Comsat’s $700 million ambition for DBS
The new proliferation of small earth stations
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MGM has somethine

it's "MCM's That's Entertainment’

e :
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THAT'S ENTERTAINMENT « CAPTAIN NEMO AND THE UNDERWATER CITY « COMA « CORVETTE SUMM
NETWORK+ THE ROUNDERS « SHAFT'S BIG SCORE « SKYJACKED « THE SUPER COPS« TELEFON = TICK..



ew to roar aboutﬂ

What's Entertainment?

It's 20 great

theatrical motion

pictures. It's a well-
balanced package of
hard-hitting drama,
action-adventure,
passionate love, hilarious e |
comedy- perfect for special :

Family and Holiday scheduling. It' s programmlng f|8leI|ItV
Most titles run 100 minutes or longer.

Entertainment is: Charles Bronson, Omar Sharif,
- Julie Christie, Jane Fonda, Fred Astaire, Gene Kelly,
William Holden, Faye Dunaway, Lee Remick,
Peter Finch, Robert Duvall, Ryan O'Neal,
. Henry Fonda, Debbie Reynolds,
= Charlton Heston, Michael Douglas,
" Genevieve Bujold, Mark Hamill.

0 Andit'savailable. 55% of these titles

" are ready for you right now. (After all,

i "8 what's entertainment if you can't enjoy it?)

Andit’ s applause with a score of motion plctu res that not only
played to rave reviews WEET 7 I 5
in theatres all over the gﬁ ;
country but also rated
at home with anim-
pressive average
network share.

That's entertainment! "/
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New York /717 /7 4400 Chicago %17, 267 1490 Los Angeles 277 546, 000 Atlanta 'A04: 42 5AF
Distributed Internationally by CI.C Television B.V

MON SEED « DOCTOR ZHIVAGO « IN THE COOL OF THE DAY « INTERNATIONAL VELVET « LOCAN'S RUN »
K. . TICKs TORPEDO RUN+ THE UNSINKABLE MOLLY BROWN + WILD ROVERS « THAT S ENTERTAINMENT |1
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KOATTVS KSDKMN KETV-TVY WLNETV®
Albuquerque  St. Louis  Omaha New Bedford/

Providence
{formerly WTEV-TV)

“"WLNE
doubled their
reach but not
their rates...

a super TV buy!”

...but our current rates
won't last for long. Since our
new CP (circular polarized)
antenna just went up, our
new increased ratings won't
show up until the February
rating book comes out. And
with double the power, we
can't wait. Because not only
are we reaching more
people, but our reception

is better than ever, too.

WLNE professionalism and
innovation. That’s the
Pulitizer standard of
broadcast journalism.

Fig. 2: The new signal
goes through the air
like a corkscrew, More
signal hits your an-
tenna, You get better
reception than you
ever had before.

Fig. 1: The old signat
was a “flat” signal. It
missed as much of your
antenna as it hit.

N/
%
V.

£y

‘ Represented by Blalr
Television & Radio

WGALTV ™ KTAR & KBBC-FM M & BROADCAST

Lancaster/York/ Phoenix
Harrisburg/
Lebanon

STATIONS

Touching the fives of over nine milfion Americans.
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The Week in Brief

RN [OP OF THE WEEK
COMSAT’S LOFTY BID O Company seeks FCC approval
of ambitious DBS plan. It involves three channels, would
be pay-supported and would cost $700 million. PAGE 23.

NAB MONEY MATTERS (1 Controversy looms over
proposal that joint board chairman be paid honorarium to
compensate for loss of time and person to his regular
organization. PAGE 26.

FCC MOVE ON HOLD I Decision on agency's switch to
Virginia is deferred until February, PAGE 27.

NETWORKS TIGHTEN BELTS (I NBC starts cost-reduction
program. ABC and CBS talk about curtailments and
personnel cutbacks through attrition. PAGE 28.

GANNETT GOALS (0 Neuharth discloses pian for national
newspaper through communications satellite system and
entry into cable programing. PAGE 28.

R SPECIAL REPORT M,

BIG BUSINESS NOW 1 Small earth stations, originally
used by rural homeowners to get TV signals, have
attracted more and more entrepreneurs who utilize
method to sell services to hotels, apartments and trailers.
PAGE 31.

I  FCC FINANCIAL FIGURES
RADIO’s BOXSCOREIN'79 (1 FCC releases portion of its
AM-FM financial data. It shows net revenues of $2.7

billion for 7,036 stations and total income in excess of
$225 million. PAGE 41. Market-by-market listing begins

ON PAGE 46.

O | AV & REGULATION I

FEDERAL REINS (J Reagan's task force on regulatory
reform suggests government back off for year to allow
breathing spell in which to adjust. Scalia says FCC has
moved in rightdirection, FTC should be curbed. PAGE 70.

DOUBTS ABOUT 9 KHZ [0 NAB-supported studies
contend switch would cost more than expected and that
broadcast economy will not support many new stations.
PAGE 72.

Datebook
Editorials

Fates & Fortunes
For the Record

Bottom Line
Business Briefly
Changing Hands
Closed Circuit

Monday Memo
Monitor

JOURNALISM pun
GETTING SET FOR JAN. 20 (0 Inauguration plans are

geared to television. Satellite technology will link
Washington's eight inaugural balls with scores of balls in
other cities. PAGE 78.

R U SINESS
BULLISH ABOUT PAY TV 0 Investor seminar hears Oak’s
Carter predict 20% annual growth for STV in next decade.
Columbia'’s Hilford expects home VCR's to triumph over
disks. FCC's Washington believes government should
restrain itself in regulating new technologies. PAGE 80.

LESS WRITE-OFF NOW 0 ABC says change in method of
amortizing costs of original prime-time programing may
contribute to operating loss in first quarter of 1981.
PAGE 80.

T | EDA
HARASSMENT OO UHF permittee in Vineland, N.J., vows to
go on air in March, despite law suits, vandalism, threats
and racial slurs. PAGE 84.

SOUNDS OF'80 1 Cowboy craze and growing impact of
black music is reflected in BROADCASTING's annual survey
of top 100 contemporary and country records. PAGE 86.

TR PROGRAMING
LOOKING UPWARD [ Report by Station Representatives
Association assesses future of satellites and small
amount of competition that DBS will generate for
broadcasters. PAGE 90.

EE—— O

THE ‘BROADCASTING’ YEARS (0 An expected war came
unexpectedly Dec. 7. It culminated a year in which radio
cooperated with government in emergency plans for
men, materials and programing. It also was time when
FCCissued its monopoly report and broadcasters had
their showdown with ASCAP PAGE 97.

A PROFILE

TARGETING ON TOMORROW (1 Thomas McKinney doesn’t
dwell on the adversity of his earlier years: he
concentrates on goals ahead. That positive approach
helped to take him to the presidency of Sheridan
Broadcasting Corp. and Sheridan Broadcasting Network.
PAGE 121.

Open Mike
Playback

Stock Index
Washington Watch
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Great news for millions of rock-hungry young adulis,
Coming up in '81. Twenty-four concerts and specials. The Outlaws.
Hall & Oates. Rossington Collins. Kansas. And Eddie Money. Plus 19 more
great Sourcevents. And the beat goes on.

Straight from the Source’s Mouth

NBC Radio’s Young Adult Network




Closed: Circuit:

|
One down

List of prospects for FCC chairman in new
Reagan administration has been reduced
by one. Jack Pettit, former FCC general
counsel, now in private practice in
Washington, had been considered truly
live prospect for job. Among other things,
former Chairman Richard E. Wiley, who
had recruited Pettit for general counsel’s
job and is now senior adviser to Reagan’s
FCC transition team, is said to have
considered Pettit well qualified. But Pettit
has let it be known he should not be
considered for chairmanship. Taking job
would mean too big a financial sacrifice.

Meanwhile, three other names are
popping up increasingly. They are those of
Wade Hargrove, executive director and
general counsel of North Carolina
Broadcasters Association; Mark Fowler,
communications attorney who is co-
director of transition unit of legal.and
administrative agencies, as well as one of
top members of FCC transition team, and
former Congressman Louis Frey Jr. (D-
Fla.), who was ranking member of House
Communications Subcommittee. But no
decision on those or other names is
expected for some time. Completing
selections for cabinet and subcabinet posts
is next order of business, according to
transition officials.

- ]

Man of experience

Search committee of Cable Television
Advertising Bureau (CTVB), which is
looking for president to run fledgling
organization, is having no trouble finding
qualified candidates. Among ‘‘dozens’’ it
is now considering is Norman (Pete)
Cash, former president, now vice
chairman, of Television Bureau of
Advertising. Cash is to leave TVB at end
of year. Committee is accepting
applications for job through next Jan. 15.

R
Hot spot
Spot radio is winding up 1980 in fine
fashion, with Station Representatives
Association estimating that year will top
last year’s revenues by more than 20%.
March and June were said by some
national reps to be ‘‘stunning’ and first
quarter was up by close to 40% over 1979
period. Sunbelt markets generally
outperformed rest of country, but Florida
markets slipped somewhat, though still
showing increases higher than national
average.

SR A meanwhile estimates that spot
television, operating from much larger
base than spot radio, will show increase of

10%-12% in 1980 over 1979. Reps
indicated business did not reach
expectations in third quarter when
Olympic games were canceled, but fourth
quarter turned out better than expected
with flurry of business in November and
December. Some reps felt that soft TV
network fourth quarter may have helped
spot, with budget-conscious advertisers
taking advantage of selectivity offered by
spot when full national exposure was not
needed.

|
Bed and board

Topic of intense interest at February board
meeting of National Cable Television
Association will be what to do about soft-
core pornography, now distributed to cable
systems by two satellite networks—
Satori’s Private Screenings and Rainbow
Programing Services’ Escapade. Industry
leaders, concerned about cable’s image,
would like to rid cable of pornography or at
least put some limits on it, but are at a loss
to know how.

NCTA, which opposes X-rated movies,
could extend its code of practices to
encompass R-rated pictures or
recommend strongly that any cable system
carrying such programing use ‘‘lock
boxes’’ to prevent children from tuning in.
Legal problems may preclude former,
unavailability of lock boxes, latter.
Whatever NCTA does, if anything, will
not be done without discussion. Rainbow
is partnership of four MSO’s, including
heavyweight Cox Cable.

| |

Ripe?

With earnings for year under pressure (see
story page 80), ABC is also taking
drubbing in stock market. Price of
company’s shares reached 52-week low at
one point Thursday, $25.625, and closing
price of $26 yields scant 5.4-to-1 price-
earnings ratio using latest earnings
assumptions.-Some on Wall Street, noting
that stock is trading about 15% lower than
book value, wouldn’t be surprised by new
round of rumors labelling ABC takeover
candidate.

|
First and foremost

Mere mention of Chief Justice Warren E.
Burger’s name is enough to disturb some
journalists, who see him as no friend of
their First Amendment. But Burger left
executives of Gannett Co., major
newspaper and broadcast group, in
positive mood after closed session at
company’s annual year-end meeting in
Washington (see page 28). Because of
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Insider report. behind the scene, before the fact

ground rules under which Burger, who
rarely makes such appearances, accepted
invitation, Gannett officials declined to
give details of his talk, which dealt with
First Amendment. But it was disclosed
that Burger spent almost five hours with
Gannett officials, delivering prepared
remarks and answering questions from
7:15 p.m. to about 10:30 p.m. and staying
on for informal conversation until
midnight.

‘1t was a good discussion,”’ said one
official. But was it encouraging? *“The
mere fact that the chief justice was willing
to come and engage in a dialogue is
encouraging,’ was reply.

|
News on top?

ABC-TV researchers say network’s new
Nightline news broadcasts may have
unseated NBC’s Johnny Carson in ratings
for their respective periods during
November sweeps. Comparisons aren’t
precise, because Nightlineis only 20
minutes (11:30-11:50 NYT) and national
ratings data isn’t available for exact sweep
dates. But for weeks most closely
approximating sweep period (Oct. 27-Nov.
23 versus Oct. 29-Nov. 26 for sweep), they
say, half-hour in which Nightline appears
averaged 6,920,000 homes per minute
while Carson averaged 6,770,000 in same
half-hour and CBS entertainttierit
programing, 5,600,000. In ratings and
shares, it was 8.9/27 for Nightline, 8.7/27
for Carson, 6.5/20 for CBS.

]

Search for angel

All that talk about United Press
International’s being up for sale is not
quite right, according to Edward Estlow,
president of E.W. Scripps Co., 95% owner
of UPI. Talk started when UPI officials
told editors’ convention last fall that news
agency, its financial problems worsening,
would try to find new ownership
(BROADCASTING, Oct. 13). Actually,
Estiow says, UP1 is not up for sale in strict
sense, and Scripps is not actively looking
for buyers. What company would like, he
says, is to divest itself of majority
ownership but not get out altogether. He
says ““casual discussions’’ about how that
might be accomplished—or what else
might be done—are being held by Scripps
people with newspaper and broadcasting
people.

With UPI facing operating losses then
running close to $5 million per year,
owners tried but failed to sell off 90%
interest to limited partners
(BROADCASTING, Oct. 1, 1979, et seq.).
Losses this year are believed likely to reach
or exceed $7 million, before taxes.






We put
your ideas
to work

ML

MAGHETIC VIDEO
A TWENTIETH CENTURY-FOX COMPANYs

The video revolution is here
and Magnetic Video is its
leader. Our videocassette
catalog now totals more than
800 titles. We handle more
movies than ABC, CBS and
NBC combined. And,we're
looking for more.

Magnetic Video will soon
launch its first production for
cassette and disc release. To
meet the growing demand of
the home entertainment mar-
ket,we will employ top cre-
ative talents. Together,we will
create a new medium.

The home entertainment
market is becoming a more
important source of revenues
and earnings, and will become
even more importantin the
near future.

Are you ready? At Magnetic
Video Corporation,we are!



Business: Briefly

TV ONLY e Advertising, New York. Target: adults,

A.B.C. RentalsO TV rentals. Begins Jan.
1 for 52 weeks in four markets. All day
parts. Agency: Mitchell & Manning
Advertising, Dallas. Target: aduits, 18-34.

U.S. News and World ReportQO
Magazine subscription drive. Begins Dec.
29 for 13 weeks in over 20 markets. Day
and fringe times. Agency: March

25-54.

Beneficial Financed Income tax
preparation and home owners loans.
Begins in January for 13 weeks in about
70 markets. News, prime access, late
fringe and sports times. Agency: William
B. Tanner, Memphis. Target: adults, 25-49.

BRB Music Co.O Various records.

Adda
Touch of
Class to
Your Studio

Broadcast Electronic’s new Series 350
slide-attenuator, ten mixer stereo or monaural consoles
are as elegant as they are functional, What a combination ...
crisp wear-resistant front panel graphics, fashioned
control knobs, hardwood end panels, brushed
stainless covers and superb audio from field
proven modular electronics.
The result? A classic appearance which enhances
any broadcast or production environment, and
performance that most more expensive consoles can’t
match: Distortion .05% IM and THD from 30Hz 1o 20kHz
al +18dBm output, with +0.5dB frequency response.
Both mono and stereo models accommodate 22
inputs and every mixer has a preamp selectable
for either microphone or high level, plus a full
complement of line, monitor, cue and headphone
amplifiers ... all plug-in.

For more information, contact your
local Broadcast Electronics distributor,
or write for our new brochure.

NICS INC.

a FIMWAYS company
6 - QUINCY A TEL 142
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Begins Dec. 27 for 13 weeks inover 150
markets. Agency: V&R Advertising Inc.,
New York. Target: adults, 25-49.

Oaklawn Jockey Club O Race track.
Begins Jan. 1 for 13 weeks inunder 10
markets. All day parts. Agency: Cranford/
Johnson/Hunt & Associates, Little Rock,
Ark. Target: adults 25-54.

CRC Chemicals O Automotive and
household spray lubricant. Begins Feb. 9
for 12 weeks in about 15 markets. News,
late fringe, sports and weekend times.
Agency: Gray & Rogers, Phitadelphia.
Target: men, 25-49.

Mobil Chemical Co.O Corninsecticide
and soybean herbicide. Begins Jan. 5 for
eight weeks in over 10 Midwestern
markets. All day parts. Agency: The Martin
Agency, Richmond, Va. Target: men,
25-54.

Snyder industries O Plastic tanks.
Begins Dec. 29 for four to six weeks in

over 50 markets. Agency: Bozell & Jacobs
Agricultural, Omaha. Target: men, 25-49.

Hills Brothers O Coffee. Begins Dec. 29
for 10 weeks in over 20 markets. Day,

Two for ’81. Creamer Inc,, New York-
based advertising agency with billings
of $175 million, will acquire Horton,
Church & Goff Inc., Providence, Rl in
January 1981. Creamer/New England
will gain accounts from agency whose
billings in 1980 were $22.5 million. Also
merging with Creamer in January will be
Chicago-based agency, Russell T. Gray,
bringing billings to $10 million for
Creamer’s Chicago office’ Seated (I to r)
are John A. Horton, formerly chairman of
Horton, Church & Goff and now chair-
man of Creamer/New England; Donald
E. Creamer, chairman and chief execu-
tive officer of Creamer Inc.; standing (I
to 1) Kingsley N. Meyer, vice chairman,
Creamer/New England; Harold L.
Strauss, vice chairman and chief
operating officer, Creamer, and Robin-
son C. Trowbridge, president, Creamer/
New England. J




early and late fringe times. Agency: RDR
Timebuying Services, New York. Target:
women, 25-54.

Kal KanI Crave cat food. Begins Jan. 19
for 10 weeks in 12 West Coast markets.
Fringe times. Agency: D'Arcy, MacManus
& Masius, St. Louis. Target: women,
25-54.

Trailways O Great Lakes bus route.
Begins this week for two weeks in New
York markets of Rochester, Buffalo,
Albany-Schenectady and Syracuse. Day
and fringe times. Agency: Stern Monroe,
Dallas. Target: total adults.

Top Value Enterprises [ Winn Dixie
stores. Begins Jan. 1 for seven weeks in
about 10 markets. All day parts. Agency:
Willis/Case/Harwood, Dayton, Ohio.
Target: women, 25-54.

Lawn Boy O Lawn mowers. Begins in
February and March for five to six weeks
in over 140 markets. All day parts.
Agency: Clinton E. Frank, Chicago.
Target: men, 25-54.

Collins & Aikman (O Iron Weave hosiery.
Begins Jan. 12 for three weeks in Arizona
only. Day, late fringe and prime times.
Agency: Liller Neal Weltin, Atlanta.
Target: women, 18-49.

John D. Branch O Sentry safes. Begins
Feb. 1 for two weeks in over 15 markets.
All day parts. Agency: Blair Advertising,

Rochester, N.Y. Target: men, 35 and over;
adults, 25 and over.

I R ADIO ONLY N

American Angus AssociationO
Various. Begins Jan. 12 for 10 weeks in

BREP REPOL

" WrIe-Tv.. Chattancoga,  Tean: To Spot
Time Ltd. {no previous rep). |

) o
Wece-Ty York, Pa.: To Spot Time Ltd. {(no
previous rep). .
]
Kmyz-am-Fr Tulsa (Pryor), Okla.: To P/W
Radio Representatives from Walton
Broadcasting. :
: R
Wceov-tv Montgomery, Ala: To Adam
Young-Inc. from Meeker Television. .

:17 ftor TeleRep. TeleRep Inc. has
opened its 17th sales office in Charlotte,
N.C. Dan Giordano, account executive
at wetv(tv) Charlotte, has been named:
manager of new office,.New facility is
located at 11 Fairview Plaza Building,
Suite 705, Charlotte, N.C.. 28210. (704)
552-8862. T

A’ Vantage

Media modules. Solid-state module about size of cough drop promises easier and more
efficient media comparisons for those using maximizing media performance (MMP) kits
from Television Bureau of Advertising. MMP is designed to help stations and reps sell
television time by providing estimates of net reach, frequency and cost-per-thousand for
advertising schedules. Desktop calculator costing roughly $400 produces comparisons of
advertising performance in television, radio and newspaper campaigns when used n-con-
junction with program- material from TVB. Until now, that material has come in packet with
eight magnetic tapes, two for each medium and two more for media mix campaign. About
180 stations are using such MMP kits, along with 10 reps, 22 agencies and about half-
dozen others: New module will replace tapes, incorporating -all their functions and adding
such features as storage of up to nine media plans, making copies of plans, and-providing
four-week reach and frequency projections. MMP tapes will continue to cost $150;
modutes, to be available in February, will be $350. However, those already using tape
systems can trade them in on module for $200.

over 25 markets. Middays. Agency:
Sander Allen Advertising, Chicago.
Target: men, 18 and over.

Southland Corp.J 7-Eleven stores
coffee promotion. Begins Jan. 5 for about
six weeks in 200 markets. Morning drive,
middays and afternoon drive times.
Agency: The Stanford Agency, Dallas.
Target: men, 18-39.

Bank of Americad Begins Dec. 31 for
three weeks in California markets of
Bakersfield, Fresno, Los Angeles,
Modesto, Palm Springs, Sacramento and
San Diego. Agency: D'Arcy-MacManus &
Masius, San Francisco. Target: adults, 45
and over.

N S ADIO AND Tv IR
Nationwide Insuranced Begins Jan. 1
for 13 weeks in Georgia, Florida and the
Carolinas for radio and in Florida only for
TV. Agency: Ralph Johnson & Associates,
Raleigh, N.C. Target: men, 25-49.

Gardner Baking Co.O Various
products. Begins Jan. 12 for first quarter
in Milwaukee, Madison and Wausau, Wis.
TV spots will run in day, fringe, prime,
news and specials. Agency: E.E. Long,
Chicago. Target: total women.

Dannon(J Yogurt. Begins Jan. 12 for four
weeks in over 20 top markets. Agency:
Marsteller, New York. Target: adults,
18-49.

RADIO STATIONS CAN
MAKE MORE MONEY.

Did you know the William B. Tanner

Company offers the broadcaster
complete music programming and
formatting for any station in any
market? It is the Tanner Musical
Spectrum. Name your need—

and Contemporary Country with
the greatest hits of all time.

Middle of the Road, Contemporary
Rock for the 18 to 34 demographic,

Tanner computers match ‘
our music with your audi- 6 ’

The William B. Tanner Co.,Inc. 2714 Union Extended, Memphis, TN 38112

ence. Every service is tailored for
your needs, and day-parted for your
convenience. Announced or Un-
announced . . . for automated or
live-assist operations. The Tanner
Musical Spectrum can be profitable
for your station. Write for a free
demonstration of the Tanner
Musical Spectrum. Or call Dick
Denham collect.(901) 320-4342.
Tell him you want the very
best for your station. . . Today!

Name Title
Station Format
Address

City

State

Zip

A
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Monday:Memo-

A broadcast advertising commentary from Joel Fisher, vice president/associate media manager, Compton Advertising, New York

TV ratings need to
change with the
technological times

In 1979 $4.7 billion was spent in network
television. An average prime-time rating
point cost $3,900 (per 30-second commer-
cial or $7,800 on a 60-second basis). It is
anticipated that network costs and expen-
ditures will soar by 15% in 1980 to $5
billion with a cost per rating point of
$4,500 (per 30, or $9,000 on a 60-second
basis).

With investments of this magnitude, it
is obvious why it is absolutely essential
that cost efficiency analyses be as precise
as possible. And that means that program
ratings must be accurate, since commercial
rates are geared to the size of the reported
program audiences.

The A.C. Nielsen Co. has long been the
definitive source for these national net-
work television ratings and audience esti-
mates. The foundation of the Nielsen rat-
ing is the Nielsen sample, which consists
of a panel of, approximately, 1,280 televi-
sion households that have agreed to have
their viewing monitored by an electronic
measuring device called an “‘Audimeter”’
The panel is selected on a random statisti-
cal basis, and the households remain
members of the Nielsen Television Index
(NTD sample for a period of five years.

Since a great deal of money is spent on
the basis of the Nielsen data, it is safe to
say that the Nielsen ratings have received
an inordinate amount of review over the
years. And although the service has
received a significant amount of negative
criticism, especially when “‘problems”’
have surfaced, in all fairness, one may
conclude that the service has performed
creditably. This fact is evidenced by the
phenomenon that no one has yet come up
with a better alternative—no one has even
seriously tried.

The 1980°s, however, promise to offer a
menu of problems which the present
Nielsen methodology might not be able to
cope with. Consider the following—the
current Nielsen sample is used to calculate
program ratings by simply dividing the
number of homes which tuned into a pro-
gram by the number of homes in the
Nielsen sample. The process, a small ran-
domly dispersed sample in which no
weighting is made to correct for sample
imbalances, works when the viewer has
the option of choosing among five or so
programs—but, as we will show, it will be
overly taxed when the viewer has the op-
tion of viewing any of 30, 40 or even 100
channel opportunities.

With the advancement of cable tech-
nology, which promises to bring as many
as 100 channels into the cable TV house-

o .r - - ‘..
BRI\ i -h

Joel Fisher is vice president, associate media
manager, and the director of media research at
Compton Advertising, New York. He has been
at Compton since 1975, and before that he
was at Dancer-Fitzgerald-Sample. Among
accounts that Fisher services at Compton are
Procter & Gamble, Johnson & Johnson,
American Motors/Jeep, Thompson Medical,
Showtime and New York Life Insurance. He
also heads the computer section of the media
research department, often writing programs,
or coordinating a network of associate
agencies' computer operations.
-

hold by 1985 (with an industry projection
of 35% to 40% cable penetration of TV
households by then), we recognize that we
must take a much closer look at the sam-
pling process that affects Nielsen’s au-
dience measurements.

In the past, when television viewing was
confined to broadcast (and the largest part
of that was network), distortion in
Nielsen’s sample was not as critical, for all
viewing was restricted to the same pro-
graming fare—regardless of household
characteristics. Now, however, television
usage can include either network or non-
network broadcasting, cable, or one of the
new electronic modes. Television sets will
be used for videocassette and videodisk
playback, for TV game display and for two-
way communication functions. The need
to discern accurately from among these
opportunities will surely grow in impor-
tance as costs continue to escalate. Any in-
consistencies within the composition of
the Nielsen sample may very well distort
audience selection and levels.

One example of sample distortion con-
cerns the representation of cable house-
holds. Recently Nielsen published a cable
status report which listed its sample’s ca-
ble television penetration at 26%. Nielsen
had earlier released its official cable televi-
sion penetration estimate at 19%. Thus,
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Nielsen finds its own sample’s cable
penetration level in error of over one-third
more.

Since Nielsen does not compensate for
sample imbalances, the misrepresentation
of cable homes can affect all ratings. Con-
sider the following, we know that cable
households view television differently
from noncable homes. We know that cable
homes view measurably more television.
We know that cable homes view different
programs and more independent stations.
This imbalance affects the advertiser since
the overstatement of cable households in
the sample by nearly 30% could raise in-
dividual program ratings unfairly. Along
with higher program ratings go higher pro-
gram prices.

Noris it simply the overstatement of ca-
ble homes that concerns us. Indeed, this
misrepresentation could be anticipated
and, in part, be considered acceptable.

One of the primary reasons for cable
overstatement is the very nature of the ca-
ble subscriber. He tends to be a more will-
ing and cooperative member of the sam-
pling process. The matter of cooperation is
quite important in light of the five-year
commitment that Nielsen asks of its sam-
ple.

A second situation that is put forward to
account for the variance in the two cable
estimates is that of “‘theft of services.”
Between 1% and 2% of American—and
NTI—families enjoy cable without paying
for it. Hence these families are included in
the NTI sample as cable homes; but this
population segment is excluded from the
national universe estimate.

There are, of course, other explanations
for the discrepancy in the cable penetra-
tion estimates. [t is not our intention to
belabor this point. Rather, suffice it to say,
we are left with an unbalanced sample.

The focus of our concern is that in an
era of unprecedented viewing options, an
unbalanced sample will produce ques-
tionable data. For not only is cable
misrepresented, but as has been reported,
so are low income homes, upper income
homes, Spanish homes, single person
homes, black homes, etc.—they are all
misrepresented. This misrepresentation is
coupled with the untraceable viewing in
college campuses, prisons, hotels, the
military, etc., which also serves to distort
viewing levels and program ratings.

What we ask, however, is that Nielsen
not wait until a problem exists. The time is
ripe for Nielsen to experiment and explore
new methodologies that might better meet
the needs of our immediate future. As a
monopoly, Nielsen ‘‘owes us’’ this con-
sideration—as an industry, we deserve it.
Lest we once again invite governmental
intervention, let’s heed the lessons of the
past and prepare for the future.



RATED NETWORK PROGRAM

THE THIRD HIGHEST

AND THE NUMBER ONE COMEDY
DURING THE NOVEMBER 1980 SURVEY PERIOD

AVAILABLE IN 1982

Source. NTI Fast Weekly Household Audiences Reports for November 1980, averages for regularly
scheduled prime-time programs. Subject to qualifications which will be supplied upon request.

Warner Bros. Television Distribution | ‘. :,;. A Warner Communications Company



B |ndicates new or revised listing

]
January 1981

Jan. 7-—Maryland-District of Columbia-Delaware
Broadcasters Association renewal seminac Shoreham
hotel, Washington.

Jan. 7-9—Arbitron Television Advisory Council
meeting. The Canyon hotel, Palm Springs, Calif.

Jan. 8—New deadline for comments on FCC's cable-
broadcast crossownership proceeding (Doc. 20423).
FCC, Washington.

Jan. 8—Deadline for reply comments on FCC's
further notice of proposed rulemaking on AM stereo
(Doc. 21313). FCC, Washington.

Jan. 9-10— National Federation of Local Cable Pro-
gramers regional conference. Baltimore.

Jan. 11-13—California Broadcasters Association
winter convention. $pa hotel, Palm Springs, Calif.

Jan. 12-14—Pacific telecommunications con-
ference, sponsored by Pacific Telecommunications
Conference, independent, voluntary membership
organization. llikal hotel, Honolulu.

® Jan. 12-15—Conference for Journalists on

Datebook "

“Health and Environment,’ sponsored by The Washing-
ton Journalism Center. Watergate hotel, Washington.

Jan. 13— Federal Communications Bar Association
luncheon. Speaker: Lawrence Grossman, president,
Public Broadcasting Service Touchdown Club, Wash-
ington

Jan. 13-15— Communication Networks tirst national
conference and exposition. General chairman. Richard
E Wiley, managing partner in Washington law firm of
Kirkland & Elfis. Albert Thomas Convention Center,
Houston. Information: Communication Networks '81,
Registration Department, 375 Cochituate Road, Fra-
mingham, Mass., 01701, {800) 225-4698; n Massa-
chusetts (617) 879-0700.

Jan. 14 — International Radio and Television Society
newsmaker luncheon. Salute to radio's 60th annivers-
ary, hosted by Bert Parks. Waldorf-Astoria, New York.

Jan. 14— New England Cable Television Association
winter meeting. Sonesta hotel, Boston, Information:
NECTA, 8 1/2 North State Street, Concord, N.H. 03301,
(603) 224-3373.

Jan. 15— FCC deadline for comments on notice of
proposed rulemaking on low-power television (Doc.
78-253). Replies due March 1. FCC, Washington

Jan. 15-168— Virginia Association of Broadcasters
winter meeting. Richmond, Va, Hyatt.

Wﬂ(%%

Jan. 18-21, 1981 — Association of Independent
Television Stations (INTV) eighth annual conven-
tion. Century Plaza, Los Angeles, Future conven-
tions: ‘Feb, 7-10, 1982, Shoreham hatel, Washing-
ton; Feb. 6-9, 1983, Gallena Plaza hotei, Houston.

Jan. 25-28, 1981 —Joint convention of Na- .
tional Relzgwus Broadcastérs and National Asso-
ciation of Evangelicals. Sheraton Washington
hotel, Washington.

March 13-18, 1981 — National Association of
Television Program Executives 18th annual con-
ference. New York Hilton and - Sheraton Centre.
Future conferences: March 12-17, 1982, Las
Vegas Hilton; March 18-23, 1983, Las Vegas:
Hilton; Feb, 12-16, 1984, San Francisco Hilton and
Moscone Center.

April 12-15, 1981 — National Association of
Broadcasters 59th annual convention. Las Vegas
Convention Center. Future conventions: Dallas,
April 4-7, 1982; Las Vegas, April 10-13, 1983;
Atlanta, March 18-21, 1984; Las Vegas, April
14-17,1985; Las Vegas, April 20-23, 1986; Atlan-
ta, April 5-8,1987; Las Vegas, April 10-13, 1988.

April 24-30; 1881 —17th annual MIP-TV inter-
national TV program market: Palais-Des Festivals,
Cannes, France.

May 3-7, 1981 — National Public Radio annual
conterence Phoenix. Future conference Washing-
ton, April 18-22, 1982,

May 5-9, 1981 —30th annual convention, Amer-
ican Women in Radio and : Television. Sheraton
Washington hotel, Washington,

® May 29-June 3— National Cable Television
Association annual cenvention. Les Angeles.
Futute conventions: May 2-5, 1982; Las Vegas;
June 12-15, 1983, Houston; May 20-23, 1984, San
Francisco; March 31-April 3, 1985, New Orleans:
March 16-19, 1988, Dallas, and ‘May 15-18, 1988,
Las Vegas,

May 30-June 4, 1981 — 12th Montreux Interna-
tional Television Symposium and Technical Ex-
hibition. Montrelix, Switzerland; Iriformation: Press
officer, Swiss PTT, V|ktonastr 21, CH-3030, Berne,
Switzerland.

- hotel, Washington,

{erence. Hyatt Regency, Chicago.

hotel, Hollywood-by-the-Sea, Fla. Future conven-

eeling \?}e

June 6 10, 1981 —Amerwan Aduerttsmg
Federation natronal convemron Hyatt Regency

June 10-14, 1981— Broadcasters Promotion
Association 26th annual seminar and Broadcaest
Designers - Association -third annual seminar.
Waldorf-Astoria hotel, New:York: Future seminars:
June 6-10, 1982, St. Francis hotel, San-Francisco;
June 8-12, 1983; Fairmont hotel, New Orleans:
June 10-14, 1984, Caesars Palace, Las Vegas;
1985, Chicago.

Aug. 18-19, 1981 — National Association of
Broadcasters annual radio programing con-

Sept. 10-12, 1981 — Radio-Television News
Directors Association international conference.
Marriott, New-Qrleans. Future conventions: Sept.
30-Oct. 2, 1982, Caesars. Palace, Las Vegas; Sept.
21-23, 1983, Orlando, Fla, and Dec. 3-5, 1984,
San-Antonio, Tex.

Sept. 20-23, 1981 —Natwnal Radio -Broad-
casters Association annual convention. Diplomat

tions: Sept. 12-15,.1982, Reno; Oct. 2-5, 1983,
New Orleans; Sept. 23-26, 1984, Kansas City, Mo.

Sept. 20-23, 1981 — Brouadcast Financial Man-
agement Association 21st annual conference,
Sheraton-Washington “hotel, Washington. ‘Future
conference: Sept. 12-15, 1982, Riviera hotel Las
Vegas.

Oct. 25-30, 1981—Soc;ety of Motion. Picture
and Yblevlston Engineers 123d technical.con:
ference and equipment exhibit. Century Plaza Los
Angeles.

Nov. 9, 1981—Region 2 conference on AM
broadcastmg begins, Tentatively sef to un for 8iX
weeks. Rio de Jangiro,

Nov. 9-11, 198+ — Television Bureau of Adver-
tising 27th annuat meenng Fontamb!eau Hilton,
Miami,

Nov. 11- 14, 1981 —Society of Profe‘sswnal
Journalists, Stgma Delta Chi national convention.
Washington.
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Jan. 15-18—Alabama Broadcasters Association an-
nual winter conference. Opryland hotel, Nashville.

Jan. 16 — Utah Broadcasters Association convention
Airport Hilton, Salt Lake City

Jan. 18-20— Louisiana Association of Broadcasters
winter convention. Royal Sonesta hotel, New Orleans.

Jan. 18-21 — Association of Independent Television
Stations (INTV) eighth annual convention. Century
Plaza, Los Angeles.

Jan. 18-21—0hio Association of Broadcasters ex-
ecutive conference Sonesta Beach hotel, Key Bis-
cayne, Fla.

Jan. 21-23— Colorado Broadcasters Association an-
nual winter convention Four Seasons Motor Inn, Col-
orado Springs.

B Jan. 23-24—National Federation of Local Cable
Programers mid-Atlantic regional conference. Theme:
“Franchising Process” Co-sponsored by city of
Baltimore, Baltimore Cable Coalition, Metrovision
and United Cable. Enoch Pratt Free Library, Baltimore.
Information: Jerry Richter, Berks County Telewision,
1112 Muhlenberg Street, Reading, Pa., 19602, (215)
374-3065.

Jan. 24 — Mississippi Broadcasters Association mid-
winter sales seminar. Sheraton hotel, Jackson, Miss.

B Jan. 25—Deadline for entries in 49th annual Sig-
ma Delta Chi Distinguished Service Awards contest,
sponsored by Society of Professional Journalists, Sig-
ma Delta Chi. \nformation: Society of Professional
Journalists, 35 E. Wacker Drive, Chicago, 60601,
(312) 236-6577

Jan. 25-28— Joint convention of National Religious
Broadcasters and National Association of Evangeli-
cals. Sheraton Washington hote, Washington.

Jan. 26-27 — Public Radio in Mid-America board of
directors and membership meeting. King's Airport inn,
St Louis. Information: Thomas Hunt, Central Micnigan
University. noncommercial WCMU-FM Mount Plea-
sant. Mich 48859, (517) 774-3105.

Jan. 26-29— National Association of Broadcasters
joint board meeting, Scottsdale, Aniz.

Jan. 27-29—South Carolina Broadcasters winter
convention. Carolina Inn, Columbia.

B Jan. 29— Federal Communications Bar Associ-
ation seminar on “Tax Considerations in the Sale and
Purchase of Communications Properties” National
Lawyers Club, Federal Bar Building, third floor, 1815 H
Street, N.W, Washington.

Jan. 30-31— Broadcasters Promotion Association
board meeting. Caesars Palace, Las Vegas.

Jan. 30-Feb. 1—Television Lighting Workshop
sponsored by National Association of Educational
Broadcasters Public Telecommunications Institute
and noncommercial KLVX(TV) Las Vegas. Studios of
KLVX Las Vegas.

Jan. 31—Deadline for entries in National Press
Photographers Association annual television news
photography competition Sponsors are NPPA, Depart-
ment of Journalism and Telecommunications at
Arizona State University, Eastman Kodak Co. and
Cinema Products Corp. information: Shejla Keyes,
NPPA, 23918 Via Copeta, Valencia, Calif. 91355, (805)
259-1136.

Jan. 31-Feb. 3— Radio Aduvertising Bureau's first
managing sales conference, for radio station man-
agers and sales managers. Keynote speaker: Sam
Cooke Digges, retiring president, CBS Radio. Amfac
hotel, Dallas.

. |
February 1981

® Feb. 1—Deadline for entries 1n Achievement in
Children’s Television Awards, presented by Action for
Children’s Television. Information. ACT, 46 Austin
Street, Newtonville, Mass., 02160, (617) 527-7870.



WE

RE-INVENTED THE
BROADCAST WIRE.

In 1979, we literally
re-invented the broadcast wire.
We examined your needs and
started from scratch to create
the most comprehensive pack-
age of broadcast services in the
industry.

The AP Radio Wire is like
a programming machine.

The AP Radio Wire
works harder for you, because
it's 100% ready to air—the
latest news, information,
and bulletins; everything as it
happens.

Our hourly news sum-
marics provide three minutes
of fully scripted news program-
ming, not just separate stories.
Plus, we've developed a strong
package of regular features
that will fit any format. And,
they're programmed on a regu-
lar schedule, giving you the
added opportunity of strip pro-
gramming with sponsorship
potential.

The AP Radio Wire deliv-
ers recady-to-air, ready-to-sell
news and programming that
gives you a competitive edge in
attracting listeners and
advertisers.

The only wire service de-
signed exclusively for TV.

The AP TV Wire is a
high-speed (1200wpm) source
wire specially designed to fit
television’s need for in-depth
background on today’s news —

the vital data critical to the de-
velopment of high-rated
newscasts.

But, AP TV Wire is more
than just a news source. Fully
one-third of it is designed for
story and feature programming
—ready to strip into your noon
shows, AM shows, or other lo-
cal programming. And, adding

AP PhotoColor and AP Laser-

Photo can make AP TV Wire
even more useful and effective.

The flexibility to meet
your needs.

Whichever AP service is best

for you, you'll get the most
flexible, useable news and pro-
gramming available. 24-hours-
a-day, every day, the AP
provides fast, accurate, objective
news from around the nation
and the world, plus more depth
of coverage by region and state
than is available anywhere else.

We've re-invented the
broadcast wire to help you
strengthen your product, build
ratings, and be more saleable.

Associated Press Broad-
cast Services, 50 Rockefeller
Plaza, New York, N.Y. 10020
(212) 262-4011

@ Broadcast Services
INNOVATION for better news programming

Associated Press Broadcast Services: AP Radio Wire AP TV Wire AP Radio Network AP Newscable AP PhotoColor AP LaserPhoto



The Panasonic Diode-Gun Plumbicon Camera.
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What better way to say broadcast performance.

Whether you're shooting a
9th inning rally, a political
rally or a network special,
no other ENG/EFP color
camera says broadcast
more ways than the new
Panasonic AK-760.

The AK-760 combines a
high-index prism optical
system with three 25" diode-
gun Plumbicon® tubes.
And since the diode-gun
Plumbicon tube has a
thinner photoconductive

layer than conventional
Plumbicons, the AK-760
offers outstanding resolu-
tion (600 lines center).
Another advantage of the
diode-gun system is the
low beam resistance it
generates. Add to that
the AK-760's built-in bias
light and the result is low
beamtemperature perform-
ance even at high beam
current. And that also says
lower lag.

The AK-760's feedback
beam control reduces
comet tailing by stabilizing
highlights that exceed nor-
mal white levels. What it
doesn't reduce is dynamic
range or horizontal resolu-
tion. And because it's only
activated during extreme
highlights, feedback
beam control helps pro-
long tube life and preserve
edge geometry,

The AK-760 also gives

you the edge with a S/N
ratio of 54dB at standard
illumination of 200 foot-
candles at f/4.0. And with
the 18dB high-gain switch,
all you need is 5 foot-
candles at f/1.8.

Mounted onthe AK-760's
durable die-cast chassis
you'll find an impressive
array of circuitry like
horizontal aperture cor-
rection, 2-line vertical
enhancement, automatic




white balance and a built-
in color conversion filter.

And whether you use it
for ENG or EFP, the AK-760
is fully self-contained, and
includes genlock, internal
sync, adjustable blanking
as well as subcarrier and
phase controls.

For studio production,
you can add an optional re-
mote control unit, 5" CRT
viewfinder and zoom lens
conversion kit,

Panasonic also makes
broadcast quality easy to
afford with the AK-750B
3-tube Plumbicon. At
$16,000* it comes com-
plete with 2-line enhance-
ment, a $2,000 option last
year, plus genlock, a re-
chargeable battery, micro-
phone and VTR cable.

There’s also the AK-710.
An electronic news-gather-
ing camera at a news-
worthy price, $10,950%* Its

three Saticon® tubes and
high-index prism optical
system result in horizontal
resolution of 500 lines cen-
ter and a S/N ratio of 52dB.
Audition the AK-760
along with the entire line
of Panasonic broadcast
quality cameras. You'll
see what we mean when
we say broadcast.
For more information
about Panasonic broad-
cast equipment, call your

nearest Panasonic office.

Northeast—(201) 348-7620
Southeast—(404) 923-9700
Midwest—(312) 364-7936
Southwest—(214) 356-1388
West Coast—(213) 655-1111

Plumbicon is a registered trademark of
N.V. Philips for TV camera tubes.
Saticon is a registered trademark of
NHK (Japan Broadcasting Corp.).

*Manufacturer's suggested price.

(Lenses not included.)

Panasonic.
VIDEQ SYSTEMS DIVISION




® Feb. 2—Deadline for receipt of entries in Ameri-
can Bar Association Gavel Awards competition. Pro-
gram recognizes media contribution “to public under-
standing of the American legal and judicial system.”
Address: American Bar Association, Committee on
Gavel Awards, 77 South Wacker Drive, sixth floor,
Chicago, Ill, 60606.

Feb. 3— Broadcasters Foundation Inc. Mike Award
dinner. Hotel Pierre, New York.

Feb. 4-6— Texas Cable TV Association annual con-
vention and trade show. San Antonio Convention
Center.

Feb. 4-9—[nternational Radio and Television
Society faculty/industry seminar and college con-
ference. Harrison Conference Center, Glen Cove, N.Y.

Feb. 6 —Deadline for submission of entries for Over-
seas Press Club 1981 awards competition. Presenta-
tion of prizes will be made at annual awards dinner at
Waldorf Astoria hotel, New York, April 29. information:
OPC Office, 52 E. 41st Street, New York, N.Y. 10017,
(212) 679-9650.

Feb. 6-7 —Society of Motion Picture and Television
Engineers annual television conference. St. Francis
hotel, San Francisco.

Feb. 7—Florida Association of Broadcasters mid-
winter conference. Jupiter Beach Hilton, north of Palm
Beach, Fla.

Feb. 8—New deadline for reply comments on FCC’s
cable-broadcast crossownership proceeding (Doc.
20423). FCC, Washington.

Feb. 10— Federal Communications Bar Association
luncheon. Speaker: Thomas Wheeler, president, Na-
tional Cable Television Association. Touchdown Club,
Washington.

Feb. 10-11— Wisconsin Broadcasters Association
annual winter meeting. Concourse hotel, Madison,
Wis.

Feb. 10-11—Arizona Cable Television Association
annual meeting. Adams hotel, Phoenix.

r----------1

“There’s always
a good movie
on HTN"

The smart cable
operators are target
tiering with HTN — the
$3.95 movie channel —
going after the
40% who don't take pay
TV because it’s too
expensive or because
they object to R-rated
material In their homes.

Start
target tiering. ]

i
Call HTN. 207,/774-0300. 1

r------------

Feb. 12—Southern Baptist Radio and Television
Commission’s 12th annual Abe Lincoln Awards. Tar-
rant County Conventjon Center, Fort Worth.

Feb. 12— Maryland-District of Columbia-Delaware
Broadcasters Association annual legislative reception
for members of Maryland legislature and Maryland
Governor Harry Hughes's staff. Harbour House, An-
napolis, Md.

u Feb. 12-16—Howard University’s 10th annual
communications conference. Theme: "The Impact of
Communications on the Family: Responsibilities and
Strategies." Majn campus, Howard University, Wash-
ington.

Feb. 17 — International Radio and Television Society
newsmakes luncheon. Waldort-Astoria hotel. New
York.

8 Feb. 17-19—Electronic Industries Association/
Industrial Relations Council 28th annual conference.
Theme: “Human Resources: Our Vital Link to the
Future” Canyon hotel, Palm Springs, Calif.

® Feb. 19-22— National Association of Black-
Owned Broadcasters third annual winter conference.
Hilton inn, Clearwater Beach, Fla.

Feb. 20-21 — University of California School of Law
communications law symposium on regulation and
deregutation of new video technologies, Bonaventure
hotel, Los Angeles.

Feb. 20-22—San Diego conference on “Culture and
Communication," hosted by College of Professional
Studies and Fine Arts at San Diego State University.
Hotel San Diego.

Feb. 23-25— Advertising Research Foundation 27th
annual conference and research exposition. New York
Hilton.

Feb. 25 —Deadline for entries for annuat Commenda-
tion awards presented by American Women in Radio
and Television. Information: Joan Berlin, AWRT, 1321
Connecticut Avenue, NW, Washington, D.C., 20036,
(202) 296-0009.

Feb. 25— Association of National Advertisers televi-
sion workshop. Plaza hotel, New York.

Feb. 26 — Association of National Advertisers media
workshop. Plaza hotel, New York.

Feb. 27-28—National conference on consumer and
cable television, to be sponsored by National Citizens
Committee for Broadcasting and National Federation
of Local Cable Programers and partially funded by
Federal Trade Commission. Kennedy Center, Washing-
ton.

. ]
March 1981

March 2 — International Radio and Television Society
anniversary banquel and Gold Medal award, pre-
sented to Sam Cooke Digges, retiring president of
CBS Radio. Waldorf-Astoria hotel, New York.

March 3— Florida Association of Broadcasters
reception for Florida delegation. Florida House, Wash-
ington.

March 12— International Radio and Television
Society newsmaker luncheon. Waldorf-Astoria hotel,
New York.

a March 13-Deadline for 1981 Radio-Television
News Directors Association international Radio and
TV awards. Informatjon: RTNDA, 1735 DeSales Street,
N.W, Washington, 20036, (202) 737-8657.

March 13-14—Country Radio seminar. Hyatt
Regency, Nashville. For information: (615) 329-4487.

March 13-18— National Association of Television
Program Executives conference. New York Hilton and
Sheraton Centre.

March 15-17 — North Central Cable Television Asso-
ciation meeting. Holiday Inn, Fargo, N.D.

March 16-17 —Society of Cable Television Engineers
annual spring engineering conference. Opryland hotel,
Nashville.

March 19-20— Broadcast Financial Management/
Broadcast Credit Association board of directors meet-
ing. Fairmont hotel, Denver.

March 22-29—- INPUT '81, international public
television screening conference, Venice, ltaly US.
representative: Corporation for Public Broadcasting.
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For information: David Stewart, CPB, 1111 16th Street,
N.W, Washington, D.C., (202) 293-6160.

® March 23-25— Radio-Television News Directors
Associatipn management training seminar conducted
by Sterling Institute. O'Hare Marriott, Chicago.

March 24— New York State Broadcasters Associ-
ation annual meeting. Essex House, New York.

March 24-25—0hio Broadcasters salute to Con-
gress. Hyatt Regency and Four Seasons hotels, Wash-
ington.

8 March 25— New York Women in Communications
1981 Matrix Awards luncheon. Keynote speaker:
Katharine Graham, board chairman, Washington Post
Co. Sheraton Centre, New York.

March 26-29— Alpha Epsilon Rho, national honor-
ary broadcasting society, annual convention. Opryland
hotel, Nashville.

March 28-April 1—Illinois-Indiana Cable Televi-
sion Association annual convention. Hyatt Regency
hotel, Indianapolis,

]
April 1981

April 1-2—Communications in the 21st Century
symposium, sponsored by The Colgate Darden Gra-
duate School of Business Administration at University
of Virginia in cooperation with Annenberg School of
Communications of University of Pennsylvania and
University of Southern California. Funding by Philip
Marris Inc. Philip Marris Operations Centey, Richmond,
Va.

April 8— International Radio and Television Society
newsmaker luncheon. Waldorf-Astoria hotel, New
York.

April 12-15— National Association of Broadcasters
58th annual convention. Las Vegas Convention Center,

April 14—Annual Broadcast Pioneers breakfast. Las
Vegas Hilton, Las Vegas.

® April 15—New FCC deadline for comments on
notice of proposed rulemaking on generic VHF drop-in
proceeding (BC Doc. 80-489). FCC, Washington.

April 15-16— Maryland/Delaware Cable Television
Association spring meeting. International hotel,
Baltimore-Washington International Airport.

April 23-24— Oklahoma AP Broadcasters conven-
tion. Holidome, Oklahoma City.

April 24-30—17th annual MIP-TV international TV
program market. Palais Des Festivals, Cannes, France.

April 27 —Broadcasting Day at University of Florida,
College of Journalism and Communications, spon-
sored by Florida Association of Broadcasters.
Gainesville, Fla.

April 29-May 1 — Indiana Broadcasters Association
spring conference. Sheraton-West, near Indianapolis
International Airport.

]
May 1981

May 1-3— Texas AP Broadcasters convention. Mar-
riott North, Dailas.

May 3— Public Radio in Mid-America board of direc-
tors and membership meeting. Phoenix. Information:
Thomas Hunt, Central Michigan University, noncom-
mercial WCMU-FM Mount Pleasant, Mich., 48859,
(517) 774-3105.

May 3-7 — National Public Radio annual conference.
Phoenix.

May 5-9— American Women in Radio and Television
30th annual convention. Sheraton Washington hotel,
Washington.

May 6—George Foster Peabody awards luncheon,
sponsored by Broadcast Pioneers. Hotel Pietre, New
York.

May 11-14—Canadian Cable Television Association
annual convention and trade show. Quebec City.

May 20-22— Videotex ’81, international videotext
conference and exhibition. Royal York hotel, Toronto,
and Canadian National Exhibition grounds.

May 21 — International Radio and Television Society
annual meeting and Broadcaster of the Year award.
Waldorf-Astoria hotel, New York.



THE

ALL-TIME
LEADER IN
SPORTS
EMMYS
DOES IT
AGAIN!

The winner of almost two-thirds of all
Sports Emmys ever awarded by the
National Academy of Television Arts
and Sciences. .. ABC Sports did it
again, copping major awards for the
1979-80 season!

ABC Sports’ coverage of the
unforgettable 1980 Winter Olympic
Games was heralded as the year’s
Outstanding Live Sports Special. The
Executive Producer was Roone Arledge;
Senior Producers—Chuck Howard, Chet
Forte and Dennis Lewin; Producers—
Bob Goodrich, Curt Gowdy, Jr., Terry
Jastrow, Terry O’Neil, Eleanor Riger,
Ned Steckel and Doug Wilson.
Coordinating Producer—Jeff Ruhe;
Producer for “Up Close and Personals”—
Brice Weisman; Special Projects Producers
—Robert Riger and Bud Greenspan.

Jim McKay, anchorman for the 1980
Winter Olympics and host of ABC’s
Wide World of Sports, won the award for
Qutstanding Sports Personality for the

eighth time. No one else has won twice.

ABC Sports’ coverage of NCAA College
Football won the award for Outstanding

Live Sports Series. Executive
Producer—Roone Arledge; Senior
Producer—Chuck Howard; Producers—
Bob Goodrich, Eleanor Riger,

Curt Gowdy, Jr., Dick Buffinton, Chris
Carmody, Ned Steckel and Doug Wilson.

In addition, ABC earned 6 of the
Academy’s 9 special awards for
Outstanding Individual Achievement in
Sports Programming with 95 production,
technical and engineering personnel
sharing the honors.

Congratulations to all our Emmy Award
winners for providing the American
viewing public with another year of
outstanding sports programming.

The challenge of the Eighties is
excellence. . .and you’ll find it on ABC
Sports, the leader in sports television.

ABG SPORTS S




Open:Mike:

More news in Guam

EDITOR: Your otherwise excellent Dec. |
report on electronic journalism contains a
glaring error in the special report on
cable TV news. Guam Cable TV does not
provide Guam with ‘‘its only television
news’’ as you reported.

KUAM-TV has been serving Guam since
1956, long before the inception of cable
TV, and continues to provide full commer-
cial broadcast services including a one-
hour local newscast at 6 p.m., Monday
through Friday, a half-hour at 10:30 p.m.,
Monday through Friday, and weekend
half-hours on Saturday and Sunday at 6
p.m.

KuaM-Tv is a primary affiliate of the
CBS Television Network, and we are
proud of our outstanding record of news,
public affairs and entertainment program-
ing.—Jon A. Anderson, vice president
and general manager, KUAM-AM-FM-TV
Agana, Guam.

Editor’s note. The information in the Dec. 1 story was
taken from a publication of the National Cable Televi-
sion Association. BROADCASTING regrets the error.

|
Band fan

EpiTOR: In your issue of Nov. 24, 1980,
where you say on page 88, ‘* ... program-
ing highlights of 1937 included . . . the first
appearance of Benny Goodman on the
networks . .., undoubtedly, you are refer-
ring to Goodman’s spot on the Camel pro-
gram that year. But BG had appeared as an
orchestra member on radio networks for
many years prior to 1937, working for
leaders such as Johnny Green, Al Good-
man (no relation) and Dave Rubinoff.
His first network spot leading his own
band was on NBC’s Let’s Dance program,
a weekly series carried by a 53-station
coast-to-coast lineup that rotated the
orchestras of Goodman, Xavier Cugat,
and Kel Murray for three hours. The
series was sponsored by another NBC, the
National Biscuit Co., which introduced a
new product— Ritz crackers—on the show.
Goodman’s theme song, of course,
derives its title from the show (and Carl
Maria Von Weber’s “‘Invitation to the
Dance’’). The program was heard early
enough on the West Coast to assure
Goodman a hospitable audience when a
subsequent band tour took him to Oak-
land and Los Angeles and the Palomar
Ballroom, thus starting the success story
for the “*King of Swing.”

Incidentally, your magazine published
another letter of mine in 1960 or 1961

dealing with a musical inaccuracy about
the use of harpsichords in popular and jazz
recordings. — Frank J. Kahn, Dobbs Ferry,
NY

. |
Broadcasters can write too

EpiTor: [ sincerely hope that Dan Rather
researches his news stories more carefully
than his public speeches. It is a kind of
snobbery without any real foundation to
assume, as he does (BROADCASTING, Dec.
3, 1980, page 30) that there is some magic
in newspaper training that is completely
lacking in broadcast-trained journalists.
Surely in his travels he reads newspapers
that are badly written, and lacking in the
basic elements of good communication.
Almost as surely there are radio and
television stations on which the
newscasters have all of those things in
abundant supply.

Newscasters can learn to write equally
well in either medium, and can be bad wri-
ters after training in either medium. [t is
less a question of the newspaper training
versus the broadcast training than the
skills and interests of the individual. Mr.
Rather should know this.

To equate ‘‘newspaper training’’ with
“writing well”” just doesn’t stand up!—
Charles T Lynch, professor/chairman,
radio-television-film department, Califor-
nia State University, Northridge.

]
Critical critic

EDITOR: [ was pleased to be included in the
critics-panel phase of BROADCASTING’s
first-rate coverage of the Radio-Television
News Directors Association conference in
the Dec. 8 issue, but I must hasten to cor-
rect a couple of misimpressions.

1 am emphatically not the ‘‘television
critic of The Louisville Times and Courier-
Journal,” as 1 was identified in the piece
about the panel on which [ joined Hodding
Carter and Jeff Greenfield. [ am the news
critic at the Louisville newspapers,
charged with assessing the performance of
all those in journalism, including TV-radio
critics.

The distinction is important in the con-
text of the RTNDA appearance because |
do believe it saves me from the ‘‘gra-
tuitous’’ label that BROADCASTING's re-
porter slapped on my criticisms of Tom
Shales of The Washington Post and Gary
Deeb of The Chicago Sun-Times—neither
of them ‘“‘fellow television critics.”” —Bob
Schulman, news critic, The Courier-Jour-
nal and The Louisville Times, Loutsville,
Ky.

Broadcasting Dec 22 1980

Broadcasting Publications Inc.

Sol Talshoff, chairman.
Lawrence B. Taishoff, president.
Edwin H. James, vice president.

Irving C. Miller, secretary-treasurer.

Broadcastinga.

The News Magazine ot the Fifth Estate

TELEVISION,

Executive and publication headquarters
Broadcasting-Telecasting Building

1735 DeSales Street, N.W, Washington 20036.
Phone: 202-638-1022.

Sol Taishoft, editor.
Lawrence B. Taishoff, pubjisher.

EDITORIAL

Edwin H. James, executive editor.

Donald V. West, managing editor,

Rufus Crater, chief correspondent (New York)

Leonard Zeidenberg, chief correspondent (Washington)

Mark K. Miller, senior news editor.

Kira Greene, assistant to the managing editor.

Frederick M. Fitzgerald, senior editor.

Harry A. Jessell, assistant editor

Kathy Haley, Stephen T. McClellan, Matt Stump,
staff writers.

Candyce H. Stapen, contributing editor (50th
anniversary series).

Kim McAvoy. Anthony L. Carroll, editorial assistants.

Pat Vance, secretary to the editor,

BROADCASTING i CABLE YEARBOOK
John Mercurio, manager.
Joseph A. Esser, assistant editor,

ADVERTISING

David Whitcombe, director of sales and marketing.

Winfield R. Levi, general sajes manager {(New York)

John Andre, sales manager—equipment and
engineering (Washington)

Gene Edwards, Southern sales manager (Washington)

David Berlyn, Eastern sales manager (New York).

Tim Thometz, Western sales manager (Hollywaod)

Charles Mohr, account manager (New York)

Linda Petersen, classrfied advertising.

Doris Kelly, secretary.

CIRCULATION

Kwentin K. Keenan, circufation manager.
Sandra Jenkins, Christopher McGirr,
Vanida Subpamong, Patricia Waldron.

PRODUCTION
Harry Stevens, production manager.
Don Gallo, production assistant

ADMINISTRATION

Irving C. Miller, business manager

Philippe E. Boucher.

DorisE. Lord-

Robin Smithers, secretary to the pubjisher.

BUREAUS

New York: 630 Third Avenue, 10017.

Phone: 212-599-2830.

Rutus Crater, chief correspondent—bureau chief

Jay Rubin, senior correspondent—asst. bureau chief.
Rocco Famighetti, senior editor.

Anthony Herrling, assistant editor.

Karen Parhas, editorjal assistant

Marie Leonard, Mona Gartner, advertising assistants.

Hollywood: 1680 North Vine Street, 80028.
Phone: 213-463-3148.

Richard Mabhler, correspondent.

Tim Thometz, Western sales manager.

Sandra Klausner, editorial-advertising assistant.

London: 60 Coniston Court, Kendal Street, W2.
Phone: 01-402-0142.
William J. Sposato, correspondent

\ Member

American

Business

Press
Founded in 1931 as Broadcasting*— The News
Magazine of the Fifth Estate. 1 Broadcast
Advertising* was acquired in 1932, Broadcast
Reporter*in 1933, Telecast*in 1953 and
Television* in 1961. Broadcasting —
Telecasting was introduced in 1946. 3 *Reg.
U.S. Paient Office. 2 Copyright 1980 by
Broadcasting Publications Inc.




A line of fierce tornadoes recently struck Grand Island,
Nebraska, leaving behind widespread injury and destruction.
The psychological effects of the disaster were as serious as
the physical damage. So to help the residents face the giant
task of rebuilding, KOLN-TV/KGIN-TV developed a
special “Good News” broadcast for their evening news.

The segment featured messages highlighting cooperative
efforts and city pride. Its emphasis was on Grand Island’s
bright new future. And the encouraging words were much
appreciated. Letters thanking KOLN-TV/KGIN-TV for its
positive voice came from all over the area.

Helping to lead citizens through difficult times by bolstering
their spirits the all part of the Fetzer tradition of total
community involvement.

WKZO WKZO-TV KOLN-TV  KGIN-TV

Kalamazoo Kalamazoo Lincoln Grand Island

WJFM WKJF(FM) WWAM KMEG-TV
Grand Rapids Cadillac Cadillac Sioux City




We want to help it grow:

Don't be surprised if a child you know soon
begins to show more interest than ever before
in reading books. For that’s the goal of a
unique new public service campaign called
EYE ON READING. created by the five
CBS Television Stations in New York, Los

Angeles, Chicago, Philadelphia and St. Louis.

Here’s what we’re doing. From now through
July, during time periods when children are
most likely watching television,
we will be broadcasting non-
commercial announcements that
dramatically and entertainingly

WCBS-TV
New York

bring to life scenes from new books of
special interest to young people. Our object
is to get young viewers so interested in the
outcome of these scenes they’ll be motivated
to seek the books on their own.

The 30 books to be featured throughout the
EYE ON READING campaign have been
selected by a panel of specialists from the
American Library Association and the

@® EYE ON READING
THE FIVE CBS TELEVISION STATIONS

WBBM-TV WCAU-TV KMOX-TV

St. Louis

KNXT

Los Angeles Chicago Philadelphia

[nternational Reading Association. And to
make sure this project achieves maximum
impact the five CBS Television Stations are
coordinating their efforts with local schools,
libraries and reading associations.

What makes EYE ON READING unique is
not so much its goals. but the innovative use
of television to achieve these goals.

We share with everyone the belief that chil-
dren should be encouraged to read
as much as possible. And we're
proud that our efforts may help.
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Lofty bid
for first
DBS system

Comsat asks FCC to approve
ambitious plan to construct
three-channel, pay-supported
system for U.S. by 1985;
$700 million to get it going

Comsat’s Satellite Television Corp. last
week unveiled plans for the [argest single
venture in the history of television: a
direct broadcast satellite (DBS) system
that will cost nearly $700 million to start
up and see through its first year of opera-
tion.

According to STC Chairman John
Johnson, who announced the plans at an
elaborate press conference in Washington
last Wednesday, the system will provide
three channels of pay television to subscri-
bers equipped with small earth stations for
a monthly fee of about $25. The system
could be operational within three or four
years of the FCC’s approving its applica-
tion, but no earlier than 1985. The
voluminous application (five individual
books plus a summary), was delivered to
the FCC just prior to the press conference.

The system ultimately would have four
operational satellites—one to serve each
time zone—and two back-up satellites,
that will be phased in, Johnson said. The
first phase will consist of just one satellite
and one in-orbit spare. The remaining
three operational satellites and the other
spare could be incorporated into the
system, extending service to the entire na-
tion, within a year, if STC is successful in
finding a partner to share the enormous fi-
nancial and operational burdens STC's
plans envision. The $700-million figure
includes only start-up costs and first-year
operation of a one-satellite system. Even if
STC fails to find a partner, Johnson said,
the company expects to complete the
system. ‘“*The only difference is the
speed’” with which it will be implemented,
Johnson said.

The venture will be funded initially by a
$225 million equity investment by STC’s
parent company, Comsat, and 3400
million in loans from 10 to 15 major
American and multinational commercial
banks, arranged by and including Chase
Manbhattan.

When the entire system is operational,
STC expects to reach between five million
and seven million homes, or between 6%

SoeccasineuDec 22

Chapter and verse for the FCC

STC Chairman Johnson
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and 8% of the total television homes.
Assuming it achieves seven-million
penetration and receives $25 a month
from each subscriber, STC could gross
$2.1 billion in annual revenues. And that’s
not counting any revenues STC could
garner from the sale of antennas and in-
stallation charges.

The $25 monthly fee includes a $14 to
$18 charge for programing and an $8 to
$10 fee for leasing of the receiver
electronics. Johnson said subscribers will
also pay $100 for installation and for the
antenna and mount, which they will own.
Subscribers will have the option of buying
the receiver electronics, which cost bet-
ween $300 and $400.

Johnson said the STC service will offer
subscribers 400 hours of programing each
week on three ‘‘counterprogramed’’ chan-
nels. The ‘‘Superstar’” channel, simi-
lar to some of the existing pay cable chan-
nels, will feature movies, concerts and
theatrical specials. The *‘Spectrum’ chan-
nel would include film classics, public
affairs, children’s programs (for different
age groups), performing arts and other
cultural programs. The ““Viewers Choice™’
channel would feature sports, adult educa-
tion and experimental theater. The
Superstar channel will run 24 hours a day;
the other two will be programed 15 hours a
day, Johnson said. Because the receivers
are to be addressable, STC will have the
ability to offer a certain amount of pay-
per-view programing.

Johnson said STC will draw on tradi-
tional sources for the bulk of its program-
ing, but that from the start it will “*engage
in producing a certain amount of original
programing.’ News and public affairs will
probably be the first area in which STC will
produce its own programing, Johnson
said. STC is considering developing its
own news network, he added.

The three channels will be enhanced by
a number of optional services: a second-
language audio channel, closed captioning
for the deaf, stereo sound and teletext.

The Comsat DBS system will rely on a
combination of extremely powerful
geostationary satellites (much larger than
the domestic satellites now in use for fixed
services) and small, low-cost earth
stations that can- be installed on the
rooftops of subscribers’ homes. All the
satellites will be PAM-D (Perigee Assist
Motor-Delta) class and capable of generat-
ing 1,700 watts of power. That power will
feed three transponders, each with RF
output of 185 watts. The first satellite will
fly at 115 degrees west longitude. From
that position it will serve the eastern
United States, an area bounded on the
west by Detroit; Indianapolis; Nashville;
Birmingham, Ala., and Pensacola, Fla.
The remaining three satellites will be
placed in geostationary orbit 20 degrees
apart at 135 degrees, 155 degrees and 175
degrees west longitude to cover the
central, mountain and Pacific time zones,
respectively.

The satellites will broadcast on three
channels in the frequency band (12.2 ghz

How Comsat’s STC envisions its

to 12.7 ghz) reserved for DBS at the 1979
World Administrative Radio Conference.
Signals will be sent to the satellite on fre-
quencies in the 17 ghz band.

Because the satellites are so powerful,
their signals can be picked up on small, in-
expensive earth stations. The home earth
station consists of an antenna, an outdoor
microwave unit and an indoor unit that
will sit on or near the television set.

The dish antennas will have diameters
of between 0.6 meters and 0.9 meters, de-
pending on the signal strength in the area
they are installed. The typical antenna is
expected to be .75 meters (about 2.5 feet)
in diameter. Attached to the back of the
antenna will be the ‘‘microwave unit”
which converts the 12 ghz satellite signal
to an intermediate frequency between 800
mhz and 1300 mhz and sends it by cable to
the indoor unit.

The indoor unit’s primary job is to
descramble the satellite signal—all the
programing will be scrambled before
transmission—convert it from FM to AM
and feed it into the television set on either
channel 3 or channel 4. The unit will have
a switch for second-language audio and a
jack so that it can be hooked up to home
stereo equipment for stereo audio recep-
tion. The units are addressable, permitting
STC to turn service on and off without
going into the home and to offer pay-per-
view programing.

Additional decoders would be needed
for the subscriber to receive teletext
transmissions and line 21 closed caption-
ing, now being broadcast by ABC, NBC
and the Public Broadcasting Service. In its
application, STC commented that teletext
standards ‘‘should be developed in ad-
vance of the introduction of STC’s ser-
vice.’

The STC programing will be transmitted
to the satellites from a broadcast center
that will be built near Las Vegas. Johnson
said the site was picked because of the “‘ar-
ridity”” of the climate. (Moisture, he ex-
plained, can disrupt signals sent at high
DBS frequencies.) The center will include
two ll-meter earth stations for video
transmissions to the satellites and for
tracking, telemetry and, control of them.
The video operations area of the center
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will handle all aspects of program produc-
tion, scheduling, editing and reproduction.
The back-up facility in Santa Paula,

Calif., will share a site with Comsat
General Corp., a Comsat sister company.
An 1l-meter antenna will be installed at
that site and linked to the Las Vegas center
by land lines during the initial phase of
service, and an additional antenna is being
contemplated when the system is com-
pletely operational.

STC’s engineering operations will be
supported by an existing Comsat facility in
Washington, once contracts are hammered
out. The Washington facility also will be
linked to the Las Vegas center by ter-
restrial lines.

Johnson, who called the CBS proposal
to use the entire DBS frequency band for
the development of high-resolution televi-
sion (BROADCASTING, Oct. 13) ‘‘unreal-
istic,”” said STC satellites will have
the capability for high-resolution experi-
ments and will be available for such tests
during hours when transponders are not
being used for broadcasting. According to
the application, the satellites can be used
to test both digital and analog high-resolu-
tion signals. High-resolution television
(1,000-1,500 scanning lines) requires
wide signal bandwidths, which the STC
satellite apparently can handle. One trans-
ponder can be switched from the ground
to pass a 100 mhz signal, and another to
pass a 28 mhz signal. In normal operation,
all three satellite transponders will
transmit a 16 mhz signal.

Realizing that it will need help in the in-
stallation and maintenance of the home
receiving equipment, STC will set up a
network of authorized dealers and retailers
to assist it in those functions. Although
Johnson didn’t say so, it is assumed that
STC would like to find a partner that not
only would contribute cash to the project
but also supply an infrastructure for carry-
ing out the installation and maintenance
jobs. Talks about a partnership with Sears,
a giant retailer which could have helped on
both counts, fell through early this year.
STC, however, has kept the Sears name
alive as a possible authorized dealer of
STC equipment.

STC will have spent $393.3 million
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earth stations in place across U.S.

before it signs up its first subscriber. The
construction, insuring and launch of the
first two sateliites will cost the most, $252
million. Other start-up expenses are con-
struction of the two ground stations for
transmitting programing and monitoring
and controlling the satellites ($13
million); acquisition of home recejving
equipment for resale or lease ($31.8
million); program production equipment
($3.5 million), and advertising, develop-
ment of a program guide, marketing, es-
tablishing of regional equipment
warehouses, program acquisition,
engineering research and development,
legal counsel, administrative costs and
debt service ($93 million).

The first year of service—with just a
single operational satellite—would cost
STC an additional $290.3 million. That
breaks out to $106.4 million for additional
home equipment, $58.6 million for
marketing and financial services, $76.9
million for acquiring additional program-
ing, $22 million for administration and
$26.4 million for debt service.

Thus, to pull the service through its first
year, STC will need $683.6 million. Most
of that is available through Comsat’s
capital investment and STC’s line of cred-
it. The remainder and a $40.2 million first-
year surplus will come from service
revenues. STC estimates that it will have
an annual average subscribership of
325,000 in the first year. Consequently, it
projects it will gross $98.8 million in the
first year from the monthly programing
fees, its cut of the installation charges and
equipment leasing.

[f STC is to have its system operational
by 1985 or 1986 there are several obstacles
it will have to overcome. First of all, it
must convince the FCC to grant it
authority to get moving on its system in
advance of the 1983 Regional Administra-
tive Radio Conference, which is to allocate
DBS frequencies and orbital slots to coun-
tries in North and South America. (Any
system authorized before the 1983 con-
ference has no international sanction; it
proceeds at its own risk, should the deci-
sion then nullify the technical parameters
under which it operates.)

[t also will have to overcome staunch op-

position that has been building up within
the established broadcasting industry ever
since Comsat announced its plans to oper-
ate a subscription television system in
August 1979. The broadcasters made their
opposition clear—either to interim opera-
tions before 1983 and in some cases even
after that date—in recent comments to the
FCC (see page 75).

The broadcasting industry would like
nothing better and STC could probably im-
agine little worse than for Congress to take
up the question of whether DBS is in the
public interest in light of its potential im-
pact on local broadcasting. Senator Bob
Packwood (R-Ore.), designated chairman
of the Senate Commerce Committee, is on
record as saying that the implications are
*so profound™ that the issue should be
taken up by Congress and not left to a
regulatory agency (BROADCASTING, Nov.
24).

Apparently sensitive to the concerns of
broadcasters, Johnson stressed at the press
conference that STC’s service would not
compete with broadcasters for advertising
dollars and that its programing would not
cut deeply into viewing of local and net-
work programing. Johnson’s judgment
was based on a study conducted by Arthur
D. Little for STC, which concluded that
even if DBS penetration reached 25%—
STC is projecting a maximum penetration
of just 8% —* it would produce only 4%
diversion of local TV station audiences.”

DBS, the Little study found, would have
a much greater impact on similar subscrip-
tion services like MDS and STV. In a
market where MDS or STV has captured
5% of the television homes, the entry of
DBS would cause MDS/STV penetration
to drop to 3% if the MDS/STV programing
is different from DBS and to fall below 1%
if the programing is generally the same.

Although STC expects its primary
customers to be individual homeowners
who don’t have access to cable television,
Johnson said, antennas can be installed at
apartment buildings and condominiums to
service all their units through a distribu-
tion system. He also said that if STC is suc-
cessful in its programing efforts “‘there is
no reason at all why cable operators
wouldn’t be interested’” in picking the pro-
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graming up at their headend for distribu-
tion to their subscribers.

Although Johnson considers STC’s ser-
vice a broadcasting service, STC chose not
to file the application under any of the ex-
isting rules or regulations. It expects the
FCC to process and grant its application on
an ad hoc basis. ‘°A decision by the FCC to
process the instant application on an ad
hoc basis is within its authority because
the due process rights of interested parties
will not be compromised, and the utiliza-
tion of any other procedure would not im-
prove the quality of information available
for the resolution of outstanding issues.”’

STC said the application, which con-
tained a nationwide ascertainment as well
as a completed standard form 301 (ap-
plication to construct a new broadcast sta-
tion), said that ‘“‘for administrative pur-
poses’’ the service should be classified as a
broadcasting service. The DBS service “‘is
functionally indistinguishable from the
terrestrial STV service that consistently
has been classified as broadcasting. . ..
That [DBS] signals are transmitted from
space, rather than from terrestrial
transmitters, has no bearing on the issue
of regulatory classification,”” STC declared.

The STC application surely will be at-
tacked by broadcasters as it wends its way
through the FCC. Johnson, however, said
he doesn’t “‘fear’’ those attacks because of
the ‘‘enormous and unprecedented
benefits’ that will be derived from the im-
plementation of the STC service that
would form the cornerstone of its defense.
Johnson said the service would expand
viewer choice; bring television to remote
areas now unserved or underserved by
conventional broadcasters; stimulate pro-
gram production; create new jobs, and
enhance competition among the various
subscription television services.

The fate of the application at the FCC is
unclear, not only because of its peculiar
nature and the unhappy broadcasters, but
also because the November elections have
left things unsettled there. Two of DBS’s
FCC supporters were Nina Cornell, chief
of the Office of Plans and Policy, and
Chairman Charles Ferris, both unhorsed
by the election. Nonetheless, STC urged
the FCC to move as quickly as possible on
its application. Quick action, STC said,
would be consistent with past FCC actions
which have recognized the need for speed
in dealing with satellite applications. ““The
substantial lead time required for con-
struction and launch of the DBS system
would be seriously compounded by
regulatory delay,” it said.

Joseph Charyk, president of Com-
munications Satellite Corp., called the pro-
posed service a ‘logical extension’ of
Comsat’s mandate to develop satellite
communications, and said the service is a
result of technology reaching a point
where television can be delivered via
satellite “‘efficiently and economically’
into the home. Charyk ducked out of the
press conference immediately after his
opening remarks and was unavailable for
questions.
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‘Honorarium’ for NAB’s chairman?

Plan is shaping up as
major controversy for
January meeting; Fritts
candidacy largely tied
to favorable resolution;
opponents say service
should be voluntary

Controversy among the National Associ-
ation of Broadcasters’ board of directors
over whether to pay an “*honorarium’ of
up to $50,000 a year to the joint board
chairman (*‘Closed Circuit,” Dec. 15) in-
tensified last week, with a majority of the
48-member board said to be leaning in
favor of the idea. But by week’s end, a
sizable opposition had begun to develop.

The basic idea is to reimburse a chair-
man’s company for time and productivity
lost due to work for NAB. Such work has
customarily been voluntary—part of *‘pay-
ing your dues’ to the industry, as one
source put it.

Among those prominently against it:
the present joint board chairman, Tom
Bolger of Forward Communications, and
the immediate past chairman, Donald
Thurston of Berkshire Broadcasting.
Among those for it: the leading candidate
for that position—Edward Fritts of Fritts
Broadcasting, who currently chairs the
radio board. Fritts is concerned that the
duties of the job will harm his small busi-
ness—he owns four AM’'s and four
FM's—which he manages himself.

If NAB could reimburse Fritts for the
cost of hiring an assistant to manage his
stations, he would readily run for election.
If not, the decision to do so will be, he
says, ‘“‘a tough call.”

NAB, which traditionally alternates bet-
ween TV and radio for its joint board
leadership, is due for a radio chairman.
Fritts is a popular candidate who holds the
sympathy of many directors, but the issue
of increased compensation is described as
“highly sensitive.”

Leaders of the honorarium movement
are directors Arnold Lerner of WLLH(AM)-
wssH-FM Lowell, Mass. (Fritts’s pre-
decessor as radio board chairman), Jerry
Lee of wDVR(FM) Philadelphia, Marion
Stephenson of NBC Radio, Gene Cowan,
ABC Washington vice president, and
Cullie Tarleton, WBT(AM)-WBCY (FM)
Charlotte, N.C. They believe small busi-
nessmen involved with day-to-day man-
agement of their stations should have the
same opportunity to serve as joint board
chairman as do representatives of large
corporations, which can adjust more easily
to losing an executive for two years to
NAB service.

“It’s in NAB’s best interest to maintain
diversity in the position of joint board
chairman,”’ said Lerner. “‘There are
qualified small entrepreneurs who do not
have the financial resources to serve as
joint board chairman.” Lerner believes ex-
panded reimbursement should be availa-
ble to all joint board chairmen, because
corporations have made ‘‘terrific contribu-

tions to NAB, for which they’ve never
been thanked.”

“The value of the position is in liaison
work between the association and its
members,’ said Bolger. *‘That value is lost
if the chairman is dependent on NAB.’
According to Thurston: *‘If it had come up
during my term, | would have been ag-
gressive in trying to stamp it out. Volun-
teerism is important. [ don’t think we
should have people running for a paid
position.

‘I understand I'm being used as an ex-
ample of a small businessman and past

chairman who favors increased reimburse-
ment,” Thurston told BROADCASTING. *‘I
certainly do not.’

NAB hasn’t compensated its joint board
chairman for more than travel expenses
since 1967, when a three-year transition
period between association presidents
Leroy Collins and Vince Wasilewski
ended. During that period, which began in
mid-1964 and ended in mid-1967, NAB
reimbursed joint board chairmen Willard
Schroeder and John Dille Jr. for living and
travel expenses because they spent most
of their time in Washington, available on a
day-to-day basis to NAB staff.

When Dille’s term ended, the board
handed day-to-day management of NAB

determined.

approximately 21%.

development.

Supreme Court.

NBC and CBS have passed.

Iz Bhiet

Newcomers to majority lineup of next year's Senate Commerce Committee are Ted
Stevens (Alaska), who returns after two years on other assignments, and freshmen Slade
Gorton (Wash.) and Bob Kasten (Wis). Leaving committee is John Warner (Va).
Majority-minority ratio changes next year, from 10-7 to 9-8. Majority members of next year's
Communications Subcommittee will be: Barry Goldwater (Ariz)) (chairman), Harrison
Schmitt (N.M.), Larry Pressler (S.D.) and Stevens. Lineup on House side has not yet been

Following adoption of resolution calling for inflationary adjustment of cable copyright
fees two weeks ago, Copyright Royaity Tribunal last Wednesday raised fees by

Senate adjourned last Tuesday (Dec. 18) without calling H.R. 6228 (Swift Bill) to floor.
Congress did pass S$.3261 in closing days of session. It modifies Section 222 of
Communications Act by making Hawaii domestic rather than international point.

Corporate reorganization at ATC produced no new names, but slew of new titles. Trygve
E. Myhren, executive vice president, was named president, succeeding Monroe M.
Rifkin, who will continue as chairman and chief executive. Also, Joseph J. Collins,
executive vice president, was appointed senior executive vice president, and Michael J.
McCrudden, senior vice president, was named executive vice president-corporate

Securities & Exchange Commission filed suit in New York federal court last week against
group of affiliated cable companies, called Cable/Tel in suit but known in industry as Six
Star Cablevision. Suit charged that group defrauded 714 investors in sale of $88.1
million worth of unregistered securities in 1877 and 1978 and that group’s principals—
Stuart C. Harris, Roger C. Maggio and Paut L. Skulsky —diverted $8.3 million of money to
their own use. Harris and Skulsky and cable companies have already agreed to consent
order that requires them to hire independent accountant to check books and reimburse
investors if it's shown money was misused and appoint advisory committee made up of
five investors to oversee cable operations from now on.

Kitv(tv) Honolulu was turned down Thursday in request for court order barring Governor
George Ariyoshi and Honolulu City Councilwoman Marilyn Barnharst from refusing to
grant interviews to or answer questions of reporters for strike-bound station (see page
77). Station claimed officials were violating constitutional guarantees of freedom of
speech and equal treatment under law. But Judge Samuel P King said kitv had not made
showing of irreparable harm to substantiate request for preliminary injunction.

NTIA says FCC has erred in enforcing “reasonable access” law on case-by-case basis,
and has petitioned commission to initiate inquiry on subject, says congressional intent and
“sound policy" require that question of compliance be considered on “overall basis;’ either
at renewal or revocation. But NTIA also believes networks are wrong in arguing that Section
312(a)(7) does not represent new policy; NTIA says it does. Thus it disagrees with
fundamental positions of both sides in Carter-Mondale Committee case, to be heard by

ABC on Friday was Presidential Inaugural Committee's last hope for network coverage of
Frank Sinatra-produced and directed gala to be held on Jan. 19, night before inauguration.
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over to Wasilewski. According to Dille,
NAB paid him $50,000 a year during his
chairmanship to cover the expense of liv-
ing in Washington.

““But that was an extraordinary circums-
tance,” says Dille, “‘in which the board
decided NAB needed a joint board chair-
man highly active in running the associ-
ation.” Although there was disagreement
among board members about whether
such assistance to the new association
president was necessary, Dille recalls that
there was little controversy in deciding to
reimburse the joint board chairman once it
was decided he would move to Washing-
ton.

At issue in the current controversy is
the additional question of the joint board
chairman’s role, one that has been greatly
expanded by its last two incumbents.
“The role of the joint board chairman has
grown from running three meetings a year
to a great deal of on-the-scene participa-
tion in meetings of NAB, state and other
associations,’” says NBC’s Stephenson.
Thurston spent about ‘‘half his time™
doing NAB work during his chairmanship,
while Bolger has made it virtually a full-
time job. ‘“Have we come to expect too
much of our joint board chairman?’’ asks
board member Reid Chapman of Indiana
Broadcasting. He believes increased com-
pensation cannot be discussed without
also looking at ways some of the chair-
man’s duties might be delegated
elsewhere.

According to Bolger, the decision to run
a highly active chairmanship was ‘‘my
style of doing things,” and encompassed
“very specific goals’” which ““I’'m still on
track in fulfilling.

“The chairman has to epitomize volun-
teerism,”’ says Bolger. ““The minute he
assumes a paid relationship, the chairman
loses his image of leadership.”

Leaders of the movement to increase
reimbursement have been telephoning
board members to acquaint them with the
issue. They have gotten positive reactions
from most members and believe they have
favorable votes at this point from well over
half.

Tarleton says he has “‘a plan’’ for imple-
menting increased reimbursement, which
he intends to present at the Jan. 26-28
joint board meeting in Scottsdale, Ariz.
Lerner is considering offering a resolution
at that meeting affirming NAB’s present
policy of reimbursing the chairman for
travel expenses and extending reimburse-
ment to cover losses to his business.

Bolger intends to raise the issue at the
executive committee meeting earlier that
month (Jan. 5-6). *“We'll be working on
the budget at that meeting,” he says, ‘‘and
this is a matter that will impact the
budget.” Another reason for putting the
issue before the executive committee, he
says, is his belief that some members have
been misinformed about it. ““They have
been told there is a precedent for doing
this, that NAB once paid its joint board
chairman a salary”’ Bolger concurs with
Dille, in saying that salary exception was
made under extraordinary circumstances.

FCC punts on move to Rosslyn

Defers action until Feb. 4
and new administration;
commission passes up less
costly of two options, and
with it chance to save

$9 million, proponents say

The FCC last Thursday (Dec. 18) deferred
until Feb. 4—and, presumably, until there
is a new FCC chairman—a proposal to
move its headquarters to Rosslyn, Va. It
adopted a motion by Commissioner
Robert E. Lee to have two commiissioners
act in liaison with the FCC’s Office of the
Executive Director to survey all possible
options—especially those that might ena-
ble the commission to remain in Washing-
ton—for consolidation of the agency.
Those two commissioners—Lee and Anne
Jones—will report back to the full com-
mission with their findings by no later
than Feb. 1.

By deferring action, the commission
effectively foreclosed its move into the
first of the Twin Towers now under con-
struction in Rosslyn and, according to the
move’s proponents, lost the opportunity
to save $9 million over 20 years. That
space will now be leased to one of several
other negotiating parties.

If the commission had indicated a
willingness to lease Tower | space now
(some 13 floors at $16 per square foot, ap-
proximately $4.1 miilion per year), it could
have leased the remaining space it needs to
house the FCC—up to nine additional
floors in Tower [1—at a cost of $19.50 per
square foot or approximately $3.5 million.
At those rates, the executive director’s of-
fice was hoping to negotiate a 20-year lease
for Twin Towers at $7.6 million per year.

Based on projected costs of building
space in Washington during that time, the
executive director’s office concluded that
the commission could have saved $30
million by choosing the Tower | option.
Should the Tower Il possibility also be
scrapped, proponents say that $21 million
in savings will evaporate.

A spokesman for Westfield Realty —the
lessor of Twin Towers—confirmed that the
commission’s action to defer considera-
tion of the move meant that the Tower [
option ‘‘is over.’

The option to move the entire commis-
sion into Tower 11 is still available although
the price per square foot will be greater
than the $19.50 offered as a package with
Tower 1. How much higher is still a matter
of negotiation.

Officially, the vote to defer action on the
move was 4 to 1 in favor of deferral with
Chairman Charles D. Ferris alone in the
minority. Jones was out sick with the flu
while James Quello was on his way to
Florida for the start of his Christmas vaca-
tion. He left behind a memo indicating
that he favored ‘‘a thorough, objective ex-
ploration of all options for remaining in
the District,’ before making a commit-
ment to lease any space in Twin Towers.
Sources close to Jones said she also felt
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the matter should be looked into more
closely before moving to Rosslyn.

Tom Campbell, assistant executive
director, presented the item to the com-
mission. He indicated that the re-leasing
of two downtown Washington buildings—
housing the majority of the FCC staff and
facilities—was in considerable doubt,
while at least one building housing around
100 commission staffers would be
unavailable for re-leasing because it will be
demolished after the current lease runs
out in April 1982.

Campbell also said he ““has heard rum-
blings’’ to the effect that the lessor of the
“main building”’ at 1919 M Street—
Charles E. Smith & Co.—wants to lease
that building to an entity in the private sec-
tor once the commission’s lease runs out
in October 1982. However, [rwin Altman,
senior vice president of Smith’s leasing
department, denied that any such ‘‘rum-
blings™ came from his office; he said he
“‘hasn’t even thought about’ re-leasing
negotiations.

Campbell also said that the 450 or so
employes at 2025 M Street will probably be
displaced in 1983 when that lease runs out
because the primary lessee of that build-
ing —National Public Radio—has indicated
it will exercise its right of first refusal to
lease any space that becomes available in
it. And he noted that buildings now availa-
ble in Washington or those, that are cur-
rently under construction there ‘‘simply
aren’t large enough’ to house the entire
FCC. Most, he said, are ‘‘between
200,000 to 350,000 square feet,” while
the commission needs 400,000 to 425,000
square feet to house all of its staff and
facilivies.

In terms of costs, timeliness and con-
solidation, the Rosslyn option was ‘‘the
best alternative,” said Campbell, noting
also that the Twin Towers are within a
block of the Rosslyn Metro (subway) stop
and thus easily accesstble to the public and
FCC employes.

Commissioner Abbott Washburn was
the most outSpoken opponent of an im-
mediate move to Rosslyn. Although not
discounting that option outright, he sug-
gested that the staff had inadequately
studied all of the options for remaining in
Washington. He also felt that the new ad-
ministration should have the final say on
any move the commission opts for
because it “‘will have to live with this and
implement it and should not have to ac-
cept a fait accompli dumped in their laps.”

Washburn also referred to letters
received by Ferris from members of both

- |
Editor's note. Broapcasting will not
publish a Dec. 29 issue. The annual
double issue—featuring a special report
on the top 100 companies in electronic
communications —will be the first 1981
issue, on Jan. 5.
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houses of Congress—including a recent
one from Senator Barry Goldwater (R-
Ariz.), incoming chairman of the Com-
munications Subcommittee —indicating
dissatisfaction with Ferris’s handling of
the move, which Goldwater called ‘‘in-
ept.”” Although not rejecting outright a
commission decision on the move, Gold-
water said any such decision would
necessarily undergo the rigors of a “‘full
review’’ by his committee.

Ferris responded that as ‘‘part of the
outgoing team [ want to leave my suc-
cessors with the best possible environ-
ment within which to manage the com-
mission ... one [ did not have” He also
said that some ‘‘clear choices had to be
made which should be sensitive to the in-
dependent nature of the agency,” an ob-
vious rejection of the notion that he at
least would be influenced by grumblings
from Capitol Hill about whether or not to
move.

To prove his point about the staff’s in-
adequate consideration of all the available
options, Washburn produced a memo
written by one executive of a Washington
real estate firm to another about the
availability of enough space in two con-
nected office buildings (one under con-
struction) in southwest Washington to ac-
commodate the commission’s needs at a
considerably lower price.

Campbell acknowledged his awareness
of the buildings’ availability but noted that
the Government Services Administration
was actively negotiating with the lessors
for that space and felt that that precluded
the commission from competing for the
right to lease the same property.

Ferris backed Campbell on that point
saying that “‘the notion of having an entity
come in and have two parts of the govern-
ment play each other off is not an appropri-
ate activity”’

At this point Ferris made a reference to
the real estate executive as being
Washburn’s “‘friend.”’ Washburn denied
that any such friendship existed. Ferris
then asked how Washburn had acquired
the memo, noting that he ‘‘never saw that
before.”” Washburn then made the obser-
vation that Ferris probably received many
memos to which neither he nor the other
commissioners were privy. Ferris’s retort:
““I think it’s the difference between being
chairman and playing chairman.”

Moments later, Commissioner Tyrone
Brown expressed his ‘‘disappointment that
the decision of this commission has
become so wrapped up-in politics that it’s
very, very difficult to get at the circums-
tances as they exist. [n light of that
difficulty, one begins to see the wisdom of
these kinds of issues being turned over to
the GSA because this approach simply
doesn’t work.”’

Commissioner Joseph Fogarty said he
would ‘‘take no responsibility and no
blame for the $9 million loss since 1 was
not asked to participate in or informed of”’
the evolving plans for the move. ““The
amount of evidence is so frugal ... I think
the selection process might work out a bet-

ter deal for the taxpayer in the District.”’

Ferris emphasized that although $9
million had been lost, the Tower 11 option
was still available and, “‘after all, every
$21 million counts.”’

Bah humbug time
at TV networks,
as profit drops
bring out axes

NBC appears to be under
the greatest pressure to
cut costs, although no
massive personnel firings
are anticipated; ABC and
CBS reductions less severe

Intense belt-tightening moves are being
developed at all three TV network
organizations (‘‘Closed Circuit,’ Dec.
15), with the most severe apparently at
NBC under the combined pressures of
sinking ratings and sunken profits.

NBC-TV has let ““four or five people”
go, a spokesman said, but he denied
published reports that the total would pro-
bably reach 280 or more after Jan. 1. ““No
number has been set,” he insisted. Each
department will get a cost-reduction goal,
he said, and may achieve it by cutting per-
sonnel or by other means, or by a com-
bination of both.

He said a cost-reduction program is
under way throughout RCA, NBC's
parent company, and ‘‘we’ve [at NBC] had
some already —but not so much in people
as in things like travel, entertainment,
operations and engineering overtime and
the like.”

“The number of people who will leave
has not been determined,” he continued.
“I’'m sure some more will go, but I've
been led to believe by people whose judg-
ment | respect that the total will not be
more than somewhere between 50 and
100

In NBC'’s last big belt-tightening move,
about four years ago, he recalled, some
300 NBC employes were let go.

The pressure appears to be greatest on
NBC because its ratings are weak and its
profits dropping. In daytime ratings it’s a
distant third in the three-network race, in
prime time it appears destined to run third
again and in early morning its Today show
is under constant pressure from ABC-
TV’s Good Morning, America.

NBC profits, $152.6 million (pretax) in
1977 fell to $122.1 million in 1978, to
$105.6 million in 1979 and are expected to
drop to $70 million or less this year. Part of
this year’s drop may be charged to the
costs of national political campaign and
election coverage and to the loss of the
Moscow Olympics.

NBC President Fred Silverman—hired
in 1978 to lead NBC-TV out of the ratings
wilderness—was said by an NBC spokes-
man to have set NBC’s 1981 profit goal at
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about $140 million. That target, he said,
was set by Silverman, not imposed upon
him—as some accounts had it—by RCA
Chairman Edgar H. Griffiths. It reportedly
took into account the absence, in 1981, of
political coverage and other extraordinary
costs associated with 1980.

Silverman has also been reported under
pressure from RCA for slowness in
developing an NBC position on cable TV.
RCA builds cable equipment, plans to
market its SelectaVision videodisk system
beginning in March and has compiled a
catalogue of videodisk programing. But
NBC, unlike CBS and ABC, has made no
move to get into programing for cable or
other new media. In the past, Silverman
has emphasized to NBC-TV affiliates that
NBC is oriented exclusively to broadcast-
ing.

The pressures seem greatest at NBC,
but ABC and CBS also are in a pruning:
mood, although officials assert that no per-
sonnel cuts have been made.

““We’re watching all expenses
carefully—very carefully,” an ABC official
teported. He said there had been no lay-
offs but that a virtual freeze had been im-
posed on hirings. Travel, entertainment
and similar costs also are being curtailed.

At CBS an official said ‘‘expenses are
being questioned right and left)” but that
the full extent can’t be known until the
budget process is completed several weeks
from now.

A CBS spokesman said no lid had been
imposed on hiring, ‘‘but one may come
later”” Another executive put it this way:
“For some time now, whenever a job
opens, we look at it and say: ‘Do we have
to fill it?" If the answer is yes, then we fill
it”” As for layoffs, the spokesman said that
“‘attrition will probably take care of
whatever we’re going to do.’

Gannett plans
national daily,
cable programing

Neuharth unveils proposal for
satellite communication system
to deliver ‘U.S.A. Today’ and
local, regional or national
material for cable systems;
Maurice Hickey will head venture

For several months early this year, a num-
ber of young Gannett Co. executives—
ranging in age from 29 to 3| —were based
in a cottage in Cocoa Beach, Fla., engaged
in a research mission largely secret until
last week. The assignment—which also
took them back and forth across the coun-
try—was to determine the best way Gan-
nett could invest its substantial resources
in new and more efficient ways to deliver
the news. The answers emerging from the
research surfaced at Gannett’s annual
year-end meeting of key executives in
Washington—and the principal one in-



1 TOP OF THE WEEK [

Neuharth

volves the establishment of a satellite com-
munications network.

Allen H. Neuharth, chairman and
president of the company, disclosed that
Gannett has already formed a new sub-
sidiary, Gannett Satellite Information Net-
work, to operate the service. An earth sta-
tion is being established at Springfield,
Va., about 20 miles from Washington, to
transmit news, information, advertising
and entertainment “to an infinite number
of satellite receiving stations around the
country.”

Nor was that the only major news
Neuharth offered. He said the network
figures in Gannett plans todevelop “a new
national general-interest daily newspa-
per.” Prototypes will be tested in 1981
and, if the tests warrant, introduction of
US.A. Today, as it is being called, is possi-
ble in 1982. Neuharth gave few details—
no decisions have been made on format or
content—but said what is envisioned “is a
‘different’ national newspaper, which
would compete neither with existing
metropolitan newspapers nor with exist-
ing Gannett community or regional news-
papers.”

Neuharth also indicated Gannett was
considering yet another departure. Among
the possibilities for which “‘in-depth
study” will proceed, he said, is providing
programing for local, regional or national
cable television. Neuharth stressed the
company is not contemplating ownership
of cable systems.

The satellite network involves an agree-
ment with American Satellite Co., which
provides satellite transmission service for
the Wall Street Journal and US. News
and World Report. 1t will provide trans-
ponder time for the Gannett operation.
And the earth station is being established
under an arrangement with Army Times
Publishing Co., whose production
facilities for its worldwide publications
are in Springfield.

The sa:ellite network idea flows from
the conclusions of the Cocoa Beach-based

task force that most of the information
businesses in which Gannett is involved
will not only survive but thrive in the
years ahead and that the American people
“are more hungry than ever before for in-
formation.” The key to satisfying that ap-
petite, the researchers felt, was “the right
mix of ways to create, produce and deliver
more news, information, advertising, en-
tertainment to the consumer,” wherever he
or she is.

Said Neuharth, ‘‘We believe Gannett is
uniquely positioned to develop the proper
mix, because of our considerable news,
advertising, production and distribution
facilities in 35 states. We are encouraged
by the variety of ways in which we might
combine those existing resources—and
others—with new technology to offer new
information products and services tolarge
numbers of customers.”

He also noted that Gannett has tremen-
dous resources of material on which to
draw—*“a vast bank of unused or under-
utilized software and hardware.” He said
only about 20%of the material gathered by
the company’s 4,168 print and broadcast
journalists reaches readers or viewers.
“Our objective is to use—and reuse—
much more of this software and to more
efficiently utilize more of our hardware,”’
he said.

The proposed national daily newspaper
and the possible entry into cable television
programing are the new uses to which the
satellite service could be put. It could also
be used to provide news and advertising
supplements for Gannett’s 81 daily news-
papers, with their circulation of 3.6
million; special programing for the com-
pany’s seven television stations and 13
radio outlets, and the transmission of
high-quality advertising for its 38,000
biliboards. Neuharth said “‘in-depth ex-
plorations” of those possible uses are
under way.

Neuharth, who in a news conference
following his prepared remarks, declined
to be specific about any of the matters dis-
cussed, added a note of caution in his
speech. “Any new approaches or new ven-
tures which we consider wili be weighed
very carefully on the basis of risk-reward
ratios,” he said, adding that the company
will proceed with a proposal only if the po-
tential or probable rewards are worth the
risk.

That approach applies to U.S.A. Today.
If the response to the prototypes next year
is not favorable, Neuharth said, the com-
pany will use what it has learned from the
exercise to deliver information in other
ways to consumers.

The new satellite subsidiary, which will
be based in Washington, will be headed by
Maurice Hickey, 46, former publisher of
Gannett newspapers in Florida, New York
state, lllinois and Michigan. The executive
vice president/news for the new operation
will be Ron Martin, 43, until recently edi-
tor of the Baltimore News-American and
formerly an editor of newspapers and mag-
azines in Detroit, Miami and New York
City.
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Murchison, Field
to co-venture with
Ledbetter for STV
in Washington

New ch. 50 station targeted
for start in summer of 1981

Come next summer, Washington, D.C.,
will have its first subscription television
service—or it will if present plans proceed
on schedule. Texas oilman Clint
Murchison Jr. and Field Enterprises Inc.
have formed a partnership to provide STV
service under an arrangement that will
make possible the establishment of a new
TV station in the city—ch. 50 wGsp-TV.

Theodore Ledbetter, an engineer and
filmmaker who briefly managed WBNB-TV
St. Thomas, Virgin Islands, and who will
become one of the small but growing band
of black broadcast station owners,
turned over the STV authorization granted
him by the FCC to the new partnership,
called Subscription Television of Greater
Washington, D.C.

Ledbetter received FCC approval of his
application for a construction permit last
June. At the time, financing for the station
was to be provided by Teleprompter Corp.,
the nation’s largest owner of cable televi-
sion systems, in return for the right to
operate the subscription television system.
However, Teleprompter later lost interest
in over-the-air pay systems, and helped
Ledbetter find a replacement.

Murchison’s Subscription Television of
America Inc. and Fiel® Fnterprises’ Field
Communications Inc. sidiary are 50-50
partners in STVGW, which will provide
the $3 million in financing Ledbetter
needs to build the station. It will also pay a
monthly. fee for use of the air time to
transmit its pay programing. STA is pre-
pared to invest up to $30 million to equip
200,000 homes in the Washington area
with devices to decode the scrambled pic-
tures. Ledbetter says the station’s service
area will encompass 1.5 million homes in a
50-mile area.

The pay service—to be called ‘‘Super
Time’* —will be provided at night and on
weekends, and will include major feature
films and special sports events. Ledbetter,
who has produced documentaries and
commercials, including some for political
candidates, says the FCC-required 28
hours a week nonpay programing will be
largely locally produced.

Plans for going on the air next summer
are based on an optimistic reading of esti-
mates as to when broadcast equipment can
be delivered by suppliers. Ledbetter says
the delivery dates range from six to 12
months. In the meantime, however, other
construction will proceed.

STA operates a pay system at KTSE(TV)
San Francisco; it also is the permittee and
STV franchisee of a station in Providence,
R.1., and has STV franchises for stations
under construction in Chicago and Atlanta
and on the air in Norfolk, Va., wIvz(Tv).
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Keeping up, transition wise

FCC team almost has report ready; chance
that Brown may leave by Jan. 1; but Lee
can’t be tempted by small change; and
strange things may happen to the NTIA;
team says it's innocent on move

President-elect Reagan’s FCC transition team was, according
to its members, moving along smartly toward completion of its
third and final report to transition officials. Well, maybe not
smartly enough to meet the deadline today (Dec. 22) for such
reports, but team captain Michael Gardner didn’t expect to
miss by more than a couple of days.

It’s understood the report will constitute a briefing paper
that would be valuable to the incoming chairman—whoever
he or she may be—and any other new member. It will discuss
the agency in detail, its functions, and the issues it faces. It
also will list options for dealing with the issues, spell out the
implications of each and, finally, make recommendations in
areas where, as one source put it, ‘“‘Reagan initiatives can be
accomplished.”” And the possibilities are said to be plentiful.

As for clues, team members offer such unsurprising com-
ments as: ““The emphasis will be on less regulation.” But
hasn’t Chairman Charles D. Ferris already done a lot in that
area? ‘‘Broadcasting is still one of the most heavily reguiated
industries’’ is the reply.

0
For the moment, at least, speculation on the future of FCC
Chairman Charles D. Ferris—that is, when he will leave the
agency—is on hold. Moving in to keep the speculation pot
boiling is talk about the future of Commissioner Tyrone
Brown, if only because he doesn’t mind joining in the talk
himself.

“I’m actively thinking about the next phase, of whether to
stay another year . . . it’s also a year-by-year thing with me,” he
told BROADCASTING. When will he make up his mind? *‘By the
first of the year”” Job offers, he says, are not the prob-
lem. ““I want the peace and quiet over the holidays to think
about it.)’

Brown, who joined the commission three years ago, says he
is happy in his work. But the question that a Democrat in what
will be a Republican administration has to ask himself is:
“Can [ continue to enjoy it as much.”” One inducement to stay
was lost in the election—the likelihood, if not the certainty,
that he would have been named chairman whenever Ferris
left. A Brown departure before Reagan assumes the Presiden-
cy would further enhance the growing reappointment
prospects of Commissioner James H. Quello.

0

There seemed little likelihood last week that the small matter
of another $2,500 in his annual pension would prompt Com-
missioner Robert E. Lee to head for the exit next month. Asa
gift to its departing members and other senior officials of the
government who chose to take it, Congress last summer voted
to boost pensions by 7.7% for those leaving government with-
in a time frame that, considering when it was signed, runs to
Jan. 18. But Lee, who has now served 27 years with the com-
mission, said last week, ‘‘[’d like very much to finish my
term,” which expires on June 30. Oh, things might persuade
him to leave early.

Being passed over as interim chairman—the nod could go to
Commissioner Abbott Washburn instead —might cause him to
rethink his plan to finish the term, although he says that isn’t a
threat. Or the appointment of a permanent chairman with
whom he did not think he could work might be persuasive. But
$2,500 a year? That, said Lee, would not.

O
What is becoming one of the intriguing questions of the tran-

sition is the fate of the National Telecommunications and In-
formation Administration, the agency created four years ago
out of the old Office of Telecommunications Policy, after an
earlier change in administrations. But no one is talking about
wiping it out without a trace; its responsibilities for advising
the President on private sector telecommunications matters
and managing the government side of the spectrum will have
to be exercised somewhere.

Indeed, some of those working on the transition who are
thinking about NTIA talk of the need for strengthening its
role. They reason that NTIA has been as effective as it has
only because of its present administrator, Henry Geller.
Replacing him with an equally effective person might not be
easy.

But how to strengthen the agency, now located in the
Department of Commerce? One position paper simply calls
for reconstituting OTP, with a small, policy-making and Presi-
dent-advising unit in the White House and a long technical
and research tail housed in Commerce. That would satisfy
those who feel telecommunications is sufficiently important to
warrant attention at the White House level.

But others wonder whether President Reagan, with his
professed interest in reducing the size of government, would
welcome the expansion of the White House staff. Another
idea calls simply for enhancing the authority of the NTIA ad-
ministrator, perhaps by giving him an added role as a member
of the White House domestic policy staff.

It’s possible, however, that President Carter and the Demo-
crats in the 96th Congress may have pointed the way to a new
OTP/NTIA. White House aides cite the bill signed by Presi-
dent Carter earlier this month that strengthens an Office of
Regulatory Affairs and Information Policy in the Office of
Management and Budget. One function of the office will be to
implement congressional policy to reduce the paperwork
burden government imposes on the public. But more signifi-
cantly, it will have responsibility for overseeing the purchase
and use of computers and communications systems by the
government. That portion of the bill, at least, represents a
further victory for Representative Jack Brooks (D-Tex.), who
fought to keep that responsibility out of NTIA’s hands in the
first place.

But if OMB is to play a major role in the government’s
policymaking affecting information systems, some say,
perhaps it should be responsible as well for government
telecommunications policy. ““They’re inseparable,’’ said one
NTIA official last week. He also noted that it is difficult if not
impossible to separate government from private-sector
telecommunications policymaking,.

“It wasn’t planned that way,’ the official said, ‘‘but the
Democrats may have planted the seed for a new QTP in
OMB.’

O

The transition got a little bumpy in the area of the FCC last
week. Chairman Ferris, finding himself beleaguered and,
eventually, isolated on the proposed move of the commission
to Rosslyn, Va. (see page 27), struck out at, among others,
President-elect Reagan’s FCC transition team. He said it had
opposed the move—a statement team captain Gardner denied.

But while Gardner said it would be inappropriate to take a
position on the proposed Rosslyn move, he did not deny he
felt the decision should be postponed. He noted that the com-
missioners, by their vote, indicated they did not think the mat-
ter had been “‘well staffed.’” and added, ‘I say generally, where
deferral is appropriate, that’s consistent with the orderly
transfer of government.”” He noted that the top transition offi-
cials for Reagan and President Carter—Bill Timmons and Tom
Watson —agreed on that early in the transition—‘‘that things
that don’t have to be done are better deferred. The staffing has
to be adequate.”’
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Small earth stations blossom into big businesses

What began as a way for rural
homeowners to receive TV has
turned into a business,
providing signals to hotels,
apartments, trailers for pay

Entrepreneurs are finding new ways of
using satellite earth stations to satisfy the
voracious appetites of American con-
sumers for television programing, particu-
larly the pay variety.

During the latter half of the 1970’s, ca-
ble systems and programers, to their
mutual benefit, created an extensive
satellite communications network for
delivery of programing to widely scattered
cable systems. Although the network
evolved to serve cable systems, new busi-
nesses have sprung up, tapping into that
network and offering the satellite pro-
graming in markets unserved by cable.

Scores of companies, including earth
station manufacturers, cable operators and
newly formed earth station packagers, are
selling and leasing earth stations to in-
dividuals rich enough and hungry enough
for television to pay the high price for the
dishes and go to the trouble of installing
them at their homes. Earth stations are not
only much more expensive than ordinary
TV antennas but also more unsightly.
Some of these same companies and others

have discovered the lucrativeness of
operating satellite master antenna
(SMATV) systems at apartment buildings,
condominiums, hotels, motels and trailer
parks.

The growth of the new businesses has
been spurred by the diminishing cost of
earth stations. As the cable industry’s use
of them in the seventies grew, their cost
plummeted. Today earth stations capable
of delivering broadcast-quality pictures
cost less than most sports cars, affordable
to individuals and cheap enough to make
an. SM ATV operation not only feasible but
also lucrative.

The FCC also encouraged the new busi-
nesses by deregulating receive-only earth
stations in October 1979. The FCC drop-
ped its requirement that every earth sta-
tion be licensed. Whether to license an
earth station—an action that would protect
it from microwave interference —or simply
to install it and turn it on is now left to the
discretion of the user. The FCC’s action
cut the red tape and reduced the cost and
effort in procuring an earth station.

The proliferation of the home earth sta-
tions has attracted attention—articles have
appeared recently in the Wall Street Jour-
nal, Parade and Newsweek—but it has
also stirred quite a bit of controversy over
whether their owners have a legal right to

receive and watch satellite programing
without the permission of the supplier.
Estimates of how many earth stations are
in place vary greatly, ranging from 1,000 to
10,000. And projections of the size of the
market are no more sure.

While the home terminals have gotten
the press, it is the. SMATV business that
may be more lucrative and that is likely to
make more impact on cable and other
competitive video services. Many com-
panies that had originally set out to supply
the home market are turning their atten-
tion to SMATV. And, more important,
many cable operators have found SMATV
to be an acceptable adjunct to their busi-
ness, installing SMATV systems to serve
multiple-dwelling units beyond their
franchises and the physical reach of their
cable.

The attractiveness of home earth ter-
minals is wide-ranging. Depending on
their technical sophistication, they can be
manually or automatically steered to
receive signals from any of 11 domestic
and Canadian satellites. Most of the televi-
sion programing is on Satcom I, the prim-
ary cable satellite, which carries the feeds
of Home Box Office, The Movie €hannel,
Showtime and other, pay and basic cable
programing channels. The other satellites
and transponders offer news feeds of the




form make the 12-floor Paraframe antenna in the front yard of Jerry Peake in suburban
Washington a little less obtrusive. Peake, whose primary business (Jerry Peake Co) is the
design and installation of conventional master antenna systems, has founded a new busi-
ness (Peake Comm) to sell earth stations, like his own, to homeowners, hotels and motels.

major television networks, more cable pro-
graming, network feeds of the Public
Broadcasting Service and a miscellany of
sports events and other special programs
being sent for broadcasters by common
carriers and resale carriers.

The first to enjoy home earth terminals
were hobbyists, people with the expertise
to take surplus microwave equipment and
modify it to receive the faint signals from
the satellite raining down on their back-
yards. Robert Cooper, one of the pioneers
in home terminals, has formed a company,
Satellite Television Technology, that
publishes a monthly magazine, Coop's
Satellite Digest, and holds periodic semi-
nars around the country for the do-it-
yourselfers and the entrepreneurs look-
ing to buy satellite equipment.

A conference last month in Houston at-
tracted some 800 people and 30 exhibi-
tors, representing companies of various
sizes and levels of equipment sophistica-
tion, selling the three major earth station
components: the disk antennas, the low
noise amplifiers (LNA) and the receivers.
According to STT’s Rick Schneringer,
there are between 7,000 and 10,000 home
earth terminals in operation, including
those of hobbyists that ‘‘people don’t
know about.”’

One of the first major companies to
reach for the home market was Scientific-
Atlanta. In May 1979 it formed the Home-
sat division. Although its high-end earth
station made a big splash when it was
featured in the Neiman-Marcus 1979
Christmas catalogue, S-A, which grew up
with the cable industry, began insulating
itself from the sticky legal question sur-
rounding home terminals by setting up
dealerships through which it now sells
almost exclusively. Despite its early start,
S-A does not consider the home terminal
market a major one. Patrick Bohana, earth
station marketing manager, said that
although homeowners can now buy high-

quality earth terminals at about a third of
the price (around $10,000) they were
offered by Neiman-Marcus, there is “‘not
that big a market at that level”” And
although S-A is certainly capable of put-
ting together a lower-cost earth station to
compete with an ever growing list of com-
panies, Bohana thinks that that is unlikely.

S-A is by no means out of the home ter-
minal business. Western Satellite, a divi-
sion of Western Tele-Communications
Inc. and a sister company of the cable
MSO, Community Tele-Communications
Inc., is the Western distributor of S-A
earth stations and has thus far sold 50 of
them for home use. Ken Schrader, a sales
representative for Western, described a
typical buyer as a rancher in a remote area
or a wealthy individual who wanted to out-
fit “*his second home in the mountains’’
with television. The 10-foot, dual-polarity
S-A terminal Western is selling costs
about $10,000 installed, Schrader said.

Another early and major purveyor of
home earth terminal equipment was Gar-
diner Communications through its
Starscan division. Unlike S-A, it continues
to aggressively pursue the market. Accord-
ing to Wally Briscoe, executive vice presi-
dent of Gardiner, Starscan has sold
directly about 25 or 30 terminals (each
costing around $10,000) and another 30
through a network of 19 dealers the com-
pany has set up. Starscan has been at it for
a year, but Briscoe said ‘‘the business is
just beginning to get moving.” Not count-
ing the hobbyists, Briscoe estimated that
there are well under 1,000 home terminals
around, but that a market exists for as
many as 10,000.

Microdyne, another major supplier of
earth stations to the broadcasting and ca-
ble industries, does not intend to miss out
on the home market. Microdyne has sold
25 to 30 home terminals directly and
others through various dealers. George
Bell, director of marketing, said it is cur-

Broadcasting Dec 22 1980

| SPECIAL REPORT L

rently a minor portion of the company’s
total business and he expects it to remain
that way until the legal problems, which
are ‘‘slowing it down and stiffling it,’ are
resolved.

One of Microdyne’s dealers is Fred
Hopengarten, whose Channel One firm in
Lincoln, Mass., has been selling
Microdyne’s 12- and 16-foot earth stations
from Montana to Florida. Hopengarten
said for the past several months he has
been selling dishes at a clip of three to six a
month, but declines to give a total, claim-
ing it would reveal his annual income. The
12-footer costs $11,900 shipped and in-
stalled, and the 16-footer goes for
$13,000.

Jerry Peake, president of Peake Comm
Inc., Silver Spring, Md., is a dealer in Gar-
diner Communications systems and
Paraframe antennas. Potential buyers of
home terminals are invited to his home in
suburban Washington to witness the glut
of television programing available on the
satellite through his 12-foot Paraframe
system. Peake, whose primary business is
designing and installing MATV systems—
he’s doing just that for the new ABC News
bureau building in Washington—has little
time for his secondary business. He has,
however, sold one Gardiner system to a
man in Baltimore and is wrapping up a
deal to install a Paraframe system at a
Washington area motel. Each installation
will cost about $10,000.

The home terminal market has spawned
manufacturers as well as dealers. Reico
Inc., Tulsa, Okla., extended its television
sales and services business to the
manufacture and sale of home earth sta-
tions. Reico’s Jim Mackerelle said the
company manufactures everything but the
receiver which is built to its specifications
by AVCOM, Richmond, Va. Reico’s two
earth stations are more expensive than
most, but they feature motorized mounts
that allow automatic steering of the dishes
from one satellite to another. Reico’s 10-
foot earth station sells for about $15,000
and the 13-footer for about $20,000.
Mackerelle said Reico has sold 25 to 30 in
and around Tulsa and that it hopes to sell
many more through a network of dealer-
ships it is establishing throughout the
country. It expects to sell the earth stations
not only to homeowners, but also to small
cable companies that the ‘‘bigger com-
panies won’t have anything to do with.”’

The home terminal market is devolving
into two separate ones, distinguishable by
the quality and cost of the equipment. On
one side of the market are home terminals
costing upward of $10,000 installed. On
the other side are terminals, built or as-
sembled by a growing number of manufac-
turers and dealers, costing less than
$10,000 and as little as $1,000 (for spheri-
cal antenna kits made out of two-by-fours
and chicken wire).

National Microtech, Grenada, Miss.,
claims to be working both sides. Dave Fre-
derick, president, buys earth station gear
in large quantities and resells it to 100
regional dealers who sell systems for any-
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where from $2,500 to $25,000. [n just six
months of operation, Frederick said, the
company has sold 300 earth stations,
almost all of them through its dealers. Fre-
derick said the most popular system costs
about $6,800 installed. National
Microtech’s primary suppliers are Anten-
na Development and Manufacturing Inc.
(maker of 11-foot aluminum antennas);
Avantek and Amplica (LNA’s), and Com-
tech (receivers).

Downlink, Putnam, Mass., manufac-
tures a spherical antenna made of heavy
aluminum screen stretched across a
wooden frame mounted on an iron stand.
The antenna system was designed for the
home market and sells, with feedhorn and
receiver, for just $5,000 installed. Portus
Barlow, president of the company, a sub-
sidiary of a Putnam home computer
retailer, said if it could sell a system for the
price comparable to a projection television
system—$3,000 or $4,000—“‘the market
would really open up.”’ But even with the
current price tags of between $5,000 and
$10,000, Barlow predicts a ‘‘massive’”
home terminal market in the years ahead.
In the next three years, five million ter-
minals could be sold, he said. (He expects
Downlink to grab about 1% of the
market.) He suspects major companies
may decide to compete with him in the
low-cost market, but is unperturbed by the
prospect. ‘I think the market is large
enough for us all to co-exist”” So far,
Barlow estimates Downlink has sold
directly ‘‘a dozen or so’’ systems.
Downlink’s dealers, through which it will
sell exclusively in the future, have sold in
“excess of 50, he said.

Downlink will be at the Winter Con-
sumer Electronics Show in Las Vegas in
January looking to expand its dealership
ranks beyond about 25. It hopes to count

-about 125 by the end of the year. At that

show, Downlink will also introduce a new
spherical antenna (plastic with laminated
aluminum surface). The plastic system
will cost about $1,000 more than the
wood-and-screen antenna system.

Like other home terminal manufac-
turers and dealers, Barlow believes that
the legal questions are putting a drag on
the marketplace. ‘I wish we could work
out something with the programers,”’
Barlow said, ‘‘so we could all make
money.”’

The legal questions concerning home
terminals center on Section 605 of the
Communications Act. Pay cable suppliers
and cable, STV and MDS operators con-
tend the section makes it illegal to inter-
cept satellite signals. Others, particularly
the home terminal dealers, disagree.

Channel One’s Hopengarten, a lawyer
by background, is an outspoken champion
of those who believe the Communications
Act permits the direct reception of satellite
programing by individuals with or without
the permission of the programer.
Hopengarten agrees that under the act it is
illegal to receive a satellite signal or any
other common carrier signal and, as the
act says, ‘‘divulge or publish’ it. But, he

said, the act does not make it illegal simply
to receive a signal. As long as the home
terminal owner doesn’t try to sell the pro-
graming he receives, Hopengarten said, he
is well within the law. “‘It’s absolutely legal
to receive, but basically illegal to receive
and distribute.”

Another of Hopengarten’s favorite
arguments is that the precedent for com-
mon carrier interception by individuals
has been set. For instance, persons have
been listening in on ship-to-shore private
communications bands for years, he said,
and “‘l can’t distinguish’ between that
band and the satellite band. ““That [the
satellite band] happens to carry entertain-
ment doesn’t change the law.”

John Pellegrin is a Washington attorney
representing several MDS operators and
cable system operators and naturally takes

First of many? VideoStar, a new Atlan-
1a enterprise, envisions a nationwide
teleconferencing network of earth sta-
tions placed at hotels and motels. The
company’s first permanent installation
is at the Century Center hotel in Atlanta
(above); it has made arrangements to
set up portable earth stations at hotels
in nine other cities on an ad hoc basis.
Earth stations, capable of receiving
most cable programing, will also supply
hotels and motels with in-room enter-
tainment.

a position opposite Hopengarten’s. He
said Hopengarten is not taking a com-
prehensive look at Section 605. According
to his reading of the section, ‘‘the mere
reception and use (of the programing) for
your own benefit is a violation of the act’
To prove his point, Pellegrin quoted the
act. “‘No person having received ... [a
transmission] . .. shall divulge or publish
... or use such information . . . for his own
benefit or for the benefit of another not
entitled. .. " Pellegrin said if a terminal
owner is ‘‘avoiding the proper charge by
not paying the program supplier,’ he is
reaping a benefit.

Pellegrin shrugs off Hopengarten’s
claims that reception of the programing is
justified by precedent. ‘‘That doesn’t
make it right,” he said. ““It’s essentially
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stealing something that’s not meant for
your receipt.”

As a representative of MDS and cable
operators, Pellegrin’s main concern is put-
ting out of business the manufacturers and
distributors of equipment to pirate signals.
The problems caused by the home ter-
minal users, he said, are ‘‘not going to
proliferate too much simply because of the
cost of the earth stations.”’

Last July Representative Richardson
Preyer (D-N.C.) introduced a bill that
would have clarified the legal ambiguities
of Section 605 and made it plainly illegal
for home terminals to pick up pay pro-
graming. Preyer, having lost his bid for re-
election in November, will not return to
the House and neither will his bill. But
Pellegrin and others are confident another
will emerge under some other congress-
man’s name. There are many, he said,
“‘who feel that 605 is not good enough in
terms of killing the manufacturers and dis-
tributors” of the interception equipment.

Home Box Office, the leading pay cable
programer, iS vehemently opposed to in-
dividuals picking up its signals—checks
from home terminal users willing to pay
are reportedly returned without comment
by HBO. Linda Davis, an HBO spokes-
man, said HBO is ‘‘just not in the busi-
ness’’ of supplying programing for recep-
tion by home terminals. ‘“We provide our
services through cable and MDS,” she
said. Reception any other way ‘‘is con-
sidered theft of service.”

The religious programers and some of
the advertiser-supported services do give
permission to home terminal owners. But
most apparently don’t think the home ter-
minal numbers are large enough to merit
much concern. Doug David, of the Cable
News Network, said CNN ‘“‘hasn’t even
thought about it”’ He said nobody has yet
asked for permission to pick up CNN on a
home terminal and suggested that he
would be surprised if someone did come
forward and offer to pay.

The blossoming of SMATV was a
natural once earth station prices started
down. Companies have found it profitable
to install dishes at apartment buildings,
condominiums, motels and hotels—
beyond cable service areas—and offer
local broadcast signals and a package of
three to five satellite signals, including a
pay service, for a hefty fee. At apartment
buildings the fee is usually collected from
each tenant; at motels and hotels the fee is
often paid by the management.

What’s more, the SMATYV system is un-
fettered by government regulations, either
federal (the FCC doesn’t include such
systems in its rules) or local (no franchise
is needed to install a SMATV system on
private property). The earth station need
not even be registered with the FCC.

The lack of regulation permits the
marketplace to be the sole arbitor of rates
and thus far it appears to be more
generous to the operators than public
utilities commissions. SMATV operators
can charge as much as STV and MDS,
which charge anywhere from $15 to $30
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per month for a single channel. And, as S-
A’s Bohana said, *‘1t’s not hard to see why
an [SMATV] system providing three chan-
nels can compete very favorably.”’

An SMATYV system is technically simi-
lar to a cable system:; it picks local and dis-
tant broadcast signals and pay and other
cable programing off the satellite and
retransmits them through a coaxial dis-
tribution system to subscribers. However,
it is legally much different. According to
Robert Ratcliffe, chief of the cable enfor-
cement branch at the FCC, MATV
systems are defined as systems serving
multiple-unit dwellings under common
ownership, management or control and
are excluded from cable regulations.
(Since the Copyright Act of 1976 uses the
FCC definitions, MATV systems are also
exempted from paying compulsory license
fees.) By the FCC definition then, apart-
ment buildings, condominiums, motels
and hotels are open territory for the
SMATV pioneers. MATV systems at
trailer parks, Ratcliffe noted, are cable
systems, assuming they serve a minimum
of 50 subscribers and carry at least one
broadcast signal.

S-A is one company that has recognized
that SMATV can be a great new outlet for
its equipment. According to Pat Bohana it
sent letters early this year to cable opera-
tors alerting them to the business potential
of SMATV and explaining that it is a
natural adjunct to their business. From
that mailing, Bohana said, S-A established
“over 30 active, ongoing accounts’’ with
cable operators who indicated interest in
operating SMATYV systems. (Bohana said
S-A also has arrangements to supply
equipment to several selected electronics
suppliers interested in the business.)

Cable operators have realized, Bohana
said, it makes much better economic sense
to serve an apartment complex beyond the
reach of their trunk lines with a dedicated
stand-alone SMATV system costing
around $25,000 than to string cable at
$10,000 to $12,000 per mile and pay for
pole attachments and cable maintenance.
An even if the operator wanted to stretch
his- cable system to the distant site, he
might well be prevented by the lack of a
franchise, Bohana said.

Columbia Satellite Systems has been in-
stalling and operating SMATV systems at
apartment buildings in Houston and re-
portedly has plans to move into five other
markets. Marketed under the name Star-
view, CSS is owned equally by TCI, the
major MSO, and Houston businessman
Alan Rudy. Rudy is well-positioned for the
SMATV business. In addition to owning
one of the five Houston cable franchises,
he owns apartment buildings containing
5,000 units. Moreover, he is the new presi-
dent of the Houston Apartment Associ-
ation, an organization representing 1,500
landlords, collectively owning 258,000
apartment units.

Contacted several weeks ago, Rudy
declined to discuss the business—*It
really isn’t in our interest to receive any
publicity’’—but he did say he is operating

SMATYV systems in the city outside his
small (18,000 homes) Houston cable
franchise area and that business is ‘‘pretty
good.”’

Since Rudy is in charge of the day-to-
day operation of CSS, John Malone, presi-
dent and chief executive officer of TCI,
was unable to supply details on the opera-
tion of it. He said the idea of the company
is to provide ‘‘cable-like services’ to
cableless areas on ‘‘an expedited basis.’
When a cable company does come down
the street with a cable, Malone said, CSS
will sell the SMATV system ‘‘to the cable
operator and move to the next town.”’

Typical of the cable operators that are
turning their attention to SMATYV is Bob
Schloss, president of Omega Communica-
tions, a 50,000-subscriber MSO based in
Indianapolis. According to Schloss, the

Budget antenna. About a year ago
Black and White Enterprises, a Putnam,
Mass., home computer retailer, decided
to get into the home earth station busi-
ness with a 12-foot spherical antenna
made of an aluminum screen, a red-
wood frame and an angle-iron mount.
The antenna with a 24-channel tunable
receiver and a feedhorn, which is placed
opposite the antenna to catch the
satellite beams reflected from the
screen's surface, costs approximately
$5,000 installed.

company now operates five SMATV
systems serving eight apartment build-
ings. All of the systems offer four chan-
nels off the satellite for a monthly charge
of $15.75: The Movie Channel, WGN(TV)
Chicago, WTBS(TV) Atlanta and the Enter-
tainment and Sports Programing Network.
One of the systems-also carries the Cable
News Network.

Although the SMATV system also car-
ries all local broadcast signals, manage-
ment of the system is simplified by offer-
ing the entire SMATYV package on an ‘‘on-
oft”” basis. Customers that don’t subscribe
must rely on their rabbit ears to pick up
broadcasters’ signals, Schloss said.

As MDS operators discovered earlier,
Schloss found property managers are will-
ing to allow SMATYV systems to operate at
their properties for a small or nominal
charge. An operating SMATV system ‘‘is
really a good selling point for them,”
Schloss said.

Schloss uses 12-foot Microdyne earth
stations in his systems and has tried to sell
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those same dishes in the home market for
311,800 each. He said so far he has sold
two, adding that ‘‘it’s a pretty tough
market.”

it takes a building with a minimum of
200 units to make a system profitable,
Schloss said. What kind of penetration has
he achieved? Schloss said in his largest
system, serving 1,200 potential subscri-
bers in three adjacent buildings, between
40% and 50% have signed for the service.

The SMATV business is attracting
heavy hitters other than MSQ’s. A major
telephone company and an antenna
retailer intend to enter it.

Comco Electronics Inc., a subsidiary of
Central Telephone and Utilities Co.
(Centel), the fifth largest independent
telephone company in the nation, has
been engineering, installing and operating
MATYV systems at some 200 Chicago area
apartment buildings for the last eight
years. About a year and a half ago, accord-
ing to Barbara Bassell, Comco’s director of
sales, communications systems, the com-
pany began studying the feasibility of
SMATYV and now has plans to have its first
SMATV system in place within a few
months.

Marketing under the name TV 3, Com-
co will provide three or four channels of
satellite programing, including one pay
channel, to its apartment building subscri-
bers. Bassell said Comco’s marketing
survey indicated that a minimum of 100
subscribers on any one system are necess-
ary to make a system go. Since it expects
penetration of 30%-40%, Comco is look-
ing for buildings or complexes containing
at least 250 units. Comco will charge
$19.50 per subscriber per month for the
services, Bassell said.

Can MDS, STV, SMATV and
ultimately, cable, all survive in the
Chicago market? ““Oh sure,” Bassell said,
“It’s a big wide wonderful world. Every-
body can be competitive’’

The system will be more sophisticated
than Omega’s systems. Comco already
provides MATV service in many of the
buildings in which it hopes to market the
satellite programing (subscribers pay
$26-3$30 a year for it) and must maintain
that service. Therefore, Bassell said, Com-
co has been considering installing ‘‘ad-
dressable taps’’ at the subscribers’ televi-
sion sets so that the satellite programing
can be turned on or off without affecting
the conventional MATV services.

Channel Master, Ellenville, N.Y., a
manufacturer and retailer of MATV
systems and home television antennas, is
considering the SMATV business
(BROADCASTING, Nov. 24). According to
Richard Deutch, executive vice president,
marketing, the company is test marketing
SMATV systems and hopes to sell and
possibly operate SMATV systems. It will

.announce details of its plans early next

year. Channel Master could have a pro-
found impact on the business. It has an-
nual sales of about $50 million and is just
one division of the giant electronics
manufacturing and marketing firm,
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AVNET Inc., which reports annual sales
in excess of $700 million.

There is still room for the little guy in
the business, however. A home terminal
dealer needs only a distribution ‘system
and the confidence of a local apartment
manager to get into the business.
Hopengarten’s Channel One, for instance,
was created to address the home terminal
market. But of late Hopengarten has been
looking hard at the SMATV market. He
said he is working on setting up joint ven-
ture arrangements with owners of four
apartment buildings in Massachusetts to
operate SMATYV systems. He said he has
an SMATV system ‘‘up and running’’ at a
trailer park in the vicinity of Ann Arbor,
Mich., and hopes soon to start up several
more at trailer parks in that state. The Ann
Arbor system is owned by him, the trailer
park owner and a local businessman.

In addition to selling earth stations to
home owners and motels, Jerry Peake of
Peake Comm said he is working out details
with a prominent Washington attorney
about setting up a company to operate
SMATV. And Dave Frederick, president
of National Microtech, said he has ar-
ranged to supply a Louisiana landlord with
SMATYV systems to serve his thousands of
tenants. Frederick declined to give details,
fearing he might lose his contract to one of
his competitors.

Holiday Inns, which owns or franchises
over 1,500 motels in the United States,
was the first in the hotel-motel business to
realize the potential of SMATV. In Octo-
ber 1979, it began installing Microdyne
and S-A dishes at its owned hotels at a cost
of $20,000 to $25,000 per hotel, depend-
ing on the location. According to a spokes-
man, 142 dishes are now in operation and
new ones are being continually installed.
The systems carry just one program,
Home Box Office, but plans call for the ad-
dition of the Entertainment and Sports
Programing Network during the hours
HBO isn’t transmitting.

The potential of the hotel-motel market
was reflected by the presence of three ma-
jor earth station suppliers—Microwave
Associates, Microdyne and Scientific-

Atlanta—as exhibitors at the annual con-
vention of the American Hotel and Motel
Association in Washington three weeks
ago.

Edward Eagan, an application engineer
for Microdyne at the convention, said
hotels and motels are a ‘“‘monster market.’
He said there are 27,000 hotels in the
country with over 200 rooms, each imply-
ing that all should be targets for earth sta-
tion marketers. ‘“‘It’s a major market, big-
ger than the broadcast market.”” And it is a
market that is virtually untouched. He
said, according to an informal survey he
conducted, there are only about 250
motels and hotels with earth stations and
most of those (142) are part of the Holiday
Inn project.

In-room entertainment is the bait
Microdyne uses to sell its earth stations.
But as Eagan points out, the earth stations
can be used for teleconferencing and other
communications needs —telephone, reser-
vations and facsimile. The hotel-motel in-
dustry has a ‘‘high level of need” for
those services, he said.

Patrick Bohana was manning the S-A
booth at the convention. He agreed with
Eagan that in-room entertainment is just a
small part of what satellite communica-
tions can offer the hotel management. He
said the value of satellite entertainment to
hotel managers is still questionable, but
the value of teleconferencing is clear.
“You’re talking about real revenue
generating capability,’ he said. A hotel
with an earth station can ‘‘hold itself out”
as a center for teleconferencing and can at-
tract guests.

Satellite entertainment’s day at hotels
will come when the public becomes so
used to satellite programing at home that it
will demand it on the road, Bohana said.
He said he expects a half-dozen major
chains to begin installing earth stations at
their individual hotels during 1981.

VideoStar Connection Inc. is one com-
pany that hopes that day has come. It’s a
new company formed by two former S-A
employes, Ken Leddick and Jim Black, to
provide both entertainment and telecon-
ferencing services to hotels and motels.

e T

Lonesome no more. One of the markets home earth station suppliers have all to them-
selves are the homes in remote areas unserved by broadcasters. This home in northern
Wyoniing receives more channels of television off its Prodelin dish, supplied by Channel
One, Lincoln, Mass., than any homeowner in the middle of cableless Chicago.
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Thus far the company has established a
teleconferencing network with earth sta-
tion capability (mostly transportable) at
hotels in 10 cities. Only one company has
signed up for the entertainment package —
Century Center hotel in Atlanta. Century
Center pays a monthly fee for three chan-
nels—Entertainment and Sports Program-
ing Network, the Cable News Network
and The Movie Channel. Marlette Carlson
of VideoStar said the cost per month will
vary from hotel to hotel depending on the
number of rooms, the number of channels
desired and the type of channel (pay or
basic).

With the notable exception of HBO,
most satellite programers are willing to
allow SMATV operators to pick up their
signal. VideoStar, for example, has gotten
permission to distribute 17 satellite pro-
graming services on its motel-hotel
systems, including three pay services: The
Movie Channel, Premiere and GalaVision.
HBO is available on the Holiday Inn
SMATYV systems and on the systems of
Columbia Satellite Systems in Houston.
But HBO spokesman Davis said the Holi-
day Inn deal was an ‘‘aberration’’ and CSS
has agreed ‘“‘not to continue offering
HBO.’ TCI’s Malone confirmed that CSS
would drop HBO and begin picking up
some other service, possibly The Movie
Channel.

Nobody argues that reception of satellite
programing for commercial SMATV must
be authorized. That means getting the per-
mission of the programers and paying
regular carriage fees. SMATV systems
operated like cable systems would pay on
the conventional per-subscriber basis.
Systems serving motel and hotels,
however, must reach special agreements
with the programers. Rates for SMATV
are, in most cases, the same as for cable.
The Movie Channel is one exception. [t
charges SMATV operators an extra 25
cents (84 instead of $3.75) because, as a
spokesman said, ‘‘the economics are
different.”

The most immediate impact of SMATV
and home satellite reception may be felt in
an unexpected way. They have spawned a
number of manufacturers and dealers that
would never have existed had the only
video markets for earth stations been ca-
ble and broadcasting. When low-power sta-
tions begin to proliferate—and all indica-
tions are that they will —established earth
station manufacturers may find them-
selves in competition with a host of com-
panies that didn’t even exist a couple of
years ago.

While the future of home terminals is
questionable because of their high cost
and obtrusiveness (not every neighbor-
hood or zoning ordinance will tolerate an
earth station), it is likely SMATV will grow
and prosper. Like MDS it can fill the gap
between no pay cable television and the
advent of cable. And, as one earth station
manufacturer said, cable will never be
everywhere. If that’s true, SMATV and
probably home terminals will have a place
in the television media mix of tomorrow.
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At Blair,
keeping ahead of the competition
is our game plan for success.

In the competitive field of national radio with state-of-the-art media planning analyses
sales, you have to get the jump on the competi-  that are the most sought-after in the business.
tion to be a winner You need the right research And we work closely with our represented
tools to identify opportunities. And the right stations to help them keep ahead of their compe-
people to cash in on them. At Blair Radio, we've tition, with results-producing analyses and
got both. consultation in programming and promotion.

' Ask any buyer They'll tell you Blair sales- Blair Radio. We have the most aggressive

competitors with proven radio sales experience.
[_] [_]
You'll find that aggressive spirit in our sales Blalr Radlo

people are the most resourceful, spirited and game plan for growth in the business! We don't
motivated in the radio rep field. They're strong wait for sales opportunities. We make them!
New situations don't catch them unprepared.

Blair radio salespeople don't react—they act! .

research, too! Blair Radio's BRAIN family of com- .I. A division of John Blair & Company
puter systems stays ahead of the competition Reliable people, reliabie data.




“Have We Got It Together”

KSHE is as much a part of

St.Louis asits arch...

its riverfront and its spirit. And, it has been for over
16 years. From the foothills of the Ozarks to the deck
of the Delta Queen., KSHE is as well known in St. Louis
as the Cardinals, the Clydesdales and Forest Park.
If this wonderful old city supplies the flavor, then
KSHE supplies the Beat.

And if it's the 18 to 34 market you want toreach,
with whatever message you want to reach them
with, KSHE speaks their language better than
anybody. We're #1 in Adults 18-34, Monday thru
Sunday, 6AM to Midnight.* And we have been for
along, long time.

KaHES......

Crestwood/ St. Louis, Missouri
A CENTURY STATION
*Arbitron, Apr/May ‘80, MSA
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THE OFFICIAL FCC ACCOUNTING

More bad news than good
for radio in 1979

The revenues were up slightly but the
profits were off by a lot;
but total broadcasting industry revenues
(radio and TV) passed S10 billion for first time

According to the FCC’s market-by-market radio financial figures for
1979 —released last Friday (Dec. 19) —radio profits for the 7,036 re-
porting stations were $225,258,000—down 23.8% from 1978’s total
market-by-market radio profit figure of $295,708,470.

Market-by-market revenues for radio stations reporting in 1979
came to $2,730,922,673, compared to 1978’s revenue figure of
$2.545,442,260—a 7.2% increase.

If one could assume that network radio revenues would remain
constant at the $89,861,000 level they hit in 1978 (1979 figures won’t
be released until January), the total broadcast industry revenue figure
for 1979 should approximate $10.6 billion, as compared to 1978’s
figure of $9.5 billion—an increase of 11.6%. The television total—
$7,875,000,000—was released by the FCC earlier this month
(BROADCASTING, Dec. 15).

The closest estimate for a total broadcast industry profit total for
1979 is $1,930,814,000. That also assumes that radio network profits
stayed the same. The correct 1979 radio network profit figures won’t
be released by the FCC until January when it also issues corrections
and refinements for the figures issued last week.

Several significant changes in the format of the FCC radio figures
occurred this year. A new column of figures was compiled indicating
market-by-market radio commissions; they totaled $100,281,755 for
1979. Another change was in the way that AM-FM combinations were
counted. In 1979 data, they were listed as two separate stations, unlike
1978, when the combinations were counted as one.

Also, barter-tradeout figures were omitted from the market-by-
market totals; they, too, will not be available until January. (continued)
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Market-by-market radio expenses totaled $2,505,663.-
916, up 11.3% from the previous year’s $2,249.733,790.

Network sales reported at the affiliate level totaled
$23,631,302, an increase of 12.9% from 1978 when the
comparable figure totaled $20,932,363. Radio spot sales for
1979 totaled $626,991,738, up 6.3% from the 1978 figure of
$589,679,935. Local radio sales for 1979 totaled $2,343,-
635,870, up 7.5% from the 1978 total of $2,179,170,254.

Los Angeles-Long Beach remained the top market in
both profits and revenues for 1979, regaining the top
revenue spot which it lost to New York in 1978. Profits for
the Los Angeles-Long Beach market were $28,276,426,
down 5.1% from its 1978 profit figure total of $29.811,314.
That market had revenues in 1979 totaling $116,691,312,
up 4.1% from its 1978 revenue figure of $112,078,232.

New York held on to the number two spot for profits and
revenues. [t had $13,557,470 in profits, a sharp decline
(39%) from its 1978 profit figure of $22,236,026. New York
revenues were $114,237.435, up 1.2% from the 1978
revenue figure of $112,815,750.

Houston ranked number three in profits with $10,845.-
391, up 9.4% from $9,912,556 in 1978. it had revenues of
$42,433,223, up 15.2% from $36,817,317 in 1978.

Atlanta climbed three slots to number four rank in profits
with $9,205,029 for 1979, up 26.7% from 1978 when that
market’s profits were $7,265,786. lIts revenues for 1979

were $33,287,681, up $28,030,279 or 18.7% from the pre-
vious year. _

The Minneapolis-St. Paul market displaced Detroit as the
fifth ranking market in profits for 1979 with $8,451,317, up
7% from 1978’s $7,895,190. It had revenues of $30,886.-
601 in 1979, up 13% from 1978’s $27,309,988.

Chicago dropped from its number three profit ranking
position in 1978 to be number six in 1979 with $7,220,-
660—a precipitous 51.8% decline from the previous year
when it had profits of $14,969,234. Revenues for that
market in 1979 actually rose 8.6% from the previous year’s
$87,625,459 to $95,126,212.

Washington ranked number seven in profits in 1979 with
$7,179,558, an increase of 7.2% over the previous year’s
$6,694,746. Its revenues for 1979 were $45,061,037.

Seattle came in eighth for profits last year with $6,175.-
369, up 34.4% from 1978’s profit total of $4,593,838. [t had
revenues in 1979 totaling $28,981,444.

Columbus, Ohio, ranked number nine in profits in 1979
with $5,353,887, up 20% from 1978’s figure of $4,425,207.
Revenues for that market in 1979 were $17,040,391 (up
13.5% from 1978’s $15,020,081).

Baltimore was number 10 in profits last year with
$5,207,954, down 17.5% from the previous year’s profit
figure of $6,308,679. It had revenues in 1979 of $25.573,-
773, up 2.9% from the previous year’s total of $24,865,467.

Market-by-market revenue figures begin on page 46
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When confidentiality, integrity and experience are important...

Fronaudll, S York 20705

IL-779-7005

Brokerage Appraisals

Consulting

Specializing in the radio industry for over twenty years

Consultants to the successful RKO Radio Network
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MMR paints pictures with numbers...
COMPUTERGRAPHICS!

MAJOR MARKET RADIO SALES

WPENAMGK STAND OUT FROM THE PACK
WITH WOMEN 1B - 34"

Our pictures are computergraphics that tell a m

radio sales story with simple, easy-to-read, = P
memorable, visual representations dynamically w T

positioning your station in your market. N III"

MMR is the only National Sales Rep with instant L MAJOR MARKET RADIO SALES
on-line capability to produce bar and line graphs, tam

and pie charts in hard copy form for presentation e K o e,
to national buyers.

Give us your call letters and numbers - every time Ve i R
we present your station we'll paint a better radio : - e
picture with our unique computergraphics. ]ID\)}Z - »6m

mAXIMeoCD® mICO

/

T
amm™ on ™ 17 @ M

MAJOR MARKET RADIO SALES B
' "Your Success is our Success”

NEW YORK + CHICAGO « LOS ANGELES « PHILADELPHIA « ATLANTA RE@E@R@B

DETROIT « BOSTON « SAN FRANCISCO « DALLAS « SEATTLE - PORTLAND
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We keep adding more and more highly professional sales

‘“The Better Rep” keep:

people.
And we keep adding new marketing, research, programm

You're looking at the growing world of Bernard Howard &
and sales promotion services.

Company. And what makes our business continue to expand are
just four simple words ... keep doing things better.
So we keep adding offices.

New York Chicago Atlanta Los Angeles San Francisco
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get?ing better and better.

We're doing all this because we know the better we get, the

better it is for our stations.
And because “a better rep” adds something vitally important to

any station’s operation. Better profits.

E
bernard howard & company, inc.

A DIVISION OF VIACOM INTERNATIONAL INC.

St. Louis Dallas Detroit _,,,
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“It's a good feeling to enjoy
the respect from our broad-
cast peers when they learn
that Katz reps KGB-FM
and 13K.

‘A sense of individual
productivity is what makes
the Katz philosophy so re-
freshing.

"Katz Radio
is dedicated
to excellence’

“Katz is dedicated to
excellence. So are KGB-FM
and 13K. And we both work
at it! The result: a sound
rep-station relationship’

Generating Sales
Power is Katz Radio’s busi-
ness. We're committed to
doing it better than anyone.

Jim Price

General Manager
KGB-FM and 13K
San Diego, California
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