demo tape must be sent to
Crew Chief, KUHT-TV, 4513 Cullen Bivd., Houston, TX
77004. No calls accepted.

Hotshot CMX editor needed for hot shop in beautiful
mite high Denver. Our work is the best, so we demand
the best. Strong EFX and EDL skills required. Great
atmosphere and creative people. Resumes to Box R-
63.

Promotion Manager. Chicagolands hot new Indy
needs super promolion person ready to Create the mar-
ket's most aggressive and effective on-air, print and
event promotion. Tapes, resumes/portfolios to: Pro-
gram Manager, WPWR-TV, 4255 Westbrook Dr., Aurora,
iL 60505. No novices of calls please! EOE. M/F

Attention Producers, videographers. Nationally syn-
dicated television program now accepting animal seg-
ments an 3/4" tape to begin airing this Fall. Receive on-
air credit. Segments include all domestic and wild
animals, Pet Heroes, Celebrity Pets. Send to Gale Ne-
mec, Action Line Group. 1410 15th Street, NW, Wash-
ington, D.C. 20005.

Ant director: Aggressive station needs person with
strong design capabilities. Computer graphics exper-
ience mandatory. Must be versed in print, layout and
multi-color brochures as well. Send resume to Box R-
104. EEO-M/F.

Producer/director: #1 midwest station seeking versa-
tile director. Must be comfortable with clients, news
and producing projects. Medium market, DVE exper-
ience a must. Send salary requirements and resume 10
Box R-105. EEQ-M/F

Director. Immediate opening for creative individual.
Duties include directing newscasts, studio and field
productions, editing, switching, lighting. Send tape/re-
sume to Dave Novak, Production Manager, KQTV, PO.
Box 247, St. Joseph, MO 64506. EOE.

Producer: PTV station KNPB celebrates its second
anniversary this September. Top priority for third year is
to establish a production department. We are seeking
an experienced professional who can develop this de-
partment into one that will provide high visibility and
professional service lo our community. Post-secondary
degree preferred. Five years experience. Send re-
sume, sample of writing by 8-30-85 to: Sherri Dang-
berg, KNPB, PO. Box 14730, Reno, NV 89507. EOE.

Director of marketing and promotion: Immediate
opening for a motivated self-starter to creale, organize
and coordinate all aspects of station marketing and
promotion. Must have minimum of 2 years experience
in a television promotion depanment and possess
working knowledge of related production equipment.
Leadership qualities mandatory as this is a Depart-
ment Head position. Markeling experience desired.
Send resume and tape to Dennis Williamson, General
Manager, KREM-TV. PD. Box 8037. Spokane, WA
99203. A King Broadcasting Company station. EOE.

Supervisory television production specialist-GM-
1071-13, Salary range of $37,599-348,876 per year.
The Food and Drug Administration (FDA) is seeking a
television production specialist to manage all phases
of video production. This involves supervising a staff of
8-10 producers, directors and technicians who are re-
sponsible for developing educational media, training
courses for the scientific community as well as the
general public, and community policy on all aspects of
medical devices and radiological health safety and ef-
fectiveness. Quallfications required: Minimum of six
(6) years experience in lelevision, or video production
with at least one year of the total experience directly
connected with studio maintenance of broadcast qual-
ity equipment including RCA and lkegami cameras, 1*
and 3/4" video tape machines; or completion of all
requirements for a master's of an equivalent degree, or
two (2} full academic years of graduate education in
fields directly related to the production of motion pic-
tures, television, or radio which is equivalent to five (5)
years of the required experience. All applicants must
possess a current ability to: Design, conceive improve-
ments, and specify equipment purchases for video-
tape facilities. Instruct staff in the use of a wide variety
of specialized videotape equipment. Develop, design,
construct, and test a wide variety of electronic systems
used for television production. Direct broadcast quality
TV programs. A resume or U.S. Government Personal
Qualifications Statement Form (8F-171), which can be
found at any U.S. Government Personnel Office, should
be sent by October 1, 1985 to Mr. Jeffrey Dowell, Divi-
sion of Human Resources Managemsnt (HFA-425),
Food and Drug Administration, Parklawn Building,
Room 4B-21, 5600 Fishers Lane, Rockville, Maryland
20857. For further information Mr Dowell can be
reached on 301—443-5490. FDA is an equal Opponu-
nity employment employer. This position is covered by
the Performance Management and Recognition Sys-
tem. Therefore, the incumbent may be eligible for merit
increases and performance awards. Fringe benefits
are considerable.

Creatlve writer/producer needed for commercial and
program development in Peoria. Must have strong writ-
ing skills, knowtedge of production, and ability to work
with clients and staff. Send resume and tape by July
31, 1985, 10: Personnel Director WHOI-TV, 500 N. Stew-
an, Creve Coeur, IL 61611. EQE.

Take charge commercial producer/director wanted for
NBC affiliate in sunny Southwest Florida. 1" field exper-
ience and editing a must. Copywriting experience
helpful. E.O.E. Send resume to Lisa Faas, WBBH-TV,
3719 Central Ave., Fort Myers, FL 33901. No phone
calis.

Graphic Designer-Major market South Florida VHF
seeks designer with strong electronic graphic skills
and experience preparing comps and mechanicals for
print ads and sales pieces. Design degree and three
years broadcast design experience preterred. Send
resume and salary requirements to Box R-131.

Promotlon Manager. Network affiliate, Top 40 market.
A creative decision maker. Must be experienced in the
creation and execution of campaigns for all media,
including on-air promotion and ad agency direction.
Send Resume/Salary requirements to Box R-139. EQE.

Producer to join booming Sun Beit shop. Want solid
journalist, inventive presenter, sharp writer, with strong
administrative and people skills: Two years experience
minimum. & O.E. Send resume and tape to News Direc-
tor, WBBH, 3719 Central, Ft. Myers, FL 33901. No
phone calls.

One-man band reporter/photographer. Needs strong
shooting skills, proven reporting ability. at least one
year as pro. Work flextime week (four 10-hour days) in
delightful Sun Belt market. E.O.E. Write News Director,
3719 Central, Ft. Myers, FL 33901. No phone calls or
tapes.

Producer/Director-Creative, versatite individual need-
ed to direct news, special projects, commercials, etc
writing experience preferred. Send resume. tape and
salary requirements to Peter Kent, Creative Services
Manager, WXEX-TV, 21 Buford Rd., Richmond, VA
23235. EOE.

KTVN-TV has an immedlate opening for the position of
electronic graphics coordinator. Responsibilities in-
clude all station graphics and design for newscasts,
promotion, and commercial production. Applicants
must have at least 2 years college and 2 years exper-
ience in electronic graphics design and operation.
Send resume to David Fete, Operations Manager,
KTVN-TV. 4925 Energy Way, Reno, NV 89502. EQE.

Broacicasting Jul 22 1985



TV Producer director-The University of Toledo seeks
applications for a TV Producer/Director for the Universi-
ty instructional lelevision cperation. Must have produc-
tion experience in instructional television as demon-
strated in resume lape (3/4 or 1/2") with applicant’s
contribution specified. Responsibilities include devel-
oping. producing. directing and editing instructional
programs in 1/2" format. Masler's in relevant field re-
quired. Twelve-month contract, faculty rank, salary
$18.000. Consideration of applications beginning Au-
gust 5, 1985 until position is filled. Send detailed re-
sume, three names of reference, and resume tape to:
Mrs. Barbara Avery, Secretary, Search Committee for
TV Producer/Director, University Libraries, The Univer-
sity of Toledo, 2801 West Bancroft Street, Toledo, OH
43606. An Equal Opportunity Affirmative Action Em-
ployer.

Television photographer/editor. ENG photegrapher-
/editor needed for production of videotapes for govern-
ment cable television channel. 2-3 years of ENG/EFP
experience preferably in commercial or public televi-
sion station. Directingchnical directing experience de-
sired. Starts at $23,088 with good benefits. Obtain ap-
plication forms from J. Senitz, City of Phoenix,
Personnel Dept., 300 W. Washington, Phoenix, AZ,
85003 or call 602—262-6277. Applications must be
completed and returned by August 2, 1985. Equal Op-
portunity Employer.

Director of Development-L.|. public TV station seeks
candidate 1o design, execute and administer all fund
raising and public relations activities, including long-
range planning and development. Management exper-
ience in public TV (or related fields) of at least five
years required, with emphasis on development and/or
public relations. Direct experience in on-camera fund
raising and TV auctions highly desirable. Bachelors
degree required. Salary open. Resumes 10: President
and General Manager, WLIW/Channe! 21, 1425 Oid
Country Road. Plainview, New York 11803.

Team Oriented Television Artist. Design/develop vi-
sual elements for television with a strong emphasis in
instructional and public affairs programming. Strong
illustration skills. Final candidates will be required to
submit portfolios. B.A. or B.FA. required. 4-5 years
experience in television or related media. Deadline:
August 15, 1985. Contact: Rosemary Jacobson, Uni-
versity of Wisconsin-Stout. Menomonie WI 54751,

Executive editor needed to help innovate and direct
future editorial mission of growing national news feed.
Qur forty member consortium consists of the nation's
best news and local programming organizalions. We
want an experienced, take-charge creative manager
with lots of ideas and initiative, backed by at least five
years of news and/or programming experience. Must
understand CMX ediling systems and have strong edit-
ing background, though hands-on is minimal. Resume-
/salary requirements to: Local Program Network, 90
South 11th Street, Minneapolis, MN 55403.

Daily magazine show co-hosts who can write, pro-
duce and deliver on camera. Year round production
under the sun. Send resume and audition cassette to:
Magazine Producer, Ste. 310, 424 West Common-
wealth, Fullerton, CA 92632.

SITUATIONS WANTED MANAGEMENT

GM/GSM. Heavy independent experience at country’s
best, sign-ons, programming, promotions, sales, Best
credentials in the industry, presently employed, GM
Indy. Box R-75.

Current GSM in medium market ready to move up in
rank or market size. Proven track record in both local
and national sales managment. Will consider NSM in
top 50 markel. Box R-84.

SITUATIONS WANTED TECHNICAL

Switcher trainee. | have a general radio telephone
license plus bachelor’s degree in Radio-TV. Call Martin
Garbus at 818-842-3364 or write 1233 Alla Paseo.
Burbank, CA 91501.

Director of Engineering. Very crealive, with impres-
sive list of completed projects seeks new challenge.
Heavy experience in technica! managemenl, video/au-
dio systems engineering, VHF/UHF hi power transmit-
ters, computer applications & programming. new con-
struction, license filings Now D.O.E, for two television
stations in top 50 markets. managing 35 engineers &
million dollar budgets. Inquire with confidence to: Di-
rector of Engineering Office. 8530 Wilshire Bivd., Suite
309. Beverly Hills, CA 90211, 213—854-5316.

Maintenance engineer. FCC 1st, Associale Electron-
ics. MBA. Six years electronics maintenance exper-
ience. | am seeking a challenging position in a televi-
sion station or post production company as a
Maintenance Engineer. Willing to relocate. Write to: Al
Chaney, 1415 Oak Nob Way, Sacramento, CA 95833, or
call 916—922-3456.

SITUATIONS WANTED NEWS

Experienced journalist looking for opportunity in
sports, news, producing or entertainment news. Box R-
50.

News director. Eleven years TV, six years as news
director. Seven years radio news. Proven leadership,
co-operative attitude toward station goals, solid profes-
sional references. Stable, family man. Call Kevin Kelly,
803—579-3864.

Assignment editor. 4 years of contacls, research, lo-
gistics. Seeking another market, another challenge.
Top 100. Box R-65.

Intelligent Sportscasting. vy educaled sports attor-
ney. Collegiate three letter man. Allraclive, articulate,
knowledgeable, sports nul. Happy to send lape.
Please reply to Box R-68.

Gamble & Win! Communication Studies graduate with
professional photographic skills looking for ENG-
/sports related camera career. Intelligent, motivated
and dedicated to excellence. Will relocate. 818—444-
8014,

Assignment editor in 25 person newsroom acting as
assistant news director without the titte or pay looking
for new challenge. Seeking a news director or assistant
news director posilion at serious news organization.
Box R-82.

Anchor/reporter. Attractive, arliculate, black female
journalist. Presently working in 70's market, seeking
similar position in larger market. B.A. degree, 2-years
on-air experience. For tape. resume. write Box R-106.

Sports/news reponter. 4 years radio-TV experience.
Young but accomplished news and sporiswriter, inter-
viewer, and PBP announcer’seeks entry level position. |
can do it all! Tape available. Bebby 312—339-6740.

TV Weatherman. Will consider fulltime/parttime. Have
forcast, will travel. 602—297-4408.

Recent meteorology graduate seeking entry level po-
sition in television weather. Some broadcasting exper-
ience. Available immediately. Contact Bob Russell: 240
Raymond. Florissant, Missouri 63031. 314—837-6906

Young sportscaster seeks 15t job. Trained with top
affiliates in markets #5 & 20, Cal-Berkeley grad. Talent-
ed & can't miss Demo & references avail. Will go any-
where. John 916—482-4295. 3445 Concelta Way Sac-
ramento, CA 95821.

SITUATIONS WANTED PROGRAMING
PRODUCTION & OTHERS

Have gear, will travel. Videographer-journalist work-
ing as anchor in major European market seeks position
as production, documentary, or feature videographer.
Available immediately. Experienced, degrees, Ameri-
can. Call evenings, 712—362-5753: (011 43 222) 52 50
253,

Maturity. Experience. Creativity Looks. Awards. Fe-
male broadcaster with 1 1/2 years’ experience as news
reporter in top 50 market and 2 years' as producer/co-
host of PM Magazine seeking an anchor/reporter posi-
tion on a news-information program. 219—749-1402.

Three years in development department at interna-
lional TV production company, two in publicity. Looking
for position in promotion or programming. Energetic.
enthusiastic: willing 1o relocate, Call 213—655-9164,

Director/producer. Past three years in corporate 1y,
seeks return lo broadcast. small or medium market.
Heavy experience multi-camera remote and studio
production. Came up through the engineering ranks.
no fancy degree. just solid work and posilive aftitude.
Prefer east coast but will consider anywhere. Lets talk.
201—785-3294 evenings.

| am a law professor who has appeared regularly on
programsin a top ten market and has production cred-
its for a PB.S. documentary. | am seeking a position as
a legal news analyst, consumer of invesligative report-
er for news or feature program. Will supply tapes on
requesl. R-133.

Broadcast Researcher. Very knowledgeable about
Spet TV Network, Program Syndication, etc. seeks po-
sition in television advertising industry. Possesses ex-
cellent management skills, analytic talent and achieves
resuits. Call 718—539-4373.

Hello. August graduate with B.A /Radio-Television-Film
requests entry-level television production position. Pro-
duction/Programming internships with network O &
O/Cable stations, Chicago market. Intelligent, ambi-
tious, enthusiastic with film, theater, and art knowledge.
Will relocate. Please write Box R-125.

ALLIED FIELDS

HELP WANTED TECHNICAL

Consulting engineer(s). Major Washington firm seeks
engineer(s) with 3-5 years ol experience in broadcast
industry, particularly involving AM DA systems. BS in
EE or Physics required; EITor PE registration desirable.
Competitive salary and benefits for the right individ-
ual(s}): EOE M/F, Send resume and salary requirements
to Box R-101.

Chief broadcast engineer needed to oversee and
maintain the performance of high-power FM public ra-
dio station KUMR. An associate’s degree with empha-
sis in electronics or an equivalent combination of edu-
cation and experience from which comparable
knowledge and abilities can be acquired is necessary.
Two to three years of broadcast equipment repair and
maintenance and possession of valid first class or gen-
eral class FCC radiotelephone license are required.
Salary range: $20.786 - $27.715. Deadline for receipt
of completed applications: August 23, 1985. For appli-
cation forms, contact: Personnel Services, G-1 Parker
Hall, University of Missouri - Rolla, Rolla, MO 65401, or
call 314—341-4241. UMR is an Affirmative Action/E-
qual Opportunity Employer.

HELP WANTED NEWS

Looking for a job? Professional Broadcasters can
help. Box 66173-B. Roseville, Ml 48066.

News director and operations manager for college
owned commercial AM radio station. News director will
supervise student reporters and will anchor morning
news. Operations director will handle daily station op-
erations and supervise students. Professional exper-
ience and minimum BA in appropriate field. Masters
and teaching ability highly desirable. Resume and re-
ferences to: Gregory Pitts, Department of Communica-
tions. Leuisiana College. Pineville, LA 71359, EQOE.

HELP WANTED PROGRAMMING

Wanted: Placement director for nationwide California
based broadcast employment agency. Previous broad-
cast experiénce required. Salary to $24K. Send re-
sume t0: Box R-115.

WANTED TO BUY EQUIPMENT

Wanting 250, 500, 1,000 and 5.000 watt AM-FM trans-
mitters. Guarantee Radic Supply Corp., 1314 lturbide
Street. Laredo, TX 78040, Manuel Flores 512—723—
3331,

Instant cash- highest prices. We buy TV transmitters
and studio equipment. $1,000 reward for information
leading 1o our purchase of a good UHF transmitter.
Quality Media, 404—324—1271.

Collins 21-E/AM, 100w to 20kw channel 12 or 16 trans-
mitter, 402—534-2071.

FOR SALE EQUIPMENT

AM and FM transmitters—used, excellent condition.
Guaranteed. Financing available. Transcom, 215—
379-6585.

TV Transmitter Harris BT18H parailel VHF high band
rated 38 KW 13 years old. Presently in use. Available
August 1, 1985 Call Chief Engineer, WJCT Jackson-
ville, FL 904—353—7770.

New TV start-ups. Fast, cost effective construction.
Top quality equipment at lowest costs. Business plans,
financing available. Quality Media, 404--324-1271,

New UHF transmitters. Silverline 60kw high-efficiency
UHF transmitters, dual exciters, Pulsar, all standard, at
an amazing price. Quality Media, 404—324-1271.

T
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Used TV transmitters- 30 and 60 kw UHF, Dual 38 kw
Harris Hi-Band VHF, 1kw Emcee UHF LPTV, call for
your needs. Quality Media Corporation, 404—324-
1271.

RCA TCR-100 2’ cart - (2) available with 2,000 tapes.
Call for details and low price. Quality Media Corpora-
tion, 404--324-1271.

55KW UHF TV transmitter, GE. Excellent condition;
available now. Also, other AM-FM-TV transmitters; ma-
jor production gear. We buy & sell. Many spare tubes &
parts for transmitters. Ray LaRue, 813—-685-2938.

Used 660ft. tower inside ladder, very heavy, ideal for
TV, Class C FM, etc. Excellent condition, can re-erect
this area $40,000.00 Buzz or Gary DeJarlais. Phone
507—895-2285.

S50KW AM, CONTINENTAL 317 C1(1968), upgraded in
part to C2 by factory in 1981, on air, full power, many
spares, w/FCC proof. Call M. Cooper/Transcom Corp.,
215—-379-6585.

Attention radio stations with a dish. Looking at Sat-
Com IR, a proven winner coming your way Sept. 1--
America's first and most successiul Syndicated Real
Estate 2-way talk show will be fed live each Sunday at
11am EST--Barter Basis with excellent local avails per-
fect for your Real Estate, Builders, Developers and Fi-
nancial Clients. Stations now being cleared on a first
come, first served, exclusive market basis. Get your
piece of the Real Estate Advertising Dollar in your mar-
ketplace! First 50 markets cleared report 100% sales of
local avails with a waiting list--play it live or tape-de-
layed. Hosted by America’s only nationally syndicated
TV &radio personality covering the world of real estate,
who has appeared on ABC's Nightline, and is currently
seen weekly on PBS stations nationwide. The show will
be cross-promoted on TV, with a heavy national cam-
paign to attract listeners and advertisers. To clear your
station, call Diana Calland 202—662-8900, or write In-
side Real Estate, Suite 1267, National Press Building,
Washington, D.C. 20045.

MISCELLANEOUS

Class A FM equipment package, compiete inCluding
300fl. tower, studios, audio and monitors. *‘UNDER
$50,000" Call Transcom Corp., 215—379-6585.

20KW FM & 5KW AM, CCA 20,000DS (1972) wiexciter
and stereo, on air w/FCC proof. Gates BCSP excellent
cond. 125% Mod., spares & FCC proof. Call M. Coo-
per/Transcom Corp., 215—379-6585.

Nagra Audio recorders for sale. 3 Nagra ill, 2 power
supplies. 1 leather carrying case. Call Phit Lefkowitz,
1&L Limited. 919—929-2483.

New and used radio broadcast and microwave
towers. Complete nationwide sales and service, erec-
tion specialists. Bonded, with 25 yrs. experience (Turn-
key Operations), TM.C.1.. 402—467-3629.

Optimod B000-A-FM, excellent, $2200. Potamic Instry-
ments Audio Proof Set, like new $2600.00. 402—534-
2071.

5,000W-FM transmitter, Gates, excellent, $9800.00.
RCA-BTE10B-FM exciter, $300.00. 402—534-2071.

ITC three deck stereo playback. Excellent condition.
$1,750. (two three-deck units to sell) Allen Power,
WESC, 803—242-4660.

New manufacturer of UHF, LPTV, FCC type accepted
solid state transmitters has three 100 watt prototype
units for sale. New warranty, $13,500 each, immediate
delivery, call CommTele anytime 713—479-1614.

Acrodyne model T, 230/VH Channel 7 100 watt trans-
mitter; w/power supply, translator, and amplifier; en-
closed in metal stack cabinet w/bwilt in McClean Labo-
ratories exhaust fan; RCA color modulator; SCALA
antenna system (Ch. 7) HDCA-S type Yagi. including
eight (8) HDCA five element dipole reflector assem-
blies w/75 ohm two-way power divider (50-50); ap-
proximately 50 ft. Andrew HJ-50 (FCC-78-50J) transg-
mission fine wiconnectors; three (3) sections (10 ft.
each) ROHN type 45G tower; three (3) sections (10 ft.
each)antenna pole; Textronic type 528 waveform moni-
tor; Textronic NTSC Vectorscope 1420; RCA distribu-
tion amplifier V210 DA. For information contact Federal
Deposit Insurance Corporation, PO. Box 15154, Knox-
ville, TN 37901. 615—544-4686. FDIC reserves the
right to refuse any or all bids. Written bids will be ac-
cepted until July 19, 1985,

VPR-3s, VPR-2Bs, TR-600s. HL-79As, Sony BVH
1100s, TK-29, TP-7s, TK-760s, TP-86s, Vital VIX-114-3,
Quantel VEP-5000. Call Media Concepts 919—977-
3600.

Moblle vans - two 14’ cube vans. Five triaxed cam-
eras, VPRZBS with slo-mo, GV1600, Chyron 4000,
{3V400 routing, Yamaha console, RTS intercom, gener-
ators, Tek & Conrac monitering. Complete and ready
for use. Excellent condition. Gerstenslager 38" van.
Three axel. Recentiy rebuilt, new interior. RCA TK760
and TK76 cameras. Sony VO2860/2260/RM440. Sony
V04800. Angenieux 25X and Fuji 22X lenses. Tek 465,
475 and 7603 scopes. Studio lighting-grid power fix-
tures. Call Jack Taylor, WvSCO. 215—367-2800.

BMS portable microwave transmilting system, nearly
new, including antenna and battery pack. 315—683-
5669.

RADIO PROGRAMING

Radio & TV Bingo. Oldest promotion in the industry.
Copyright 1962. World Wide Bingo, PO Box 2311, Little-
ton, CO 80122. 303—795-3288.

Time sales training manual: Improve sales perfor-
mance. Everylhing salespeople should know: techni-
cal information, attitude, organization, follow-up, pack-
aging, independent television, specials. prospecting.
Written by professional with 20 years experience. An-
tonelli Media Training Center. 212—206-8063.

Job hunters! “How to Find That First Broadcast News
Job.” Handbook praised by TV/Radio Age and top
broadcasters. For info, write: Dr. Richard Labunski,
PO. Box 85224, Seattle, WA 98145,

Help Wanted Management
Continued

TOP 10 GSM

If your are currently a Gen-
eral. Sales Manager or Lo-
cal Sales Manager in a top
30 market and are interest-
ed in moving to a Top 10
Northeastern market, send
your resume and earnings
history to VP, G.M.

We're part of a major group.
Minorities are urged to ap-
ply. EOE/M-F. Write box R-
95, Broadcasting, etc.

RADIO

Help Wanted Management

PBS

Vice President and General

Counsel
PBS is seeking Vice President and Gen-
eral Counsel. As a member of senior
management, the general counsel re-
ports directly to the President and is re-
sponsible for managing the legal affairs
of the Corporation and will play a lead
role in substantial business negotiations.
PBS provides national program distribu-
tion and related services to the nation's
public television stations. Its principal of-
fices and satellite distribution facilities
are located in Metropolitan Washington,
D.C.
Position requires person who can work
effectively with diverse station member-
ship, Board of Directors and staff of a
dynamic communications enterprise.
Candidates should have law degree; Bar
membership; and substantial legal ex-
perience in senior position of a corpora-
tion, faw firm or government agency.
Demonstrated recerd of success in prior
work essential.
P8S offers a competitive benefits pack-
age and salary commensurate with ex-
perience.
Please send resume including salary re-
quirements in confidence to:

€)PBS

Mr. Michael Hobbs
Corporate Secretary
475 L'Enfant Plaza, S.W.
Washington, D.C. 20024

RADIO GROUP HEAD

Growing East Coast group needs an ex-
perienced radic person to run 8 station
group. !If you have radio group manage-
ment experience and have a successful
record in radio station management in
medium and major markets, we would
like to hear from you.

Competitive compensation and benefits
and the opportunity to advance your ca-
reer by making a good group even better.

EOE/M-F Resume to Box R-100.

Help Wanted Announcers

ANNOUNCERS/DEEJAYS
South Central Pennsylvania AM Day-
time Station looking for personnel
with on-air personality and humor...
some talk show capability.. inquir-
ies, tapes and resumes to STATION,
BOX 71. LEBANON. PA. 17042
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Help Wanted News
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DIRECTOR OF NEWS AND
INFORMATION SERVICES

Public radio station, WBST has an opening for a per-
son o oversee and direct the development,
programming, assembly and delivery of all nows
and public affairs information programming func-
tions of the station. BS degree in tolecommunica-
tions or related area plus 3-4 years broadcast expe-

rience in varied phases of news and information
programming required. Application deadline
8/3/85. Send resume to:

Personnel Services Office
BALL STATE UNIVERSITY *Muncie, IN 47306

An Equal Opportunity/Atfirmative Action Employer



Help Wanted Sales

ADVERTISING

Account Executive

Lappin Communications, Fla., Inc. is expand-
ing and has an immediate opening for an ex-
perienced account execulive wilh manage-
ment potential.

WE OFFER:

— EXCLUSIVE FORMAT

— HIGHLY VISIBLE PROMOTIONS

— AGGRESSIVE SALES SUPPORT
PROGRAMS

THE MOST ATTRACTIVE
COMPENSATION PACKAGE IN SOUTH
FLORIDA.

YOUR QUALIFICATIONS MUST INCLUDE:

— TWO YEARS EXPERIENCE SELLING
DIRECT AND AGENCY ACCOUNTS

— SUCCESSFUL, DOCUMENTED
TRACK RECORD

— REFERENCES

Send resume to or call:
Joseph Nuckols
Vice President/General Manager
Lappin Communications, Fla., inc.
WNJY-FM
PO. Box 10386
Wesl| Palm Beach, FL 33404
(305) B42-5616

EQUAL OPPORTUNITY EMPLOYER
LAPPIN COMMUNICATIONS
WNJY —FM WMAS AM-FM

Palm Beach, FL..,
Springfieid, Mass.

¢

Help Wanted Programing,
Production, Others

Situations Wanted Announcers

“DON'T FIX WHAT ISN'T BROKEN.”
WRONG!

We can make WICC Radic even better. We're a
ratings leader but believe that we can build an
even stronger share of audience. IU'll require
creative excellence.

The Operations Manager we're looking for will
love the challenge and have the experience
and skills to lead a large professional staff.

WICC Radio programs full service in Bridge-
port/Fairfield County, CT. and is part of Tribune
Broadcasting. Excellent compensation for the
right person. Send resume 10 Ray Gardella,
Vice President, General Manager, WICC Radio.
177 State St., Bridgeport, CT. 06604,

Western Colorade - New Mexico
Texas - Arizona

SMALL OR MEDIUM MARKET?

Former top-rated major league perscnal-
ity-PD. Successful ad-agency owner &
Radio Sales Mgr. desires comfortable
community {o raise youngsters; location,
area, lifestyle very important! Chal-
lenges? Super—but no big cities' rat-
race! Radic management for absentee
owner? AC/MOR Mornings? Talk show?
Radio/TV News or Sports? Anything/Ever-
ything (except engineering) professional-
iy Box R-126.

Situations Wanted
Management

THE GIANT KILLERS

morning team

can we kill one for you?
Box R-93

EXPERIENCED GENERAL MANAGER

Former G M. of one of country’s most successful radio
stalions now Seeking a position as general manager ol
AM of FM Prefer Chicago or St. Lows but will considler
other magor markets, Outstanding track record and cre-
dentals. Available Aug. 1. All replies in strict coni-
dence. Top relerences—Reply Box R-122

Help Wanted Technical

i\
MUTUAL
BROADCASTING SYSTEM, INC.

FIELD SERVICE TECHNICIAN
Mutual Broadcasting System, Inc. (MBS), a leader in network broad-
casting technology, has an opening in its Crystal City, Virginia, head-
quarters for a Field Service Technician.

Position will be responsible for installation and maintenance of MBS
FM broadcast equipment at radio stations nationwide, and will advise
and assistlocal engineers concerning FM SCA broadcasts.

Individua! must have 2-3 years experience with FM broadcast trans-
mitters and experience with satellite receiver systems is desirable.
Extensive travel is required, sometimes on short notice.

MBS offers complete Company-paid medical benefits, including den-
tal, and a pleasant working location.

Interested applicants are invited to submit resume and salary require-

mentsto:

MUTUAL BROADCASTING SYSTEM, INC.

1755 S. Jefferson Davis Highway
Arlington, Virginia 22202
Attn: Human Resources Department

An Equal Opportunity Employer M/F

OWNERS$/MANAGER$S

Have a championship season with this veteran
husband/wife morning team. Looking for an FM
home. We'd also like to program a cost efficient
package. Let us make you a winner.

513—429-4845

Situations Wanted Programing,
Production, Others

OWNERS & GM’S

Interested in “Talk” or "News-
Talk"? ... Philadelphia's STAN MA-
JOR invites you to read his article
on “talk” in the July RADIO ONLY
magazine ...
Copies available by calling
215—825-8592
Stan Major/Talk Programmer
38 Barclay Court
Blue Bell, Pa. 19422

TELEVISION

Help Wanted News

DOCUMENTARY
TYPE PRODUCTION

We are former broadcast journalist using the atest pro-
duction technology to produce video-based marketing
and traning packages for business and industry Join
us. and put your writing and producing skilis 1o work in
an exciing. challenging environment. Mimimum of five
years TV news expenence requwed. firm Salary and
benefits package commensurate with experience.
Send resume, references, and tape to:

VIDEA, LTD.

200 Guaranty Bank Building
Cedar Rapids, lowa 52401
EOE/M-F




Help Wanted News
Continued

NEWS WRITERS

CNN is searching for news writ-
ers with two or more years of
news experience to join our Pea-
body award winning staff in At-
lanta. Send sample of recent
broadcast copy, a resume in-
cluding date of availability and
five references to:

Ken Chamberlain
CNN
1050 Techwood Drive,
NwW
Atlanta, GA 30318

No telephone calls. CNN is an
equal opportunity employer.

Help Wanted Management

AUDIENCE
PROMOTION
MANAGER

KYW-TV Philadelphia

KYW-TV is looking for a No.2
person for their Creative Services
Department.

If you have excellent writing/
producing skills with administrative
and supervisory experience, contact
Brian O'Neill,Creative Services Director
KYW-TV.independence Mall East,
Philadelphia, PA. 19106

Do it today.

KYW-TU 3W

An equal opportunity employer

Help Wanted Announcers

TOP 25 ANCHOR

ABC affiliate seeking individual with 5 years FTanchor
experience with excellent news writing skills and dem-
onstrated ability to analyze/inlerpret as well as cover
breaking stories and meet deadlines. All inquiries will
be held in contidence. Reply by mail (no phone calls)
with 1ape/resume to Dana James. Personnel Mgr,
KATU. PO. Box 2, Portland. OR. 97207. EQE, MF.

PROMOTION MANAGER
Major market affiliate looking for creative,
aggressive, hands-on Promotion Man-
ager. Minimum 3 years experience in
broadcast promotion or agency. Send re-
sume, references to Box R-114. Confi-
dentiality assured. E.O.E.

WANT TO BE AVJ
IN BOSTON?
Channel 66 is looking for ra-
dio DJ's who want to join
our live major market music
video operation. Send us
your video audition tape or
sit in front of a home VHS
camera and tell us about
yourself in 3 to 4 minutes.
Send tape and resume to:
Program Director
WVJV-TV
PO. Box 9166
Framingham, MA 01701
Nc phone calls please.

WVJV-TV is an EOE.

Y,

v

TV NEWS DIRECTOR/
ANCHOR

Top 100 Market. Talented on-air
journalist with experience man-
aging people. If you have these
combined talents, send resume
with all the facts plus salary re-
quirements to: Box R-127.
EOE/M-F

NEWS DIRECTOR

Number One News Station in top 20 mar-
ket seeks News Director. Our News Di-
rector is being promoted to Station Man-
ager. Applicants must have at least three
years previous news management ex-
perience, strong people skills, good
news instincts and experience with bud-
gets. Previous producing and assigning
experience helpful. Send resume to: Pete
Langlois, Station Mgr, KCRA-TV, 310
Tenth St., Sacramento, CA 95814-0794.
KCRA-TVis an equal opportunity employ-
er M/F.

Help Wanted
Sales

LOCAL SALES MANAGER

Sunbelt ABC needs a strong Local Sales
Manager. Candidates must be well versed
in co-op, vendor, Starch, and TV-B mate-
rials, and be able to document your suc-
cess. If you are a proven leader with a
minimum of two years experience as a
L.S.M. and are looking for an opporiunity
with a group owned station, please send
your resume to:

KEN BAUDER, General Sales Manager

WTLV-TV 12

PO. Box.TV-12

Jacksonville, Florida 32231

No phorie calls please.

EEO

A Harte-Hanks

Help Wanted Programing,
Production, Others

PRODUCTION MANAGER

Top 10 market. Growing Network affiliate seeks aggres-
sive individual to build a production facility with interal
and commercial capabilities. Experience managing
people and resources a must. Successful candidate
will be able to work easily across depariment lines.
Send informalion about your background as well as
your future plans. E.O.E. Box R-112

PRODUCTION MANAGER
WXIX-TV, Cincinnali has immediate opening for
sales oriented Production Manager to lead
award winning staff and market state-of-the-art
production facilities to agencies and industrial
accounts. Ideal applicant should have produc-
tion knowledge, sales skills, be creative and
have experience in managing highly talented
staff. Resume and other materials to:

Bill Jenkins
VP/Gen.Mgr.
WXIX-TV
10480 Taconic Terrace
Cincinnati, Ohio 45215
WXIX-TV is a Malrite Communication Group
Station.
E.OE. MF

PHILIPS IS EXPANDING

CAMERAS, TRANSMITTERS, SALES ENGINEERS

Success of the LDK-6 family of computer-controiled cameras, and the Philips/Pye Twt television transmitters, creates need
for expansion of our direct sales force. Broadcast sales experience with both products desirable; minimum of one is

essential.

Join a leading Iogg tenured sales force with a major custorner-oriented company. PTS1is a North American Philips company;

in Fortune top-1

Altractive incentive and corporate benefit package.

Send resume, salary history. relocation flexibility. to Marketing Managey, Phifips Television Systems, Inc., 900 Corporate

Drive, Mahwah, New Jersey 07430.
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Help Wanted Programing, Production, Others Continued

NEWS PRODUCERS

CNN has openings for line news
producers at its Atlanta Head-
quarters. If you have at least 3
years of experience producing
news programs and are ready
for the challenge of producing
network news programs, send
your best video tape, a resume
and five references to:

Ken Chamberlain
CNN
1050 Techwood Drive,
NwW
Atlanta, GA 30318

No telephone calls. CNN is an
equal opportunity employer.

ASSOCIATE PRODUCER

We're looking for a creative seli-starter
who can generate ideas, book great talk-
ers, produce clever studio demonstra-
tions and, in general, do everything it
takes to produce the top-rated afternoon
show in the country. At least six months
experience with a similar studio-based
show is a must.

Please send a letter, resume and tape to:
KSTP-TV, Dpt. AP, Attn: Elen Rakietne,
3415 University Avenue, Minneapolis,
MN 55114,

5 Equal Opportunity Employer
M/F

KSTR-TV

Situations Wanted News

LEGAL REPORTER
Young, ambitious. imaginative lawyer-journal-
ist, with more than five years’ newspaper ex-
perience as legal affairs writer for a major metro
daily, anxious to move into television. Have also
done general assignment, government, fea-
ture and suburban reporting. Write Box P-153.

Situations Wanted Programing,
Production, Others

EXPERIENCED TV PROGRAM
DIRECTOR

Corp officer, and ind. producer/direc-
tor/writer would like to do it all for your
station, corp., or cable operation. Am sta-
ble, imaginative, and responsible. PO
Box 691271, Los Angeles, CA 90069.

Help Wanted Technical

TV TRAFFIC MANAGER

Major market. Sun-belt. Network affiliate.
Needs experienced Traffic Manager. Fa-
miliarity with Bias helpful. People skills
and ability to manage inventory neces-
sary. Send resume and salary history to
Box R-123. E.O.E.

ASSISTANT CHIEF ENGINEER

Major east coast CBS affiliate has
opening to replace retiring A.C.E.
Strong administrative abilities, FCC
license and familiarity with studio
and transmitter equipment neces-
sary. Budgeting and future equip-
ment planning knowledge desirable.
An EEO employer. Box R-69.

For Fast Action Use
BROADCASTING’S
Classified Advertising

MOREHEAD STATE UNIVERSITY
COLLEGE OF ARTS AND
SCIENCES

TV PRODUCER

Morehead State University is seeking highly
qualified candidates for the non tenure track
position of TV Producer. RESPONSIBILITIES:
Assist the coordinator in activities and func-
tions of television production facilities includ-
ing studio, remote and electronic field produc-
tion and the broadcast of the university access
channel 1o the local cable system. Assist inthe
creation and dissemination of instructional
educational. informaticnal and promotional
programming for use by the university, Com-
mercial broadcasters, and cable systems in
the region. QUALIFICATIONS: Minimum of a
Bachelors degree in R-TV with an émphasis In
television production. Minimum of one year ex-
perience in the television production for com-
mercial of public TV, university TV facility or
equivalent. Send letter of application, resume,
three reference letters and examples of work
no later than August 9. 1985 to

Office of Personnel Services
MOREHEAD STATE UNIVERSITY
HM 101
Morehead, KY 40351

MSU is an EEO/AA employer

ELECTRONIC/AUDIO ENGINEERS
WE NEED YOU AT THE MOTHER CHURCH!

If you are a member of The Mother Church seeking new ways to serve the Cause of
Christian Science and you have solid engineering experience you may want to
consider the following opportunities. We have immediate openings in these areas:

BROADCAST ENGINEERING

Chief Engineer to manage broadcast engineering functions, facility usage, and
equipment purchase and installation for complete audio/video
broadcast studios. Experience in broadcast engineering and man-

agement needed.

Audio Engineers to support the production of several daily radio broadcast
programs. These paositions require solid engineering experience at
a radio station and/or sound studio, and a willingness to work
irregular hours against critical deadlines.

Electronic Maintenance Engineer is needed to maintain all studio and broad-
cast equipment including audio sound consoles and multi-track
recording equipment and to design and modify equipment to meet

special needs.

If you are interested, please write for an application to:
The First Church of Christ, Scientist

Personell Department, C13

Christian Science Center
Boston, MA 02115

Or call toll-free: 1-800-225-7090, ext. 3856
In Alaska call collect: (617) 262-2300, ext. 3856
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ALLIED FIELDS

Help Wanted Programing,
Production, Others

Radio Programing

For Sale Stations Continued

MEDIA PRODUCTION
MANAGER

University of Michigan Media Resources
Center has immediate opening for
strong, creative professional production
manager, to be responsible for manage-
ment of program/production staff and to
produce instructicnal, broadcast quality
TV. Masters degree preferred and profes-
sional experience necessary, The Univer-
sity of Michigan is an equal opportunity,
affirmative action employer. Resume and
other materials should be sent to Freder-
ick M. Remley, Director, Michigan Media,
University of Michigan, 400 Fourth Street,
Ann Arbor, Michigan 48103. Closing date
for resumes August 31, 1985.

A non-discriminatory, affirmative action

employer.

=y
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Are Back
..piling up profits
for sponsors and stations.
15-minute programs from
the golden age of radio.

PROGRAM DISTRIBUTORS m PQ. Drawer 1737
Jonesboro, Arkansas 72403 m 501/972-5884

'} Lum and Abner

For Sale Equipment

Help Wanted Sales

REGIONAL ACCOUNT REPRESENTATIVE

Fortune 500 Company Subsidiary; Leader in
the industry; producing Station ID's, Sales and
Production Libraries, Music Commercials and
Television Commercials, has opening for Sales
Representative.
Candidates must have successful track record
in Radio and TV Sales, Adventising Agency
sales, or related fields. Position requires exten-
sive travel. Company provides excellent salary,
commision plan, plus company automobile, full
expenses and outstanding benefits.

Please send resume and salary history to:
Jack Adkins, V.P/Directer Human Resources.
Media General Broadcast Services, Inc., 2714
Union Avenue Extended, Memphis, TN 38112.

EOE. M/F . .
(%l@
Broadcast Services. Inc.

FOR SALE

RCA TCR 100A
2" CART

B0O00 Series serial #. Includes
300 carts, air system less tank,
SPU100A, EPIS, spare head. Ex-
cellent condition. AAILABLE IM-
MEDIATELY. Call Marc Bressack
for details and price: (201) 767-
1000,

A.F. Associates Inc.
100 Stonehurst Court
Northvale, NJ 07647.

H. ERWIN
THOMPSON ASSOCS.
SC SMALL AM  S160K  $40K
NC MOUNTAIN  AM  $400K  CASH
MW MEDIUM FM  $512K  $256K
SC COAST  AMFM $672K  NET
SC LARGE AM  $430K  CASH

GA SUBURBAN  AM $700K NEG
NY SUBURBAN  FM 32.7M CASH

NC COAST FM $700K NEG
NC COAST AM/FM  $450K NEG
NC RESORT AM $350K CASH

Contact: “Tad” Fogel
1705 Oak Street, Suite 1
Myrtle Beach, SC 29577

803—626-7627

ATTENTION GROUP OWNERS

Full power Top 50 U serving Penna Coun-
ties. On cable to over 350,000 house-
holds. 1M potential in 2 years.

Current 720K net. Asking less 10X.
Fully equipped—1 1/2 acres land.

" 4M tax credits avaiiable to buyer. Cali
Ben Bowers 215—921-9181.

Miscellaneous

Business Opportunity

VENTURE CAPITAL
DEBT FINANCING
For broadcasters
Sanders & Co.
1900 Emery St., Ste. 206
Atlanta, GA 30318
4035 5-GR00

Media Mark Corporation
P.O. Box 1739 * Hot Springs, AR 71902

WANTED

Investor for major market FM radio sta-
tion. Oppartunity for participation in man-
agement and operation. Write to: G.TI.,
Suite 208, 44 Broad St., Atlanta, GA
30303.

Employment Services

For Sale Stations

901/ 767-7980

MILTON Q. FORD =

MEDIA BROKER E—APPHAISEFI S
“Speciatizing In Sunbéit Broadcsst Properties ™
5050 Pooplar - Sste 1135 i

IOWA — Unusual AM situation. Oniy station in county
against a waekly A great
tor opportunity for ity mindad
$45,000 down will handle

Medial Brokers = 501-525-4600

AM DAYTIMER

New Bern, NC
Sweetheart deal
Call R.T. Wardell
919—633-2406

GM, SM, SALES REPS

Move up to one of our client station or groups. Only
outstanding candidates with superior track records wilf
be considered. We are the Southeast leader specializ-
ing in broadcast placement nationwide. Positions now
available for medium market professionals. Mail re-
sume and salary requirements to Director, Media Divi-
sion. Harvest Personnel, PO. Box 50505. Columbia,
5.C. 29250.

EXCELLENT NET FOR
OWNER/OPERATOR

Seeking community-minded, enthusias-
tic buyer for established AM Daytimer in
attractive & growing small market of Tex-
as. Long-time owner wishes to retire from
broadcasting. Asking approx. 2.2X
Gross, 6.5X Cash Flow. Terms and price
negotiable. Reply with qualifications to
Box R-125.

NO WAITING
Be on the air in a few weeks—already
granted C.P. Format Spanish-Religion—
News Talk. You'll never get in big market
radio quicker or less expensively. (512)
546-4106. PRW & Associates, Box 3127,
South Padre Island, TX 78597.

: AZ\OM/FM Tr;ear Birmingham. Good biling Positive cash flow
000
m3 TV stations within top 7 markets $50.000,000 each. Qualitied
pnncipals onl
u Daytimer. Chtﬂln%am Profitable “discount coupon” com-
wncluded. $350, $20.000 O.F © qualified buyers.
nCl Cmﬁnqlasw)peoplelnmcaptmmldsszs
milion. Terms.

Business Broker Associates
615—756-7635, 24 hrs.

MINNESOTA 1,000 WATT

Daytime Radio Station. PSA and PSSA
authority. FM frequency available. Reply
to Box R-96.

Bumndanntina L 9% 1008




BOB KIMEL'S
NEW ENGLAND MEDIA, INC.

POWER FM

AM/Class 8 FM $2.250,000 Northeast
AM/Ciass C FM $1,400,000 New England

8 Driscoll Dr., St. Albans., VT 05478

802-524-5963
GEORGE WILDEY 207-547-8083 (MEI

A GREAT PLACE TO BE

Regional Class C FM in stable Montana
metro market. A proven winner with ex-
cellent terms to qualified buyer. Attractive
real estate included. Reply to R-130.

FOR LEASE WITH OPTION

TO BUY OR FOR SALE
AM, 500 watt, daytimer, Anamosa,
lowa. $128,000 net billing. Approxi-
mately $9600 expense per month
without debt retirement. Schaffer
Automation. Country format. Net
lease $2000 per month/sale
$185,000 w $15,000 down payment,
10 year amortization, 5 year balloon,
interest 10.5%, payments $2293.90
per month. (real estate not included)
Qualified buyers call Steve Goldin
319—895-8444,

RADIO STUDIO & OFFICES FOR SALE

1400 sq. ft. modular building. Full AC, stu-
dio, automation room, news, engineer-
ing. full kitchen & bath. offices, total 9
rooms. Specifically built as radio tacility.
Easily relocated. Call Jack Spring, KRXV
619--254-2951.

For Sale Stations Continued

NORTH CENTRAL TEXAS
CLASS A FM STATION

New station, state of the arnt equipment from the
microphone to the elements. Centrally located,
strong small market. Easily negotiable terms.
Call WW. Best, 817—937-6305 or 817—937-
B6551.

SOUTH CENTRAL VIRGINIA

2,500 watt daytimer with new semi-automated satellite
programming. Docket 86-90 FM tor community. Perfect
small markel opportunity for owner operator. Present
owners have demanding business interests in another
pant of the state. Includes building and 2.25 acres.
Priced to sell at $275K. write owners at Route 1, Box
273, Troutville, WA 24175,

Top-10 Market

Class B FM. Excellent technical facility.
Breakeven, mid ratings—$12,000,000
cash. Principals only. Box R-113.

Media Mark Corporation
P.O. Box 1739 °* Hot Springs, AR 71902

COLORADO CLASS C FM
FOR SALE

$500,000
CALL (202) 861-0960

SOUTHWEST

FM CLASS C CP
MEDIUM MARKET
BOX R-128

A
<RAM>
N

R.A.Marshall &Co.

Media Investment Analysts & Brokers
Bob Marshall, President

NEW MEXICO CP FOR SALE

Meadia Brokers * 501-525-4600

oADC
o® a5,
INVESTMENT
]
MY ALys®

ASSET APPRAISALS
VALUATION STUDIES
BUSINESS PLANS
FEASIBILITY STUDIES

P.O. Box 17307
Dultes International Airport
Washington, OC 20041
(703) 378-7766

Class C FM with companion AM located in well-defined Sun-
belt market. Growth potential. $1.8 million with $500,000 and
terms available to qualified buyer.

S08A Pincland Mall Office Center. Hilton Head Island. South Carolina 29928 803-681-5252

rqDan Hayslett

& A iglvs

@ A iy Brokoors
"> || |\, mADIO, TV, and CATY

{214} 691-2076

105543 Barry Kagl Di. Dallas 75230

\

JAMAR:- RICE CO.

Medla Brokerage & Appraiasis

william R. Rice
william w. Jamar
(S42) 3279570

050 west Lake High Dr Suire #103 Austin. Tx 7R746

Location Size Type Price

NC Met AMFM $1250K
MI Met AM/FM $1008K
ME Reg AM/FM $900K
CA Reg FM $795K
OK Med AMFM $650K
ut Sm  AMFM $575K
MO Sm AM/FM $535K
OK Med FM $500K
OK Sm FM $350K
™ Sm M $275K

Terms
$350K
$300K
Terms
$250K
$150K
Terms
$115K
$125K
Cash
Terms

Contact Phene

Mitt Younts (202) 822-8913
Burt Sherwood (312) 272-4970
Ron Hickman (401) 423-1271
EHiot Evers (415) 387-0397
Bili Whitley (214) 680-2807
Greg Merrill (801) 753-8090
Bill Lytle (816) 941-3733
Bill Whitley {214) 680-2807
Bill Lytle (816) 941-3733
Bill whitley (214) 680-2807

CHAPMAN ASSOCIATES

nationwide media brokers

For information on these properties, please contact the Associate shown.
For information on these and our other availabilities, or to discuss selling your property, contact Janice
Blake. Marketing Director. Chapman Associates Inc., 1835 Savoy Or, Suile 206, Atlanta, GA 30341.
404-—458-9226.

[P PR




Wilkins and Associates
Media Brokers

FL  AM Full Time $1.2 Million CASH
NC  AM Full Time $450,000 TERMS
PA  FM $350,000 CASH
L AM Full Time $500,000 20%
CT  AM Full Time $800,000 35%

TN AM $350,000 TERMS

IN AM/IFM $450,000 30%

VA AM $385,000 DOWN PAYMENT
AL AMIFM $225,000 25%

AR AM/FM $335,000 15%

SC  AM $35,000 DOWN PAYMENT

For Sale Stations Continued
THE ALDWORTH nas

EXCELLENT EM PROPERTY ORCANIZATION  526-7916

Medium-sized Midwest Market. This e e Al e
Class A FM enjoys high ratings, and is UPPER MIDWEST TOP-100 MSA
being offered for less than 2.5 times its

i i Realistically priced at 2 times revenue
GRS AL et iU sl Motivated seller offers attractive terms.

AM daytimer has been consistently

PO. BOX 1714 — SPARTANBURG, S.C. 20304 - 803/585-4638

TOP 15
MARKET

Daytime AM for sale for
$120,000 cash. Box P-59.

Rahf & Moadsr

MEDIA BROKER
AM-FM-TV-Appraisals
PO. Box 36
Lexington, MO 64067
816—259-2544

profitable for absentee owners
241 W. Lake Shore Dr. # Barrington, IL60010

“TWENTY YEARS OF EXPERIENCE GOES INTO EVERY SALE”

H.B. La Rue, Media Broker

Radio TV CATV Appraisals

West Coast East Coast Atlanta
44 Montgomery St. #500 500 East 77th St. #1909 6600 Powers Ferry Rd. #205
San Francisco, CA94104  New York, N.Y. 10021 Atlanta, GA 30339
415 434-1750 212 288-0737 404 956-0673 Hal Gore, V.P.

BROADCASTING’S CLASSIFIED RATES
All orders to place classified ads & all correspon- addressed to: (Box number), ¢/o BROADCASTING,
dence pertaining to this section should be sent to: 1735 DeSales St., N.W, Washington, DC 20036.
BROADCASTING, Classified Department, 1735 De-  advertisers using Blind Box numbers cannot request
Sales St., N.W,, Washington, DC 20036. audio tapes, video tapes, transcriptions, films, or
Payable in advance. Cash, check, or money order. VTR's to be forwarded to BROADCASTING Blind Box
Full & correct payment MUST accompany ALL or- numbers. Audio tapes, video tapes, transcriptions,

ders.

films & VTR's are not forwardable, & are returned to

When placing an ad, indicate the EXACT category the sender.

desired: Television, Radio, Cable or Allied Fields; Publisher reserves the right to alter classified copy to
Help Wanted or Situations Wanted; Management, conform with the provisions of Title Vil of the Civil
Sales, News, etc. If this information is omitted, we will Rights Act of 1964, as amended. Publisher reserves
determine the appropriate category according to the the right to abbreviate, alter, or reject any copy:.

copy. NO make goods will be run if all information is  Rates: Classified listings (non-display). Per issue:

not included.

Help Wanted: 85¢ per word, $15 weekly minimun.

The publisher is not responsible for errors in printing  Situations Wanted {personal ads). 50¢ per word,
due to illegible copy—all copy must be clearly typed $7.50 weekly minimum. All other classifications: 95¢
or printed. Any and all errors must be reported to the per word, $15 weekly minimum. Blind Box numbers:
classified advertising department within 7 days of $3 per issue.

publication date. No credits or make goods will be  Rates: Classified display (minimum 1 inch, upward in
made on errors which do not materially affect the ad-  haif inch increments), per issue: Situations Wanted:

vertisement.

$40 per inch. All other classifications: $70 per inch.

Deadline is Monday at noon Eastern Time for the fol- For Sale Stations, Wanted To Buy Stations, Public No-
lowing Monday's issue. Earlier deadlines apply for tice & Business Opportunities advertising require dis-
issues published during a week containing a legal play space. Agency commission only on display
holiday, & a special notice announcing the earlier space.

deadline will be published above this ratecard. Or-  word count: Count each abbreviation, initial, single
ders, changes,.and/or cancellations must be submit-  figure or group of figures or letters as one word each.
ted in writing. (NO telephone orders, changes, and/or - Symbols such as 35mm, COD, PD,etc., count as one

canceliations will be accepted.)

word each. Phone number with area code or zip code

Replies to ads with Blind Box numbers should be counts as one word each.
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Media

Penny Springer has been named president
and general manager of RGR Broadcasting’s
WwIGS-AM-FM Gouverneur, N.Y., succeeding
her husband, Herb, who died in auto accident
May 2 (“Fates & Fortunes,” May 13). Burton
Schapiro, president and general manager of
RGR's wrpL-FM Tupper Lake. N.Y., succeeds
Herb Springer as chairman of RGR.

Robert Thompson, VP and general manager,
wUTR-TV Utica, N.Y., joins WNCT-TV Green-
ville, N.C., as VP and general manager.

Richard Harlow, general sales
WMFR(AM)-WMAG-FM  High  Point,
named VP and general manager.

E.D. Trimble, VP and
general manager,
KDVR(TV) Denver,
joins KHTWV(TV) Hous-
ton as VP and general
manager.

Gary Rodriguez, VP
and general manager
for KBEQ(FM) Kansas
City, Mo. joins
KHTT(AM)-KSJIO(FM)
San Jose, Calif., in
same capacity.

Norm Hankoff, from Fred Hall Productions,
Windsor, Calif., joins KTHO{AM)-KZFR(FM)
South Lake Tahoe, Calif., as president and
general manager.

Tom Forsman, sales manager, KEZE-FM Spo-
kane, Wash., joins KUDY(AM)-KQSP(FM) there
as general manager.

manager,
N.C.,

Trimble

Jack Adamson, president of Los Angeles/San
Francisco division, Bonneville International
Corp., named senior VP of Bonneville.

Clark Cipra, secretary-treasurer-controller,
KAAL(TY) Austin, Minn., named president
and general manager.

Jerry Braet, VP and station manager, KCOP-TV
Los Angeles, joins KUTP(TV) Phoenix as gen-
eral manager.

Jeff Weber, general manager, KMXL-FM Lo-
gan, Utah, joins wKOL(AM)-WMVQIFM) Am-
sterdam, N.Y., as general manager.

Alan Miller, general manager, WMBG(AM)-
WQKS(FM) Williamsburg, Va., joins WRAP-
(AM) Norfolk, Va., in same capacity.

John Powell, executive VP and general man-
ager, KHAS(AM) Hastings, Neb., retires Aug.
1 afier 29 years with licensee, Nebraska
Broadcasting Co.

Pat Eileen O'Meara, head of public relations,
communications and community service,
noncommercial WXEL-FM-TV  West Palm
Beach, Fla.. named station manager.

Benny Wilson, crew chief and installation su-
pervisor, Cableguard Inc.’s Tucson, Ariz.,
system, named operations manager. Mike

Reber, new construction supervisor, Cable-
guard’s San Antonio, Tex., operation, named
operation manager.

Monty Beal, news director, KXOF(FM) Bloom-
field, lowa, named operations director.

Charles Wilkins, personnel manager, Hol-
lingsworth & Vose, Boston, joins WNEV-TV
there as director of employe relations.

Lee Salzberger, VP, programing and re-
search, Belo Broadcasting Corp., Dallas,
named VP, administration.

Gail Arnall, telecommunications consultant.
joins Public Broadcasting Service, Washing-
ton, as director of national narrowcast ser-
vice. Stephen McGowan, broadcast research
analyst, research and planning department,
National Association of Broadcasters, Wash-
ington, joins PBS there as senior research
associate, research depariment.

Howard Lowe, director of operations,
KVIE(TV) Sacramento, Calif., joins WLIW(TV)
Garden City, N.Y., as director of broadcast-
ing.

Bryan Kneeland, VP and general manager,
Centel Cable Television of lowa, named con-
troller of Centel Communications Co.. Chi-
cago.

Anthony Campbell, senior pastor, Russell
Street Missionary Baptist Church, Detroit.
joins noncommercial WTVS(Tv) there as direc-
tor of metropolitan development.

David Creagh, from noncommercial
KLON(FM) Long Beach, Calif., joins noncom-
mercial WJHU-FM Baltimore as general man-
ager.

Lillian Perez, member of business depart-
ment, wPvI-Tv Philadelphia, named credit
manager.

Marketing

Bill Behrmann, senior VP and media director,
Ogilvy & Mather, Chicago, and Al Mager,
senior VP, group director, O&M, Chicago,
named to management council.

Gerald Luedke, VP, finance and administra-
tion, Cunningham & Walsh, joins Dancer
Fitzgerald Sample, San Francisco, as VP, fi-
nance and operations.

John Lucci and Scott McNamara, VP’s,
Dancer Fitzgerald Sample, New York, named
creative group heads.

Named media supervisors, Needham Harper
Worldwide, Chicago: Vicki Lichtblau and Jeff
Rezuto, media planners, and Emily Vrkljan,
media planner-buyer.

Carl Teitelman, from SSC&B, New York,
joins Kenyon & Eckhardt there as account
Supervisor.

George Cline, from The Bloom Companies,
Dallas, joins Siddall, Maws & Coughter,
Richmond, Va., as VP, account supervisor.

Broadcasting Jul 22 1985

Named senior VP's, Doyle Dane Bernbach,
New York: William Mattes and F. Michael Per-
kins, VP's, management supervisors, and

Perkins
Harold Scutt, VP, di-

rector of personnel.

Mattes

Keith Jesperson, VP,
client services. Russ
Reid Co., Pasadena,
Calif.-based advertis-
ing agency and pro-
duction company,
named executive VP
Terry Calvin, VP, oper-
ations, Russ Reid Co.,
named VP, chief oper-
ating officer.

Scutt

IMMEDIATE
GAREER OPPORTUNITIES
We are in immediate need of

aggressive broadcast
professionals.

Radio talk show hosts

TV talkk show hosts
Radio/TV regional/

national account executives
Creative news directors
Reporters

Anchors

Program directors

Editors

Documentary producers
Meteorologists
Copywriters, etc.

MEDIA-TALENT NETWORK
MANAGEMENT
GCONSULTANTS

2400 Merchant Drive, N.W.
Suite 200
Knoxville, TN 37912

615—522-7900

(All inquiries held in
strictest confidence.)




Richard Wolk, VP, television sales, WTAE-TV
Pittsburgh, resigns.

Daniel Rank, national media manager, Stroh
Brewing Co., Detroit, joins Needham Harper
Worldwide, Chicago, as associate group di-
rector.

Anita Boro, from Ogilvy & Mather, Chicago,
joins Kelly, Scott & Madison there as senior
media planner-buyer.

Robert Rice Jr., director of marketing, Adver-
tising Media Services Unlimited, Los Ange-
les, joins Chinese World Television there as
director of international advertising. CWT
broadcasts Chinese language programing to
four U.S. cities: San Francisco, New York,
Chicago and Los Angeles.

Lou Conover, from Seltel, Dallas, joins
Avery-Knodel there as manager.

Terry Volbert, account executive, KTCZ-FM
Minneapolis, joins Republic Radio there as
manager.

Charles Curran, from own company, Charles
Curran, Co., New York Spanish-language
television sales representative, joins John
Blair and Co. there as manager, domestic
sales, for BlairSpan, subsidiary that produces
and distributes Spanish-language program-
ing.

Appointments, Media General Broadcast
Services, New York: Lorraine Lamb, from
Ted Bates Advertising, New York, to buyer;
Harve Lee Kushner, from Ted Bates, to senior
account executive; Adrien Seixas, senior buy-
er, Wells, Rich, Greene, New York, to major
markets senior buyer, and Debbie Ebbin, from
Foote, Cone & Belding, New York, to senior
buyer.

James Everett, account executive, Chicago
Interconnect, CBS Spot Cable Sales, joins
Cable Networks Inc., Chicago, as account
executive.

Bernie Kvale, VP and general manager,
wFYR(FM) Chicago, joins Mutual Radio Net-
work there as Midwest sales manager.

Stephen D. Cline, VP, J.D. Mathis & Co.,
Baltimore, named senior VP. Peggy Cross-
ley, freelance writer and editor, joins J.D.
Mathis & Co. as copywriter.

Bill Stanton, from Harrington, Righter & Par-
sons, Chicago, joins Petry there as account
executive, broncos sales team. Alan Kass, ac-
count executive, Katz American Television,
New York, joins Petry there as account execu-
tive, roadrunners team. Kathy Brown, client
service executive, A.C. Nielsen, Dallas,
joins Petry there as account executive.

Stephen Barry, director of sales, UVM
Corp., Indianapolis, joins WPTY-TV Memphis
as general sales manager.

Anne Lent, national sales manager, WROC-TV
Rochester, N.Y., named general sales man-
ager.

Elsie Sacra, account executive, WNOL-FM
Norfolk, Va., named general sales manager.

Victoria Mann, account executive, KTIM-AM-
FM San Rafael, Calif., named general sales
manager.

Thom Brown, account executive, WAZY-FM
Lafayette, Ind., named sales manager.

Kathy Robinson, regional sales manager,
wsBw-FM Karnkakee, Ill., named VP and head

of new Chicago Heights regional sales office.

Kirk Jackson, account executive, wWCIX(TV)
Miami, named local sales manager.

Randy Pratt, local sales manager, KTUL-TV
Tulsa, Okla., named national sales manager.

Jay Van Riper, marketing manager, Group W
Cable, Tampa, Fla., joins Copley/Colony Ca-
blevision of Costa Mesa, Calif., as sales
manager.

Beverly Feller, account executive, WQEQ(FM)
Freeland, Pa., named local sales manager,
WXPX(AM) West Hazleton, Pa.-wQEQ(FM)
Freeland, Pa.

Joanne Cini, from ABC Spot Sales, New
York, joins ABC-owned wxyz-Tv Detroit as
national sales manager. Joe Trondle, Detroit
sales manager, ABC Spot Sales, joins wXYZz-
Tv as local sales manager.

Francisco Gonzalez-Abreu, designer, wWLTV-
(TV) Miami, named art director.

Pat Fogarty, from WKRN-Tv Nashville, joins
wSBT-TV South Bend, Ind., as account execu-
tive.

Richard Selah, from Dallas Times Herald,
Dallas, joins wowT(Tv} Omaha as account
executive.

Linda Savage, account executive, WTAE-TV
Pittsburgh, joins WHEC-Tv Rochester, N.Y.,
as account executive.

Nancy Davies, executive news producer,
KGMB-Tv Honolulu, joins WLEX-Tv Lexing-
ton, Ky., as account executive.

Deborah Denechaud, from WGNO-TV New
Orleans, joins wvUE-TV there as account ex-
ecutive.

Richard Walton, director of marketing, non-
commercial WHYY-TV Philadelphia, joins
noncommercial WXEL-FM-TV  West Palm
Beach, Fla., in same capacity.

R W e
Programing

Lana Freistat, VP, television development,
Leonard Goldberg Co., Los Angeles, joins
Paramount Pictures Corp. there as VP, com-
edy, Paramount Television Network. Eric

Schotz, producer, Eye on L.A., KABC-TV Los
Angeles, joins Paramount there as line pro-
ducer, America.

Peter Affe, VP and
general manager, New
England Sports Net-
work, joins domestic
television division,
Walt Disney Pictures,
New York, as VP, East
Coast operations. He
will oversee station
syndication sales and
act as liaison to broad-
cast groups headquar-
Affe tered in East.

Richard Heller, VP, comedy development,
Columbia Pictures Television, Los Angeles,
named senior VP, comedy development. J.
Charles Shackelton, director, West Coast per-
sonnel, Columbia Pictures [Industries, Bur-
bank, Calif., named VP, human resources,
West Coast, filmed entertainment. Edward
Sause, controller-motion pictures, filmed en-
tertainment, Columbia Pictures Industries,
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lfos Angeles, named VP and controller-mo-
tion pictures, filmed entertainment.

Karen Lerner, senior producer, 20/20, ABC,
New York, joins MGM/UA there as VP, mo-
tion picture production, East Coast.

Alan Benjamin, counsel, home entertainment
group, MGM/UA, New York, named senior
VP, business and legal affairs, MGM/UA
Home Video. Jeffrey lvers, corporate con-
troller, home entertainment group, named
VP, financial planning and operations.

Appointments, Public Broadcasting Service,
Washington: Robin Breed, associate director
of program acquisitions, to director, program
acquisitions; John Lorenz, associate director
of program business affairs, to director of
program business affairs; Jeffrey Gabel, sta-
tion manager, noncommercial KT00-TvV Ju-
neau, Alaska, to associate director, children’s
and cultural programing.

Skip Paul, former senior VP and general
counsel, Atari Inc., joins MCA Enterprises,
Universal City, Calif., as president, responsi-
ble for developing and expanding business
opportunities outside United States.

Keith Reynolds, marketing director, Windsor
Television, London, joins Worldwide Televi-
sion there as senior VP, responsible for inter-
national marketing and business develop-
ment.

Sara Altshul, VP, Ladd Company, Los Ange-
les, and Steve Reuther, VP, Galactic Films,
Los Angeles, join RKO FilmGroup, RKO
Pictures there as VP’s.

Bill Nelson, VP, sales and marketing finance,
Home Box Office, New York, named VP and
controller.

Steve Gelfand, manager of finance, The Dis-
ney Channel, Los Angeles, named director of
finance.

Thomas Allen, account executive, Satellite
Music Network, New York, joins NBC Radio
Network there as director of sports sales.

Kathleen Helppie, manager, production and
administration, Wamer Bros. Cartoons, Bur-
bank, Calif., named director, production and
administration.

Bob Shannon, from own firm, Bob Shannon
& Associates, joins TM Communications,
Dallas, as national manager, special projects.

Paul Brownstein, independent producer, joins
Dick Clark Co., Los Angeles, as VP, pro-
grams and sales.

Laura Powers-Swiggett, affiliate marketing
manager, Rainbow Programing Services,
New York, joins SportsChannel there as prod-
uct manager.

Ron Harrison, VP, domestic syndication
sales, Alan Enterprises, Los Angeles, joins
Colbert Television Sales there as Western
sales manager.

Hugh Eaton Jr., VP, administration, broadcast
and video enterprises division, Landmark
Communications, Norfolk, Va., named VP,
administration, of its subsidiary, The Weather
Channel.

Jeffrey Peisch, freelance writer, and Raj Ba-
hadur, editor, Scene magazine, New York,

join MJI Broadcasting, New York, as produc-
ers, Rock Today.

Michael Penzell, director, central division



sales, Satellite Music Network, Dallas,
named VP, central division sales.

Lee Armstrong, program manager, WFAA-TY
Dallas, named director of programing for par-
ent, Belo Broadcasting Corp. there.

Joseph Weber, program manager, WOFL-TV
Orlando, Fla., joins USA Network, New
York, as directer of acquisitions and schedul-
ing.

Sue Steinberg, music director, KMET(FM) Los
Angeles, joins Kris Stevens Productions,
Sherman QOaks, Calif., as operations man-
ager.

Herb Lehr, from own Los Angeles-based con-
sulting firm, Brown & Co., joins The Bur-
bank Studios there as project specialist.

Randy Lane, from WABB-AM-FM Mobile,
Ala., joins wrRQX(FM) Washington as program
director.

Bob Bradley, from wMJR-FM Manassas, Va.,
joins WMTG(AM) Gaithersburg, Md., as pro-
gram director.

Rocky Nelson, program director, WNOR(AM)
Norfolk, Va., named program director.

Pat Faust, director of Enterprises Group,
noncommercial WTTW(TV) Chicago, named
VP of group.

Jere Sullivan, air personality, wAIA(FM} Mi-
ami, named program manager.

Greg Grimley, production manager, KAAL(TV)
Austin, Minn., named head of production de-
partment. Janet Anderson, community rela-
tions manager, KAAL, named program direc-
tor.

Joseph Campbell lll, assistant program man-
ager, noncommercial WGTE-Tv Toledo, Ohio,
named program manager.

Ken Grimball, coordinator, Good Afternoon,
noncommercial WCNY-TV Syracuse, N.Y.,
named producer, WCNY-FM-TV.

Deborah Cohen, associate producer, Good
Day, wCvB-TV Boston, joins USA Cable, Los
Angeles, as producer, Alive & Well.

David Cardwell, producer-director, wVUE-TV
New Orleans, named production manager.

Carmen Gonzalez, production assistant, Dy-
namic Cablevision of Florida, Coral Gables,
Fla., named program production supervisor.

Tina Stevens, producer-director, WUHF(TV)
Rochester, N.Y., joins wHEC-TV there as cre-
ative writer-producer.

News and Public Affairs

Cathy Lasiewicz, producer, weekend edi-
tions, CBS Evening News, New York, named
senior producer.

Mark Giardina, managing news editor and re-
porter, WNYR(AM)-wEZO(FM) Rochester, N.Y.,
named news director. Donna Dedee, from
WYLF(FM) South Bristel Township, N.Y.,
joins WNYR-WEZO as reporter, succeeding
Laura Saxby, who joins wHEC-TV Rochester
as reporter.

Thomas Dygard, chief of Chicago bureau,
Associated Press, named chief, Tokyo bu-
reau, succeeding Roy Essoyan, who is retir-
ing after 40 years with AP.

Steven Schwaid, assistant news director,

wTsP-TY Tampa-St. Petersburg, Fla., joins
Kyw-Tv Philadelphia as night managing edi-
tor.

Eric May, news producer, KGw-Tv Portland,
Ore., joins KvOS-Tv Bellingham, Wash., as
executive producer, news and public affairs.

Ed Sorenson, sports director, KGUN-TV Tuc-
son, Ariz., joins WRTV(TV) Indianapolis as
sports director, succeeding Tom Carnegie, re-
signed.

Delores Handy, reporter, WNEV-TV Boston,
named noon co-anchor,

Scott Thomas, from Virginia News Network,
Richmond, joins weBR(aM) Buffalo, N.Y., as
anchor.

Mary Ann Bergerson, weekend anchor-re-
porter, WEEK-TvV Peoria, [ll., joins wXIA-TV
Atlanta as reporter.

Mary Ann Herman, reporter, wsaz-Tv Hun-
tington, W. Va., joins wCMH-Tv Columbus,
Ohio, as reporter.

J.B. Eckert, producer, morning news, KSTP-TV
Minneapolis-St. Paul, joins Conus Commu-
nications there as managing editor.

Eric Burch, managing editor, wRAL-FM Ra-
leigh, N.C., joins KTAR(AM) Phoenix as an-
chor-reporter. Jim Schnebelt, weekend me-
teorologist and science reporter, KTSP-TV
Phoenix, assumes additional duties as staff
meteorologist, KTAR.

Camilla Jean Carr, from WNEV-TV Boston,
joins wCAU-Tv Philadelphia as reporter and
weekend co-anchor.

Greg Wayland, reporter, WNEV-TV Boston,

named reporter, New England News Ex-
change.

Ross Cavitt, intern, WAND-TvY Decatur, IlI.,
named reporter.

Technology

Appointments, MCL/Quantel, Palo Alto, Ca-
lif.: George Grasso, president, to chairman
of board; Richard Taylor, managing director
of U.K.-based parent, Quantel Group, as-
sumes presidency of MCE/Quantel, and Hugh
Boyd, executive VP, MCI/Quantel, assumes
additional responsibilities as chief executive
officer,

Appointments, Anixter Bros., Skokie, Ill.:
Alan Anixter, president and chief executive
officer, to chairman and CEO; John Pigott,
executive VP, administration, to president;
John Egan, executive VP, operations, to
president, Anixter Communications; Robert
Wilson, VP, sales, to president, Anixter Wire
and Cable, and three executives elected vice
chairmen as part of newly formed executive
committee: William Anixter, senior executive
VP, James Anixter, executive VP and assis-
tant to president, and Bruce Van Wagner, ¢x-
ecutive VP, international.

Appointments in reorganization of satellite
services division, Mutual Broadcasting Sys-
tem, Arlington, Va., for planned introduction
of FM subcarrier data distribution system:
Peggy Solomon, VP, broadcasting oper-
ations, to VP, operations; Michael Hrinko, di-
rector of engineering, to VP, engineering; Da-
vid Wilcox, MultiComm project adminis-
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trator,

to director of telecommunication

Services.

Michael Wilke, product
manager, Ampex 196
and 175 video tape
products, Redwood
City, Calif.,, named
marketing  manager,
video tape products,
magnetic tape  divi-
sion.

Brian Johnson, from
Presidio Oil Co., Den-
] ver, joins Spacelink,
Wilke Englewood, Colo., as
VP, finance. Spacelink, subsidiary of Jones
International, builds community antenna
television systems.

Floyd Shacklock, marketing manager, gov-
ernment electronics division, Motorola,
Tempe, Anz., joins Scientific-Atlanta, Phoe-
nix, as marketing specialist, coaxial cable di-
vision.

Donaid Thorkelson, national sales manager,
VCA Duplicating Corp., New York, joins
JVC Co. of America there as sales manager,
CCTV products, professional video commu-
nications division.

Alphonse Jamrozek, operations manager, Ze-
nith's Toronto, Canada, plant, named oper-
ations manager of its cable television decoder
manufacturing plant in Chihuahua, Mexico.

Tom Kidd, applications engineer, Microdyne,
Ocala, Fla., joins Hubbard Communications,
St. Petersburg, Fla., satellite communica-
tions firm, as marketing manager.

Benny Chee-Hon Chan, manager, engincer-
ing and quality control, Timex, Hong Kong,
joins Times Fiber Communications there as
manager of newly opened Far Eastern office.

Marc Bressack, sales engineer, A.F. Associ-
ates, New York, named manager of broadcast
sales. A.F Associates designs and manufac-
tures video systems.

Rebecca Woods, sales representative, United
Video, Tulsa, Okla., named special account
sales representative.

Walter Hariu, director of engineering, Morgan

Murphy Stations, Madison, Wis., retires
after 50-year broadcast career.
Robert Schacht, from WiLKAM) Wilkes-

Barre, Pa., joins wxpx(aM) West Hazleton,
Pa.-wQEQ(FM) Freeland, Pa., as chief engi-
neer.

Douglas Stone, senior sales representative,
East Coast branch of VCA/Technicolor, New
York, named account executive, VCA/Tele-
tronics there.

Mark Fruehauf, chief engineer, wiQY(FM) Fort
Lauderdale, Fla., resigns. Jim Sorenson,
chief engineer, KBRQ(AM) Denver, joins WiQY,
succeeding Fruehauf,

Ben Justus, assistant chief engineer, KRON-
Tv San Francisco, joins KESQ-Tv Palm
Springs, Calif., as chief engineer.

Promotion and PR

Jan Hausrath, VP, media relations, Rogers &
Cowan, Washington, joins Devillier Commu-

nications there as VP.

David Bergmann, publicist, Embassy Tele-
communications, Los Angeles, named man-
ager, publicity.

Mark J. Feldman, di-
rector of public rela-
tions, Mutual Broad-

casting System,
Arlington, Va., named
director, corporate

communications,  as-
suming additional re-

sponsibilities for ad-

vertising and
promotion.
Jim Gray, president

Feldman

and chief operating of-
ficer, Manning, Selvage & Lee, Atlanta,
named managing director of office. Gray be-
comes chief executive officer of Atlanta of-
fice, succeeding Chairman George Goodwin,
who founded office, and who remains with
company as consultant.

Jan Floyd, from Cohn & Wolfe Public Rela-
tions, Atlanta, joins Cargill, Wilson & Acree
there as senior public relations account ex-
ecutive.

Nancy Chernett, independent media consul-
tant, joins wBBG(AM) Cleveland as promotion
director.

Frederick Lamont Jr., from N W Ayer, New
York, joins Cable Television Network of New
Jersey, Trenton, N.J., as director of public
relations.

Wendy Clem, writer-producer, promotion de-
partment, KUSA-Tv Denver, named assistant
director of advertising and promotion,

Cindy Pelton, assistant director of promotion,
KGW(aM) Portland, Ore., named promotion
director.

Judith Jones, publicist, noncommercial
WXEL-FM-TV West Palm Beach, Fla., named
public information coordinator.

Lisa Alcalay Riger, art director, WTMJ-TV
Milawukee, named advertising and promo-
tion manager.

Elizabeth Altick-McArthy, associate director
of program development and corporate com-
munications, noncommercial WTTW(Tv) Chi-
cago, named director of publications and cor-
porate communications.

Jerry Kaufer, VP, creative services, Viacom
International, New York, joins Worldvision
Enterprises there in same capacity.

Allan Lafferty, director of communications,
United Way of Southeastern Pennsylvania.
Philadelphia, joins KYW-TV there as market-
ing and communications manager.

Diane Fiolek-Mandel, graphics designer,
wDIV-TV Detroit, named graphics manager,
news.

Allied Fields

Ralph Malvick, president, Potomac Television
Productions, Rockville, Md., joins Mont-
gomery Community Tlevision, Rockville,
Md., as executive director. MCT manages
access channels on cable system serving
Montgomery County, Md.

Broadcasting Jul 22 1985

Oné more time. The Aadio-Televisan
Meevm Oiirectors . Associabon reqion
election of directors has been resche-
duled because ol computer arror In the
original glection, Lois Mathesan, sosc-Ty
Saattle, won (“Fates & Forbunes” July 15)
ower incumbent Bill Swing, kemwme Port-
land, Ore., by & wote of 18 o 7. One
wirling membar did nol receive a ballol
chiu ko & “mislake in computar encoding,”
e resuits wene challenged and both
candidales agresd b0 a rerun. Rasuis of
the second eleciion will b= announced in
September

Sandra Freschi, from own marketing consult-
ing firm, Freschi & Associates, Washington,
joins Frazier, Gross & Kadlec there as VP,
marketing.

Mike Anthony, from KCNR-aM-FM Portland,
Ore., joins The Research Group, Seattle, as
research associate. Roxann Miller, promotion
and marketing director, KGw(aM) Portland,
Ore., joins The Research Group as research
associate.

David Bartolone, system engineer, TKR Ca-
ble Co., joins Cooper-Rutter Associates,
Marlton, N.J.-based cable consulting firm, as
director of engineering.

William Meyers lll, director of instructional
television, Southern Illinois Instructional
Television Association, Carbondale, II1.,
joins Southern Educational Communications
Association as director, Center for Instruc-
tional Communications.

Denise Mielnicki, department manager, spe-
cial analysis department, A.C. Nielsen, New
York, named client service executive, Niel-
sen Television Index.

Elected officers, Broadcast Promotion and
Marketing Executives: Beryl Spector, non-
commercial WMHT-FM-TV Schenectady, N.Y.,
president; Judith Horan, wowT(Tv} Omaha,
president-elect; Joseph Logsdon, WFTS(TV)
Tampa-St. Petersburg, Fla., vice president; Al
Batten, WSOC-TV Charlotte, N.C., treasur-
er, and Linda Nix, WYES-TV New Orleans, sec-
retary,

Appointments, Eastern Public Radio, New
York: Robert Ottenhoff, noncommercial
wBGO(FM) Newark, N.J., chairman; D. Brad-
ford Spear, noncommercial WGBH(FM) Bos-
ton, vice chairman; David Galletly, noncom-
mercial WAMC(FM) Albany, N.Y., secretary,
and Raymond Dilley, Vermont Public Radio,
Winooski, Vt., treasurer.

Deaths

Bill Grove, 62, former news director and an-
chor, wIXT(Tv) Jacksonville, Fla., died July 4
at his home in St. Simon’s Island, Ga. Grove
left anchor desk in 1980 after 28 years with
station, and continued to present editorials
untif his retirement in 1984. He is survived by
his wife, Mary, and three sons.

Rafael Campos, 49, actor whose television
credits included continuing roles on CBS se-
ries Rhoda and Cade’s County, died of cancer
July 9 at Motion Picture and Television Hos-
pital, Woodland Hills, Calif.
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Group W’s Burt Staniar:
marketing cable’s future

Burt Staniar helped introduce American
households to nonphosphate detergent and
persuaded many of the same households to
put a box of Arm & Hammer baking soda in
their refrigerators. Staniar is now the presi-
dent and chief operating officer of Group W
Cable. Why would the third-largest MSO in
the country want such an executive at its
helm? The answer may be summed up in two
words now popularly identified as the key to
cable’s future: consumer marketing.

Staniar has devoted most of his adult life
to that specialty, starting with an MBA in
marketing from Columbia University in
1966. But it was during his years with the
Arm & Hammer division of Church &
Dwight Inc., Piscataway, N.J., that his ef-
forts made a national impact on the consum-
er marketing scene.

He had joined C&D in 1970, after a four-
year stint with Colgate Palmolive in New
York. Staniar developed the marketing cam-
paign for Arm & Hammer Laundry Deter-
gent, the first nonphosphate laundary deter-
gent on the market, and positioned it as a
nonpollutant, to take advantage of rising
consumer awareness of the environment.
The launching of that product, he said, was
“phenomenally successful for a tiny com-
pany” such as Church & Dwight. “When |
first started there, sales at Church & Dwight
were only about $12 million. The detergent
took off and more than doubled the com-
pany’s sales in a year.”

Staniar’s other major marketing achicve-
ment at Church & Dwight was a campaign to
persuade consumers that Arm & Hammer
baking soda served just as useful a purpose
sitting in the refrigerator absorbing odors as
it served in cooking or brushing teeth or
soothing bee stings. “Sixty percent of
American households have a box of baking
soda in their refrigerator,” Staniar said the
other day. “Before that campaign, nobody
did.”

Staniar’s tenure with Church & Dwight
was interrupted for four years, from 1972 to
1976, when he and a colleague left to start
their own business, Artcraft ConceptsInc., a
manufacturer and distributor of craft and
hobby products. The genesis of that entre-
preneurial effort came from Church &
Dwight’s exploration of new markets. Ex-
plains Stantar: “In the early 70’s there was
quite a trend toward the me generation and
the development of personal fulfillment.
People were really into crafts and self cre-
ativity and all that sort of thing.” Church &
Dwight decided, however, to stay out of the
hobby business, and Artcraft, a direct-mar-
keting company that sold its products
through catalogues, direct mail and party
plans in the tradition of Tupperware, was
formed.

Two years later, searching for more oper-

BuRtoN BARRINGER STANIAR—president and
chief operating officer, Group W Cable; b.
January 30, 1942, Summit, N.J.; BA, history,
Washington & Lee University, 1964, MBA,
marketing, Columbia University, 1966. U.S.
Army Reserves (active duty), 1967; marketing
executive, Colgate Palmolive, 1966, 1968-70;
business group manager, Church & Dwight,
1970-72; co-founder, Artcraft Concepts Inc.,
1972-76; director of marketing, Church &
Dwight, 1976-80; senior vice president,
marketing, Group W Cable, 1980-82; present
position since December 1982; m. Vicki
Campbell, April 13, 1968; children—Judson,
13, Guy, 10.

ating capital, Staniar and his partners came
upon C.H. Stuart Inc., a large direct selling
company based in Newark, N.Y. Stuart of-
fered to buy Artcraft out for more than $1
million and assumption of liabilities, and the
partners sold. Staniar continued as VP with
the company under its new ownership until
returning to Church & Dwight in 1976. Art-
craft “survives today as a profitable division
of Stuart,” said Staniar.

With experience both as an entrepreneur
and as a corporate executive, which does he
prefer? “It’s exciting to own your own busi-
ness,” said Staniar, “‘but the most satisfying
thing | think is to be selling a product that
you believe in and to be in an industry that is
exciting and growing and where you associ-
ate with people that you like and respect.
I’ve had more fun in the cable business than
in any of the other businesses I've been in,
including my own.”

Staniar joined Group W Cable in 1980 as
senior vice president, marketing. He was
hired by William Bresnan, former company
chairman and chief executive officer, who
was given Staniar’s name by a mutual ac-
quaintance. At the time, recalls Bresnan, ca-
ble was focusing more and more on the mar-
keting aspects of the business, and he saw it
working at other cable companies. “]
watched with some degree of admiration
Tryg Myhren at ATC. He was really the first
[high level cable executive] to come out of
consumer marketing. 1 saw how he brought
that experience to cable and 1 liked what |
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saw.” And Group W liked what it saw in
Staniar. He was named president and chief
operating officer after only two years with
the company. “He proved himself in a short
period of time,” recalls Bresnan. “He’
bright, very dedicated and hard working and
a good leader.”

Staniar said he knew “something™ about
cable before he met Bresnan. “Being in the
consumer marketing business,” he recalled,
“it was obvious that cable was a technology
that was going to have an effect on the adver-
tising business. And in consumer marketing
the primary thing that drives you is advertis-
ing, so we were starting to track and trying to
understand this new phenomenon. The more
1 talked with Bill, the more fascinated 1 be-
came, and it became so obvious that huge
opportunitiés were coming and there was the
potential for somebody with my background
to influence the business and make a contri-
bution.

“Obviously | bring a bias towards con-
sumer marketing,” says Staniar, which he
describes as *‘understanding what consum-
ers’ wants and needs are and trying to an-
swer those with product and promotion.™
And the answer right now, he submits, is
cable’s basic programing. “The basic prod-
uct is now good enough in terms of answer-
ing consumer needs.” As for the pay ser-
vices, he adds, “we are better off promoting
them as one of the things that we have to
sell, rather than their being the primary rea-
son to buy cable.” Marketing and promoting
cable’s basic and pay services aggressively,
Staniar contends, “is the key to increasing
profits.” Over time, he believes, Group W's
basic penetration will increase from the mid-
50% range (the company-wide average) to
70% or better.

Providing a quality product and customer
service are the top priorities at Group W
Cable, says Staniar, functions that “‘the
whole industry could do better, including
Group W,” he added. Just as important to the
company is its “‘commitment to decentraliza-
tion and quality management,” said Staniar.
“They go together. We believe that you can’t
run the business from New York. The deci-
sions have to be made at the local level. To
do that you simply have to have great people
running your local businesses.”

He won't say how many general managers
have been switched out at the local level
since Group W took control of Teleprompter,
but said there has been “significant change”
in those ranks.

Staniar counts among his favorite pas-
times softball and collecting antique cars, of
which he has three: a 1947 MGTC, a 1956
Jaguar XK 140 and a 1908 American Under-
slung. Since becoming president of Group
W Cable in December 1982, Staniar said,
he’s had little time for antique cars. But, he
added, “I’m generally in the market [to buy
more]}, and just as soon as the cable business
slows down in the year 2050 I'm going to get
back into the hobby.” ]
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ABC has been picking up strength in daytime ratings. Out of past
seven weeks, ABC has placed first in daytime five weeks, tied one
week and lost one week. Since week of Jan. 20, 1984, up until
seven weeks ago, ABC has been second to CBS in daytime house-
hold ratings every week. For week ended July 12, ABC averaged
6.4 rating and 22 share, compared to 6.1/22 for CBS and 5.0/18 for
NBC. During second quarter of this year, ABC averaged 2/10 of
rating point behind CBS, compared to gap of 9/10 of rating point in
daytime ratings for comparable period year ago. (However, day-
time averages for second quarter 1985 exclude 4-4:30 p.m. period
where ABC dropped Edge of Night last year and where affiliates
must now run local program:ng.) Lewis H Erlicht, president, ABC
Entertainment, said new-found strength is attributable in part to
gains made in 11 a.m.-nocon (NYT) block where ABC drcpped
Family Feud on June 17 and replaced it with All-Star Blitz, which it
shifted from 11 a.m. to 11:30 a.m. Then ABC filled 11-11:30 a.m.
slot with Angie, prime time series on ABC in late ‘70’s. But Erlicht
said real momentum behind improved daytime numbers is com-
ing from 1-4 p.m. block of serial dramas led by General Hospital, Ali
My Children and One Life To Live. "Last summer we weren't
strong enough in our [daytime serial] storylines and characters,”
Erlicht acknowledged, "but we've started to get hot stories and
characters and we're going te once again be dominant” he pre-
dicted. Erlicht said that 11:30-noon period would be filled with
"comedy” sometime this fall, but declined to identify show. But
Hollywood sources speculated likely candidate will be all new
episcdes of Love American Styile, "daycom” that Paramount Tele-
vision has received 13-week order from ABC for delivery in latter
part of second quarter.

o

American Express formally submitted joint bid of Time and Tele-Com-
munications last week for number-six ranked MSO Warner-Amex.
Offer now contains $800 million cash, $50 million higher than was
suggested last month and $150 million higher than was initially
proposed. Amount of debt to be assumed by buyer is estimated at
$500 million. Warner now has 20 business days in which to either
accept $450 million for its half-ownership, or to buy out American
Express at same price. Open-ended option allowing Warner to
keep systems was one reason Time and TCI were thought to have
been reluctant to make formal proposal. Sources have told BROAD-
CASTING that previously undisclosed clause in their June 11 agree-

Back to numbers. Federal Trade Commission Chairman James
C. Miller IlI was nominated by President Reagan last week to
replace David Stockman, Miller's former boss, as budget direc-
tor. Stockman's resignation is effective Aug. 1.

Miller, an economist and former administrator of information
and regulatory affairs at the Office of Management and Budget,
served as executive director of the presidential Task Force on
Regulatory Relief and headed the Reagan transition team for
the FTC, which, among other things, recommended reducing
the agency's operating budget. Miller's appointment as FTC
chairman Oct. 5, 1981, fueled speculation that he was going to
shut the agency down. Over the past four years, Miller has said
that the agency's “proper role” was "to keep markets competi-
tive and free of fraud and deception,” and has defended the
agency's “effort to bring more economic logic—and the philos-
ophy of Ronald Reagan—to the operation of the FIC” (BROAD-
CASTING, Dec. 3, 1984). Miller, who has also held positions at the
Department of Transportation, Council of Economic Advisers
and National Bureau of Standards, holds a doctorate in econom-
ics from the University of Virginia. He has been an associate
professor of economics at Texas A&M and a research associate
at the Brookings Institute and the American Enterprise Insti-
tute

ment with American Express would have soon left them without
say in matter. After 45 days (beginning July 26) American Express
apparently had option to formally submit Time/TCI bid without
their approval.

a

Comsat President Irving Goldstein will replace retiring Josep
Charyk as chairman and chief executive officer. Board of directors o
July 19 announced selection along with promotion of Marcel Jc
seph to president-CEO of communications satellite organizatior
Goldstein had served as president since 1983 and has been wit
Comsat since 1966. Joseph joined as executive VP in April after 2
years at General Electric Corp., and Charyk leaves after more tha
25 years at Comsat, 22 as president.
a]

Reductions in programing expenses at ABC Broadcasting allowed
the group to survive a 3% drop in revenue in the second quarter, to
$738. 7 miilion, and still come out even with last year's $162.1
million in operating income. All the revenue loss came at the
television network, where the impact of last year's decline in rat-
ings won't be fully feit until the fourth quarter.

The company said revenue at the television network declined
“modestly,"” just above 3%. Network profits also declined but, ac-
cording to a company spokesman, were helped by "scheduling
decisions that are iess expensive and in line with revenue that is
coming in.”

ABC also said that the TV stations recorded increased revenue
but showed “slightly” lower profits. ABC radio, for at ieast the
second straight year, posted record second-quartetr revenue and
profits.

If ABC's broadcasting expenses had not declined 4%, but in-
stead had kept up with the 4% inflation rate, the company's operat-
ing income wouid have deciined 28%.

ESPN posted an after-tax loss of $5.4 million (the pre-tax loss
would be somewhat higher), significantly above the loss posted in
the first quarter. A company spokesman attributed the increase to
a "seasonal increase in programing costs.” The other cable chan-
nels in which ABC is a partner, Arts & Entertainment and Lifetime,
reported lower losses for the quarter, the company said, heiping to
reduce the division’s losses to $12.2 million. Comparisons of the
operating resuits for ABC Video Enterprises with the previous

ABC, RCA report mixed results in second quarter

quarter are difficult because last year the resuits included less than
two weeks' figures of ESPN, which was purchased June 18, 1984,
and also included a $15-miilion write-off associated with ABC's
home video experiment, TeieFirst.

ABC Inc.'s overall revenue stayed virtually the same at $856.3
million while operating income increased 4% to $166.7 million. The
latter number was reduced by general and corporate expenses of
$15 2 million, a 62% increase that was attributed to the "proposed
merger with Capital Cities and to the ABC Restricted Stock Bonus
Plan.” As a result, net income for ABC's second quarter stayed
virtually the same, at $73 million, or $2.51 per share.

B At RCA, the improved ratings achieved by NBC had the oppo-
site effect on that company’s financial report. Although separate
reports for the network subsidiary are not broken out, the company
said NBC's earnings increased 43%, “and the television network
accounted for most of this improvment. Despite the improvement,
company income before taxes declined 3% to $175 million. Other
second-quarter totals showed sales increasing 2% to
$2,644, 600,000 while net income increased 5% to $116.8 million, or
$1.36 per share.

Most RCA divisions showed improvement, but the company
noted a decline in sales and earnings for the consumer electronics
division. The drop was attributed to “pricing pressures” on color
television sets and overproduction of videocassette recorders. RCA
recently announced it was holding back delivery of VCR's from
some of its overseas suppliers.
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ABC Information Network remains top-rated radio network among
rersons 12 years of age and older, according to new spring 1985
RADAR 31 (vol.2) report released late last week by Statistical Re-
search Inc. Network pulled average audience estimate of
1,649.000 listeners per commercial, Monday through Sunday, 6
1.m. to midnight. Next is ABC Entertainment with 1,461,000, fol-
owed by NBC's young adult Source network at 1,361,000. Drop-
nng from its second place standing 1n fall report to fourth is United
tations Radio Network One (formerly RKO Radio Network), which
~vent from 1,527,000 listeners to 1,356,000. Meanwhile, ABC-FM
umped from 10th to fifth place at 1,293,000. Among persons 18
rears of age and clder, ABC [nformation was also on top with
1,617,000 listeners.

[m}

Association of Independent Television Stations has asked FCC to
sondition any grant of Turner Broadcasting System’s transfer ap-
alications for CBS on TBS divesting itself of superstation WTBs(TV)
Atlanta or transferring CBS affiliation in Atlanta to wTss. INTV said
2ermitting TBS to control programing broadcast by two TV sta-
sions in same market would be inconsistent with commission's
-ules and policies limiting network power and promoting program
diversity and competition. In informal objections at FCC, INTV
3lso opposed what it characterized as “thinly veiled" suggestion
oy CBS in reply pleading “that the commission eliminate its policy
against network ownership of independent stations.
O

FCC has accepted for filing new application by Direct Broadcast
Satellite Corp. for direct broadcast satellite system. DBSC had con-
ditional construction permit for system, but relinquished that after
it was unable to meet FCC-imposed performance deadlines. Ap-
plicants wanting to be considered at same time must file by Sept.
3. That's same day cominents and petitions to deny are due.

L

UPI filed petition with bankruptcy court last Friday (July 19) re-
questing court to “reject” current contract news organization has with
Wire Service Guild. UP! said move was necessary to maintain mini-
mal profitability through end of year, and clear way for several
prospective investors to put formal bids to buy beleaugered wire
service on table. Company spokesman said if court supports peti-
tion, UPI would still comply with most of provisions in current
pact, but wants to modify medical and severance policies and
extend period of phased restoration of wages, which were cut
sharply last September. Guild feels its UP! members have sacri-
ficed enough and is set to argue against rejection of iabor agree-
ment. Hearing will be held on petition if two sides can't come to
terms within 14 days.

o

International track and field athletics federation ruied two weekends
ago that it would not push back its schedule of events during Seoul
summer Olympics sc that live finals can be telecast for prime time
U.S. audience. If ruling, said to be based on "best interests” of
participating athletes, stands, track and field finals won't take
place until after midnight Eastern time, with 13-hour time differ-
ence between New York and Secul. Ruling will probably result in
lower U.S. broadcast rights fee as track and field finals are some of
most popular events of summer games. Neal Pilson, executive vice
president, CBS/Broadcast Group, was quoted last week in [JSA
Today as saying rights will probably go for closer to $300 million,
far from $750 million Koreans were hopefu! of getting at one point.
o

Representative Tom Lantos (D-Calif)) introduced H.R. 3045, com-
panion measure to bili offered by Senate Commerce Committee
Chairman John Danforth (R-Mo.) on negative campaign advertise-
ments. Legislation would require candidates who attack their op-
ponents in television advertising to appear in person In ads
{(BROADCASTING, June 24). It also would require broadcasters to give
equal time to any candidate "if a political action committee or
other outside party attacked him or endorsed his opponent.”
a

NBC confirmed last week it is developing new corporate logo. It will
feature all three initials and modified peacock, getting rid of “N”

A\

concept adopted eight years ago at cost of $750,000 plus settle-
ment in cash and studio equipment to Nebraska Educational Tele-
vision Network which had adopted, and copyrighted, indentical
logo months before. Network spokesman said logo would probably
be unveiled during or hefore next year's television affiliates meet-
ing, scheduled for June in Hawaii. It's been estimated conversion
will cost as much as $6 million.

™

Senate approved by voice vote last week nomination of FCC Com-
missioner Dennis Patrick for second term.
]

House last week passed fiscal 1986 appropriations measure that
includes funds for FCC, Federal Trade Commission and USIA. Biil
also includes $24 million for National Telecommunications and Infor-
mation Administration’s public telecommunications facilities pro-
gram. During debate on legislation, lawmakers reduced $11.2 mil-
lion proposed funding for Radie Marti by $2.7 million.
Representative Tom Tauke (R-lowa) offered amendment that re-
duces Radio Marti appropriations to FY 1985 level. Among other
funds allocated for FY '86 were $92.3 million for FCC, $63.9 million
for FTC, $37.2 million for NTIA and $887.9 million for USIA.

Fein wants to weaken actual malice standard. Former FCC Gen-
eral Counsel Bruce Fein last week asked Congress to consider
legisiation overriding the actual malice standard enunciated in
libel law by the Supreme Court in its landmark New York Times
v. Sullivan decision in 1964. The standard at issue prohibits a
public figure from recovering damages for a defamatory false-
hood related to his official conduct unless he can prove that the
statement was made with the knowiedge that it was false or
with reckless disregard of whether it was false or not At a
hearing before the House Judiciary Subcommittee, Fein, now a
senior vice president of Gray & Co., a Washington public rela-
tions firm, suggested lowering the showing necessary for feder-
al officials to one of negligence. But Fein also recommended
that federal officials be prevented from collecting punitive dam-
ages. To avoid "untoward” chilling effect on the media, Fein
also suggested government subsidization of libel insurance for
those who can show a need. He would also give successful
media defendants the right to recover reasonable atiorney fees,
would put a ceiling on compensatory damages and would pro-
vide for a media defendant to get out of a lawsuit by either
publishing a retraction of the ailleged falsehoods with “appropri-
ate prominence” or offering the defamed federal official a right
of reply with reasonable space, time and prominence. As one
alternative, Fein suggested giving federal officials a right o
bring "declaratory judgment actions” aimed at arriving at judi-
cial ruiings on the truth or falsity of allegedly defamatory state-
ments of fact without awards of damages. Yet another alterna-
tive Fein suggested. "Similar to the right afforded candidates
for federal office, a federal official alleging defamatory false
statements would be entitled to purchase a reasonable amount
of broadcast time at a reasonabie price to respond.” Fein recom-
mended that the latter right apply even If the alleged defama-
tion were published in @ newspaper.

Martin Garbus, representing the American Civil Liberties
Union, recommended that public officials be barred from filing
libel suits on matters of public concern. Garbus said public
officials should have the right to sue on allegations going to
private issues, however.

Bruce Ennis, with the Washington law firm of Ennis, Fried-
man, Bersoff & Ewing, recommended that Congress at least
pass a law giving petitions to Congress immunity from libel
actions.

Representative Robert Kastenmeier (D-Wis.), who presided
at the hearing, said he had no specific legislative proposals in
mind. "But what I'd like to do is see whether any reasonable
legislative proposals can be deduced or reduced from these
hearings,” Kastenmeier said.
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COMMITTED TO THE FIRST AMENDMENT & THE FIFTH ESTATE

T 1 1

Foitorialse

Two First Amendments

It was bad news for broadcasters in the Court of Appeals in
Washington last Friday, in more ways than one. Not only were the
FCC’s rules requiring cable carriage of certain television signals
declared unconstitutional, but the court went out of its way to
assign full First Amendment rights to cable and second-class
citizenship to broadcasting.

“Unlike ordinary broadcast television, which transmits the vid-
¢o image over airwaves capable of bearing only a limited number
of signals,” said the court, in an opinion written by J. Skelly
Wright, who has made a career of endorsing tight regulation of
broadcasting, “cable reaches the home over a coaxial cable with
the technological capacity to carry 200 or more channels. The
distinction is of fundamental significance in light of the Supreme
Court’s oft-repeated suggestion that the First Amendment toler-
ates far more intrusive regulation of broadcasters than of other
media.”

Whether the Supreme Court will get a chance to review the
appellate decision remains an open question to be decided by an
FCC that has as much as been invited by the appellate court to
revise its rules in ways that could pass constitutional review. But
if the First Amendment references to broadcasting in last Friday’s
decision are allowed to stand, they are bound to cause trouble in
any future case involving broadcasting freedoms.

Stunned, the National Association of Broadcasters was hinting
at a legislative effort to obtain more protection for its members
under copyright law, as though must carry at the FCC was now a
lost cause. If that is the broadcasting establishment’s choice, it
can no doubt find friends to sponsor and promote legislation to its
liking. So, however, can the National Cable Television Associ-
ation, which in former contests with the NAB before Congress
has compiled an enviable record.

Before assault forces gather at the foot of Capitol Hill, is there
any point in suggesting that they mutually explore a compromise
in must carry that might be accepted by the FCC and the courts? If
that could be brought off, it might blunt the effects of last Friday’s
decision. That failing, the familiar battle lines will form between
those wanting all and those wanting nothing at all, with the
winner unlikely to be either.

On guard

The fashionable thing to say last week in London, where the
American Bar Association was meeting, was that American me-
dia (for which read “television”) blew the coverage of the hijack-
ing of TWA's Flight 847 to Beirut last month.

Margaret Thatcher, the British prime minister, started it in a
speech calling for a “voluntary code of conduct” to avoid giving
terrorists “the oxygen of publicity on which they depend.” Edwin
Meese, the U.S. attomey general, the next day said in a news
conference that he agreed.

In an ABA panel session, Abraham D. Sofaer, legal adviser to
the U.S. State Department, said, according to the Washington
Post, that the hostage coverage turned into a “‘media extravaganza
that gave irresponsibility and tastelessness a new meaning.” The
ABA president-elect, William W. Falsgraf, of Cleveland, fol-
lowed with his own call for a code of self-restraint and volun-
teered the ABA’s help in writing it.

By midweek, congressmen in Washington picked up the scent.

Representative Tom Luken (D-Ohio) and a dozen colleagues put
out a statement and Luken wrote the chairmen of ABC, CBS,
CNN and NBC to propose a “summit” meeting to develop “pre-
cise policies to govern future coverage of hostage situations.”

To observers of earlier examples of government nudge and
industry responses, the scenario was developing familiarity.
Surely the ghosts of old writers of television codes are ready to
materialize in a situation tailored for the next seances over their
Underwoods number five. It almost begins writing itself: Where-
as, the public interest...

So far the news chiefs at television networks are wisely resist-
ing the encouragement to get together for the burial of joumnalistic
enterprise. If some are themselves having second thoughts about
hostage coverage, as John Chancellor was in addressing New
York state broadcasters last week, they are confining their views
within their own organizations, the proper places for editorial
policies to be made.

To the Meeses and Lukenses, the answer is the same: “Exper-
ience should teach us to be most on guard to protect liberty when
the government’s purposes are beneficent.” This page didn’t say
that first. It was said back in 1928 by Louis Brandeis.

Green light for greenmail

While the FCC awaits the comments it solicited in an effort to
decide how it should act in takeovers, hostile, friendly, achieved
or proposed, it is busily making rules case by case, the latest, and
perhaps most dramatic, being that of Jack Kent Cooke and Multi-
media.

Last Wednesday, the FCC granted Cooke a special temporary
authority—hitherto reserved for preservation of “emergency op-
erations” under “extraordinary circumstances”—to make a tender
offer for Multimedia’s stock. On Friday it was announced that
Multimedia had bought Cooke off at $70.01 per share, the price
offered in his tender, a profit to Cooke in the $25-million range.

Obviously there is no one left to appeal the FCC’s grant of the
STA, which now stands as a precedent to be used by anyone else
who develops designs on a public company.

They keep talking about neutrality at the FCC while the mar-
ketplace does its work. It isn’t quite seen that way these days
down in Greenville, $.C.

E
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“I'll be home late. We've got the pool today.”
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Because young people
can pick up some bad habits . . .

In the Sioux City area, groups con-
cerned with drug and alcohol abuse
have discovered that a team effort
provides a stronger opportunity to
prevent and overcome these de-
structive addictions. This discovery
was a result of behind-the-scenes
work by KMEG-TV.

Because various community
groups were virtually unaware of
each other’s work, KMEG-TV asked
eight different organizations that
are concerned about drug and
alcohol abuse to meet regularly and
coordinate their efforts. The result
has been a tighter focus of their
work and an elimination of dupli-
cated efforts.

“This group really helps. It was
s0 frustrating to feel like you were
the only one working to find solu-
tions,” said a representative of a
parents’ group.

Coordinating support for groups
concerned with the prevention and
treatment of drug and alcchol
abuse is all part of the Fetzer tradi-
tion of total community involvement.

.. .KMEG-TV
organized a way to help
kick these habits.
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Made to Measure!

Ward-Beck extended range meters are tailor-made
specifically for the broadcast industry. These instruments measure
audio levels over a sensitivity range of 80 dB with one continuous
detented control.

The self-powered, 312" rack mounting units include LED
status readouts and offer the choice of VU only (M405F), or dual
VU/PPM (M405D) scales. The unique portable M405, with
rechargeable-ni-cad batteries, gives additicnal convenience and
flexibility for measuring systems levels on a totally floating basis in
those hard-to-get-at places. '

_ The M405 Series . . . traditional Ward-Beck quality,
carefully made-to-measure! %

< wBs)

First by Design.
Ward-Beck Systems Ltd.
841 Progress Avenue, Scarborough,
Ontario, Canada M1H 2X4.
Tel: (416)438-6550. -
Tix: 065-25399.
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