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WINNING ADULT RATINGS
ON AM’S AND FM’S

That’s the bottom line. It’s winning on stations from
WKIX-AM, Raleigh 3.8 (12+) * to WSEN AM & FM,
Syracuse 4.9(12+) and #3 25-54, KDWB-AM, Minneapolis
2.4 (12+) and KEEL-AM, Shreveport 5.3 (12+) to
WCMB-AM, Harrisburg 3.6 (12+)...and Transtar’s
quality is what makes The Oldies Channel®™ win. Only

Transtar...and only one per market, so call us today and
we’'ll send you the information you need to start winning.

1-800-654-3904

I_Please send me more information on “The Oldies Channel™" today!
I Name/Title:

Station:
| Address:

| Phone:
LSend To: 660 Southpointe Court, Suite 300, Colorido Springs, Colorado 80906

The Quality Satellite Network

*All ratings are Arbitron average quarter hour share estimates, 6A-mid., Mon.-Sun., Fail 1986.
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Lose some, win some

Candidacy of Jerry Fritz for commission
seat to be vacated by Chairman Mark
Fowler may have peaked too soon, even
though Fowler aide’s cause has reportedly
been taken up by Ward Quaal, noted
broadcast consultant and personal friend of
President Reagan. Word had it last week
that White House is seeking fresh resumes
for FCC seat from academics and
individuals with technological expertise.
preferably in common carrier area but
without ties to telephone companies.

One theory held that White House is
hoping to find candidate as well or better
qualified than Jack Smith, former FCC
general counsel and Common Carrier
Bureau chief, who ran into blank wall
several weeks ago when he sought
chairmanship (BROADCASTING. Feb. 9)
but now appears still in contention. Smith
has support of religious and
antipornography groups and from key
players in Congress. Yet he is believed to
be too independent to gain support of
Chairman-designate Dennis Patrick. Fresh
names being mentioned include Edward
Hayes Jr.. partner in law firm of Baker &
Hostetler, and Ralph Lowenstein, dean of
University of Florida’s college of
journalism and communications. Added
complication may be reluctance of Senate
to confirm candidate too much in Fowler's
marketplace mold.

On verge of record

Infinity Broadcasting, New York. is said
1o be near agreement to buy Sconnix
Broadeasting s newly acquired Blair radio
properties in Dallas. KVIL-AM-FM
(BROADCASTING. March 9). Purchase
price reportedly falls in $80 million-$85
million range. which would be record for
radio station combination.

Pieces of action

Other people’s money has been welcomed
by recent shoppers in Fifth Estate, but it
sometimes comes with strings, as at least
one buyer-turned-seller is finding out.
Cable systems being sold by McCaw
Communications to Jack Kent Cooke for
$755 million include some owned by
carporate entity of McCaw Development.
separately financed with help of
insurance companies. In return for
providing subordinated debt. it is said.
lenders received warrants to buy into
systems. exercisable in sixth year. With

sale to Cooke coming before exercise date.

question arises as to present value of
warrants and, perhaps, as to how sale
proceeds should be allocated. Discussions
have been going on for weeks between
McCaw and insurance companies.

Shedding

Reliance Capital Group Ltd. Partnership,
which acquired John Blair & Co. last
summer for roughly $365 million, may
soon be selling off Blair’s entire radio
representation division, composed of
Blair Radio. Torbet Radic and Select Radio
Representatives. Industry sources said
Katz Communieations is pursuing
acquisition of Blair Radio with Interep
likely suitor for Torbet and Select firms.
Price tag for Blair Radio is reportedly
about $10 million; Torbet and Select
combined. $8 to $9 million. Reliance
recently sold Blair’s eight radio properties
to Sconnix Broadcasting Corp. for $152
million cash (BROADCASTING., March 9.)

Check’s in the mail

Don’t look for Sharp Electronics at
upcoming National Assocation of
Broadcasters convention in Dallas later
this month. Planning by camera-monitor
manufacturer and eight-year exhibit
veteran for another big show in Dallas was
in full swing until three weeks ago when
Sharp discovered “clerical mix-up™ had left
it without inch of floor space. Sharp
spokesman said check paying for pre-
assigned exhibit booth was unreceived,
deadline for payment to NAB was missed
and company was bumped. Sharp. among
50 largest exhibitors. was not blaming
mishap on NAB. which offered other,
much smaller locations ultimately rejected
by company because of cost of rebuilding
exhibit. Attempt by company to book
nearby hotel suites to exhibit its wares

was also frustrated by previous bookings.

Switch is on

Broadcasting and cable industries are no
longer only parties with stake in final
outcome on must-carry rules at FCC.
Leading A/B switch manufacturer, Pico
Muacom Inc., not only has filed comments
with commission countering claims made
by cable and broadcasting industries that
switches, among other things. will cause
severe interference problems. but
Michael Holland. president of Pico
Macom. has been making rounds on
Capitol Hill with Rodney Joyce. attorney
with Finley Kumble Wagner Heine
Underberg Manley & Casey. and former
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minority counsel for House
Telecommunications Subcommittee.
They're saying switches do not wear out
in less than five years, will not create
interference and may be obtained in
quantity for as little as $2.25 per switch,
and firm has free, five-year replacement
warranty.

Time for update?

After 25 years, Senate Communications
Subcommittee thinks Communications
Satellite Act of 1962—which created
Communications Satellite Corp. and led to
establishment of Intelsat—is ripe for
review. Staffers have begun initial research
on Comsat’s role as U.S. signatory to
Intelsat while Comsat status and interests
are undergoing radical changes. Comsat’s
impending merger with Contel is one
major factor to be considered. Another is
U.S. policy of encouraging development
of separate international communications
satellite systems that would compete with
Intelsat, in which Comsat is 25% owner.
Then, too, there's competition Comsat will
face from fiber optic undersea cable.

Trying again

White House is reportedly considering
Lee Shoblom, former National Association
of Broadcasters radio board member and
president of KFWI(AM)-KBBC(FM) Lake
Havasu City, Ariz., for post in
administration (but not for FCC, as some
reports had it). Shoblom got White House
interview March 4 but wasn’t told what he
was being considered for. He was under
consideration for director of Voice of
America last year.

Saturday at Black Rock

Strategy meeting. with CBS Inc. chief
executive officer Laurence Tisch presiding,
was scheduled Saturday (March 14) at
company headquarters in New York. Focus
was on program philosophy and

marketing strategy for next season and
beyond, considering such issues as
changing audience patterns and new people
meter technology. Those attending were

to include Broadcast Group president.
Gene Jankowski; two top CBS
Entertainment executives, Bud Grant and
Kim Lemasters, and sales executives.

CBS vice president of research David
Poltrack was scheduled to start things off
with statistical presentation on where
network stands competitively and how
network environment may change,
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No thanks

CBS informed Tele-Communications Inc.
last week it wasn't interested in licensing
TCI to distribute CBS programing to back-
yard dish owners in areas unserved by CBS
affiliates—the so-called "white areas.”

"While the proposal...might conceivably
be of interest to us at some future time, we
are not disposed at present to entertain pos-
sible solutions to this problem that would
entail a license of our network or cwned sta-
tions' programs to third parties,” Thomas F.
Leahy, president, CBS-TV wrcte to TCI Sen-
ior Vice President John Sie in a letter dated
March 9. "Consequently, I do not think that
further discussions would be fruitful at this
time."

Sie visited all three broadcast networks
last month, seeking permission to distribute
the network programing to dish owners in
“white areas” at minimal cost (BROADCAST-
ING, Feb. 23). The networks have been under
congressional pressure to distribute their
programing in "white areas”

TCI already has the means for distributing
network programing anywhere in the U.S.
Western Tele-Communications Inc., a com-
mon carrier affiliated with TCI, is the princi-
pal owner of Netlink USA, a start-up com-
pany that has been uplinking five Denver
stations—kKuUsA-Tv {ABC), KcNc-Tv (NBC),
KMGH-TV (CBS), KRMA-TV (PBS) and KDVR (in-
dependent with Fox Broadcasting program-
ing)—and an Aspen, Colo., low-power sta-
tion, which identifies itself as kseN, tc RCA
Americom’s Satcom I-R in hopes of selling
the signals to cable systems and dish own-
ers.

Netlink USA was active selling the six-
channel service to cable operators at the
Texas Cable Show in San Antonio, Tex., in
February and to dish owners at the Satellite
Broadcasting and Communications Associ-

ation show in Las Vegas two weeks ago.

Sie could not be reached tor comment last
week.

Count cable in

Although the cdds makers favor Marvelous
Marvin Hagler, no one knows for certain
whether he can beat Sugar Ray Leonard and
retain his middleweight boxing title in Las
Vegas next month.

But if both fighters climb into the ring at
Caesars Palace at the appointed hour on
April 6, cne thing is certain: Some people
will make a lot of money.

Bob Arum's Top Rank, the fight's top pro-
moter, now anticipates that the match could
gross more than $60 millien from the live
gate and from international closed-circuit
television and pay-per-view television re-
ceipts. Hagler will get a minimum of $12.5
million and Leonard at least $11 million. If
Top Rank is right, that leaves many millions
of dollars for everybody else involved in the
production, promotion and distribution of
the fight to divvy up.

Scores of cable systems across the coun-
try are getting in on the action. Top Rank

Must camry: another view. The Mational Independent Television Commitles has asserted
that the cable industnd may De wirking against its own best mlerasls when il seggests that
AB swilches won'l cul T lor lechnical seasons in he FOCS musl-cary procesding. na
f|'||'n!=| wilhy |he FCC sl week, NITS asseqded that the appellate courls dacsion in Quincy,
which Beld the farmes must-camy riles urconsbiubongl, was predicated Sin key part” on
the assumplion that AR switches provioed “guady access” for brosdoast signals. “With-
ot the swdich the Quincy court might weil have come o 8 diffierent conclusion,” MITC
said. "Remaoving the msquirement of the A/B switch, the cable operator becomes more
than ever before the galsseeper o lelevision access. With mosl meew lelevision sels
fealunrg one VHEUHF combinalicn anftenna terminal built for coaxial cable, cable con
nection mow culs off exdermnal antenna access b bath VHF and UHF Such a sileation
wauld presant a very diferent plcturg Trem al emasigned oy e cous, WIlnou! sweches,

tharg
rment ham 1o brogdcast stations & virtually

no Guiney, and the od rules zre most kely constitutionally welid and justifiabls.’
TV licensess {hat opposad the so-called broadcast-cable industry
compromise. Its headed by Prass Broadeasing, awner ol waohimy Mefbourme, Fia

consists of & group of

5 mo noncable access o most sels, Without swilches, economic and First Amend-
guarantaad. in shodt, without swiches, there s

METC

has awarded the closed-circuit television
and pay-per-view television rights to
statewide promoters in exchange for a per-
centage of the gross ranging from 50% to
70%. The statewide promoters have, in turn,
awarded rights to addressable cable sys-
tems, negotiating revenue splits that vary
from system to system.

Rick Kulis is president of the Choice
Channel, which, in partnership with Prime
Ticket, holds the rights for southern Califor-
nia. (California and New York are the only
states with more than one promoter.) Kulis,
who is monitoring cable carriage of the fight
throughout the U.5,, estimates that the PPV
gross nationwide w1ll be between $6 million
and $7.5 million. Most of the revenues are
attributable to cable, he said. A small per-
centage will come from STV, he said.

The bulk of the cable PPV will come from
southern California, Kulis said, with 56 sys-
tems serving 800,000 homes already on
board. Assuming 15% of the homes order
the event at the fixed closed-circuit-PPV
price of $35, the PPV gate will total $4.2
million, nearly eight times the expected
gate from the southern California closed-cir-
cuit venues.

The Choice Channel/Prime Ticket ven-
ture has worked out a 50-25-25 revenue
split. Top Rank gets 50%, the cable system
gets 25% and Choice/Prime keeps 25%. If
the southern California revenue is $4.2 mil-
lion, the 56 participating systems will divvy
up $1.05 million.

As of last week, Kulis estimated about 60
systems outside southern California serving
another 800,000 homes had signed up with
other premoters to offer the fight on a PPV
basis. Those systems will not generate near-
ly as much revenue as the southern Califor-
nia systems, he said, because they are not
charging as much (the average price is
around $30) and they are unlikely to
achieve, on average, a buy rate of more than
10%. “This fight is gcing to do extremely
well on the coasts, OK in the Midwest and
poorly in the South,” Kulis said. "That's tra-
ditional for boxing.”

Top Rank's Mike Malitz, who predicts a
total gate of between $60 million and $65
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million, believes Kulis's projections on the
cable PPV revenue are too iow. Because
deals with cable operators are being worked
out by the statewide promocters, he said,
Top Rank doesn't have a handle on how
many cable systems are carrying the fight.
But based on the growing number of cable
systems that are ordering descramblers to
receive the satellite feeds of the fight, he
said, he believes the cable PPV take will be
around $10 million.

Regardless of whether the final figure is
$7 million or $10 million, the Hagler-Leonard
fight will set a record for cable PPV revenues
from a single event.

According to Dantia Quirk, publisher of
Cable Sports, the top PPV revenue producer
was the June 1982 heavyweight fight be-
tween Gerry Cooney and Larry Holmes,
which generated $10 million. But 85% of the
revenue came not from cable, but from STV,
which was at its peak at the time, she said.

The best cable PPV draw was the Thomas
Hearns-Larry Hagler fight in April 1985, Ku-
lis said. With an average PPV price of $15,
cable systems generated revenue of $3 mil-
lion, including $1.2 million from southern
California, according to Kulis.

Cable's involvement in the Hagler-Leon-
ard fight may not be limited to PPV. Home
Box Office has reportedly purchased the
rights to cablecast the fight on a tape-de-
layed basis. HBO spokesman Tony Fox
would neither confirm nor deny the report.

From Caesars to the world

The scrambling and satellite transmission of
the Hagler-Leonard fight on April 6 will be
handled (under a contract valued at more
than $1 million) by three affiliated Houston-
based companies—Prostar, S.T.A.R.S. and
Houston Intermational Teleport (HIT).
According to John Parks, president of
Prostar and executive vice president of HIT
and S.T.A.R.S., closed-circuit venues and
cable systems in the U.S. and elsewhete in
North America will have their choice of
three separate domestic feeds the night of
the fight, two C-band and one Ku-band.
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Vegas to RCA Americom’'s Satcom III-R (pri-
marily for cable systems) and to Hughes
Communications’ Galaxy II (primarily for
closed-circuit venues).

Home Box Office will downlink the Sat-
com IlI-R feed at its earth station at Haup-
page. N.Y., and put it back up on RCA
Americom's Satcom K-2 Ku satellite. Parks
said the Ku feed was added to accommo-
date closed-circuit venues in urban areas
where C-band reception is made difficult by
terrestrial microwave inteiference.

A third C-band transportable unit outside
Caesars Palace will transmit the fight to
Western Union’s Westar V for distribution
overseas. The Westar V feed., which will
contain fewer graphics, will be downlinked
by Intelsat earth stations in Andover, Me.,
and Jamesburg, Calif., and uplinked to Intel-
sat satellites over the Atlantic and Pacific
oceans for promoters in Europe and Asia.

(Two of the transportables belong to
S.T.A.R.S.; one, to American Uplink of Ida-
ho Spnngs, Colo.)

According to Parks, Prostar will scramble
all the domestic feeds using Scientific-At-
lanta's B-MAC scrambling system. Prostar,
which maintains an inventory of B-MAC
scrambling and descrambling equipment,
planned to begin shipping descramblers to
some 650 authorized receive sites this
week. Many of the locations will receive two
descramblers, one for backup. he said. "It's
only the bars in places like Sage, Wyo., that
will be receiving just one descrambler,” he
said.

Parks has faith in the reliability and secu-
rity of the B-MAC system. He said Prostar
and HIT have used the system extensively
for a year and a half for their regular scram-
bled transmissions of horse racing from Cali-
fornia and New York for off-track betting
and for private satellite networks. Prostar
has adopted B-MAC, he said, because of the

- -1,

vulnerability to pirates of its chief competi-
tors, General Instrument's Videocipher II
and Oak Communications' Orion.

The Intelsat feeds from Jamesburg and
Andover will be in the clear, Parks said, but
the uplinking power will be reduced so that
the feeds cannot be received on anything
smaller than a five-meter dish.

Parks hopes the ad hoc network will be
ready for three days of tests with signals
emanating from HIT beginning on March
30. If necessary, he said, additional tests will
be conducted with signals from Las Vegas
on April 3 and 4.

Closing shop

The roster of players in the home shopping
industry continues to change with the an-
nouncement by Tempo Television, a basic
cable service based in Tulsa, Okla., that its
Shoppers Unriversity, 90-minute program
produced by H&T Ventures, has been can-
celed after less than two months.

The program, which had been airing 21
hours per week, was dropped because H&T
failed to keep up with payments for air time,
said Tempo's Steve Olsen, assistant vice
president of retail sales. The program fol-
lows at least two others that folded. MWM/
Teleshopping’'s America’s Marketplace and
Consolidated Stores' Shkopping Line.

Plans continue for JC Penney Co.’s 22-
hour-a-day Telaction, an interactive service
to debut in Chicago in June. Telaction will
be accessible to consumers with touch-tone
phones and cable subscriptions, allowing
them to call up menus on their TV screens.
The service, termed "very easy to use” by
Telaction's Kathleen Kanehann, director of
advertising and public relations, is planned
for expansion into 20 markets by 1989 and

MTV and Pepsi.

cil's monthly satellite feed on April 10,

Antidrug videos. MTV ig distributing a new batch of antidrug PSAs to its affiiates on a
special satellite feed, Thursday, March 19. The spots, featuring leading recording artists,
are part of a major public service campaign called Rock Against Drugs (RAD), a joint
effort involving California’s rock music community, the California attorney general's office,

Produced by Danny Goldberg, president of Gold Mountain Records, the PSAs were
unveiled in Washington last week at a screening hosted by California Senators Alan
Cranston (D) and Pete Wilson (R). Pictured (I-r): Goldberg; rock musicians Michael Des
Barres, Sheena Easton, Gregory Abbott and Steve Jones and Cranston. This is the
second stage of the RAD campaign that debuted on MTV last November. MTVsays it's
donating $3 million in air time and has prepared an RAD package detailing the project
that includes a brochure cable operators can use as a bill stuffer. It's feeding the spots on
Satcom |II-R, transponder 7, from 5 to & p.m. (NYT), and will provide cable systems with a
three-second voice-over recognizing the efforts of RAD, MTV and the local cable system.
The spots are also being made available te broadcasters through The Advertising Coun-

60 markets by 1992.

E
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Timeless comedy classics that haven't
been seen in more than 25 years!

We all love Lucy. Her outrageous antics
have made her the number one tele-
vision comedienne of all time.
And now that special magic is recap-
tured in 3 two-hour barter specials
' taken from 13 hours of the
original Lucy-Desi Comedy Hour—the
hilarious classic that hasn’t been seen In e
more than 25 years. e ) M
Hosted Dy Lucie Amaz, Betty White | }H‘*:;"
and Ann Jillian and featuring Hollywood »@ . m
legends like Milton Berle, Jimmy Stewart, ==
Betty Grable, Tallulah Bankhead and,
of course, that lovable redhead, Lucy.
Plus available now on a cash basis—
13 original hours or 26 half-hours not
seen since their network run more than

: 95 years ago.
Add We Love Lucyto your
lineup. Programming success is the reason
everybody loves Lucy.

Viacom:.

© 1987 Viacom Intemnational InC. All rights reserved.
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ConAgra Frozen Foods O Armour
Dinner Classics will be spotlighted in
two-week flights that began in early
March and will continug on April 6 to
April 19 and on May 4 to May 17.
Commercials will appear on network and
in 37 spot television markets in all
dayparts. Target: adults, 25-54. Agency:
D'Arcy Masius, Benton & Bowles, St.
Louis.

-Sunbeam Corp. 0 Company's mixer

and Oscar food processor will be
promoted in 70 top markets for about

six weeks, starting in late March. Markets
will include Cincinnati, Detroit, Nashville
and Harttord, Conn. Daytime, news and
prime periods will be used. Target:
women, 25-54, Agency:
Burton/Campbell, Atlanta.

Hitachi O Power tools will be accented in
six- to seven-week flight in Southern
markets, including Tampa, Fla., starting in
early April. Commercials will be carried
in prime, fringe and sports segments.

RepuReport

]
Kark-Tv Little Rock, Ark.: To Katz Contl-
nental Television from Blair Television.

(]

WuuD(am)-wimk(Fmy Chicago: To Katz Ra-
dio from Major Market Radio.

(]

Kmvpiam)-kRXY(FM) Denver: To Select Ra-
dio from Major Market Radio.

O
KUHL(AM)-wLZR-AM-FM Milwaukee: To Re-
public Radio from Durpetti & Associates.

O
Kaviemy) Muskogee, Okla.: To Katz Radio
from Torbet Radio.

O
KYAK(AM)-KGOT(FM) Anchorage and Kiak
(AM)}-KQRZ(FM) Fairbanks, both Alaska: To
Christal Radio from Weiss & Powell.

]

Wxik(fm) Shelby, N.C., and wRFB(FM)
Stowe, Vi.: To Katz Radio (no previous
rep).

Please send ... (Check appropriate box)
[0 Broadcasting i Magazine
O 3 years $190

O 2 years $135
(International subscribers add $20 per year)

Broadcastingz

The Newsweekly of the Fifth Estate
1705 DeSales St., N.W., Washington, D.C. 20036-4480

01 year $70 O 6 mos. $35

[0 Broadcasting i Cablecasting Yearbook 1987

The complete guide to radio, TV, cable and satellite facts and figures—$105.
(if payment with order $90) Billable orders must be accompanied by com-
pany business card or company purchase order. Off press March 1987.
Please give street address for UPS delivery.

To order by MASTERCARD, VISA or CHOICE credit cards, phone toll free 800-638-SUBS

Name 0O Payment enciosed
Company O Bilt me

Address Home? YesO NoO
City State Zip

Title/Position

Type of Business

Signature Are you in cable TV operations O Yes
(required) S S —— -— O No
| b |
g
I For renewal or address change I
I place most recent label here :
T — - & N SO |

Agency: Decker/Kelley/Brown, Atlanta.

Gold Bond Ice Cream O Starting dates
for campaign will vary from April to May
in more than 30 markets and will stretch
throughout summer. Commercials will
appear in all time periods. Target:
women, 25-54; children. Agency:
Grant/Jacoby, Chicago.

Quality Farm & Fleet Co. 0 Chain of
general merchandise retail firms
launches one-week campaign in various
markets in Ohio, including Toledo and
Columbus. Commercials will begin this
week in all dayparts. Target: adults, 25-
54. Agency: William B. Doner Co.,
Southfield, Mich.

Drug drive. The most extensive public
service campaign since the war bond
drive of World War Il has been launched
by the Media-Advertising Partnership of
America in association with The Adver-
tising Council. The massive program
against drug abuse plans to use 3500
million of donated advertising time and
space annually in the first three years.
The objective of the campaign is to
| change social attitudes toward the use
of illegal drugs. The program includes
more than 50 different radio and televi-
sion spots to be broadcast thousands
of times each, as well as print advertise-
| ments. Commercials and advertise-
ments will begin to appear this month.
All facets of advertising will be repre-
sented in the partnership including ra-
dio and televison networks and sta-
tions, advertising agencies, performers
unions, TV production companies and
ressearch firms. Richard T. O'Reilly is the
national director of partnership. Other
organizations playing active roies in the
campaign are the American Associ-
ation of Advertising Agencies, the Asso-
ciation of National Advertisers and the
Arnerican  Advertising  Federation.
Spots have been prepared with multi-
ple themes and messages to reach dif-
ferent age groups.

Broadcasting Mar 16 1987
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Important
business decision?

[nvest wisely...



©1987 COLUMBIA/EMBASSY TELEVISION

Silver Spoons...:

Performance
You bet! A'Top 10
comedy-Households-
Women 18-49-Teens-Kids
and #11 in Men 18-49.

Flexibility
You've got it! A time
period winner in key
W dayparts—Early Fringe-
'i Access-Weekend.

Silve
The hig



broven commodity.

Compatibility
A smooth fit! Perfect
lead-in or lead-out
W for all program genres.
g [ ook what we did for
= KTLA’s checkerboard.

Confidence
lest easy! Another off-
ietwork comedy from the
ll-time champ. No one
erves your needs better.

)poons

ield winner. COLUMBIA/EMBASSY TELEVISION
A unit of Ceéed Felvision

We make America laugh.
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Mobay Chemical Corp. O Sensor
soybeans will inaugurate campaign this
week for about six weeks in 184 medium
and small markets. Commercials will be
placed in farm programing. Target: men,
18-49.

Clover Department Stores O Flights of
two to three weeks per month will be
conducted in Philadelphia, Lancaster
and Allentown, ali Pennsylvania, until
June. Commercials will run in all
dayparts. Target: women, 25-54. Agency:
Spiro & Associates, Philadelphia.

On-Cor Foods O Spring campaign
kicked off 1ast week in extensive
advertising effort throughout country,
including New York, Boston, Dallas and
Milwaukee. Commercials will be
positioned between 9 a.m. and 7 p.m.
Target: women, 25-54. Agency: Jack
Levy & Associates, Chicago.

Pennwalt O Various pharmaceutical
products will be highlighted in flights
running for about one month, starting in
April, and phased in throughout country
until next fall. Commercials will be carried
in all dayparts. Agency: Levy, King,
White, Buffalo, N.Y

Ad Vantage

Blair’s radio profile. Annual report prepared by radio representation division of John Blair &
Co. shows that 25-54 demographic continued as most requested grouping in 1986.
Information is tabutated from combination of sales opportunities from Blair Radio, Torbet
Radio and Select Radio's business opportunity reports and also considers number of markets
requested and number of weeks in which campaign is scheduled to run. During past year,
according lo Blair, 25-54 demo represented 40.7% of business opportunities, up from 38.2%
in 1985. Remaining in second place was 18-49, with 20.6%. Foliowing in order were 18-34,
with 10.2%; 25-49, 9.8%, and 18 plus, 5.4%

O

Advertising deductibility. Association of National Advertisers defended tax deductibility
for advertising expenses in letter to Richard Schulze (R-Pa.), member of House Ways
and Means Committee. Schulze circulated letter to committee members questioning
validity of advertising deductions. ANA cites, among other things, study by Wharton
Econometric Forecasting Associates which concluded: “The impact of limiting the
deductibility of advertising expenses should have a larger negative impact on small
businesses than on large businesses. . . .Many new small business firms enter existing
markets with the help of advertising. By limiting the deductibility of advertising, it will
make it more expensive for new small businesses to obtain a sufficient market share.
These higher costs of entering markets will discourage the creation of new businesses
and inhibit competition.” O

Retailers’ choice. Infomarketing Jnc., Fairfield, N.J., research firm, has identified retail
advertisers'top 20 advertising vehicles, based on audience appeal, programing content and
cost efficiency. Infomarketing said its survey of 60 maijor retailers lists 10 syndicated series
among top 20. Rating in order were local late news (locally produced): Good Morning
America (ABC); Today (NBC); Donahue (syndication); Oprah Winfrey Show (syndication);
Jeopardy (syndication); Tonight (NBC), daytime talk shows {locally produced); Af the
Movies (syndication); Entertainment Tonight (syndication); early news (locally produced);
Magnum P.l. (syndication); movies (locally scheduled); The Late Show with Joan Rivers
{syndication); The New Hollywood Squares (syndication); $100,000 Pyramid (syndication);
CBS late-night news {(CBS); 20/20 (ABC); Music Television (MTV), and WKRP In Cincinnati
{syndication).

f

K Asset Appraisals .

WHN(AM) / WAPP(FM)
New York, New York

\

Broadcast Investment Analysts, Inc.
has completed the asset appraisals of:

WAVA(FM)
Washington, D.C.

for Emmis Broadcasting Corporation

Broadcast Investment Analysts, Inc.
The Experts in Station Valuation

P.O. Box 17307 Washington, D.C. 20041 (703) 661-8515

Visit OQur Hospitality Suite at the Loews Anatole Hotel, Room 1682 (Tower).

Fair Market Valuations . Litigation Support /
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The Stereo Solution for Every Cartridg

PHASE TRAK QO

What does Continuous Electronic Phase Correction™ mean for your station?
It means 'that any tape cartridge. regardiess of where or when it was recorded
originally. will play in perfect stereo phase through the rew Phase Trak 90.

Why is this so important?

Perfect phase equals perfect sound—especially for those listeners who may

be using monaural receivers. Best of all the Phase Trax 90 achieves its perfect
sound without any special signal encoding or other cumbersome methods.

That's why we call the Phase Trak 90 ‘the stereo solution,

Call Broadcast Electronics or your Broadcast Electronics representative today.
Find out how this revolutionary new cartridge machine can make your Sstation
sound better than you ever thought possible!

"Pateni Pending

PHASE TRAK 9O

AUD DATA

START

®

| =l BROADCAST
ELECTRONICS INC.

4100 N, 24th ST., P.O. BOX 3606, QUINCY, IL 62305-3606, (217)224-9600, TELEX: 250142
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Here’s What Broadcasters Say About

THE HARRIS CONNECTION:

VHF-TV
Joseph A. Carriere, President
Caprock Telecasting, Roswell, NM/Lubbock, TX:

¢ éWhen a studio fire wiped us out, our Harris sales
manager was on the scene in six hours and we were
back on the air in 10 days!

Our VHF equipment from Harris gives us the best
quality money can buy. And Harris really stands
behind its products.

Over the years, Harris has treated us very well.
Other manufacturers may make good equipment,
but not all can give the kind of support we get from
Harris. ??

KNOB, FM-RADIO

John R. Banoczi, General Manager
Anaheim, CA:

¢ ¢When it came time to buy a 35 kW transmitter, we
found that Harris had the right product with the right
features at the right price — so we went with the
Harris FM-35K.
Besides — Harris has an excellent reputation for
backing and servicing the products it sells. ??

KCOB, AM-RADIO

John Carl, General Manager
Newton, JA:

€¢Our SX-1A, 1 kW AM transmitter performs as adver-
tised. It gives us a stand-out presence on the dial —
especially in our fringe areas.

d Harris's SunWatch has completely solved our
PSA/PS5A power scheduling problems. I don’t know
how a station could do it otherwise.

When we’ve needed service, Harris has always
come through. 7’

WEAT, AM-RADIO

Bert Brown, Chief Engineer
West Palm Beach, FL:

¢ éMost AM broadcasters who have upgraded their
facilities in this part of the state have gone with
Harris SX transmitters. As you are well aware, this is
a lightning prone area of the country, and our SX-5A
has performed well above our expectations in the
area of maintenance and downtime,

We chose Harris for its professional service and

support. I have a good rapport with Harris people. ??

WSTQ, FM-RADIO
Al Moll, General Manager
Streator, IL:

¢ éBefore we switched to Harris, we were barely on the
air with a poor signal. Our FM-3.5K, 3.5 kW transmit-
ter makes us a stand-out on the dial ??

KHBS, UHF-TV

Don Vest, birector of Engineering
Sigma Broadcasting, Fort Smith, AR:

¢ ‘IKHBd i S is our first Harris installation, and I'm very glad
id it.
. What impresses me most about Harris is the serv-
ice and parts support. In 19 years of broadcasting,
it’s the most cooperative and helpful in the industry.
Harris knows how to treat its customers. Harris is

going to win!??

WOMA, FM-RADIO

Dale Eggert, General Manager

Algoma, WI:

¢ €Our FM-3.5K, 3.5 kW transmitter has operated flaw-
lessly since our sign-on last November.

And our Harris representative not only helped us
put our equipment package together, but stayed on
duty after the sale to see that we met our critical
air date! 7’

WKNO, VHF-TV

Pat Lane, Chief Engineer

Memphis, TN:

€ éBefore I ordered our two new transmitters, I tested
three service departments. Harris was the only one
with an engineer on duty at 10:30 p.m., the Fourth of
July. With the others I got a recording and an
answering Service.

What impresses me most about Harris is the atti-

tude and the people. 7’

Find out today how The Harris Connection can keep

your station ON THE AIR . . .

... and we’ll send you your free, full-color ON THE AIR
poster. An up-to-the-minute symbol of our industry’s
rich tradition.

Just call us TOLL FREE at 1-800-4-HARRIS, ext. 3002.
Or write: Harris Corporation, Broadcast Division, Mar-
keting Department, P.O. Box 4290, Quincy, IL 62305.
Our poster supply is limited, so act today.

T HARRIS
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An obscenity versus free speech commentary from Richard W. Jencks

Manning the barricade
against permissive speech

In an Jan. 5 editorial ("Vive la difference™)
BROADCASTING celebrated the arrival of a
new general counsel at the FCC in the happy
expectation—perhaps unfounded—that she
will adopt what it calls a “pro-First Amend-
ment posture” and. in effect. do nothing
about complaints of obscenity and indecen-
cy directed against three broadcast licens-
€es.

Obscenity on the air. according to the edi-
torial. advances “plurality in programing.”
Since the particular continuity in question
was not discussed nor defended a reader is
left legitimately to assumec that a broadcast
equivalent of. say. Hustler or Screw. would
be greeted here with aplomb.

During my tenure in the business I have
had something to do with trying to vindicate
the First Amendment rights of broadcasters.
but in my judgment the position taken by
BROADCASTING is simply wrong.

Few would say that a desirable plurality in
programing would be furthered by a station
which broadcast instructions for the applica-
tion of gelignite to the antenna tower of a
competitor or thought it amusing to falsely
broadcast that an airliner had a bomb on
board. or used its facilities to unlawfully in-
fluence a union election among its em-
ployes. These. however far fetched. are ex-
amples of the kind of speech which
accomplishes substantive evil. They are as
little protected by the First Amendment as
the famous example cited by Mr. Justice
Holmes: “falsely crying fire in a crowded
theater.”

Is it not then, a substantive evil to deliber-
ately subject small children to cbscenity and
indecency? And. by extension. to the out-
right pornography which would appear to be
supported by the “pro-First Amendment
posture” urged in these pages? Is this really a
right that the print press has? 1 suggest that
even Mr. Goldstein of Screw would have
troubles with most district attorneys—and
courts—if he procceded down a busy
sidewalk and broadcast (good old word.
that) copies of his sheet to adults and chil-
dren alike.

People in our busincss who envy the os-
tensibly greater freedom in this respect of
somg other media might wish to reflect upon
the use of the word “adult™ for the emporia
and other means through which such materi-
als are commonly purveyed to the public. A
place that calls itself an “adult bookstore.™
for example. does not signify so much that
the store is for adults—we all know that such
places are patronized in fact mostly by males
with arrested scxual and personal develop-
ment. society’s relatively impotent loscrs—
as that it is definitely not for children. Chil-

._h:.l‘ :
Richard W. Jencks is a member of the board
of directors of RKO General Inc. and was
formerly president of the CBS/Broadcast
Group. He was at one time general counsel of
CBS Inc. and concluded his career with the
network as its corporate vice préesident in
Washington.

dren are unwelcome; bad for them. bad for
the proprictor.

The stupidity of the faimess doctrine lies
not only in the fact that people in a democra-
cy benefit from discussion but that the Kind
of spcech protected by the First Amend-
ment—which is to say almost all speech—
does not directly injure anyone. No onc is
hurt by being told that the world is or is not
flat. or that the [ranian arms deal was or was
not a dreadful error, or that homeowners
should or should not be able to appropriate
satellite signals. Mill told us, and we have
staked much upon it. that in a free market-
place of ideas truth has an ultimate advan-
tage. The doctrine has indeed bred timidity
among the kind of people who might have
kept out of broadcasting altogether the kind
of people who might have established broad-
cast journals similar to our best opinion per-
iodicals. Yet, as BROADCASTING correctly
points out. the existence of thousands of
broadcast outlets guarantees more than ever
before the existence 