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Another ride in the barrel for TV networks
Merger-minded Storer comes calling on Viacom

guJda

%aﬁoﬂmﬂa 04 fﬁxi’my 0/ Ve gn[ewf"m’ﬂ ment

IN HONOR OF

PRESIDENT-ELECT JIMMY CARTER

A 2145 Hour TV Special from The John F. Kennedy
Center For The Performing Arts, Washington, D.C.

To celebrate the Inauguration of The President
and Vice President of The United States
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Viacom!

Televisions

new major
source for movies. \//

Academy Award to Cliff Robertson
for Best Actor of the Year.
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TheWeek in Brief

THEY'LL DO IT O The FCC takes up the McGannon
challenge to investigate alleged network dominance over
affiliates, announces an inquiry. The action gets
encouragement from Van Deerlin. PAGE 19.

IT'S ASUCCESS O INTV pronounces its San Francisco
meeting the best, looks forward 1o a better one in 1978.
PAGE 20.

HUDDLE IN HAwAll O The NAB boards will meet next
week in Maui. Among the bullets to be bitten: what to do
about family viewing. PAGE 21.

STILL TALKING O CPB and PBS meet to discuss whose
turf is whose, but come to no hard decisions. PAGE 21.

MAKING ANOFFER O Storer Broadcasting wants to buy
Viacom international for an estimated $57 million.
Combination would be cable's fifth largest. PAGE 23.

FAIRDISPUTE O The National Association of
Broadcasters and Metromedia ask the FCC to clarify the
applications of the fairness doctrine. PAGE 24.

TRY, TRY AGAIN O Senator Proxmire hasn't given up on his
bill to abolish the fairness doctrine. PAGE 25,

FROM ANOTHER SIDE O McClatchy Newspapers is being
sued by a competitor who claims McClatchy operates an
iflegal newspaper monopoly in California. PAGE 26.

FILL‘ERUP O Seatson the House and Senate
Communications Subcommittees are still vacant, but the
House Commerce Committee gets seven new members.
PAGE 26.

SHARING THE LOAD O Commerce Secretary-designate
Juanita M. Kreps believes the Office of
Telecommunications should take over some
responsibilities from the Office of Telecommunications
Policy. PAGE 28.

SONDERLING ADDS TWO MORE O Sonderling Broadcasting
plans to buy wpas-aM-FM Philadelphia from Max M. Leon
Inc. for S4 million. PAGE 28.

EASY DOES IT O Walter Reichel of Ted Bates tells
independent stations at INTV convention to take cautious
steps in forming "fourth network” PAGE 29.

MORE SPOT-TV SPENDING O Media executives from

Changing Hands. ........
Closed Circuit. .. .........
Dalebook. . .............
Editorials...............
Equip & Engineering. . ...

Index to departments
Broadcast Advertising. ..

Broadcast Journalism. _ .
Business Briefly...... ..
Cablecasting. . ......

major advertisers tell an INTV session that budgets will
be increased. They aiso complain about clutter PAGE 32.

HAPPY RETAILERS O The annual NRMA convention
provides a forum for radio-TV success stories of major
department stores, documenting further the inroads that
broadcasting has been making into a newspaper
preserve. PAGE 32.

OPERATION PRIME TIME O Telerep’s Masini's report on
the programing project makes big news at the INTV
convention. Stations put up $4 million for the eight-part
miniseries to run in May. PAGE 34.

OPEN, PLEASE O FTC contends the American Dental
Association should relax its code to permit advertising.
PAGE 34.

VIOLENCEIN K. C. O Danish and McGannon offer
differing opinions on the need for TV programing reforms.
They appeared in Kansas City at the PTA regional
hearing on broadcast violence. PAGE 36.

BACK ON TOP O In the first ratings week of 1977, ABC-
TV recaptures the number-one spot in prime-time.
PAGE 37.

ROASTED AND TOASTED O Broadcasters at INTV
convention denounce cable for sponging on independent
TV outlets, but NCTA's Wheeler counters that the
complainers are capitalizing on the added audience by
raising their rates. PAGE 39.

HELLO...JIMMY? O CBS News's Salant offers the CBS
Radio network for a three-hour telephone question-and-
answer session with the American public. PAGE 40.

SATELLITE VIRTUES O Independent stations, ITNA and
Western Union spokesmen at INTV panel have words of
praise for relay system. PAGE 43.

TENACITY O NPR's Lee Frischknecht says it's been a
tough but rewarding seven years for National Public
Radio. Here's a look at the man who did so much to put it
all together. PAGE 65.

MOBIL DARED TOO O Vice President Herbert Schmertz,
writing in “Monday Memo,' gives the background on the
advertiser's decision to release Ten Who Dared through
nonnetwork commercial syndication. PAGE 12.

Fales & Fortunes. ... ....
For the Record. .. .......
Media. ..................
Monday Mamo. .......

Open Mike..............

Plaglist. ... iae
Profile.........

Programing.
Stock Index. .. ...
Top of the Week. . .......
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For far out-distancing two previous
national reps in sales performance for
KCRATV. Sacramento.

For erasing the prior reps legacy of
revenue losses by posting nine successive
quarters of tremendous national sales gains
for KCRATV*

For doing such a remarkable sales job
in other parts of the country that KCRATV
has now assigned its representation in the
greater Los Angeles area to Blair's Los
Angeles office.

With eight experienced sales people plus
twelve sales support specialists. Blair Los

BLAIR U.S.A.

Angeles is geared to provide KCRATYV with
the same strong representation perform-
ance the station gets consistently from
Blair's 11 other offices. They all have the
industry's best backing to do it—with on-
line terminal links supplying instantaneous
access to Blair's advanced REPPAK and
TEL/AVAIL computer systems.

So if you're buying out of Los Angeles
and need fast. accurate data on KCRATV
or any Blairrepresented television station,
call Blair Los Angeles.

Well give you the service that won the
West!

-+ BLAIR TELEVISION

a division of John Blair & Company

“Source: KCRA-TV



ClosedzCircuit®

Insider report: behind the scene. before the fact

B e T
Israel’s future

Is Larry Israel contemplating departure
from highly successful organization over
which he presides as president of
Washington Post Co.? Reports were
current last week that he has been
importuned to consider other ventures in
communications, primarily broadcasting,
although confirmation was lacking. Mr.
Israel has been mentioned also for post in
incoming Carter administration.

Mr. Israel, 57, joined Post-Newsweek
organization as head of its broadcast
properties in 1968, leaving Westinghouse
Broadcasting as president of station group.
He expanded Post ownership from two to
four major-market television outlets. He
was elected president and chief operating
officer of Post company in 1973,

Y POl S
Record viewing

Whatever happened in 1975, when ratings
slippages had television broadcasters
worried, it apparently has been corrected:
Household usage of TV reached all-time
high in 1976. Figures compiled from A. C.
Nielsen Co. data put daily tuning average
at six hours 18 minutes per home, 10
minutes more than shown for 1975 and
three minutes more than in previous
record year, 1973, Starting in April of
1976, daily average was higher each month
than in comparable 1975 month.

T TN N T
Elusive label

Redefinition of cable television system
continues to be thorny issue for FCC.
After long discussion last Wednesday,
these are major questions that concern
commission and staff: Should master
antenna television systems be included
within definition? (Commissioner James
Quello is opposing inclusion, but Cable
Television Bureau, which favors it, isn"t
giving up.) Should rules exemption that
now applies to systems with maximum of
50 subscribers apply Lo systems with 250
subscribers or even more? (Cable Bureau,
general counsel’s office and Office of
Plans and Policy favor extension, but
Broadcast Bureau says some jurisdiction
should be retained, at least in technical
areas.) Should new class of systems be
created: those that simply retransmit off-
air signals and have no more than, say,
1,000 subscribers? (These would be
substantially deregulated, but defining off-
air is stumbling block.)

One area where there is said to be
substantial agreement among
commissioners is in defining systems in
terms of head-end. Question remaining,

however, is whether grandfathered status
system enjoys for some of its distant
signals should accompany system when it
expands into new community. Staff is
proposing criteria for waivers permitting
extension.

L |
Finalists

President-elect Jimmy Carter’s choice for
chairman of Federal Trade Commission
will likely come from one of three people.
Michael Pertschuk, well connected chief
counsel of Senate Commerce Committee,
is one. He wants job and has good chance.
Another is former Representative Bella
Abzug (D-N.Y.), who lost bid for Senate
in New York primaries last fall. She has
strong backing of women’s groups and is
being looked at for some high post by
Carter team. Third is Robert Pitofsky,
former chief of FTC's Consumer
Protection Bureau, now professor at
Georgetown University law school in
Washington. Still another, but believed to
have slighter chance, is Michael Lemov,
chief counsel for Representative John
Moss's (D-Calif.) Investigations
Subcommittee.

Word is that Mr. Carter and top aide,
Hamilton Jordan, haven't addressed FTC
post yet, will put off all selections for
regulatory agencies until after
inauguration Thursday (Jan. 20).

T

Signing on?

W. Bowman Cutter, one-time assistant to
Larry Israel, president of Washington Post
Co. (see above), may be working for
Carter administration after Jan. 20. Mr.
Cutter, 34, who joined Carter team in
Atlanta last summer and, after election,
was named head of transition team’s
budget analysis group, has been offered
operational post in Office of Management
and Budget by OMB Director-designate,
Bert Lance. Mr. Cutter has not made
decision, but he leaves no doubt offer is
tempting. Before joining Post as Mr.
Israel’s assistant, in May 1975, Mr. Cutter
was head of Washington-based Cable
Television Information Center, which he
helped found.

I

Security

Although he has turned over authority as
NBC’s chief executive officer to President
Herbert S. Schiosser (BROADCASTING,
Jan. 10}, Chairman Julian Goodman
presumably will suffer no financial
curtailment. His employment contract was
extended last spring to June 1, 1979
(*Closed Circuit,” June 14, 1976),
presumably on terms at least as favorable
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as old one’s. In 1975 he was third highest-
salaried officer-director of parent RCA
(on whose board he continues to sit), with
salary of $180,000, deferred
compensation of $30,000 paid and
$60,000 to be earned out over next two
years, and eligible on retirement at age 65
(in 1985) t0 $112,841 annually in
company-paid benefits. New contract
details may be shown in RCA proxy
statement due out in couple of months.

NBC Vice Chairman David C. Adams,
who has toyed with idea of early
retirement off and on for years and tried it
once, is reported now to have decided to
stay the course. Friends say he was toying
with it again few weeks ago, thinking of
retiring early this year, butin end decided
against it. That was, in effect, last chance:
In little more than year—on March 5,
1978 —he’ll be 65, mandatory retirement
age.

E T N
Local action

TV stations are bringing in reinforcements
to help make 1977 better than 1976, when
revenues climbed 25%. Canvass by
Television Bureau of Advertising finds
20% more local salesmen on street now
than year ago. That means more
competition among stations as well as
stiffer competition with newspapers
resisting diversion of retail dollars from
papers to TV.

One result: faster pace of registrations
for TVB’s eight-city regional sales
workshops. Opener in Detroit tomorrow
(Jan. 18) has 78 registrations— 30% more
than last year. For entire series, which
ends in March, total is already approaching
last year’s final count of 496 and TVB
expects it to reach or pass 600.

e === 1 — |
Open for business
Washington oldtimers are equating
activities of President Carter’s lawyer son,
Jack, with those of President Franklin D,
Roosevelt’s son, Elliott, generation earlier,
In news last week was Jack Carter’s stout
defense of promotional material by client
carpet company identifying him with his
famous father. Jack Carter said that any of
his clients may cite fact that he is Jimmy
Carter’s son “*because it is true.”” He,
along with his wife, will reside at White
House as will his brother, Jeff, and wife.
Elliott Roosevelt, second son of FDR,
also resided at White House when, in 1939
he invited station prospects to visit him to
talk affiliation and representation with new
network, Transcontinental, which didn’t
make it. Elliott, now 66, earlier had been
vice president of Hearst radio.




BusinesszBriefly

Kimberly-Clark O Company, located in
Neenah, Wis., has instructed its
advertising agencies, Leo Burnett of
Chicago and Kelly, Nason of New York, not
to buy commercial time for K-C products
on TV programs depicting “excessive
violence or anti-social behavior” Wayne L.
Bildahl, vice president, consumer
division-U.S.A., wants prescreening
arrangements for programs to determine
acceptability. Kimberly Clark spends
about $25 million a year on advertising,
about 50% is in TV and radio. Company
has scheduled two flights for its Thick &
Thirsty paper towels beginning late this
month and late March. Spots will run three
to four weeks in 15 markets through Leo
Burnett, Chicago. Women 18-49, are
demographic target.

ITT Gwaitney O Radioflights are
scheduled for early February and late
March for Gwaltney's Boned Ham and Big
8 franks. Ted Bates, New York, is
concentrating on southern regional
markets to reach women, 25-49.

Volkswagen O Foreign car
manufacturer slates four-week TV
promotion |ate this month. Doyle Dane
Bernback, New York, is buying in early
and late fringe hours in 20 markets to
reach men, 18-49,

Eastern Airlines O Six-week radio
drive is set for late this month. Young &
Rubicam, New York, seeks radio spots in
Southeastern markets to reach men,
25-49,

Johnson & Johnson O Dental floss

Rep appointments

a KsLaiFm) St. Louis: Eastman
Radio, New York.

0O Kezy-am-FM Anaheim, Calif.;
wJPF(aM) Herrin, Il1.; KTFI(aM) Twin
Falls, Idaho: Market 4 Radio, New
York.

O WGTR(aM) Natick, Mass.: Queen

Co., Boston.

will be spotlighted in second spot-TV
flight in {ate February for three weeks.
Young & Rubicam, New York, is seeking
spots inday and prime-time hours for
adults, 18-34.

Burlington O Major textile and clothing
manufacturer will accent pantyhose in
four-week spot-TV drive, slated for late
February. AC&R Advertising, New York, is
going after day and fringe-time periods to
reach women, 25-54,

Welch Foods O Division of National
Grape Cooperative Association will
sponsor eight-week TV campaign to
spotlight Welch's grape soda. RDR &
Associates, New York, is aiming to reach

women, 18-34, in day and fringe periods.

Chrysler O Dodge-Aspen cars are set
for three-to-five week spot-TV drive later
this month. Young & Rubicam, New York,
will place spots in prime, news, fringe and

special-time periods to reach men, 25-49.

Mobil Chemical 00 Soybean herbicide,
MoDown, will get radic and spot-TV
promotion beginning in mid-February for

e ey e = - == =)
BAR reports television-network sales as of Dec. 26
ABC $942,492,400 (31.9%) O CBS $1.031.208,700 (34.9%) 0O NBC $980,583.800 (33.2%)

Total Total
minutes doiiars %
wesk week 1976 total 1975 total change
ended ended 1976 total doilars dolfars from

Day parts Dec. 26 Dec. 26 minutas year to date year to date 1975
Monday-Friday
Sign-on-10 a.m. 113 § 567,700 7360 S 38669700 S 34486900 +12.1
Monday-Friday .
10 am.-6 p.m. 928 11032300 51,741 634,617,400 527348000 +203
Saturday-Sunday
Sign-on-6 p.m. 199 7,179,800 15408 340,201,600 262070200 4298
Monday-Saturday
6 p.m.-7:30 p.m. 100 3.085000 5265 159,121,400 129276300 +23.1
Sunday
6 p.m.-7:30 p.m. 19 1,495,400 1101 49,139,200 25679900 +91.4
Monday-SunGay
7:30 pm.-11 pm. 412 27735400 21649 1,514.859.800 1,258,738,700 +20.3
Monday-Sunday
11 p.m.-Sign-off 167 3540,300 10,625 217,775600 175,327,300 +24.2

Total 1938  $54.625900 113,149 $2,954,284,700 $2,412927300 +224

Source: Broadcast Advertisers Reports
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two weeks and in late March for two
weeks. Richardson, Myers and Donofrio,
Baltimore, is covering Midwest to reach

for farmers. §

Pan American O Airline is slated for
TV and radio drive in late February for four
weeks. Carl Ally, New York, is scheduling
spots in major markets during prime and
fringe time to reach adults, 25-54.

Borden Foods O Food company starts
two three-week radio flights for Cremora, *
non-dairy coffee creamer, beginning late .
February and late March. Campbell-
Ewald, Detroit, will place spots in
Northeastern markets, focusing on
women, 25-64.

Coigate-Paimolive O Company
begins nine-week TV promotion for
window cleaner, Add & Spray, late this
month. William Esty, New York, is
scheduling spots during day and prime-
time periods to reach women, 18-54,

Nathan's Famous O Sixty-year-oid
fast-food chain, noted for its frankfurters,
is launching spot-radio campaign this
month in New York. Effort is part of $1-
million budget, with emphasis in TV and
radio. Campaign was created by Shaller
Rubin Advertising, New York, and is !
aimed at men and women, 18-49,

Pillsbury O Food product company
plans three-week TV campaign for
Tortino's frozen pizza in late February.
Paragon, Minneapolis, aims for spots
during late fringe and prime-time periods
in at least 25 markets to reach women,
25-49.

Hormel O Meat and food manufacturer
features Hormel's Tender Chunck ham in
three TV flights starting March 14, March
21 and April 18 for three-to-four week
duration. BBDO, Minneapolis, is setting
promotional spots in day and fringe time
for women, 25-49.

Life Savers O Subsidiary of Squibb
Corp. begins six-week TV drive for
Carefree chewing gum this month.
Dancer-Fitzgerald-Sample, New York, is
aiming spots at teen-agers and women,
18-34, in 20 markets, during late fringe
and prime-time periods.

Peter Paul O Candy company will run
two-week TV campaign for Peter Paul's
York candy mints beginning in late
February. Dancer-Fitzgerald-Sample, New
York, is planning to piace spots in fringe
and prime-time hours to reach teen-agers
and adults, 18-49.

Air Canada O Canadian airlines begins
radio push later this month for seven



FORE THE FGG
PULLS YOUR PLUG,
ISTEN T0 OURS.

On May 1, the FCC is pulling the plug on 24-hour simulcasting  offering a comprehensive package that wraps up programming,

in most markets. Which leaves a lot of radio stations with equipment, consultation and continuing customer service.

several unpleasant alternatives. Hire a second We've given our first format the trade name “20/40

staff. Invest in expensive automation equipment, because it's contemporary music for radio’s most

and hope it doesn't get outdated too quickly. influential audience, adults 20 to 40 years old.

Or buy syndicated programming, and hope the The sound itself is being created in Filmways' Wally

supplier doesn’t go out Heider Studios in Hollywood, the same complex

of businesstoo quickly,. =~— e PR ENMY —(— —  where much of the music is
But now there is

ongmal y recorded. And

Filmways Radio, Inc.

another alternative. It's for e gYent we offer

| a
|
offered by Filmways Radio, | B ee. e B E the STEM, flexible
Inc., newest subsidiary | Telephone: (313) 4626421 | broadcast automation
of Filmways, Inc., whose [ | ata fraction of what you'd
other entertainment | Station Owner 0O | expect to pay.
interests include publish- Station Manager CJ - i l So before you make
ing, television syndication, : (Check one} Name | any decisions, call
theatrical production, the | I John Price or Steve Epstein,
manufacturing of broad- | = Saton — I or send in the coupon.
c?s(tjmg equijp_ment and a : | ge'tll dsend y(;u z; record
studio recordi _ I at demonstrates
operation. So Filmways : Address | the quality of our sound
Radiois a company with | ) B | and our programming.
the ﬁnanlcml sttablllty to : Gty State Zip I ft\ndtsholw you how easy
ommitmentoradio. | - ) | format when the FOC
Filmways Radio is \ Telephone E\Lea_ C_‘)df)_ ___________ unplugs your simulcast.

FIMWAY/ RADIO II'IC.

1610 N, Cahuenga Blvd., Los Angeles, CA. 90028



Meet the TK-46

from RCA.

Successor to the

world's most successful

TV studio cameras.

Feature

Year Introduced

Chronology of a winner.
The TK-46 is a new camera.

But far from unproved.

It is actually the distillation of
years of brilliant camera
performance. With features
introduced to the industry on the
TK-44 and its successors.

Features proved in more than
1,300 of these cameras. In the
largest camera universe of any
manufacturer.

Features improved, where
possible, for the TK-46. To make it
the worthy successor to the world's
most successful TV cameras.
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High Effickernsey Prism Crytics

___ Wide Range Voltage Regulation
Comb Filter and Coring

Chromacomp:

Electromechanical LensCap
Small Diameter Mini Cable N
Joystick Remote Control Panel
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Internal Bias Light

Extended Sensitiviiy

Scene Contrast Compression

Compact Camnera Control Unit

TK-

£

| TK-44B

Simgiified Set-Up Controls

Autornatic Color Balance

Automatic Iris Control

Automnatic Centering Control

-iti!ittlir:-qfa‘,

"li'll'li""-

indoor /Qutdoor Switch
Super Quiet Switch

=

Out of Band Aperture Equazlization

1

IR AL A B L RE OE AL A N JE AN O

New State-of-the-Art Preamp
Tilting Viewfinder

Shared CCU with Portabie Carnera Head

Simplified Control Panel Layout

TK-45

Accident-Proof Set-Uy: Controls

Simultaneous In /Out of Band Aperture Equalization

Operations-Oriented Styling

Above are 25 good reasons why the new

TK-46 produces such high quality

pictures.

_ Slele i.li:'l oeje e

Innovation and improvement.
The TK-46 includes the latest
version of high efficiency prism
optics for superior low-light
pictures; the comb filter and coring
that set a new standard for signal-
to-noise ratio; and Chromacomp,
RCA's colorimetry adjustment. All
standard.

Chromacomp allows colorimetry
adjustment without affecting
picture luminance. Hue and
saturation of primary colors may be
changed without altering grey scale
balance. Matching to other cameras
is simple.



Such innovations made the
TK-44 and 44A the best-selling
TV cameras. And further
deveiopments made sales leaders
of their successors.

Age of the automatics.

The TK-44B and TK-45 launched
the automatic TV camera age.
Automatics that simplify or
eliminate subjective operator
judgements were introduced on
these cameras. They include
automatic iris, operated by
reflected light levels; automatic
white balance and automatic black

balance; automatic centering
control.

Another notable development
was intemal bias light. It minimizes
lag and permits camera operation
with as few as five foot-candles of
incident light.

Scene Contrast Compression
gave users another important
benefit. With this control, the
cameraman can pull details cut of
shadow areas (in sports arenas, for
instance) without a shift in color
balance. He can pan into bright
light without overexposure, too.

These proved performance
advantages are also yours con the
TK-46.

What's new on the TK-46?

Better signal-to-noise ratio, for one
thing. In low light, a new, advanced
preamp design improved signal-to-
noise ratio by 3 dB—especially
useful in multiple-generation tape
production.

Also new for the TK-46 is a
tiltable viewfinder with an 8"
diagonal screen. The cameraman
can hold a horizontal view while
tilting the camera through a 30°
arc.

Simultaneous in- and out-of-band
contours with combing and coring
are standard on the TK-46. Our

chart will show you all the
advantages and how long they
have been performance proved. A
look at the TK-46 will show how
well it performs today, and for
many tomorTows.

The one camera truly worth
looking into.
If you are planning to invest in a
quality TV camera, look into the
TK-46 soon. You'll find it's the one
state-of-the-art camera with
outstanding proof of performance
behind its many features.

To see what all the TK-46
excitement is about, see your RCA
Representative.
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easy-to-operate audio consoles

o look at just 3 of the 16
spotmaster avdio consoles

BBEM 100 — a dual-channel five-
mixer console with plug-in ampli-
fiers and quality performance at
only $995. The 5BEM 100 provides
twice the value and has the looks of
a console twice its price. For stereo
specify the BBES 100 at $1395.00 .

4BEM 50 — a small console priced
at only $595, vet it contains many
of the standard features of higher
priced units: iong-life, sealed
mixers; speaker and headphone
amplifiers; muting relays; eight
inputs to four mixers with high or
low level operation. An ideal unit
for production or on-air use.

8BES 100 — the
pacesetter in value,
stereo performance
and superb styling.
At $2295 this big eight
mixer stereo console has it all —
8 plug-in stereo preamps, 2 program amps,
stereo monitor, headphone and cue amps, 2 speaker/
cue/on air relays; accommodates 16 inputs. Monaural Model

8BEM 100 available at $1595.00.

13 additional models available
usually in-stock for fast delivery

BROADCAST ELECTRONICS, INC.

A Filmways Company

8810 BROOKVILLE ROAD — SILVER SPRING, MARYLAND 20910
Telephone: (301) 587-1800



weeks. Warwick, Welsh & Miller, New
York, is placing radio spots in markets that
include Houston, Dallas, Miamif/fFort
Lauderdale and Tampa/St. Petersburg

to reach men, 25-49.

Ship ‘n Shore O Clothing company will
feature its blouses in four-week spot-TV
campaign beginning in late February.
AC&R Advertising, New York, will place
spots in day and fringe-time periods to
reach women, 25-54.

Rich Products O Buffalo, N.Y, food
company will spotlight two of its
products, Coffee Rich nondairy coffee
creamer and cookie dough, in spot-TV
campaign beginning in late February and
running five to six weeks. Healy Shulte,
Buffalo, will schedule spots during late
fringe-time periods to reach women,
25-49.

Pittway O Company plans TV
promotion of smoke detector, First Alert,
early next month. Grey Advertising, New
York, will continue to use William Conrad,
star of Cannon, as spokesman for TV
spots. Agency plans national coverage
during fringe-time periods in at least 25
markets to reach men, 25 and over.

Amchem Products O For its
agricultural chemist products, Amchem is
launching spot-radio drive in late
February for 10 weeks to reach farmers,
21 and over. Lewis & Gilman,
Philadelphia, has created and is placing
campaign.

§.8.8. O Proprietary tenic will be
promoted in spot-radio campaign slated
to begin in late January for 21 weeks,
principally in Southeastern and
Southwestern markets. Tucker, Wayne,
Atlanta, is zeroing in on men and women,
25-64.

Riegel Textile O New York
manufacturer will spotlight its kitchen
accessories—towels, napkins,
tablecloths —in three-week spot-TV
campaign beginning in mid-February.
Steele & Associates, Atlanta, is seeking
daytime periods to zero in on total
women.

FMC O Inits first major use of TV, FMC
Corp., Chicago, has scheduled spot-TV
campaign in 30 markets in Pennsylvania,
Ohio, lllinois, Indiana and Minnesota. Six-
week flight is set to get under way in
March, via Marsteller, New York, whichis
aiming to reach men, 25-54.

Dell Labs O Nail protector, Sally
Hansen Hard-as-Nails, will get two spot-
TV flights for four weeks in late February
and in late April. Scali, McCabe, Sloves,
inc., will arrange spots during fringe-time
period to reach women, 18-49.

Sterling Drug O New York drug firm
begins national TV drive for Bayer
decongestant in late January for nine
weeks, Doyle Dane Bernbach Inc., New
York, will schedule spots during fringe
time to reach aduits, 18-49.

And still climbing. Advertiser invesiments in network television in November 1976
reached $336.6 million, up 28.4% from November a year ago, bringing the total for the first
11 months to $2.7 billion, a gain of 23% over the comparable period of 1975. The figures,
compiled by Broadcast Advertisers Reports for the Television Bureau of Advertising,
showed weekday daytime with the largest November gain, 34.3%, followed by nighttime
with 34%. For the 11 months, weekend daytime made the biggest advance, 31%, with night-
time next at 22.6%. CBS-TV led the 11-month estimates with $941,442,700. NBC-TV was
second with $894,631,700 and ABC-TV third with $867,516.200.
The TVB/BAR table follows:

(figures in thousands)

November January-November

1975 1876 % chg 1975 1976 % chg.
Daytime $ 96,2378 51144506 +189 S 7491207 S 927,100.2 +23.8
Mon.-Fri. 57,5779 773238  +343 517,053.6 623,052.7 +20.5
Sat.-Sun. 38,659.9 37,1268 -4.0 2320671 304,047.5 +31.0
Nighttime 1658585 2221810 +340 14493546 17764904 +226
Total $262,0963 $3366316 +284 $2,1984753 $2.703,590.6 +23.0

ABC CBS NBC Total

January S 64,331.1 $ 83,5011 S 78,6577 S 226,4899
February 80,9039 73,1041 76,5070 230,515.0
March 75,4446 87,7170 82,8924 246,0540
April 748238 86,4045 791101 240,3384
May 73,0768 91,2754 80,646.1 244,998.3
June 63,397.2 74,6526 7251586 210,565.4
July 82,808.6 64,035.7 61.997.7 208,842.0
August 62,9180 64,3423 61,2265 188,486.8
September 774306 85,264.7 80,876.7 243,572.0
October* 105,3729 1105626 11,1617 327,097.2
November 107,008.7 1205827 109,040.2 336,631.6
Year-to-Date $867,516.2 59414427 $894,631.7 $2,703,590.6

*Revised

RIMEYWY
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MondayzMemo®

A broadcast advertising commentary from Herbert Schmertz, vice president-public affairs, Mobit Oil Corp., New York

An advertiser that dared
with ‘Ten Who Dared’

Mobil’s decision to release the Ten Who
Dared series through nonnetwork, com-
mercial syndication resulted, in large
measure, from our frustration with the
networks—a frustration shared by many
other corporations, as well as by the gener-
al viewing public.

The cost of network programing con-
tinues to skyrocket, while the quality of
material available to sponsors continues to
decline. For these reasons—and because
we believe the networks exercise too much
control over programing—Mobil is finding
it difficult to do as much commercial
television as we would like to do.

A study of the syndicated market,
however, provided one solution to our
problem. We can televise 10 hours of
material in 50 of the nation’s largest mar-
kets for about the same cost as sponsoring
two network specials. And although going
into 50 major markets gives us access 1o
70% of the viewing public, we do not need
network-size audiences to justify the eco-
nomics involved in the Ten Who Dared
series.

Mobil, of course, is well known for its
commitment to public television, which
began with a 1970 expenditure of more
than $1 million to underwrite Masterpiece
Theatre, a series of original dramas. That
commitment remains firm, with our
public television expenditures this year
reaching about $2 million. And our exten-
sive experience in public broadcasting gave
us two distinct advantages as we ventured
into the commercial syndication field.

First, we knew the general public was
frustrated by the networks' often-
repetitious and mediocre offerings, and
that a high-quality, limited series could be
successful—the Mobil-underwritten Six
Wives of Henry VIII, to cite just one exam-
ple. The networks originally rejected the
limited-series concept, but—through The
Blue Knight Rich Man, Poor Man and
others—they have recently copied the
idea, if not the quality of the shows backed
by Mobil. Second, our deep involvement
in public broadcasting has given us access
to excellent material at relatively modest
costs. Thus, we were able to secure Ten
Who Dared, a series of hour-long episodes
re-creating the epic journeys of 10 of the
world’s greatest explorers.

In our television programing, both
public and commercial, our goal is to
maintain and extend the reputation for
quality that Mobil has built for more than
a century. We feel that the reputation for
quality in everything we do is one of our
prime business assets, Ten Who Dared
meets our standards, as do the efforts that

o Y 1
Herbert Schmertz is vice president of Mobil Oil
Corp. His portfolio—public affairs —comprises
corporate public relations, domestic and
international government relations and urban
affairs. He joined Mobil in 1966 as manager of
the corporate labor relations department and
became manager of corporate pfanning
coordination in October 1968. He was elected
vice president for public affairs in July 1969.
He was also president of Mobil Foundation Inc.
and chairman of the company's contributions
committee from December 1971 to January
1973,

have gone into syndicating, packaging and
promoting the series.

The BBC production was originally
titled The Explorers. Aside from changing
the title, we Americanized the series
through special introductions by Anthony
Quinn,

When aired in England, each of the
episodes received highly favorable com-
ment in the press. The Daily Telegraph
said that the show on Charles Doughty,
the Christian explorer of the Moslem
world, was “‘closer to the essence of desert
living than ‘Lawrence of Arabia’ ™’ And
the Daily Express called the episode on
journalist-explorer Henry Morton Stanley
‘‘a breathtaking film.”

SFM, in syndicating the series for
Mobil, succeeded—with a few excep-
tions—in purchasing the same time slot on
the same day in all the major markets.
Thus, there will be a network effect, since
the series will be aired simultaneously at 8
p.m. on Thursdays, beginning with the
Christopher Columbus episode on Jan.
13, and concluding with the show on
South Pole discoverer Roald Amundsen
on March 17. The uniform scheduling
made promotion easier.

Mobil’s advertising campaign for Ten
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Who Dared included a three-page spread
in the Jan. 10 nationa! edition of Time,
and one-page advertisements for the in-
dividual episodes are scheduled in that
magazine for the duration of the series.
Local stations are using regional editions
of TV Guide as the basis of their advertis-
ing efforts. In addition, Mobil is furnishing
the stations with promotional tapes and
other materials, enabling us to maintain
the graphic integrity of the series. And
educational tie-ins, as usual, are in integral
part of our involvement with the pro-
grams. In conjunction with Scholastic
magazines, Mobil has sent teleguides to
high schoo! principals in an effort to en-
courage classroom discussion of the ex-
plorers featured in the series. We also have
been working with Dr. Michael
McAndrew, a renowned reading expert, to
interest newspapers in printing the scripts
of the shows.

As the sole sponsor of Ten Who Dared,
Mobil has decided to have no commercial
interruptions during the shows. We share
with the viewing public a dislike for
numerous breaks in the flow of a story. In-
stead, each episode will be preceded and
followed by one of our ‘“‘American
Album’ minidocumentaries—three-
minute vignettes featuring citizens whose
individual efforts exemplify the American
way of life.

Of course, we would have preferred
using our commercial time to discuss
some of the issues now facing the United
States. However, this time we avoided po-
tential conflict over the content of our
commercials. To believ® an issue as impor-
tant as the energy shortage is worthy of no
more public discussion than a 30-second
news story or an occasional news special—
with little or no input from the nation’s
energy industry—is naive at best and ir-
responsible at worst.

Someday, perhaps, the situation will
change. After all, it was not too long ago
that syndication of a series such as Ten
Who Dared by a corporation was
unthinkable. But the networks’ unyielding
control over programing has created a de-
mand by the viewing public and by corpor-
ate sponsors for quality entertainment on
television. We believe that other compan-
ies are looking at Mobil’s experiment with
Ten Who Dared to determine whether
similar ventures will meet their needs.

With that belief goes this hope: that the
thrust to improve network programing will
also be applied to open up network adver-
tising. Then Mobil and other corpora-
tions—as well as interested and
knowledgeable parties from all segments
of our society—will be able to lend their
expertise to the public debate of issues
that is essential to our very survival as a
nation.
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filmed the incident and an editorial
was broadcast with graphics com-
menting on the needless neglect,
There was immediate viewer re-
sponse to the editorial. The State Ani-
mal Licensing Inspector requested a
copy of the editorial and screeened
the film.
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This week

Jan. 18+<18—[llinois-Indiana Cable Television
Association convention. Speakers will inciude FCC
Commissioner James H. Quello. Indianapolis Hilton
hotel, Indianapolis.

Jan, 18— Television Bureau of Advertising regional
sales seminar. Sheraton Southtield, Detroit.

Jan. 18— Nebraska Broadcasters Association
legislature dinner. Nebraska Club, Omaha.

Jan. 18— Radio Advertising Bureau sales clinic.
Sheraton Renton Inn, Seattle.

B Jan. 18-20—Meeting lo explore possibility of
creative cooperalive associalion for all-news stations
to fill gap when NBC'S News and Information Service
shuts down, Jerry Cotfin, NIS, is coordinator Ameri-
cana hotel, New York.

B Jan. 18— Mutua! Broadcasting System's agency-
advertiser luncheon presentation, "The Feeling Is
Mutual” San Francisco Hilton, San Francisco.

Jan. 19—Radio Advertising Bureau sales clinic.
Sheraton Inn-San Francisco Airport, San Francisco.

B Jan. 19— Mutual Broadcasting System's agency-
advertiser luncheon presentation, “The Feeling Is
Mutual’ Beverly Hilton, Beverly Hills, Calif.

Jan. 20-21—Institute of Broadcasting Financial
Management/Broadcast Credit Association quarterly
board of directors meeling. Aladdin hotel, Las Vegas.

Jan. 2022 - Alabama Broadcasters Association
winter conference. Ramada Inn, South, Tuscaloosa.

Jan. 21— Radio Aduvertising Bureau sales Cclinic.
Sheraton-Los Angeles Airport, Los Angeles.

B Jan. 21— Mutual Broadcasting System's agency-
advertiser luncheon presentation, “The Feeling Is
Mutual!* Hyatt Regency, Phoenix.

Jan, 21-22—Winter meeting of Public Radie in
Mid-America (PRIMA). Sessions will include equip-
ment update, FCC reregulation and deregulation,
status of Association of Public Radio Stations-National
Public Radio consclidation. Speakers: Sue Harmon.
chairman of NPR board; Ron Bornstein, APRS board:
Walter Sheppard. WITF-FM Hershey, Pa. (on
copyright), Host: KMUW(FM) Wichita, Kan. Holiday
Inn Plaza, Wichita.

Jan. 21-22— Mississippi Broadcasters Association
annual sales clinic. Consultant Carleton Loucks will
preside over Saturday session. Jacksonian-LeFleur's,
Jackson.

Jan. 22— Florida Association of Broadcasters mid-
winter conference. Speakers will include Representa-
tive Lionel Van Deerlin (D-Calit); Donald M. Thurston,
chairman of the radio board of the National Associa-
tion of Broadcasters, and Russel C. Tornabene. vice
president of NBC News. Darryl A, Ross, Frank A. Magid
Associates, wilt conduct a workshop on siation opera-
tions. Grenelefe Golf and Racquet Club, Cypress Gar-
dens.

Jan. 23-25— Idaho State Broadcasters Association
winter conference. Holiday Inn, Boise.

Jan. 23-26— National Religious Broadcasters 34th
annual convention. Washington Hilton hotel, Wash-
ington.

Jan. 25—Deadline for entries in 1976 Sigma Deita
Chi Awards of SDX, the Society of Professional Jour
nalists. Competition is in 16 categories. Information:
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SDX, 35 East Wacker Drive, Chicago 60601; (312)
236-6577.

Jan. 25— Television Bureau of Advertising fegional
sales seminar. Copley Plaza, Boston.

B Jan. 25— National Parent-Teachers Association
regional public hearing on TV viclence. Sheraton-
Chicago hotel, Chicago.

Jan. 25-27 —South Carolina Broadcasters Associa.
tion winter convention. Wade Hampton hotel, Colum-
bia.

Jan. 25-27 — Georgia Association of Broadcaster:
32d annual Radio-TV Institute. Speakers will include
Herbert Schlosser, president, NBC; Representative
Lionel vVan Deerlin (D-Calit); Bill Ray. FCC, and Keitr
Jackson, ABC Sports, University of Georgia, Athens.

Jan. 25-28— National A tation of Broadcaster:
winter board meeting. Royal Lahaina hotel, Maui
Hawaii.

Jan. 28—~ New Jersey Broadcasters Association mid
winter manager meeting. The Meadowlands, New
Jersey Sporis Complex (Giants Stadiumn), East Ruther
ford: Contact: Arnold L. Zucket, NJBA executive secre:
tary, cfo Rutgers University, Brunswick

Jan. 268-29— Society of Motion Picture & Televisior
Engineers 11th annual winter television conference
Theme lopics will be "Beyond ENG" and “"Digita
Television!" St. Francis hotel, San Francisco.

Jan. 27— FCC 's deadline for comments on proposec
rules to implement the “Government in the Sunshine’
Act (Docket 21032). Replies are not requested. FCC
Washinglion.

Jan, 27-28— Federal Communications Bar Associa
tion seminar, "Praclicing Communications Law—The
Tangents," Co-Chairmen wilt be Erwin Krasnow, gener-
al counsel, National Association of Broadcasters
Washington, and Scott Robb, Robb & Reukauf, New
York. Mayflower hotel, Washington.

B Jan, 28 —Former Commissioner Glen O. Robinsor
addresses Federal Communications Bar Associatior
{uncheon. Army-Navy Club, Washington.

Jan. 28 — Missouri Public Radio Association winter
meeting. Campus Inn, Columbia

Jan. 28— Deadline for entries in ninth annual Rober:
E Kennedy Journalism Awards competition for out-
standing coverage of the probiems of the disadvan-
taged. Radio and television will be two of the siy
categories. Winner in the broadcast category, among
others, will receive 51,000 cash prize and be eligible
for grand prize that will entail an additional $52,000. In-
formation and entry forms: Journalism Awards Com-
mittee, 1035 30th Street, N.W, Washingion, D.C
20007; (202) 338-7444.

Jan, 28-30— Alpha Epsilon Rho's Mideast regional
convention for professional and student broadcasters
in lllinois, Kentucky and Indiana. Southern Itlinois Uni-
versity, Carbondate. Coordinator: Les Fuller, SIU
chapter of Alpha Epsilon Rho.

Jan. 31— FCC's deadline for comments on amend-
ment of cable tetevision rules to reduce filing require-
ments for certificates of compliance and to modify or
eliminate franchise standards (Dotket 21002).
Replies are due March 2. FCC, Washington,

Jan. 31 — FCC's deadline for comments on proposed
changes in international radio regulations o be pres-
ented al 1979 World Administrative Radio Con
ference of the International Telecommunications
Union. |ssues include proposed international irequen-
cy allocations table and number of problem areas
alfecting resolution of public and federal government
needs (Dockel 20271). Replies are due Feb. 21. FCC,
Washington.



Jan. 23-26-— National Religious Broad-:
casters 34th annual convention. Washington
Hilton hotel, Washington.

Jan. 25-28— National Association of Broad-
casters winter board meeling Royal Lahaina
hotel, Maui, Hawaii.

Feb. 6-8— Public Broadcasting Service an-
nual membership meeting, Hyatt Regency
hotel, Atlanta.

Feb. 12-16— National Association of Teleuvt-
sion Program Executives 14th annual con-
lerence. Fonlainebleau hotel, Miami. 1978
conference is scheduled for Los Angeles; site
and date 1o be announced.

March 27-30— National! Assoctation of
Broadeasters annual convention. Washington.
Future conventions: in 1978, Las Vegas. April
9-12; in 1979, Dallas, March 25-28; in 1980,
New Orleans. March 30-April 2; in 1981, Las
Vegas, March 12-15; In 1982, Dallas. April
4-7:1n 1983 Las Vegas. April 10-13; in 1984,
Allanta, tentatively April.

April 17-20— National Cable Television
Association annual convention. Conrad Hitton,
Chicago.

April 27-May 1 —American Women in Radio
and Television 26th annual convenlion.
Radisson Downtown hotel, Minneapalis.

May 18.21— American Association of Ad-
vertising Agencies annual meeting. Greenbrier,

Major meetings

White Sulphur Springs. W va

June 2-4— Associated Press Broadcasters
annual meeting. Chase-Park Plaza, SL Louis,

June 11-15— American Advertising Federa-
tion annual convention and public affairs con-
ference. Hyatt Regency hotel, Waghinglon.

June 11-16 —Broadcast Promotion Associa-
tion 22d annual seminar. Beverly Hilton hotel,
Los Angetes.

8 Sept. 15-17 —Radio Television News
Directors Association inlernational con-
lerence. Hyatt Regency hotel, San Francisce.
1978 conterence will be at Allanta Hilton hotel
Sept. 12-18; 1979 conference al site to be
designaled in Chicago.

Sept. 18-21— Institute of Broadcasting Fi-
nancial Management 171h annual conference.
Hyalt Regency. Chicago. 1978 conference will
be neld Sept 17-20 in Las Vegas: 1979 con-
lerence will be in New York Sepl 16-19

Oct. 2.6— National Radio Broadcasters
Association annual convention. Palmer House
hotel, Chicago.

Oct. 23-26—Annua! meeling of Association
of National Advertisers. The Homestead, Hot
Soiings. Va.

Nov. 14-16 — Television Bureau of Advertis-
ing annual meeting. Hyatt Regency hotel, San
Francisco.

N
February

Feb. 1— Television Bureau of Advertising regional
sales seminar Benson hotel, Portland, Ore.

Feb. 1 —Deadline for entries lor Janus Awards of
Mortgage Bankers Association of America. conleried
annually for excellence in financial news programing
during the 1976 calendar year. Eligible are all net-
works or radio and television stalions and cable-TV
stations. Entry forms and further information: Public
relations department, MBAA, 1125 15th Street, NW,
Washington 20005; (202) 785-8333.

Feb. 1-—Radie Advertising Bureeu sales clinic.
Sheraton Jetport Inn, Orlando, Fla.

Feb. 2— Radio Advertising Bureau sales clinic
Atlanta Airport Hilton, Atlanta.

8 Feb. 2— Mutual Broadcasting System’s agency-
advertiser luncheon presentation. "The Feeling Is
Mutual." Statler-Hilton, Dallas.

Feb. 2-3— Association of National Advertisers joint
workshops on television (Wednesday) and media
(Thursday). Plaza hotel, New York. Centact; William
Kistler, ANA! 115 East 44th Streel, New York, (212)
897-5950.

Feb. 3— Television Bureau of Advertising regional
sales seminar. Marriott, Denver.

Feb., 3— Radio Advertising Bureau sales clini¢. The
Hilton Inn, Greensboro, N.C.

8 Feb., 4— Mutual Broadcasting System's agency-
advertiser luncheon presentation, "The Feeling Is
Mutual. Site to be determined. Houston

Feb. 4-5— Northwest Broadcast News Association
annual seminar. Sheraton Rilz hotel, Minneapolis.

Feb. 4-6—American Women in Radio and Teleuvi-
sions's national board of directors meeting. Hyall
Union Square, San Francisco.

Feb. 6-8— Public Broadcasting Service annual mem-
bership meeting. Hyatt Regency hetel, Atlanta

Feb. &-11— Institute for Performance Improvement
seminars on communicalions law. First seminar (Feb.
6-8) will explore significant legal developments
affecting commercial AM, FM and TV. Second seminar
(Feb. §-11) will concentrate on legal background, cur-
rent problems and prospects for new technologies. On
seminars’ laculty: Seymour M. Chase, Federal Com-
municatlons Bar Association; Henry G. Fischer, edilor,
Pike & Fischer Radio Regulation; Robert L. Schmidt,
president, National Cable Television Association: John
P Bankson Jr, FCBA president, and Henry W. Harris,
Cox Cable Communications. Woodbridge Con-

dominium and Conference Center of Snowmass. Colo.
Contact: IPl, 2969 Baseline Road. Boulder Colo.
80303: (303) 443-6961.

® Feb. 7— Mutual Broadcasting System’s agency-
advertiser luncheon presentation. “The Feeling IS
Mulual* Atianta Hilton, Atlanta.

Feb. 7-B— American Women in Radio and Televi-
sion s educational foundation board of trustees meet-
ing. Hyatl Union Square. San Francisco.

Feb. 7.-8—South Carolina Cable Television Associa-
tion annual convention. Wade Hampton hotel, Colum-
bia

8 Feb. 7-11— National Association of Broadeasters
annual éngineering/management development semf-
nars. Purdue Universily. West Lafayelle, Ind.

Feb. 8 — Radio Advertising Bureau sales clinic. Holi-
day Inn-National Airport, Washington.

Feb. 8-19—Sevenieenth [nternational Television
Festival of Monte Carlo. Monte Carlo. Information: In-
terComm Public Relations aAssociates. 9255 Sunset
Boulevard, Los Angeles.

Feb. 9— Qhio Associgtion of Broadcasters legislative
dinner. Columbus Sheraton, Columbus.

Feb. 9—Radio Advertising Bureau sales clinic.
Sheraton Inn-LaGuardia. New York.

8 Feb. 9— Mutual Broadcasting System'’s agency-
advertiser luncheen presentation. "The Feeling Is
Mutual” Hyatt Regency. Memphis.

Feb. 9-11— Public Broadcasting Service annual pro-
graming conference. Hyatt Regency hotel, Atlanta.

® Feb. 10— Radiv Advertising Bureau sales clinic
Holiday Inn-Waltham, Boston.

Feb. 10-11—Arkansas Broadcasters Association
winler convention. Camelot Inn, Liltte Rock.

m Feb. 11— Mutual Broadeasting System 's agency-
advertiser luncheon presentation, “The Feeling Is
Mutual” Stoutfer's, St Louis

Feb. 12-16— National Association of Television Pro-
gram Executives 14th annual conference. Fon-
tainebleau hotel, Miami.

Feb. 14— FCC's deadline for filing commenls on ca-
ble television syndicated program exciusitivity rules

and their effect on viewing public (Docket 20988).
Repiies are due March 16, FCC, Washington.

m Feb. 14— Mutual Broadcasting System's agency-
advertiser luncheon presentation, "The Feellng s
Muiual” Crown Center hotel, Kansas City, Mo.

m Feb. 14-15— National Cable Television Associa-
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tion board meeting. San Piper Bay, Port St. Lucie. Fla.

Feb. 18— Television Bureau of Advertising regional
sales seminar. Houston Oaks. Houston.

B Feb. 15-16— Wisconsin Broadcasters Association
winter meeting and legislative reception/dinner. Con-
course hotel, Madison.

8 Feb. 18— Mutual Broadcasting System’s agency-
advertiser luncheon presentation, “The Feeling Is
Mutual” The Sheraton Ritz, Minneapalis.

Feb. 18-19—International Conference on film,
theater, video of Center for Twentieth Century Studies,
The University of Wisconsin, Milwaukee. Contact:
Michel Benamou, director. CTCS. RO. Box 413, Mil-
waukee 53201,

Feb. 17.—Television Bureau of Advertising regional
sales seminar. Sonesta hotel, Allanta.

Feb. 17— Southern Baptist Radio and Television
Commission eighth annual Abe Lincoln Awards. Tar-
rant County Convention Center, Fort Worth.

Feb. 17-18—Workshop on financial and legal prob-
lems of investing in the mass media, covering broad-
cast stations, cable, domestic satellite and earth sta-
tions and sponsored by Seminars Inc., New York. New
York Sheraton, New York. {Other workshops will be
held Feb. 24-25 at the Greenbriar, White Sulphur
Springs, W. Va., and March 10-11 at the Fairmont hotel,
San Francisco.

Feb. 17-19—Winter convention of Colorado Broad-
casters Association. Four Seasons motor hotel, Col-
orado Springs.

Feb. 17-20—Howard University School of Com-

munication’s sixth annual communications con-
ference. Mayflower hotel, Washington.

Feb. 18-19—Georgia Cable Television Association
annual convention. Stouffer's Atlanta Inn, Atlanta. Con-
tact: Boyce Dooley, Summerville (Ga) Cable TV; (404)
857-2551. .

Feb. 20-21 — Associated Press Broadcasters board
of directors winter meeting. Westward Look, Tucson,
Atiz.

Feb. 21—Deadline for entries in 13th annual
Armstrong Awards program for excellence and origi-
nality in FM broadcasting, administered by the
Armstrong Memorial Research Foundation. Entry
forms: Execulive director. Armstrong Awards., 510
Mudd building. Columbia University. New York 10027.

Feb. 22— Tennessee A iation of Broad 8
legislative reception. Nashville.

B Feb. 22— Radio Advertising Bureau sales clinic.
Holiday Inn, Covington, Ky. (Cincinnati).

B Feb. 22— Mutual Broadcasting System’s agency-
advertiser luncheon presentation, “The Feeling s
Mutual” The Pfiester, Milwaukee.

® Feb. 23-24—Second annual conference on CATV
reliability with the Society of Cable Television
Engineers and the Broadcast Cable & Consumer
Electronics Society of the Institute of Electricel and
Electronics Engineers as hosts. Quality Inn, Presiden-
tial Park, Atlanta. Information: Catherine Fahey. (203)
43B-3774, or James Farmer, Scientific-Atlanta, (404)
449-2000.

® Feb. 23-24—Mutual Broadcasting System's
agency-adventiser luncheon presentation, “The Feel-
ing Is Mutual” The Palmer House, Chicago.

8 Feb. 24— Radio Advertising Bureax Sales clinic.
Ramada Inn, Airport, Detroit.

® Feb. 24-25—Conference on "The Copyright Act of
1976: Dealing With the New Realities” sponsored by
the Copyright Society of the U.S.A. and The New York
Law Journal. Barbara Ringes, register of copyrights,
Library of Congress. will be keynote speaker. New York
Hilton, New York.

Feb. 25—North Carolina Farm Press, Radio and
Television institute of N.C. Farm Writers and Broad-
casters Association. Sheraton-Crabtree, Raleigh.

Feb. 28 —Revised date for start of Federal Trade
Commission'’s public hearing on proposed trade
regulation rule on over-the-counter drug advertising.
Original date was Jan. 10. FTC building, Washington.

® Feb. 28 — Mutual Broadcasting System's agency-

advertiser luncheon presentation, "The Feeling Is
Mutual” Sheraton Motor Inn, Battle Creek, Mich,

F ]
March

March 1—Deadline for entries in American
Osteopathic Association 's journalism awards competi-
tion. Award of $1.000 will be given for the print article
or broadcast on osteopathic medicine judged most
outstanding. Contact: ACA. 212 East Ohio Street,
Chicago 60611.

March 1 —Deadline for radio and television entries in
annual competition for Gavel Awards of the American
Bar Association for programing “increasing public un-
derstanding of the American system of law and
justice” Same deadline prevails for entries in maga-
zine-newspaper categories and other media catego-
ries {including wire services and news syndicates).
Deadlines for books will be Feb. 1. Entry form and in-
formation: Gavel Awards, ABA, 1155 East 60th Street,
Chicago 60637.

March 1— Television Bureau of Advertising regional
sales seminar. MGM Grand hotel, Las Vegas.

8 March 1— Radio Advertising Bureau sales clinic.
Holiday Inn-Minneapolis Airport 1, Minneapolis.

B March 1-2—Mutual Broadcasting System s agen-
cy-advertiser luncheon presentation, “The Feeling Is
Mutual” The Michigan Inn, Detroit.

March 2—International Broadcasting Awards dinner
of Hollywood Radio and Television Society, Century
Plaza hotel, Hollywood.

March 2— Council of Churches of the City of New
York's 13th annual broadcast awards lunchean. Amer-
icana hotel, New York.

March 2— FCC'sdeadline for comments on its inquiry
into proposed reduction of interference-causing emis-
sions for CB class D transmitters to decrease inter-
ference 1o television and other services (Docket
21000). Replies are due April 1. FCC, Washington.
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Open:-Mike’

On wallflowers

EDITOR: Amen to your editorial of Dec.
13, ““Participating Democracy.’

To read of broadcasters lagging behind
publishers in assistance to third-world
communications is particularly sad. In de-
veloping nations with high illiteracy rates,
poor roads and communications systems,
radio is the medium that will reach and
teach the native populations. Only with ac-
cess to free, truthful radio can these peo-
ples hope to become informed—and only
an informed populace can make
meaningful political decisions.

As a consultant to the Voice of Kenya in
its early years of independence, 1 saw the
power of radio in a developing nation and
saw too the powerful Russian drive to gain
influence and control in African nations’
broadcast media.

Let’s not stand around thumb-twiddling
until the music starts—only to find the
girls already have partners.—John R.
Croghan, general manager, KSEM(AM)
Moses Lake, Wash.

There were others

EDITOR: In BROADCASTING's thorough
wrap-up of the 1976 presidential debates,
there is one point that may need further
clarification. It regards the well publicized
matter of the candidates’ involvement in
the selection of questioners. The Jan. 3 ar-
ticle says: ‘*‘Mr. Karayn acknowledged
that the candidates indeed did have a role
in the selection—they were permitted to
submit 45 names of journalists prior to
each debate’’ The point is that the candi-
dates’ recommendations were only one of
many inputs of possible questioners. We
had suggestions from the general public,
from journalists about their colleagues,
from journalists about themselves, from
news organizations (radio, television and
print), plus our own recommendations.
The list from which the league worked was
a compilation of all these suggestions. The
source or sources of a specific individual’s
name was never indicated on the master
list, nor did the candidates’ suggestions
carry more weight than any of the others.
The candidates’ representatives had no
voice in the deliberations of the league’s
selection committee, no opportunity to
see suggestions of the other nominee, no
opportunity to screen any list or to see the
league’s own lists and no veto power over
final choices. — Jim Karayn, praoject direc-
tor, ‘76 Presidential Debates.

{Mr. Karayn, who directed the 1976 presidential de-
bates for the sponsoring League of Women Voters, has
just returned from a USIA-sponsored speaking tour of
Europe and the Middle East where he says he encoun-
tered an inlense curiosity about the U.S. TV debates.
Apparently they were infectious: He reports that in
Egypl, President Anwar Sadat has since set up TV de-

bates between the three party factions there. In Israel,
one of Prime Minisier Yitzhak Rabin's opponents in
the upcoming May elections has challenged him 1o a
TV debate. And in Iran, there is talk of requiring the
prime minister to appear on TV monthly. Mr. Karayn's
information is that as many as 150 million viewers
overseas saw the first Ford-Carter debate.)

Appreciated

EDITOR: You ran an item [Dec. 6, 1976}
about the retirement of Quentin Proctor,
chief of the license Division of the FCC.
He is one of the nicest persons, in or out
of the industry, that I have ever known.

Many vyears ago, [ was wandering
through the halls of the FCC, trying to
find a particular office, and a friendly,
outgoing man showed me the way.
Amazingly, five or six years later, we hap-
pened to meet again, and he still remem-
bered me and my name.

I'm currently engaged in a project for
our state broadcasters association to gather
history of early broadcasting, and Quentin
has helped immeasurably in finding things
in his files about the stations that operated
in the 20's and 30’s in Pennsylvania.
There are too few Quentin Proctors in this
world. He’s concerned, friendly, highly
competent in his job, with a simply fan-
tastic memory — Cary Simpson, Allegheny
Mountain Network, Tyrone, Pa.

{(Mr. Proctor was the subject of a BROADCASTING
“Profile,”” June 16, 1975.)

They need the money

EDITOR: | agree in theory with those who
have complained about the commercial-
ism of noncommercial broadcasting. It’s
regretful that public broadcasters must
resort to buying newspaper ads to solicit
potential sponsors. However, for all the
complaining, | have yet to see one con-
structive alternative offered that would
guarantee the survival of public broadcast-
ing.

Public broadcasters must seek corporate
funding, and should do so in the most
cost-effective ways they can find. If news-
paper advertising is the best means of rais-
ing operating revenue, then aggressive
newspaper advertising campaigns must be
undertaken.

None of the complainers has shown that
by running such ads, public broadcasting is
stealing ratings or profits from commercial
stations. Nobody has argued that even if
such a bite does exist, similar ad cam-
paigns by commercial stations couldn’t
more than make up the difference. The
complaints have been based strictly on the
argument that noncommercial broad-
casters must avoid any activity that ap-
pears commercial in nature. This argu-
ment is unrealistic in view of the econom-
ics of public broadcasting.— L. Scott
Hochberg, broadeast consultant Houston.
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Big deal(s)

The singular big deal is the 14th annual
conference of the National Association of
Television Program Executives, which
convenes in Miami's Fontainebleau hotel Feb.
12-186. The plural big deals are those that will
be made on that occasion, between buyers
and sellers of television program product.

Put together the deal and the deals and you
have what Broadcasting has termed “the
magnetic marketplace,” exerting its pull on all
elements in the buying and selling of TV
station programing. Program directors.
General managers. Syndicators. Agencies.
Advertisers. Government officials. The creative
community. The magnet that attracted 1,139
to Los Angeles three years ago, 1,352 to
Atlanta two years ago, 1,891 to San Francisco
last year and that will draw more than 2,000 to
Miami this year.

Broadcasting has three big deals of its own
lined up for NATPE. The first is our Feb. 7 issue
(the Pre-NATPE, as it's come to be called),
which will anticipate the program conference.
The second is our Feb. 14 issue (The
NATPE), which will attend it—and be
distributed thereat. The third is our Feb. 21
issue (the Post-NATPE), which will report it.
Not just for posterity, but for the thousands of
other interested program executives who
won't make it to Miami for those five days. And,
as many have remarked, for the hundreds who
were there but who rely on next Monday's
Broadcasting to make a forest out of the trees.

Deadlines for advertising: Jan. 31, Feb. 7, Feb.14,

You belong in BroadcastinguFeb7/14/21
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Vol. 92 No. 3

FCC takes up
challenge by
Westinghouse

Commission institutes inquiry

into network-affiliate relations;
main focus of investigation,

as indicated in cautiously

worded statement, is on programing

The question of the three major networks’
alleged dominance of the television indus-
try—a question that seems continuously
1o intrigue and trouble government—Ilast
week became the subject of a wide-ranging
inquiry by the FCC.

The focus is on the relationship between
ABC, CBS and NBC and their affiliates,
and the aim is to determine whether par-
ticular network practices “‘may improperly
compromise or restrict’” affiliates’ pro-
graming discretion.

The inquiry—a relatively prompt
response to a petition filed by
Westinghouse Broadcasting Co. in Sep-
tember (BROADCASTING, Sept. 6, 1976)—
is one of the most sensitive projects the
commission has undertaken in years. And
the tone of the notice reflects an awareness
of that fact: It avoids even ‘‘tentative”
conclusions, contains no proposals and
stresses that the commission is interested
only in obtaining facts.

The notice also indicates the commis-
sion is not specifically interested in pursu-
ing a Department of Justice suggestion
that it consider requiring the networks to
divest themselves of some of their owned-
and-operated stations. Although some
questions involve the owned stations, the
notice says the commission is not under-
taking a “‘multiple or ‘group’ ownership
proceeding.”” But as a response 10 a peti-
tion alleging that the networks dominate
the industry and profit from that domi-
nance at the expense of the affiliates, the
questions open up areas of discussion fer-
tile for controversy. The commission is in-
terested not only in contractual relation-
ships between the networks and their
affiliates but in the general question of
whether the networks ‘‘have maintained
anticompetitive policies that unduly
restrict the development of other pro-
graming sources.”’ And this includes the
networks’ relations with program Sup-
pliers.

For instance, one key question asks for

NS

comment on a Westinghouse allegation
that networks are able not only to depress
artificially the level of compensation they
pay affiliates but close the door to competi-
tion from syndicators seeking to sell pro-
graming to the affiliates. **What factors ex-
ist that discourage vigorous competitive
activities by syndicators or the creation of
a ‘fourth network’?" the agency asks.

The notice, which was adopted by a 7-
to-0 vote, with Commissioners Robert E.
Lee and Benjamin L. Hooks concurring in
the result, marks the first time in some 20
years the commission has taken a close
look at network practices. The last one pro-
duced the so-called Barrow report, named
after Roscoe L. Barrow, then dean of the
University of Cincinnati Law School, in
1958. And developments in the interven-
ing years are cited as one reason for the in-
quiry.

However, many of the same issues to be
examined by the commission are involved
in the antitrust suits the Justice Depart-
ment has filed against the three networks.
The department has reached a proposed
settlement with NBC, which would restrict
its programing activities, but the other net-
works are continuing to defend against the
suits.

What’s more, the House Communica-
tions Subcommitiee will review some of
the issues in connection with its planned
rewrite of the Communications Act. As a
result, Representative Lionel Van Deerlin
(D-Calif.), chairman of the subcommit-
tee, wrote Chairman Wiley last week, en-
dorsing the idea of an inquiry but asking
that it be ‘‘reasonably well defined with
respect to scope and timing.”” Representa-
tive Van Deerlin said that there have been
occasions in the past when congressional
investigations have been hampered by the

Brioadcastine=amnii

presence in the same area of government
agencies.

As background for its inquiry, the com-
mission notes that where some 50% of the
programing aired by affiliates came from
the networks in 1960, the amount now is
about two thirds. And over the same
period, network profits rose from $33.6
million to $208 million. Westinghouse
contends that the compensation affiliates
receive for airing network programs has
shown a relative decline, from 23.1% to
13.4% of network revenues.

The commission, in seeking to assure it-
self that the networks are not engaging in
practices that encroach on the discretion of
licensees or ‘‘unnecessarily restrict the de-
velopment of new programing sources,”
asks:

B The extent to which clearances are
other than voluntary. Do the networks use
economic leverage to force clearances?
The commission also asks whether
affiliate contracts are consistent with a
commission policy prohibiting the gearing
of compensation payments 1o the amount
of programing cleared.

m Is a further expansion of network
schedules likely, and if it occurs, would it
have an adverse impact on the financial
ability of affiliated stations to serve the in-
terests of the local community? What is
the relationship between the length of net-
work schedules and the supply of and de-
mand for syndicated programing? Would
an increase in the total amount of available
prime-time commercial minutes on the
networks impede the development of ad-
ditional networks?

® Does their potential for producing
programing give the networks an anticom-
petitive advantage over potential compelti-
tors? If so, does it limit the supply of inde-

S — T BT e e ™ WA e Sl
Hear, hear from the Hill. Representative Lionel Deerlin (D-Calit), chairman of the
House Communications Subcommittee, said last week that he's "delighted” that the FCC is
going to begin to “scrutinize closely” whether the three networks have too much power in
the current marketplace. Delivering the luncheon address on Monday at the Association of
Independent Television Stations convention f{also see page 21), Mr. Van Deerlin said
however, that he had an open mind on the subject. "'l have no preconceived notions,’ he

said.

Earlier in the congressman’s off-the-cuff remarks to the gathering, he recommended that
President-elect Carter appoint “at least one mover and shaker, someone who's not a part of
the establishment' to the FCC. There are two upcoming vacancies, he reminded his
listeners, when Benjamin Hooks leaves some time this summer to head the National
Association for the Advancement of Colored People and when Chairman Richard Wiley's

term expires in June.

On the expected move-up of Senator Ernest Hollings (D-S.C.) to the chairmanship of the
Senate Communications Subcommittee, "I couldn't be more pleased." Mr. Van Deerlin said.
“Fritz Hollings is one of tomorrow's men, he's a new-South type. He has a long and broad
view of national policy, and he’'ll be a Iot easier to get along with than John Pastore! Mr. Van
Deerlin alsa complimented the new ranking minority member of the House Communica-
tions Subcommittee, Louis Frey{R-Fla.). and said, "He has an open mind and asks ques-

tions*
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pendently produced programs?

B To what extent are producers able to
sell programs to networks only on condi-
tion they grant interests not related to the
airing of the programs? These interests are
said to include a commitment to use net-
work production facilities. And the com-
mission wants to know the extent to which
network facilities are used in the produc-
tion of network programs.

B What effect could network demands
for options on programs running as long as
seven years have on competition—more
specifically, on the supply of programs
available to stations through syndicators?

® Should limitations be placed on the
ability of networks to secure exclusive
rights to rerun episodes originally seenin a
previous television season?

B About the relationship between net-
work owned-and-operated stations and
program suppliers. Westinghouse alleges
that some of the practices in the owned-
and-operated stations’ purchases of syndi-
cated programing adversely affect the
quantity and quality of syndication offer-
ings. The commission asks for comments
on the extent of ‘‘block buying’ by the
networks’ owned-and-operated stations,
on whether the purchase of programs is
tied to the leasing of network production
facilities and on whether a network con-
tract for exhibition by an owned-and-oper-
ated group is a prerequisite for the success
of a first-run syndicated program.

The commission is giving the inquiry
unusual attention. A special staff unit
composed of economists, attorneys and
others ‘‘with relevant experience and ex-
pertise " will be established to evaluate the
comments and, if necessary, to follow up
on the comments with the issuance of
questionnaires. 1f those procedures are not
adequate, the commission said, the unit
will be given subpoena powers. The only
member of the special unit who is known
is John Bass, head of the existing office of
network study. The unit will operate under
direct supervision fo the commission.

The commission hopes to complete the
inquiry with the issuance of a report with-
in one year following recept of comments.
The deadline for the first round of com-
ments is May 1, with repiies due June 1.

Whether the report will conclude the
matter remains to be seen. Officials say the
possibility of further proceedings—includ-
ing rulemakings—depends on any evi-
dence of “‘abuses’ that is developed.

The Fogarty footnote. Although the
commission made a point of noting that
its projected network inquiry is not “a
multiple or 'group’ ownership proceed-
ing," Commissioner Joseph Fogarty, in a
separate statement. said he did not read
that advisement “as precluding the ex-
amination of any issues as to multiple
ownership as it may affect the program-
ing market” Nor, he added, "do | view
this statement as precluding commis-
sion consideraiton of appropriate action
to remedy any abuses which this inquiry
may.disclose!

San Franclsco scenes. The Assocuatnon of Independent Telewsnon Statlons hguratlvely covered
the waterfront at its convention last week. Numerous issues were treated in workshops and there
were top government officials on hand. Among the many panel sessions was this one, on the
fourth market in TV programing, which dealt primarily with “Operation Prime Time." The session
featured (I-r) Telerep's Al Masini, MCA's Stanley Newman, TAT's Robin French and General Foods'

Archa Knowlton. The story is on page 34.

SOme who spoke. From the left, INTV Chairman Leavm Pope (story below); Ted Bates's Walter
Reichel, who came with a caveat (page 29), and Representative Lionel Van Deerlin {preceding

page).
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Boon or bane? Debating's cable's effect on independents were (I-1) attorney Robert Coll, the
FCC's James Hobson, kstw-1v Seattle’s Crawford Rice and NCTA's Thomas Wheeler (page 39).

A good convention, a better year ahead

Boosted by record attendance,
INTV looks toward bigger
budget, more Washington efforts

The ‘‘biggest™ and the ‘“‘best™ were the
superlatives being tossed around to
describe the fourth annual convention of
The Association of Independent Televi-
sion Stations (INTV) by Herman Land,
the full-time president of the organization,
and by Leavitt Pope, INTV's chairman,
and president of wpix(Tv) New York. '

““We’re planning on doubling our bud-
get for next year,” said Mr. Pope. The cur-
rent annual budget runs to ‘‘a little over
$200,000,” he said.

The increase, more than 80% of which
will come out of members’ dues, will be
directed toward “‘an enlarged sales effort,
more research and more of a presence in
Washington,”” Mr. Pope continued. A big-
ger lobbying effort in Washington is im-
portant, he said, because the House Com-
munications Subcommittee rewrite of the
Communications Act of 1934 is likely to
affect independent stations in areas that
may not necessarily be stressed, or even

Broadcasting Jan 17 1977
20

covered, by the activities of the National
Association of Broadcasters.

The first step in heightening INTV’s
Washington presence, he added, will be to
up the retainer the organization pays to its
law firm, Pierson, Ball & Dowd.

On the sales front, Mr. Pope said, INTV
might add a full-time representative to
cover the Midwest out of Chicago.

Mr. Land said INTV is urging its mem-
bers to get their position papers in to the
FCC in time for the commission’s syn-
dication-exclusivity hearings.

The success of the convention itself was
made manifest in the fact that 325 people
reglstered in 1976, about 100 more than
last year's total.

The 48 member-station’ ﬁgure remained
the same (the only two major indepen-
dent-station holdouts, according to INTV
sources, are WSBK-TV, Storer’s station in
Boston, and wBFF-TV Baltimore) but the
associate-members’ roster jumped from
15 to 39 in the past year. Major studios,
syndicators and national rep firms make up
the bulk of the companies that count
themselves as associate members.




NAB boards
face full agenda
at Hawaii meeting

Association must decide what it
will do to television code

now that family viewing is outlawed
and what action it wiil take on
rewrite of Communications Act

The boards of the National Association of
Broadcasters—radio, TV and joint—con-
vene their annual winter meeting Monday
(Jan. 24) in Maui, Hawaii, confronted by a
full plate of activity.

They have two urgent problems of ma-
jor proportion to resolve—what to do
about TV violence after the U.S. district
court in Los Angeles declared enforced
family viewing unconstitutional, and what
to offer to the House Communications
Subcommittee in its planned revision of
the Communications Act,

On the first, the NAB TV board is ex-
pected to take the pro forma step of ratify-
ing the NAB executive committee’s deci-
sion to appeal Judge Warren Ferguson’s
family-viewing decision. But the TV board
has before it another decision that is not so
cut and dried—what to do in the interim
with the TV code, which contains the now-
outlawed family-viewing provision.

A special committee of the TV code
review board has already begun dialogues
with network presidents (BROADCASTING,
Jan. 10) and with the Association of Inde-
pendent Television Stations at its conven-
tion in San Francisco last week and has
another consultation scheduled the first
week in February with TV writers and pro-
ducers in Hollywood, to discuss ways to
curb TV violence. (In addition, it has had
a request for a meeting from former FCC
Commissioner Nicholas Johnson’s Na-
tional Citizens Committee for Broadcast-
ing, but nothing has been set yet.) TV
Code Board Chairman Robert Rich of
KBIR-TV Duluth, Minn., will give a
progress report on those meetings to the
board in Hawaii.

What will result from that is anybody’s
guess. NAB Board Chairman Wilson
Wearn of Multimedia Broadcasting,
Greenville, S.C., said last week it is possi-
ble the board will take some action for the
interim in Maui. *We have to make some
decision,”” he said, but what that might be,
“*I can’t say.”

On the second issue, the Communica-
tions Act rewrite, the joint board will ap-
prove a statement of principies setting
forth the industry’s interests in the rewrite
project. A draft of the statement, under
way now at the staff level, contains **15 to
20 principles, pressing familiar stops
such as the need for license stability, a cau-
tion against over-regulation, the need to
preserve a system of free, commercial
broadcasting.

The first draft of the statement is being
prepared by the NAB government rela-
tions department with additional guidance
from NAB lawyers, network lawyers,

representatives of the Association of Max-
imum Service Telecasters and a handful
of other Washington communications
lawyers. That group met two weeks ago at
NAB with House Communications Sub-
committee Counsel Harry M. (Chip)
Shooshan, who, both sides report, im-
pressed on it the subcommittee’s inten-
tion to question virtually every tenet of
the present system of broadcast regulation.
NAB staffers left the meeting somewhat
disturbed that the subcommittee will not
likely clear any broadcast-related legisla-
tion in the first year of the project—dis-
turbed because that means the subcom-
mittee will not consider separately this
year a license renewal bill, which has been
the association’s number-one priority
legislation for several years. The NAB also
seeks separate consideration by the sub-
committee of legislation to authorize the
FCC to fine cable operators for rule viola-
tions—something it cannot do now—and
to require radio manufacturers to make all
radio sets both AM and FM.

Urgings to the subcommittee to give
separate and immediate attention to these
issues will likely appear in the associa-
tion’s statement of principles, particularly
in regard to license renewal. Mr. Wearn
said last week, ‘‘The hope is to get the new
Congress to pull it out and do something
with it as soon as possible.””

Another major agenda item at the
Hawaii meetings will be the association’s
ongoing reorganization and goal-setting

project. What began as a list of grievances
aired at the January board meeting a year
ago by a few disgruntled board members,
chiefly George Brooks of KCUE-aAM-FM Red
Wing, Minn., ended with a redesigning of
NAB departments, shuffling of NAB ex-
ecutives and the addition of some new
faces on the NAB staff.

The other half of the reform program is
the setting of short- and long-term goals
for the association. A survey of NAB
members in the fall turned up 1,218 prob-
lems and concerns for the industry, ac-
cording to Donald Jones of KFiz(aM) Fond
du Lac, Wis., the radio board vice chair-
man who heads the goals division of the
NAB reform task force. Those problems
are being filtered and organized by the
NAB research department and will end up
as a series of goals to be enacted by the
joint board at the final day of the Hawaii
meetings.

Among other items on the agendas:

® The radio board will receive a draft of
the future of radio study, performed at the
request of the NAB board in June by an
outside consultant for $30,000.

® A new ad hoc committee formed by
the executive committee to study future
NAB conventions will hold its first meet-
ing in Hawaii. Announced last week, its
members include Leonard Swanson of
wilc-Tv Pittsburgh, chairman; Mike
Shapiro, wraa-Tv Dallas; Wendall Mayes,
KNOW(AM) Austin, Tex., and Carl Venters,
Jr., wPTF(AM)-wQDR(FM) Raleigh, N.C.

Negotiating. Board members and top executives of the Corporation for Public Broadcasting and
the Public Broadcasting Service attracted a full house as they tried to wrestle out some of their
differences. At the table are (clockwise from foreground): Thomas Moore, CPB; Lillie Herndon,
CPB; Ralph Rogers, PBS chairman; Howard Nemerovski, PBS; Gloria Anderson, CPB; Chloe
Aaron, PBS senior vice president for programing; Lawrence Grossman, PBS president:
Richard Hodges Ji, PBS; David lves, PBS; Robert Eflis, PBS; John Ryan, PBS; Donald Quayle, CPB
senior vice president and director of broadcasting: Robert Benjamin, CPB chairman, and Henry
Loomis, CPB president. Not pictured are Joseph Hughes, CPB; Michael Hobbs, PBS senior vice
president and corporate secretary; Thomas Gherardi, CPB vice president, general counse! and

corporate secretary, and Amos Hostetter, CPB.

CPB-PBS committee talks out problems

Group says chairman should have
final discretion on pilot funding,
wants staffs to work closer together

The major philosophical differences over
programing control remained unresolved
but representatives of the Corporation for
Public Broadcasting and the Public Broad-
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casting Service last week took steps to im-
prove their working relationship.

During a six-hour meeting of the CPB-
PBS partnership review committee, mem-
bers instructed their staffs to work more
closely on programing decisions and took
action to bring that about by suggesting
revisions of their 1973 partnership agree-



ment. They did not try, however, ta settle
the main issues (which some say are irre-
concilable) —the extent of CPB involve-
ment in programing and whether funds
are being wasted by having dual program-
ing committees and the like.

Unlike the last CPB-PBS partnership
meetings (BROADCASTING, Dec. 6, 1976),
this session was open to the public, trig-
gered by a joint request by House Com-
munications Subcommittee Chairman
Lionel Van Deerlin (D-Calif.} and sub-
committee members Timothy Wirth (D-
Colo.) and Henry Waxman (D-Calif).
They said that the industry ‘‘is now strong
enough to be able to deal with its problems
openly with full scrutiny by the public.”
Among those packing the CPB conference
room was Harry M. Shooshan I, counsel
to the subcommittee.

Central to the committee’s discussion
was the appeals process wherein PBS can
challenge program funding decisions of
CPB. Under the process, negotiation
begins with the respective program depart-
ments and, if stalemated at various staff
levels, ends when ‘‘final appeal may be
made to the respective chairmen of the
two organizations whose joint decision will
be final’* The 1973 agreement, however,
does not specify further recourse should
the chairmen not agree.

Members agreed to recommend to their
boards that the CPB chairman would have
final discretion concerning funding of
pilots. More controversy surrounded
which organization has final say on other
programs to be funded.

PBS Chairman Ralph Rogers insisted
that the agreement was written with the
intent that, should the appeals process
stalemate, the program would not be
funded—in effect giving PBS veto power.
CPB Chairman Robert Benjamin agreed
that “*I interpret the language to mean no

0’ but said he wouldn’t necessarily be
able to convince the CPB board.

After considerable debate, the commit-
tee members generally agreed to let their
respective staffs draft possible additions to
the agreement which would give PBS veto
power but provide CPB with an escape
clause to override PBS in certain instances.

PBS also presented a proposal of one-to-
two year program priorities collected from
the individual stations and said to have
been endorsed by 89% of them. It would
require CPB to allocate about another $2.5
million to programing and, as PBS Presi-
dent Larry Grossman said, would replace
the ‘‘patchwork’’ of one-by-one”” program
decisions. The respective programing
chiefs—Chloe Aaron, PBS senior vice
president for programing, and Donald
Quayle, CPB senior vice president and
director of broadcasting—said they would
work closely on this and in other program-
ing areas. Ms. Aaron, for one, said, “‘If
Don and I have a mandate from this com-
mittee to work it out, we can do it.”’

The organization presidents, Mr. Gross-
man and CPB's Henry Loomis, were also
instructed to meet weekly on the problems
to insure “‘more interfacing at the staff
level’” The next partnership meeting was
set for Feb. 18 in Dallas.

0O FCC Commissioner Benjamin L. Hooks will join National Association for the
Advancement of Colored People as executive director on Aug. 1, day after Roy
Wilkins is scheduled to retire from that job. NAACP board formally elected him
to post on Jan. 10; his selection for job was disclosed in November. Commis-
sioner Hooks, who is Democrat, has not ruled out effort to be named interim
chairman of FCC for his final months there. If he makes bid, he will have com-
petition. Commissioner Joseph Fogarty has informed Carter transition team
of his interest in interim job.

O After almost 10 years of dispute, tentative agreement has been reached that

will enable 10 TV stations in New York area to broadcast from antenna atop
110-story World Trade Center, replacing current Empire State Building site.
Port Authority of New York and New Jersey, which owns and operates World
Trade Center, has agreed to pay $21 million of total cost of $23 million for 365-
foot antenna and other equipment, with stations paying approximately $2 mil-
lion. Target is January 1978.

O A Year at the Top, Norman Lear-Don Kirshner situation comedy featuring
Mickey Rooney, first scheduled to start Jan. 19, then delayed to Jan. 26
(Wednesday, 8:30-9 p.m. NYT), has been withdrawn by producers for repairs,
and will be replaced effective Jan. 26 by The Jacksons; musical variety that had
four-week summer run. Mr. Lear said it would be ready for next fall. Sources said
"it just wasn't working."

O Concerned about possible link between beer advertising on television and
alcohol abuse among young people, Senator William Hathaway (D-Me.), urged
Federal Trade Commission to include beer ads in its proposed nutri-
tional advertising rule, which would require in part that advertisers document
in broadcast ads all claims that their foods provide "energy!" Senator Hathaway,
chairman of Subcommittee on Alcoholism and Narcotics, said that if FTC does
nothing, he’ll introduce legislation forcing it to regulate beer ads.

O Average television station in 1975 spent $512,200 on news and public
affairs programing (plus $285,600 for salaries in news and public affairs), do-
nated §726,500 in commercial time to religious, charitable and civic organiza-
tions and spent 8680 hours in meetings with local citizen and civic groups, ac-
cording to survey by National Association of Broadcasters,

O Legal counsel for ABC, NBC and CBS met with Justice Department antitrust at-
- lorneys Friday to discuss networks’ proposal for pooling coverage of 1980
Olympic Games in Moscow, according to Joe Sims, deputy assistant attorney
general for antitrust. Mt Sims said he was unsure how long department would
take to analyze proposal and to issue "business review"” letter on it. Networks
are proceeding on assumption that Satra Corp., which has undefined "protocol”
agreement with Soviet Olympic committee, does not have rights sewed up, ac-
cording to Robert Wussler, CBS president. “Satra doesn’t matter,” he said.

0O ABC-FM Spot Sales has changed its name to ABC Radio Spot Sales Inc.
Company said change was made to "formalize AM and FM parity in spot mar-
ketplace Move also gives ABC Radio Spot Sales opportunity to take on AM
representation, but spokesman said ABC's owned AM radio outlets will con-
tinue to be represented by Blair Radio and Katz Radio.

O Philip J. Lombardo, 41, president of Corinthian Broadcasting Corp., will
assume full responsibility for Corinthian's operations whén Chairman C. Wrede
Petersmeyer, 57, retires at end of this month, and office of chairman will be
discontinued, spokesman for Dun & Bradstreet, parent company, said Friday.

O Freshman Senator John Chafee (R-R.l.), man who won seat vacated by former
Senate Communications Subcommittee Chairman John Pastore, has been ad-
ded to those temporarily assigned to Senate Commerce Committee (BROaD-
CASTING, Jan. 10). His seat was grafted to committee last week, bringing total
membership to 18. Mr. Chafee is former Rhode Island governor and one-time
secretary of Navy.

O House Communications Subcommittee Chairman Lionel Van Deerlin (D-
Calif) told California Broadcasters Association last week that televising of ex-
ecutions would be “ultimate in violence’ and urged broadcasters not to air
them. Congressman said he wouldn't ever interfere in stations’ editorial deci-
sions but that "l would hope that in every case the canons of good taste and
common decency would prevail, thus denying another opening to would-
be regulators in or outside government.”
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Storer vying
for Viacom

$57 million cash offer is surprise;
merger would make new firm nation’s
fifth largest cable operator

Storer Broadcasting Co. offered last week
to buy Viacom International Inc. in an
estimated $57 million cash transaction
through which Storer, a leading group sta-
tion and cable owner, would become, in
effect, CATV’s fifth largest multiple
systems operator and a major force in TV
programing.

Bill Michaels, Storer chairman, said his
company had offered $15 a share for the
Viacom stock. Viacom officials, surprised
by the announcement, gave no immediate
indication as to whether they would ac-
cept. They said they expected their board
to act on the proposal at its regular meet-
ing on Thursday of this week (Jan. 20).

Mr. Michaels said the offer was condi-
tioned on preparation and signing of a
definitive agreement that would be subject
to approval by the boards of the two com-
panies and by Viacom stockholders. The
stockholders meeting will be in April but it
was assumed that if the board approved,
proxy solicitation would start as soon as
possible.

The $15-a-sharé offer was about 50%
higher than the approximately $10 at
which Viacom stock was trading on the
New York Stock Exchange the week
before the offer was made last Monday. It
was at $11.75 when trading was halted at
11 a.m. Tuesday for dissemination of the
news, resumed at $13.25 and closed at
$13.375, up $3.125 for the day Last
Thursday it closed at $12.125. Its 1976
high was $11.75 and its low §7.875.

Mr. Michaels said that if the merger
goes through, Viacom will be operated as a
wholly owned subsidiary of Storer, and
that Storer’s cable operations will be put
under the Viacom umbrella. Viacom has
approximately 100 systems serving
343,000 subscribers, primarily in Califor-
nia, Oregon, Washington state and Ohio,
while Storer has more than 50 systems
serving 170,000 subscribers in Florida,
California, Georgia, Alabama and South
Carolina.

Their combined total of 513,000 sub-
scribers would make Storer/Viacom the
fifth largest CATV operator, surpassed
only by Teleprompter, Tele-Communica-
tions, Warner Cable and American TV
and Communications.

About 11,000 of Storer’s subscribers
and 13,000 of Viacom’s are on pay cable,
and in addition Viacom operates
Showtime, a pay-cable program service
that started last July 1 and currently has
23,500 subscribers, including those on
Viacom systems.

Both companies have been turning in
solid financial reports. In 1975, Storer’s
net income rose 39.9% to $13,113,000 on
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revenues gains of 9% 1o $101,146,000—
and for the first nine months of 1976, the
latest reported, net income was 98.7%
above the same period of 1975. Viacom in
1975 reported net income of $3,097,000,
up 14.3%, on revenues of $39,376,000, up
8.8%, and from the first nine months of
1976 its net income was up 23% from the
1975 period.

With Storer's announcement of the
offer, Viacom issued a statement saying
the proposal ‘“‘was made suddenly and
without prior consultation with Viacom
management.”” Mr. Michaels agreed, in an
interview, that Viacom had had no ap-
preciable clues.

At Storer’s initiative, he said, there was
‘‘an exploratory conversation™ between
Storer and Viacom officials *‘several
months ago,” but that nothing definitive
came from it. Then Storer did *‘a great
deal of research on Viacom and on a
number of other companies, after which
the Storer board decided it preferred to
make an offer for Viacom. Accordingly,
the banking firm of Lehman Brothers,
Storer’s representative, called Viacom
officials on Jan. 5 and made an appoint-
ment for Jan. 10, at which time the offer
was made.

Observers trying to determine what the
Viacom board’s response might be got lit-
tle to go on from Viacom officials. Calls to
Ralph M. Baruch, president and chief ex-
ecutive officer, were referred automatically
to Terrence Elkes, an executive vice presi-
dent. He tended to discourage speculation
either way, but pointed out that manage-
ment felt obligated to consider the offer.

He also noted that, even if the board
decided to accept it, other clearances
would be needed aside from stockholder
approval: For one thing, he said, FCC ap-
proval of the transfer of the cable systems,
and for another a new law requiring that
mergers involving more than certain
amounts be reported to the Justice
Department.

Storer sources tended to discount both
of these requirements as potential deter-
rents. FCC approval of the transfer of
microwave facilities used in the cable
operations would be needed, they said,
but is usually given routinely in such
cases. And the new law, the *‘antitrust im-
provement law,” also known as the Hart
Act of 1976, was seen as only adding the
Justice Department as another entity —the
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One's talking, one’s not. Storer's Michaels (I}, and Viacom's Baruch.

Federal Trade Commission is already one,
sources said—which must be notified of
mergers involving more than about $10
million. The Justice Department is added
to the list for such mergers occurring after
Feb. 28 of this year.

Independent observers saw at least two
principal advantages for Viacom in the
merger: The company would get access to
program production facilities, which it has
long wanted, and, although it is profitable
in its own right, presumably would be at-
tracted by access to Storer’s considerable
financial resources. In addition, these
sources said, the two companies’ cable
operations seem to make, as one put it, ‘‘a
comfortable fit.”’

For his part, Mr. Michaels said he con-
sidered the offer a fair one. It was some
50% above market value of Viacom stock
at the time, he said, **but Viacom is a good
company,”’ and *‘a combination of the two
companies would produce many operating
efficiencies.”

Some observers treated the offer as “a
takeover bid’’ by Storer, but Mr. Michaels
said that if the Viacom board or
stockholders reject the offer, ‘‘that’s the
end of it.”

Viacom sources wouldn’t say whether it
had the looks of a takeover attempt to
them, but they conceded that about two
years ago they took steps to guard against
any takeover by reincorporating the com-
pany in Ohio. Mr. Elkes explained that
Ohio laws require notice and hearings
before state officials on any takeover at-
tempt, ‘*‘to keep you from waking up one
morning and discovering that you’ve been
taken over,”” he said. More important, he
added, it gives shareholders time to study
the pros and cons of offers for their stock.

Some sources reported that under the
Ohio law a merger plan must have the ap-
proval of 80% of the stockholders before it
can go into effect. Mr. Elkes said he could
not confirm that figure but added that New
York also has a statute similar to¢ OChic’s
and, Viacom’s principal place of business
is in New York.

The Storer offer contemplates that
Storer would acquire all stock in Viacom,
estimated by Viacom sources at about 3.8
million shares. In that case, Viacom shares
would no longer be publicly traded. If the
board and the requisite number of
shareholders approved the merger, any re-
maining shareholders who did not want to



sell at the offered price could have the
value of their stock appraised by court ac-
tion. Normally, observers said, this hap-
pens only to a limited extent, when at all.
- Mr. Baruch, the chief executive, was the
largest shareholder among the company’s
eight directors when Viacom’s last proxy
statement was issued some 10 months
ago. It reported that as of Feb. 11, 1976,
he owned 8,800 shares, which at Storer’s
$15 offering price would be worth
$132,000. He also had unexercised op-
tions on 40,000 shares at an average of
$6.34. His remuneration for the 1975 fiscal
year was put at $101,105.80, pius $19,000
additional compensation. The proxy state-
ment also reported that Mr. Baruch has a
contract calling for his services as an ex-
ecutive at $135,000 a year—unless the
board votes him an increase—until Oct.
20, 1979, and from year to year thereafter
until he or Viacom terminates the employ-
ment.

Lawrence B. Hilford, an executive vice
president of Viacom International and
president of its Enterprises division, was
shown with 3,000 shares, options on
14,500 at $6.30 and 1975 pay of
$80,194.26 plus $13,500 additional.

Mr. Elkes had 1,400 shares, options on
14,500 at $6.30 and 1975 salary of
$71,538.76 with $15,000 additional. He
also has a contract calling for his employ-
ment at $110,000 a year—unless raised by
the board—until Nov. 20, 1977, and from
year to year thereafter until employment is
terminated by him or Viacom.

Among the outside directors, principal
shareholders were Leo Cherne, executive
director of the Research Institute of
America, shown with 2,000 shares, and
Alec C. Stewart, financial vice president of
Collins & Aikman Corp., with 1,000.

Viacom’s Enterprises (programing)
division syndicates a number of long-pop-
ular shows such as I Love Lucy, Perry
Mason, Beverly Hillbillies, Gunsmoke, My
Three Sons and Family Affair, co-pro-
duces and syndicates a half-dozen first-
run series including $128,000 Question,
$25,000 Pyramid, The Price Is Right and
Ara Parseghian’s Sports; offers five
feature-film packages and several made-
for TV specials, and is current selling first
off-network runs of Hawaii Five-O, Mary
Tyler Moore Show, All in the Family, The
Rookies and Bob Newhart Show, all with
future start dates.
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NRBA sets up D.C. shop

National Radio Broadcasters Association
completed the move of its headquarters
from New York to Washington last week.
The reason for the move is to get closer to
Congress and federal regulatory agencies,
where ‘‘we anticipate ... greater involve-
ment in the future,’”” according to NRBA
President James Gabbert,KIQI{am)-
KIOI(FM) San Francisco. The new space in-
cludes offices for executive vice presidents
Abe Voron (government relations) and Al
King (station services). The address is
Suite 500, 1705 DeSales Street N.W.,
20036. Phone is 202-466-2030.

Broadcasters fear
fairness mockery

That’s the danger in manner
in which Cullman doctrine

s belng applied, says NAB;
association, Metromedia urge
FCC to spell out obligations

The National Association of Broadcasters
and Metromedia Inc. have joined in an
effort to *‘clarify” the obligations broad-
casters incur in presenting paid announce-
ments advocating one side of a ballot
issue. The NAB said that, as the so-called
Cullman doctrine is now implemented,
groups can make a mockery of the goals of
the fairness doctrine.

At issue is an application by the Council
for Employment and Economic Energy
Use for FCC review of an October staff
ruling, involving three Massachusetts sta-
tions— wROR(FM) and wJIB(FM), both
Boston, and wNCR(FM) Worcester. They
had granted free time to a group called Fair
Share Inc. to rebut arguments on a ballot
issue that the council had made in paid
time. The council was organized for the
purpose of opposing an initiative petition
aimed at limiting discounts for volume
purchases of electricity.

The controversy growing out of that ac-
tion is not confined to the FCC or to those
stations. WHDH(aAM), WCOZ(FM) and
WCOP-AM-FM, all Boston, along with WROR
and wiJiB are defendants in an antitrust suit
which the council filed in the U.S. District
Court in Boston and which seeks money
damages and an order revoking the sta-
tions’ licenses.

Plough Broadcasting Co., licensee of
wcCoP-aAM-FM, filed comments with the
FCC that did not support the council’s ap-
plication. Instead, Plough urged the com-
mission to endorse the manner in which
the stations handled the fairness issue.

Under the Cullman doctrine, stations
presenting one side of a controversial issue
of public importance cannot refuse to air
the views of opposing groups simply
because of the groups’ lack of funds to
buy time. But the council’s concern cen-
tered on charges that FSI spent $30,000 on
TV time after obtaining free radio time.

The commission staff rejected the coun-
cil’s request that the commission find the
radio stations had been “‘unreasonable’ in
offering free time to FSI “‘solely because
the council purchased time on the sta-
tions.” The staff noted that, in its 1974
fairness doctrine report, the commission
specifically rejected the argument that it is
unfair to obtain paid media exposure and
then to request free time under the Cull-
man ruling because of a lack of funds. The
overriding public interest consideration,
the commission said then, is that ‘‘robust,
wide-open debate’’ be fostered, not that
the Cullman principle be abandoned
*‘because of the possible practices of a few
parties.”

But the council, in asking the commis-
sion to review that ruling, said the ques-
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tion to be resolved is whether stations are
‘‘required” to offer free time to those
wishing to rebut arguments made in paid
time. It noted that stations have wide dis-
cretion in determining how they will pro-
vide fair and balanced discussions of
issues. Furthermore, it said, the stations
*should not be required to provide free
time to a group which, by its own actions
in purchasing broadcast time on another
station, shows it is financially able to

purchase time for the presentation of its ’

views.”

As an alternative, the council suggested
that the commission apply to ballot issues
the same logic it applies to political issues.
The council noted that the commission
has found that stations cannot be required

to provide free time to spokesmen for a
political candidate when spokesmen for an

opposing candidate have purchased time.
Metromedia, in supporting the council’s
application for review, said the situation
outlined by council is not unique. It said
“‘several” Metromedia stations have expe-
rienced ‘‘similar problems.”

The NAB said that council’s opponents
were able to spend money on television—a
medium in which the council had not ac-
quired time—because they obtained free
time on radio. ‘“This did not promote the
goals of the fairness doctrine,” NAB said;
‘it mocked them.”

The council’s antitrust suit alleges that
the stations named in the suit entered into
an illegal combination and/or restraint of
trade by agreeing on the number of free
spots to offer FSI in response to the coun-
cil’s paid announcements. The council
said the ratio was one to two. (Plough said
it provided one to six.)

Plough said it provided free time to FSI
in the belief that was an *‘appropriate way
to discharge its fairness doctrine obliga-
tions.”’ And it said that licensees that
‘‘conscientiously attempt to inform the

public of opposing views on controversial -

issues should have the commission’s
assistance when they find themselves,
because of these attempts, harassed by
spurious litigation."”" It added that “‘a clear
commission endorsement of what hap-
pened in Boston would ... encourage
broadcasters to promote the robust, wide-
open debate contemplated by the fairness
doctrine.”

Plough wasn’t the only broadcaster de-
fending the propriety of its action in the
case. General Electric Broadcasting Co.,

licensee of wiiB, said in a filing with the *

commission that the station was aware of
its discretion in meeting its fairness obliga-
tion and had made a ‘‘unilateral’” decision
as to how to meet it in light of the
“‘substantial’’ schedule of spots bought.
Plough, incidentally, suggested a reason
for the council’s application for review,
which comes after the ballet issue in-
volved was decided—and in the council’s

favor. Plough noted that the commission .
staff confirmed the stations’ judgment as .

to the appropriateness of the manner in
which they discharged their obligations.
“‘Apparently because the council considers
this ruling harmful to its antitrust action,”
Plough said, *‘it has applied for review.”



Proxmire again
goes to bat
for freedom

of the air

His bill to give broadcasting
parity with press is in welter
of broadcast-related proposals

As he was two years ago, Senator William
Proxmire (D-Wis.) last week was one of
‘he first at the legislative hopper at the
wpening of Congress with his bill to
ibolish the fairness doctrine. Titled the
First Amendment Clarification Act of
1977, it’s S. 22 this session (S. 2 in the last
Zongress), and it is designed tc remove
iny FCC influence over the determination
>f what goes on the air.

The key is in Section 2 of the bill which
iays in full that the term “‘public interest,
sonvenience and necessity, shall not be
:onstrued to give the commission jurisdic-
ion to require the provision of broadcast
ime to any person or persons or for the
1xpression of any viewpoint or viewpoints
»r otherwise to exercise any power, super-
sision, control, influence, comment, or
-eview, either directly or indirectly, over
he content or schedule of any program or
\ny other material broadcast by licensees,
:xcept where the broadcast of such
naterial is otherwise prohibited by law.”

In commenting on his bill in the Senate,
vr. Proxmire said that provision ‘‘is de-
iigned to stop what has been called the
-aised-eyebrow effect used by the FCC to
:ontrol and regulate broadcasters in-
firectly”’

The other provisions of the bill:
‘1) repeal of Section 315 of the Com-
nunications Act, which embodies the fair-
1ess doctrine and the equal time require-
nent; {2) repeal of the part of Section 312
hat permits the FCC to revcke broadcast
icenses for willful failures to give political
:andidates for federal office reasonable ac-
;ess to broadcast time; (3) amendment of
section 326 to prohibit the FCC from in-
erfering with broadcasters’ ‘‘free press”
1s well as free speech; (4) further amend-
nent of Section 326 to make clear that
yroadcasters alone have the right to deter-
nine the scheduling and content of pro-
grams and who shall appear on them, and
5) removal of the requirement on public
sroadcasting stations of ‘‘strict adherence
:0 objectivity and balance in all programs
or series of programs of a controversial
1ature.”’

Said Senator Proxmire, ““Now is the time
to make broadcasters fully equal to
nublishers so that the people of this coun-
try can have diversity in the news media.
Freedom of the press was designed for the
benefit of all American citizens, not just
for the benefit of the disseminators of
news and opinion."”

Senators Spark Matsunaga {D-Hawaii)
and Lee Metcalf (D-Mont.) are cospon-
sors of the Proxmire bill, which is dupli-
cated in the House in H.R. 837 by Repre-

sentative Robert Drinan (D-Mass.).
Among other bills—nearly all are re-in-
troductions of measures left hanging at the
end of the last Congress—are:
B A resolution by Representative Tom

Railsback (R-lll.) expressing concern

about the level of violence on TV and call-
ing for more research. Representative
Railsback asked for early hearings on the
measure.

| The ““Bell’ bill, H.R. 8, by Represen-
tative Teno Rencalio (D-Wyo.) and seven
cosponsors to limit competition in the
business communications field, to
preserve, as the bill's chief backer, AT&T,
argues, the low level of residential phone
rates (BROADCASTING, Dec. 6, 1976).

B Several measures, the chief by
Representative B.F Sisk (D-Calif.), to per-
mit live radio and TV coverage of House
floor proceedings.

® A half-dozen broadcast license
renewal bills, most of them providing for
the extension of the license term from the
present three to four or five years.

® Several bills to disallow tax deduc-
tions for advertising of alcolohic
beverages.

® A measure by Representative Samuel
Stratton {D-N.Y.) to provide free radio and
TV time to candidates for federal office.

® A bill by Representative John Ham-
merschmidt (R-Ark.) to prohibit nudity,
obscenity or explicit sexual acts on TV.

® Several resolutions expressing Con-

gress’s opposition to films and broadcasts
that defame, stereotype or ridicule
minority groups.

® A variety of measures to reform
regulatory agencies and improve mecha-
nisms for citizen input, the most popular
form being the ‘‘sunset’’ bill, which would
terminate regulatory agencies such as the
FCC every four or five years unless Con-
gress reauthorizes them. Several other
measures would provide agency funding
for citizen participation in agency rule-
makings.

CPB board takes up
funding matters

Commitment is made for $1 million
to documentary project;
Shakespearean plans clarifled

The Corporation for Public Broadcasting
board met Jan. 12 in Washington. And
while a good deal of attention surrounded
the CPB-Public Broadcasting Service
partnership review committee meeting to
be held the following day (see “*Top of the
Week”’), the board took a variety of fund-
ing and budget actions, and modified
two proposals that have aroused consider-
able controversy.

The board affirmed its commitment to
provide up to $1 million for a revolving
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documentary fund but said ‘‘that decisions
with respect to individual programs™
would *‘be made upon the mutual consent
of the CPB and PBS professional televi-
sion staffs.”” PBS earlier had argued that it
was being left out of the decision-making
process.

It also clarified its earlier commitment
of $1.2 million to partially fund a BBC pro-
duction of Shakespearean plays. That deci-
sion had drawn flack from groups such as
the American Federation of Television
and Radio Artists, the AFL-CIO and PBS,
for the use of money to fund foreign pro-
duction.

The board last week said that it *‘is pre-
pared, and in fact would welcome, some
other funder coming forward to assume
CPB’s commitment™ as long as the funder
was suitable to other parties involved in
the production, and CPB could retain
rights in the development of related
educational activities.

In budget matters, the board authorized
the presentation to Congressional ap-
propriations committees of estimates for
use of federal funds for fiscal years 1978
and 1979. The breakdown is similar to the
division of 1977 funds (BROADCASTING,
Nov. 15, 1976) where 90% automatically
goes to support public television and radio
stations. The remainder goes to other
areas, including support services such as
minority training and research and CPB
operating overhead. The board also made
known its plans to ask the committees to
set a ceiling of $16¢ million for fiscal year
1980 federal funds. President Ford has
proposed that the ceiling be $115 million.

The board also authorized up to
$218,424 1o support an experimental pro-
duction by the Agency for Instructional
Television called the “Essential Learning
Skills Project.’”” It also conditionally
reserved $1,181,575 from fiscal 1978 and
1979 funds to preduce the series.

Other funding authorizations included
up to $300,000 for KERA-TV Dallas and
Thomas McCann & Associates to produce
Eyewitness, a public affairs series; up to
$100,000 for the WGBH Educational Foun-
dation (wGBH-Tv Boston) to produce In
Search of the Real America, which will
analyze American life and its institutions
and up to $40¢,000 to aid fund-raising ac-
tivities of the National Association of
Educational Broadcasters.
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CPB names up again

Ford resubmits three nominees
for corporation’s board to Senate,
but no one expects action on them

President Ford last week again sent to the
Senate the names of three men he is pro-
posing as members of the board of the
Corporation for Public Broadcasting. He is
not expected to have any more luck this
time than he did the first time.

The nominees are Charles Crutchfieid
of Charlotte, N.C., who is president of
Jefferson Pilot Broadcasting Co.; Paul M.
Stevens, president of the Southern Baptist

Convention’s Radio and Television Com-
mission, Fort Worth, and Leslie N. Shaw,
vice president of Greater Western Finan-
cial Corp., New York.

The Senate Commerce Committee
refused to act on these names when they
were submitted last fall (BROADCASTING,
Sept. 27, 1976), and a committee aide said
the committee would not act on them now.
The aide said the Carter administration,
which takes office on Jan. 20, will probably
withdraw the nominations.

McClatchy hit
by McGoff with
antitrust suit

Detroit-hased publisher says
California print-broadcast
combine constitutes illegal
concentration of media control

McClatchy Newspapers, whose media
holdings have gotten it into antitrust
difficulty with the Justice Department, is
now being sued by a competitor who
claims McClatchy operates an illegal news-
paper monopoly in California.

The publisher of the Sacramento Union
has filed a $43-million suit charging that
over the past 20 years McClatchy has
‘*engaged in a variety of tactics, legal and
illegal, acquisitions, rate cuttings, com-
bination rates, forced tie-ins, sales below
cost and preferential rates.””

The suit, filed in the U.S. District Court
in San Francisco, alleges that McClatchy
has monopolized the news and advertising
markets in Sacramento, Fresno, Modesto
and the entire Central Valley area of
California. McClatchy owns KMI-AM-FM-TV
and the Fresno Beein Fresno, KBEE-AM-FM
and the Modesto Bee in Modesto, KFBK-
AM-FM and the Sacramento Bee in Sacra-
mento, and KOVR(TV} Stockton, all
California, as well as kKOH(aM) Reno.

The suit follows by about three months
the FCC’s rejection of a Justice Depart-
ment petition to deny the renewal of KMJ-
AM-FM-Tv. The commission rejected
Justice’s arguments that Mc¢Clatchy had
an undue concentration of media control
in Fresno that is inconsistent with anti-
trust principles and constitutes a
monopoly (BROADCASTING, Oct. 4, 1976).

The commission, which has rejected all
six petitions to deny that Justice filed
against rnewspaper-broadcast cross-
ownerships in the same market, has said
its standards for judging whether a
licensee should retain a broadcast property
are different from those of the Justice
Department. The commission would,
however, designate an application for hear-
ing if there were evidence of antitrust law
violations or abuse of media power. The
commission said Justice had not provided
evidence of either in the six cases.

The Sacramento Union suit asks the
court to require McClatchy to divest itself
of alleged monopolistic holdings —without
specifying them—and to pay three times
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the $43 million which the Union says it
has suffered in damages as a result of the
alleged monopolistic practices.

The defendants in the suit are Mc-
Clatchy Newspapers; Eleanor McClatchy,
president of McClatchy Newspapers, and
C. K. McClatchy, editor of the three Bee
newspapers and vice president of the com-
pany. Mr. McClatchy denied the allega-
tions in the suit and said it was ‘‘com-
pletely without merit”’ McClatchy News-
papers, he added, *‘has not and never will
indulge in monopolistic practices.’”

The publisher of the Sacramento Union
is John McGoff of Detroit, who acquired
contro| of the newspapers two years ago.
Mr, McGoff, who failed in a bid to acquire
the Washington Star—that newspaper and
its related broadcast holdings were ac-
quired by Joe L. Allbritton last year—
owns 13 other newspapers in California
and publishes eight daily and 36 weekly
newspapers in Michigan, Illinois, Indiana
and Florida.

Mr. McGoff was quoted in the Secra
mento Union as saying that the Union and
related weekly newspapers in the markets
“‘are making significant progress in their
competitive struggle with McClatchy but
that such progress is being threatened by
McClatchy’s illegal and anticompetitive
tactics.”

Communications units
on Hill still unfilled;
House Commerce gets
seven new members

Assignments of members to the Com
munications Subcommittees in botl
Senate and House remained uncertain las
week as the organization of the 95th Con
gress proceeded.

In the House, subcommittee assign
ments are expected to be made next week
There is one vacancy on the Communica:
tions Subcommittee, created by the depar
ture of Goodloe Byron (D-Md.) from the
parent Commerce Committee to the
Armed Services Committee (**Closed Cir-
cuit,”’ Jan. 3). Meanwhile, seven freshmer
representatives were added to the ful
Commerce Committee. They are: Doug
Walgren (D-Pa.), Edward Markey (D
Mass.), Bob Gammage (D-Tex.), Barbar:
Mikulski (D-Md.), Albert Gore Jr. (D-
Tenn.), David Stockman (R-Mich.) anc
Marc Marks (R-Mich.).

On the Senate side, the Communica-
tions Subcommittee is a swiss cheese of
vacancies, which will remain unfilled untit
after the Senate finishes work on a com-
mittee reorganization plan. That will take
until the end of January; subcommitiee
assignments probably will not follow until
early February.

The Communications Subcommittee
will feel no effects of the reorganization,
except as it leads to cross-commitiee
movements among members. Senator
Howard Baker (R-Tenn.), who was elected
Senate minority leader two weeks ago in a
close race with Robert Griffin (R-



Katz TV Continental now represents
KRCG-TV
Jefferson City-Columbia, Missouri.
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Mich.) (the vote was 19-18), is expected to
leave the Communications Subcommit-
tee, on which he has held the ranking Re-
publican chair, for a seat on the Foreign
Relations Committee. Insiders took for
Senator Griffin to take his subcommittee
place.

Kreps thinks OT
should assume
some OTP powers

Carter Commerce appointee also
says at confirmation hearing,
however, that she’ll have to

defer to White House on matter

Jimmy Carter’s Commerce secretary-des-
ignate last week suggested increasing the
responsibilities of the Commerce Depart-
ment’s Office of Telecommunications as
one way to minimize conflict between that
office and the White House Office of
Telecommunications Policy. But she is not
recommending it, deferring instead to
whatever plans President-elect Carter may
have for reorganizing the executive office.

Juanita M. Kreps, the banking professor
from Duke University who appears
assured of confirmation as secretary of
Commerce, told the Senate Commerce
Committee that OT and OTP have a
‘‘shared mission,” a situation that ‘‘may
not be ideal.”” But she said it would be

“‘premature’’ for her to speculate what ad-
justments might be made in the division
of labor between the two.

Mrs. Kreps sidestepped a question seek-
ing her own recommendation for
reorganizing the policymaking mecha-
nisms for telecommunications in the ex-
ecutive branch, saying that in the next few
weeks, ‘““OTP functions will be examined
as part of ‘“‘broader reorganization con-
siderations within the executive branch.”
She added, ‘‘The Commerce Department
is one alternative for additional telecom-
munications responsibilities. Beyond this,
1 do not anticipate any reorganization of
Department of Commerce telecom-
munications functions at this time.”

Mrs. Kreps was asked in a written query
from Senator Howard Baker (R-Tenn.) to
take a more definitive stand on the future
of the two telecommunications offices.
Her reply had not been returned by mid-
week.

Mr. Kreps’s available comments were
embodied in written responses to ques-
tions from the Commerce Committee that
were prepared for her confirmation hear-
ing last Monday. Telecommunications
issues did not arise in verbal exchanges
there.

In other written answers she said that
among the Commerce Department OT’s
priorities in telecommunications are (1)
““How shall we manage the limited
resource represented by the frequency
spectrum which is becoming more con-
gested every year?”* and (2) ‘‘How can we

Doubleday Media offers:

The Good Life

A fulltime AM station, situated in the mid-Atlantic areaq, is for sale.
This region is rich in American history and contrasting life styles —
from highly technical industry to rural farms and coastal
recreational resorts. Life is good here and you will enjoy the
magnificent countryside and access to the nearby

cosmopolitan activity.

This nifty one kw facility enjoys limited competition, excellent
billings and good cash flow. The sale price of $325,000 is based
on a 1.5 multiple of gross sales. Terms are 29% down with the
balance over ten years. Real estate and building are included

in this opportunity for the good life.

Call Dick Anderson for more information.

214-233-4334

olm

Doubleday Media

Brokers of Radio, TV, CATV and Newspaper Properties

13601 Preston Rd., Suite 417 W, Dallas 75240
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lower barriers to innovation that limit eco-
nomic growth in the telecommunications
industry?”

Sonderling buys
Philadelphia AM-FM

Group owner pays over $4 milllon
to Max Leon for WDAS stations

Group station owner Sonderling Broad-
casting Corp. announced last week it had
signed to acquire WDAS-AM-FM
Philadelphia from Max M. Leon Inc. at a
price said to be in excess of $4 million.

Egmont Sonderling, chairman and
president, said, ‘““We look forward to hav-
ing the wDAS organization, with Bob Klein
continuing as general manager, join the
Sonderling group.”” The wDAS stations
were said to have had combined gross
revenues of $2.5 million in their last fiscal
year.

The sale is subject to the usual closing
conditions, including approval by the
FCC.

WpDAs{aM), which began operation in
1923, is on 1480 khz with 5 kw daytime
and 1 kw at night. WDAS-FM is on 105.3
mhz with 50 kw and antenna height 185
feet above average terrain.

Acquisition of the stations will bring
Sonderling’s radio station ownership to
seven AM’s and six FM’s, one short of
the FCC FM limit. The company also
owns WAST(TV) Albany, N.Y. The radio
stations are KDIA(AM) OQakland, Calif.;
KIKK(AM) Pasadena, Tex., and KIKK-FM
Houston; WDIA(AM)-WQUD(FM)
Memphis; WOL(AM)-WMOD(FM)
Washington; wopra(aM)-wBMX(FM) Oak
Park, Ill., and WWRL(AM)-WRVR(FM} New
York.

Sonderling also owns companies in-
volved in radio station representation,
television commercial film and tape pro-
curement, traffic and distribution and a
chatn of 56 motion picture theaters in New
England and upstate New York.

Changing Hands

Announced

The following broadcast station sales were
reported last week, subject to FCC ap-
proval:

B WDas-aAM-FM Philadelphia: Sold by
Max Leon Inc. to Sonderling Broadcasting
Corp. for approximately $4 million (see
story above).

8 Wgis(aM) Bristol, Conn.: Sold by
Robert H. Baker (51.4%), Robert J. Baker,
Marsh R. Howard and Thurston B.
Howard (16.2% each) to David A.
Rodgers for $358,153. Sellers have no
other broadcast interests. Mr. Rodgers is
president and owner of Rodgers Group,
licensee of KKZZ(AM)-KOTE(FM) Lancaster



Big deal. Officials of Harte-Hanks
Newspapers staried the new year (Jan.
3) by consummating that company's
$19 million purchase of wrmy-Tv Greens-
boro, N.C., from Landmark Broadcasting
{BroaDCASTING, Nov. 15, 1976). Charles
A. Whitehurst, formerly vice president
and general manager of the station, will
remain with wremy-Tv as president. At the
closing (I to r): Wayne Kearl, president,
Harte-Hanks Television; Robert G. Mar-
but, president and chief executive
officer, Harte-Hanks Newspapers;
William A. Gietz, president, Landmark
Broadcasting, and Frank Batten, chair-
man, Landmark Communications.

and KKEE(AM)}-KWYT(FM) Salinas, both
California. WBIs is 500 daytimer on 1440
khz. Broker: Blackburn & Co.

8 KDsx-AM-FM Denison-Sherman, Tex.
Sale price reported in BROADCASTING Jan.
10 should have read $525,000 including
$20,000 covenant not to compete, not plus
that amount. Broker for sale to Grayson
County Broadcasters (John B. and Fredina
B. Mahaffey) was Doubleday Media.

® Other sales reported at the FCC last
week include: KLRK(AM) Centerville,
Utah; wtoY(aM) Roanoke, Va., and

KAPA{AM) Raymond, Wash. (see page 49).

Approved

The following transfers of station owner-
ship were approved last week by the FCC:

® WONN{(aM) Lakeland-wpPCv(FM) Winter
Haven, both Florida: Sold by Joe
Garagiola and his wife, Audrie, to WONN
Inc. for $1.1 million. Mr. Garagiola is NBC
- sports personality; neither he nor his wife
has other broadcast ownership. Buyer is
owned by Herbert Stewart (51%) and
Leonard H. Marks (49%). Mr. Stewart is
president of MCA Canada Ltd., TV film
producer and distributor, subsidiary of
Calif.-based MCA Inc. Mr. Marks is Wash-
ington communications attorney. WONN is
on 1230 khz with 1 kw day and 250 w
night. WPCv is on 97.5 mhz with 100 kw
and antenna 499 feet above average ter-
rain,

® KDEC{aM) El Cajon, Calif.: Sold by
Metro Communications Inc. to Lee Bartell
& Associates for $700,000. Seller is prin-
cipally owned by Mortimer W. Hall who
has no other broadcast interests. Buyer is

owned by Lee Bartell (40%) and his
children, Richard (20%), Michael (20%)
and Roberta Weiss (20%) . Senior Bartell is
San Diego attorney and, with his sons, has
various motel interests. Richard is El Ca-
jon attorney, Michael is vice president of
New York leasing and insurance firm and
Mrs. Weiss is San Diego school teacher.
KDEO is on 910 khz full time with 1 kw.

® KweN(FM) Tulsa, Okla.: Sold by Swan-
co Broadcasting to Ronald E. Curtis for
$500,000. Seller, Gerock H. Swanson
(82%), also owns KRMG(AM) Tulsa;
WBYU(FM) New Orleans; KKYX{(AM) San
Antonio, Tex.; KKNG(FM) Oklahoma City;
KQEO(AM) Albuquerque, N.M.; KLEO(AM)
Wichita, Kan.; KFIZ(AM)-KWXI{FM) Fort
Worth, and the Texas State Network.
Buyer is principal in KALO{AM)-KLAZ(FM)
Little Rock, Ark., and owns Ron Curtis &
Co., Chicago-based communications ex-
ecutive search firm. KwEN is on 95.5 mhz
with 100 kw and antenna 300 feet above
average terrain,

@ Other sales approved last week at the
FCC include: wyaM(aM) Bessemer, Ala.;
KINO(AM) Winslow, Ariz.; WMEN(AM)
Tallahassee, Fla.; wBML(AM) Macon, Ga.;
KYET(AM) Payette, Idaho; WOKW(AM)
Brockton, Mass.; kKBRL(AM) McCook,
Neb.; WFLR-AM-FM Dundee, N.Y.,
WOBU(FM} New Bern, N.C., WEND(AM)
Ebensburg, Pa.; WENR(AM) Englewood,
Tenn., and WYNE(AM) Appleton, Wis. (see
pages 49-50).
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Bates’s Reichel
cautions INTV
delegates not
to overreach for
fourth network

The market may look good now,
but that could quickly change,
he says; he also warns against
another round-of price Increases

A top media executive issued ‘‘a few
words of caution’ last week to indepen-
dent-station executives who would like to
put together a fourth network to compete
with ABC, CBS and NBC.

As guest speaker at the Tuesday
luncheon of the INTV convention in San
Francisco, Walter Reichel, senior vice
president and executive director of media
and programs at Ted Bates, started off by
looking on the bright side. *‘The stations
are pulling together,”’ he said, ‘‘programs
are involved and interested, and adver-
tisers are supportive. A potentially over-
sold network economy and escalating rates
have given rise to the prospect of a fourth
market.”’

But watch out for shifts in the market-

AMERICA'S OUTSTANDING MEDIA BROKERS * A COAST TO COAST NETWORK

The Sale of
WDIX-AM/EFM

Orangeburg, South Carolina from WDIX, Inc.
to Smiles of S.C., Inc. for

$625,000

has been approved and closed.
Blackburn & Company acted
as brokers in this transaction,

This sale marks the retirement from broadcasting of Mr. Frank B.
Best, St. who had been a principal in WDIX, Inc. since 1946. We
offer Mr. Best our congratulations and best wishes.

BLACKBURN «companyinc.

RADIO = TV = CATV = NEWSPAPER BROKERS / NEGOTIATIONS = FINANCING = APPRAISALS

~

WASHINGTON, D.C. CHICAGO 80801
20006

1725 K Strest, N.W.
{202) 331-9270

(312} 346-6450

333 N. Michigan Ave.

ATLANTA 30281 BEVERLY HILLS 90212
400 Colony Square 9465 Wiishire Bivd.

(404) 892-4855 °{213) 274-8151
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Mix an ENG camera
with a studio camera, and
what doyou get?

A Sony.




The Sony BVP-100, to be exact. A new
kind of portable color video camera, from
Sony Broadcast.

There have been portable ENG cameras
before. Field production cameras, too. But
the BVP-100 is a camera deliberately
designed to give you the best of both worlds.

The BVP-100 combines the lightweight
body, economy, and simple setup procedure
of an ENG camera with the broadcast picture
quality, manual controls, and built-in
professional features of a field production
camera.

[t’s like having two cameras in one.

In the field, the BVP-100 is fully
portable, easy to handle, completely
automatic. You can depend on it to cover
fast-breaking news, sports events, any ENG
situation you run into.

But when you're in commercial or
documentary production, you need more
than an automatic ENG camera. You need a
camera you can control manually. A camera
you can interface with other cameras. A
camera like the BVP-100.

Take a look at some of the special
advantages the Sony BVP-100 can offer you:

1. Beam-splitting prism optics. Three
2/3" Plumbicons® with beam-splitting prism
optics provide broadcast quality signal
resolution, high sensitivity, low registration
error, and extremely stable operation—at a
signal-to-noise ratio of better than 50db.

2. Built-in masking generator. Unlike
many portable color cameras, the BVP-100
has built-in masking circuitry. This insures
optimum predictable colorimetry at all times,

*Trademark N. V. Philips

and of course allows matching the BVP-100%s
colorimetry to that of other cameras.

3. Built-in test generators. On
location, you can make many necessary
balance and test monitoring adjustments
without accessory equipment. And the less
accessory equipment you need, the faster you
can move.

4. Quick adjustment to changing
light. The BVP-100 special black stability
circuit and automatic white balance help
maintain correct color proportion levels.
Even in rapidly changing lighting conditions.

5. Flare compensation. The BVP-100
has fully adjustable flare compensation
circuitry to remove any annoying distortion
in black balance created by an optical
disturbance.

6. Recorder playback through
viewfinder. For field situations, the recorded
video signal is switchable to the BVP-100
viewfinder. You can monitor and review
instantly.

7. Easy access to controls. The
BVP-100 is designed with all setup and
operating controls conveniently located for
quick adjustments while the camera is in use.

And there’s more. Much more. Built-in
filters. Image enhancement. Easy setup.
Operation with battery or AC adaptor. Plus a
single 10-pin connector cable that links to
the new Sony BVU-100 Portable
Videocassette Recorder, or to any other Sony
portable recorder.

For further information on the BVP-100
Color Video Camera, write to Sony
Broadcast.

Sony Broadcast

Sony Corporation of America, 9 West 57 Street, New York, New York 10019
Sony® is a registered trade mark of Sony Curporation of America.



place, Mr. Reichel warned. The three net-
works could each ‘‘add a seventh commer-
cial minute to better accommodate de-
mand in prime time and win back some of
the waverers,”’ he continued.

Then he went on, ‘‘You are enjoying
genuine support from solid advertisers,
yes. However, some of the supportive
clamor you may think you bear can aiso be
interpreted as an attempt to intimidate the
networks into controlling their rates.”’

“Many advertisers doubt you will suc-
ceed,’ he added, while other advertisers
*‘would prefer not to see the available au-
dience split up into still smaller pieces.’’

Mr. Reichel then shifted gears and
harangued the station executives for set-
ting their rate-card prices too high. He said
some advertisers’ budgets ‘‘cannot keep
pace with the rate of increase.”” As a result,
these advertisers have lo resort to a
““lowering of weekly gross rating points,”’
to ‘“‘reduced market lists’’ and to the
‘‘elimination of weeks from the planned
schedule.”

“Charging what the market will bear,”
he explained, ‘‘reveals a lack of planning
and no real understanding of the long-
term implications of a pricing policy. Prices
based strictly on demand can kill de-
mand.” The ‘“‘two key issues” for adver-
tisers, he suggested, are:

The fact that ‘‘the advertiser is paying
more and in some cases receiving less, Par-
ticularly in network television, fewer
guarantees and options are being offered
and schedule requirements are often not
fulfilled.”

And the fact that ‘‘no real justification”
exists “‘for another round of price in-
creases.” The “*rationale’ for the boosts in
1976 was that ‘‘it was a ‘make-up’ year.
Realistically, however, we see that many
stations have had two good years in a row,
in terms of increased revenues and good
profits. What then is the rationale for
further increases, particularly in certain
markets?”

Encouraging words
for independents
from advertisers

INTV session hears big firms
tell of upping their budgets
for spot; there are also

a few complaints about clutter

Media executives of three major corpora-
tions last week told an audience of inde-
pendent-station managers that prospects
look bright for their getting a bigger share
of the spot-TV dollar this year and in sub-
sequent years.

Donald Martin, Ralston Purina associ-
ate media director for its consumer-prod-
ucts group, set the tone when he said that
the company made an $850,000 shift in its
spot-TV budget over the past five months
from network affiliates to independents.
He was speaking at the panel session,
‘“National Advertisers Look at Indepen-

No small potatoes. For the past three
years Idaho Governor Cecil Andrus has
been the advocate of the Idaho Potato
Commission, appearing as TV spokes-
man for the state's best known product.
Commercials extoling the virtues of
Idaho potatoes have been running in an
average of 25 markets in the East and
the Southeast, and, according to the
commission’s advertising agency. Foote,
Cone & Belding/Honig, San Francisco,
“Governor Andrus has been a wonderful
spokesman and the campaign has been
very successful’ He has also appeared
on a number of netwark programs, in-
cluding NBC-TV's Today and ABC-TV's
Good Morning, America, in his capacity
as Mr. Idaho Potatoes. FC&B/Honig re-
ported regretfully last week that Gover-
nor Andrus who is secretary-designate
of the Department of Interior, will termi-
nate his potato spieling on Jan. 20 when
Jimmy Carter is inaugurated as Presi-
dent.

dents,” at the INTV convention in San
Francisco Tuesday. a

Mr. Martin went on to credit INTV’s
“‘tailor-made presentation’ to Ralston
Purina last July, which he said was ‘‘so
convincing and so well-done”’ that the
company gladly doubled the percentage of
its total advertising budget that goes to in-
dependent stations,

Another company that lays out an even
bigger percentage of its ad dollars to inde-
pendents, Pepsico, was represented on the
dais by Henry Hayes, media director of
Pepsi, who noted as an example that 45%
of the money he allocates to New York’s
TV stations goes to the three indepen-
dents.

In general, Mr. Hayes said, indepen-
dents counterprogram so effectively in
fringe time that they deliver a far greater
percentage of 12-to-34-year-olds than do
network affiliates, which makes them bet-
ter buys for a company such as Pepsi.

The third panelist, Anna Zgorska, the
media manager of ITT-Continental Bak-
ing, said to the assembled independent-
station executives that they ‘‘have always
received a fair share of Continental’s spot
dollars and should continue to do so.”

But, as did the other two panelists, she
also pointed to independent-station short-
comings. For one example, she cited *‘re-
peated’’ product conflicts where spots of a
Continental Baking product and a com-
petitive product {or of another Continen-
tal brand) run back to back despite the
agency’s “‘careful’’ instructions with each
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buy it makes for the company. She
threatened to ‘‘withhold payment from
continuous violators’’ if such product con-
flict is not stopped.

In the same vein, Pepsi’s Henry Hayes
cited a Broadcast Advertisers Reports
study showing that in the top-10 markets,
independent stations clutter their prime
time with 22% more commercials than do
network affiliates. And since independents
tend to go with more ‘‘direct-response,
record-type ads,” he continued, these sta-
tions end up with a poor image. A number
of independent-station executives
vigorously protested Mr. Hayes’s figures
during the question-and-answer period,
and they agreed to ask BAR to make
further studies of the problem of prime-
time clutter on independent stations.

Ralston Purina’s Don Martin urged the
independents to keep their prices reason-
able and to move energetically ahead on
new types of programing such as the MCA
TV **Operation Prime Time’’ miniseries.

Praise abounds
for broadcasting
as ad medium

Advertising-promotion people

tell success stories of radio-TV
campaigns at annual convention
of National Retail Merchants Assn.

The steady strides that television and radio
have taken into retail advertising, long the
preserve of newspapers, were documented
last week at the 66th annual convention of
the National Retail Merchants Association
in New York.

Broadcasting’s advances in the retail
sector were enunciated in presentations by
Roger D. Rice, president of the Television
Bureau of Advertising and Miles David,
president of the Radio Advertising
Bureau. To buttress their points, they
called on retail advertising-promotion ex-
ecutives to recount their successful use of
television or radio.

Mr. Rice and George G. Huntington,
executive vice president of TVB, presided
at .a presentation keyed to the theme,
““Measuring Advertising Results’” They
reported on a questionnaire distributed to
NRMA members which elicited the
following information: 94% of the re-
spondents said they measured their adver-
tising in terms of sales results; 69% said
these measurements helped them in
selecting items to advertise, the media in
which to advertise and in designing future
advertising; 41% reported measuring some
form of store traffic. At different points in
their talk, they introduced various retail
executives who underlined some of the
points raised.

Talks prepared by John Tesorero, sales
promotion manager of Sage-Allen & Co.,
Hartford, Conn., and Peter A. Leggett,
manager, sales promotion, Belk-Leggett
Stores, Lynchburg, Va., were given to the
session by Tom McGoldrick, marketing



retail sales executive for TVB. (Mr
Tesorero could not be present because of
an illness in his family and Mr. Leggett
was grounded in Lynchburg because of
snow.)

Mr. Tesorero’s talk centered on an ex-
periment testing a TV campaign using
mercHandise not advertised in newspapers.
He said that for the week of November 17
a commercial for Harleen sportswear was
carried on a station. The response, he said,
was outstanding: in the one week TV was
used, 885 pieces of merchandise were
sold, as against 793 in a 10-week period
without television. ‘*Using a small sched-
ule, we achieved important response,”” Mr.
Tesorero said.

Mr. Leggett focused on the ways Belk-
Leggett measures its TV results. He noted
that the chain uses Virginia TV stations in
Roanoke, Richmond, Norfolk,
Lynchburg, Harrisonburg and Charlottes-
ville. The chain conducts 10 major promo-
tions a year, he said, and each one takes a
multi-media approach.

Mr. Leggett acknowledged that it would
be difficult to pinpoint TV’s effectiveness
when various media are used in special
events, but added that it can be gauged
when TV is used alone.

“We use a very simplified method of
trying to determine the effectiveness of
our TV advertising in that every store is re-
quested to 1ake an inventory of advertised
items each day, for five days, after the TV
ad appears,” he explained. ‘“Then the ad-
vertising results form is sent to the sales
promotion office in Lynchburg. We spot
check the stores throughout the state in
different size categories to determine the
over-all effectiveness of the item adver-
tised”

Phyllis Green, broadcast director, L.S.
Ayres & Co., Indianapolis, reported that
TV investment by Ayres rose by one-third
in 1975 over 1974 and jumped by more
than 100% in 1976 over 1975. She con-
ceded the allotment to TV is still modest
compared to print advertising but added:
“We're more convinced than ever that
television gets results and will play a still
more important role in Ayres’s media
mix.”’

The decision to bolster the TV invest-
ment, Ms. Green said, was influenced by
TV’s penetration in both the central cities
and the suburban and rural areas. She
voiced the view that the heavier use of TV
for the company’s 104th anniversary sale
“‘contributed the major thrust to make
1976 our most successful ever.”’

William K. Gay, manager, advertising
research, J. C. Penney Co., emphasized
the value of pretesting commercials. Pen-
ney conducts various types of pretests:
exploratory research to determine which
products or strategies should be promoted,
consumer research to ascertain the in-
terest in a product or service if it became
available; concept testing 10 measure con-
sumers’ reaction to different product
descriptions or copy emphasis, and mini-
market testing to gauge the entire market-
ing and advertising strategies in several
markets. Mr. Gay added that Penney also
tests commercials on-air, but felt strongly

that adequate pretesting can be a prime in-
gredient in attaining advertising effective-
ness.

The thrust of the RAB presentation was
that radio is an efficient and effective
medium for retailers, particularly in this
era of escalating costs. Mr. David who
delivered the presentation (which included
a slide and film production) pounced on
newspapers and television as media that
have jumped rates excessively, vis a vis
radio. Using figures compiled by Ted Bates
& Co., Mr. David reported:

*‘On a national basis there has been a
90% increase in newspaper’'s cost-per-
thousand over the last nine years. That’s a
national average. In your city it may not be
as bad, or it might be worse ... On TV,
time, production and staff costs are high
and climbing all the time. Qver the nine
years TV cost-per-thousand is up 76%.
Compare this with radio—up only a
moderate 28% —again according to Bates”

Appearing in the presentation were
taped testimonials and photographs of
such executives as Lois Patrich, vice presi-
dent and advertising director, Carson
Pirie Scott, Chicago; Ed Libonati, broad-
cast director, Macy’s, New York, Michael

Davenport, creative director, The Crown.

Center, Kansas City, Mo.; Gillian Red-
fern, sales promotion director, Wallach’s,
New York; Ron Foth, retail and creative
consultant, The Union, Columbus, Ohio;
Paul Denehie, vice president, sales promo-
tion, The Bottom Half, Terre Haute, Ind.,
and David Stern, president David Stern
Advertising, Seattle.

Ms. Patrich noted that at her store
“‘we’re realizing that radio can stand on its
own.”’

Mr. Foth said he was pleased with the
penetration of radio. He felt radio could be
used to reach different types of people. Mr.
Libonati said from time to time only radio
has been used by Macy’s for its Junior or
Young Men departments and “‘it has gen-
erated a great deal of traffic””

In reply to a question from the audience
on the number of radio commercials
needed to reach the best prospects, Mr.
Davenport said a major item should be ad-
vertised *“in depth” and ventured that 16
1o 18 spots per day might be satisfactory.

FTC drills dentists

Commission tells dental association
that its code should be altered
so advertising will be allowed

If the Federal Trade Commission has its
way, the American Dental Association’s
“Principles of Ethics’ will be altered,
opening the way for dentists to advertise.

The FTC last week unanimously voted
to issue a complaint against the ADA
charging that it has illegally restrained
competition by preventing price competi-
tion and business solicitation through ad-
vertising or other means.

The Chicago-based ADA and its affili-
ated organizations have 127,644 mem-
bers, including 95% of all practicing den-
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tists in the country. The FTC said that total
expenditures for dental services in 1975
was about $7.5 billion.

This isn’t the first advertising ban that
the FTC has gone after. In December
1974, it issued a complaint against the
American Medical Association (BROAD-
CASTING, Jan. 5, 1976). That complaint is
still pending. The American Bar Associa-
tion’s advertising ban has been challenged
by the Justice Department (BROADCAST-
ING, June 28, 1976).

Aside from fixing prices, the FTC said,
the ADA code deprives consumers of per-
tinent information and restrains the devel-
opment of innovative dental services.

The complaint also said that the ADA
has specifically worked with affiliated den-
tal societies to eliminate competition in In-
diana and Virginia. The other societies
cited were the Indiana Dental Association,
Indianapolis District Dental Society,
Virginia Dental Association and Northern
Virginia Dental Society. The ADA and
other associations have 30 days to respond
to the complaint.

The ADA said that the restrictions on
advertising are also included in all state
laws and that the ban has not caused fees
to rise. It added that unrestricted advertis-
ing ““might lead to serious abuses in the
delivery of dental care.”

In a related action, the FTC authorized
its San Francisco regional office to conduct
an investigation of private and govern-

mental practices that might restrict com-
petition or entry into the dental care in-
dustry. Among the areas targeted for in-
vestigation are price information dis-
closure and restrictions on who can own
dental practices.

Advertising Briefs

Four more. Dancer-Fitzgerald-Sample,
New York, is now agency for seven
Toyota dealer groups, with latest addition
of four groups and their $2 million in an-
nual billings. Four are Gulf States Toyota
Advertising Group, Ohio Valley Toyota
Dealers Association, Great Lakes Toyota
Association and Mid-Atlantic Toyota
Dealers. D-F-S also handles Toyota cor-
porate, which bills about $40 million an-
nually.

Be sure it's true. If privately owned voca-
tional and home study schools make job-
placement and earnings claims in adver-
tisements, statistical support must also be
included. That recommendation is part of
552-page report released by staff of Feder-
al Trade Commission’s Bureau of Con-
sumer Protection on rulemaking to gov-
ern certain activities of schools. While
staff recommendations generally foliow
rule originally proposed in May 1975, staff
would exempt schools with less than 75
students per year.

Affiliated Publications of Boston

has purchased WSAI AM-FM
Cincinnati. Ohio from

Combined Communications

for *6,300000

The undersigned assisted in
these negotiations and acted as
agent for Combined Communications

R. C. CRISLER & CO.,, INC.

Cincinnati, Ohio / Tucson, Arizona
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Masini report
on Operation
Prime Time stirs
cautious but

excited reaction

Project makes big news at INTV
convention; stations put up

$4 million for eight-part miniseries
to run in May; its unlikely that
other shows will start until ratings
are in on ‘Testimony of Two Men’

Operation Prime Time, the miniseries
that’s turning into the most ambitious
project ever set in motion by television sta-
tions on their own—outside the three-net-
work structure—came across as the big
story of the INTV convention last week.

The full details of Operation Prime
Time (OPT) were outlined by Al Masini,
president of Telerep Inc., during a panel
discussion on ‘“New Dimensions in Pro-
graming: The Fourth Market’* at the
INTV convention in San Francisco Jan.
11, Mr. Masini is given credit as the man
most responsible for lining up the mix of
independent stations and network affili-
ates that will carry the first-run miniseries,
beginning in May (BROADCASTING, Aug.
23, 1976).

Mr. Masini began by defining OPT as
“‘an effort by the stations themselves to
directly commission a production firm to
produce top-quality prime-time program-
ing for local use.”” The 52 stations invoived
(21 independents, 12 CBS affiliates, 11
NBC affiliates and eight ABC affiliates)
agreed not to skimp on the budget—
they’re paying MCA TV, the producer, $4
million for the eight-hour movie that will
be extracted from Taylor Caldwell’s novel,
““Testimony of Two Men.” MCA began ac-
tual production of the movie last week.

Another panelist, Stanley Newman,
vice president and story editor of MCA,
said “‘Testimony™ was chosen by MCA
and the stations' steering committee for
OPT (Leavitt Pope, president of weix[Tv]
New York; Richard Frank, president and
general manager of KcoriTvl Los
Angeles; and William Schwartz, vice
president and general manager of
KTvuITvl San Francisco, among others)
because “it’s a solid story, with a solid,
idealistic hero—a doctor—and it’s played
out on the broad canvas of an American
community, with lots of action and some
controversial issues that can be dramatized
rather than preached about.”” Besides, he
added, Taylor Caldwell wrote ‘“The Cap-
tains and the Kings,” which chalked up
respectable Nielsen numbers when NBC
telecast it as a nine-hour miniseries.

A few sources close to OPT said the $4
million being put up by the stations will be
roughly apportioned among them accord-
ing to market size, and the national-spon-



sor revenues that come in will probably be
divvied the same way. These sources
added that MCA will have to put up about
$200,000 of its own money for a produc-
tion budget of $4.2 million, which would
break down to a production cost of
$525,000 per hour—more than most net-
work prime-time shows cost, according to
Mr. Masini. MCA will get its money back
by selling the series beyond the 52 mar-
kets 1n this country, as well as putting it
into distribution in foreign cities, the
sources said.

Mr. Masini said the OPT stations
haven’t made final their decision on how
to sell the nine-and-a-half commercial
minutes that will be avaijlable to adver-
tisers in each hour. But the plan they’re
gravitating toward would set aside six of
those minutes for network-type national
buys, with a tentative rate-card price of
$55,000 for one 30-second spot, which
would again make it comparable to the
kinds of prices the three networks get for
their prime-time spots. Mr. Masini said
that **informal meetings’ have unearthed
“‘great interest” in OPT among national
advertisers. Thus, if the OPT stations were
able to sell all six minutes in all of the
eight hours at $55,000 per 30-second spot,
they'd gross $5.28 million, which would
more than meet the production ¢ost and
turn the other three-and-a-half commer-
cial minutes in each hour, which the sta-
tions would sell locally, into pure gravy.

With revenue figures like those in the
offing, other production companies are
seriously considering getting involved
with the station consortium, and Mr. Pope
of wpix said a number of proposals have
been floated by the OPT steering commit-
tec. MCA’s Stan Newman told the au-
dience he's convinced that “‘Testimony of
Two Men” will be “‘the first of many such
cooperative ventures in the future— MCA
is in it to stay, and we expect a big share of
this fourth market.”

Mr. Newman added that future projects
would not have to be restricted to the
adaptation of novels into miniseries, but
could also include ‘‘half-hour action-ad-
venture strips,” or ‘‘six two-hour made-
for-TV movies focusing on one continuing
character, like a Columbo' or even a
series of 30-minute strips *‘based on the
big-selling Gothic novels by authors like
Barbara Cartland, Phyllis Whitney and
Victoria Holt.”

But Mr. Pope said later in a meeting with
reporters that ‘‘we’ve got to crawl before
we can run,” so it's unlikely that the OPT
consortium will go ahead with another ma-
jor project before the first ratings are in for
“Testimony of Two Men.”

This pragmatism of Mr. Pope, which
echoes that of the OPT steering commit-
tee, took the edge off the proposal put for-
ward by the third panelist, Archa O.
Knowlton, director of media services for
General Foods. Mr. Knowlton told the in-
dependent-station executives that his
company wants ‘‘a group of stations cover-
ing a substantial part of the country 1o
band together, or affiliate, if you will, to do
business with a single program service
much like the current three-network affili-

ates do business with ABC, CBS and
NBC.”

He elaborated by saying that General
FFoods is *‘looking for a group of stations 1o
affiliate to buy programing, not just a
group of stations that happen to be an ad-
hoc line-up because they all happen to buy
the same program.” OPT, of course, fits
the description Mr. Knowlton desires—as
opposed to a vast range of other program-
ing that is being loosely placed under the
fourth-market rubric, everything from
successful syndicated series like Hee Haw
and The Lawrence Welk Show to supplier-
generated shows like Mobi! Qil’s Ten Who
Dared specials and the upcoming David
Frost interviews with Richard Nixon
(for which Syndicast Services has lined up
stations).

“In the U.S. today,”” Mr. Knowlton con-
tinued, “‘there are independent facilities in
enough markets o provide advertisers
with a network capable of reaching some-
where between 55% and 60% of TV
homes. If these could be pulled together—
maybe on only a limited basis one night a
week or for one time period across the
week —then, with quality programing,
there would be a chance to get the Ameri-
can viewing public to search out and sam-
ple the programing on the fourth siation in
each of these markets.””

The kicker is that Mr. Knowlton wants
this new marketplace to be set up im-
mediately. Stressing the urgency of it, he
said, ‘‘By March or April—just a few
months away —up-front negotiations with
the networks will have taken place for the
1977-78 season’ in prime time. “‘If you
don't act before then by coming up with
some kind of proposal,” Mr. Knowlton
warned the independent-station execu-
tives, “there won’t be much more that we
can do this year to offer you financial en-
couragement.”

Most of the station executives involved
in OPT said that Mr. Knowlton’s demand
was unrealistic, at least in the short-term
future (the next few months). But, as Mr.
Masini put it, OPT, “‘from the outset, was
set up in such a manner that it would not
just be a one-time-only special but instead
be the beginning of the machinery for
many future productions.”

If ““Testimony of Two Men” piles up the
ratings and the ad dollars, OPT may be
ready to lay the foundation for an on-going
network-type structure of the kind Mr.
Knowlton is ready 1o support.

[ SR . —

Trying out for prime time

ABC-TV has scheduled on-air trial runs of
three hour-long series that didn’t make the
formal second-season line-up: Lorimar's
domestic comedy Eight Is Enough, about
a newspaper columnist and his eight
children, to replace The Captain and Ten-
nille (Monday, 8-9 p.m., NYT) for six
weeks, Martin Starger’s West Side Medi-
cal, a contemporary drama focusing on
three young doctors, to replace Family
(Tuesday, 10-11 p.m.) for six or seven
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weeks; and Paramount’s Future Cop, a
melodrama with comedy overtones about
a humanoid robot policeman, which will
run as six specials on an irregular basis as
does Warner Bros.' current Wonder
Woman. All of these changes will take
place sometime in March.

Danish, McGannon
on opposite sides
at PTA conference
on TV violence

Former says television is doing
much to reduce hard action;
latter says It's not doing enough

Two TV representatives offered two
different pictures of the strength and effec-
tiveness of broadcasting’s efforts to reduce
television violence at an ““open hearing™
conducted by the National Parent-
Teachers Association last week in Kansas
City, Mo,

® Roy Danish, director of the Televi-
sion Information Office, said broadcasters
have reduced violence sharpiy, offer
viewers a choice of at least one nonviolent
network program in every prime-time
period except possibly one half-hour a
week and are continuing to prune the vio-
lent content.

B Donaid H. McGannon, chairman
and president of Westinghouse Broadcast-
ing Co., said ‘‘the universality’’ of televi-
sion carries a responsibility “‘which the in-
dustry has yet to adequately fulfill,”’ partly
out of failure to provide ‘‘aiternatives to
the constant offerings of programs which
vary only in the degree of violence
depicted on the screen.”’

The hearing was one of a series of one-
day sessions the PTA is conducting weekly
in major cities, devoted largely to ap-
pearances by school authorities, medical
leaders and others in criticism of violence
on television.

In the current season, Mr. Danish said,
“in every time period with series pro-

grams, the viewer has a choice of at least
one or more nonviolent network- shows.
The possibility of lack of choice does occur
on one evening when two movies overlap
for one half-hour [Sunday at 9-9:30, when
ABC and NBC are showing movies and
CBS is showing Switch]. But a check of
schedules for the past season shows that
both movies contained violent scenes only
one time out of five. And of course there’s
the alternate programing provided by sta-
tions not affiliated with networks and by
public TV stations as well.”’

Mr. Danish said the networks and the
National Association of Broadcasters’
Code Authority employ 150 people full
time and spend $4 million a year to super-
vise and maintain standards, aside from
efforts by individual local stations, More
than that, he said, ‘‘it would be wrong to
place responsibility for many of the evils
of society solely on the broadcasters.”’ He
continued:

‘‘Parents have a responsibility, too. I'd
like to suggest a handy check list which
you, as PTA members, are probably in the
best possible position to bring into wide
circulation:

“Know what your children watch. Offer
suggestions. Help them use local listings
to make appropriate choices, Set reason-
able limits to their viewing. Watch their
favorite programs with them from time to
time, even if they’re not your favorite pro-
grams. Express your own opinions about
programs and don't be afraid to offend a
child by saying, ‘I think that’s a bad pro-
gram.' Tell them why you think so, but
don’t just talk to your children, talk with
them about subjects brought up in televi-
sion programs and about ail the other
things that thosé subjects will lead you
into. Television is a marvelous bridge of
communication between parents and
children.”

Mr. Danish cautioned the group not to
expect broadcasters to “‘turn their backs
on the tens of millions of viewers who are
not parents, who are not children and
whose perfectly legitimate desires include
action and adult themes in television pro-
grams,’ because TV must be shared by
people of different ages, tastes and in-
terest. He also reminded them that “‘you

Danish

McGannon
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and I and our friends and, in some cases,
our children have made ‘Jaws’ and ‘The
Godfather’ and ‘The Exorcist’ the three
most popular films of all time.”

The surgeon general’s massive study of
TV and violence in the early 1970's, he
said, has been widely interpreted as an
out-and-out indictment of TV, but in fact
*‘there was no clear-cut indictment of TV’
and some of the participants have since
softened positions they took then, Mr.
Danish said. ‘‘Clearly,’ he added, ‘“‘the
major causes of violence do not include
TV

**Despite the fact that the signals remain
hazy,’ he continued, ‘‘broadcasters have
responded to evidence of public concern™
by imposing stricter standards, canceling
numerous heavy-action shows and reduc-
ing violence in others, while at the same
time introducing more pro-social elements
into programing.

Moreover, he said, ‘‘there’s a wide
range of programing which children find
attractive ... scattered in good measure
throughout the week. There are many fine
things to be seen, Programs that deal with
history, government, biography, biology,
astronomy, the environment and animal
life. Others deal with the sea, the stars and
the great interest that has been generated
by our activities in space. Youngsters are
quite literally given a woridwide view of
people and places through television, Not
all those places are attractive and not all
those people are doing attractive things,
but they are certainly part of the world.”

Mr. McGannon, whose company is
seeking an FCC investigation of network-
affiliate relationships and has the PTA’s
support in that bid, toid the PTA that he
was ‘‘especially concerned that violence
on television is stunting the further de-
velopment of what is undoubtedly the
most powerful communications medium
in the world. We cannot allow this to hap-
pen.’

In support of his charge that TV does
not provide enough nonviolent alterna-
tives, Mr. McGannon said, ““for example,
this evening at 10, the three networks will
air Kojak, Police Story and an episode of
Family in which 19-year-old Willie has an
affair with an older woman.”

““The lack of alternatives,” he con-
tinued, ‘‘is underscored by the fact that if
you were to watch all three networks for an
entire week during prime time, you’d find
as much as 63% of the programs oriented
toward crime, violence or adult content—
depending on the movies being shown.

“I have no objection to people—even
youngsters—being exposed, in realistic
portion, to the real world. But [ submit
that the average child, in the current con-
text, gets an abnormal exposure to the ab-
normalities in our society.

“‘Approximately 1% of the population
of the U.S. in a given year is involved in
the commission of the seven most serious
crimes. Yet the image of our society which
we receive from our television sets leads
us to believe that figure is infinitely higher.
Instead of an accurate reflection of our
society and its problems, television pro-
vides us with a trick carnival mirror, full of



distortions, reflecting abnormality.

“In my opinion, the concentration ni’

these kinds of programs stems from the
primary desire to achieve high ratings, par-
-ticularly among men and women in the
18-t0-49 age group—the group that adver-
tisers are most interested in reaching. In
other words, false and insensitive ele-
ments are being injected into programs
merely to build audience.”’

Mr. McGannon said the public ‘‘is
thirsting for new dimensions in television
programing—perhaps more than the
television industry thinks it is ready for.”
He cited the ratings successes of NBC’s
The Loneliest Runner, about a bed-wetter;
ABC’s Green Eyes, about a veteran seek-
ing a child he fathered in Vietnam; The
Boy in a Plastic Bubble, about a child born
without normal immunities to disease,
and the Barbara Walters interview with
President-elect and Mrs. Carter.

To understand how ‘‘the current pro-
graming situation has come to pass,”’ Mr.
McGannon said, it is helpful to know that
stations are solely responsible to their
communities and to the FCC and are sub-
ject to license renewal every three years,
while *“‘the networks, except for the sta-
tions they own and operate, have no
responsibility or accountability to the
FCC.

**Yet over two-thirds of the programing
aired by local affiliates orginates with the
networks,” he added.

As for contentions that there is no hard
evidence linking TV to youth violence and
crime, he said that while clear-cut cause-
and-effect evidence may not be available,
“I ask you: Can we afford to take this
chance? Can we gamble with the impact of
our medium, and defer any sort of action,
knowing that the well-being and health of
our children are at stake? I believe that the
answer must be a resolute ‘No,” whether
you are a parent or a broadcaster. It is cer-
tainly not a question which can be
answered by default.”

The Kansas City ‘““open hearing” was
held last Tuesday. Others are scheduled
tomorrow {Jan. 18) in Atlanta, Jan. 25 in
Chicago, Feb. 1 in Dallas, Feb. 8 in Port-
land, Ore., Feb. 15 in Hartford, Conn.,
and Feb. 22 in Los Angeles.

TIO officials said that at their request
the PTA agreed to let three broadcast
representatives appear at each hearing. Mr.
Danish or another TIO executive will ap-
pear at most. Others taking part,
TIO authorities said, include R. Kent
Replogle of kmBc-Tv Kansas City
and Sam Cramer of KCMO-Tv Kansas City
at last week’s; Paul Raymon of wAGA-Tv
Atlanta and Neil Kuvin of wxia-Tv
Atlanta at this week's, Herminio Tra-
viesas, NBC standards vice president, and
Neil Derrough of wBBM-Tv Chicago at the
one in Chicago; Jack Harris of KPRC-Tv
Houston and Wayne Kearl of KENS-Tv San
Antonio, Tex., a former chairman of
NAB’s TV code review board, at Dallas;
Thomas Dargan of KATU(Tv) Portland at
Portland, and Daniel E. Gold of wWFSB-Tv
Hartford, Conn., and William L. Putnam
of wwLp-Tv Springfield, Mass., at
Hartford.

Plenty for everybody

‘In first ratings week of year,

all three networks score
shares in the 20’s; ABC retakes
first after CBS wins a week

ABC-TV moved back into first place in the
prime-time ratings for the week ended
Jan. 9—a week in which, for the first time
in the 1976-77 season, all three networks
came in with rating averages above 20.
ABC-TV had a 21.4; NBC-TV was second
with 20.2 and CBS-TV, which had scored
its second weekly win of the season the
preceding week, was third with 20.1.

For the season to date, ABC remained
out front with a 20.8 to NBC’s 19.2 and
CBS's 18.8.

NBC’s Big Event, the two-and-a-half-
hour made-for-TV movie, ‘‘Raid on En-
tebbe,”’ outdistanced its Sunday-night
competition in each half hour, ending with
an average 28.7 rating and 41 share to take
fourth place for the week. NBC sources
were careful to point out that ABC’s own
Entebbe movie, which played last Dec. 13,
averaged only 20.8 and 30.

‘Four other shows had shares of 40 or
above. One was CBS’s M*A*S*H, which
placed third for the week with a 29.9 and
41, The other three were all ABC’s: The
consistent front-runners, Happy Days,
which placed first with a 34.7 and 48, and
Laverne and Shirley, second at 34.4 and
47, plus ABC’s first Monday movie since
Monday Night Football, ‘‘Green Eyes,”
which came in sixth with 26.3 and 40. In
fifth place for the week was CBS’s One Day
at a Time with 26.5 and 38.

ABC won four nights: Monday, Tuesday,
Wednesday and Saturday. NBC took Fri-
day and Sunday, and CBS took Thursday.

In the preceding week (ended Jan. 2)
CBS won its second week of the season
with a 20.7 rating to ABC’s 204 and
NBC’s 15.7. Contributing to CBS’s win
were a General Electric Theater drama
special, ““The Secret Life of John Chap-
man,” which piled up a 27.5 rating and 46
share; a surprisingly strong Wednesday
theatrical movie called ‘‘Smile,” which
rolled to a 24.3 rating and 40 share, and a
three-hour theatrical-movie rerun, “It’s a
Mad, Mad, Mad, Mad World,”” that domi-
nated New Year's Eve with an 18.5 rating
and 35 share.

WBZ-TV drops games
at 7:30, turns to
live, magazine show

waz-Tv Boston, joining the mini-trend
toward locally produced magazine-style
programs in the prime-access half hour, is
dumping its five-night syndication line-up
in favor of its own Evening: The MTWTF
Show.

Patterned after the program of the same
name produced by its co-owned station in
San Francisco, KPIX(TV), and others on
several stations elsewhere (BROADCAST-
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ING, Oct. 18, 1976). WBz-Tv’s program
will emphasize features on personalities,
places and events in the Boston
metropolitan area as well as throughout
New England. Evening will start April 18,

The new program’s producer, Tom
Houghton, said the 7:30-8 p.m. show will
be divided into two major segments—
““Evening Person,” a personality profile,
and ‘‘Evening Story,’ a magazine-style
‘““article”” Also in keeping with the maga-
zine style, Mr. Houghton said, Evening
will have “communicators’® instead of
anchors and ‘‘contributors’’ instead of re-
porters. The show will feature local per-
sonalities and experts, called “‘tipsters,”
who will alert viewers to bargains,
delicacies and activities of interest.

WBz-Tv has already contracted for its
present syndication schedule through Sep-
tember. General Manager Sy Yanoff esti-
mates the station will lose $200,000 by
canceling those programs, which include
Andy Williams, Name That Tune, The
Price is Right and $25,000 Pyramid. Mr.
Yanoff termed the current schedule
“highly successful,”” but said that the sta-
tion is “‘making an important commit-
ment to the people of New England by
replacing traditional game show program-
ing with this exciting new form of televi-
sion.”’

The San Francisco version of Evening,
which started last August, draws smaller
audiences than its game-show and other
competition, with most recent Arbitron
coincidentals giving the program an 8 rat-
ing and 16 share, according to the KPIX
sales manager, Dan Romanelli—placing
the station fourth out of four in VHF com-
petition. Mr. Romanelli said the Evening
concept has been a prestige-getter with
both viewers and advertisers. ‘‘People are
rooting for it,” he said. Rick Hoffman,
assistant program director for KPIX, said
Evening was ‘‘definitely” paying for itself.

WBZ-TV’s Mr. Houghton, formerly NBC
News bureau chief in Boston, said he is
now searching for the two ‘‘communica-
tors™ who will host his show, and that the
12-member production staff shouid be
hired by Feb. 1. Production is to begin the
first week in March,

Programing Briefs

Boston producer. Boston Broadcasters Inc.
has established subsidiary to produce syn-
dicated series. Currently syndicated are
Good Day, distributed by Syndicast Ser-
vices, and Update on Health, through J.
Walter Thompson. New series are New
Heaven/New Earth, Drawing from Nature
with Capt. Bob and new shows of Jabber-
wocky. BBI is licensee of wCvB-Tv Boston.
BBI Productions, 5 TV Place, Needham,
Mass.

Wait untll June. National Association of
Broadcasters has asked FCC to delay for
month new AM-FM nonduplication rules
now scheduled to take effect May 1. New
rules cut back amount of AM programing
that commonly owned FM’s can simulcast
(BROADCASTING, May 10, 1976). NAB
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said May | effective date falls in middle of
Arbitron survey period and necessary pro-
gram changes will distort ratings.
Determination. MCA Inc., Universal City,
Calif., has decided to continue tax refund
suit which it filed in federal district court
early in [975. Suit relates to MCA’s claims
for approximately $13 million in federal:
income taxes plus interest for years
1962-70. MCA claims it was entitled to 7%
investment tax credit for theatrical and TV
films during those years. Internal
Revenue Service says such films were in-
tangible assets except for negligible cost of
raw film stock. Under Tax Reform Act of
1976, company was required to determine
by Jan. 3 whether or not to continue law-
suit.

Piloting. ITC Entertainment New York,
has produced half-hour TV special,
Catastrophe: Airships, which will serve as
a pilot for prime-time access series for
1977-78 on ABC Television-owned sta-
tions. Special will be carried on WABC-TV
New York Jan. 28 (7:30-8 p.m.) and sub-
sequently on three other ABC-owned sta-
tions (KABC-Tv Los Angeles, KGO-TV San
Francisco and wxyz-Tv Detroit). Glenn
Ford is host and narrator.

Black premiere. Syndicated black news in-
terview program for commercial TV,
America’s Black Forum, premiered Jan.
16. Produced by America’s Black Forum
Inc., show is being distributed by Tele-Col-
or Productions to 30 stations. Executive
producer is Glen Ford of America’s Black
Forum Inc., 904 National Press building,
Washington 20045.

One to €BS. CBS Radio has signed new
affiliate, wpop(aM) Hartford, Conn.,
which went all-news when it joined NBC's
News and Information Service in 1975.
With NIS’s phase-out, wpOP will stay all-
news with CBS. WpoP, owned by Merv
Griffin Group Radio, operates full-time on
5,000 watts, at 1410 khz.

NBC Radio adds two. NBC Radio has ad-
ded two new affiliates: wWKvQ(aM)
Knoxville, Tenn., and wYIl(FM)
Williamsport, Md. WKkvQ, owned by Radio
Knoxville Inc., operates on 1 kw daytime
and 250 watts at night. WYil, owned by
OEA Inc., operates with 3 kw 24 hours a
day.

Sunn expands. Sunn Classic Pictures, Los
Angeles, has formed division for devel-
opment and acquisition of family-
oriented movie packages for television
syndication. Siteman, Brodhead advertis-
ing/public relations firm, Beverly Hills,
Calif., will prepare all selling, promotional
and collateral materials as well as trade ad-
vertising and publicity.

Program assistance. Tom McKay, former
music director and air personality at KNX-
FM Los Angeles, has established
Windchime Communications, radio pro-
graming and syndication firm. Windchime
“mellow” format, developed to attract
high-income, high-education 20-40 year-
old adults, has been picked” up by
KBBC(FM) Phoenix. PO. Box 552, Wood-
land Hills, Calif 91365; (213) 986-0618.



Cablecasting

Cable denounced,
defended at INTV

KSTW-TV’s Rice says systems
sponge on independent TV outlets;
NCTA’s Wheeler counters that
broadcasters complain but

raise rates for added audience

The growth of cable television, with its
ability to pull in the signals of over-the-air
television stations from every part of the
U.S. and Canada, could pose the greatest
threat to the survival of independent sta-
tions within the not-too-distant future.

That was the dire warning of Crawford
Rice, the executive vice president and
general manager of KSTw-Tv Seattle, the
key panelist at a session devoted to *“The
Cable Challenge” at the INTV convention
in San Francisco last Monday.

Charging that cable systems have fed
parasitically on strong independent sta-
tions, using their signals, which they feed
1o markets sometimes hundreds of miles
away, as a successful lure to get more sub-
scribers, Mr. Rice said cable ‘‘is about 1o
make an assault on the major markets.”’

As proof of its allegedly grandiose
schemes, he cited two of the cable indus-
iry’s strong current campaigns to (1) end
all FCC restrictions on syndication ex-
clusivity; and to (2) abolish the FCC rules
that says a cable system in a top-50 market
that has at least one independent station
can’t imporl the signals of more than two
additional independent stations from out-
side that market.

Mr. Rice said that chaos would result if
the same program were being run on two
different stations in the same market. That
would happen if an independent station
bought a particular program and started
airing it, following which the cable system
in his area began pulling in the signal of a
strong independent station from another
city with the same program.

Under present FCC rules, the cable
system in a top-50 market has to knock off
a series or a movie that’s contracted to a
station in that city if it’s also being carried
on a station the cable system is making
available to its viewers.

Arguing against Mr. Rice's point of view
was Thomas Wheeler, executive vice
president of the National Cable Television
Association, who deciared that cable
systems and independent stations should
“‘make common cause’” 1o fight *‘the three
large network-affiliated families’ of ABC,
CBS and NBC, which have ‘“‘the money,
the manpower, the viewers and the politi-
cal clout””

Mr. Wheeler also said that independent
stations are trying to have their cake and
eat it: on the one hand, they complain bit-
terly when a cable system imports two in-
dependent stations from other markets,
but on the other hand they jack up their
rate-card prices to advertisers on the basis
of the additional cable viewers they get

when their own signals are beamed o
other markets.

Mr. Rice’s answer t¢ that charge was to
say that he’d be glad to jettison the
200,000 additional cable viewers his sta-
tion reaches outside Seattle if the distant
signals that are fed into the 250,000 homes
within Seattle were aiso shut down.

Robert W. Coll, an attorney with
McKenna, Wilkinson & Kitiner and the
third panelist, said that by “‘inducing’’ ca-
ble systems to take their signal the inde-
pendent stations are helping cable to grow
even faster than some of the most opti-
mistic studies had predicted as late as three
years ago.

Both Mr. Coll and Mr. Rice agreed that
the recent changes in the copyright laws
with regard to cable will bring very little
additional revenues into the coffers of the
independent stations. Mr. Rice said that
the MCAs and the Viacoms will not start
doling out slices of future copyright fees to
every station they sell a series to. Which
means, in effect, Mr. Rice continued, that
stations can look for copyright revenues
from cable systems only for locally pro-
duced programs, but that these revenues
will be so “‘miniscule’ they won't be
worth paying a lawyer his fee to get them
copyrighted.

The fourth panelist, James B. Hobson,
the chief of the Cable-Television Bureau
of the FCC, refused to express an opinion
on the syndication-exclusivity matter
because it’s pending before the FCC. And
he would only say about the controversy

surrounding the question of importation
of distant signals that he falls ‘‘somewhere
in between"' those who say no distant sig-
nals should be imported and those who
want all restrictions on signal importation
done away with.

However, Mr. Hobson at one point, did
say, that “‘cable is more restricted than it
needs to be.’”

e —— e ————

FCC asked to order
disclosures on cable

Philadelphia group feels
public should be advised
of complaints, financial reports

A Philadelphia-based citizen group,
Citizens for Cable Awareness in Pennsyl-
vania, has filed two petitions for rulemak-
ing at the FCC. The group says enactment
of the proposals would provide important
information to the public.

The first petition requested the commis-
sion to publish monthly totals of cable
systems and the number of complaints re-
ceived concerning systems. The petition
said that the number of systems request-
ing certification and advising the commis-
sion when they begin operating ‘‘would be
a good barometer of the health of the in-
dustry and provide continual indication of
growth trends.”" A record of complaints, it
said, is not now kept, and “‘would provide
invaluable information to the commission
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and the public.”

CCAP’s also asked the commission to
require cable systems to file financial and
ownership information with the FCC each
year and to supply the information to the
local government served by the cable
system. In addition it asked that ownership
information be submitted to local munici-
palities when application for a franchise or
renewal of one is made.

There should also be a requirement, the
petition said, to require the listing on
yearly ownership reports of inactive
franchises as well as operating ones and
other communications interests of the
owner.

Two in one at NCTA

A restructuring of the National Cable
Television Association’s operator relations
and association affairs departments has
been announced by NCTA President Bob
Schmidt. The duties of those two offices
have been combined under the new title of
operator services, and the unit will be
headed by Senior Vice President Wally
Briscoe. It also includes the offices of con-
vention/meeting planning and member-
ship. According to NCTA *‘the move is in
response to growing needs of independent
cable operators, MSO system managers
and the 47 state and regional cable associa-
tions . .. to provide increased basic service
levels to all NCTA members.”’

Cable Briefs

Borrowing. UA-Columbia Cablevision,
Westport, Conn., has entered into $9 mil-
lion loan agreement with group of banks,
principally Chase Manhattan, New York,
to replace its existing $6.5 million credit.
According to UACC, expanded credit,
along with funds from company’s existing
operations, will be used to finance planned
expansion of its northern New Jersey
system as well as possible construction of
new systems in Westchester County, N.Y.,
where company is now applying for
franchises.

Kansas cable. Sammons Communication
Inc. has sold its Kansas City, Kan., CATV
system of approximately 6,000 subscribers
to Mott Media for undisclosed price.
Dallas-based Sammons is cable MSO with
about 50 systems across country. Mott also
owns cable system in Manistee, Mich.
Broker was Donald A. Perry & Associates,
Warner for Melrose. City of Melrose,
Mass., awarded CATV franchise to
Warner Cable TV Corp. Subscriber service
is expected to start by June. Warner will
offer 10 off-air stations, two independents
from New York, three automated, locally-
originated programing and, as option,
firm’s Star channel, pay movie, entertain-
ment programing. Warner will charge
$7.50 per month plus initial 30-day
reduced installation cost of $§15 with yet
undetermined charge for Star channel.
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Broadcast Journalism

Carter invited
to use radio
for phone-in show

Spokesman for President-elect
says CBS’s proposal for series
will get prompt consideration

CBS News President Richard S. Salant has
offered President-elect Jimmy Carter use
of the CBS Radio network for a one-to-
three-hour telephone question-and-
answer session with the American public,

In a telegram sent to Mr Carter in
Plains, Ga., Mr. Salant said the offer was
prompted by Mr. Carter’s expressed desire
*‘to find different ways to communicate to
and with the American people,”’ as Mr,
Salant put it. The program, which would
not be offered for either local or national
sponsorship, would be scheduled on a
weekend afternoon to allow convenient
participation by people in different time
zones. CBS would provide WATS lines so
that callers would not be charged long-dis-
tance rates, according to Mr. Salant. He ad-
ded that the network would be prepared to
air the phone-in over its 250 affiliates by as
early as next month.

Barry Jagoda, media assistant for Mr.
Carter, said Wednesday that the CBS pro-
posal would be considered over the next
several weeks. ‘“This is one of many ideas
like this which have been generated by the
People Program,’ Mr. Jagoda said. “‘The
idea of a radio phone-in is a particularly in-
teresting one.”” The ‘‘People Program™’ is
the name for an over-all effort by the
Carter staff to devise methods for opening
new channels of communications between
the President and the public.

Mr. Salant compared his proposal to the
experimental Ask CBS News series of
1966, which featured such guests as Gen-
eral Lewis B. Hershey, who answered
questions on the draft. CBS correspondent
Douglas Edwards, anchor of that program,
said the public’s response was ‘‘astound-
ing’’ —so much so that the show had to be
canceled after a few instaliments. *‘We
found out we were tying up phone systems
all over the country,” Mr, Edwards said.

NBC-TV documentary
draws fairness protest

Food associations say piece
broadcast last September
showed only one side of
additive issue, and they
want chance to tell theirs

An NBC-TV documentary, W