NATPE 80: Kickoff for the decade’s
changing media marketplace
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New game plan
for Fall 1980!
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The highest rated game show
in syndication expands to

a strip next season. Offering
bigger-than-ever rewards as

a nightly fixture in stations
access schedules.

Now playing on a once or
twice-a-week basis in |17 markets,
Goodson-Todmans“Family Feud”
ranks Number One among

all game shows in:

Rating! Men!
Households! 18-49 Men!
Women! Teens!

18-49 Women! Children!

Seldom has a show demonstrated
such strength among all key
demographic groups.

That’s why the 5 NBC Owned
stations made an unprecedented
move. In scheduling Goodson-
Todman'’s “Family Feud” for Fall,

they become the first 0&o group
ever to strip in access time.

Now, stations everywhere are
responding to news of this new
strip with unprecedented
demand.

Did you ever have a better reason
to pick up the telephone?
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The Week in Brief

et s PRS0 10 1 works. PAGE 48. NBC aftiliates are assured a Carson

NATPE IN SAN FRANCISCOO It was a week of superlatives  S19Ning is near, briefed on eight new comedy programs
with record numbers of delegates and exhibitors. It aiso and filled in on daytime strategy. PAGE 52.

was a time when the weathervane indicated changes in
the offing for the organization and the programing
marketplace, Complete coverage begins on PAGE 31,

SEX O Panelists in San Francisco conclude that TV is
middieot the roadin its handiing of the subject. PAGE 9.

THINGS TO COME O One NATPE panel agrees that the SQUARING OFF O TVB's comparative ad campaign
existing media structure will not only survive but will characterizes radio as an invisible medium. RAB fires
prosper in the decade ahead. They feel programing will back that radio shoutd be the prime medium of

be the key to the success of the emerging technologies. advertisers concerned about TV costs. PAGE 69.
PAGE 32,

: IT WAS A GOOD YEAR O ABC reports profits were up
LIFE AFTER SATCOM Il O To accommodate its customers 17.5% on revenues that increased 15.1% in 1979,

who had counted on the now-lost satellite, RCA leases Network and TV stations post records, but radio's
transponders for-cable service on AT&T's ComstarD-2. earnings drop. PAGE 70.
PAGE 34,

IS O TS T [0, e e e s e R
MOMENTUM FOR DALLAS ‘O Althoughthe NCTA's
convention is nearly three months away, exhibit space is
already sold out and the agenda is brimming with people
and topics to reflect cable’s broader worlds. PAGE 73.

STAGGERS HEADS FOR THEHILLS (O His decision not to
seek re-election in fall means that chairmanship of the
House Commerce committee could pass to Dingell or
Van Deerlin. PAGE 35.

: . . rsET——— LAV NEQULATION e e sy
T ——PROGRAMING — | G AL AID O NATPE delegates get tips on such matters
TALK OF THE TOWN O Talk shows and the competition as EEO, political spots and libel. paGE 78.
among returning vets and rookie hopefuls dominate the '

NATPE marketplace. Operation Prime Time goes beyond DISAGREE O Ata San Francisco press conference, the

specials to series. Family Feud stripping and the FCC's Washburn predicts the RKO General TV

proliferation of PM. Magazine put pressure on prime- revocations will be overturned. Van Deerlin doesn't see it
access competitors. PAGE 38. that way. PAGE 78.

NEW TRENDS O One panel in San Francisco turns ——— TECHNOLOGY e
thumbs down on the quality of syndicated offerings for AMPEX TO SIGNAL 0’8 O The major broadcast equipment
prime access. PAGE 42. maker agrees to a $415-million stock deal that will put it

under the Los Angeles holding company. PAGE 81.
RISING PRICES O Broadcasters at NATPE complain that

escalating program costs are forcing them to re-evaluate ———— PROFILE S —

their methods and ratings goals. PAGE 48. THE WRIGHT WAY (O Back in the 1940's, U.S. District
Court Judge James Skelly Wright became known for his

NETWORK ROADS AHEAD (0 ABC affiliates, meeting idealism and sensitivity to the moral imperatives of cases

during the programing conference, are given the that he handled. And in the 40 years en route to

network’s battle plans and a look at its fall projects. paGe becoming chief judge of the U.S. Court of Appeals in

48. CBS affiliates, pleased at the network’s ratings Washington, he has not departed from those principles.

ascendancy, hear Daly discuss seven new seriesinthe ~ PAGE 108.
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OUR SATs BRING
YOUA NEW SPEGTRUM
IN PROGRAMMING

The California Microwave Small Aperture Terminal (SAT) can make
you a superstation in your market. From world news to stereo disco and the MET,
the broadcast networks using satellite technology pioneered by California Micrawave
will deliver a new spectrum of program diversity and quality right to your local
studio. And that means delivering audience, economically, anywhere in the country.
Our modular SAT assures you unmatched flexibility at a surprisingly low cost
te2  with features such as these:

%” -~ m (reater than 70 dB audio dynamic range

N w " Impeccable stereo delivery nationwide

<25 @ Cue, automation, hard copy, and wire service data channels

e m Multiple channels per carrier (MCPC) for regional sparts

The SAT that has set the standard for the broadcast networks and wire services is
avaiiable now.
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SALIFORNIA MICROWAVE, INC.
BWBD Almarior Ave. S yvale, Calif, pBQQBG
(4a08) 732-4000 '91.0339-9231
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ClosedzCircuit’

Insider report: behind the scene. before the fact

[afan i e L s calhie mil
Real renewal relief

Big reduction in FCC paperwork may be in
offing for both radio and television
broadcasters. Nearing completion is draft
of short-form license renewal application
that may ask fewer than half-dozen t
questions of AM, FM and TV licensees.
Richard Shiben, Broadcast Bureau chief,
hopes to get proposal before FCC in next
three weeks, but number of kinks still
need to be worked out, among them
phrasing of questions that FCC thinks
need to be answered to determine whether
*‘public interest’ has been served. As
planned, short form would be used by all
renewal applicants. Minimum sample of
5% would be asked to complete longer
form or submit to field audit.

Proposal is expected to be adopted by
commission as rulemaking. Broadcast
Bureau has tested idea on citizen groups
which so far have indicated no resistance,
although some have questioned how new
form could affect petitions to deny.

TR T T e T N e =

Shake-up as sequel

FCC adoption of simplified renewal form
(see above). would mean less work for
Broadcast Bureau’s Renewa! and Transfer
Division and probable reorganization of
bureau staff. Bureau Chief Richard Shiben
has told staff members of long-range plan
to merge Complaints and Compliance
Division, now headed by Arthur
Ginsburg, into Renewal and Transfer
Division, headed by Roy Stewart.
Contention is that functions of divisions
now overlap. It’s assumed Stewart would
be surviving chief of consolidated
operation.

Political broadcasting and faimess unit
that is now part of Complaints and
Compliance Division and headed by Milt
Gross would become autonomous,
reporting to Broadcast Bureau chief. Any
surplus personnel left over from
consolidation of complaints and renewal
would possibly be assigned to Policy and
Rules Division or Facilities Branch, said to
be undermanned.

IR T F TR

One go, all go

Next May’s three-week trip to Republic
of China by five FCC commissioners
(BROADCASTING, Feb. 18) is still in
planning stages, with Chairman Charles
D. Ferris’s office doing all planning, but
party is expanding. [t’s all but certain that
Ferris and Commissioners Tyrone Brown,
Joseph Fogarty and Robert E. Lee will
take wives at own expense. (Anne Jones,
fifth commissioner on trip, is unmarried.)
Chinese suggest upper limit of 20in
delegations of this kind, leaving room for

11 FCC staffers, but word is that total may
go lo 25.

Untess FCC can convince State
Department to pick up part of tab, trip will
put big enough drain on FCC’s travel
budget to require some reductions in
domestic trips—or reappropriation of
money from other projects. {Other
delegation from executive branch and
Congress 10 be headed by Henry Geller of
National Telecommunications and
Information Administration and in China
just ahead of FCC is also growing. At last
count it numbered 23.)

L& N = e e S |
Added attraction

Study of A.C. Nielsen Co.’s voluminous
first study of pay cable viewing, made
public late last summer (BROADCASTING,
Oct. 1, 1979), continues to yield nuggets.
Among them: Pay cable households are
larger than average TV households. They
watch TV about four hours per week more
than average. Pay gets 15%-20% of their
viewing during pay cable hours. But much
of this seems to be “‘add on™’ viewing, on
top of average household viewing. Pay
household viewing of top commercial
network shows is on par with that in
average household.

]

Full houses

If size of principal conventions is also
measure of industry growth, both cable
and broadcasting are booming. National
Association of Broadcasters reports
advance registration for its April 13-18
convention in Las Vegas running 25-30%
ahead of bookings at similar period for last
Las Vegas convention two years ago.
Hotels on famous Strip are all but certain
to be sold out, leaving some delegates
housed in downtown area.

National Cable Television Association
reported last week exhibit space sold for its
next convention in Dallas, May 18-21,
exceeds last year’s by 40% (see page 73).
National Television Program Executives
conference in San Francisco last week was
that organization’s biggest (page 31).

—
Yes but

Three commercial television networks
have agreed to go through exploratory
stage of FCC’s inquiry into their equal
employment opportunity practices
(BROADCASTING, Feb, 18). In revising its
EEO processing guidelines, FCC decided
Lo 1ake look at network employ ment
practices to determine presence of women
and minorities at decision-making levels,
specifically in programing. However,
question of FCC jurisdiction over
networks has never been tested, and

Broadcasting Feb 25 1880
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networks, in agreeing Lo preliminary
meetings with FCC staff, have reserved
right to challenge investigation later on.
Meetings, initiated by Broadcast Bureau,
are scheduled for first week in March.
Networks are now selecting personnel to
send.

s« e T TR |
More FM's in future?

FCC this week is expected to issue notice
of proposed rulemaking to open spectrum
for additional FM stations. Under present
rules, channels assigned to various
communities are restricted to either Class
A, B or C stations, differences being 3 kw,
50 kw and 100 kw, respectively, all with
differing antenna heights. Under proposed
rules, lower power facilities would be
allowed in communities formerly
restricted to stations with higher powers.
New classes of stations—B-1, C-1—would
be formed. Proposal was initiated by
National Telecommunications and
Information Administration.

et i e R g e - | F
Fruitful fallout

Possibility that John Dingell (D-Mich.)
will succeed retiring Harley O. Staggers as
chairman of House Commerce
Committee (see page 35) won’t hurt FCC
Commissioner James H. Quello’s quest
for reappointment. Dingell friendship goes
back to Quello’s years as Detroit
broadcaster. Dingell is already on record at
White House as supporting Quello
nomination.

i T - S ]
At cabinet tevel

When NAB's executive committee meets
this week at Washington headquarters, it
will pick up where full board left off last
month in Palm Springs (BROADCASTING,
Jan. 28). No announcement of new top
engineering executive is expected until
April {George Jacobs, Board of
International Broadcasting, is very much
in running), but emphasis will be on
technology in 1980°s. George Bartlett will
retire as vice president, engineering,
following Las Vegas convention in mid-
April.

As was case at Palm Springs, study of
public attitudes toward human sexuality
and contraceptive advertising will be
considered, with NAB’s research director,
Larry Patrick, briefing committee on
$50,000 basic study, plus $35,000 for
study of public attitudes toward personal-
care product advertising. Also in works is
plan whereby Canadian and U.S.
broadcasters, through committees o be
named, will try again to settle differences
over Canadian government’s denial of tax
deductions for Canadian advertising
placed on U.S. border stations.
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Big Jake
Helter Skelter (Part I)

Helter Skelter (Part I)

With Six You Get Eggroll

Rio Lobo

Le Mans

A Man Called Horse

Summer of My German Soldier
Something Big

The Reivers

Hell in the Pacific

Flight to Holocaust

Dallas Cowboys Cheerleaders
Monte Walsh

Adam at Six A.M.

The Royal Hunt of the Sun
Little Big Man

Love at First Bite

The Revengers
The April Fools
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Pantene O Second-quarter campaign for
shampoo begins in early March and runs
through July in about 10 markets
including Los Angeles. Some spots will
run in fringe times. Agency: Leber Katz
Partners, New York. Target: women,
18-49,

Pirelll O Second-quarter campaign for
tires begins April 1in at least 10 markets
with heavy concentration on West Coast
including Los Angeles and San Francisco.
Agency: David, Oksner & Mitchneck, New
York. Target: men, 25-54.

Perdue O Campaign for chicken begins
March 1 in eight markets including
Washington. Spots will run during day and
fringe times. Agency: Scali, McCabe,
Sloves, New York. Target: women, 18-49,

Turtte Wax O Six-week campaign for car
polish begins April 21 and runs
alternating weeks through Juty in top 25
markets. Spots will be placed during late

Riepufizaort

KADN-Tv Lafayette, La.: To Spot Time Ltd.
{no previous rep).

O
Wanatem) Albany, N.Y: To Torbet Radio
(no previous rep).

rringe and sports times. Agency: Kenyon

& Eckhardt, Chicago. Target: men, 18-54,

Ponderosa O Four-week campaign for
restaurant begins March 3 in 52 markets
including Albany-Schenectady-Troy and
Butfalo, all New York, Kansas City, Mo.,
and St. Louis. Spots will run during day,
fringe and prime times. Agency: Doyle,
Dane Bernbach, New York. Target: adults,
18-49.

White Labs O Four-week campaign for
X-14 mildew remover begins March 10 in
about 15 markets. Spots are placed
during early fringe, early news and prime

DELTA DASH.
SAME DAY DELIVERY
OHSMAI.I. PACKAGES.

Delta is an airline run by professwuals. Like
Customer Services Agent Terry L. Theiss.

Delta DASH (Delta Airlines
Special Handling)} gives you same
day delivery if we receive your small
packages during normal business
hours. If your package arrives after
normal business hours, we will
deliverit the first thing next morn-
ing—generally no later than10am.
And DASH serves over 80citiesin

i Ft.Worth and Los Angeles or San

the United States plus SanJuan.

Packages (up to501bs.) are
accepted at airport ticket counters
up to 30 minutes before flight time.
Up to60 minutes at cargo termi-
nals. Size limit is 90 inches: width+
length +height.

The airport-to-airport rate be-
tween any two of Delta’s domestic
cities is $35 ($25 between Dallas/

Diego or San Francisco}. Pick-up
and delivery isavailableat extra
charge. Call (800) 638-7333, toll
free. {In Baltimore, 269-6393.)

You can ship via DASH be-
tween Deltacitiesin the U.S. and
Montreal, Nassau, Bermuda,
London, England and Frankfurt,
Germany. For full details, call your
local Delta cargo office.

DELTA ISREADY WHEN YOU ARE’®

Broadcasting Feb 25 1980
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times. Agency: Bozell & Jacob's, Atlanta.
Target: women, 25-54.

Orkin Exterminating Co.O Sixteen-
week flight for pest control begins March
3in 67 markets. Spots will run during
news, prime, prime access and weekend
times. Agency: J. Walter Thompson,
Atlanta. Target: adults, 18-49.

Rich’s O Six-week campaign for stores to
promote Silver Blitz begins March 9 in
Atlanta. Spots will run in day, fringe and
prime times. Agency: Liller Neal Welton,
Atlanta. Target: women, 18 plus.

Bostlik O Six-week campaign for Thermo
Grip glue gun begins March 24 in 12
markets including Cincinnati and
Minneapolis. Spots will run during late
fringe, news and sports times. Agency:
Creamer, New York. Target: men, 25-54.

Dannon O Five-week campaign for
yogurt begins March 10 in more than 15
markets including Los Angeles. Some
spots will run during early fringe times.
Agency: Marsteller, New York. Target:
aduits, 18-49.

ABU-Garcla O Four-to-six-week
campaign for fishing tackle begins March
24 in about 38 markets. Spots will be
placed in news/sports times. Agency:
Keenan & Maclaughlin, New York. Target:
total men.

Brown Shoe 0 Four-week campaign for

When Watson talks ... Benton &
Bowles, New York, has unveiled two new
E. F Hutton commercials featuring golfer
Tom Walson, The network and spot TV
campaign uses the familiar theme
“When E. F Hutton talks, people listen”
on a golf course where spectators
stretch to hear Watson's advice from his
E. £ Hutton broker Credits: Jack
Reynolds, copywriter; Phil Snyder and’
Rod Capawana, art directors; Jane
Haeberly, producer, and Tibor Hirsch,
director.







AP BROADCAST

If all you know about us is our wire service for

What you don't
know about us
can hurt your
product and your
profits.

Everyone knows we're the
largest newsgathering organiza-
tion in the world. But some broad-
casters don't realize we're also the
largest broadcast news service.

We're best known for our wire
service for broadcasters. It's the
service that built our reputation as
the most accurate, objective and
timely news service available.

But, we're a lot more than
that.We're a comprehensive
package of services specifically
designed to meet the needs of
broadcasters today.

We supply you with tremen-
dous programming opportunities
far beyond the scope of just
news. Programming which you
can use just as it arrives, or which
you can tailor to special needs
and interests. Programming
to give you a competitive edge to
attract advertisers.

We've made
dramatic changes
in our service—to
make it work
harder for you.

In case you haven't kept up
with the changes at AP Broadcast
Services, here's a rundown on
what we provide and how you
should be using us.

AP Radio Wire

Started in 1942, our basic
broadcast service was literally
reinvented in 1979 to be totally
flexible. Programming is in short
segments to fit any format and
provide spots for commercials.
The language is specially written
for the ear. Hourly news sum-
maries are complete scripts, not
just separate stories. And, the
basic hourly summary provides
three minutes of news, Weekday
programming is on a regular
schedule, providing excellent strip
opportunities. Special weekend
programming is available as well,
plus strong sports coverage.

24 hours a day, every day,
AP Radio Wire gives your station
news and programming in its
most usable, saleable torm.

AP TV Wire

Our newest service is a high
speed (1200 wpm) wire designed
exclusively for television stations.
It is basic in-depth source data
critical to the development of
high-rated newscasts. The AP TV
Wire gives you in-depth, detailed
national and international news
reports, story updates as events
change, major stories from your
state, hourly updates to keep you
abreast of the top stories, sports
reports, and a complete business
report.

The incredible speed of the
AP TV Wire makes it easy to keep
you up to the minute on fast-
breaking stories. 24 hours a day,
every day, the AP TV Wire
provides a vital source of in-depth
news to your station.




SERVICES

broadcasters, you don't know much about us.

i . q ': L
AP Radio Network

AP Radio Network is a
100% sound network news service
that brings the voices and sounds
of the world to your station.
Loaded with actualities, it lets
the smallest station in the most
remote market compete with any-
one, anywhere.

The key advantage of AP
Radio Network is its unparalleled
flexibility and broad program-
ming. In addition to newscasts
every hour, it offers a host of fea-
tures each day, as well as regional
NEWS reports.

Each week AP Radio Net-
work offers you over 1000 oppor-
tunities to sell in-program news
spots or adjacencies. That revenue
potential is why so many stations,
independent and affiliated, rely
on AP Radio Network for rating-
building news programming.

AP Photo Services 1

Both color and B&W stills
are available from the AP’s

world-famous photographic staff.

AP Photographers have been
awarded 14 Pulitzer Prizes since
the broadcast services were
started.

AP LaserPhoto represents
very simply the best quality elec-
tronic B&W still photo service
in the world. The amazing speed
and versatility of AP LaserPhoto
makes it perfect for covering
fast-breaking stories.

AP PhotoColor provides

timely 35mm slides for TV broad-

casters that tie in with AP TV
Wire programming. AP Photo-

1 ’__J_,—a-""—'f Coloris

o like having your own
photographic service with cover-
age of all the world's events and
personalities, plus many usable
graphics.

AP Newscable

AP Newscable is a 24-
hour-a-day video service that
brings natonal and intemational
events, sports, business, market
quotations, weather, television
highlights, show business news
and a lot more into cable sub-
scribers’ living rooms.

Instead of shutting down, a
number of CHF-VHF stations are
lettmg AP Newscable work the

ht shift, kee mg that tuner

ght where it should be all night
long This represents an excellent
opportunity for extra sales reve-
nue at very low cost.

Problem-Free
Technology

AP Broadcast Services uses
state of the art technology —
and backs it up with a nationwide
staff of technicians to service and
maintain all equipment. —



The key to
our services
is flexibility

AP Broadcast Services are
designed to give your station flex-
ible, ready-to-use news pro-
gramming. Originating from the
prestigious Associated Press —the
broadcast services are renowned
for accurate, objective and fast
news reporting.

But AP Broadcast Services
are much more than just news.

AP Broadcast Services
provide hours of interesting,
timely, programing each week.
Programming that can build

ratings for your station and sales
for your advertisers.

AP Broadcast Services.

What you don‘t know about us...
can hurt your profits. '

But what you know about us now
can build your product,
your ratings, and your profits.

m Broadcast Services
INNOVATION for better news programming

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



Naturalizer shoes begins April 7 in about
30 markets. Spots will run in day and
fringe times. Agency: D'Arcy MacManus
& Masius, St. Louis. Target: women,
25-54.

Acme Burgess 0O Three-week campaign
begins in March-April for lawn feeder in
34 markets including San Francisco.
Spots are placed in day, fringe, and news
times. Agency: Marsteller, Chicago.
Target: adults, 25-49.

Thal Airlines 3 Four-week campaign for
air travel begins March 31 in Seattle-
Tacoma, Wash. Spots will run during
fringe, sports and news times. Agency:
Mediasmith, San Francisco. Target: men,
25-54,

Finlay JewelryO Five-day campaign for
leased jewelry operators begins March 17
in 12 markets. Spots will be placed in day
and fringe times. Agency: Marschalk,
New York. Target: women, 25-54.
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Radio targets. Evajuation by Blair
Radio, New York, of spot radio business
opportunities in 1979 shows that 25-54
age group was most sought-after
classification, representing 23.8% of re-
quests. This demographic rose by more
than four percentage points over 1978,
In second place with 19.9% of spot radio
business opportunities, Blair said, was
18-34 grouping, which rose from 13.5%
in 1978. Dropping to third place from its
leadership perch last year was 18-49
category, which represented 17.3% of
requests, down from 20.7% in 1978. Op-
portunities for teen-ager audience also
showed a decline, falling to 49% from
7.8% in 1978,

a
Target: movies. Advertising on cable
television and satellite networks for new
motion picture releases was advocated
last week by Gene Secunda, director,
Entertainment Division, J. Walter
Thompson Co, New York. In speech
before Qakland (Calif) Ad Mart, Secun-
da said that in this era of spiraling ad-
vertising-promotion expenditures, these
newer media can be cost-cutling
devices. He cited specialized program-
ing offered by cable TV and satellite
networks and said advertising for new
feature films would have advantage of
commercials targeted to specific in-
terest group, “where everyone watching
is qualified prospect”

a
How things have changed. Theater
owners, once archenemies of television,
are now substantial TV investors. Ac-
cording to Arthur Trudeau Jr, Television
Bureau of Advertising vice president—
nosthwest sales, thealers were part of
motion picture industry category that in-
vested $131 million in TV in 1978. He
told 2,000 theater owners at SHOWEST
conference in Las Vegas that in past
five years, TV spending by exhibitors,
studios and distributors has increased
by 200%. He said motion picture field
must continue o invest in TV lo main-
tain its share of individuals’' discretion-
ary income in compelition with other
leisure-entertainment outlets, such as
festaurants, hotels and resorts, and
sporting goods/toy stores, which spend
heavily in TV.

Kraft( Second-quarter campaign for
various products begins in March in more
than 25 markets on black formatted radio
stations. Agency: Procter & Gardner,
Chicago. Target: total black adults.

Vick Chemical O Eight-week campaign
for Topex blemish medicine begins this
week in about 25 markets including
Baltimore, Chicago, Detroit, Cleveland,
Houston, Phoenix and Salt Lake City.
Spots will be placed in afternoon drive
times, evenings and weekends. Agency:
La Marca Group, New York. Target: total
teen-agers.

Victoria Station O Six-week campaign
for restaurants begins March 3 in about
10 markets including Boston,

Minneapolis and Detroit. Spots will run
during morning drive times and daytime.
Agency: Regis McKenna, Palo Alto, Calif.
Target: adults, 25-49.

Velsicol O Four-to-seven-week
campaign begins late this month for
various Ban Vel agricultural products in
over 20 Southern markets. Agency:
Kenrick Advertising, St. Louis. Target:
farmers, men 25 plus.

Dime Savings O Four-week campaign
for bank begins this week in various New
York markets. Spots will run in all
dayparts. Agency: Allscope, New York.
Target: adults, 25-49.

Jacobsen O Four-week cam paign for
lawn products begins in March in about
19 markets including Boston,
Philadelphia, Baitimore, Detroit, Denver,
Cleveland and Columbus, Ohio. Spots will
run in morning drive, daytimes and
afternoon drive times, plus Saturdays.
Agency: Benton & Bowles, Chicago.
Target: men, 35-64.

City Loan & Savings O Three-week
campaign for bank begins March 10 in
about 45 markets including Cleveland
and Toledo, Ohio. Agency: William B.
Doner, Baltimore. Target: men, 25-49.

Let’s read it.

I pledge allegiance to
the flag of the United
States of America and
to the Republic for
which it stands, one

Nation under God, in-
divisible, with liberty
and justice for all.

Picdge ot Aleqance

Let’s work for t.

the gilmore group

WEHT-TV

Evansvillb(alair)

WREX.-TV
Rockford (HRY

KODE-TV
Joplin ‘(HR]

KODE
.Joplin{Pro}-

Waro

Harrisonburg (Pro}

‘WSVA

Harrisonburg (Pro)

WESTERN OHIQ CABLEVISION g CUMBERLAND VALLEY'CABLEVISION
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Televisioné-ilighest

#1 in Prime Access
#1 in Early Fringe
#1 in Late Night
#1 in Households
#1 in Total Women
#1 in Women 18-49
#1 in Total Men
#1 in Men 18-49

And one of the most honored series
~ in television history.

A lotof good things are going on .



MondayzMemo-

A broadcast advertising commentary from R. Overlock Howe. president, Overlock Howe & Co,, St. Louis

‘Importance of packaging
to television advertising

When advertising on TV, the main objec-
tives are 1o get good brand recall from the
commercial and to increase immediate
sales. So how can you narrow the gap be-
tween the commercial message and the ac-
tual purchase?

Few rules, if any, exist for effective TV
advertising, but one measure stands out in
keeping your message memorable at the
moment of truth: at the point of purchase.
Show the package clearly, give it close-up
atlention, treat it as the embodiment of
the product and, as we’ll see, use it for
long-term marketing strategy.

Many brand advertisers, especially
those with new products, practice this
“rule” in varying degrees by incorporating
the package into their TV storyboards—
and for good reasons.

Stan Ullman, director of marketing for
Louis Rich, world’s largest.processor
turkey products, feels the package system
we designed and the TV spots created by
Gardner Advertising worked hand-in-
hand right from the start.

**We employed a new agency and a new
package design consultant,” he says, “*and
adopted a new brand name all at the same
time. We knew we wanted to use the new
packaging on the commercials and even
pictured how to use it. I knew they must
work together; one creative development
could not be separated from the other.

*“The basic creative strategy, and a
strong secondary objective for our TV
commercials, was to establish a family
brand identification. Since our new
packaging indicates one strong brand
name with a new turkey logo over a vast
array of unfamiliar new products, we feel
showing the packaging on TV is extremely
important. We use a full view of the pro-
duct, a full view of the logo and a full view
of the wide range of products by showing a
montage of packages at the end of the
commercial.”

The package design is one of the most
potent, continuous forms of advertising.
Packages can get an estimated 15 billion
potential exposures annually. You can im-
prove the message delivery, increase brand
recognition and approximate that max-
imum exposure by showing the package
on the air. The package design, with only
cautious modifications, is the instant
brand identifier throughout the successful
brand’s life and through every successive
ad campaign.

But beware of a potential advertising/
packaging departure as your brand gains a
share stronghold, as the market defines it-
self and as the pace of advertising claims
and campaigns quickens in response to
competition. I’ve noticed some packages

R. Overiock Howe, who founded Overlock
Howe & Co. in 1958, counsels corporations
on visual marketing strategy. Since
1973, he has been a member of Package
Designers Council, the professional
organization of design consultants who
specialize in package design and the
corporate image.
T Sy T AT T
that mimic the current TV ad campaign.
This compensates for a misunderstanding
of the real role of packaging in advertising.
The package should support and enhance
the product’s long-term positioning
through its total imagery. To do less can be
embarrassingly short-sighted, costly and
even destructive to brand continuity.
Many seasoned marketers would agree
in principle and in practice: Plan the
package to fit the broad marketing strategy
(the positioning, the target audience), so
it will be flexible enough to get positive
residual effect from the tactics of changing
TV advertising (the new claims, the new

formulations). Because, in the buyer’s’

mind, the image of the package—whether
two-dimensionally on the air or three-
dimensionally on the shelf—is the image
of the product. Both can work together to
reinforce brand attributes and familiarity.
A well conceived package sustains a
brand and fulfills larger goals. Ullman also
says, ‘“We are trying to develop the con-
cept of personal identity with the Louis
Rich name and with turkey, and use every
opportunity we can in the total marketing
program. This concept plays a large part in

our packaging, in our advertising and in all |

our corporate communications.”

On the practical side, making the:

package hero in TV advertising makes it
easier for the buyer, already conditioned

Broadcasting Feb 25 1980
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favorably by a commercial, to locate and
sort oul a product in the selling environ-
ment. Because, unfortunately, the cost
alone spent on TV does not necessarily ’
give a brand a distinctive edge in the sell-
ing environment. Tens of other brands
without TV support usually compete in
the same compact space, so that even well-
advertised brands can lose lo a newcomer
with a more appealing, informative
package. Conversely, if TV support is
withdrawn, the package will have to con-
tinue to sell your product alone.

Since the package is so important be-
cause it’s common to TV, print and in-
store advertising, and expresses your pro-
duct’s positioning, then who is best to
design the package?

I’'ve just conducted a national mail
survey of a cross-sampling of brand adver-
tisers and posed 1o them, among other
questions, **Who would you turn to for
package design?’’ The first-choice
answers: in-house 40%, ad agency 23%,
out-of-town design firm 19%, loca! design
firm 18%. Second-choice answers: out-of-
town design firm 60%, ad agency 22%,
local design firm 13%, house 5%. No ab-
solute conclusions can be drawn, but I'd
like to speculate.

In-house design staffs are probably per-
ceived as both politically and economically
safe, and hence, used most often. But,
since they usually operate under the mus-
cle of more powerful company members,
they may not have your product’s best in-
terests foremost in mind. Can the in-
house staff provide clear objectivity and
challenge management with sufficient
authority?

Ad agencies hold the next most popular,
stable position in both choice categories,
complying with their image as full-service
creative resources. Indeed, many clients
ask their agencies first to create package
designs to fit specific ad campaigns. As
I've cautioned, however, this solution
could be short term and two dimensional.
Can an agency risk creating a package that
might cause discord and chance losing the
larger media billings?

It appears that the outside package
design consultant is used the least, but,
in the second-choice category, it’s over-
whelming. Can this mean that brand
marketers would like to use the profes-
sional package design consultan! more
than they do now, and are able 10?

The best possible package design results
from objective analysis of the marketing
problem, and a solution with strong con-
sumer appeal that supporis long-term
marketing objectives.

Compared 1o the other costs of the
marketing mix, the right package—the
one that works on TV, in print and at
point-of-purchase —is priceless. Whereas,
the wrong package is worthless.
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PROUDLY REPRESENTS
GREAT TRAILS BROADCASTING S

WBCS AM/FM, MILWAUKEE
Combined 12 + 9.1 share*

#3 18-49 Adults”
#3 25-49 Adults”

WKJJ AM/FM (KJ-100) LOUISVILLE
Combined 12 + 14.9 share**

#1 Persons 12+ **
#1 18-34 Adults**
#1 18-49 Adults**

ia Boston Chicago St. Louis Detroit Atlanta Memphis Dallas Denver Los Angeles San Francisco Portfand Seattle
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New diet for insurance
executives!

Eating crow is not our favorite gastronomic experience.

But we've recently discovered that hearing you out, even on
very unpleasant matters, can be healthy for both of us.

Last year, for example, Etna sat down with the National
People’s Action coalition to digest complaints about the way property



insurance is sold — and not sold — in inner-city neighborhoods.
That dialogue produced results you should appreciate. Just as

other consumer contacts have encouraged changes like our Privacy

Protection hotline. And the new, lower-cost Economaster life

insurance’

Our 91,000 discussions last vear with often less-than-chummy
consumers indicate, however, that there are still answers we haven't

found.

A lot of you aren’t happy about who pays what for auto insur-
ance. So we're taking another look at how rates are figured by age,
sex, and marital status’

And absolutely none of you out there is happy about steadily-
rising health care costs. Which is why we’re taking a hard look at the
entire health care system, including health policies themselves:

The point is simple: If we're going to offer the kind of insurance
you need and want today, we have to listen—and not just to what
we like to hear’

AFtna may not agree with your every gripe. If not, we'll tell
you so. But we promise you'll get action, not words, when we do.

Etn
wants insurance tg be affordable.

1 Talks with the NPA—a con-
sumer coalition of over 100 inner
city neighborhood groups—led to
a three-fold test program now
underway in sections of Chicago,
Cleveland, New York, and Phila-
delphia. We're encouraging agents
there to help us write more home-
owner’s insurance. In two of these
cities, we're offering a new “Home
Value Policy” that makes inner-
city insurance affordable. And
we've put up a $225,000 grant
to help reclaim rundown areas,
backed by a commitment of up to
$15 million in higher-risk urban
development loans.

Etna Life & Casualty,
151 Farmington Avenue,
Hartford, CT 06156

2 The hotline is just the most
recent expression of our long-
standing concern. H you want to
know what information we have
about you on file, just ask. H you
tell us something's wrong, we'll
reinvestigate and respond. As to
HEconomaster, it not only offers
lower premiums to start with, it
can lower them even further
when interest rates go up-—a
hedge against inflation.

3 Qurstudies so far show that
about half of you think the tradi-
tional rating criteria are unfair.
When told that new criteria could
mean more money out of your

pocket, however, only about a
third still thought change was a
good idea. In the real world, deci-
sions often involve some tradeoff
between costs and benefits. What
we have here are two problems
to solve at once.

4 Etna recognizes we've
helped fuel rising costs by selling
health insurance that doesn't al-
ways give the consumer a reagon
to be concerned about them. De-
ductibles and co-insurance while
effective aren’t always popular.
Unfortunately we too often give
the customer what he wants with-
out looking at the tradeoffs. We

i

LIFE & CASUAITY

also haven't done enough to edu-
cate people to take better care of
themselves or know when they’re
sick. Prevention is still cheaper
than treatment.

5 It's now company policy to
invite representatives from groups
like the National Consumers’
League up to Hartford. And
fEtna now has 21 of its own con-
sumer representatives who re-
spond to your questions, sugges-
tions, and complaints —somewhat
unusual for an industry that's
spent the last hundred years
mostly listening to itself.



The Professional

He Works
For You:
Dick Shafer

Dick Shafer travels from one
end of the world to the other:
From New York City to upstate
New York's most bucolic little
towns.

He’ the AP Broadcast Execu-
tive for New York State, a job
that requires a lot of versatility.
He knows the problems and the
pleasutes of stations in the
smallest markets and the
largest.

With his experience in all facets
of news and sales, there'’s not
much Dick can't handle.

We like that. We're like

Dick Shafer.

Professional.

Broadcast
Services

(212 262-4011

Datebookz"

® |ndicates new of revised listing
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This week

Feb. 24-28— North Central Cable Television Associ-
ation annual convention. Hilton Inn, Des Moines, lowa.

Feb. 24-28— CBS Radio Network Affiliates board
meeting. El Conquistador, San Juan, P.R.

Feb, 25-27 — Radio-Television News Directors Asso-

ciation "Management for Performance” seminar. Mar- -

riott Airport hotel, Chicago.

Feb. 28-29— National A iation of Broadcasters
conference of State Association Presidents and Ex-
eculive Directors. Four Seasons hotel, Washington.

Feb. 27— Radio Advertising Bureau sales success
clinic. Peachtree Plaza, Atlanta.

Feb. 27— House Communications Subcommittee
hearings on H.R. 5430, legislation requiring disclosure
of station financial information.

Feb. 28— Southern Baptist Radio and Television
Commission’s 11th annual Abe Lincoln Awards ban-
quel. Wilson C. Weamn, Multimedia Inc. will be
keynote speaker. Green Oaks Inn, Fort Worth.

Feb. 28 — Radio Advertising Bureau sales success
clinic. Drawbridge Motor Inn, Cincinnati.

Feb. 29-—Deadline for entries in Action for
Children’s Television Achievement in Children's
Television Awards. Information: ACT, 46 Austin Street,
Newtonville, Mass. 02160; (617) 527-7870.

Feb. 29-March 1— National Oceanic and At-
mospheric Administration Spring Snowmelt Media
workshop. NOAA National Weather Service River
Forecast Center. 6301 34th Avenue South, Min-
neapolis.

Feb. 29-March 2 — Oklakoma Broadcasters Associ-
atien annual meeting. Skirvin hotel, Oklahoma City.

L ]
March

March 1 —Deadline tor entries in Americar Bar Asso-
ciation’s Gavel Awards competition for “outstanding
contributions to public understanding of the American
legal and judicial systems.” Information: Dean Tyler
Jenks, ABA Gavel Awards, 77 South Wacker Drive,
Sixth floor, Chicago 60606.

March 2-4 —Ohio Cable Television Association an-
nual convention, Sheraton-Columbus hotel, Columbus.

March 3—Deadline for entries in competition for Na-
tional Broadcast Editorial Association’s Award for Ex-
cellence. Information; Susan veatch, WCBS-TV, 51
West 52d Streel, New York 10019,

March 4 — Association of National Advertisers televi-
sion workshop, Plaza hotel, New York.

March 4 —Ohio Association of Broadcasters "Salute
to Congress” dinner and White House briefing. Hyatt
Regency, Washington.

March 4—Colorado Broadeasters Association/
Denver Advertising Federation advanced sales semi-
nar. Writers' Manor, Denver.

March 5—International Radio and Television
Society anniversary banquet and presentation of IRTS
Gold Medal to John W. Kluge, chairman and president
of Metromedia Inc. Waldorf-Astoria, New York.

March 5 — Association of National Advertisers media
workshop, Plaza hotel, New York.

March 5— National Association of Broadcasters
workshop on "Dollars and Sense Law—Using Con-
tracts to Soive Business Problems™; Hyalt Regency
Q'Hare. Chicago.

March 5— Radio Advertising Bureau sales success
clinic. Pittsburgh Hyatt House. Pittsburgh.

March 68— Radio Advertising Bureay sales success
clinic. Hyatt Regency Dearborn, Detoit.
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March 8—Panel discussion of American Women in
Radio and Television on "You Can Own Your Own
Radio and Television Station." Summit Hotel, New
York, 9:30 a.m. Speakers: Allen B. Shaw. radio consul-
tant, New York; Bruce Houston, media broker, C. L.
Richards Co. Falls Church, Va.; Allan Griffith, VP, Bank
of New York.

March 10— Washington Association of Broadcasters
annual meeting. ARed Lion Inn, Seattle.

March 10.29-Region 2 conference of Interna-
tional Telecommunieations Union for medium fre-
quency broadcasling. Buenos Aires.

. Mareh 11— Television Bureau of Advertising

regional sales seminar, Seatac Red Lion Inn, Seattle.

March 12— Hollywood Academy of Tel Arts
and Sciences luncheon. Speaker; Frederick Pierce,
president, ABC Television. Century Ptaza hotel, Los
Angeles.

March 12— New York Market Radio Broadcasters
Association "Big Apple" awards for "creative ex-
cellence in radio advertising.” Sheraton Centre, New
York.

March 13— Television Bureau of Advertising
regional sales seminar, Sir Francis Drake. San Fran-
cisco.

March 14—Deadline for entries in annual Radio-
Television News Directors Association awards

March 14-18—11th annual Country Radio Seminar
on "Answers to the Questions of the BO's” Hyatt
Regency. Nashville. Keynole speaker: Paul Harvey,
ABC Radio.

March 18— Public Radio in Mid-America business
meeting. Crown Center hotel, Kansas City, Mo. Infor-
mation: Tom Hunt, WCMU-FM, 155 Anspach Hall,
Mount Pleasant, Mich. 48858; (517) 774-3105.

March 18-17 — Kentucky CATV Association spring
convention. Hyatt Regency, Lexington.

March 18-18—First Amendment Congress, spon-
sored by 12 orgenizations including National Associ-
ation of Broadcasters, Radio-Television News Direc-
tors Association and Society of Professional Jour-
nalists, Sigma Delta Chi. Williamsburg. Va.

March 18-20— National Public Radie annual con-
terence. Crown Center hotel, Kansas City. Mo.

March 17-18—Society of Cable Television
Engineers addressable technology seminar and live
system demonstration. Holiday Inn, San Jose, Calif.

March 17-19—Advertising Research Foundation’s
26th annual conference and research exposition. New
York Hilton.

March 18 — Radio Advertising Bureau sales success
clinic. Red Lion Inn Sea Tak, Seattle.

March 19— Radio Advertising Bureau sales success
clinic. San Francisco Hyatt Regency, San Francisco.

March 19-20-—Action for Children's Television
eighth national symposium, "Children and Television:
The Heaith Connection.” Shoreham Americana hotel,
Washington. Speakers include NBC vice chairman
Richard Salant. Norman Lear. Michael Kievmann,
Surgeon General Julius Richmond, and Secretary ot
Education Shirley M. Hufstedler. Registration informa-
tion: Denise Recht. (617) 527-7870.

March 20 — Radio Advertising Bureau sales success
clinic. Travel Lodge. Los Angeles.

March 20-21—Georgia Cable Television Associ-
ation annual meeting. Atlanta Sheraton. Information:
George Paschell, Cablevision of Augusta, Box 3576.
Augusta, Ga. 30904.

March 21-23 — Intercollegicte Broodcasting System
annual convention. Sheraton Centre, New York. Infor-
mation: Jeff Tellis, (914) §65-6710.

B March 22-29—Third Annual International Public
Television Screening Conference, hosted by Corpora-
tion for Public Broadeasting. Dupont Plaza hotel,




Shoot our newest cameras at the NAB Show.

A hands-on demonstration
will reveal some major advances
across the line. Like an extended-
performance camera that
reaches previously unattainable
levels of picture quality.

You'li see that pounds have
been trimmed off our newest
ENG/EFP cameras. New
features have been added.

We’ve built performance and stamina second to none into every
one of our cameras for the studio and field.

You get a lot of RCA with every RCA camera: RCA technology,
to help you deliver the very best on-air product.

And RCA TechAlert service, unmatched anywhere, to keep you
out of trouble and on the air.

RCA is with you on every shoot.

Shoot us at the show. RCA Broadcast Systems, Building 2-2,
Camden, N.J. 08102

Can you rell
afford less?




Washington.
March 23- 20—Advemsmg tinancial management
workshop, A iation of National Advertisers, Sea

Pines Plantation, Hilton Head Island, S.C.

March 23-29—International public television
screening conference, under auspices of Rockefeller
Foundation and various North American and Euro-
pean broadcasters. Dupont Plaza hotel, Washington.
Information: David Stewart, Corporation for Public
Broadcasting, (202) 293-6160.

March 24—Conference on Communications Law
and Principles of Regulatoty retorm, sponsored by
Regulated Industries and Communications Law Com-
mittees of Federal Bar Association. Speakers: Henry
Geller, assistant secretary of Commerce, National
Telecommunications and Information Administration;
Charles D. Ferris, chairman, FCC; Representative
Lionel Van Deerlin (D-Calif), and Charles Brown,
chairman, ATAT. Panel on broadcast matters include
Pluria Marshall, National Black Media Coalition; Nina
Cornell, Office of Plans and Policy, FCC: Ralph Jen-
nings., QOffice of Communication, United Church of
Christ; Charles Firestone, University of Califomia at
Los Angeles; John Lyons. broadcast program man-
ager, NTIA, and Erwin Krasnow, senior vice president
and general counsel, National Association of Broad-
casters. Mariott Key Bridge Motel, Rosslyn, Va.

March 24-25—Society of Cable Television
Engineers mid-Atlantic technical meeting and
workshop. Hyatt House, Richmond, vVa.

March 28 —New deadline for comments on FCC's
radio deregulation rulemaking proceeding {(Docket
79219). Reply comments due June 25. FCC, Wash-
ington.

March 25— New York State Broadcasters Associ-
ation annual membership meeting. Essex House, New
York.

March 28— International Radio and Television

Society newsmaker luncheon. Waldori-Astoria, New
York. Speaker to be announced.

March 28— Ohio Association of Broadcasters "Pre-
paring-for-Political Season” workshop. Fawcett Center,
Columbus.

March 26-28 —Viewdata 80, international exhibition
and conference on video-based systems and
microcomputer industries, sponsored by British Post
Office. Wembley Conference Center, London. North
American coordinator: TMAC, 680 Beach St., Suite
428, San Francisco.

March 27 — Radio Advertising Bureau Sales success
clinic. Sheraton Airport Inn, Minneapaolis.

March 28— Alab UPI Broadcast Advi
meeting. Holiday Inn-Airport, Birmingham.

March 29— Alab UPI Broadcasters Association
annual convention and awards banquet. Holiday Inn-
Airport, Birmingham.

March 31-April 1 — West Virginia Broadcasters As-
sociation spring meeting. Charleston House,
Charleston.

March 31-Aprll 1— Alaska Association of Broad-
casters annual meeting. Anchorage Westward Hilton.

y Board
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Aprll 1 —Deadline lor entries in competition lor Com-
munity Service Awards of National Broadeast Associ-
ation for Community Affairs. Inlormation: Tom Ro-
land, WTAR Radio and TV, 720 Boush Street, Norfolk,
Va. 23510; (804) 446-2600.

April 2— Radio Advertising Bureau sales success
clinic. Arlington Park Hilton, Chicago.

April 3— Radio Advertising Bureau sales success
clinic. The Regency, Denver.

March 18-20— National Public Radio annual

conference. Crown Center hotel, Kansas City, Mo.

Future conferences: Phoenix, May 3-7, 1981;
. Washington, April 18-22, 1982.

Aprll 13-1€— Nationa! Association of Broad-
casters annual convention. Las Yegas Convention
Center. Future conventions: Las Vegas., April
12-15, 1981; Dallas, April 4-7, 1982; Las Vegas,
April 10-13, 1983; Atlanta, March 18-21, 1984:;
Las Vegas, April 14-17, 1985; Kansas City. Mo.,
April 13-16, 1986; Atlanta, April 5-8, 1987; Las
Vegas, April 10-13, 1988.

April 18-24—MIP TV intemational program
market. Cannes, France.

May 4-8—CBS-TV affiliates annual meeting.
Century Plaza hotel, Los Angeles.

May 12-15—ABC-TV affiliates annual meeling.
Century Plaza hotel, Los Angeles.

May 18-20— NBC-TV affiliates annual meeting.
Century Plaza hotel, Los Angeles.

May 18-21— National Cable Tel Associ-
ation annual convention. Convention Center,
Dallas. Future conventions: Los Angeles. May 29-
June 1, 1981; Las Yegas, May 25-28, 1982; New
Orleans, May 1-4, 1983:; San Francisco, May
22-25, 1984; Atlanta, April 28-May 1, 1985,

June 3-7-—29th annual convention, American
Women in Radio and Television. Hilton Palacio
del Rio and San Antonic Marriott, San Antonio, Tex.
Future convention: May 6-10. 1981, Sheraton
Washington hotel, Washington.

Jun® 5-7— Associated Press Broadcasters con-
vention. Faitmont hotel, Denver.

June 7-11-—American Advertising Federation,
annual convention. Fairmont hotel, Dallas.

June 11-15- Broadcasters Promotion Associ-
ation 24th annual seminar and Broadcast Desig-
ners Association second annual seminar. Queen
Elizabeth hotel, Montreal. Future seminars: June
10-14, 1981, Waldorf-Astoria hotel, New York:
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June 6-10, 1982, St. Francis hotel, San Francisco;
June 8-12, 19883, Fairmont hotel, New Orleans;
June 10-14, 1984, Caesar's Palace, Las Vegas;
1885, Chicago.

Aug. 24-27 —National Association of Broad-
casters radio programing conference. Hyatt
Regency, New Orleans.

Sept. 14-17— Broadcasting Financial Manage-
ment Association 20th annhual conference. Town
and Country hotel, San Diego. Future conference:
Sept. 20-23, 1981, Sheraton Washington.

Sept. 20-23—Eighth International Broadcast-
ing Convention. Metropole Conference and Ex-
hibition Centre, Brighton, England.
Oct. 26-30— National A igti
al Broadeasters 56th annual convention. Las
Vegas.

Nov. 10-12— Television Bureau of Advertising
annual meeting. Hilton hotel, Las Vegas. Future
meeting: Nov. 16-18, 1981, Hyalt Regency, New
Orleans.

Dec. 3-8— Radio-Television News Directors As-
saciation international conference. Diplomat hotel,
Hollywood-by-the-Sea, Fla.

Jan. 18-21, 1981 — Association of Independent
Television Stazxon.s {INTV) convention. Century
Plaza, Los Angeles.

Jan. 25-28, 1981 —Joint convention of Na-
tional Religious Broadcasters and National Asso-
ciation of Euvangelicals. Sheraton Washington
hotel, Washington.

March 13-18, 1981 — National Assaciation of
Television Program Executives conference. New
York Hilton. Future conferences: March 12-17,
1982, Las Vegas Hilton; March 18-23, 1983, Las
Vegas Hilton.

May 30-April 4, 1981 — 12th Montreux Interna-
tional Television Symposium and Technical Ex-
hibition. Montreux, Switzerland. Information:
Press officer, Swiss PTT, Viktoriastr. 21, CH-3030,
Berne, Switzerland.
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April 4 —Deadline for nominations lor American

's Fourth Estate Award. Information: Fourth
Estate Award, Public Relations Division, The American
Legion, Box 1055, Indianapolis 46206.

April @ — Television Bureau of Advertising regional
sales seminar, Hilton Plaza Inn, Kansas City, Mo.

April B-12—Satellite 80, international satellite con-
ference and exposition. Palais des Expositions, Nice,
France.

8 April 98— New England Cable Television Assori-
ation spring meeting. Sheraton-Waytarer, Sedford, N.H.

April 9-11—American Forces Radio and Television
Service world-wide joint workshop, Sportsmans
Lodge, Los Angeles.

Aprll 8-12—Alpha Epsilon Rho, National Honorary
Broadcasting Society national convention. Imperial
Palace hotel, Las Vegas, Speakers include Don
Hewitt, 60 Minutes; Charles Osgood, CBS News, and
Gordon Jump., WKRP in Cincinnatti,

April 10—Research workshop of Association of Na-
tional Advertisers, Plaza hotel, New York.

April 10— Television Bureau of Advertising regional
sales seminar, Loew's L'Enfant, Washington.

Aprll 10-11— Broad ial Man ag: As-
sociation/Broadcast C‘redu Association boards of
directors meetings. Marrioft hotel, New Orleans.
April 10-13 — Broadcast Education A

nual convention. Convention Center, Las Vegas.

‘ﬂ
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Aprll 13— Association of Maximum Service
Telecasters annual membership meeting. Las Vegas
Convention Center.

8 Aprll 13-18— lllinois-Indiana Cable TV Associ-
ation annual convention. Ramada Inn Convention
Center, Champaign, Ill.

Aprll 13-18— National A iation of Broadcasters
annual convention. Las Vegas Convention Center.

Aprll 18 —Pioneer breakiast sponsored by Broadcast
Pioneers during National Association of Broadcasters
convention, Las Vegas Convention Center.

April 15— Radio Advertising Bureau seles success
clinic. Sheraton Inn Intemational Airport, New Orleans.

April 17 — Radio Advertising Bureau sales success
clini¢. Le Baron hotel, Dallas.

April 18-20— Carolinas UPI Broadcasters annual
meeting. Ramada Inn, Wrightsville Beach, N.C. Infor-
mation: Bill Adler (704} 334-4691.

April 18-24 — MIP TVinternational program market.
Cannes, France. U.S. office: John Nathan, 30
Rockefeller Plaza, New York 10020: (212) 489-1360.

April 20-24 — American Institute of Aeronautics and
Astronautics eighth Communications Satellite
Systems conference. Orlando Hyatt House, Orlando,
Fla.

Aprll 22— International Radio and Television
Society newsmaker luncheon. Waldorf-Astoria, New
York. Speaker to be announced.

April 22 — Radio Advertising Bureau sales success
clinic. Sheraton Tara, Boston.

April 23— Radio Advertising Bureau sales success
clinic. White Plains hotel, New York.

Aprll 23-28—Indiana Broadcasters Association
spring conference. Marriott Inn, Clarksville.

Aprll 24— Radio Advertising Bureau sales success
clinic. Baltimore Hilton, Baltimore.

April 28+.28—0klahoma Associated Press Broad-
casters annual convention. Holidome, Oklahoma City.

Aprll 28-27 - Indiana Associated Press Broad-
casters annual convention, FOI workshop and awards
ceremonies. Essex hotel, Indianapolis.

April 28-30— Pennsylvania Association of Broad-
casters spring convention. Cancun Caribe hotel, Can-
cun, Mexico.

April 26-Third annual Great Lakes Radio Con-
terence. Central Michigan University, Mount Pleasant,
Mich. Information: Alpha Epsilon Rho, 340 Moore Hall,
CMU, Mount Plesant, Mich. 48859; (517) 774-3851.

April 28-29 — Society of Cable Television Engineers
meeting and workshop. Sheraton Inn, Memphis.

April 30—Peabody Awards lunchecn spensored by
Broadcast Pioneers. Hotel Pierre, New York.
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May 2-1980 Midwest Acoustics Conlerence on
microphone techniques for recording and broadcast-
ing sponsored by Audio Engineering Society, Chicago
Chapter of Acoustical Society of America, Chicago
Section of Institute of Electrical and Electronics
Engineers, Chicage Acoustical and Audic Group and
HT Research Institute. Hermann Hall, Ilinois Institute
of Technology, Chicago.

May 2-3—Annual convention, National Translator
Association. Hotel Utah, Salt Lake City.

May 2-4-—]llinois News Broadcasters A iati
spring convention. Holiday Inn-lllinois Beach Resort,
Waukegan.

May 4-8 — CBS-TV affiliates annual meeting. Century
Plaza hotel, Los Angeles.

May 4-9—Second annual World Communication
Conference sponsored by Ohio University, Athens,
Ohio.

May 8-10—Kentucky Broadcasters Association
spring convention. Executive Inn West, Louisville.

May 8-10—New Mexico Broadcasters Association
annual convention. Airport Marina hotel, Albuquerque.

May 9—American Advertising Federation “Best in
the West" awards ceremonies. St. Francis hotel, San
Francisco.

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

May 12-30—International Telecommunications
Union 35th session of the Administrative Council.
Geneva.

May 12-14—International invitational conterence an
"World Communications: Decisions for the Eighties,”
sponsored by Annenberg Sehool of Communications,
University of Pennsylvania, Philadelphia. Information:
World Communications Conference, Annenberg
School, U. of Pa, Philadelphia 19104.

u May 12-14—Fourth annual National Indian Media
Conference sponsored by Native American Public
Broadcasting Consortium and American Indian Film
Institute. Quality Inn, Anaheim, Calif.

May 12-18—Religious Communications Congress.
Opryland hotel, Nashville. Information: Wilmer C.
Fields, RCC/1980, 460 James Robertson Parkway,
Nashville 37219; (615) 244-2355,

May 13— Television Bureau of Advertising regional
sales seminar, O'Hare Hilton, Chicago.

May 14— National Sisters Communications Service
conference on liberation media. Opryland hotel,
Nashville. Information: NSCS, 1962 South Shenan-
doah, Los Angeles 90034,

May 14-17— Americar Association of Advertising
Agencies annual meeting. The Greenbriar, White
Sulpher Springs, W.Va.

May 18-20—NBC-TV affiliates annrual meeting.
Century Plaza hotel, Los Angeles.

May 18-21— National Cable Television A iati
annual convention. Canvention Center, Dallas.

May 19-20—Society of Cable Television Engineers-
Northwest technical-meeting and workshop. Rodeway
Inn, Boise, Idaho.

OpenzMike:

In defense of the DSA

EpITOR: With due respect to Phil Lombar-
do’s position on Don Thurston receiving
the Distinguished Service Award from the
National Association of Broadcasters, 1
disagree. 1 was on the committee which
chose Dick Chapin 10 receive that award
several years ago. We spent considerable
time debating the pros and cons of a
former joint board chairman getting the
award. As I recall, it took quite a few
ballots before Dick was finally chosen. I
believe that what has transpired in recent
years shows the merit of not disqualifying
an NAB joint board chairman of recent
vintage from getting the award. [ left the
NAB board six years ago, and Dick won it
prior to my term expiring. Since that time,

the committee has not selected a person in
that position. Therefore, it shows no abuse
of power and obvious careful considera-
tion of those formerly associated with the
NAB board.

Dick was selected for heading the effort
1o get the NAB itself turned around, plus
getting the deregulation process started.

And certainly Thurston, whom [ have
known for over 20 years and have worked
with closely, has made numerous con-
tributions over a lengthy period, not just
the years he was joint board chairman or
an NAB director.

1 have high regard and deep respect for
all the nominees, each of whom is worthy,
but assuredly Thurston deserves the DSA
and although n¢ longer involved in the
NAB, I'm positive it was no ‘‘set up.”’—
Philip Spencer, president and general
manager, WCSS(AM) Amsterdam, N.Y.

How do you handile a hungry lion?

i no charge.

Name

Feed him a car thief.

The familiar voice of Gary Owens offers
this advice aiong with other public service
tips on keeping fire, burglars and other
everyday hazards out of your listeners’
lives. There are four 30-second and four 60-
second audio tapes, all in the typicaliy-light
Owens style. And they're yours for the ask-
ing from State Farm Fire and Casualty Com-
pany. Mail the coupon or, if you're in a real
hurry, call 309-662-6402.

Richard E. Kepler

Public Reiations Depar tment
State Farm Insurance Companies
One State farm Plaza
Bloomington, Minols 61701

Please send me your public service

serles on avolding everyday 3
around the home. | understand there

hazard:

station

Address

City

e rccccercc ==

(N0 RO. Box Numbers, please)
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THE END OF THE BAD NETWORK FEED
THE BEGINNING OF STEREO

BY SATELLITE.

Brought to you first by the RKO Radio Network.

We're living up to our commitment to audio quality
by utilizing satellite technology to provide
full-stereo program transmissions.

From us to outer space to your listeners . .
the very best possible stereo sound.
In fifty cities by April 1st.

The RKO Radio Network.
With more of what it takes
to makeitin the 80’s.
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Lesson for the learning

ED1TOR: 1 hope your article in the Feb. 11
issue (“*$340 Million Each Week For
Prime-Time'') will wake up some of the
networks’ executives.

60 Minutes, one of the highest rated
shows each week, is the second least ex-
pensive show to produce each week, cost-
ing only $140,000 per show. According 1o
your article only ABC’s 20/20 costs less
($135,000 per show). Meanwhile, NBC
continues to flounder around in the rat-
ings and spends $800,000 for each episode
of Buck Rogers in the 25th Century!

As my father, the railroad man, would
say, ‘‘Someone’s asleep at the switch.'—
Terry L. Burrington, Prairie du Chien,
Wis.

Rl T T ST
Now more than ever

EDITOR: As a member of Congress and the
House Communications Subcommittee
from 1969 to 1979, 1 sirongly advocated
legislation in the broadcasting area. It was
my feeling that license renewal standards
should be established by the Congress and
not left to the FCC or the courts.

1 think the recent RKO decision points
oul the correctness of my position. I would
hate to say I told you $0, but 1 told you so.
Congressional action is more important
than ever.—Lou Frey Jr, Pepper,
Hamilton & Scheetz, attorneys at law,
Washington.

The short of it

EDiTOR: | was somewhat fascinated and in-
trigued by your Jan. 28 “Closed Circuit”
item, “‘Still More Radio?"’

With respect 10 domestic shortwave as
being the next possible frontier of Ameri-
can broadcasting, fellow broadcasters
might not be aware of the fact that private,
domestic, commercial shortwave broad-

_casting was permitted by the FCC prior to

the attack on Pearl Harbor. Private
organizations— CBS, NBC,
Westinghouse, General Electric, Crosley,
and Worldwide Broadcasting Founda-
tion—owning and operating 13 U.S.-based
shortwave transmitters—were broadcast-
ing regular shoriwave programs before
World War II.

However, during the war those short-
wave (international) transmitting stations
were taken over and programed by the
government’s Office of War Information
for use as vehicles for propaganda in aid-
ing our war efforts. As a consequence,
commercial shortwave broadcast owner-
ship became silenced in the U.S,

Nearly four decades have passed since
then, and I now read of Joseph Costello’s
efforts in obtaining a permit to build a
commercial shortwave station in southern
Louisiana, with a targeted signal to
Canada and western Europe. How
fascinating. 1 wish him good fortune.—
Francis Chick Powers, president The
Music Sound Review Ltd., Brooklyn, N.Y.
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He Works
For You:
Steve Eames

Steve Eames is one of those
super salesmen who’s moved
from city to city to city. Only
thing is, all those cities were in
Texas.

Then, lightning struck. Now,
Steve knows it’s true: There is
life after Texas.

Steve’s bringing his big, broad
Texas know-how to the
Carolinas these days. As the
AP’s Broadcast Executive, he's
helping Carolinians get the
most from their news service.
We like that. We're like

Steve Eames.

Professional.

Broadcast
Services

(212) 262-4011

The Professional




CP provides the
Harris provides

4

Harris’ TV transmitters lead the
way to greatly enhanced reliability

and performance.

For example, the TvV-50H VHF
50-kilowatt High Band color TV
transmitter combines a solid-state
driver with a three-tube design for
field-proven dependability and
reduced tuning requirements.
Harris transmitters provide many
other state-of-the-art features for
proven superb color performance.

For high-powered stations, the
TV-50H may be used in a 100 kW
dual configuration that occupies
the same space as previous 50 kW
transmitters — ideal for converting
to CP without the expense of a
new building.

All Harris TV transmitters, ranging
in power from 10 kW to 220 kW,
Channels 2 through 69, can be
used for your switch to CP.

Harris’ 9100 Facilities Control
System leads the way to lower

operating expense.

Harris’ 9100 Facilities Control
goes far beyond standard remote
control systems.

The microcomputer controlled
9100 continuously surveys your
transmission system and your
physical plant and makes minor
adjustments within normal operating
tolerances. It instantaneously
responds to abnormal levels by
making automatic corrections and
sounding alarms.

The 9100 lets you operate your
equipment at maximum levels
without violating FCC regulations,

If you are going CP or maintaining
horizontal polarization, the 9100
assures the maximum performance
of your transmission system,




best TV signal.

%

| Harris’CPantennas
| lead the way
. tovastly improved
coverage and

signal strength.

As the leader in the development of CP, Harris has
sold CP antennas in more markets world-wide than
any other manufacturer.

The Harris CPV permits you to convert to CP
without replacing your present tower. And the Marris
CBR [Cavity Backed Radiator) antenna is designed
for a wide variety of directional patterns. Both
antennas allow multiple stations to operate from
the same antenna.

Harris CP antennas deliver excellent circularity,
low axial ratio and low VSWR. Each has the flexibility
to let you tailor broadcast patterns to your specific
coverage requirements.

For the extra rating points that an improved signal
can bring, use a Harris CPV or CBR advanced
design CP antenna.

Harris products are designed and manufactured by
the leading suppiier of broadcast equipment and are
backed by a 24-hour a day world-wide service
organization.

Harris can help you meet your performance and
financial objectives. Contact Harris Corporation,
Broadcast Products Division, P.O. Box 4290,

Quincy, llinois 62301, (217) 222-8200.
*Circular Polarization

COMMUNICATION AND
INFORMATION PROCESSING
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I TOP OF THE WEEK

The weather was a scandal, the horror
stories about getting to San Francisco
were legion, elevator service was
abominable and most thought the
conference lasted a day too long. NATPE
80, nonetheless, was a smash success. By
the time it all ended last Thursday—
having begun officially the preceding
Saturday and for many participants days
before that— both delegates and exhibitors
were weary but satisfied, They had been in
on a turring-point television corference,
one that seemed to make official
television’s change from a marketplace of
scarcity to one of multimedia abundance.
Only a few seemed to mind. Indeed, even
those broadcasters who had benefitted
maost from the way things were seemed as
eager as the rest to get on with the new
ways things will be.

Genius remembered. A special Iris for his contributions to communications—not the

2dlcasineMeb2s

NATPE faces up to future shock

Record San Francisco conference
begins transition to exhibition
format, wrestlies with problems

of absorbing new media, welcomes
burgeoning business from abroad

In many respects, it was an annual con-
vention in keeping with NATPE’s 17-up-
ward-years tradition. Throughout the
Hilton marketplace, there were the usual
reporis of booming business among the
251 syndicators—and this year the sales
behind the rhetoric seemed even more
solid. Sessions, even through the sixth and
final convention day, were well attended as
NATPE continued its record-breaking
growth: 2,647 paid registrants and 3,939
conventioneers in all.

least of which was development of the iconoscope tube that is at the heart of television—
was awarded to Vladimir Zworykin at NATPE's closing session in San Francisco last Thurs-
day (Feb. 21). Presenting the Iris statuette: NATPE President Chuck Gingold of waBC-Tv New
York, who presided over the six-day conference. Dr. Zworykin, who still serves as a consul-
tant to RCA {"Profile;’ Jan. 7), seized the occasion to refresh memories about the past and
to share some of his further “dreams” for the medium. Excerpts of his remarks:

“Although in 1900 there was an electric cable on the ocean fioor connecting Eurape and
America, Marconi in 1901 set up a radio communication which was not only more reliable
but had a much wider range. Some 40 years later American ingenuity achieved transmis-
sion of pictures through the air. In 1964 the NASA satellite established the possibility of
global communication ... All my life | have been a dreamer and now, at age of 90, | dream of
the next step in global communication. The worldwide reception of television is now a
reality. This, coupled with present-day speech recognition and language translator
capabilities brings a dream of worldwide communication translated into one's own
language on an instantaneous basis a practical present-day reality. Why not start now with
this organization of program producers and present some meaningful programs for all
countries to view and hear simultaneously in their own languages? Could not such an ac-
complishment bring a better understanding and peaceful relations among the many na-
tional groups on this speck of the universe called Earth?"
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The marketplace flavor, thanks to strip-
ping, saw the end of prime-time access as
NATPE’s dominant draw. But the vacuum
was filled with the battle of the talk-show
hosts and a stronger than ever concentra-
tion on early fringe and other dayparis.

The new off-network entries may not
have been commanding the dollars
handed over for the blockbusters of previ-
ous years, and at least among the majors,
movie packages were sold before NATPE.
But elsewhere, buyers generally seemed
more willing to make program commit-
ments; they had plenty of time prior to
NATPE to decide what they wanted, with
station visits from syndicators coming
earlier each year.

Creative breakihroughs weren’t ap-
parent. The blending of proved forms was.
Nowhere was this more visible than in the
merging of the magazine format into
several new talk-show entries.

All in all, NATPE last week stepped
smoothly into the 80’s. Future shock,
however, could be right around the corner.
In NATPE’s own demographics, in
marketplace structure and in organiza-
tiona! leadership, change was brewing.

Conspicuous was the foreign atten-
dance, estimated to have tripled to about
300 buyers and sellers. New to NATPE
this year were Brazil, Switzerland,_In-
donesia, Saudi Arabia, Finland, Argen-
tina, Kuwait, Costa Rica and Colombia,
joining such returning countries as
Australia, Canada, Great Britain and
Japan, among others. Time-Life alone re-
ported some $2 million in foreign sales.
And there were many other suites ¢laim-
ing strong foreign action, particularly from
Latin America.

Add to that contingent the programing
scouts from the cable industry and even
some from the home video market. How
NATPE will deal with the influx from
abroad and from the alternative media in
its own backyard remains to be seen. But it
stands as one of the key challenges to the
1980 NATPE Futures Committee.

So does the reshaping of the
marketplace itself as NATPE now begins
to phase in the exhibition-hall style known
to veterans of the Marche International
des Programmes de Television in Cannes,
France. The transition begins next year in
New York as some 15%-20% of the dis-
tributors will be setting up shop in
modules on the convention floor.

And, for the first time, NATPE no
longer will be directed only by member-
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ship volunteers and part-time consultants.
Introduced to his new constituency last
week was George Back of George Back
Associates, a former syndicator who now
takes over as NATPE’s first executive
director (BROADCASTING, Feb. 18). Deci-
sions remain to be made aboul the move
from the former offices in Lancaster, Pa.,
but NATPE will soon headquarter in the
heart of the syndication business, New
York.

Back, without organizational precedent
to guide him, is expected to establish his
own territory. But clearly a major part of
his mandate will be to move NATPE away
from a one-function organization as it
takes on such projects as an upcoming Na-
tional Association of Broadcasters/
NATPE children’s conference. There are
no plans, however, to turn NATPE into a
lobbying fosce.

As Lew Klein, former NATPE president
and now chairman of the Futures Com-
mittee, summarized NATPE’s past year:
**l don’t think there’s been a year when
there's been more movement.”

Much of the groundwork had been laid
under the tenure of outgoing NATPE
President Chuck Gingold of wABC-Tv New
York. The initial fruits or consequences of
those decisions will be faced by new Presi-
dent Lucie Salhany of Taft Broadcasting.
And likely in future years by the first vice
president, John Goldhammer of KABC-TV
Los Angeles, and the newly elected sec-
ond vice president, Steve Currie of KOIN-
Tv Portland, Ore.

Elected with Salhany, Goldhammer and
Currie last week were new board members
Ed Jones, wDvM-Tv Washington: Ray
Alexander, WBRZ-Tv Baton Rouge;
Gregg Nathanson, KTLA(TV) Los Angeles,
and Linda Des Marais, wPLG-TV Miami.

A new board member representing the
distributors is Joe Indelli of Metromedia.
And in a newly created board position 10
serve those NATPE members that are
neither buyers nor sellers is Gene
Swerdioff of the PGW rep firm.

A dozen divine the
next decade

NATPE futurists see free TV
remaining the mainstay and
programing, not technology,
being the force for change

Rhetoric and hyperbole aside, the over-all
impression emerging from NATPE’s ex-
amination of *“‘Television in the Next 10
Years'® was surprisingly conservative.
Despite all the certain changes of the
prospective decade, there remained a
sense that the existing media structure not
only will survive but that it may prosper in
greater degree than some of the new com-
petitors.

If there was a consensus among the
dozen panelists at last week’s closing ses-
sion, it was that programing, not hard-
ware, will remain the key elementin deter-
mining the success or failure of the new
media technologies.

The session began with presentation of
a study on media futures commissioned by
NATPE from Management Analysis Corp.
of Cambridge, Mass. That organization’s
David Butterfield, paraphrasing the Lin-
coln Steffens comment on the Russian
revolution, said that ‘‘the future works,
but I’m not yet sure who it works for.” He
did offer estimates that by 1985 all the new
media together would total only 10%-12%
of all TV viewing. By mid-decade, cable
penetration would be at 34%, he reported,
with homes passed at 54%. Of the new ca-
ble homes, 70% would take pay cable,
resulting in pay penetration of 17% of the
total TV universe with 52% of homes
passed by pay service,

Over-the-air pay TV (STV) will be on 36
stations in 30 markets by 1985, Butterfield
said, with an average market penetration
of 9% and a total U.S. penetration of 4%.
Neither DBS (direct broadcast satellite)
nor MDS (multipoint distribution
service) will have made significant

market impact by 1985, he said.
Videodisks and videocassettes will by then
have reached only 10% penetration.

Robert Shuliz, of Video Probe Index,
Bayside, Calif., presented a companion
study on changing patterns of television
viewing. He offered an acronym to de-
scribe the general change: *“From LOP to
MPE-MCT”’ That is, from ‘‘least objec-
tionable program’ viewing to ‘‘most
preferred event” at the ‘*most convenient
time."”

Schultz cited studies showing that view-
ing of network stations diminished from
99% in noncable homes to 87% in basic ca-
ble homes and to 78% in those with pay
cable. But the impact of those percentage
losses is offset, he said, by an increase
in total viewing in both categories
of cable homes.

Dick Beikin of Lee Enterprises was the
most optimistic of the panelists in predict-
ing that conventional TV would suc-
cessfully hold off compeltition from the
new media. Among his reasons: a tighten-
ing economy will force the consumer to
make significant decisions about which of
the media he can afford. **Free over-the-
air TV will be the biggest bargain of all’’ in
the 1980’s, he said.

Joel Chaseman, president of Post-
Newsweek Stations, raised the possibility
that modular programing might become
important in conventional TV during the
decade. ‘*“We may end up with video disk
jockeys,” programing from a number of
segmented programing sources much as
radio DJ’s do today, he said. None of the
new media, he said, will be able to assem-
ble a national audience to match that of
the current system, and just as major print
media (Time, Newsweek, the Washington
Post and the New York Times were among
his examples) have survived the trend
toward specialized publications, so will
conventional TV survive as a mass
medium among more targeted ones.

““Keep an eye on the telephone com-
pany,’ Chaseman advised, noting that

Im> BLi€l

In latest chapter in story of sponsorship of political debates, candidate
himself ended up paying for one. Ronald Reagan was o have shelled
out estimated $3,000 for last Saturday's planned confrontation between
him and fellow Republican presidential contender, George Bush. Debate
was to have been sponsored by Nashua (N.H.) Telegraph, but Federal
Election Commission threatened to cite newspaper for illegal corporate
campaign contribution. That action was prompted by complaints from
other Republicans who had been excluded from Reagan-Bush debate.
Newspaper proposed that candidates finance their forum, but Bush
refused to pay, saying Reagan had challenged him. Reagan then agreed
to put up money, aithough he is close to spending limits for New
Hampshire. FEC eventually will have to face matter of sponsored de-
bates more squarely: It has submitted proposed rules on matter to Con-
gress and is awaiting action. Meanwhile, National Association of Broad-
casters and Radio-Television News Directors Association have pro-
tested to Senate committee handling FEC proposals that they exceed
commission jurisdiction and are contrary to First Amendment. Nashua
Telegraph case came in week in which first League of Women
Voters-sponsored ‘Presidential Forum' was held, on Wednesday.

That debate included all major Republican contenders and went off
without hitch. It was carried on delayed basis by three commercial net-
works (NBC ran it latest, at 1 a.m) and Public Broadcasting Service
(which carried it at 9 p.m,; it started at 8:30). Next league forums are set
for Chicago (lllinois primary) next month on 12th for Democrats, 13th for
Republicans.

a
Broadcast Bureau of FCC has found that wcve-tv Boston “acted
unreasonably” when it denied Democratic presidential candidate
Senator Edward Kennedy (Mass.) half hour of prime time for campaign.
Station policy had been to refuse to sell time to all candidates, but offer
free time—at station's choosing —to them. Consequently, station offered
Kennedy choice of four half-hour slots on Friday and Sunday nights. Ac-
cording to Kennedy spokesman, reached Friday afternoon, Kennedy will
pass on Friday night, bul may use time on Sunday. Action has caused rip-
ples: California Governor Jerry Brown, another candidate for Democratic
nomination, has bought 11:30-midnight NYT slot on Sunday night.

O

ABC said first nine nights of Olympics coverage, tolaling 21.5 hours
of prime time through Feb, 20, had average 23.0 rating and 35 share,
up from 22.1/34 four years ago. Taking increase in number of TV homes
into account, ABC spokesman said, this 4% gain in rating represented
14% gain in household audience. Late-night Olympics wrapups were

Broadcasting Feb 25 1980
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the largest advertising-supported print
vehicle in the country was the Yellow
Pages.

Chaseman voiced one disappointment
with TV’s performance in the 1970’s he
hoped to see corrected in the 1980’s. *“The
cultural explosion [that saw increased in-
lerest in art, music and other esthetic
forms] was hardly reflecied in the public
media,”* he said. And remarking on what
he perceives as a notable increase in pres-
sure groups trying to keep ‘‘so-called
offensive programing™ off television, he
repeated this advice from the late Elmer
Davis: **‘Don’'t let the bastards scare you.”

James Fiedler, representing MCA Dis-
coVision, one of the competing videodisk
systems, said that manufacturers have not
been able to agree on compatibility among
themselves and thus the battle would be
waged in the marketplace. Two or possibly
three disk systems will be there by the end
of 1981, he said, with one or two new tape
formats coming along to complicate the

Granath

Chaseman

videocassette fieild. The next 12 to 24
months will be ¢rucial to MCA’s progress,
he said.

One of the companies commitied to
supplying the new disk medium—along
with other video media—is ABC Video
Enterprises, whose Herbert Granath told
the NATPE audience: ‘‘The 1980’s will be
the prime access time for new ideas.” and
that technology will allow viewers to vary
TV’s fare to their own tastes. The expan-

Koehler

sion of leisure time will expand viewing
hours for the supplementary services, he
said, while network TV will continue to be
the mass audience medium and local sta-
tions will remain in the best position to
serve local needs.

Examining ail the predictions about
media change in the 1980’s, Public Broad-
casting Service President Larry Grossman
declared himself the least certain about
what would happen next. ‘I subscribe to
the ‘wandering accident’ theory of media
development,” Grossman said, saying
change will have more 10 do with the spirit
of society—and with program leadership—
than with technology. He senses a growing
taste for quality on the public’s
part. ‘‘Hyperbole aside, I suggest some-
thing’s going on.”* he said, pointing out
that NBC’s Fred Silverman had pledged
his network to a quality course in the
decade. ‘‘To leave change to the tech-
nologists will be to see nothing change,”
Grossman said.

Wheeler Wormington

George Koehler of Gateway Com-
munications and Jack Valenti of the Mo-
tion Picture Association of America both
came on strong with anticable positions—
specifically arguing for both retransmis-
sion consent and syndicated exclusivily as
necessary to protect the existing TV
system and the market for program pro-
ducers. ““Many smaller operations will be
turned to the wall’” during the 1980's,
Koeh!ler said, adding that **more is not bet-

ter if it’s the same more.”” Valenti also
called ‘“‘free broadcast TV ... an en-
dangered species’’ because of the importa-
tion of distan!t signals.

Tom Wheeler, president of the National
Cable Television Association, challenged
the Valenti position while setting out his
own view that “‘there’s more of a market
out there than any of us now envision.’
He argued that the existing TV system will
neither slip away nor disappear, and said
he had more confidence in the competitive
ability of conventional broadcasters than
they seemed to have in themselves.
““You're 100 smart 10 be obsoleted,” he
said. _ 3

Wheeler said most television view-
ing is done by one-third of the total au-
dience, and said that third would remain
conventional TV’s marketplace while ca-
ble went after the rest. Program and time
diversity are the major attractions cable
has to offer, he said, adding that the mass
audience will always go with the broad-
caster while cable appeals to smailer and
smaller fragments.

Robert Wormington, of KBMA-TV Kan-
sas City, Mo., and chairman of the Associ-
ation of Independent Television Stations,
oﬂ'ered an ‘‘if you can’t beat ’em, join

** approach for consideration by broad-
casters ‘‘As cable penetrauon increases,
stations will start programing cable chan-
nels,’” he said, urging the delegates to start
doing so. “*You can’t hold back progress,”
he said, “but you can steer i.”' Wor-
mington, a pioneer satellite user among
broadcasters, predncted that every station
would have its own earth siation by
decade’s end. As for independents, three
things will be changing for them during
the 1980’s, he said—‘‘programing, pro-
graming and programing.’’ Ad hoc net-
works will become a daily fact of life, while
new regional networks will be created to
compete with the national networks. Such
arrangements will affect neiwork-affiliated
stations as well as mdependents.

Speaking from the viewpoint of the ad-

averaging 13.1/34. ABC also said ‘Good Morning, America’ in week of
Feb. 11-15 bested NBC’s ‘Today’ for fifth week in row and took
year-to-date lead, with average of 5.0/28 to Today’s 4.9/27.
a

Schurz Communications, South Bend, Ind.-based publisher-group
broadcaster, has purchased ch. 26 waru-tv Augusta, Ga,, from J.
Thomas Jones and Francis Robertson for $5 miilion. Buyer, principally
owned by Franklin Schurz, also owns wsBT-aM-Tv and wwJy(Fm) South
Bend and wosJ)-Tv Roanoke, Va. Sellers have no other broadcast in-
terests.

a
After two years of hearings and negotiations, 16-member Commlssion
on International News, sponsored by UNESCO, released report last
Friday condemning press censorship and urging that journalists
everywhere be allowed to talk with political dissidents. Report
also endorsed “new world information order” to replace what Third
World countries view as West's “colonialist domination” of international
news distribution. 292-page document, expected to raise controversy, is
just one of five commission will issue, but it is most important as it con-
tains conclusions and recommendations. Other reports are due this
week.

[m]

Lorimar Productions ran full-page ads in New York Times, New York

Daily News, Lds Angeles Times, Los Angeles Herald Examiner, Chicago
Tribune and Chicago Sun-Times, starting last Thursday {Feb. 21), asking
readers to contact NBC-TV in Burbank and urge network to keep
‘Skag’ series on air. Lorimar said series will be canceled unless public
speaks up. (NBC has not renewed it, in fact) In 1972, similar advertise-
ments were carried in support of another Lorimar series, The Waltons,
and, company pointed out in its latest ads, Waltons "is still with us”
a

Reports persisted last week that NBC is ¢lose to agreement with
Johnny Carson whereby he would remain as host of Tonight but show
would be cut from 90 minutes to 60, NBC declined comment, citing
long-standing agreement thal neither side would discuss negotiations in

progress since he disclosed last spting he wou'd like to be relieved of

Tonight duties. His NBC contract runs to spring 1981.

]
U.S. Court of Appeals in Washington has upheld FCC action banning
certain citizen-band radlo amplifiers that were causing interference
to television reception.

a
Chester M. Lauck, 79, Lum of old radio series, Lum and Abner, died
Thursday (Feb. 21) in Hot Springs, Ari. atter brief iliness. With late Norris
Goff as Abner, rural comedy series began nightly on NBC Red Network
in 1931 and ran until 1954,
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vertiser, Marvin Koslow of Bristol-Myers
said a wide range of social factors will pro-
vide a ‘“‘fertile environment for the
emergency of new technologies™ during
the 80’s. Two of the most important: (1)
changes in audience composition, with the
audience getting progressively clder, and
(2) a trend to social pluralism that con-
trasts with previous notions of conformity,
and that will make for more fluid, less loyal
and less consisten! audiences. Magazines
have already felt the impact of that au-
dience change, he said, and television’s
turn is coming. He forecast an ever-grow-
ing need for special interest media, and
the likelihood of TV becoming more of a
background medium. “The sum of your
sources will be the source of your domi-
nance,”’ Koslow declared.

The immediate future

Next year it’'s *“mini-MIP”’ In 1982, it’s
“mini-MIP plus 1, followed by ‘‘maxi-
MIP” in 1983 and a “*full MIP”’ in 1984.

Those were the catchwords used to ex-
plain NATPE’s plans for a four-year tran-
sition from the current hotel-suite
marketplace to the exhibition-hall style of
the Marche International des Programmes
de Television held yearly in Cannes,
France.

The phase-in begins next year at the
New York Hilton when some 15%-20% of
NATPE’s distributors will be moving out
of the suites and on to a convention floor.
Among the companies said 0 have ex-
pressed interest in making the move are
Viacom, Time-Life, Metromedia Pro-
ducers Corp. and Gold Key Entertain-
ment,

As John Goldhammer of KABC-Tv Los
Angeles explained at NATPE’s close last
week, it is a matter of contending with the
organization’s growing numbers.
Goldhammer said NATPE has been ex-
periencing a 23% annual growth rate.

Consulting NATPE on the move to
modules is Neil Harris, president of

EH

: bt -3 T

Looking forward. Detailing NATPE's convention plans in 1981 and beyond were (1 to )

Planned Facilities Design & Dewvelopment
Corp., New York. Harris told NATPE
members that module styles will be availa-
ble for screening, meeting and hospitality

With a decision still awaited from next
month’s NATPE associate members
meeting, prices were not discussed. But ac-
cording 10- Lucie Salhany of Taft Broad-
casting, NATPE’s incoming president, the
deal is 10 ‘‘lease the modules for three
years and after thal you get them.’
Transportation and storage cosls are to be
factored into the yearly lease.

At next year’s New York NATPE, about
32,700 square feet of exhibition hall space
were said to be available. (The conference
on March 14-18, will return to a five-day
schedule, down from this year’s six.) The
Las Vegas conference in 1982 will bring
space up to 44,000 square feet. And ac-
cording to Goldhammer (who is slated to
succeed Salhany as president at that con-
vention), there is a possibility that the an-
nual banquet couid be held outside the
main hotel, which could mean doubling
the exhibition hall,

The 1982 and 1983 NATPE conventions
both are booked in the Las Vegas Hilton;
the 1984 site is still open.

Asked why NATPE changed its earlier
plans and switched next year’s conference
from New Orleans to New York, Salhany
said that the first hotel was ‘‘just too
small”” and ‘‘the Marriott was ripping
us off”” She explained that the Marriott in
New Orleans was requiring that distribu-
tors in hotel suites pay for a day when they
wouldn’t be using the rooms.

For those who choose 1o go 1o the ex-
hibition floor next year, Salhany said it will
be first-come, first-served. For those re-
maining in suites, she added that if *‘they
{the hotel] don’t strip bedding, we will.”’

Chuck Larsen of WNBC-Tv New York,
and next year’s conference chairman, ex-
plained that the Hilton will be the site for
registration, hospitality suites, exhibition
area, meetings and luncheons. Meeting
rooms and other overflow from the agenda
will be handled across the street at the
Sheraton, he added.

O damt L g

el L

Chuck Larsen of wnac-v New York, John Goldhammer of kaBC-Tv Los Angeles, Neil Harris
of Ptanned Facilities Design & Development Corp. and Lucie Salhany of Taft Broadcasting,
the incoming NATPE president who takes office April 1.
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RCA ducks issue
of who gets on
Satcom; all
offered AT&T bird

Comstar transponders leased
as carrler sets up CATV-1

and CATV-2 services; for
programers and cable systems,
the bad news is separate

earth stations will be needed
to receive different satellites

*It’s a whole new ball game,” was the
message RCA Americom President
Andrew Inglis had last week for cable pro-
gramers that had been counting on the
now-lost Satcom 11l to boost the number
of available satellite transponders.

RCA plans to lease up to 11 pre-empti-
ble transponders for cable services from
AT&T on Comstar D-2. Those 11 will be
made available to the 10 customers (HBO
wants two transponders} whose “firm or-
ders for cable TV service we [RCA] ac-
cepted prior to the loss of Satcom II1,” said
Inglis. He acknowledged that there were
‘‘quite a number’” of other services that
were seeking transponder space but would
now be left out in the cold.

The accepted customers have until
March 5 to notify RCA that they still want
to lease transponders, with service
scheduled to.become available April 1.

RCA billed its announcement as the
start of a second cabte network, CATV-2,
with the 20 channels remaining on Satcom
I to be CATV-1. For the time being, the
company sidestepped what had been
looming as a thorny issue: which services
would get the remaining two working
transponders on Satcom 1.

The significance of being on the primary
(CATV-1) satellite is that CATV operators
will have to acquire an additional receiving
dish in order to get the signals of services
carried on a second satellite. And obser-
vers of the cable industry’s financial pat-
terns raise questions as to how swiftly
system operators wiil add those $25,000
dishes.

John Reidy, an analyst with Drexel,
Burnham, Lambert, stressed that opera-
tors are *'in it to make the best bucks with
the least outlay’” He believes they’ll defer
making antenna purchases as long as they
can. Dennis Leibowitz of Donaldson,
Lufkin & Jenrette, expressing a similar
view, thinks the development of CATV-2
will depend in large measure on the pro-
graming offered through it. ““There will
have 1o be a good reason to buy a second
[dish].” he says, particularly in light of his
belief that the provision of an increasing
number of services is already cutting into
some CATYV operators’ profit margins.

Four services had generally been
regarded as in the running for the two Sat-
com | transponders: Home Box Office,
Viacom, Southern Satellite Systems (on
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which Ted Turner’s Cable News Network
was counting) and National Christian Net-
work.

Had Saicom 111 1aken its planned place
in orbit, RCA was going to make it the pri-
mary cable satellite, with 24 channels, and
those four had been promised space there,

Faced with the potential legal risks of
selecting two from those six to go on Sat-
com |, one source said RCA ‘*found it
easier 10 screw everybody a little than
screw some people a lot,”’ and so offered
them all space on the secondary bird.

This may simply be postponing the in-
evitable: When the replacement Salcom
IIl begins scheduled operation in late
1981, RCA says two of the 11 channels of
CATV-2 will be switched to CATV-1. (A1
that time, CATV-1 will be shifted to Sat-
com I1I, and CATV-2 will go from Com-
star D-2 1o Satcom 1) Selection will be
determined by lottery.

In a prepared statement, the Cable News
Network, apparently none too pleased by
RCA's plans, intimated that it would take
legal action against RCA, but said that it
would nonetheless have a transponder on
Satcom 1 in time for its planned June 1
start-up,

‘*‘Negotiations,”” it said, *‘are ...
progressing satisfactorily with another Sat-
com | leasor who will sublet a Satcom |
channel 10 [CNN] until legal problems are
resolved.”’

HBO, which stood to have five channels
on the primary satellite and one on the
secondary under the original plan, is now
being offered both additional channels on
the secondary. The company would have
preferred additional space on the primary
bird, but it’s reached the conclusion that
‘‘given the difficult circumsiances, RCA’s
offer of space appears reasonable.”

Although RCA’s deal with AT&T will
produce a significant business loss, it ap-
pears that the company will not fare badly
in the long run. RCA will pay $70,000 per
month per transponder, and lease them to
service providers at its regular tariff rate
for pre-emptible transponders, $40,000 a
month.

For the 18 months that Americom anti-
cipates it may need the 11 AT&T trans-
ponders, the loss would total about $5
million, according to Inglis. Americom
had a $70 million insurance policy on the
satellite, and when premiums and the
launch cost are subtracted, Inglis said $25
million would remain to cover losses.

RCA also used the occasion to an-
nounce its plans eventually to provide pro-
tected service to all CATV cusiomers. To
begin in early 1982 when Satcom IV goes
operational, the plan calls for operational
satellites to have 22 protected transpon-
ders and 1wo pre-emplible, and an in-orbit
spare to have the converse. The pre-empti-
ble channels on the spare will be available
only for short-term or occasional service.
As a provision against individual trans-
ponder failure, there will be at least gne
on-board spare for each six active trans-
ponders, on satellites starting with the new
Satcom 111,

Staggers retiring;
Dingell or possibly
Van Deerlin seen
as likely successor

Commerce chairman for 14 years
who battied with CBS and killed
license legislation will not

stand for re-election; creation of
Energy Committee, if accomplished,
could mean Communications. chief
will step up to head parent

After 32 years in the House of Represent-
atives and 14 years as head of the powerful
Commerce Committee, Harley Staggers of
West Virginia has decided to call it quits.
At a press conference last Tuesday, Stag-
gers announced that he would not seek re-
election in November. The time has come,
he said, ‘‘to go back and do more of the
things I’ve wanted to do.”

With Staggers gone, the road lo the
chairmanship of the Commerce Commit-
tee, parent of the Communications Sub-
committee, will be open to long-time
Michigan Democrat John D. Dingell. But
there is some question as to whether he
will take that road. A House Select Com-
mittee is currently working on a resolution
to create an Energy Committee. Should
that resolution pass, Dingell, who is chair-
man of Commerce’s Energy Subcommit-
tee, might choose 10 head the new unit.
And if he does, the leadership of the Com-
merce Committee will probably pass to the
next ranking Democrat, Lionel Van
Deerlin (Calif), chairman of the Com-
munications Subcommittee.

Staggers, first elected to Congress in
1948, rose to the chairmanship of Com-
merce in 1966. From that post he made his
most significant contributions on health,
guiding passage of the Cancer Atlack Act,
the Heart, Lung and Stroke Act and legis-
lation establishing the National Health
Service Corp. He is also closely identified
with the railroads and is credited with a
large role in the creation of Amtrak.

Although he co-sponsored the bill creat-
ing the Corporation for Public Broadcasi-
ing, he is best known by broadcasiers for
his battle with CBS and his burial of

Staggers
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license-reform legislation. In 1971, he
subpoenaed outtakes and other materials
from the CBS documentary, The Selling of
the Pentagon. When then-CBS President
Frank Stanton refused to turn over the
materials, citing the First Amendment,
Staggers induced the Commerce Commit-
tee to recommend that Stanton and CBS
be cited for contempt. But when ihé
recommendation was brought to the floor,
the House rejected the move by returning
it to committee, where it died a slow death
(BROADCASTING, July 19, 1971).

Staggers’s other run-in with the broad-
casting industry occurred in 1974, when
he managed to kill license renewal legis-
lation passed in different forms by the
House and Senate by refusing to appoint
conferees to iron out the differences in the
bills (BROADCASTING, Dec. 16, 1974).

As chairman of the Energy Subcommit-
tee, Dingell is best known for his efforts
on energy conservation legislation and his
leadership role in the fight against
deregulation of natural gas. Neither the
liberal nor conservative labels stick to the
man: The liberal Americans for Demo-
cratic Action, for instance, rates him at 50
on a scale of 100.

If Dingell takes over the chairmanship
of the full committee, Van Deerlin, who is
primarily responsible for generating com-
munications legislation, foresees no prob-
lems in working with him. “*He’s a fine
guy who’s been around a long time and he
knows the ropes thoroughly.... He’s ab-
solutely his own man,” said Van Deerlin.

Broadcasters, however, shouldn’t expect
much help from Dingell in loosening
regulatory reins. It was no Secret that he
opposed the Communications Act rewrite
attempts of Van Deerlin’s subcommittee
in 1978 and 1979.

Whether Dingell heads Commerce may
ultimately depend on the fate of the full
Energy Committee, which is far from cer-
tain. As Dingell’s legislative aide, Bob
Howard, said: “‘It’s one of the murkiest
issues that have been in front of the House
in some time.”

Although the formation of an Energy
Commitiee is backed by House Demo-
cratic leadership, including Speaker
Thomas P (Tip) O’Neill, there is much
opposilion, especially from members of
the Commerce Committee who see it as a
raid on their authority.

Van Deerlin
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NATPE is verbose

Programing marketplace dominated
by genre as returning veterans and
rookie hopefuls vie for slots all
over the schedule; other interest
centers on game-show strips and
OPT’s entry into series production

® The Mike Douglas Show, generally
given up for lost, pulled off the surprise
comeback of the NATPE conference.

® Operation Prime Time took the next
step beyond specials and began the drive
o series.

® The squeeze on prime-access acceler-
ated as stripping put Family Feud on top
and a significant number of others out in
the cold.

For the first time since the creation of
the prime-time access rule in the early
70’s, the National Association of Televi-
sion Program Executives marketplace
wasn’t primarily *‘an access convention.”

If anything, NATPE 1980 was the year
of the talk show, dominated by the hopeful
new conversationalists of the 80’s. The
domain of Merv, Phil, Mike and Dinah
was assaulted by Toni, Steve, Bert, Don,
John, Gary, Vidal, Ed and Jerry—not to
mention the triple effort of E Lee, Dr.
Toni and Richard.

The new crop of talk-show hosts was
available in 30-, 60- or 90-minute forms
and in enough abundance to build
dayparts into a press agent’s paradise.
Some preducers were going the conven-
tional format route, be it desk and couch.
Others were following the lead of PM.
Magazine and Good Morning America
with short segments in and out of the
studio and with families of experts. Even
Angel the chimp was among the co-hosts
entered into the field.

Defining the talk genre became more
difficult than ever. One show was charac-
terized as a ‘‘hybrid”’ between Donahue
and Good Morning America. Another was

Griffin

Programing

with talk shows

boasting. talk and a l6-piece orchestra as
well as *‘crazy stunts”’ Still another was
described as a cross between Carol Bur-
nett and Real People. One half-hour was
an “‘energy and self-awareness show.”

Of the veterans, Metromedia Producers
Corp’s Merv Griffin Show and Multimedia
Program Productions’ Donrahue were the
steadiest in the storm—the envy of those
seeking a piece of the multimillion dollar
action. Instead of declining with age,
Griffin went into 1980 with 106 markets,
up from 66 three years earlier. Donahue's
204-station count spoke for itself.

Dinah & Friends was another story.
Despite rumors of the show’s demise
throughout the San Francisco Hilton
marketplace, her backers insisted there
still was life. 20th Century-Fox Television,
however, no longer was coming up with
production money; its new responsibility
was just for distribution. Word was *‘she’s
determined to stay on the air,’ but many
doubted her determination would be
enough. Dinah’s market count was 67 last
week as Fox waited to see what would hap-
pen with renewals.

Douglas, dropped by Group W Produc-
tions in favor of The John Davidson Shouw,
appeared to have accomplished an unex-
pected recovery. Now in the hands of Syn-
dicast Services as a barter show, Douglas
was reported as a go. Syndicast was claim-
ing clearance in some 40-45 markets mid-
way during NATPE. And, according to
Syndicast’'s Len Koch, it already had
passed the 50% clearance mark prospec-
tive national advertisers had asked for.

Among the stations said to be going
with the new barter arrangement were
wCBS-Tv New York, KTLA(TV) Los

Angeles, wGN-Tv Chicago and the entire
group of Cox Broadcasting TV’s. There
was talk in the corridors regarding just
about every talk entry. In Douglas's case,
word was that its new niche would be in

Donahue
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Douglas

the morning. Syndicast, however, vehe-
mently denied that Douglas’s barter ap-
peal was limited to any specific daypart.

Newcomers The Toni Tennille Show
and The John Davidson Show both went
to NATPE with the security of strong sta-
tion commitments.

Tennille'’s station list prior to the con-
vention packed the punch of the NBC
owned-and-operated TV’s as well as the
McGraw-Hill group. Distributer MCA
TV/Universal would not reveal any sta-
tions that might have been picked up dus-
ing the NATPE week. MCA scoffed at 1alk
that momentum was not as strong as had
been expected and guaranteed that the
show had a definite production commit-
ment. To give the show an extra push,
MCA TV resisted taking any minutes back
for national advertising.

As for Davidson, Group W Productions
had the momentum from the network of
stations it already had in place for Douglas.
According to Group W’s Ed Vane, more
than 90 stations had agreed to fill out their
contracts with Davidson when Douglas’s
commitment ends June 30. For most, that
only amounts to a matter of a few months.

But Vane added that slightly more than
25 stations—including wcBs-Tv (now also
with Douglas} and KMOX-Tv St. Louis—
had committed for a year. Group W antici-
pates about 90 stations will be on board,
the same as it had with Douglas. The
Davidson deal has Group W keeping two
national advertising minutes per show.

Elsewhere potential talk/variety hosts
were looking toward NATPE for make-or-
break signs and some were scouting the
territory for futures should one of the
‘*definites’" fall on its face.

The Bert Conuy Show, through Barry &
Enright and Colbert Television Sales, had
an advance deal with KTLA but midway
through NATPE was unable to give word
whether or not the show would make it in
1980.

To push Conuy along, however, backers
were talking about forgoing salaries and

oand L -l
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Tennille

taking a $500,000 deficit. According to
Jack Barry, efforts were being made to find
a station group (or groups) to share in the
costs. Whether now or later, Barry was
confident that Convy will have his day.

This is not the first talk-show effort for
Barry & Enright and Colbert. Two years
ago, Bob Crane was being promoted. Last
year it was Lonny Shor.

Most unusual was the proposition Col-
umbia Pictures Television was tossing
around to introduce The Steve Edwards
Show. Given marketplace conditions
(““absolute turmoil” in the talk arena, ac-
cording to CPT’s Ken Page), the company
wasn’t offering Edwards for a fall start.
Rather, it was letting stations know the
Los Angeles television personality was
available should a replacement be needed
for this season or a new face for next year.

Instead of just offering a pilot, CPT said
it was willing to deficit several hundred
thousand dollars and give stations a
month of programs in August to test Ed-
wards'’s appeal. According to Page, stations
were being asked only to “‘put up whatever
they are willing’’ because they would have
1o pre-empt other shows already paid for.

A problem CPT could face with the
offer—and one that was acknowledged —is
that a station might not want to take a
show in August that wouldn’t follow into
the new Seplember line-up, particularly if
it was going to premiere another talk per-
sonality.

A late entry coming into the
marketplace and therefore drawing pro-
gramers 1o the screening room was The
Jerry Van Dyke Show, a Merv Griffin Pro-
duction through Metromedia Producers
Corp. Van Dyke is in a living-room set
with a chimp as a co-host, a family of regu-
lars, animals and guest stars.

Competition was not limited Lo home-
grown product. Worldvision Enterprises,
with Hal Golden, was offering The Don
Lane Show, an hour talk/variety strip im-
ported from Nine Network in Australia.
Lane, a native New Yorker enjoying his
fifth year on Australian television, was
said to be easily translaiable to American
audiences since the two countries have
similar tastes.

A new syndication company, trying to
make its first mark at NATPE through

Convy

Davidson

talk, was ICM Television Marketing, an
arm of International Creative Manage-
ment. [CM introduced Morning Affair, a
barter project involving three separate half
hours: a clinical psychologist with The
Toni Grant Show, a health expert in The
Richard Simmons Show and a prominent
attorney in The K Lee Bailey Show.

Producer of all three is Woody Fraser
(who also handled Convy) in association
with Golden West Television. ICM went
into NATPE with a deal at KTLA. The
prime Morning Affair target is adult
females on independent stations. ICM was
looking for barter deals.

Another barter entry was SFM Media
Service Corp’s Your New Day, with Vidal
Sassoon the host Lo guests and regular ex-
peris covering subjects ranging from
beauty to legal rights.

Group W Productions, enjoying success
from Davidson and the ever-growing PM.
Magazine, also was at NATPE with Hour
Magazine with host Gary Collins in the
studio and co-host Pat Mitchell on the
road. Hour was getting considerable praise
not only from Group W sales people but in
NATPE corridors as a way of bridging the
talk and magazine concepts. Among the
initial Hour stations were wCCO-Tv Min-
neapolis, wPEC(Tv) West Palm Beach, Fla.,
KPNX-Tv Phoenix, KBTV(TV) Denver,
KUTV(TV) Salt Lake City and KHQ-Tv
Spokane, Wash.

PM. itself was said 10 have picked up 30
stations since the November ratings
sweeps resulls came out showing the
newsmagazine on top in access, and
Group W was expecting to leave NATPE
with a total tally of more than 80 stations.
In November, during the sweeps, PM.
counted 46.

Another prominent entry in the maga-
zine genre was Jim Victory Television’s
Wide World of People, from Bill Hillier
(who was the creator of the Group W Eve-
ning/PM. consortium). The technicalities
were understood still 10 be under con-
sideration but at NATPE, Victory was pro-
moting Wide World basically as a 5:30
p.m. lead-in to the news since Hillier's
contract with Westinghouse includes a
covenant not o compete with the PM.
consortium.

And for futures, another magazine
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show planned for January 1981 is Post
Newsweek/Viacom’s Hittin’ Home.

® While the market was deluged with
talk/variety shows, so too was there a
plethora of game strips. Here, Viacom
clearly was on top with Family Feud,
buoyed by an NBC O&Q deal, and to a
lesser extent with a remake of To Tell the
Truth. During the convention, Viacom
was able to claim 23 strip markets for Feud
and 21 for Truth. That, compounded with
the proliferation of PM. Magazine means
the availability of strip positions is
diminishing.

It led to a less-than-optimistic picture
for entries ranging from Post-Newsweek/
Paramount’s Phrase It to Time-Life’s
Mismatch. At Firestone, the wait was still
on for Card Sharks, which was said to
have reached a litile more than half of the
clearance it needed. (Firestone also was
offering Camouflage, a new once-a-week
game. Once a prominent tradition at
NATPE, such cofferings are now a rarity
due 10 stripping).

Not all of the new game strips outside of
Viacom’s, however, were being put on
hold or dropped. Colbert’s Bullseye, for
example, was said to be a go, with
WOR-Tv among the takers. Optimistic re-
ports were coming from Claster Television
for Bounce Back and from Air Time Inter-
national for Fantasies Fulfilled.

Most prominent among the Firesione
line-up and one of the strongest half-hour
strips in the marketplace was Prisoner:
Cellblock H, an Australian serial coming
into NATPE with sales in all of the top-10
markets except Cleveland and San Fran-
cisco. The market total was said to be up to
26 with still a couple of days left in the
convention. Another offering an
Australian serial as well was the Tandem/
TAT/PITS organization with The
Sullivans, said t0 have picked up more
than 15 markets.

® On the Operation Prime Time front,
the formal push began to turn the upcom-
ing Solid Gold music special from Para-
mount into a weekly series. At an OPT
meeting, Telerep President Al Masini in-
formed stations that more than 50% of the
stations in the consortium had, prior to
NATPE, indicated they would go with it.
The option was offered for either cash ora
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barter arrangement in which stations
would get five local minutes to sell each
hour. If OPT goes the barter route, Masini
reported that he already has more than
enough national advertising support.

The series, a flashy, contemporary
music show featuring guest acts and a
countdown segment, comes from Bob
Banner Productions and would feature
Dionne Warwick as host and different co-
hosts each week from music and comedy
fields. Converting Solid Gold into a
series would be a less expensive proposi-
tion for the stations than going with previ-
ous projects that have been aired as
specials. Solid Gold, as a two-hour special,
according to Paramount, cost about
$700,000 to preduce.

While the first, Solid Gold isn’t the only
vehicle OPT sees with series possibilities.
Upcoming OPT projecis also under con-
sideration (depending on the performance
of their specials) are The Gossip Colum-
nist; The Girl, The Gold Watch and Every-
thing; Tourist, and Mom, the Wolfman
and Me.

8 Elsewhere in the marketplace, short
insert features were increasing their pres-
ence. Newsweek Broadcasting returned
with the now veteran Cartoon-A-Torial, as
well as others including Coffey Break
fashion tips with Francine Coffey; What's
Cookin’ with Burt Wolf, and You & the
Law with Paul J. Lavine. Among others
was Alcare Communications’ How About

. with Don (Mr. Wizard) Herbert in a
series of 52 free 80-second shorts backed
by the National Science Foundation and
General Motors. JWT Syndication had
The Nooze Report with puppets offering
30- and 60-second tips on subjects ranging

Sassoon

from seatbelts to selective TV viewing,.

Then there were the music game strips,
the $100,000 Name That Tune and Face
the Music, from Sandy Frank. But signifi-
cant too were the rock music variety
shows; no longer was disco dominant on
the NATPE music scene. Among the new
entries was ITC Entertainment’s Rock A
Mania, which is in its first season on Bri-
tain’s [TV neiwork.

Variety entries ranged from Palace Pre-
sents, Gold Key Entertainmeni vehicle
with Jack Jones (reported at about 58%
clearance midway through NATPE on 38
stations), to 20th Century-Fox's Monte
Carlo Show with host Patrick Wayne (said
to have achieved more than 60%
clearance). Among the stations going with
Monte Carlo, generally for Saturday night
hours, are WPIX(Tv) New York, KTTv(Tv)
Los Angeles, wGN-Tv Chicago and wBz-Tv
Boston. Even the late Ed Sullivan was
back, with Syndicast offering half-hours of
The Best of Sullivan.

Movie packages abounded from
veterans such as United Artists and those
newer to the field like Telepictures. Titles
ranged from Filmways’ ‘‘Frogs’’ to Para-
mount’s “*Saturday Night Fever,’ under
umbrellas from MGM Theater 15 to
Teleworld’s Prestige I [nterest in off-net-
work product ranged from shows such as
Warner Bros. Television’s Wonder Woman
to TAT's The Jeffersons to shows no
longer on the networks such as Air Time
[nternational’s Sonny & Cher Comedy
Hour.

In the children’s and young people’s
realm: Time-Life was .laiming its hottest
property over-all to be the Danny Wilson
specials it picked up from ABC and was re-

porting to have some 30 market sales.
Others included Multimedia, back with its
Young People’s Specials, United
Children’s Television rolling out its Roll-
ing Doughnuts series with Stubby Kaye
and M.A. Kempner offering Post-
Newsweek’s Arthur & Co.

M.A. Kempner's main draw, however,
appeared to be **Barney,”” an electronically
animated character for station use in
everything from news programs 1o station
promos.

Both Fox and American Television Syn-
dication had boxing, which led more than
one program director to think it could be a
sleeper that will emerge big in coming
months. All told, NATPE’s range was
from the light to the heavy—where, in one
suile, programers could see an MGM ani-
mated Pogo special, or in another, BBI
Communications Denise, a personal story
about child abuse.
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Prime access:

Is it dead or
just sleeping?

One session at NATPE has both
station programers and syndicators
agreeing that there's a dearth

of creativity at 7:30, but they

point the blame at each other

Although deals were struck and hands
were shaken last week, a NATPE panel
session, ‘*New Trends in Syndication,”
demonstrated that neither the program
directors nor the syndicators were entirely
pleased with the shows they had, respec-
tively, bought and sold.

Speaking from the audience at the
panel, cutgoing NATPE President Chuck
Gingold of waBC-Tv New York said of the
shows he had seen while walking through
the programers’ suites: ‘1 think we’ve per-
fected something—mediocrity”’

And Joel Chaseman, president of Post-
Newsweek Stations, also derided the
quality of the programs for sale —although
there was an overabundance of programs
that had the possibility of ratings suc-
cesses. **I can’t find the programs,”
Chaseman said. “We’re so involved in the
business of business.”” Chaseman also said
there was a lack of input from the creative

Morning Affair’s Bailey. Grant and Simmons
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Airing their differences. Participants in Wednesday's “New Trends in Syndication” panel
were (| lo ): Tay Voye, Post-Newsweek Stalions; Len Koch, Syndicast Services; John
Goldhammer, kaBc-Tv Los Angeles; Harvey Seslowsky, Film Service Corp., and Madelyn
Goldberg, Time-Life Television.

community at the convention. *‘There has
10 be room at these panels for producers
and creators,’”” he said.

Representatives from the syndication
and creative worlds also let their dis-
satisfaction be known. They chided the
broadcasters for their unwillingness to in-
vest in quality programs and (o undertake
the expensive process of program develop-
ment.

John Goldhammer, program director for
KABC-Tv Los Angeles, had the hot seat. He
was moderator of the panel, which in-
cluded Tay Voye of PNS, Len Koch of
Syndicast Services, Harvey Seslowsky of
Film Services Corp. and Madelyn
Goldberg of Time-Life Television.

Goldhammer led the group through an
evaluation of the current state of the artin
a number of programing categories. The
consensus: In prime access, game show
strips are here lo stay for at feast the next
two or three years. The talk shows will
dominate early fringe (afiernoon), but
only a few of the current crop will survive.
Off-network situation comedies are getting
too expensive for the audiences they at-
tract, and foreign programs may be mov-
ing in to take some of those time slots.
Barter and time-banking are likely to con-
tinue and may increase as the national
economy softens. Stations are geing to
have to look at the various pay television
services as possible originators of syndi-
cated programing. And commercial televi-
sion in America is still unable to produce a
quality children’s show for syndication.

It was Goldhammer’s question of the
panelists that set the tone for the discus-
sion of prime access. Excluding game
shows, he asked, *‘Is prime access dead?"*

Goldberg answered first: *‘I want 1o say
prime access is not dead because it cannot
be dead. We're not going 10 give access
back 10 the networks.”

Next, Seslowsky said it’s “‘not dead, it’s
sleeping.”” He forecast that in a period of
two or three years more than 100 new
television stations would be going on the
air (largely because of subscription televi-
sion), and prime access will flourish as a
result.

Koch pointed out that it was not alto-
gether fair to exclude game shows —since

those are what are occupying access. ‘‘If
it's stripping that the stations think is
right, then we’re going to strip.”’

And Voye, who was perhaps the most
pessimistic of the group throughout the
session, said; *“It is virtually impossible to
develop any quality prime access program-
lng.”

One of the hotter program types last
week was the talk show. PNS’s Voye, how-
ever, found a problem with them—they all
look alike, he said. And that, he said, was
going 1o lead to the real innovation in talk
shows. “‘In the 80’s, the talk-variety show
is going to require some adjustments,”’
Voye said. He sees a trend toward localism,.
perhaps in the forms of local cutaways or
inserts, and a move away from the single
performer-host. Voye let it be known that
PNS has a talk show in development, and
he strongly intimated that it may have
more than one host.

Goldberg carried the innovation idea
another step and spoke of a blending of
the talk show and the magazine, again
using inserts.

And Seslowsky said he envisioned
Home Box Office or one of the other pay
services also getting into the talk show
business.

Switching to off-network programing,
again it was Goldhammer who set the tone
of the discussion, saying that he has found
that “‘those very expensive sitcoms that
were supposed to have such an impact this
year didn’.”

From that point, the discussion quickly
segued into the new emphasis on foreign
programs —especially the Grundy
Organization’s Prisoner: CellBlock H and
D.L. Taffner’s British import, Benny Hill,
which in some markets is now being
moved from its late-night time slot into
afternoon.

Columbia’s L.A.T.E.R. failed,
Goldhammer noted, and 20th Century-
Fox Television’s new THE Hospital was
still an unknown while the imports have
managed to carve Significant program
niches for themselves. And imports, be-
cause they are substantially less expensive
to acquire than American-made first-run
shows, are likely to continue making in-
roads in the syndication market. ““There
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will be larger and larger selection increases
in imports,” said Seslowsky.

That, too, was evident from the conven-
tion. In addition to-a major panel session
on the international market {see page 56),
representatives from a number of foreign
companies were on hand. Their ranks in-
cluded CTV Television, Canada; six
French television networks; Globo TV of
Brazil; Granada TV of Great Britain;
Grundy of Australia; ITC Entertainment
of Great Britain; Visnews of London, and
others.

Seslowsky also pointed out the growing
importance of France’s Marche Interna-
tional des Programmes as a place for
American stations to buy product. At next
year’s MIP, he said, “‘we’re going o see a
large importation of children’s program-
ing. We can’t produce it.”

Why not? According to Voye and Koch,
it is because producers have been unable
to come up with a high quality first-run
children’s program attractive to adver-
tisers. There was an abundance of
children’s product last week, ranging from
Time-Life’s off-network Danny Wilson's
After School Specials {(most of which first
appeared on ABC-TV) to Gold Key
Media's Gigglesport Hotel, to Claster’s
Romper Room, \0 Big Blue Marble and
others.

But at least one producer, Henry G.
Sapersiein of UPA Productions, put the
onus on the stations. “‘I’ve never heard
such goody-1wo-shoes crap,”” he said
from the audience, accusing the stations of
refusing to take chances with children’s
product.

The panelists also addressed the open-
ing market of off-pay programing.
Goldberg, whose company is heavily com-
mitted to both free and pay television, said
pay services ‘‘absolutely’’ would become a
source of syndicated programing.
“Whoever is going to be able to pay the
most money will get the program,” she
said-

Added Seslowsky: *‘Pay, STV, disks and
cassettes are the biggest threat broad-
casters have ever faced. Why do you think
the networks have started video en-
terprises divisions?”’

The problem of
rising prices

Escalation of program costs
is weighed against value
of aiming for No. 1 in ratings

Broadcasters holding the short end of the
supply-and-demand programing stick tried
to launch a counteroffensive at a NATPE
panel asking: “Can You Afford To Be
Number One?”’ The implied suggestion:
that it may be better to settle for less au-
dience dominance than to pay too high a
penalty on the bottom line.

The lead-off witness, Ken Bagwell of
Storer Broadcasting, at first hedged the
question. The broadcaster can’t afford not
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trying to be number one, he said, as long
as he can ‘‘retain sole possession of the
company vault’’ But then he came down
more forcefully on the *‘hold that [ine”
side. As an example, he said: *‘I am more
inclined to invest extra dollars in the news
operation itself”’ than to invest in high-
priced syndicated programing that might
produce a strong lead-in.

The problem is compounded, Bagwell
said, when stations that have taken “‘a
reasonable chance’” on a new property are
hit by ‘*huge’ price increases when the
show produces solid numbers. While will-
ing to allow syndicators more dollars in
such situations—*‘and sometimes a lot
more’’—he nevertheless cited increasing
incidence of what he termed *‘price goug-
ing’" in this area.

One of the fallouts of high syndication
prices has been the impetus to local pro-
duction—a situation that has given rise to
the current success of Westinghouse's PM
Magazine concept. Bagwell anticipates
continued expansion of such local efforts
to provide station uniqueness against the
competition of cable and emerging media
technologies.

Tony Cassara, of KTLA(TvV} Los Angeles,
answered the ‘‘can you afford’ question
with a flat *““no.” He told the story of
‘““*George,’” the general manager of
**xsoB,” the ‘“fourth station in a three-sta-
tion market.’ who decides that he has to
have *‘Supershow’’ no matter the cost. He
often gets it, Cassara said—and in the pro-
cess drives the price for other properties in
the market out of sight. The dual equation
of shrinking profits (due lo program cost
escalations) and audience loss (due to
media competition) will pose major prob-
lems for broadcasters in the next decade,
he said.

Robert King, of Capital Cities Com-
munications (and TV board chairman of
the National Association of Broadcasters),
was less pessimistic about program cost
versus performance. His answer-in-a-
question: “Can you afford to be anything
else but?”’ Some managers spend more
time justifying their not making major in-
vestments in programing than in trying to
improve their competitive posture, he
said. Among the dangers: sending a nega-
tive message to the ‘‘all important” staff
about the station’s aggressiveness. His
conclusion: that the ‘‘well managed™’ sta-
tion *‘can’t be number one in ratings with-
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Bottom-liners. Panelists (I

to r). Bagwell, Cassara, Sachar and King at the NATPE sessions

oul being number one on the bottom line
as well.”

Speaking from the viewpoint of an out-
side observer—-but one whose opinion
weighs heavily in the public marketplace —
Ellen Bertand Sachar, senior security
analyst of Goldman, Sachs & Co., New
York, predicted that the race to be number
one “‘will only be intensified” by the com-
ing market competition of the 1980’s.
“*‘Being number one is now and will con-
tinue to be important to a station’s
viability,” she said even though *‘financial
necessity witl make realists of us all”’ She
noted that investors have already reacted
negatively to the prospect of {ower broad-
cast profit margins, and that publicly held
cable stocks are selling at price/earnings
ratios two and three times those of the
publicly held group broadcasters and four
and five times those of the network com-
panies.

The vigor of broadcaster complaints
about program cost escalations is muted
by the facts and figures of past broadcaster
earnings, Sachar noted. Comparing profit
figures released by the FCC for 1978
against 1974, she noted that pretax profit
margins of all VHF network affiliates had
risen from 28.2% to 36%, that those of in-
dependent V’s had risen from 5.4% to
27.2%, those of network-affiliated U’s
from 4.3% to 16.4% and independent U’s
from no profit at all to 20.4%. Against that
background, she suggested broadcasters
would have a hard time justifying their
complaint that revenue increases weren’t
sufficient 1o offset high program costs.

But tougher times may well lie ahead,
she said. The more recent—and greater—
cost escalations are not yet public record.
The solution, in her view, is the classic
one of increasing supply and lessening de-
mand. She said many stations are now
refusing to run off-network series in the
early access period, and are competing
effectively from extensive film libraries.
And the movement toward station-sup-
ported production—again, PM Magazine
was cited—is now beginning to get trac-
tion. Sachar, recalling broadcasters’ suc-
cess in accommodating earlier economic
reversals (1he loss of tobacco advertising at
the beginning of the 1970’s, for example),
expressed confidence that the same kind
of adjustment can, ‘‘and probably will.”*
take place again, should there be a true
softening of TV's economy.
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entitled "Can You Afford To Be Number One?” In the background: moderator John Atkinson

of wnac-Tv Boston.
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Spring offensive

ABC afflliates are given
the network’s battle plans
and a look at Hts fall projects

ABC-TV will be mounting a spring pro-
graming offensive at the conclusion of the
February ratings sweeps. There will be a
strong promotional effort for the new pro-
grams joining its schedule that month as
well as a new emphasis on its made-for-
television movies. The network has also
let it be known that it has over 30 program
?i]OIS in various stages of development for
all.

Speaking t0 ABC affiliates at NATPE,
Anthony Thomopoulos, president of ABC
Entertainment, said, **This is a very com-
petitive season, but we will retain our
leadership.”” He also said that ABC’s
‘“‘over-ail philosophy has always been one
of being aggressive’” and that the network
will continue 0 remain “‘extremely ag-
gressive’

Heartened by the apparent success of its
new Sunday night entry, Stephen J. Can-
nell Productions’ Tenspeed aqnd Brown
Shoe, which the network introduced last
month with what may have been the
heaviest promotional effort ever for a
regular series (**Closed Circuit,”
Feb. 4), ABC appears determined to
win big in the first quarter of 1980 and to
conclude the television year in April well
in front of its competition—especially
CBS-TV.

With its coverage of the winter Olym-
pics virtually assuring ABC a win of the
February sweeps, the network plans 10 use
what it hopes will become a more solid
lead to carry it through March and April to
a season’s victory. **Yes we are mounting a
spring offensive,” Thomopoulos said in
response 10 a reporler’s question last
week. ““We are intensifying our efforts.””
He added, however, that he believed ABC
usually mounted strong efforts toward the
conclusion of the year.

Thomopoulos told the affiliates last
week that ABC’s March schedule will be
promoted with the same vigor that the net-
work used to introduce Tenspeed. **We
have taken a very aggressive posture with
the introduction of our new shows’ he
said. **We will be demanding that the au-
dience watch these new shows.’

It was said in the fall that ABC Televi-
sion President Fred Pierce had been
especially critical of the network’s promo-
tional efforts. At the time, it was reported
that Pierce had given Thomopoulos and
other programing executives a stern ap-
praisal of their promotional campaign
(““Closed Circuit,”” Oct. 8, 1979).

Spring will also see an increased
emphasis by the network on its made-for-
television movies-—whose generally poor
performance has been cited as a major
contributing factor to ABC’s ratings
decline this season.

In an interview two weeks ago in his Los
Angeles office, Len Hill, the entertain-
ment division’s vice president for motion
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Getting on top and staying there. Anthony Thomopoulos, president of ABC Entertain-

e

ment, outlines his network’s plans for winning the 1979-80 television season, as well as its

development projects for fall.

pictures for television, described a four-
film package ABC wil! be running under
the over-all title of *‘Movies for March.”
The group will be promoted with a com-
mon theme—their relevance to what net-
work executives are calling *‘the American
experience.”’

Hill said the films will offer a *‘range of
style and diversity’* that some critics have
said has been lacking on the ABC
schedule this year.

Attica, based on New York Times asso-
ciate editor Tom Wicker’s *A Time o
Die,” will recreate the 1971 prison revolt
in New York. Louis Rudolph produced the
two-hour film for ABC Circle Films. [t will
lead off the film group on March 2.

On March 9, the network will air Time-
Life Television’s Amber Waves, an ex-
amination of the modern upheaval in tra-
ditional values set against the Midwestern
wheat harvest. Dennis Weaver will star;
Philip Mandelker is executive producer.

Where the Ladies Go, a Universal
Television production about a bar open 10
housewives during the day, will carry on
the movie assault March 14. George Ecks-
tein and Alan Balter are executive pro-
ducers.

City in Fear (originally titled Panic on
Page One) will star the late David Janssen
and Robert Vaughn as a has-been newspa-
per columnist and a circulation-hungry
publisher, respectively, who make a psy-
chotic killer into a page-one star. Trans
World [nternational produced the film that
will air March 30. Peter Masterson is ex-
ecutive producer.

(The network will carry over the
package into April with Blinn/Thorpe Pro-
ductions’ All God'’s Children, which will
examine the impact of forced school bus-
ing on a black and a white family. Bill Blinn
and Jerry Thorpe are executive pro-
ducers.)

In addition to the spring offensive,
Thomopoulos unveiled an unusually
heavy fall development package last week.
[ncluded:

Omnibus—Marble Arch Productions
will attempt to re-create the high-quality
series of old with two one-hour pilots con-
sisting of five segments of varying lengths
drawn from the worlds of drama, music,
comedy, literature and science. Martin
Starger is executive producer.

Buckshot— ABC is producing this com-
edy-variety hour made up of eight to 10

unrelated pieces tied together by anima-
tion. Each segment will have a different
producer. Bernie Brillstein, Sandy Wernick
and Eric Lieber are producers.

Semi-Tough— Universal Television’s
new half-hour based on its film leads
ABC'’s list of eight situation comedies for
fall. David Merrick is executive producer.

Katmandu—From the folks at Para-
mount Television who created Mork from
Ork, “Katmandu is an exotic, sensual
beauty who comes to America as the
bodyguard to the exiled teen-aged king of
Pahimir and his little sister, the princess.””
Garry and Tony Marshall are executive
producers.

It's a Living—Witt-Thomas Produc-
tions is working on this ‘“‘female gang
comedy about waitresses up against it.’
Paul Witt and Tony Thomas are executive
producers.

Best of the West—John Charles Walters
Productions is putting together this half-
hour about “*a sheriff who brings his gen-
tee! Southern wife and cantankerous 10-
year-old son to live in the wild west.”” Ed
Weinburger is executive producer.

The Diana Canova project—Susan Har-
ris of Witt-Thomas-Harris is writing and
producing this character comedy starring
Diana {Scap) Canova and Danny
Thomas. She plays a recently divorced
blue-collar mother who moves with her
9-year-old daughter back into her father’s
house.

The Dale McCraven project— Dale Mc-
Craven is producing and writing a comedy
for Paramount Television. _

The Joan Rivers project—Joan Rivers is
writing and Edgar Rosenberg is producing
this comedy about teen-agers for Rugby
Productions.

The Rhinegold Weege project —Warner
Bros. Television is preparing this half-hour
about a young man who finds himself
reluctantly endowed with super-human
powers. Weege is executive producer.

The Yeagers—Paul Witt and Tony
Thomas are producing this hour drama
about a conservative family who own and
operate a lumber company in the Pacific
Northwest. .

Waikiki— Aaron Spelling Productions’
adventure of two young and action-loving
detectives who work out of a disco in
Waikiki. Spelling and Doug Cramer are
executive producers.

Foul Play—Tom Killer, Ed Milkis, Bob
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Boyett and Paramount Television are mak-
ing this hour based on the film.

American Dream—BNB Productions
has signed Ned Beatty to star in this drama
of a suburban family that moves into an
inner-city neighborhood. Mace Neufield is
executive producer.

Breaking Away—Peter Yates is 20th
Century-Fox Television’s executive pro-
ducer of this hour based on the motion
picture.

Gabe and Walker—Henry (Fonz)
Winkler and Alan Mannings are making
this program about two modern cowboys
for Paramount Television.

Mac St. Clair, M.D.—Bill Blinn Produc-
tions has an hour about ‘“‘a street-wise
surgeon’’ in a big-city medical center.
Blinn and Jerry Thorpe are executive pro-
ducers.

Once Upon a Spy—David Gerber Pro-
ductions and Columbia Pictures Televi-
sion have teamed for this tale of a com-
puter scientist who “‘reluctantly becomes a
spy and partner to a Sexy, top secret
agent.”

0il—Set in Denver, this is an Aaron
Spelling Productions’ **story of a powerful
and corrupt family set against the politi-
cally charged atmosphere of the energy
business.”

Reward—Lee Rich and Jerry Adler of
Lorimar are executive producers of this
story of a ‘“‘“frustrated cop’” who resigns
from the force to become a modern-day
bounty hunter. .

Finally, Thomopoulos reconfirmed to
the affiliates that Fridays, the network’s
new late-night comedy show, will premiere
on April 8 at 11:30. *‘For those of you who
think we’re ripping off Saturday Night
Live, ‘‘yes, we are,.’ he quipped.

CBS affiliates
breathe easier

Meeting at NATPE finds stations
pleased at ratings performances,
upset over '‘Exorcist’; Daly tells
of seven new series in works

If the mood was not euphoric at the CBS-
TV affiliate meeting during NATPE, it was
at least relieved. The network’s ratings
comeback —and its strong showing going
into the February sweeps—had quelled
any affiliate uprising in advance. The most
serious questions raised had more to do
with program acceptability than with
popularity.

The most vigorous criticism concerned
the “Exorcist”’ movie. WCCO-Tv Min-
neapolis reported receiving 7,000 calls;
KOIN-Tv Portland, Ore., counted 4,000.
Adverse reaction seemed to be in direct
proportion to the distance from New York,
where only 70 calls were registered (half of
those complaining about editing dele-
tions). Network president James Rosen-
field told the affiliates that “the real crux
of our mutual problem [is] the organized
campaigns waged with fierce abandon
[and] based on misinformation.” More
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CBS affiliating. L 1o r: Network and CBS Entertainment executives
Steve Sohmer (production), Arnold Becker (research), Mike Ogiens
(daytime and children’s programing), Robert Daly (president of CBS En-

often than not, he said, after-the-fact-reac-
tion is nothing or little. That perspective
notwithstanding, one affiliate—while not
unhappy with the network’s editing or
scheduling —took the network to task for
leading into “*Exorcist®” with cartoons.

Another major block of questions con-
cerned the choice of Dan Rather to suc-
ceed Walter Cronkite as managing editor
of the evening news. Rosenfield reported
affiliate reaction as positive. CBS News
Vice President Burton Benjamin said it
was “‘insufficiently understood’ that
Cronkite had wanted a date certain for his
departure from the anchor role, and that,
*“if he had his druthers,”” would have step-
ped down even sooner. The changeover is
likely to oceur in February or March 1981,
Benjamin said. What about Roger Mudd?
“‘We’ve seen no signs that he's delighted
with this decision,”’ Benjamin said, repeat-
ing CBS News’s “‘fervent hope” that
Mudd—who was the other principal con-
tender for the Cronkite job—would stay
with CBS News.

Questioned about the “‘1alent drain’* at
CBS News, Benjamin also said it was *‘in-
sufficiently reported’’ that a number of
newsmen wooed by competing networks
had eiected to stay put: Ray Brady, Bruce
Morton and Bill Plant among them.
Echoed Rosenfield: ‘“Most that we have
wanled to stay have stayed.”’ The drain has
slowed down but hasn’t stopped, said Ben-
jamin.

The announcement of ABC’s decision
1o inaugurate a late-evening news strip had
not been made by the time CBS held its
affiliate meeting, but it had been antici-
pated. Commented Benjamin on such a
project: “*We obviously can do it and we
have an appetite for it”’ Rosenfield: “It’s
something worth thinking about ™

The network reporied great satisfaction
with the Sunday Morning series, anchored
by Charles Kuralt, which Rosenfield
labeled an ‘‘extraordinary success story.”’
The most recent rating—based on a line-
up of approximately 100 stations—was a 3,
which research projections indicate would
be a 5 on a full network line-up. *‘It’s a
demonstration of what can be done by
operating creatively in a vacuum,” Rosen-
fieid remarked.

Reaction to the West Coast edition of
the evening news was not so positive, and
the network executives admitted to
serious questions about the talent in-
volved (Terry Drinkwater). Nevertheless,

CBS News still feels the decision to offer
the independent feed was correct.

CBS Entertainment President Robert
Daly said the network would have seven
new series ready for announcement by the
first of May, and that most would be pro-
gramed as limited series in the summer,
with hopes that at least two or three might
make it into fall. There were only nine
weeks left in the regular season (as of Feb.
17), Daly said, and CBS anticipates ending
within half a rating point of ABC.
Whether ahead of or behind was too close
to call now, he said. Research vice presi-
dent Arnold Becker predicied that the
winter Olympics would boost ABC’s per-
formance 15% above normal.

Responding to other questions:

O Rosenfield said Captain Kangaroo

tertainment), James Rosenfield (president of CBS-TV). moderator Steve
Currie of koin-Tv Portland, Burton Benjamin (CBS News).
Bob Hosking (station relations) and Donn O'Brien {program practices).

would remain on the network in the morn-
ing for a long time to come and that the
morning news hour would be expanded.
How 1o accomplish those twin goals hasn’t
been determined.

O Daytime and children’s programing
vice president Michael Ogiens said the
revised schedule in effect the past three
weeks would show “‘an immediate im-
provement in the ratings’” Eight out of 12
half hours have been changed in what he
called a ‘“‘major gamble’’ He said the net-
work was in a ‘“‘development posture’
with the Children’s Television Workshop
and others for what could be a children’s
sirip series, with hoped-for adult appeal.

O Rosenfield, to affiliate applause, an-
nounced that CBS would have a new net-
work-affiliate communications system on

Yet again. In what is becoming something of a NATPE tradition, Paramount Television pro-

ducer Garry Marshall was the featured speaker at the Monday luncheon honoring past
presidents of the association. The man who has found the funny bone of the nation with
Happy Days, Laverne & Shirley and Mork & Mindy demonstrated why last week. A selec-

tion of Marshallisms:

| Referring to his comments a year earlier when he said that after Fred Silverman put
NBC-TV back on top he would be “put out to stud,” Marshall noted that NBC is still in third
place. *Mr. Silverman seems to have had a vasectomy

& Still on Silverman’'s problems, Marshall noted that 31-year-old Brandon Tartikoff has
been named president of NBC Entertainment. "Now Silverman'’s worried that Brandon's

going to get drafted”

® Noting the ratings problems of his Laverne & Shirley, which ABC-TV has moved three
times this season: "They showed how brilliant they were by changing a number-two show
into the 56th. If they would only not touch anything”

B And what if Leonardo da Vinci had network executives looking over his shoulder as he
painted "The Last Supper?” They'd say “Judas didn't test well. Couldn't we get him a dog or

something?”
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line by the end of this year, with two-way
capability a year later.

O Premotion chief Steve Schmer re-
ported the fall promotion campaign would
be guided by three precepts: (1) to start
early, (2) to give materials (o stations SO
they can produce their own spots, and (3)
to maintain the *‘Looking Good’’ theme.

Looking ahead

NBC affiliates are told network
expects to sign Carson shortly;
new show line-up is detailed as
are projects In development

With coverage of the Moscow Olympics in
jeopardy and the network’s consistent
third-place standing in the ratings, many
were expecting last week’s NBC-TV affili-
ates meeting to be a heated affair.

It wasn’t.

Whatever gripes NBC affiliates may
have with their network weren’t voiced. In
fact, when it came time for questions,
there was no rush to the microphone. Only
after a long pause (by affiliate-meeting
standards) did a few broadcasters stand up.

Aside from the presence of NBC Presi-
dent Fred Silverman (who drew resound-
ing applause) and new daytime host David
Letterman {who provided comic relief},
there was little, if anything, that roused
the crowd.

The NBC affiliates meeting at NATPE
was informational—pure and simple.
Among the points that emerged:

O Silverman expects that Johnny Car-
son’s contract dispute with the network,
“with a little luck,” will be resolved in the
“‘next three or four weeks.”” In response 10
an affiliate’s question, he said, he’s
hopeful it witl be settled to NBC’s satisfac-
tion and for beyond 1981 (when his pre-
sent contract expires).

O By mid-April, NBC plans to an-
nounce eight comedy half-hours that will
be part of its line-up in the fall. Prime-time
projects in development were detailed, as
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was the new daytime schedule.

Any controversy that might have come
from the Olympic and ratings issues was
diffused early in the presentations.

NBC Television Network President
Robert Mulholland explained that con-
tractual and network insurance commit-
ments would prevent the network from
answering many questions regarding the
Olympics. Whatever happens, however, he
added that “*we will not be dark during
those 1wo weeks; nor will we be program-
ing junk’’

While his network may still be in third
place, Mutholland cited ratings improve-
ments over last year. In particular, he said
he was ‘‘very, very encouraged by trends”
in demographics and that NBC’s viewer
base is getting younger.

As for the February ratings sweeps now
in progress, Mulholland projected that
both NBC and CBS would be up about 1.2
rating points over their performances a
year earlier and that ABC would drop 2.4
points. Although he expects ABC still to
win, he sees the competition closes than
before. Last year, he said, 5.5 rating points
separated the networks; this year he ex-
pects the span to be less than 2.

Mulholland lauded his network for
achieving such earlier goals as more com-
edy and variety, less long-form and greater
emphasis on news and sports. He cau-
tioned, however, that recovery takes time.
“We also said it isn’t going to be done
overnight and we’re living up to that goal,”
he added, drawing some laughter from his
audience.

Brandon Tartikoff, the new president of
NBC Entertainment, outlined the new
daytime schedule along with tentative start
dates.

The rundown has the 90-minute Letter-
man talk variety show opening the line-up
at 10 a.m. (beginning June 6), followed by
a half-hour newsmagazine, formerly
called Today at Midday, at 11:30 (starting
Oct. 6). Noon to 12:30 remains open,
followed by three soap operas: the half
hour Doctors, the hour Days of Our Lives
and, on June 30, the launch of a new *‘siz-
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zling”> Another World spinoff called
Texas, from 3-4 p.m.

Comedy development was detailed by
Michael Zinberg, vice president, comedy,
NBC Entertainment. Zinberg said 15 pro-
jects currently are being pursued. Among
them: Second City Comedy Hour, heavy
on topical humor;, Sawyer and Finn, with
the Mark Twain characters now in their
20’s, having adventures in the old West in
the “*spirit of Butch Cassidy and the Sun-
dance Kid;>* Dribble, a look inside profes-
sional basketball; The Goodbye Girl, based
on the movie, Six O'Clock Follies, a com-
edy set in Vietnam in the 60’s which *‘ex-
amines people, not politics;”’ Saint Peter,
about a young parish priest in a declining
neighborhood; Hill Street Station, a police
story, and the Number 96, an hour Ameri-
can adaptation of an Australian series, de-
scribed as a ‘‘comedy, drama, mystery”’
on tape.

Tartikoff then was back at centerstage
with drama development. With Rockford
Files probably not long for the NBC air-
waves, he said, the network is anxious to
find another star to fill the vacuum. He
also claimed that “‘reports of Skag’s death
are greatly exaggerated”” Although the
series with Karl Malden has been taken off
this season’s Schedule, he explained that
NBC has put down another $250,000 for
more episodes and hopes that the show
will be a *‘real candidate’ for next fall.

Other drama in the works—primarily
detective shows—includes Batiles with
William (Cennon) Conrad as an assistant
football coach at the University of Hawaii
who gets his students involved in detective
work, The Dobermans, with detective
canines; Judgment Day, in which a per-
son’s life is tried in a courtroom and a jury
votes on whether he or she should go to
heaven or hell; Flamingo Road, a
“‘steamy’’ Southern serial; a project for
Max Baer, (Jethro on the Beverly
Hillbillies) who, Tartikoff said, now has
the *‘presence of a Garner”’ and will be a
detective with three daughters; and In-
spector Perez, about a Puerto Rican detec-
tive, who can’t drive, living in San Fran-
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Entertainment; Fred Silverman, president, NBC: Robert Mulholland,
president, NBC Television Network, and Geoffrey Mason, executive VP
NBC Sports.

Wait 'til tomorrow. Offering affiliates the plans for an improved NBC
picture were Ray Timothy, executive VP NBC Television Network;
William Small, president. NBC News; Brandon Tartikoff, president, NBC
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MOST OF THE PEOPLE
WHO ATTACK CHILDRENS
TELEVISION JUST ARENT
YOUNG ENOUGH TO
KNOW BETTER.

Children's television has changed
since most adults last took a close
look. Unfortunately, that hasn't
stopped them from being critical.
As a matter of fact, some pecple
are even talking about more
government intervention.

That would be a mistake.

The network system works. And
it works hard. Speaking to the
International Radio and Television
Society, Fred Silverman said what
many people have been wanting
tosay for years.

"High quality programming is
never going to come out of a hear-
ing room in Washington. It must
come from talented, creative peo-
ple who are given the time and
the resources necessary for themto
do their best work"

We're not asking you to wait
and see. We're asking you fo see
right now.

All three networks have made
enormous progress in just about
every area of service to children.
There are specially written news
reports and health messages. Pro-
gram advisory panels. Stringent
commercial guidelines.The CB5
Reading Program involves class-
room distribution of advance
scripts of selected specials. ABChas
underwritten a major study
designed to help children develop
more discriminating viewing
habits. And for three years now,
NBC has funded Parent Parficipo-
tion Television Workshops in cities
all over America.

Not too long ago, there was
nothing on television like CBS's
"30 Minutes,’ ABC's “Afterschool
Specials,” our own “Special Treat”
series or —as Mr. Silverman pointed
out—NBC'’s “"Hot Hero Sandwich”

“Anyone who still thinks Satur-
day morning television is nothing
but cartoon characters falling off
cliffs should have seen Henry
Fonda, with tears in his eyes,
describing his inability to tell his
son, Peter, that he loved him!’

Television is working harder than
ever to make all programming
more responsive to the needs of
young people. A year from now,
NBC will begin a reqular series of
twenty primetime specials for chil-
dren—the first such series in net-
worlk history.

It's not that we object to criticism.
We know we can do more. In fact,
we already are.

NBC IS CHANGNG TELEVISION

RIGHT BEFORE YOUR EYES
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The super-charged new

“Truth” 1s geared to a new
generation of young adults.
And to the changing

lifestyles and interests
of a new decade.

It introduces a magnetic new

host, Robin Ward!

Hand picked by Goodson-Todman,
the same host-makers

who developed Garry Moore,
Gene Rayburn, Richard Dawson,
John Charles Daly and

Bill Cullen as star hosts.

Variety says, “First
indications among tv-rep
programmers in New York

1s that ““Truth” could end up
as the most formidable

of the new game show strips.”’

Stay a step ahead of the
game with a call to Viacom
today. Pilot screenings

are available. Start date
1s September 1980.
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cisco with his mother.

Elsewhere, Tartikoff said there is a Nero
Wolfe detective project under considera-
lion—a series in which he would hope to
star someone like Orson Welles. Robert
Blake was said to be working on some
movies about a detective in Beverly Hills;
Tartikoff hopes that could go to series. So
too a Peter Fonda made-for-TV movie
about a laid-back private eye.

Perry Lafferty, NBC Entertainment’s
vice president, programs and lalent, West
Coast, ran down a list of variety shows.
Already announced are The Big Show and
Pink Lady and Jeff. Others in the works
are Speak Up America, from George
Schlatter who will use his Reacl People
resources to find out what’s on people’s
minds; variely specials with Marie Os-
mond, and again from Schlater, Burles-
que is Alive and Well and Living in Bur-
bank, described as a “‘real hard, old-time,
comedy show.”

Among the movies Lafferty noted:
*“FDR’s Last Year” with Jason Robards;
““The Flight of the Enocla Gay:;"" ‘‘Scout’s
Honor™ with Gary (Diffrent Strokes)
Coleman; a remake of “The Diary of
Anne Frank’” with Melissa (Little House
on the Prairie} Gilbert; *‘Loving and Liv-
ing,” the Sophia Loren story with Loren
playing her mother, and “‘Act of Love”
with Ron (Happy Days) Howard.

Miniseries include Erich Segal’s Golden
Moment; The Gangster Chronicles;
Ivanhoe; ltwin Allen's The Night the
Bridge Fell Down; Sophisticated Gents;
the 12-hour Shogun and the eight-hour
Marco Polo.

Geoff Mason, executive vice president,
NBC Sporits, said that ‘‘despite the one
heavy cloud (the Olympics),” his depart-
ment *is on the upswing.”’ Commentators
Joe Garagiola and Tony Kubek, he said,
both are under new long-term contracts.
Mason also mentioned strong upcoming
NBC efforts for the coverage of
Wimbledon tennis, the World Series start-
ing Oct. 14, and golf, among other sports.
Cited also was the proposed new prime-
time sports anthology, which will be
piloted April 20 from 9-10 p.m.

Bill Small, president of NBC News,
praised the efforis by his staff—including
the controversial interview with hostage
Corporal William Gallegos in lran; the
manipulations by John Cochran to remain
in Iran when other Americans were forced
to leave, and Brian Ross’s work on the
ABSCAM story.

On other fronts, Small said that the idea
of a daylime newsmagazine came from
NBC President Silverman and he an-
nounced that an upcoming White Paper
documentary would involve Latins in
America. When questioned about the
possibilities of a late-night network news
program for NBC, Small said it was being
investigated but was not commital pro or
con.

With time to spare due to the few ques-
tions from affiliates, Silverman read what
he called an *‘abstract’” of NBC’s goals—
in sum, *‘setting the highest standards in
television” while recognizing business
realities.
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U.S. beginning

to take as well

as givein TV
international market

NATPE session evidences increasing
tempo of co-productions and buys
here of programing from abroad

Increasing American participation in the
international market for television pro-
graming was in evidence ali over NATPE
last week—most conspicuously, perhaps,
in a standing-room-only session on
*‘Small World: The International Picture.”
The conclusion: that what has been pri-
marily an export market for U.S. produc-
tions is rapidly becoming a two-way street.

*“The buyers are becoming sellers,” said
Larry Gershman of Viacom Enterprises,
moderating the U.S. segment of the inter-
national panel session. While American
product has been and remains a staple of
the world’s TV diet, quality production
has begun to emerge on a worldwide basis,
and overseas companies are now trying (o
supplant their domestic incomes by sales
in an ever-enlarging international bazaar.
That market has traditionally been cen-
tered in the south of France. There were
signs last week that some of it had shifted
to the north of California.

Michael Jay Solomon of Telepictures
Corp., a company only 16 months old, at-
tributed that venture’s initial success
largely to revenues from the international
community. Among the necessities
behind that invention: the fact that syn-
dicators with distribution rights 10 new
network properties (1) have to put up
large cash advances for such rights but (2)
must wait until after the network run
before realizing any income. The interval
is made viable by foreign sales coincident
with the American network run. In one
co-production situation, Telepictures was
one of five companies from as many coun-
tries—the U.S., England, ‘Holland,
Australia and Japan—involved in co-pro-
duction of one made-for-TV movie.

Bruce Gordon of Paramount was
another who testified to the growing trend
to co-production. Paramount made its first
international co-production deal with the
BBC for the 12 hours of Shogun, produced
in Japan. Similar co-productions are work-
ing for the Winds of War miniseries, to be
produced in Germany, and for Smiley's
People, made with the BBC. Gordon said
that the next great wave of co-production
would be concentrated in miniseries be-
cause of the now international appetite for
such productions. Comedies, he
remarked, traveled less well.

That viewpoint was shared by Frank
Miller of Time-Life Television, who said
the taste for such series had always been in
place overseas but now had developed in
the U.S. as well—simultaneously with the
common economic difficulties of program
producers in all countries. ‘‘In 10 years
we’ll be trying to figure out how to be
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more different rather than how to be more
alike,” Miller concluded.

A companion panel representing over-
seas TV interests was moderated by
Josepn Wallach of TV Globo Network of
Brazil. Hernan Perez Belisario, of Radio
Caracas Television, Venezuela, detailed
how that country—with only 15 million
people and two million TV households—
was producing 1,300 hours of television
each year for export to 15 countries, with
over 300 hours shown in the U.S. Until
now, he said, the international TV market
has been monopolized by the U.S. and

Internationalists. NATPE's “Small World" pane! turned out to be large
indeed. The first half {picture al left) featured Americans who sell
abroad. L to r: John Pearson of Pearson International, Frank Miller of
Time-Life, Larry Gershman of Viacom, Bruce Gordon of Paramount and
Michael Jay Solomon of Telepictures. The second half (at right) featured

Europe. More and mote, he said, the un-
derdeveloped countries will contribute to
that mix.

Marie-Christine Grollemund, of French
Television |, won over the audience with
her direct approach to the problem. Hers
and other French companies had come to
NATPE as exhibitors for the first time,
having ‘‘decided to come here and call you
out’” Although “‘we recognize the quality
of U.S. programs,’ and have long been
purchasers of them, *‘there is no reciprocal
interchange.”” Grollemund said. “*Why is
the U.S. the only country in the world that
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loreign representatives who buy from the Americans and/or who would
like to sell o them. L to r: Hernan Perez Belisario of Venezuela, Marie-
Christine Grollemund of France, Joseph Wallach of Brazil, Leslie
Halliwell of Great Britain and Fred Cohen of Washington (who repre-
sents Scandinavian and other overseas interests),

cannot afford to dub French programs?”
she asked.

Grollemund described European televi-
sion as ‘‘strikingly different” from Ameri-
can productions, and offered (he thought
that “‘viewers may be more interested in
the European approach than you think”
““What we got for you,” she said to ap-
plause, ‘‘we want to bring you ... our
difference.’”

Leslie Halliwell of ITV, London —one of
the two most influential purchasers of pro-
duct in that country (the other being
Gunnar Rugheimer of BBC Television) —
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sought, lightly, 1o dispel their iwin image
as “‘two snarling dragons striding the cliffs
of Dover” In fact, he said, ‘‘Two kinder,
gentler people would be difficult to find.
All you have to do is make sure that we
both get your preduct”’

1

Halliwell told the producers in the

NATPE audience that United Kingdom
buyers turned primarily to the U.S. for the
14% of their schedules open to foreign
product, and said what he wanted was
“the glamorous hokum we need for our
ratings—we make our own prestige.”” Con-
tinuing on that theme, he said that “‘what
we want from you are your Incredible
Hulks and your Beverly Hillbillies””

Fred Cohen, of Fred Cohen Associates,
Washington, who represents a number of
foreign production companies in the U.S,,
remarked that the Scandinavian countries
were producing some of the finest
chiidren’s programing available, but said it
had to be repackaged by American televi-
sion companies before being broadcast
here. He recommended a flexible approach
to the marketplace, allowing Americans to
re-narrate and adapt, but said that U.§.
broadcasters must be willing to take some
risks to get the process going.

Donahue panel:
TV is MOR on sex

NATPE session concludes that
the medium is neither too far
ahead or behind in treating it

“Television is more sexist than prude,”’
said George Gerbner of the University of
Pennsylvania’s Annenberg School of
Communications last week. The medium
“‘sets a norm that is or becomes acceptable
1o most, and it brings other viewers up or
down to that level””

Gerbner, on a NATPE panel, *‘Sex and
the Single Station,”’ revealed some of the
findings of a new study of sexual portrayal

and attitudes on television.

He said that his research has indicated
that the presentation of a broad range of
sexual subjects—from homosexuality to
extramarital relationships— has increased
on television. But the medium is neither
leading nor following the changing mores
of the nation; it is, he said, finding a mid-
dle ground of acceptability that is well
behind that of younger, well educated and
affluent viewers but well ahead of older,
poorer and less educated portions of the
society.

“The young, better educated, more
affluent groups tend to favor liberalization
while the older viewers and those with
more limited means and cultural oppor-
tunities are the most apprehensive of
changes in traditional norms ... Televi-
sion seems to be al the center of current
mainstream sexual morality,” he said.

But Gerbner did take issue with the
“‘male-dominated”” way in which sex is
portrayed on television. Television, he
said repeatedly, is a sexist nstitution that
shows personal relationships that tend to
elevate men and put down women.

While the *‘networks are doing an ex-
cellent job of finding what is acceptable™
to most of their viewers, Gerbner said,
they fail to be liberal enough for some or
conservative enough for others. Televi-
sion, then, fails to satisfy the liberal ele-
ment and tends to reinforce the prejudices
and stereotypes of the conservatives.

“‘Qur research shows that the more
television most people watch, the more
sexist their views are,’ he said.

Gerbner was one of five on the NATPE
panel conducted by Phil Donahue in the
style of one of his talk-shows. Sharing the
stage with the professor were Ann and
Ellis Marcus, Hollywood producers; Chloe
Aaron of the Public Broadcasting Service,
and Herminio Traviesas of NBC-TV.
Donahue solicited numerous comments
from the NATPE delegates in the au-
dience.

Traviesas, who heads his network’s

A

Her =

Is there sex after sign-on? Seated are the panelists who participated in Tuesday's “Sex
and the Single Station” discussion (I to 1): Producers Ann and Ellis Marcus; Chloe Aaron,
Public Broadeasting Service; Herminio Traviesas, NBC-TV New York, and George Gerbner,
The Annenberg School of Communications, University of Pennsylvania. Standing are Neil
Goldberg, legal assistant to FCC Commissioner Tyrone Brown, who served as the session
discussant in the commissioner's absence; talk-show host Phil Donahue, moderator of the
panel, and panel producer Richard Thrall, Multimedia Broadcasting.
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standards and practices department, said
that it was his experience that the audience
still has a tendency to react negatively to
certain types of visual material. Com-
menting on a scene from PBS’s I,
Claudius in which a female character was
shown from the back nude, Traviesas said
it would not be seen on NBC. He also ex-
pressed doubts about the propriety of air-
ing the current theatrical release, **10.

Comments from the audience ranged
widely. One delegate from Corpus Christi,
Tex., said that 60% of his audience was op-
posed 1o or disturbed by sex on television.
But another delegate from Milwaukee
said, “‘I don’t think I get five letters a
month’’ on the subject.

Donahue then asked the audience to
signal their problems on the subject.
Asked whether sex on television was a
major problem, the response indicated
that for most of those in the ballroom it is
not.

**Most people feel sex and the single
station is a minor problem.’ Donahue
concluded.

The pride of NATPE

Irls awards go to local productions;
special honors to Kleln, Zworykin

In the early days of NATPE, one of the
principal criteria for choosing the *‘person
of the year’” was whether or not he or she
would agree to show up to accept the
award. Those days are long gone—but that
didn’t mean the recipient (whose identity
was kept secret until the last minute)
would make it. Carol Burnett, weather-
bound in Los Angeles, didn’t.

1t was only the last in a series of
weather-related difficulties that plagued
last week’s NATPE conference in San
Francisco—and that still failed to dim the
conference’s spirit. The Iris awards them-
selves, grown 100 large to be handled in
the convention hotel, were given out at a
star-studded ceremony in the city's
Masonic Hall, with Hal Linden (Barrey
Miller) as master of ceremonies and Ben
Vereen (Tenspeed and Brown Shoe) as the
main attraction.

In addition to the programing Irises, a
special award went to Lew Klein, execu-
tive vice president of Gateway Com-
munications and a past president of
NATPE, for his ‘‘tireless contributions to
local programing,” and to Eastman Kodak
“on its 100th birthday with gratitude for
its enormous and vital contributions to the
growth and beauty of the television
medium.” Eastman sponsored the open-
ing session’s slide show and maintained
the delegate lounge throughout the week.

Another special Iris was presented to
Viadimir Zworykin, inventor of the
icortoscope tube, at a Thursday morning
panel on “Television 1990." Zworykin,
the subject of a BROADCASTING *‘Profile”
Jan. 1, at 90 continues to serve as a con-
sultant to RCA.

This year’s Iris winners (with the



responsible program executive in
parentheses):

Public affairs series: small markets,
KSHO-TV Las Vegas for Close-Up (E. L
Quinn); medium markets, kSL-Tv Salt
Lake City for Dimension Five (Scott R.
Clawson}; large markets, KING-TV Seattle
for Evergreen Express (Robert Guy).

Public affairs specials: small markets,
KvoA-TV Tucson for Target: Tucson (Jon E
Ruby); medium markets, a tie between
WAVE-TV Louisville for School Daze
(James M. Keelor) and KGTv(TV) San
Diego for Traffic in Sight (Phil Corvo);
large markets, KBTv(TV) Denver for Every
Child Has a Beautiful Name (Charles T.
Leasure). Children’s programing: small
markets, KGUN-Tv Tucson for The New
Reporters (Jack Parris),; medium markets,
wwBT(TV) Richmond, Va., for Jack and
the Juke Box (John R. Shreves); large
markets, WsB-Tv Atlanta for Super 2 (A.
R. Van Cantfort).

Other: small markets, wMT.Tv Cedar
Rapids, lowa, for Who Is Johnny Mann
(John E. Shine); medium markets, WHIO-
TV Dayton, Ohio, for One Giant Leap for
Mankind (John Clark); large markets,
KING-TV Seattle for Reflections on China
with Jean Enersen (Robert Guy).

Sports: smail markets, KGUN-TV Tucson
for Sports Page 9 (Jack Parris), medium
markets, wCPo.Tv Cincinnati for What’s It
All About (Darrell Landrum); large
markets, KBTV(TV) Denver for Don Cherry
Rocky Hockey Picture Show (Charles T
Leasure).

Entertainment: small markets, KVos-Tv
Bellingham, Wash., for Vancouver Bach
Choir: Handel’s Messiah (Frank Jank);
medium markets, WRAL-TvV Raleigh, N.C.,
for Burger Baby (Howard W. Meagle Jr);
large markets, wCKT(Tv) Miami for
Shoucase— Yacov Noy (Jerry L. Twedt).

A special award for foreign productions
went to the Globo Television Network of
Brazil for Malu, @ Woman (Felipe Rodri-
ques).

Paid vs. sustaining

Should rellgious TV programing
be purchased or donated? That’s
topic of NATPE general session

Virtually to a man, the panelists agreed
television religion was not an ‘‘electronic
church”” That was about all they agreed
on.

William Fore of the National Cauncil of
Churches said it was ‘“‘great show busi-
ness, but lousy religion”” Rex Humbard
settled for ‘“‘electronic evangelism,’” reach-
ing out to persons beyond the reach of tra-
ditional churches. Ralph Jennings of the
United Church of Christ said that paid
religious programs have allowed broad-
casters to “‘see the audience as a com-
modity to be bought and soid” Ellwood
Kieser of the Paulist Productions coined
“‘electronic pulpit”” And Jim Reid of
Christian Broadcasting Network said the
“*electronic gospel’” should *“‘not replace
the local church.”

It was the first of NATPE’s general ses-
sions last Monday, “The Electronic
Church,”” and it pitted representatives
from the so-called *“‘mainline™ religions
against those from the newer evangelical
movement who have contributed to radi-
cally altering the long-time relationship
between television and religion. According
10 statistics first presented by Jennings,
92% of all religious programing is now
paid, and only 8% is run by broadcast sta-
tions on a ‘‘sustaining’® basis. That, he
said, is an almost total reversal of the
former relationship.

The basic controversy at the morn-
ing session centered on the issue of
whether broadcasters should accept pri-
marily paid religious programs, which gen-
erally come from the evangelical groups,
or the sustaining, which were preferred by
the traditionalists.

Speaking for the evangelicals were

Iris’s big night. NATPE President Chuck Gingold had to use the telephone to bring "Award
of the Year” winner Carol Burnett's voice to San Francisco; she was stuck in Los Angeles.
Af right: Iris master of ceremaonies Haf Linden.
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God’s programers. Participants in NATPE's “The Electronic Church”
session (at left, | to r): Fore, Humbard, Jennings, Kieser, Reid and George

Humbard and Reid, the latter standing in
for Pat Robertson, president of CBN. Say-
ing, “there is no other way to reach the
world,”” Humbard defended the practice of
buying television time as a proper means
of extending his message to the
unchurched.. He did separate himself,
however, from those television preachers
who have been accused of using the power
of the medium to extend their own per-
sonal or political influence.

Speaking most strongly for the opposi-
tion were Fore and Kieser. Fore said the
evangelicals were largely *‘political conser-
vatives trying to win friends and influence

o L ]

people,”” inhabitants of the *‘lunatic
fringe,” “‘con artists and manipulators™
and *‘crooks.”

He said their message was one of
‘*superficial religion’’ of an ‘“‘Ameri-
canized gospel’’ preaching ‘‘American
secular values.”” Televised religion, he ad-
ded, used a “*medium of instant gratifica-
tion and superficiality’” and ‘‘was feeding
on the growing narcissism”’ of the age.

Kieser, while strongly supporting
televised religion, said that broadcasters
should not accept paid religion at the ex-
pense of the free. *“We want and need ac-
cess,” he said. **Sustaining time is a tradi-

McManus, CBS Radio, San Francisco, who served as moderator. (At
right): “discussant” Van Deerlin.

tion in American broadcasting.”

U.S. Representative Lionel Van Deerlin
(D-Calif.) was the session’s “*discussant,”
and he concluded the panel saying, ‘‘Too
many of the conventional religious groups
have been satisfied with crumbs.”” But, he
said, he was not sure whether those who
would want to regulate the balance of
religious programing ‘‘can get much help
from Congress.”’

*“The best that government can do.is 1o
make sure there is free access,” he said.
“*Render unto Caesar that which is
Caesar’s and unto God that which is
God’s.’

The children’s hour—and more—at NATPE

Government, industry and citizen
panelists debate FCC proceeding

The subject of children’s television didn’t
get much discussion at NATPE last week,
but the inquiry the FCC has begun into
that subject certainly did.

The forum was last Wednesday’s con-
ference luncheon, which had recruited
Peggy Charren of Action for Children’s
Television, Nina Cornell of the FCC,
Charles Winick of the City University of
New York and Gene Mater of the CBS/
Broadcast Group to discuss the subject in a
panel moderated by Robert Keeshan
(Captain Kangaroo). Before they could
get started, Robert King, chairman of the
National Association of Broadcasters TV
board, and FCC Commissioner Abbott
Washburn let it be known how inappropri-
ate they thought it was for the FCC to be
getting into this area.

“l am incensed by the FCC’s press
release headed ‘Broadcasters Fail
Children, ** King declared, announcing
that NAB and NATPE were combining in
a research project to build *‘total market
pictures’” of available children’s program-
ing—a study that might include cable TV
contributions as well as public broadcast-
ing. “*Unlike the FCC staff, we won’t leaf
through the pages of TV Guide to get our
information,” King declared. He urged
broadcasters to cooperate with the project
*‘unless you want Uncle Charlie’s recipe
for seven hours of mandated children’s
programing every week’’—a reference to
FCC Chairman Charles Ferris.

Commissioner Washburn brought a
lawyer along to help avoid what he called

**the mine field of ex parte.”” Deliberately
separating himself from the panel —‘‘out
of caution not to Pertschuk myself** (that
a reference to the disqualification of FTC
Chairman Michael Pertschuk for letting
his own feelings on children’s advertising
be known in advance of that agency's in-
guiry), Washburn brought legal assistant
Nancy Carey to the podium to declare her
opinion that it was proper for him to listen
to the panel’s remarks. And if that wasn’t
enough, Washburn then pulled out a set
of earmuffs to wear ‘‘in case [ feel myself
being swayed.”

Washburn took off the earmuffs to
recite the values he found in current
children’s programing—most recently a
CBS documentary on teen-age pregnancy
and a drama on teen-age alcoholism. He
suggested a redefinition of the FCC’s in-
quiry to examine anything ‘‘contributing
to the learning experience of those 17
years oid and below.”” As to mandating
specific hours o children’s programing
across the board: That’s the opposite of
deregulation, Washburn declared.

It was by then [:40 and the suites were
due to reopen at 2, so the remarks of the
panelists were necessarily short. In sum-
mary:

ACT's Charren held that the FCC
rulemaking is necessary to give the *‘bot-
tom line managers’’ she had heard in
other NATPE sessions the excuses they
need to put money into children’s TV.
**Nobody knows better than ACT how
wonderful the wonderful programs are,”
she said—but then went on to point out
that, with the exception of Captain
Kangaroo, no network has a single
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children’s series on its weekday schedule,
and in Boston, for example, there are no
local children’s programs on network
affiliated stations.

Some of the arguments raised about the
imposition of children’s TV guidelines are
the same as those raised 60 years ago
about the child labor laws, Charren said—
that the government was interfering with
the fabric of the family. In regard to televi-
sion, raising children is a joint respon-
sibility of the parent and the station, she
said; those broadcasters that fail to serve
the public interest in this regard should
lose their licenses. Asked what changes
she would like to see on TV in five years,
Charren said she hoped there would be
enough channels to permit ‘‘narrowcast-
ing”” of children’s programs—and that
there also would be an FCC rulemaking.
““This is a reactive industry,”’ she said,
offering her view that beneficial changes
in other advertising and programing areas
hadn’t happened until government agen-
cies became involved.

Cornell, chief of the FCC’s Office of
Plans and Policy, explained the staff’s
mandate was to determine whether
children’s TV now was better than before
the FCC’s policy guidelines in 1974, and
defended the choice of TV Guide listings
as the best research source on the subject.
She also said the Communications Act
holds each licensee responsible, not a
combination of all stations in a market,
and said: **You can’t just fill in the gaps
left by public TV" As for quantitative
guidelines—so0 many hours per week—
Cornell said the approach was dictated by
avoiding First Amendment violations in
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assessing program quality.

Winick, a specialist in children’s
behavior, stressed that children and adults
perceive TV in drastically different ways,
and that what may appear violent to the
adult may be only fantasy to the child—
and also that what may be repetitive and
boring to the adult may be satisfying and
reassuring to the child. He also stressed
that only one-fifth of what a child sees on
TV falls into what is generally described as
children’s programing.

Mater described CBS’s position on the
FCC’s children’s inquiry as falling into
three basic parts: definitional (what is
children®s TV), legal (the network
believes the FCC’s inquiry violates both
the First Amendment and the no-censor-
ship provision of the Communications
Act) and social (the FCC’s approach is a
“*blatant display of paternalistic social
engineering’’). Mater recommended to
the commission a disclaimer published by
another federal agency issuing a notice in
the field of natural gas: *‘This document
may contain inadvertent omissions or
unintended consequences’’ Once the
government moves in on this area of
family responsibility, he said, “What is the
nex!t step and where will it end?”

Responding later to Charren’s reference
to the child labor laws, Mater said: **You
can legislate children out of the factory,
but you can’t legislate them in front of the
TV sets.”’

O’Leary’s TV pep talk

Leaving modesty to the more faint-
hearted, and brandishing such rhetorical
challenges as ‘*Excelsior!’” and **To him
the palm who merits’” {(which he said was
a motto in ancient Troy), ABC owned
lelevision stations president Richard A.
O’Leary delivered an evangelistic keynole
to NATPE 80 in San Francisco last Mon-
day. His principal message—afier declar-
ing ABC’s station group to be “‘maximum
honorable profit broadcasters’’: that the
leading stations in the 1980’s would be
those that become a ‘‘marketplace of
ideas”’

O’Leary reached back to his southern
Califernia youth for an image to explain a
“‘three-wave’ theory of television pro-
graming. “‘Ilmportant to this gathering,”’
he said, *'is the wisdom I gained in that

O'Leary



To buy or not to buy. At a Monday morning NATPE workshop on decision-making in the
purchase of syndicated product, Don Searle (standing), research director for kcor(ry) Los
Angeles, explained the research department’s input. According to Searle, syndicated pro-
graming buys should not be based solely on network performance because many shows
that perform well in prime time do so as a result of such network-controlled tactors as
scheduling. Some programs, he said, cannot stand alone as they often must in syndication.
Among suggestions he made were close attention to a show’s performance over a 10-rat-
ing-book period with special attention paid to May and July ratings—those generally
reflect a show's rerun performance. Joining Searle were (-1 moderator Dick Wollen,
Metromedia, Los Angeles; Robert H. Temple, general manager of kutv(ty) Salt Lake City;
James Blake, sales manager, ksTe-Tv Minneapolis, and Tom Breen, program director, ktvu(tv)
Oakland, Calif. Each related his department's contribution to a program-buy decision.
Breen pointed out the significance of paying careful attention to an off-network program’s
network performance in the particular focal market.

surf: Great waves came in sets of three,
and timing is all. Start too soon and the
wave smashes you to the bottom. Start too
late and all you get is a rear view of your
pals in their roller-coaster ride to shore”
Switching to television, he said, the first
wave, in the 50’s and 60’s, was entertain-
ment. The second wave, in the 70’s, was
news. ‘‘Ready or not,’ O’Leary declared,
**our third wave [ideas] is coming.”’

O’Leary said that the ‘‘me generation™
outlook was about to be replaced by a new
point of view. *‘I don’t know yet what that
majority outlook will be,” he said. **No
one does [but] a lot of thinking needs to
be done out there, and ideas are the food
for thought.”” He said he hoped audiences
would find their inspiration on local sta-
tions.

O’Leary also urged the programers to
trust their own judgments more. “‘Is a
show worthy of being on our schedule? If
we like it, yes! If we don’t, out!”

Having opened his speech by declaring
the ABC owned station group to be ‘‘the
most successful over-all group of televi-
sion stations in the country in terms of rat-
ings, sales, profits and leadership image in
their respective communities,” O’Leary
ended by inviting other programers ‘‘to
join us under our banner: Excelsior!”” 1t
means, he said, ‘“‘ever upward,” and
recommended it as a **motto of hope as a
new wave rises up for those of us priv-
ileged to live lives of service in this
enchanted land of local television.”

ORI S e P T R P R TR
Something to shoot for

At atime when programs such as PM Mag-
azine and public affairs shows are becom-
ing more important to local stations,
‘“*more and more locally produced shows
will be offered regionally and even na-
tionally,” according to B. Ziggy Stone, of

KRON-TvV San Francisco. His comments
were made at a Tuesday NATPE
workshop, **Producing Producers—the
New Role of the Local Producer”’

Most of the discussion was handed over
to the nuts-and-bolts questions of how
program directors should handle the pro-
ducers on their staffs. Most appeared to
agree with Stone, however, and all did
agree that local production has become
and will continue lo become increasingly
important to local television stations.

That point was put succincily by
Melanie Donahoe of wDvM-Tv Washing-
ton when she commented on the changing
role of the local producer: **So many of us
are now producing shows that are sup-
posed to make money”’

Joining Stone and Donahoe on the
panel were John Hutchinson, wBTV(TV)
Charlotte, N.C.; Warren Baker, KNBC(TV)
Los Angeles; Phil Arnone, KGMB-TV
Honolulu, and Steve Michaelson, One
Pass Video Productions, San Francisco,

ABC makes it
official

1t will launch 20-minute
newscast at 11:30 p.m.
starting late next month

ABC-TV made its commitment to a late-
night news program official last week when
nelwork president James Duffy said the
newscasts would become permanent fix-
tures of the network schedule in late
March (**In Brief,” Feb. 18).

The network will begin airing 20-minute
programs Monday through Thursday
nights at 11:30 p.m. NYT, a time period
occupied since last November by ABC’s
continuing news specials on the hostage
situation in Iran and other developments
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in Southwest Asia. Speculation that the
network would make the news programs a
regular part of its schedule began shortly
after the first of the newscasis Nov, 8,
1979. Last month, ABC Television Presi-
dent Fred Pierce and News and Sports
President Roone Arledge first confirmed
that speculation to a press conference in
Los Angeles (BROADCASTING, Jan, 14).
Duffy said last Sunday (Feb. 17) that no
“host” ( a word he used rather than the
traditional ‘‘anchor’’) had yet been
selected for the program, nor has a title

been selected. He did stress, however, that
the late-night news show will have a for-
mat considerably different from other net-
work news programs. ‘‘This is not going to
be World News Tonight, late edition,” he
said. He suggested that the new program
will feature ‘‘two or three headlines™ and
then full coverage and *‘in-depth analysis™’
of the main story of the day.

Full details of the planned program,
which will be produced by Bill Lord, news
producer of Good Morning America, will
be relayed to network affiliates in a closed

circuit in early March.

Duffy’s announcement was made at the
ABC affiliates meeting at the NATPE con-
ference in San Francisco. Reaction from
the affiliates was generally supportive, but
some voiced strong objections. One deleg-
ate, for example, said that he would not
carry the program on his central time zone
station because of his dissatisfaction with
the lran broadcasts, which have not run
according 10 a fixed time and have varied
greatly in length. “‘I’'m very upset about
this,”” he said. “‘It’s costing 2 mother-lode
of money. It stinks.”

Other delegates, however, spoke in sup-
port of the show, and when one said, ‘“We
congratulate you for the move,” Duffy
received a strong ovation.

Olympics do their
thing for ABC

As predicted, winter games
lead the network to a win
for the week ended Feb. 17
and a tle again with CBS
in the season-to-dates

The winter Olympics powered ABC-TV to
a 2.5-point win in the prime-time ratings
for the week ended Feb. 17, pulling ABC
back into a tie with CBS for the season to
date.

The Olympic games at Lake Placid,
N.Y., accounted for two-thirds of ABC’s
programing for the week—29 of 44 half-
hours—and produced a 22.6 average rating
and 35 share.

The games helped produce what ABC
said was its highest weekly average since
Roots: The Next Generations was broad-
cast a year ago. The week’s score: ABC
22.3/34.3; CBS 19.8/30.5 and NBC

Moy

coaches and managers ...

p.m., Tuesday through Saturday.
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Trek to disks. Popular Star Trekseries, which appeared on NBC-TV for three years and
has been in syndication since 1969, is now headed for exposure as disk. RCA
SelectaVision videodisk system has license from Paramount Pictures for 10 episodes of
Star Trek and has options to remaining 69 episodes in series, RCA intends to bring its disk
system to market on national basis in first quarter of 1981.

Made in Japan. Seven hours of programing from Tokyo Broadcasting System will be
carried on woRr-Tv New York on April 5‘from 5 p.m. until 12 midnight. Evening's
entertainment carries umbrella title of "Japan Tonight!" and includes variety shows,
historical dramas, modern thrillers, children’s programs and what wor-Tv calls “first live
two-way newscasts from Tokyo via satellite.” In 1976 woRr-Tv presented programs from
Thames Television of Britain during evening hours for one week.

In the marketplace. Two half-hour sporis programs have been produced by Bravo
Productions, New York, and will be placed into syndication. Sports Scrapbook consists of

78 programs and is look back into careers of athletes including Mickey Mantle, Hank
Aaron, Rocky Graziano and Whitey Ford. Teamwork explores relationship among athletes,

Bundie from Britain. Granada Television of England has contributed 23 of its programs,
lotaling 45 hours, to Museum of Broadcasting in New York. These programs and others
from Sweden, !taly, Canada as well as the L).S. may be viewed by the public from 12to 5
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17.9/27.5. For the season to date (Sept.
17-Feb. 17): ABC and CBS 19.6 each;
NBC 17.7.

ABC claimed five nights of the week in-
cluding Sunday, which normally belongs
to CBS but in this case found CBS in third
place with 20.8/31.1 behind four hours of
Olympics on ABC (22.0/33) and a com-
bination of ‘*Escape to Witch Mountain’*
and *“‘The Towering Inferno’® on NBC
(21.6/32.5). CBS took Monday and Friday
nights, the former by two-tenths of a rat-
ing point over ABC and the latter by three-
tenths.

ABC said 19 of its 29 half-hours of
Olympics won their time periods, and 24
delivered shares of 32 or beuter. lts best
night was Saturday (Feb. 17), when Olym-
pics coverage (9-11 p.m. NYT) averaged
out at 26.1/42, said to be the highest rat-
ing ever for a winter Olympics telecast.
The Saturday Olympics placed fourth
among the week’s programs in ratings.

CBS’s showing of ““The Exorcist’’ edged
out the Tuesday-night Olympics opener,
but part two, ““The Heretic,”' on Wednes-
day night was easily outnumbered by the
Olympic games, as was NBC’s showing of
*“The Swarm’’ on Tuesday and its regular
line-up on Wednesday (BROADCASTING,
Feb. 18).

The Olympics on Thursday had an
average of 21.0/33, enough 1o best the
CBS and NBC competition except for the
final hour, when Knots Landing on CBS
managed a 34 share. (A Steve Martin
special on NBC at 9-10 p.m. Thursday
pulled a 26 share, behind a 30 for Barrnaby
Jones on CBS as well as the 8:30-11 p.m.
average 33 for the Olympics.)

On Friday, three hours of Olympics
averaged a 36 share against a CBS line-up
consisting of a 32 for Incredible Hulk, 38
for Dukes of Hazzard and 40 for Dallas.
Against the ABC and CBS line-ups on Fri-
day, NBC’s Doug Henning’s World of
Magic drew a 26 share and Valentine
Magic on Love Island a 19 share.

The week’s top 10 shows were ABC’s
Three's Company and Happy Days, CBS’s
M*A*S*H, ABC’s Saturday Olympics,
NBC’s Little House on the Prairie, CBS’s
Dallas, ABC’s Goodtime Girls, CBS’s
Dukes of Hazzard, ABC’s Monday Night
Movie and NBC’s Real People.

ABC said the week’s results meant that
of the first 19 days of the February local
sweep measurements, ABC had won 12
nights, CBS six and NBC one.

The boycott is on

President says Russians failed
to meet his deadline for leaving
Afghanistan; NBC resigned to fate

The prospects of U.S. participation in the
Moscow Olympics this summer, which
have been fading steadily, all but evapor-
ated last week.

White House and State Department of-
ficiais said Wednesday—which had been
President Carter’s deadline for the Rus-
sians to withdraw from Afghanistan or



face an American boycott of the Moscow
games—that the U.S. will boycott them
because there had been no sign of Russian
troop withdrawal.

A White House official said that ‘*Presi-
dent Carter told the U.S, Olympic Com-
mittee over the weekend that American
athletes should not participate in the
Moscow Olympics and the committee has
said |’l, would abide by the President’s deci-
sion.

The U.S. Olympic Committee officially
has the final say. lts leaders last week were
reported 1o be insisting that the question
of participation in the Moscow games not
be considered until its next scheduled
meeting, on April 11. [ts leaders have said
publicly, however, that the committee
would follow government policy.

NBC, with millions invested in rights
and preparations for TV coverage of the

ments—in effect, that in deciding whether
1o cover the games it would be guided by
U.S. policy.

While others wait

EBU countries still up in air
over Moscow coverage; Britain
likely to back out, France to stay

As world leaders debate whether to partici-
pate in the Moscow Olympics, European
broadcasters are waiting for the dust to
clear to decide their coverage plans.
European networks obtain the rights to
broadcast the games jointly through the
European Broadcasting Union. The EBU
has a contract with the Moscow organizers
and the International Olympic Committee
for the full European rights to the games.

EBU official Richard Bunn said the EBU

Moscow games, said last week it had
paid $5.95 million for the program rights

nothing to add to ils previous state-

PlayaBack

Free legal advice. On Sunday, March 2, kinG-am-FM Seattle and Action Northwest will
present fourth in series of five "Ask a Lawyer Days." this one on consumer problems and
how to avoid them. Action Northwest is nonprofit information and referral service which
coordinates daily public affairs programing for KING-AM-FM-TV. “Ask a Lawyer” is three-hour
program providing phone lines to several lawyers, some of them on-air, who offer advice
and referrals to listeners cailing in. Now in third year at station, program has received
honorable mention from American Bar Association. "Ask a Lawyer” programs already
presented in this campaign covered landlord/tenant law, divorce and child custody and
wills and probate. Fifth program will cover income tax law. Programs are produced in
cooperation with Seattle-King County and Tacoma-Pierce County Bar Associations.

a

Country album radio. Ckiw-rm Windsor, Ont, returned as of Jan. 14 to traditional country
music programing after nearly five years in other formats, first beautiful, then pop/country
crossover. Generaling considerable listener respense, according to general manager,
Chuck Camrouy, is new “Album Features.’ aired hourly frem 10 a.m.to 7 p.m, continuously
from 7 to 10 p.m. and hourly from 1 to 6 a.m. Fifteen-minute hourly features highlight
selected cuts from single LR either oldie, recurrent or new. One in three LP's, says Camroux,
is out-of-box, new product. Evening program features selected cuts from four different LP's
each hour. Both ckiwiam and ckuw-FM, accordihg to Camroux, are focusing more on local
programing for Detroit and Windsor.
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Country Radio Seminar. Repre sentatives from over 150 U.S. and Canadian radio stations :
are expected to participate in 11th annual Country Radio Seminar, tc be held March 14-15 R

in Nashville's Hyatt Regency Hotel. Don Boyles, VF, general manager of Plough 1 m |
Broadcasting's wsuntam Tampa, Fla. is this year's agenda chairman, and Joe Casey, CBS e, r}ﬂ]%ﬁﬂl .
Records’ natibnal promotions director, is record industry chairman. Paul Harvey, ABC ‘ | - =

Network, will deliver keynote address. Among concurrent workshops and panel IKEI!L .@Z_;@
discussions will be: “How To Talk To Arbitron™, "How To Control Your Career. "How Will You b ‘
Program in the 80°s” "How To Motivate Sales People,” "Managing Management People,” RES —=——
“Signals From the Sky” “How To Create a Creative Sell;" and "Rules and Regulations for the

80's”" Culminating program will be “new faces” show, introducing eight to 10 new country

music artists. Seminar's scholarship tund will award two $1,000 grants to college students
doing significant work in broadcast major.

THE NUMBER ONE |
o ANSWER FOR ACCESS

First five. These are the top five records in airplay on contemporary radio stations in the ‘ ;
USS. as reported by Playlist, (1) Crazy Little Thing Cail Love by Queen on Elekira. (2) Now-more than 70 markets
Longer by Dan Fogelberg on Epic. (3) Working My Way Back To You by the Spinners on =
Atlantic. (4} Rock With You by Michael Jackson on Epic. (5) Yes I'm Readyby Teri Desario _

GROUP W PRODUCTIONS

and H. W. Kasey on Casablanca.
INC./WESTINGHOUSE BROADCASTING COMPANY
7800 BEVERALY BLVO., LOS ANGELES. CA 90036
90 PARK AVE.. NEW YORK; NY 10016

a
The weekly BROADCASTING PLAYLIST charting the top 100 records in contemporary American
airplay, is available to subscribers for $12 annually te cover first-class postage and
handling. 1735 DeSales Street, Washington, DC 20036.

Audiente figures are estimates-subject to
limitations.of the technigues and proceduras
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as well as some logistical support and
studio space. This amount is shared
among the EBU countries that choose to
participate, based on their potential view-
ing audience. The BBC, for example, paid
$920,000,

Bunn said all 30 member countries, ex-
cept Luxembourg, Jordan and Monte
Carlo, are involved in the pool. The net-
works have been billed for their share and
most have already paid, according to Bunn.

He said the EBU contract allows for
renegotiation of the rights payment *‘if the
games are modified in a major way.” He is
not aware at present of attempts to invoke
this clause because of the confusion over

who will be involved in the games. Any
decision on this, he said, would be made at
the ““top policy level,” meaning the EBU’s
administrative council.

The networks meanwhile are not com-
miting themselves. The two British net-
works, the BBC and IBA, have decided to
review jointly any change in their planned
coverage, which they said would take ac-
count of “‘any change in the nature of the
games or British participation in them.”
The BBC has aiso said that if British
athletes do not participate, which seems
likely, it will sharply reduce its coverage.

On the other side, the French networks
are almost certain to maintain their

with experts who have knowledge and
experience in this field.

This is where Microdyne
Corporation comes in. We are
the largest single supplier of satellite

P.O. Box 1527
627 Lofstrand Lane
Rockville, Maryland 20850

301/762-8500

_Decision

| Satellite programming can be profitably

You have two alternatives. Be your own system's engineer and install
components purchased from individual manufacturers. This is not as com-
plex as it sounds and can save you money.

Or you can purchase a complete turnkey package including site selec-
tion and installation from a TVRO system supplier.

But first you should be talking to people: other station owners with
on-line systems; equipment and system suppliers; and most importantly
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receivers to the CATV industry. QOur receivers are the standards
against which all others are measured. As a result of this
industrywide acceptance, our sales engineers have gained
a level of experience unique to this dynamic market. We
are in a position to provide a receiver or a complete turn-
j key installation. When you need information, it makes
" sensetotalk to a leader.

M

MICRODYNE CORPORATION

Box 7213 « 491 Oak Road
Silver Springs Industrial Park
Ocala, Florida 32670

904/687-4633

Time!

The facts are in.

marketed to your subscribers.

Now you must decide on the
, best method of acquiring a
TVRO ground station.
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planned coverage, since France has
already accepted the formal invitation to
the games.

Bunn said the EBU takes out no in-
surance on the games, because it has no
money of its own. He said even before the
controversy, the EBU was urging broad-
casters to take out their own insurance.

e ——— e o et
Dog gone,
but not forgotten

Film on Manhattan cable channet
of killing of pet points up
problem of state law

that piohibits censoring

The problems of cable system owners that
are inherent in public access programing
are highlighted by an ongoing controversy
in New York over **Shot Dog Film,” which
aired Christmas night on Manhattan Ca-
ble’s access Channel D. The program
depicted the actual killing of a dog.

Under New York state law, cable com-
panies ‘‘may not prohibit any program or
class or type of program’' on leased or ac-
cess channels. Manhattan, owned by Time
Inc., has apologized to outraged animal
welfare groups, saying it “neither en-
courages, condones nor supporis™ such
programs as ‘‘Shot Dog Film," which it
labeled a ‘‘most unfortunate program.’
The company explained that the amount
of access programing it carries (700 hours
a month) has precluded screening offer-
ings ahead of time. Had *‘Shot Dog Film™
been so screened, said a company spokes-
man, Manhattan would not have let it run.
That raises the question whether the com-
pany would have broken state law by dis-
playing such restraint.

*“They’re caught between the devil and
the deep blue sea,’ admits Leonard
Cohen, coordinator of the Office of
Telecommunications of New York City’s
Bureau of Franchises. But he maintained
that city law and the franchise agreement it
has with Manhattan permit an operator 1o
refuse to carry programs the operator feels
wou!d generate ‘‘liability under applicable
law’

The company spokesman said that
Manhattan now intends to screen every-
thing on the access channels, and indi-
cated that there have been past instances
where programs have been refused.
Manhattan had simitar problems concern-
ing the Midnight Blue soft-core pornogra-
phy program.

“*Shot Dog Film™ appeared on the
Channel D program Red Curtain, a series
that has provided an outlet for works by
members of the Collaborative Project, a
nonprofit artists’ association in New York.

Federal funds have been channeled by
the National Endowment for the Arts to
the Collaborative Project, which in turn
contributed to the costs of ““Shot Dog
Film™’ That relationship and since-repudi+
ated rumors that New York State Council
on the Arts funds were also involved have
left the two agencies scrambling to dis-
associate themselves from the film.



in comparative
ad campaign

it takes on radio directly in
{atest presentation, calling
other medium ‘invisible’

The Television Bureau of Advertising at-
tacks radio head-on in its newest Jocal
sales presentation, calling it a ‘‘frag-
mented,” *‘invisible’’ and ‘‘expensive sec-
ondary medium’’ for advertisers. By con-
trast, the presentation asserts, television is
*‘a powerful, persuasive and cost-effective
primary medium.”’

““*Some advertisers have wondered
about radio as a possible alternative to
television,” TVB says in a preamble.

*“To these advertisers, we extend a word
of caution ... look out. The low out-of-
pocket cost of a typical radio spot may not
be low at all if you know the audience you
reach, and the ‘low cost’ radio spot can be
very expensive if it doesn’t produce
results.

‘‘We encourage you 1o evaluate radio—
and to compare it point by point with
television, in audience, in costs, in com-
munication and in the final impact: sales’’

The presentation, titled ‘*Radio: a Re-
minder Medium,” says the radio industry
is “‘worried’’ —and has good reason to be.

“It’s time to worry,” TVB asserts,
“‘when your best customers invest seven
times more in a competitive medium.”
The presentation lists what it says were
radio’s top 10 advertisers in 1978—
Chrysler, General Motors, Sears,
Anheuser-Busch, Nissan, U.S. govern-
ment, American Home Products, Ford,
Wrigley and Pepsico—and claims that they
spent 669% more in TV than in radio.

Even radio stations need television “‘to
achieve their own advertising goals,” the
presentation continues, asserting that in
1978 they were the 11th largest category of
local TV advertisers, and increased their
TV spending by 11% over 1977.

More than that, ‘‘people are buying
fewer radio sets,”’ with deliveries to dealers
off 17.5% in 1978, but more television
sets—dealer deliveries up 10.4% in the
same period.

A further drop in 1979, according to the
presentation, gave radio set sales ‘‘a two-
year decline of 32%, bringing the number
of radio sets purchased by the public down
to the levels of early 1960’s'* In addition,
‘‘car stereo, CB radio and the energy
crunch all divert listeners from car radio.””

Citing data from a variety of sources,
the presentation also makes these claims:

& Radio is ‘‘a fragmented medium”
because: ‘‘Radio listeners ignore over 90%
of the stations in a market’”; ‘‘as stations

increase, listeners per station decrease’,;
“*small format shares further fragment the
medium.”’

# Radio is ‘‘a secondary medium”’ be-
cause; ‘““People are listening less in all
dayparts’’; ‘‘radio listening by working
women is down’’;, ‘‘radio research comes
from a single rating service.’

® Radiois “an expensive medium” be-
cause: ‘‘Radio is less cost-effective than
television’; *‘radio can’t achieve reach
without sacrificing selectivity’’; “‘ineffec-
tive radio commercials are a costly luxury”’

® Radio is ‘‘an invisible medium’’ be-
cause: ‘‘Radio accompanies other activities
as a background sound’’; ‘‘radio restricts
advertisers to a single dimension™"; ‘‘radio
remains ‘a reminder” and fails as a primary
medium.”’

In contrast, the presentation draws on a
variety of sources to support its contention
that “‘television is the primary medium”
It offers this summary:

*Only one advertising medium has the
power, persuasiveness and planning flex-
ibility 1o insure successful selling ...

“Television is powerful, reaching more
adults in more places for every dollar spent
than any other advertising medium.

“*Television is persuasive, creating
awareness, response, customer confidence
and a desire 1o buy.

**Television is flexible, providing adver-
tisers with a vast array of creative and
marketing strategies™

The presentation notes that **some ad-
vertisers have come to radio from print,
moving a share of their previously news-
papet dollars into radio.” To these it offers
‘*a welcome to the world of broadcasting—
you have broken through the all-print bar-
rier, an important step up.”’

It then encourages them ‘1o go the next
step and add television to your media mix
either by a further shifting of newspaper
dollars or—as these pages suggest—by
moving some of those new broadcast dol-
lars 1o THE broadcast medium —TELEVI-
SION>

Battle is joined

RAB fires back with its own study,
indicating advertisers can use
radio as a ‘primary medium’

Radio Advertising Bureau officials, bris-
tling at Television Bureau of Advertising’s
presentation against radio (see above),
responded by making public a research re-
port of their own. It offers “*evidence that
is convincing advertisers, already deeply
concerned about TV costs, to turn now to
radio as a primary medium.”

Robert Alter, executive vice president
of RAB, called the TVB presentation
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*‘sophomoric, distorting and uncalled-
for”’

‘*Radio must have them worried,” he
said, “‘if they have to resort to this kind of
presentation 1o compete.”

The RAB report, “Radio as a Primary
Medium: A Radio/ TV Comparison,” was
released last fall. **There is a wealth of new
data being generated on radio and TV, the
report asserts. ‘It is demonstrating that
radio is outperforming TV in many signifi-
cant areas. These findings are influencing
more and more advertisers to consider
radio as a primary medium.

**Every day, for example, radio leads ail
media in people reached ... Many key
marketing targets—like working women,
professional and managerial males, adults
18-49—spend more time every day with
radio than TV.

“This new research goes beyond box-
car mass-appeal documentation. It shows
radio as an exceptional vehicle for reach-
ing a cross-section of consumer groups
with more efficiency than TV.®

Using information drawn from a variety
of sources, the report summarizes its find-
ings as follows:

‘1. Radio is now number one in reach
... reaching more adults and teens in a day
and a week than TV,

**2. Radio share of mind [percentage of
total time spent with media) is higher than
TV for a number of key consumer targets,
like adults 18-49, upscale working women,
professional/managerial males, students.

**3. Radio audience is higher than TV
through the day, a reflection of radio’s
ability to function within virtually every
consumer lifestyle,

‘‘4, Radio is now ahead of TV in
delivering prime consumers.

**5. Radio reaches TV's light viewers—
and is also an essential reinforcement of
TV messages among heavy viewers,

‘6, Radio audience is reached at lower
costs than TV, a comparison that comes
from research by a number of leading U.S.
advertising agencies.

7. Dollar for dollar, radio delivers
greater ‘people’ reach and frequency than
TV —for the same budget radio delivers
added reach, more effective reach, greater

frequency and increased ad impressions.
**8. Radio listening is consistent in all
four seasons, while TV has peaks and
valleys, a reflection of the differing func-
tions performed by the two media.
*“9, Radio commercial recall is generally
equivalent in impact to TV.

GT&R/RKO directors
hit with lawsuit

Class-action proceeding initiated
by stockholder claims loss of
more than $50 million because
of illegal company activities

A further repercussion of the RCC's deci-
sion against RKO General and its parent
General Tire & Rubber came with the fil-
ing in U.S, Court for the Southern District
of New York of a $50-million class-action
suit on behalf of shareholders of General
Tire (**In Brief," Feb. 18).

Filed by Anhur L. Monheit and his
mother, Dorothy, as administrators of the
estate of her husband, Charles Monheit,
the suit names as defendants the three
O’Neil brothers—Thomas, John and
Michael G.—who are, respectively, the
chairman of both General Tire and RKO
General, the chairman of General Tire’s
finance committee and the president and
chief executive of General Tire. TE, Pit-
tenger, vice president of General Tire, was
also named a defendant, as were four out-
side directors of the company: William B.
Walsh, L.D. Henry, D. Bruce Mansfield,
and James T, Morely.

According to the Monheits’ suit, **The
acts and conduct herein alleged on the part
of the individual defendants constitute
flagrant violations and breaches of their
fiduciary duties all to the substantial
damage of General Tire and RKO General
in an exact amount not presenily known,
but estimated to be in excess of $50
million.”’

The suit details actions of General Tire
that led to the FCC’s decision to pull the
licenses of RKO General’s WNAC-TV
Boston, wor-Tv New York and XHI-Tv Los

Angeles (BROADCASTING, Jan. 28). GT
says that the four outside directors were or
should have been aware of such actions in
1977 and 1978 and failed 1o act to protect
the interests of the shareholders.

The suit asks for the **sterilizing’’ of the
stock of the O’Neils and Pittenger so that
they could not benefit from any *“‘spin-off”’
of RKO General to the shareholders of
General Tire; restoration Lo the companies
of any compensation or fringe benefits
paid to those four defendents that are
“found to be excessive or unreasonable,”
and recovery of all damages as a result of
the acts alteged against the defend ants.

No hearing is expected for at least 60
days in the case, which has been assigned
to Judge Henry E Werker.

ABC registers
increases in ’79

Both revenues and profits rose
last year, with network and

TV stations posting records;
but radio’s earnings dropped

ABC’s 1979 net earnings were up 17.5%
over the year earlier, climbing to
$159,310,000 from $135,575,000. The
rise came on a revenue gain from continu-
ing operations of 15.1%, from $1,783,-
985,000 10 $2,053,570,000. On a per share
basis, earnings were $5.67, compared with
$4.89 in 1978.

The company said the results were *‘pri-
marily attributable 1o the outstanding per-
formance of our television operations,” as
well as the reduction in losses from
recorded musi¢ operations that ABC dis-
continued.

TV network and station operations were
both said to have had record revenues and
profits, although “ABC Radio reported in-
creased revenues, but a profit decline.”’

[n the fourth quarter, the company ex-
perienced a 1,2% decline in net earnings,
dropping to $44,946,000 from $45,506,-
000. Per share consequently slid from
$1.63 10 $1.59. However, ABC reporied

Week's worth of eamnings reports from stocks on Broadcasting's index
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C t Video Systems............... 9 mo. 1/31/80
Eastman Kodsk...........coonviininnnn, year 12/30/79
Grey Advertising....................... yhar 12/31/79
Interpublic..............c0ihiiiiiini year 12/31/79
Times Mirror ... .........ccieiiniiennes year 12/31/79
Viecom internationsl................... year 12/29/79
Warner Communications............... year 12131179
Wometco Enterprises. ., ................ year 12/29/79

Current and change

% Net %
Ravenues Change Income Change
$334,879.000 +228 §27,395,000 +49.2
141,800,000 +17.6 11,461.000 +16
3.729.701,000 +134  200,707.000 + 13
22,901.000 +1958 1,571.000 +38.4
8028231000 +145 1,000,764,000 +109
88.709.000 +183 6,433,000 +18.3
373,718,000 +205 21,589.000 +19.6
1,647,476,000 +154  146,493.000 + 29
107.389.000 +325 9,848,000 +38.1
1,648,027,000 +326 **109.058.000 +327
307.248,000 +108 19,130,000 + 19

Year sarller
Per Nat Per
Share Ravenues income Share
245 $272.675.000 $18,766,000 1.65
456 120,500,000 11.283,000 4.49
4] 3,290,052,000 198,079,000 7.15
B3 7,741,000 1,135,000 92
820 7.012923,000 902,284,000 559
10.34 76.303.000 5.438,000 873
489 310,259,000 18,048,000 4.11
43 1,427,931,000 142,399,000 413
2.48 81,043000 7.132,000 1.88
526 1,243,134,000 82,197.000 4.15
2.20 277.359.000 18,781,000 222

*Does not include extraordinary gain ot $2 050,000 from agreement in which Viacom and Teleprompter became 50% owners of Showtime Entertainment inc.
**0oes not Include net gain of 591,689,000 trom Dec. 27, 1979, sale of 50% of WC cable operations lo Amenican Express.
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If Your Television Operation
is on the Move... Stop Right Here.

Today, after nearly a decade of successful
user-oriented experience, Compact is manu-
facturing and selling mobile location
systems designed and engineered to answer
your remote production

needs for the 1980%.

Compact builds a standard line of mobile
location production vehicles and a portable
up-link earth station with generator, each
ruggedly designed to meet the demanding
requirements of location production.

The Compact 15 is an economical ENG
unit that’s ready to meet the world on a
moment’s notice. The Compact 20 is an EFP
system containing up to four cameras and
up to two one-inch VTR’s. Capable of han-
dling a wide range of remote productions,
the Compact 27 is designed for maximum
economy and flexibility and contains up to
six cameras and up to three VIR’s. Our
Compact 40 has roomy provision for a pro-
duction staff of ten and is ideal for sports
and intricate entertainment specials. It con-
tains up to eight cameras and four VIR’s.

Each unit in our standard line not only
represents today’s state-of-the-art technol-
ogy, but each is also wired both electrically
and electronically to accommodate orderly
expansion as your production requirements
change. And delivery is surprisingly prompt.

So, if your relevision operation is on

the move, learn how Compact can help get
you there. Contact Mr. Oscar Wilson,
Sales Division.

Compact Video
Systems:

Sales Division

West Coast Headquarters (213) 843-3232
2813 W. Alameda Avenue Telex: 662404
Burbank, CA 91505

Chicago (312) 337-5333

625 No. Michigan Avenue, Suite 500
Chicago, IL 60611

New York (212) 986-2430
122 E. 42nd Streer, 17th Flaor
New York, NY 10017

London (01) 205-2323
17 Old Church Lane Telex: 882111
Kingsbury London, NW98TG Eng.

A Step Ahead

Compact 4
P R

See you at N.A.B. Booth #1525
and N.C.T.A. booth #’s
609, 610, 717 and 718
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that income from continuing operations
was up 11% in the quarter. In the year-
earlier period, the company had a loss of
$547,000 from discontinued operations,
but alsoa net gain of about $5.6 million
from the sale of its theater division.
Revenues from continuing operations for
the quarter were up 20.5%, from
$523,994,000 to $631,526,000.

Discussing prospects for the coming
year, company chairman Leonard H.
Goldenson and president Elton H. Rule
said that “‘the marketplace for broadcast
advertising remains robust’ but that *‘ex-
traordinary costs of news coverage of the
crises in the Persian Gulf and 1he election
year®’ could trim profits for the year. They
also noted that ABC Video Enterprises,
ABC Motion Pictures and Travel Network
Corp., all new ventures, were not expected
to become profitable in 1980.

In commenting on the performance of
two new publishing operations, Golden-
son and Rule called the results of R.L.
White ‘‘disappointing’ but those of
Chilton Co. *‘excellent.”’ The publishing
unit as a whole had record revenues and
profits in 1979.

JWT, Times launch AMI

Advertising/Marketing Intelligence
(AMI) has been formed ss a joint venture
of the J. Walter Thompson Co., New
York, and the New York Times Informa-
tion Service as what is said to be the first
computerized system for on-line retrieval

Please send
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of information about advertising, market-
ing, public relations and product manage-
ment.

AMI is said te contain up-to-date facts
collected from more than 60 trade and pro-
fessional publications. Its subscribers,
using existing video or printer terminals,
may call up abstracts of articles on thou-
sands of topics, AMI said. It is compatible
to most communications and computer
systems now in use.

Thompson has identified some 80 sub-
jects in which advertising and marketing

executives need broad information. The
agency will provide marketing support for
AMI, while direct sales will be undertaken
by the New York Times Information Ser-
vice, a part of the New York Times. The
Information Service also will handle
abstracting, indexing, computer storage
and retrieval, and delivery over its com-
munications network.

The one-year subscription fee to AMI is
$4,850, including 30 hours of on-line
usage and three hours of practice time.
Excess usage is $95 per hour. '

Bottom’ Mne

In even higher gear for cable. Storer Broadcasting Co. has authorized executive
committee to proceed with plans to sell up to two million shares of its common stock to
public. Move would increase total outstanding shares to approximately 13 million and is
subject to stockholders' approval at annual meeting April 29. Chairman Bill Michaels said
action follows recommendation of finance and planning committee and its investment
adviser, Lehman Brothers Kuhn Loeb. He explained it was in keeping with Storer expansion
plans in cable television for next several years. Michaels noted: “While we have quite
sufficient funds on hand or available to see us through our expansion efforts for 1980 and
most of 1981, now is the time for us to get our house in order for anticipated capital needs
subsequent to that time, should our franchising and acquisition efforts even come close to
1979 results”” Storer said it added 100,000 new connections last year, for a total of 350,000
plus, and that new franchises and building program this year create expectation of
600,000 total by end of 1980, “representing approximately $30 million in capital
expenditures for construction alone.”

]

Warner numbers. Warner Communications Inc. reports net income of $200,747,000 for
1979, $9.67 a share, on revenues of $1,648,027,000. Earnings included $91.7 million after
tax gain from sale of 50% interest in Warner Cable to American Express. Discounting that
gain, income from continuing operations was up 33% over year earlier; revenues were also
up 33%. Television series contributed $75 million of 1979 revenues, films in television
syndication $113 million. Company directors also voted 4-t0-3 stock split and 33.3% boost
in quarterly dividend.

(u]

LIN line. LIN Broadcasting's president, Donald Pels, was “not terribly thrilled” by
company's 1979 results, which showed 17% increase in earnings on revenue gfowth of
13% ("Weeks Worth," Feb. 11), he told New York security analysis. Net income was
$13,470,000 for 1979, with revenues reported as $57,945,000. Nevertheless, Pels said
LIN's profit was "ahead nicely” First-quarter revenues are moving ahead of last year by
about 7% and if maintained, Pels is expecting "up quarter’ Company has in past caiculated
liquidation value of shares, and treasurer Morris Berkowitz put it in neighborhood of $100,
which is up from $80C last year.

(u]

Expanding focus. Sony's Palo Alto, Calif, research and development facility, Video
Technology Center, has been made separate corporation. According to Sony Video
Products Co. President Koichi Tsunoda, incorporation will permit Sony Technology Center
to "produce the high technology products it designs,” and will “reflect a broader charter
than video alone.” Masahike Morizono, senior managing director of Sony Corp., will serve
as new corporation’s president.

O
Blgger piece from The Rock. Wometco Enterprises, Miami, has increased its long-term
loan from Prudential Insurance Co. of America from $56 million to $80 million at over-all
interest rate of 9.15%. Earlier loan was at 8.5%. New funds will be used to expand
Wometco's subscription-television and cable operations and for other corporate
expansion purposes.

a
Herltage expansion. Heritage Communications, Des Moines, lowa-based cable TV
operator, plans to spend more than $9 million in capital expenditures during 1980. About
$6.5 million of that amount will be put into construction of new CATV systems in cities
where Heritage has been granted franchises. Another $2 million will be spent to improve
existing systems including addition of satellite earth receivers and facilities for pay TV.
Approximately $500,000 will be used for expansion of Heritage's corporate office building
in Des Moines. Existing cash and 1980 cash flow will be used for expenditures, Heritage
said.
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NCTA plans
really big
Dallas show

Mid-May convention will be upbeat,
forward looking and attentive to
matters of programing; record
exhibit space has been soid

With fewer than three months to go, the
National Cable Television Association’s
plans for its annual convention are begin-
ning to take definite shape.

The four-day event, scheduled to begin
Sunday, May 18, at the Dallas convention
center, will include most of the elements
of past conventions as wetl as some new

will drop two mainstays of past conven-
tions—the main banquet and the keynote
speech. The exhibit, according to Creech,
will be the biggest in the convention’s 29-
year history. Square footage sold is already
nearly 40% higher than last year.

*“To set the stage for a provocative and
chailenging convention,” the meeting will
kick off Sunday afternoon with the first of
the big events, a multimedia presentation
in the convention center theater recount-
ing highlights of cable’s history and offer-
ing an upbeat view of the future in keeping
with the convention’s theme, *‘Visions of
the 80’s”’ Creech promised that the open-
ing show will be full of “glitter and
razzmatazz.’

The other big event will take place Tues-
day night, also in the theater, in two parts.
Backed by an orchestra, entertainer Steve
Allen will serve as host of the annual
NCTA award presentations. That will be

JONS
F THE

CADLE TELEVISION @ PROMISE & PERFORMANCE

ones that convention organizers hope will
make the show “*uniquely cable’” and con-
note the idea that cable’s business goes
beyond the hardware.

NCTA Presiden! Tom Wheeler said that
he wants the convention to say to the
NCTA members: ““You are people of vi-
sion who have delivered; you're not cable
television operators, you are in the com-
munjcations business®’

“The convention itself,” Wheeler said,
“‘will be the finest NCTA has ever had in
terms of production—a discussion of ma-
jor forward looking issues, while at the
same time maintaining its down to earth
orientation of how do [ run a better cable
system.”’

The idea of cable operators as pro-
gramers will be expressed as much by style
as by content. According t¢ Kathryn
Creech, NCTA’s senior vice president
charged with putting the convention
together, the convention will be high-
lighted by two “‘big events’’ —full-scale
productions intended to tell cable’s story
in “‘an exciting and entertaining way’

To make room for the events, NCTA

followed by an hour’s entertainment from
singer Dionne Warwick.

In addition to the big events, NCTA is
also putting together three *‘big tent
events”’ On Monday and Tuesday, these
will be general sessions that will set the
theme for the smaller technical and man-
agement sessions throughout the day,
Creech said.

What will constitute the third event,
scheduled for Wednesday, the last day of
the convention, hasn’t been decided.
Creech, who said she has received
numercus suggestions, said that it will be
something along the lines of last year’s ad-
dress via satellite by President Carter. That
speech was also fed 1o cable systems. She
said NCTA is looking for something to ap-
peal to a mass audience, and that by using
satellite and cable to reach that audience,
“‘cable will speak for itself’’

Although NCTA has put a lot of
emphasis on **big,”’ the *‘small will not be
overlooked.” said Creech. As she pointed
out: “The majority [of people attending
the convention] are operating level people
who come to learn.”’
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Iniey-inmedia

Technology’s the thing. Though operations of television networks, stations, newspapers,
book and magazine publishers may change substantially over next two decades because
of new technology, Seth H. Baker, president of ABC Publishers, thinks present products are
going to remain core of those activities, basically similar to what they are today. Speaking
before 1980 1BM Media Industry Conference at Hilton Head, 5.C,, Baker urged media
organizations to plunge into new tec hnology with “all deliberate speed,” pointing out
growth "will come mainly in spin-offs, new related services, ancillary services” related to
present products. He said cable TV would have "healthy growth” but would not displace
existing media.

O

You can look It up. Call Letter Systems, Jackson, Miss., is publishing books of over 13,000
K and 11,000 W call letters not in use by AM, FM and TV staticns in U.S. Price ranges from
$40 to $100 depending on market size and from $75 to $175 for combination listing of

both K & W books. Each book is updated as changes are made so each is current when
issued. Monthly subscription service is available for multiple operations and attorneys.

m}

In-home services study. Payment Systems Inc,, Atlanta, will implement this spring
extensive study of nonentertainment use of cable TV and other electronic home delivery
systems. It will measure potentiat market for home terminal services in areas including
financial services, home security, home energy management and direct marketing and
catalogue shopping. Attitudes of 1,400 consumers will be measured throughout country by
Yankelovich, Skelly & White Inc., New York. Participation fee for study is $15,000 until
March 17 and $20,000 thereafter. Field research is to begin in May. Payment Systems is
independently operated subsidiary of American Express Co. which provides original
research, consulting and publication services on aspects of payment systems.

[m]

Century mark. UP1 Newstime, wire service's 24-hour cable news service featuring slow-
scan video with voice over, has announced turn-on of 100th cable system, American
Television and Communication’s Vista Cablevision in Wichita Falls, Tex. UPI said that
Newstime now reaches 800,000 subscribers and expects to go over million mark by early
July.

]

Lecture serles. Museum of Broadcasting, New York, with grant from National Endowment
for Humanities, has launched three-year lecture series by authors, scholars and
broadcasters. Seven lecture series, each six parts and repeated, have been scheduled this
year. First guest al museum is author and film critic Nora Sayre; among others later this
year are Julian Goodman, former NBC chairman, and Jeft Greenfield, authocr and CBS
News in-house television critic.

a

Pirate shutdown. FCC agents, executing federal search-and-seizure warrant, have
closed Miami radio station operating illegally on amateur frequencies. Station was
transmitting political broadcasts in Spanish to Cuba, and transmissions were subject of
interference complaints from radic amateurs in U.S. and neighboring countries. Several
thousand dollars’ worth of high-powered amateur equipment was seized.

R.C. CRISLER & CO., INC.

Business Brokers for C.A.T.V., TV & Radio Properties
Licensed Securities Dealers
Underwriting — Financing

Cincinnati
Richard C. Crisler, Clyde G. Haehnle, Alex Howard, Larry C. Wood
580 Walnut Street, 45202, phone (513} 381-7775
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On Monday, reflecting the regulatory
theme set by the general session, the
smaller management and technical ses-
sions will deal with such topics as rate
deregulation, organizing grass-roots politi-
cal pressure and local franchising. Tues-
day’s ger)eral session on technological
development and its impact on cable will
spawn smaller ones on all aspects of new
technology, including how to manage and
market new services resulting from tech-
nology.

In setting up the small-sessions pro-
gram, an effort is being made to blend,
wherever possible, the technical and man-
agement sessions. Engineers and man-
agers will have their own sessions, Creech
said, but a concerted effort is being made
to gather them in one room to show how
““it all fits together.”

No convention is complete without its
exhibition, and although Creech couldn’t
promise that this year’s will be better than
1979’s, she did say it will be bigger. Creech
said that 78,000 square feet of exhibit
space has been sold to 203 companies.
That’s already 18,500 feet and 10 more
companies than last year.

Creech expects little increase in total
square footage between now and the time
the exhibit floor opens. She said that
78,000 is the “‘great bulk of it*’ and that
‘“‘we might reach 80,000

One of the major logistical problems
that will have to be overcome is transpor-
tation. Creech said shuttle bus service is
being arranged to carry persons among the
several hotels and convention center.
Uniformed attendants, she said, will be on
hand at each location to insure that con-
vention-goers find the right buses. ‘““We
don’t want this to turn into another Lake
Placid,” she said.

The convention as it now looks will be
the most ambitious in the NCTA’s history,
and to pull it off the association has
brought in some outside help. The firm of
Williams-Gerhard, which worked on last
year’s convention, will produce the big
events on Sunday and Tuesday, and Dan
Dobson, a convention consultant, will
assist on promotion, on some of the

e o it Lt L R L s )
Big bucks. The budget for 1980-81
being readied by the staff of the Na-
tional Cable Television Association for
presentation to the board of directors in
Sarasota, Fla, this week (Feb. 28-29)
will be 25% bigger than last year's. The
proposal, subject to amendment and
approval by the board, calls for $2,474,-
000 as.compared to 1979's total of
$2,014,000. The increase may be bigger
than it seems since the old budget pro-
duced a $200,000 surplus. According to
Kathryn Creech, senior vice president,
industry affairs, the extra money is
needed for increased activities, particu-
larly in the relations with the member-
ship and the public and new technology.
She said the money would allow for
three new staffers, bringing the total—
when all present openings are filled —lo
43.



logistical problems and on the creation of
an improved convention program.
Working closely with Creech and Tom
Wheeler in developing and organizing the
convention format and program has been
the Convention Committee, headed by
William Strange of Sammons Com-
munications. Rochelle Nezin, NCTA’s
director of conventions and meetings, is
handling most of the logistical chores.

Two sides to
the story

Katz’s Bennett says broadcasting
will fare quite well against

new video technology; Kagan,
however, sees stiff competition,
especlaily from cable

Just how much of a threat will the new
electronic media be to conventional televi-
sion broadcasting?

If the opinion of Alan Bennett, vice
president, programing, for Katz Televi-
sion, bears out, broadcasters need not
worry. ““In the 1980's, they don’t pose any
significant threat to your growth,”” he pre-
dicted.

Followers of publisher and consultant
Paul Kagan, however, have reason for con-
cern. Although “‘stations will continue to
thrive,' he encouraged broadcasters to
“look over your shoulder ... because
something’s gaining on you."”

During Katz’s annual programing meet-
ing concurrent with NATPE (on Friday,
Feb. 15), both Bennett and Kagan essen-
tially were working with the same revenue,
viewer and subscriber projections. The
difference was in the interpretation.

Bennett painted an optimistic picture for
the broadcasting industry, Commercial
television, he said, will grow faster in the
1980’s than it did in the past two decades.
TV households he said would grow by 25%
in the decade and by 1985, 216 million
people, about half 20-54 year olds, will be
fiving in 85 million TV homes. Bennett
called that a *‘marketing man's dream
come true.”

Between now and 1985 Bennett sees
strong increases in both local and national
advertising. And in five years, he pre-
dicted, ‘‘local and national spot will
amount to over $13 million.”

As for program purchasing competition,
Bennett gave the edge to conventional
broadcasting by a wide margin. In 1979, he
said, the three networks grossed $4.5
billion, adding that “‘given their advantage
in dollars available, the networks spent
more for program development in 1979
than the cable industry grossed.”’

By 1985, Bennett said, the Commerce
Department’s *‘Industrial Outlook Projec-
tions™* show that ‘‘the wired TV business
“can expect to equal the 1979 three-net-
work gross of $4.5 billion.” The networks,
Bennett added, are expected to gross $8.2
billion. Given the economics of the
different media, Bennett believes that *‘the

1985 odds favor the networks by 12-1 in
the competition for program develop-
ment.”

Kagan, on the other hand, expects the
next decade to be ‘‘traumatic’ for broad-
casters. Cable homes, he said, should
grow from 20 million today to 45 million
by 1990. And although that may only be
half of all television homes, Kagan said
that, economically, *‘you better believe it’s
the better haif”’

Over the next decade, he said, cable will
be large enough to “bid adequately”
against the networks for programing even
if it is with less than the kitly commercial
broadcasting has available. He predicted
day-to-day competition for titles within
two lo three years. *‘Program competition
is going 10 be fierce,” he said.

Harris
customizes
each M90 con-
sole to meet or ex-
ceed every broadcas-
ter's most exacting needs.

The possibilities are un-
limited with the M90! It's available
in six ditferent mainframe config-
urations with a wide choice of plug-
in modules. A perfect professional
on-air or production board.

You can start small with a basic
number of modules and later ex-
pand as your requirements grow,

It allows flexibility for the quality-
| minded yet cost-conscious broad-
caster,

Proven circuit reliability and RFI
immunity make the M90 console a
consistent performer.

Meet the console that
takes on your personality

_

Furthermore, Kagan said that the in-
creased use of videocassette and videodisk
machines will greatly affect the eco-
nomics of advertising ift certain dayparts.

Over-all Kagan predicted growth for
over-the-air free TV, but advised not *‘to
cast your thinking in a protected stance”’

More direcily related to this year’s
NATPE convention were Bennet(’s tips on
programing in the marketplace. The
‘‘most promising prospect’ of its genre,
Bennett said, was Group W Productions’
Hour Magazine. He said it “‘moves us
much closer to the goal of third-generation
talk” and complimented the show for its
“‘attractive co-hosts’® (Gary Collins and
Pat Mitchell) and its short segments. If
Hour follows the *‘wit” and ‘‘sensational-
ism'’ of Good Morning America, Bennett

Have Harris customize a con-
sole for you. Contact: Harris
Corporation, Broadcast Products
Division, P.Q. Box 4290, Quincy,
lllinois 62301. (217)222-8200.

HARRIS
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said the show could be a winner.

Bennett also had kind words for
Viacom’s planned Hittin’ Home and Col-
umbia Pictures Television’s Steve Ed-
wards Show, both of which are expected to
enter the marketplace down the road. If
Edwards “‘géts rid of the California look,”’
Bennett said, he could be a “‘fringe-time
Donahue.”’

Another offering his views was J. Philip
Oldham, Katz's vice president, director of
programing operations. With only three to
six strip time periods at any station and
more than a4 dozen strips avdilable, he
said, “‘prices for unsold series will drop
dramatically.”

Oldham said that ‘‘soap operas may be
back’’—and from abroad. He cited the
solid ralings for Firestone’s Prisoner:
Cellblock H, an Australian show with
more than 260 episodes so far. He said
another import from Australia, TAT/PITS
The Sullivans (with more than 600
episodes), might be used against Donahue
in the morning. Oldham praised the
quality of The Sullivans but wondered if
the pacing might be too slow foran Ameti-
can audience.

George Skinner, head of the Katz TV
news service, used a video collage of
newscasts to demonstrate how barriers
have broken down regarding what shows
up on a newscast, Among the graphic
news reports shown was a police. raid at
massage parlor. Skinner said that news
should be ‘‘tailoring itself to the mores of
the society it serves.”

ChengihguRands

R PROPOSED

8 KEvT(aAM)-KWFM(FM} Tucson, Ariz.
Sold by Tucson Radio Inc,'to Catalina
Mountain Broadcasting Corp. for 32.5
million plus $270,000 for agreement not to
compete. Seller is owned by Alvin
Korngold who is principal owner of
KLAV(AM) Las Vegas. Buyer is owned by
Jay and Louise Heifetz. Heifetz is former
Beverly Hills, Calif,, public relations man
who is currently pursuing MBA degree at
Harvard University. Wife is sales execu-
tive for wggi-PM Boston. They have no
other broadcasting interests. KvET is on
690 khz with 250 w day. KwFM is on 92.9
mhz with 28 kw and antenna 55 feet above
average terrain, Broker: Richter-Kalil and
Co.

@ KCEE(AM) Tucson, Ariz.: Sold by
Strauss Broadcasting to 790 Inc. for $1.4
million. Seller is owned by Robert Strauss,
President Carter’s campaign manager
(41.5%); brother, Theodore (47.5%), and
son, Robert (11%). They have no other
broadcast interests. Buyer is owned by
Steve Jacobs, Dennis Behan and Sam
Young (30% each), John Young (Sam
Young's uncle) and Marvin Strait (5%
each), Jacobs is president and general
manager of KSDO(AM)-KEZL(FM) San

AMERICA'S OUTSTANDING MED!A BROKERS » A COAST TO COAST NETWORK
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Diego, position he will resign to manage
Tucson station. Behan and Sam Young are
owners of Behan Broadcasting, licensee of
KTAN(AM)-KTAZ(FM) Sierra Vista, Ariz.,
and KCEY(AM)-KMIX(FM) Turlock, Calif.
Behan also owns 60% of XLMR-AM-FM-
Lamar, Colo. John Young is Tucson reai
estate investor, Strait owns Colorado
Springs accounting firm. KCEE is on 790
khz with § kw day and 500 w night. Broker:
Richter-Kalil and Co.

8 WwNY{AM) Watertown, N.Y.: Sold by
Johnsen Newspaper Corp. to McCaffrey &
McCall Inc, for $450,000. Seller is prin-
cipally owned by John B, Johnson who
also owns Watertown Daily Times and
wwNY-Tv Carthage and WMSA(aM)
Massena, both New York. Publishing
company is divesting itself of broadcasting
properties and looking for buyers for TV
and Massena radio station. Buyer is New
York advertising agency. David B. McCall
is chairman, It has hired two radio execu-
tives away from another Watertown sta-
tion — WOTT(AM)-WNCQ(FM)—10 manage
new acquisition. Donald Alexander will
become president/general manager and
James Brett will become vice president/
sales manager. Agency has no othetr brokahg/
cast interests. WWNY{aM) is on 790 khz

with 1 kw full time.

® WIKC(aAM) Bogulusa, La.. Sold by
Adams Properties, Inc. to MT Broadcast-
ing, 1Inc. for $200,000. Seller is owned by
Gardner Adams who has no other broad-
cast interests. Buyer is owned by Mike
Tiller who is Houston insurance agent. He
has no other broadcast interests. WIKC-AM
is on 1490 khz with 1 kw day and 250 w
night. Broker: Chapman Associates.

HEETWasyp e nns APPAOVED S pescs ey

® Wvec-tv Norfolk (Hampton), Va.:
Sold by WvEC Television Inc. to Cor-
inthian Broadcasting for $31.2 million.
Deal includes wholly owned Pembroke
Cable Corp., operator of six CATV
systems in Virginia and North Carolina
with total subscribership of 3,497 (1979
BROADCASTING CABLE SOURCEBOOK).
Seller is principally owned by Thomas P
Chisman, who will continue as president
and general manager of station, and
family. It sold only other broadcast in-
terest, WVEC(AM)-WVHR(FM) Hampton,
Va, (now wWWDE-AM-FM), in May 1978.
Buyer of WVvEC-Tv is wholly owned sub-
sidiary of Dun & Bradstreet Co., publicly
owned corporation with interests in
publishing, marketing, business com-
munications and broadcasting. Corinthian
owns five CBS-affiliated TV's: KXTV(TV)
Sacramento, Calif.; waNE-Tv Fort Wayne,
Ind.; wisH-Tv Indianapolis, KOTv(TV)
Tulsa, Okla., and kHoU-Tv Houston. Har-
rington Drake is chairman and chief ex-
ecutive of parent; Philip J. Lombardo is
president of Corinthiar. WveC-Tv is ABC



affiliate on channel 13 with 316 kw visual,
3.16 kw aural and antenna 980 feet above
average terrain.

WEIC-AM-FM Charleston, IlL: Sold by
Withers Broadcasting of Eastern Illinois
Inc. to Macomb Broadcasting Co. for
$700,000. Seller is principally owned by
James K. Withers, who also owns 40% of
KGMO-AM-FM Cape Girardeau, Mo. Buyer
is owned by Ernest H. Huls (70%) and
William Earman (30%). They also own
wKI10(FM) Urbana, 111, and KPER(AM)
Hobbs, N.M. WEIiC(aM) is on 1270 khz
with 1 kw day and 500 w night. WEIC-FM is
on 92.1 mhz with 2.2 kw and antenna 140
feet above average terrain.

8 KLAY-FM Tacoma, Wash.: Sold by Clay
Frank Huntington to RPM Broadcasting
Inc. for $550,000. Huntington also owns
KQLA(aM)} Lakewood, Wash. Buyer is
owned by Ray Courtemanche, who also
owns KRPM(AM) Puyallup, Wash. KLAY-FM
is on 106.1 mhz with 25 kw and antenna
700 feet above average terrain.

B Other approved station sales include:
WBEX-AM-FM Chillicothe, Ohio; WONRH-TV
Syracuse, N.Y.; and wMKc(FM) Oshkosh,
Wis. (see ‘‘For the Record® page 85).

Black firm proposes
network of translators

FCC is asked to permit 10-city
hook-up for distribution of
minority-oriented programing

A new black-owned company has asked
the FCC for authority to own and -operate
10 television translators in selected cities
that would be linked via terrestrial
microwave facilities 10 a single production
center. But, unlike other translator applica-
tions that request authority to rebroadcast
programing from other stations, this pro-
posal is the first to request permission to
broadcast original programing.

Applied Communications Technologies
Inc., a company formed in October 1979,
filed a 185-page document with the FCC
outlining a low-power UHF television
translator system, which the company
says, ‘*will be engaged in offering an infor-
mational and entertainment television ser-
vice for those desirous of a black com-
municative product.”’ The principals—
Angela V. Shaw, an attorney who has pre-
viously worked for FCC Commissioner
Joseph Fogarty and former Commissioner
Benjamin Hooks, is president; William T.
Johnson, president of kBLE Columbus,
Ohio, a black-owned cable television
system, and Nate Long, head of the
Television for All Children (TVAC) pro-
gram distribution house.

Shaw said the proposal, if granted, will
fulfill four of the FCC’s stated goals: It will
increase diversity of program content, in-
crease competition in the marketplace, in-
crease minority ownership of broadcast
facilities and serve black communities.

The proposed communities are: Raleigh
and Greensboro, both North Carolina;
Norfolk, Va., Columbia, S.C., Atlania,

Jacksonville, Fla., New Orleans,
Nashville, Jackson, Miss., and Bir-
mingham, Ala. The proposal said the
Bureau of Census population figures esti-
mate ‘‘the total combined minority
populations of these areas to be approx-
imately two million. Within the nine states
within which we seek 10 operate: 39% of
the nation’s black elected officials reside,
65% of the nation’s black colleges are
found and 359% of the nation’s black
children, ages 9-12°

The proposai further states that each site
will *‘generate technical and economic
data designed 1o assess the viability of low-
power translators as a mechanism to im-
prove minority ownership, programing

and participation.”

Shaw said the purpose of ‘‘the whole
thing” is to *‘enable the FCC to see
whether you can use low-power translators
to serve small communities at a low cost.”
The cost—as projected in the proposal to
the commission—is about $1.5 million.
Should the proposal be approved, Shaw
said the system could be operative in eight
months.

“I’ve talked with almost every commis-
sioner about this; they all have copies of
the proposal, and the response has been
favorable,”” she said. *‘We want as much

local emphasis as possible, and 1 think
they will see this proposal as a means of
furthering their goals”

ment,

together most effectively.
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a step ahead in
communications financing.

investigating loans and leases for new canstruction, equip-
acquisitions, or re-financing? Whether you need
$200,000 or $20,000,000, you'll be wise to talk with Heller-
Oak. As the pioneers in communications financing, we have
the imagination and world-wide resources to put your deal

At Heller-Oak, each transaction is an “original,” structured
to your specific needs. There is na commitment or investiga-
tion fee, nor do we look for equity participation. When you're
trying to step ahead, talk to the leaders.

Call or write
Loren N. Young, Vice-President

Edward H. Zukerman, Vice-President

HELLER-OAK COMMUNICATIONS FINANCE CORP
105 W, Adams Street « Chicago, IL 60603 « (312) 621-7600
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Law & Regulationz

Legal aid

Broadcasters get a do-it-yourself
law course at NATPE with tips
on EEO, political spots, libel

NATPE delegates were offered four short
courses in broadcast law last week, begin-
ning with a seven-count list of when to call
a lawyer. That came from Erwin
Krasnow, general counsel for the National
Association of Broadcasters, who likened
the situation to knowing when to call your
doctor. *‘If you call him too much you’'re a
hypochondriac,” he said. **There are times
to do your own doctoring, and your own
lawyering.”

The following situations, however,
Krasnow said, warrant summoning legal
aid:

1. If you become involved in a com-
parative renewal proceeding.

2. If you're threatened with a petition to
deny.

3. If you make a mistake that could get
your station into trouble. Never hide it;
talk to your lawyer.

4, If threatened with a law suit or a com-
plaint (beyond minor ‘‘generic’’ com-
plaints routinely dismissed by the FCC).

5. If you want to talk to competing sta-
tions about anything having to do with
rates. Don’t. Call your lawyer instead.

6. If you become involved in a union
action or a discrimination charge.

7. If you get a call or letter from the
FCC. As a rule, Krasnow said, ‘‘speak to
your lawyer before you speak to the feds.”

Anyone who calls a lawyer, Krasnow
said, should avoid simply asking him what
to do. Because lawyers will often try to talk
clients out of any course of action, he ad-
vised telling the lawyer what is wanted to
be done, and then asking how it can be
done lawfully.

After remarking that broadcasiing was
the most regulated industry in the country,
with 37 agencies having a say in what sta-

tions do, broadcast legal expert Larry Per-
ry of Knoxville, Tenn., offered a handful
of specific suggestions on how to stay out
of trouble with the most prominent of
those regulators, the FCC, First, he ad-
vised, don’t miss broadcasting the an-
nouncements required of broadcasters on
the first and the 15th of each month. Sec-
ond, he said, “Form 395 [the annual em-
pioyment report] will be the most impor-
tant form you'll file this year’’ Because of
the FCC’s new tightening of equal em-
ployment opportunity regulations (BROAD-
CASTING, Feb. 18), broadcasters should
immediately check their EEO profiles in
anticipation of that filing.

Perry also said that broadcasters—
through poor employment practices—
often become their own worst enemies:
80% of FCC complaints are generated by
former employes, he said. ‘‘If an employe
is doing a good job, tell him so,” Perry cau-
tioned. “‘And when an employe leaves,
watch out.”

Edward W. Hummers Jr., of the Wash-
ington communications law firm of
Fleicher, Heald and Hildreth, concen-
trated on the reasonable access provision
(Sec. 3t2[al?) of the Communications
Act in cautioning NATPE delegates about
what they are up against during the politi-
cal campaign. The recent Carter-Mondale
holding (BROADCASTING, Nov. 26,
1979) —although now in appeal —suggests
that the candidate is in the best position 1o
determine when his first broadcast ap-
pearance is appropriate, and broadcasters
probably will have to accede to that judg-
ment. As the number of candidate ap-
pearances increases it becomes easier for
broadcasters 10 say no, Hummers advised.
He also described the political broadcast-
ing Catch-22: that stations may not censor
“‘uses’ by candidates when appearing in
political broadcasts or commercials, but
must be prepared to afford time for com-
peting viewpoints if a candidate raises con-
troversial issues. A specific example: If a
candidate purchases 100 or 200 spots 1o
voice an anti-abortion view, the broad-

R

To the limit of the law. The legal community was represented at NATPE by this panel

comprising (I to r} Erwin Krasnow of the NAB, communications law specialist Larry Perry,
moderator Stan Marinoff of wisn-Tv Milwaukee, Edward Hummers Jr. of Fletcher, Heald &
Hildreth and Richard Barovick of Barovick, Konecky, Braun. Schwarlz & Kay.
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caster may have to supply a like number of
spols to pro-abortionists.

Hummers “‘strongly’’ recommended
that stations adopt flexible policies in
regard to candidates for federal office—ex-
cept for the preclusion of selling political
spots in news broadcasts. Whether the
FCC’s pro-federal-candidate posture will
extend into state offices is yet to be deter-
mined, he said, although that will begin to
come cleat when the first governor de-
mands a prime-time program period.

Richard L. Barovick of Barovick,
Kenecky, Braun, Schwartz & Kay, a New
York law firm specializing in show busi-
ness practice (and counsel to NATPE),
touched upon a number of areas of in-
creasing difficulty to programers, primarily
involving the portrayal of real people in
docudramas or news events. Three legal
considerations come into play, he said:
defamation, the right of privacy and the
right of publicity.

Defamation (or libel or slander) actions
may be precipitated by statements that
harm a person’s reputation in the com-
munity, Barovick said. The right of pri-
vacy, simply, is the right to be left alone.
The broad defense against such actions,
Barovick said, is a First Amendment
justification of serving a ‘*sufficient public
interest.”” As to the right to publicity, each
individual has the exclusive right to sell
his propriety interests and control their
publicity—a situation demonstrated for-
cefully in the Zacchini vs, Scripps-Howard
case when a station broadcast the entire
performance (something like 15 seconds
long) of a human cannonball.

“It’s a terrible problem,” Barovick con-
cluded. If programers want to include at-
tributes of a real person in their creative
efforts they’ll have to walk a fine legal line.

Washburn on RKO

Commissioner tells NATPE audience
decision to strip licenses was
‘unfortunate’ and wlll be reversed;
Van Deerlin doesn't agree

One of the dissenters from the FCC’s 4-3
decision to strip the licenses from three
RKO General TV stations became even
more vocal on the subject last week. Ap-
pearing at a NATPE press conference,
Commissioner Abbott Washburn charac-
terized the decision as the work of ‘“‘some
rather inexperienced new commissioners*
and predicted it would be overturned in
the courts.

Washburn’s co-star at the late-night
evenl was Representative Lionel Van
Deerlin (D-Calif.), chairman of the House
Communications Subcommittee, who
sounded less upset by the RKO result. 'l
would like to say that the early and excited



comment from the broadcasting industry
[about the case] didn't impress me,.’ Van
Deerlin said. Referring to accounts that
the decision might cost General Tire as
much as $600 million (f licenses are taken
away from all 16 of its broadcast stations),
Van Deerlin said such money represents
the value of the licenses, not company
assets. **No one holds a right to the mint-
ing of money,” he said, remarking that if
the FCC had upheld its hearing ex-
aminer’s decision in the KHJ-Tv case, RKO
might not hold those licenses today.
Washburn, however, maintained his
offensive. The decision was ‘“‘extreme,
unprecedented and unfortunate,”’ he said,
and the resulting ‘‘disarray’’ may last for
five or six years while the case travels
through the courts. Washburn separated
RKO General’s culpability from that of
the parent General Tire: “‘If RKO was
guilty of what General Tire was then they
should have lost the licenses,” he said.
Washburn used the occasion to express
his opposition to a growing concentration
of control in the cable television industry,
and said his office was preparing a paper
on the subject for circulation among his
colleagues. The commissioner—who had
dissented from the FCC’s approval of the
Gannett-Combined Communications
merger last year—told a questioner:
“Thank God for the Communications Act
. which gave us crossownership rules.”
He said there was a “desperale need to
overcome [the FCCs] inconsistency™
the subject of concentration, and said he

believes other commissioners are being
persuaded to his view. (That view, he ad-
ded, would permit grandfathering of pre-
sent cable ownerships.) Van Deerlin,
asked for his opinion on the cable con-
centration subject, expressed his guess
that Congress would not move on the issue
as long as spectrum space is not involved.

The congressman told questioners that
“‘the inevitable surge of technology™ was
going to change the face of television in
the coming decade regardless of what
Washington does on the subject, “There’s
no way the government will stand in the
way of technology serving a willing and
eager public ... You cannot deny the
public its right to have that $atellite dish on
its roof if they want it,”' Van Deerlin con-
tinued, after calling direct broadcast
satellites {DBS) *‘the real sleeper™ of the
telecommunications future. Washburn
agreed on inevitable technological ad-
vance but cautioned that ‘“‘great care’’ be
taken not to damage the local station’s
ability to serve the local community.

Washburn, challenged on the FCC’s
role in fostering or retarding competition
between the cable and broadcast indus-
tries, said: ‘‘I think we’ve done a pretty
good job—both modes are flourishing
well”

Van Deerlin had opened the conference
with this explanation for the difficulties
experienced by his ambition to rewrite the
Communications Act: Mostof the prob-
lems it was designed to address “‘are still
prospective rather than active—you can

still get a dial tone.”’ The country faces so
many other problems these days .that it’s
hard to get attention for those in the com-
munications area, he said. As for the
common carrier bill now working its way
in Congress, Van Deerlin called its
prospects ‘‘doomed’ unless passed by
May or June this year.

Ferris describes
‘austere’ budget

At appropriations hearing, he
tells senators he needs more
money for adding office space

FCC Chairman Charles Ferris and his top
staff people marched up to Capitol Hill last
Monday with the FCC’s 1981 budget re-
quest—one that differed only slightly from
the $77.1 million FCC allocation President
Carter proposed in his budget request to
Congress at the end of January (BROAD-
CASTING, Feb. 4). _

The total amount Ferris requested was
$77,142,000—a $4,607,000 increase over
1980’s $72 535,000. However, $3,657,000
of that d1ﬂ'erence is a pay supplemental for
fiscal year 1980—1to be appropriated for
salary increases Congress voted for
government workers. The actual increase
would then amount to some $950,000—
most of which will be used for office-space
leasing costs.

Ferris told the appropriations subcom-
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mittee his budget request represented a
‘‘very austere proposal’’ He added that
*‘the increase proposed for fiscal year 1981
will only fund a 49% increase mandated by
the Government Services Administration
in the rental costs of Washingion office
space.”” Ferris cautioned that ““inflationary
pressures’” on the goods and services the
FCC uses and a “‘steadily rising tide of
over-all applications and requests for our
services,” will cause a decline ‘‘in fiscal
year 1981 in our ability to sustain our cur-
rent level of service.”’

The General Accounting Office, in a
review of the commission, found morale
problems, caused especially by lack of of-
fice space. The FCC now is housed in its

eight-floor main building in addition to-

seven rented floors in a nearby building,
plus 6,800 square feet in a building near
Georgetown.

Ferris then outlined programs he felt
would use a good chunk of the FCC
budget.

He estimated that the UHF/VHF com-
parabilily Study now under way at the FCC
will be finished by the end of fiscal year
1980 —which ends Sept. 30—and that by
shifting additional funds allocated for it,
he would be able to meet the cost of rent-
ing additional office space in Washington
and Gettysburg, Pa., where the bulk of the
commission’s business radio licensing is
done.

Ferris said because ‘‘there is a signifi-
cant interrelationship between AM and
FM radio in the study of the spectrum”’ he
expects that the five-person staff now
assigned to the 9 khz study will also add
“‘several FM radio issues to its work.”

Ferris added that he expecls phase 1wo
of the fee refund program—covering
fees of $20 and less—to begin in July. He
hastened to add that **while processing the
individual refunds in this phase will be
much less time consuming then under
phase one, it will, nonetheless, be a sub-
stantial workload as we expect that 2.4
million individual fees may be refunded,
totating $31,170,000* He said in phase
one of the program—which took nearly
eight months to get started because of
computer malfunctions—the commission
has already made 5,334 refunds tolaling
$2,400,756.

Senator Ernest Hollings (D-8.C.) chair-
man of the Appropriations Subcommittee
and chairman of the Communications
Subcommittee talked a good deal about
the FCC's efforts in children’s program-
ing. He said he didn't believe that either
the FTC or the FCC should regulate ad-
vertising lo children and that voluntary
compliance by the indusiry is the best
sofution. Ferris said he basically agreed
with Hollings, and that the FCC was not
interested in regulating programing.

[ T T I Y g R L Y Ny P T N O T TR
WNET’s answer for N.J.

The Educational Broadcasting Corp.,
licensee of WNET(TV) New York, has told
the FCC that it will expand its Gateway
facilities in Newark, N.J., to meet the
commission’s demand that the station

provide greater studio presence in New
Jersey.

Last November, the FCC ordered non-
commercial WNET 10 come up with a pro-
posal for a studio ‘*available and uncom-
mitted’” at all times, to serve the people of
New Jersey. New Jersey public interest
groups have pressured the FCC to provide
the state with its own television
coverage—New Jersey (along with
Delaware) does not have its own VHF sta-
tion.

WNET, originally a Newark, N.J., com-
mercial station was allowed to move its
main transmitter to New York in 1961,
when it proposed service for the tri-state
area. The FCC is now wrestiing with the
problems of providing service to New
Jersey, and wNET is a logical beginnjng, it
feels.

WNET’s proposal to the FCC, submitted
Jan. 28, said the licensee initially con-
sidered expanding its Essex Community
Coilege facility. But, the proposal said,
‘“WNET concluded that a contractual
undertaking which would provide the
licensee with ‘unimpaired, nonpre-empti-
ble access to the Essex facilities was more
}han could reasonably be asked of the coi-
ege ...”

WNET also explored the possibility of a
joint effort with the New Jersey Public
Broadcasting Association, but, WNET said,
“there was concern that the criterion
could not be achieved in view of NJPBA's
own production needs.”

It then decided to expand its Gateway
facility because the *‘security, accessibility
and cost’’ of other sites were not feasible.

The Gateway facility is ‘‘eminently
accessible to the citizens of Newark and
northern New Jersey,”” the station said.
WNET has proposed a floor plan that
includes offices, a production studio, con-
trol room, lighting and equipment storage
room, reception and guest viewing area,
dressing room and videotape room.

The studio will be equipped to produce
its regularly scheduled New Jersey
programing, and to present ‘‘on-air
coverage of late-breaking stories.”’ The
proposal included a community affairs/
development coordinator to maintain a
“.g’rass roots” contact with New Jersey
citizens.

Stumping for
retransmission
consent

NTIA's Geller reasserts view
that his plan would benefit
all by restoring marketpjace
as condition of competition
In distant-signal pickups

Henry Geller, head of the National
Telecommunications and Information Ad-
ministration, took his campaign for
retransmission consent to a friendly forum
last week. Speaking at Tuesday's luncheon
of the NATPE conference, Geller repeated
his call to require cable systems to negoti-
ate in the marketplace for the rights to im-
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port distant television signals before the
country proceeds with wiring its major
cities.

Nothing can be done now about taking
away past “‘lollipops’’ from the public, he
said—referring to the compulsory
copyright license that now enables cable

Geller

operators 10 service conventional cable
areas—but it’s not too late to inject more
marketplace competition into the major
markets. If not, the government will have
skewed competition in favor of the major
MSQ’s, which are out to wite those cities,
and against the major network and group
broadcasters that own stations in those
cities.

Geller offered a two-part plan for
governmental policy in communications
competition: to create a multiplicity of out-
lets to carry electronic signals and then to
let marketplace forces take over. He cited
the first rule as justification for NTIA's
stand on 9 khz spacing in the AM radio
band, and for directional antennas to
create more FM stations, as well as for
low-power TV’s to create more over-the-
air programing opportunities. It’s 1o the
broadcasters’ advantage to have such
multiplicity, he said; otherwise the govern-
ment will extract something in return.

Geller cited two earlier instances of the
success of marketplace competition to
bolster his case: the FCC’s ‘‘open skies”
policy on satellite development which he

- credits for the present number of trans-

ponders aloft, and the pay cable competi-
tion that emerged after the courts had
struck down the FCC’s pay cable rules.

One possibility that could emerge from
imposition of retransmission consent
would be the creation of an advertiser-sup-
ported cable TV market, with cable opera-
tors bidding against broadcasters for the
kind of programing now advertiser-sup-
ported on conventional TV. But if the
marketplace says “‘no’’ to such a system,
while it says ‘‘yes’’ to an extension of the
present pay cable system, so be it, Geller
said.

The NTIA chief hit a responsive chord
with his story about three dogs whose
bone had been taken away by a still larger
dog. The first, a preacher dog, suggested
they pray 1o get the bone back. The sec-
ond, a lawyer dog, suggested they sue to
get it back. The third dog’s solution—he
was a cable dog, Geller said=—was ‘‘to
whine until the government gives us
another bone.”



R S R T T W e N S
Ampex moving under
wing of Signal Co’s

Broadcast equipment maker signs
$415-million stock agreement

Ampex Corp., a major supplier of broad-
cast equipment since it introduced the
videotape recorder in 1956, has agreed to a
takeover by the Signal Companies, a hold-
ing company based in Los Angeles.

The absorption of Ampex by Signal will
be effected by an exchange of common
stock: 0.79 shares of Signal stock will be
traded for each share of Ampex. That
makes the total value of the dea! around
$415 million, based on the values of the
companies’ stock before the agreement
was announced. (It is necessary o qualify
the $415-million figure since news of the
agreement on Tuesday caused Ampex
stock to soar—from 19': to 27 3/4—and
Signal stock to drop 3% points to 41 1/8.)

Dan Derbes, president of the Signal
Companies, said the ‘‘friendly acquisi-
tion’” of Ampex followed two years of on-
and-off discussion.

In a joint statement, the companies said
the deal is subject to the approval of ¢ach
company’s board of directors and
stockholders, favorable tax rulings and the
go-ahead from government regulators.

Derbes said the deal fit neatly into the-

corporate objective of acquiring *‘premier,
high-technology’ companies. He said
Ampex met the criteria of being a leader
in its field, managerially capable and fi-
nancially strong.

Derbes said that the Signal is still in an
acquisitive mood, looking for other such
firms.

In accord with its agreement, Ampex of -
ficials were unwilling to comment beyond
the joint statement.

The companies said that the deal would
be closed by mid-1980 unless one of the
parties backs out. The contract allows for
‘‘termination’ by either party up to 10
days before closing if Signal stock trades
above 351 or below 340 for five consecu-
tive days.

Ampex has, indeed, been a leader in the
audio-video field since 1947 when it in-
troduced a magnetic audio tape recorder.
And nine years later, it unveiled the first
practical videotape recorder al the National
Association of Broadcasters convention.

Today, Ampex is a major broadcast
equipment manufacturer, maker of
videotape recorders, color cameras,
switchers and editing machines. [ts audio-
video division, which also includes audio
recording equipment, accounted for
$131.6 million of Ampex’s total sales of
$372.4 million in fiscal 1979.

Ampex contains two other divisions:
data-memory and magnetic tape. The

Technologyz

data-memory division makes tape and
disks drives and add-on and add-in memo-
ries for computer end-users and computer
manufacturers. [t had sales of $140 mitlion
in 1979. The magnetic tape division, re-
porting $100.7 million in sales in 1979,
makes blank audio and video recording
tape for the professional and consumer
markets.

The low point in the company’s history
was reached in fiscal 1971 when it reported
a net loss of $89 million. But under the
leadership of Arthur Hausman and olher
new management, Ampex recovered pri-
marily by getting out of the pre-recorded
1ape and consumer electronics business
and killing off unprofitable product lines.

Signal, which reported sales of $4.25
billion in fiscal 1979, comprises three large
subsidiaries and a number of smaller sub-
sidiaries and investments. The large sub-
sidiaries include Garrett Corp., best
known as a maker of jet engines for com-
mercial aircraft; Mack Truck Inc., truck
manufacturer, and UOP Inc., designer and
builder of oi! refineries and developer of
refining processes.

Signal also owns 49.9% of Golden West
Broadcasters, licensee of five AM’s, three

FM’s and one TV. (Gene Autry owns con-

trolling interest and is chairman and presi-
dent.)

In keeping with Signal’s policy of altow-
ing a subsidiary to operate independently
““while retaining financial and legal con-
trols,”’ Derbes said Signal has no plans to
shake up the management of Ampex.

Downsizing cameras

NATPE technical session hears
how CCD’s will result in
smaller, more versatile equipment

“The rate of change we have seen in the
last five years will be duplicated in the next
two and a half”’ said Duffy Sasser, vice
president of operations and engineering
for the NBC-owned television stations.
Speaking before a Wednesday NATPE
panel, “‘Technology for Program Execu-
tives,” Sasser said that many of the televi-
sion cameras ‘*we are seeing today will be-
come obsolete in three to five years—or
even less.”

Primarily as a result of the introduction
of electronic cameras with charge
coupled devices (CCD’s), the current
generation of minicameras now in use

We’re off and flying,

Last Fall we ofiered radio stations a

A SELF-MADE SUCCESS

The SELF-IMPROVEMENT NETWORK is a success.

faseinating new series of short publie _

affairs spots aimed attoday’s self=
made woman. We gave her imporis
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other self-improvement topies.
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FREE.

-~
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Technological primer. Teaching the program executives a thing or two about technology
al Wednesday's session were: Dan Wellis, Public Broadcasling Service; Dufty Sasser, NBC
owned stations; Lee Pardee, MetroTape West, and moderator Chuck Larsen, wnec-Tv New

York,

throughout the nation is on the way
toward obsolescence, (CCD cameras, he
explained are fully solid-state and have no
tubes at all.)

Although, he pointed out, camera size
is still dictated largely by the optical ele-
ments (which no one has yet figured out
how to reduce), much of the electronics
will continue to be reduced in size as inte-
grated circuits become more and more a
part of camera manufacturing. Sasser said
he fully expected to see broadcast cameras
the size of 35 mm still cameras in four to
five years.

And, taking the lead of the automatic
RCA TK-47 studio camera, Sasser said he
expected a continuing trend toward more
sophisticated camera systems for studios.

The next step in studio camera develop-
ment, he said, is likely to come in the form
of compuier diagnosis wherein cameras
will, in effect, diagnose their own prob-
lems and instruct operators on how to fix
them. Beyond that, Sasser said cameras
are now being developed with what he
called “‘automatic scene memories” that
will allow the camera to store the image of
a scene being shot and then reconstruct it
for later shootings (thus doing away with
the need of still shots 1o keep scenes true).

Sasser also discussed a new studio
feature now appearing on stations—color
weather radar. The government’s weather
radar can now be tied by telephone directly
to stations. **No expensive radar sysiems
must be built at the stations™ using this

IT'S GOOD MATHEMATICS

Modern TV

+ Modern Video Programs
+ Modern Cable Network

The finest free-loan

films

for all programming needs.

Write for information and scheduiing:

5000 Park Street North
St. Petersburg, FL 33709
or call toll free 800-237-8913
or in Florida call collect
813-541-7571
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feature, he said.

Beyond that, he pointed out, because
the radar can be accessed by telephone,
any weather service radar in the country
can be brought to a local station. The ap-
plication for weather-related news stories
(such as those coming from Los Angeles
last week) was another feature of the re-
latively inexpensive systems.

Sasser shared the dais last Wednesday
with Dan Wells of the Public Broadcasting
Service; Lee Pardee, of MetroTape West,
and Chuck Larsen of wNBC-Tv, moderator
of the session.

EBU worries over
SMPTE digital moves

Europeans have been working on
component standard, while here,
engineers are looking at composite

The decision of the Society of Motion Pic-
ture and Television Engineers to establish
a task force for digital technical standards
(BROADCASTING, Feb. 11) comes at an
awkward time for European engineers.

John Baldwin, engineer with Britain’s
Independent Broadcasting Authority, said
it was good to obtain wide cooperation on
worldwide digital standards, but he said
that *“‘problems might occur™ with the
European Broadcasting Union working
party on digital standards, of which he is a
member.

The EBU group has been working on
the problem for seven years, and has now
reached a tentative agreement on a stan-
dard for digital television in the compo-
nent form, in which the three color video
signals are digitized separately. The pro-

_posed standard is now undergoing a series

of technical tests before being recom-
mended to the EBU’s technical commit-
lee.

Baldwin said the provisional standard is
still subject to many reservations, which
must be proved groundless before it could
be recommended.

Some European engineers are con-
cerned that the entrance of the SMPTE
task force might delay the progress made
on a component standard and make total
agreement more difficult.

Until recently, however, most engineers
were concerned with a digital standard for
the composite form in which the three
parts of the video signal and the syn-
chronization puises are digitized together.
This is where the SMPTE had been in the
forefront, since the NTSC composite is at-
tractive.

In Europe, however, there was more
emphasis on component coding, since in
the SECAM system, component must be
used. BBC engineer Allan Jones, also a
member of the EBU working party, said
the SMPTE might have been surprised at
how much the Europeans were moving
toward component. **“What’s happening in
Europe has prompted the Americans to
think again,” he said.



Tests on the feasibility of the EBU work-
ing party standard are now taking place
and will not be completed uniil just before
the meeting of the EBU technical commit-
tee in April. The exact standard has not
been disclosed but is understood to be 768
samples per line for luminance and 256
samples per line for each of the two color
segments. This is commonly known as the
12, 4, 4 standard.

The working party will meet just before
the technical committee to decide if it will
formally propose this standard. The tech-
nical commitiee will see demonstrations
by numerous European [aboratories of
equipment using this standard.

If the technical commitiee adopts the
standard, it will then be put to the Interna-
tional Radio Consultative Committee of
the International Telecommunication
Union, whose decision on the standard is
virtually seen as law.

With the culmination of years of discus-
sion on a digital standard, possibly result-
ing in European agreement, one engineer
said that if there is a chance of getting a
world standard, the SMPTE has got to
move very quickly.

U.S. performance
at WARC criticized

The U.S. delegation to the World Admin-
istrative Radio Conference last fall, which
has generally been credited with doing a
good job in Geneva, has now been cri-
ticized by one of its own. Sharon Nelson,
legisiative counsel for the Consumers
Union, who was a consumer representa-
tive on the delegation, has described its
performance as ‘‘seriously inadequate™
and ‘‘lackluster.”’

Glen O. Robinson, the former FCC
commissioner now teaching law at the
University of Virginia, who headed the
delegation, dismissed the criticism as ‘“‘a
kind of instant analysis™ by one who had
**passed through and caught a glancing
view of WARC." Nelson left Geneva early
in December after spending four weeks at
the conference, which ran almost 11
weeks.

Nelson expressed her views in a 22-page
report on the conference that was re-
quested by the State Department’s Con-
sumer Affairs adviser, James Tarrant.
(The request was routinely made of all five
consumer affairs representatives on the
delegation, but thus far only Nelson filed
one.) And among other things, the report
served as a means of giving vent lo ap-
parent frustration over a feeling of nol
being fully used at the conference.

She said she and other consumer repre-
sentatives felt they were ‘‘mere tokens, in-
tended to fill out some vague statistical re-
quirements for special interest, racial or
sexual representation on the deiegation, or
to lend the delegation an air of credibility.”

As for the delegation’s performance,
Nelson praised its technical competence
but said it was otherwise ill-equipped for
the job. She said it lacked people who
could function in an international legis-

lative context. Most delegates were
socially and culturally comfortable only
with representatives of other in-
dustrialized nations and seemed to regard
Third World delegates with suspicion, *‘if
not antagonism or condescension,” she
said.

Robinson expressed surprise and some
irritation at Nelson’s complaint about not
being more actively involved in the work
of the delegation. *‘l thought I made it
clear [before the conference] that 1
regarded her as an observer. She said she
would not be in Geneva full time. She
never expressed any of those views before,
and she had time beforehand to have
sought a substantive role.” Briefings were
available, he said.

And as for the delegation’s perfor-
mance, he said, *‘1’l] stand on the record.”’
Nelson had not supported her claims of
alleged failure on the delegation’s part
with examples of U.S. proposals that failed
to be adopted. As a result, Robinson called
the criticism “‘emply and vacuous.”

Similarly, he said he knew of no exam-
ples that would support Nelson’s criticism
of the delegation’s attitude toward the
Third World. **It’s true we didn't have the
same ties with them that we did with the
industrialized allies,” he said, “*but it’s not
true we didn’t have good relations with
them.” However, he conceded that re-
lations with Third World countries were
“very uneven’' In the case of African
countries, he said, the reason was a lack of

*‘commeon interests.”

The Nelson report may find its way into
the background papers of congressional
committees as they prepare for hearings
on WARC. Senate and House Com-
munications Subcommittees have received
copies. So has Senator Charles Percy (R-
111.), a member of the Senate Foreign Re-
lations Committee. But the first such hear-
ing is expected to be held early in March
by the House International Operations
Subcommittee.
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Collins cleared in suit

An Oklahoma broadcaster has lost a suit
he filed against Rockwell International
charging misrepresentation and warranty
violations. A federal jury ruled that the
suit is groundless and awarded Rockwell
$187,042 to cover attorney’s fees.

Hal Cochran, president of Arbuckle
Broadcasters, licensee of KKAJ(FM)
Ardmore, Okla., filed suit against Rock-
well’s Collins Broadcast Products, claim-
ing that a transmitter, antennas and other
equipment purchased from Coliins were
defective and that Collins failed to honor
various expressed and implied warranties.
Cochran also contended that equipment
defects caused ‘‘a fire that destroyed
everything.”

But after a 10-week trial in the U.S.
Court for the Northern District of Texas
in Dallas, a jury ruled that the Cochran -
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case was groundless and in bad faith, and
ordered that Cochran pay Rockwell’s at-
torney fees.

Despite the jury’s action, Cochran
wasn’t willing to give up on his claim. He
said that the action isn’t final until the
judgment is handed down and action has
been taken on certain post-trial motions
for mistrial. In any case, Cochran pro-
mised to appeal if the jury’s decision is
affirmed.

Should the decision withstand
Cochran’s appeals he will also be liable for
$56,000 he still owes Collins for the
equipment.

Cochran’s liability for the attorney’s
fees will be shared by the Insurance Co. of
North America, which had settled with
Cochran on the damage caused by the fire
in 1975. The insurance company entered
the suit as a co-plaintiff after Cochran
asserted that the cause of the fire was
defective Collins equipment and not arson
as originally determined.

Cochran said that he is close to closing
on the sale of xKAl for $600,000 (BROAD-
CASTING, Jan. 21).

S T TS ST e
Lines: the more the better

Television of the future will need a higher
quality picture with as many as 1,200 lines
instead of the current 525, according to the
former technical director of Thomson
CSE Joseph Polonsky. .

In a lecture to Britain’s Royal Television
Society, Polonsky said the need for *‘high
definition television™ (HDTV) will first
come from the professional sector and
eventually transfer to domestic use.

One initial use for HDTYV, he said would
be in the film industry where
moviemakers would like to produce
material with videotape equipment and
then transfer it to 35 mm film. He said a
recent Society of Motion Picture and
Television Engineers report said that to
reach 35 mm film quality, 1,200 lines
would be needed now and 1,500 lines
evenlually to compete with production
quality likely to be achieved by film in 10
years. And much of the equipment should
be in digital format as well for the best
quality, he noted.

But the largest use could be in the
heme, not only as a selling point for new
lelevision sets, but also to assist in televi-
sion’s future development. “‘In the future
the home TV set will be connected to
teletext, computers, electronic mail, pic-
turephone and to satellites. So the techni-
cal performance of the future HDTV
receiving system will be of fundamental
importance in the process of information
acquisition and in the interaclive com-
munication between individuals.”

Unlike the professional sector, Polonsky
said, there is no easy reference for what
the quality of the picture should be. He
said the standards would have to be a com-
promise between quality and cost. Current
proposals, he said, range from 1,100- to
1,500-line screens, with many favoring a
doubling of the current 525 and 625 stan-
dards. Japan’s NHK, he said, is proposing
a compromise of 1,125 for all systems.

NuSyne

Better late. After almost year since it proposed SMARTS (Seleclive Multiple Address
Radio and Television Service) at National Association of Broadcasters convention, RCA
has tinally begun test of satellite system it hopes to build into nationwide network for
distribution of live and syndicated programing and other software. Test, as previously
announced, will involve RCA, Post-Newsweek Stalions and Viacom International. Viacom is
supplying programing; Post-Newsweek, stations, and RCA, hardware and space segment.
First station linked to network is wrse-Tv Hartford, Conn. Other P-N stations in Detroit, Miami
and Jacksonville, Fla. will be brought on-line in mid-April. RCA which had originally planned
to provide all earth stations in network is now saying that participating stations can install
their own. If station elects to build own earth slation, RCA will nonetheless supply
descrambier that restricts stations to receiving only those programs intended for it.

a

Disks everywhere. Magnavox Consumer Electronics Co. will begin marketing of
Magnavision videodisk machine in five new markets beginning end of this month and early
next. Markets include Cleveland, Phoenix, Pittsburgh, Minneapolis-St. Paul and Buffaio.
Since its introduction in December 1978, Magnavision has been offered in Atlanta, Seattle
and Dallas.

m]

Hot rod of earth stations. Consclidated Cable Utilities will, like most operators of new
cable systems, offer its subscriber smorgasbord of satellite programing, but earth station
CCU has chosen to do that job in Sandwich, ill., will include horn-reflector antenna
manufactured by Antennas for Communications in Ocala, Fla. According to Steven
Galagan, vice president of AC, horn-reflector antenna is simply “fully enclosed oftset
parabolic reflector’ commonly used by AT&T for its lerrestrial links. Galagan said only
difference between horn-reflector antennas used by cable operators and those used by
telephone company is cable antenna is one-and-a-half times bigger. Horn-reflector
antennas are used in areas where ground microwave transmissions could cause
interference with satellite signal. Galagan said antenna has "best side lobe discrimination”
and has lower noise characteristics. CCU installed earth station for Sandwich system at
antenna site of wspy{Fm Plano, Ill.

a

More cholcas for earth station bullders. Hughes Aircraft has introduced new satellite
receiver and down converter. Hughes put devices in two separate packages to allow for
flexibility in use. Receiver, SYR-463, features 24-transponder push-button channel selector
and automatic gain control and is said to be fully compatible with other satellite equipment
on market.

a

Satellite meets translator. Spanish International Communications Corp. turned on what
it claims is first translator receiving signal for rebroadcast from sateliite. On Sunday (Feb.
24) K31AA Denver, UHF transiator on ch. 31, became 38th affiliate of Spanish international
Network, provider of Spanish-language programing to cable systems and television
stations. “Satellator” as SIN chooses to call new station, receives SIN signal from Westar li
satellite and rebroadcasts it (with antenna on kwan-Tv Denver’s tower) to 200,000 Spanish-
speaking residents in Denver area. SIN says that it is currently transmitting 100 hours per
week of news, talk, variety, movies sports programing.

0

Updating update. CBS ielevision has purchased 16 BVYH-1100 one-inch helical
videotape recorders from Sony Corp. for price pegged at little over $1 million. In prepared
statement, Joseph A. Flaherty, vice president, engineering and development at CBS, said
purchase represents "another step in the modernization of our videotape facilities and a
continuation of the movement to replace two-inch quadruplex equipment with the one-inch
format” CBS said that 16 units would be used to update facilities at CBS production
centers in New York, Washington and Los Angeles.

a

Sales report. Philips Broadcast Equipment Corp. announced that it sold over $2-million
worth of professional video tape recorders in 1979. It has also reported orders for its
LDK-25 sludio cameras from KOLN-Tv Lincoln, Neb., and Southwestern Bell totalling over
$500,000.
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For the Recordy’

As compiled by BROADCASTING Feb. 11
through Feb. 15 and based on filings,
authorizations and other FCC actions.

Abbreviations: AFC —Antenna For Communications.
ALJ—Adminisirative Law Judge. ali.—aliernate.
ann.—announced. ant.—antenna. aur.—aural. aux.—
auxiliary. CH—crilical hours. CP—construction per-
mit. D—day. DA —directional anienna. Doc. — Docket.
ERP—eifective radiaied power. HAAT—height of an-
lenna above average terrain. khz—kiloheriz. kw—
kilowalts. m—meters. MEOV—maximum expecied
operation value. mhz—megaheriz. mod. —modifica-
tion. N—night. PSA—presunrise service authority.
SH—specified hours. S-A—Scieniific Atlanta. SL—
studio locatien. trans. —transmitier. TPO—1ransmitter
power output. U—unlimited hours. vis.—visual. w—
walts. *—noncommercial.

New Stations

AM Actions

» Miami, Fia.~ALJ Walier Miller dismissed applica-
tion of Dade Communications Inc. for 990 khz, 5 kw-
U. Address: 8334 Bird Rd., Miami 33155. Estimated
construction cost $30,000; first three months operating
cost $170,000; revenue $635,000. Format: Spanigh.
Principal: Gui Govaert, principal of marketing man-
agement firm in Miami. He has no other broadcast in-
terests. {BC Docs. 79-305-12) Action Feb. 8.

® Miami, Fla.-ALJ Walier Miller dismissed applica-

™ PODIATRIC EXAM

Now ... a single campaign that draws
attention to all major health check-ups.

tion of Latin American Broadcasters for 990 khz, § kw-
U. Address: 2747 S.W. 20th Si., Miami 33145. Esii-
mated construction cost $95,000; first 1hree months
operating cost $46,000; revenue $600,000. Format:
Spanish. Principals: Victor Lanz, who has applied for
new TV at Tammpa, Fla.; Jose J. Arzuaga, who owns
50% of WREI-FM Quebradillas, PR. and pan of
WXYX-FM Bayamon, PR. and George M. Arroyo,
principal, WBRQ-FM Cidra, PR. and parl owner,
WIBS-FM Charlotte Amalie, Virgin Islands. (BC
Docs. 79-305-12) Action Feb. 8.

FM Actions

® Dunedin, Fla.— ALJ Joseph Stirmer granied Stereo
FM 92 92.1 mhz, 3 kw, HA AT 284 f1. PO. address: 845
Indian Rocks Rd., Belleair, Fla. 33516. Estimated con-
struction cost $39,215; firsi-year operating cost $80,-
000, revenue $50,000. Format: MOR. Principals: John
and Jean Southmayd (67.5%), Carol and E.C. Mar-
quardt Jr. {22.5%) and Manly Si. Jean (10%).
Southmayd is lawyer; Si. Jean is contractor for General
Electric and chief engineer for WDCL{AM) Dunedin
and Marquardi is lawyer. (BC Docs. 78-169-171). Ac-
tion Feb. 15.

B Lewisburg., W.Va.—FCC Review Board has upheld
initial decision of ALJ Reuben Lozner granting
Lewisburg FM Broadcasters 105.5 mhz, 3 kw, HAAT
300 fi. PO. address: 107 N. Lafayeite St., Lewisburg
24901. Estimated construction cost $31,793; first-year
operating cost $21,700; revenue $50,000. Format:
C&W, 10p 50, 1alk. Principals: Edward L. Shuey,
Claude F Jones and Woodrow Taylor (33-1/3% each).
Men have interesis in WSLW{AM) White Sulphur
Springs, W.Va. Shuey also owns 50% of WMON(AM)
Monigomery, W.Va. (BC Docs. 78-333-4) Action Jan.
29.

TO: American Chiropractic Association
2200 Grand Avenue / Des Molnes, lowa 50312
Please send me copies of “TALK TO ¥ LIRSELF™ public service

spots for:

@ VISION EXAM ¥ pPAP TEST
© CHEST X-RAY o ELECTROCARDIOGRAM
& BLOOD TEST ™ CHIROPRACTIC SPINAL
EXAMINATION Station

Have you talked
to yourself seriousl
about your health?

Every major health care provider is concermned about the public’s lack of attention
to the essentlals of malntaining good heaith. This is particulardy significant
among young people who have not only allowed themselves to get “soft,” but
also have violated basic rules of health.

By programming the spots avallable, not only will you be providing an Impor-
tant public service to your listeners or viewers, you will also be
broadcasting a message that bridges the messages of many
healing arts professions. By drawing the public’s attentlon to
the need for periodic check-ups of all major health points,
this one series of spots, In effect, serves the needs
of a multitude of causes.

o Television (One 60-sec. & one 30-sec. Fiimed Spots)
o Radio Six 60-sec. & Six 30-sec. Taped Spots)
| understand the spots will be sent without cost or obligation
Public Service Director

Ownership Changes

Applications

® KEVT(AM) Tucson, Ariz. (AM: 690 khz, 250 w-
D) —Seeks assignment of license from Tucson Radio
inc. to Catalina Mountain Broadcasting Corp. for $2.5
million plus $270,000 for covenant not 1o compete.
Seller: Alvin Korngold who is principal owner of
KLAV{(AM) Las Vegas. Buyer: Jay and Louise Heifeiz
{married). Jay Heifetz is former Beverly Hills public
relaions person who is currenily persuing MBA at
Harvard University. Louise is sales executive for
WEEI-FM Boston. They have no other broadcast in-
teresis. Ann. Feb. 14,

8 WIKC-AM Bogalusa, La. (AM: 1490 khz, 1 kw-D,
250 w-N)—Seeks assignment of license from Adams
Properties, Inc. io MT Broadeasting, Inc. for $200,000.
Seller: Gardner Adams who has no ot her broadcast in-
1eresis. Buyer: Mike Tiller who is Houston indepen-
dent insurance agent. He has no other broadcast in-
1eresis. Ann. Feb. 8.

® KCEE{AM) Tucson, Ariz.: Sold by Sirauss Broad-
casting to 790 Inc. for $1.4 million. Seller is owned by
Robert Sirauss, President Carier's campaign manager
(41.5%): brother, Theodore (47.5%), and son, Roben
(11%). They have no other broadcast interests. Buyer
is owned by Steve Jacobs, Dennis Behan and Sam
Young (30% each), John Young (Sam Young's uncle)
and Marvin Strait (5% each). Jacobs is president and
general manager of KSDO(AM)-KEZL(FM) San
Diego, posilion he will resign 1o manage Tucson sia-
tion. Behan and Sam Young are owners of Behan

City
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Broadcasling, licensee of KTAN{AM)-KTAZ{FM)
Sierra Vista, Ariz., and KCEY(AM)-KMIX(FM)
Turlock, Calif. Behan also owns 60% of KLMR-AM-
FM Lamar, Colo. John Young is Tucson real eslate in-
vestor. Sirait owns Colorado Springs accounting firm.
KCEE is on 790 khz with 5 kw day and 500 w nighi.
Broker: Richier-Kalil and Co. Inc.

Actions

8 WEIC-AM-FM Charleston, lll.: {AM: 1270 khz, 1
kw-D, 500 w-N; FM-92.1 mhz, 2.2 kw)—Broadcast
Bureau granied assignment of license from Withers
Broadcasting of Eastern Illinois Inc. 10 Macomb Broad-
casting Co. for $700,000. Seller is principally owned by
James K. Withers, who also owns 40% of KGMO-AM-
FM Cape Girardeau, Mo. Buyer is owned by Ernest H.
Huls (70%) and William Earman (30%). They also
own WKIO(FM) Urbana, IIl., and KPER{AM)
Hobbs, N.M. Action Feb. 13.

8 WBEX-AM-FM Chillicothe, Ohio: (AM: 1490 khz,
1kw-D, 250 w-N; FM: 93.3 mhz, 18.5 kw) —Broadcast
Bureau granted assignmeni of license from Truman A.
Morris 10 Chillicothe Communications Inc. for $448,-
750. Morris also owns 50.2% of WCAI{AM) Fon
Myers, Fla. Buyer is wholly owned subsidiary of
Central Broadcasting Corp., owner of WKBY-AM-FM
Richmond, WBAT(AM) Marion and WBIW{AM)
Bedford, all Indiana. Ceniral is owned by 50 in-
dividuals; James R. Quigg is chairman and his cousin,
William M. Quigg. is president. Action Feb. 13.

| WONH(TV) Syracuse, N.Y, (Perminee Ch. 43)—
Broadcast Bureau granted assignment of license from
Onondaga UHF TV I[nc. 10 American International
Communications of Syracuse Inc. for $150,000. Seller:
Siephen Jacobs, Henry Fogel, Howard Hall, Richard
Wells and Albert Lintel, Jr., 20% each. They have no
other broadcast inieresis. Buyer is owned by American
International pictures (85%) and Harvey Seslowsky
(15%). Former is publicly iraded Delaware corpora-
tion. Samuel Arkoff is president and 34.7% owner. It is
also applicant for new TV at Albany N.Y, Seslowsky is
president and direcior of Broadcast [nformation
Bureau, New York City publishing com pany. He has no
olher broadcasi interesis. Aciion Feb. 12.

® KLAY-FM Tacoma, Wash.: (106.1 mhz, 25 kw)—
Broadcasi Bureau granied assignment of license from
Clay Frank Huniington to RPM Broadeasting Inc. for
$550,000. Huntingion also owns KQLA{(AM)
Lakewood, Wash. Buyer is owned by Ray Courte-
manche, who aiso owns KRPM{AM) Puyallup, Wash.
Action Feb. 13.

® WVEC-TV Norfolk (Hampion), Va.: (ch. 13; 316
kw vis., 3.16 kw aural) —Broadcast Bureau granied
transfer of control of WVEC Television Inc., from
Thomas Chisman 1o Corinthian Broadcasting for $31,-
200,000 (“In Brief" May 21). Deal includes wholly
owned Pembroke Cable Corp., operator of six CATV
systems in Virginia and North Carolina with (otal
subscribership of 3,497 (1979 BROADCASTING CA-
BLE SOURCEBOQK). Seller is principally owned by
Thomas P Chisman, who will conlinue as president
and general manager of station, and family. It sold only
other broadcasi interest, WVYEC(AM)-WYHR(FM)
Hampton, Va. (now WWDE-AM-FM), in May 1978,
Buyer of WVEC-TV is wholly owned subsidiary of
Dun & Bradstree1 Co., publicly owned cofporation with
interests in publishing, markeling, business com-
munications and Sporis programing as well as broad-
casting. Corinthian owns five CBS-affiliated TV's:
WXTV(TY) Sacramenio, Calif.; WANE-TV Fon
Wayne, Ind.; WISH-TV Indianapolis; KOTV(TV)

Tulsa, Okla., and KHOU-TV Houston. Harringlon'

Drake is chairman and chief executive of parent; Philip
J. Lombardo is presidem of Corinthian. WVEC-TV is
ABC affiliate on channel 13 with 316 kw visual, 3.16
kw aural and antenna 980 feet1 above average terrain.

® WMKC-FM Oshkosh, Wis. {FM: 96.7 mhz, 3
kw) —Broadcasi Bureau granied assignment of license
from Kimball Broadcasiing 1o Cummings Communica-
tions for $400,000. Seller: Miles Kimball Co. (100%).
Alberia S. Kimball is principal owner. Kimball Co. is a
mail order firm. Ted Leyhe is president of Kimball
Broadcasting. They have no other broadcasi inlerests.
Buyer is owned by Alan H. Cummings (100%). Cum-
mings’ principal occupation is invesior. For past 3 years
he has been director and shareholder of 2 cable com-
panies, Ceniennial Communications Corp., Hanford
City, Ind. and Community Cablevision Inc., Belvidere,
[Il. He has no other broadcasi inierests. Action Feb. §.

Facilities Changes

AM Action

2 WMMW(AM) Meriden, Conn.—Granted CP 10
change hours of operation 1o unlimited; add nighiiime
power of 5 kw; increase daytime pawer 1o 2.5 kw; install
DA-2; both operating al TL, 1 mile norih of Route 66,
on Chamberlain Hwy Meriden; change SL andRCL 10
21 Colony St., Meriden; make changes in ani. sys.
{BP781116AJ)). Action Feb. 4.

FM Actions

8 WDAI(FM) Chicago—Granted CP 10 install aux.
ant. al TL, 875 North Michigan Ave., Chicago; 10 be
operated on 5.7 kw; ant. height: 1170 feet; change TPO
(BPH791116AF). Action Feb. 5.

8 WKSM{FM) Tabor City, N.C.— Dismissed applica-
tion to modify CP 1o make changes in anl. sys., change
type ant.; increase ERP: 1.76 kw; change TPQ; add
directional antenna (BMPH790928AM). Action Feb.
1.

® KPAS(FM) El Paso, Tex.—Granted mod. of CP 10
change 1o approximaiely 0.24 miles south of Com-
anche Peak, El Paso; change ERP: 81 kw; an1. height:
1380 1. (BMPH791228B0). Action Feb. 5.

TV Actions

8 WGNO-TV New Orleans—Granted CP 10 change
ERP: 2690 kw; ant. height: 1010 fi.; change TL 10 Paris
Rd. and Bayou Bienvenue, New Orleans; change type
trans. and antenna {BPCT790523KE). Action Jan. 30.

& KSHO-TV Las Vegas—Granied mod. of CP 10
change ERP: 245 kw; max. ERP: 316 kw; ant. height
1920 ft.; change TL to Black Mouniain, 10 miles SSE
of Las Vegas; change 1ype ant. and granted waiver of
Section 73.614(b){4) of rules (BMPCT-800104KE).
Action Jan. 30.

® WCTI-TV New Bern, N.C.—Granted CP 10 change
ERP: 316 kw; ant. height: 1960 f1.; change TL 10 Hwy
1002, three miles NNE of Trenton, N.C. change 1ype
trans. and ant. and waived Section 73.6100of rules; con-
ditions (BPCT-5039). Action Feb. 4.

a KFHC-TV Oklahoma City, Okla. —Granted mod. of
CP to change ERP: 2000 kw; ani. height: 1520 fi;
change TL 10 Easiern Ave., N of NE 108th Si.
Oklahoma City; type trans. and ant.
{BMPCT-790625KG). Action Jan. 25.

® KWRB-TV Riverion, Wyo.—Granted CP 10 change
ERP. 120 kw; antenna height: 1710 fi.
(BPCT79073KI). Action Jan. 30.

In Contest

FCC Decisions

8 KRLA{AM) Pasadena, Calif. —FCC has 1erminated
as mool, proceeding involving revocation of inlerim
authority awarded Qak Knoll Broadcasting Corp. 1o
operate KRLA(AM) Pasadena, Calif. Oak Knoll
ceased operation of station Nov. 26, 1979 same day that
new licensee, KRLA Inc. siarted operation of same, as
result of comparative hearing 10 select regular licensee.
Action Feb. 13.

8 KPOI(AM)-KDUK{FM) Honolulu—FCC has
deiermined Sudbrink Broadcasiing Company has
fulfilled Equal Employmenit Opporunily commit-
menis, and renewed licenses for ils siations
KPOI(AM) and KDUK (FM) Honolulu, until Febru-
ary 1, 1981, remainder of regular license term for
Hawaii s1ations. On Nov. 36, 1979, FCC granied Com-
munico Qceanic Corp. a one-year renewal for
KPOL(AM) and KDUK{FM), and imposed periodic
EEQ reporiing conditions on both siations because of
low level of affirmative action and minority employ-
meni. Same day, FCC granied assignmeni of siations
10 Sudbrink and imposed reporting conditions on new
licensee. Action Feb. 13.

8 WMAM(AM)-WLST{FM)-WCJL(AM)

Marinetie, Wis.—FCC has designated for hearing ap-
plications of Near-Norih Broadcasiing, Inc. for renewal
of licenses for WMAM(AM) and WLST(FM), and of
CJL Broadcasting, Inc. for renewal of license for
WCIL(AM) all Marinetie, Wis. FCC said information
before i1 raised serious queslions as lo whether appli-
canis possess qualificalions 10 remain FCC licensees.
In view of these questions, FCC said it was unable lo
find that grant of renewal would serve public interest
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and (herefore musi designate applicalions for hearing.
Action Feb. 13.

Allocations

Actions

B Bethel, Ark.—In response 10 petition by Tundra
Broadcasting Inc., proposed assigning [00.1 mhz at
Bethel as its first FM assignment; comments due April
7. replies April 28 (BC Doc. No. 80-46, RM-3483). Ac-
tion Feb. 13.

® Sania Barbara, Calif.—In response o petition by
Classical Radio of Santa Barbara, assigned ch. *88.7
mhz 1o Santa Barbara as its second FM, effective
March 24 {BC Doc. No. 79-171, RM-2948). Action
Feb. 5.

| Sebring, Fla.—In response 10 petition by Broadcast-
ing Telecasting Services, Inc. proposed deleting ch. *27
{which is unoccupied and unapplied for) at Sebring
and assigning Channel 48 in its place. Broadcasting
Telecasting Services, licensee of WBBH-TV Forl
Myers, Fla., seeks subsiitution 10 avoid shori-spacing
which would result if its siation’s proposed trans.
relocation were granted. Comments due April 7,
replies April 28 (BC Doc. 80-48, RM-3466). Aciion
Feb. 12.

B Coeur D'Alene, Ind.—In response 1o petition by
Coeur Broadcasting, Inc. seeking assignment of 101.9
mhz to Coeur D'Alene, proposed following three
plans: |) assigning 101.9 mhz and 106.1 mhz 10 Coeur
d’Alene and modifying existing CP on 103.1 mhz 10
one of the 1wo channels, with ch. substilutions at
Orofino, Ind.; Libby, Mont., and Colfax. Wash.; 2)
assigning 101.9 mhz 1o Coeur d’Alene as iis second
FM assignment, with channel substitutions at Grofino,
Libby, and Colfax; 3) assigning 102.3 mhz a1 Coeur
d’Alene as iis second FM assignmeni. Also ordered
Idaho Broadcasiing Co., permitiee on 103.1 mhz at
Coeur d'Alene, to show cause why ils permit should
not be modified 1o specify operation on 101.9 mhz if
Plan  is adopied. Commenis due April 7, replies April
28 (BC Docket No. 80-50, RM-3183). Action Feb. 13.

® Lexingion, Ky.—In response 1o petition by Frederic
Gregg, Jr., proposed assigning Ch. 62 to Lexingion as
its fifth TV assignment (fourth commercial); com-
ments due April 7, replies April 28 (BC Doc. 80-45,
RM-3491). Action Feb. 13.

8 Chatham, Mass.—In response lo petilion by
Rosémary D. Nelson, proposed assigning 107.5 mhz 10
Chatham as its first FM assignment, commenis due
April 7, replies April 28 (BC Doc. No. 80-51,
RM-3218). Action Feb. 13,

B Ackerman, Miss.—In response to petition by H.
Richard Cannon, proposed assigning 107.9 mhz to
Ackerman as its first FM assignment; commenits due
April 7, replies April 28 (BC Doc. 80-49, RM-3251).
Action Feb. 13.

® Bridgeport, Neb.—!n response 1o petition by Media
Inc., proposed assigning 101.3 mhz 10 Bridgeport as its
first FM assignment; commenis due April 7, replies
.;\Bpril 28 {BC Doc. No. 80-52, RM-3219). Action Feb.

B Caldwell, Ohio—In response to petition by Tri-
Counity Radio Inc., assigned 104.9 mhz 1o Caldwell as
its first FM assignment effective March 24 {BC Dac.
No. 78-176, RM-3088). Action Feb. 5.

® San Antonio, Tex.—In response 1o pelition by
Classical Broadcasling Society of San Anionio,
assigned 90.9 mhz 10 San Antonio as its fourth FM
assignment, effective March 24 (BC Doc. No. 79-109,
RM-3153)}. Action Feb. 5.

® Vancouver, Wash.—In response 1o petilion by
KLRK Broadcasiing Corp. requesiing removal of Ch.
*14 a1 Vancouver assigned Ch. 49 (o Vancouver in-
stead, thereby reiaining Ch. *14 for futlure use, effec-
tive March 24 (BC Doc. 79-175, RM-3559). Action
Feb. §.

® Westover and Graflon, W.Va.—In response o peli-
tion by Craig L. Falkensiine, proposed assigning 100.9
mhz to Westover, W.Va. asits first FM assignment, and
substituting 95.9 mhz for 265A a1 Grafion. Also of-
dered Conti Broadcasiing, Inc., permitiee of
WQIT(FM) Graflon, 1o show cause why its permit
should not be modified 1o specily operation on 95.9
mhz. Commenits due April 7, replies April 28 (BC Doc.
No. 80-47, RM-3260). Action Feb. 13.



Professional

Cards

ATLANTIC RESEARCH CORP.
Jansky & Bailey
Telecommunications Consulting
Member AFCCE
5390 Cherokee Avenue
Alexandria, Virginia 22314
(703) 642.4164

EDWARD F. LORENTZ
& ASSOCIATES
Consulting Engineers
1334 G S, N.W., Svite 500
347-1319

Wathington, D. C, 20005
Member AFCCE

AD. RING & ASSOCIATES

CONSULTING RADIO ENGINEERS
Suite 500
1140 Nineteenth St, N.W.
Washington, D.C. 20036
{202) 223-6700
Member AFCCE

COHEN and DIPPELL, RC.

CONSULTING ENGINEERS

1018 15th St, N.W., Suite 703
(202) 783.0111

Washington, D.C.. 20008
Member AFCCE

CARL T JONES ASSOCS.

{(Formerly Gautney & Jones)
CONSULTING ENGINEERS

7901 Yarnwood Court
Springfield. VA 22153
(703) 569-7704
AFCCE

LOHNES & CULVER
Consuiting Engineers.
1156 15th St. N.W., Suite 606
Washington, D.C. 20005
(202) 296.2722

Member AFCCE

A, EARL CULLUM, JR.

CONSULTING ENGINEERS
INWOOD POST OFFICE
BOX 7004
DALLAS, TEXAS 75209

{214) 6318360
Member AFCCE

SILLIMAN, MOFFET & KOWALSKI
Washington, D.C. Area
8701 Ga. Ave., Silver Spring, MD 20910
ROBERT M. SILLIMAN. P.E.
(301) 589-.8288
1925 N. Lynn $t., Arlington, VA 22208
JOHN A. MOFFET. P.E.
(703) 841.0800
Member AFCCE

STEEL, ANDRUS
& ASSOCIATES

HAMMETT & EDISON, INC.
CONSULTING ENGINEERS

JOHN B. HEFFELFINGER

JULES COHEN
& ASSOCIATES

CONSULTING RADIO ENGINEERS
8200 Snowville Road
Cleveland, Ohlo 44141
Phone: 216-526-4386

Momber AFCOE

Applications and Field Engineering
Computerized Frequency Surveys
345 Colorado Blvd.--80206
( 333-554:

2
DENVER, COLORADO
Member AFCCE

A e " Radio & Televislon
PP Box 68, International Airport 9233 Ward Parkway, Suite 285 Suite 400
At H. Andrus, FE, San Francisco, Cafifornia 94128 816-444-7010 1730 M St, N.W, 659.3707
351 Scoll D, Sever Spring, Md. 20904 415) 342-5208 Kansas City, Missouri 64114 Washington, D.C. 20036
(301) 384.5374

Member AFCCE Member AFCCE Mentber AFCCE

CARL E. SMITH consumxéun :;?Ezomms E. Harold Munn, Jr, ROSNER TELEVISION
& Associates, Inc. SYSTEMS

Broadcast Engineering Consultants
Box 220
Coldwater, Michigan 49036
Phone: 517 —278-7339

CONSULTING & ENGINEERING
250 West 57th Street
New York, New York 10019
(212) 246-3967

JOHN H. MULLANEY
Consuiting Radic Engineers, Inc.
9616 Pinkney Court
Potomac, Maryland 20854

301 - 299-3900
Member AFCCE

HATFIELD & DAWSON
Consulting Engineers
Broadcast and Communications
3525 Stone Way N.
Seattle, Washington 98103

(206) 633-2885
Member AFCCE

MIDWEST ENGINEERING
ASSOCIATES
COruu[h'n’ En,inun
6934 A N. University
Peoria, |llinois 61614

{309) 692-4233
Member AFCCE

MATTHEW ]. VLISSIDES, P.E.
STRUCTURAL CONSULTANT
TOWERS, ANTENNAS, STRUCTURES
Studies. Analysis, Design Modifications,
Inspertions. Supervision of Erection
7601 BURFORD DRIVE McLEAN.VA 22102
Tel (703) 356-8504
Member AFCCE

C.P.CROSSND & ASSOCIATES
CONSULTING ENGINEERS
P. 0. BOX 18312
DALLAS, TEXAS
76218

Cormputer Aided. Design & Allocstion Studies

RADIO ENGINEERING CO.
Box 4399 RR 1, Santa Ynez, CA 93460

CONSULTANTS
INSTALLATIONS,

ALLOCATIONS,
ANTENNA & TYPE ACCEPTANCE MEASUREMENTS
NORWOOD J. PATTERSON

JOHN FX. BROWNE
& ASSOCIATES. INC.
CONSULTING ENGINEERS
1901 Pennsyivania Ava. NW
Washington, D.C. 20006
5285 Woodward Avenue
Bloomfield Hills, Ml 48013

WILLIAM B. CARR
& ASSOCIATES, INC.
DALLAS/FORT WORTH

WILLIAM B. CARR, PE.
1805 Hardgrove Lane,
Burieson, Texas 76028, 817/298-1181

Field Enginaaring,
(a05) 688-2333
J{dz:r::::flgégE Serving Broedcastars over 35 years e e MEMEERlasCeE
Services
COMMERCIAL RADIO CAMBRIDGE CRYSTALS :
MONITORING CO. PRECISION FREQUENCY DOV!&T&!&&SELEE:IER d a‘ awoﬁl d nc
PRECISION FREQUENCY MEASURING SERVICE AM-EM-TV & NRBA llsts—tariff A'g. . F:: _':V
irectorie:

MEASUREMENTS, AM-FM-TV
Monitcrs Repaired & Certified
103 S. Market St.
Les's Summit. Mo. 64063
Phone (816) 524.3777

SPECIALISTS FOR AM-FM-TV
445 Concord Ave.
Cambridge, Mass 02138
Phone (617) 876-2810

\ servi alling
lists, C.B.. Amateur, etc.
1114 218t St, N.W,,
Wash., D.C. 20037 202 452-1422

Allocation Studies
1302 18th St, N.W, Suite 502
Washington, D.C. 20036
(202) 296-4790

=



Summary of Broadcasting

FCC tabulations as of Jan. 31, 1980

CcPs CPs
On air on Total not Total
Licensed STA® air on gir on air avthorized™

Commeicial AM 4,527 3 28 4,558 93 4,651
Commercial FM 3,110 2 43 3.155 181 3.336
Educational FM 1.010 [¢] 25 1035 92 1,127
Total Radlo 8,847 5 96 8748 366 9,114
Commercial TV

VHF 514 1 2 517 9 526

UHF 222 [¢] 7 229 62 291
Educational TV

VHF 99 1 5 105 5 110

UHF 155 2 5 162 5 167
Tolal TV 990 4 19 1,013 81 1,094
FM Translalors 291 0 0 2 152 443
TV Teanslators

UHF 1,247 0 0 1.247 359 1,606

VHF 2,494 4] 0 2,494 173 2,667
*Special temporary avthorization “*InCiudes off-air licenses

m Platteville Cable TV Corp.—Platteville, Wis.
w .
Translators haal)
m Deerfield Cable Sysiems, Inc.—Bemardsion, Mass.

Licenses

B K68BL Klagetoh, Ariz.—Granited license covering
new UHF TV translator siation (BLTT7902011Q). Ac-
tion Jan. 15.

| K63AV, K61AX, Welllon and Mohawk Valley, both
Arizona—Granted licenses covering new UHF TV
translator stations {BLTT-790108IF, BLTT-790109IC).
Action Jan. 15,

Satellites

Earth Station Applications
& The fotlowing applications were announced Feb. 11.

m Skybird Satelliite TV —Granger, Ulah (Sm.; AFC;
KZ54).

B National Christian Neiwork, Inc.—Cocoa, Fla.
(11m.: Harris Corp.: WZ72).

® Auburn Telecable Corp.— Aubum, Ala. {5m.; $-A;
WZ73).

m Telecable of Radcliff Inc. —Radcliff, Ky. (5m.; S-A;
WZ74).

m Roane Cable TV Inc. —Kingston, Tenn. (Sm.; AFC;
WZ75).

m Liberty TV Cable Inc.—Morae, Ga. (5m.; S-A;
WZ76).

m Meiurovision Inc.—Palos Hills, 11l. (4.5m.; Andrew;
wWZ77.

B Thompson Cablevision Co.—Pocalalico, W.Va.
(5m.; AFC; WZ78).

B Valley Antenna Systems Inc.—Si. Paris, Ohio
(4.6m.; 5-A; WZ79).

Earth Station actions

m Hickam, Hawaii and Fiengayan, Guam—Com-
munications Satellite Corp. is denied request for waiver
under Section 319(d) of Communications Act 10 per-
mit construction of new salellile earth sialions al
Hickam and Finegayan (File Nos. 391-CSG-P-80, 192-
CSG-P-80).

B Metro Cable, Inc.—Pipestone, Minn. (KY91).
B Cablevision—Seward, Neb. (KY93).
m Cablevision—Creie, Neb. (KY94).

8 RCA American Communications, Inc.—Atlania,
Ga. (WD34).

m Greater Siar Link Corp.— Detroit (WH30).

B Satellite Business Sysiems—McLean, Va. (WS27).
B Atlania Board of Education— Atlanta (WT88).

® Harris Corp.—Pawcaiuck/Wesierly, Conn. (WY71).

B Cheaha Cablevision, Inc.—Childersburg, Ala.
(WY,

(WY79).
B Harris Corp. — Addison, Tex. (KY42).
m City of Hydaburg—Hydaburg, Alaska {KY63}.

m United Cable Television of Jacksonville—Jackson-
ville, Tex. (KY&4).

B Moniicello Cablevision Co.—Moniicello, fowa
(KY68).

B Western Cable, Inc.—Cameron, Tex. (KY69).
m Newion Cablevision. lnc.—Newton, lowa (KY96).

m Hawkeye Communications, Inc.—Bethesda, lowa
(KYSD).

® Media Cable TV Sysiems, Inc.—Lamar, Colo.
(KY88).

B Nodak Cablevision—Wishek, N.D. {(KY89).
m James M. Barker—Hamburg, Ark. {KY90).

m Hi-Net Communications, Inc.—Syracuse, N.Y.
(WY88).

B American Saiellite Corp.—Sanford, Fla. (WY97).

m Service Electric Cable TV Inc.—Birdsboro, Pa.
(WY98).

B Roberison County Cable TV Inc.—Springfield,
Tenn. (WY99).

m Total Communications Cable Co., Inc.—Mon-
ticello, Ind. {WZ20).

B Cablevision of Bayonne—Bayonne, N.J. (WZ21).
B Twin Valley TV Inc.—Newport, N.H. (WZ22).

Cable

B The following cable service regisirations {ann. Feb.
14) have been filed:

B Jonesville Cablevision Inc. for Jonesville, La.
(LAOI32) add signal.

m Reynolds TV Cable Service for Sioneboro,
Cochranion, Uiica and Polk, all Pennsylvania
(PA1841-44) new sysiem.

m KLR Cable TV Inc. for Sumner, [ll, (IL0354) new
system. ’

B Teleprompter of Newburgh Cable TV Corp. for
Stewart Army Subposi, N.Y. (NY0833) new sysiem.
B Brown Iniernational Communications for Soldnata,
Kenai, Nenana, Marshall and Seldovia, all Arkansas
(AK0023-27) new sysiem.

B Metrovision Suburban Communications Inc. for
Melrose Park, lll. (IL0352) new system.

B Cablevision Inc. for Russellville, Ky. (KY0411)
new sysiem.

B UA-Columbia Cablevision for Allendale, N.J.
(NJ0409) new sysiem.

m Troy Newchannels for Stillwater, N.Y. {(NY0836)
new sysiem.
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m Alert Cable TV of North Carolina [nc. for
Rockingham, N.C. (NC0222) new sysiem.

B Teleprompter for Grosse Pointe, Gmssé Pointe
Farms, Grosse Poinie Park and Harper Woods, all
Michigan (M10424-28) new sysiem.

® Cablevision for Williamson, Tex. {TX0598) new
system.

® Cablevision Sysiems Long Island Corp. for
Manorhaven and Baxier Estaies, both New York
(NY0834-5) new system.

B Numsen Master Antenna Systems Inc. for Desoto,
Soldiers Grove and Ferryville, all Wisconsin
(W10202-5) new system.

m Teleprompier Corp. for Coal Valley, ill, (IL0353)
new sysiem.

B Concordia Cablevision Inc. for Ridgecrest, La.
{LAO0177} new sysiem.

® Harron Cable Television Co. Inc. for Malvemn, East
Goshen, East Whiteland, Tredyffrin and Willisiown,
&ll Pennsylvania (PA1846,7,9,50-1) new system.

B Concordia Cablevision Inc. for Concordia, La.
(LAO178) new system.

B Cross Couniry Cable TV el al for Keypori, N.J.
(NJ0408) new system.

B Cablevision Associales el al for Pickeringion and
Canal Winchester, both Ohio (OH0734-6).

B Teieprompier Corp. for Rusion, Wash. (WA0306)
new sysiem.

B General Cable Vision Inc. for Whitley, Ky.
{KY0413) new system.

m Carson Cablevision for Fort Carson, Colo.
{CO0133) new system.

B Columbia Cable TV Co. Ine. for [rom, S.C.
(SCO085) new sysiem.

B Audubon Electronics Inc. for Springfield and Med-
ford, both New Jersey (NJ0411-10) new sysiem.

m Continental Cablevision of Elyria Inc. for Elyria.
Ohio (OHO0737) new sysiem.

B Continental Cablevision of Hamilion County Ine.
for Cheviot, Ohio (OHO738) new sysiem.

B Continental Cablevision of Noriheasi Ohio Inc. for
Bay Village and Menior, both Ohio {OH739.40) new
sysiem.

Call Letters

Applications
Call Sought by
New AN
KETK Paul webber et al Alvin. Tex,
Now FM's
KJFP Intercontinental Ministres Inc, Yakulat,
Alaska.
KDDA-FM KDDA-FM Inc., Dumas, Ark.
WTPL-FM R.D. Broadasting Corp. Tupper Lake. N.Y.
KUJ-FM Capricorn Communicalions Corp., Walla
Walla, Wash.
Existing AM’s
KKCC KWOE Clinton, Okla.
wJaeTr WWBK Brockporl, N.Y.
KTiA KMZK Forl Worlh, Tex,
WBCI WMBG Williamsburg, va.
wWPQZ WBBN Clarksburg, Wva.
Existing FM's
KSMX KTGA Forl Dodge, lowa
KTZA KSVP-FM Arlesia, NM.
KKCC-FM KWOE-FM Clinton, Okla.
Grants
Cail Assigned to
New AM
KRLA KRLA Inc., Pasadena, Calit.
New FM
WZOE-FM WZOE Inc., Princelon, Il
Existing AM
WREY WMVB Millville, N.J.



Classified Advertising

See last page of Classified Section for rates,
closing dates, box numbers and other details.

RADIO

HELP WANTED MANAGEMENT

Hare's the opportunity of the decade! 100,000 watt
KSKD FM, Salem, Oregon has a Sales Manager open-
ing. Top pay for the person who has a proven sales
and management background. Minimum ol three
years sales andior management required. Act now.
Send resume to Terry McRight, President & General
Manager, P.O. Box 631, Salem, OR 97308. EQE.

Assistant Saies Manager, train for Sales Manager
position successful growing AMIFM in Southwest.
Must be experienced self starting maotivator. MIF EQE.
Send resume and earnings. Box B-141.

Person now in small market sales ready to take on
station management. Send resume and references.
E.Q.E. Box B-168.

Ciassical Music Station in the Carolinas requires
experienced program director. Will also do air shift.
Must be familiar with F.C.C,, etc. EQE. Box B-204.

Sales Manager AM/FM. Need good arganizer with
radio sales background to keep our excelient sales
department humming. Salary, commission, override,
fringes. Reply and relerences to Vemn Kaspar, PO Box
545, Frankfort, IN 46041,

General Manager for Class B FM in Ohio, must be
experienced in Local and Regional Sales. Please send
complete resume to W. Triplett, Rt. 2, E. Sandusky,
Bellefortaine, OH 43311,

HELP WANTED SALES

Great Opportunity for a sales pro now. Akron, Qhio
area AM-FM combination is expanding Position in-
cludes excellent draw, commission, expenses and
benefits. Call Bob Klaus, 216—673-2323 or write
Media-Com inc, 3325 Daleford Rd, Cleveland, OH
44120.EQE.

We’'re red-hot with TM's Stereo Rock format. Write,
don’t cali, Sales Manager, WPXY Radio Station, 201
Humboldt Street, Rochester, NY 14610.

Expeorienced group operator has just purchased 2
Stations in New England. Immediate openings in sales
and sales management. Great opportunity for the right
people. Contact Dick Lange, WNUS, West Springfield,
MA 413—781-5200. EQE.

KSLM, Salem, Qregon has an opening for a

seasoned, professional salesperson. Minimum two ;
years experience required. RAB consultant sell orien- -

tation necessary. Super chance to locate with a highly
professional organization. Send resume to Terry
McRight, President & General Manager, P.O. Box 631,
Salem, OR 97308. EQE.

WTVR AM/FM is continuing its search tor a radie
account executive. The individual we desire must be
experienced in advertising sales to both agency and
direct accounts. Strong communications skills, know!-

edge of radio ratings. verifiable previous employment :

and automobile ownership are pferequisites. Send
detailed resume to: Phil Miller, General Sales Man-
ager, WIVR AMIFM, 3314 Cutshaw Avenue, Rich-
mond, VA 23230. WTVR AMIFM is an Equal Oppor-
tunity Employer.

Growing broadcast group located in the Sunbelt
seeking experienced sales person. Excellent benefits.
EQE. Contact; Marilyn S. Garner, PQ Box 529, Laurin-
burg, NC 28352. 919—276-2911.

Experienced Radio Saiesperson ... creative, am-
bitious and professional. Assume active account list in
small mid west market and build on it. Salary plus
commission. Write “Art” Fishier, Gen Mgr., KGMT, PO
Box 425, Fairbury, NE 68352 KGMT E.Q.E.

HELP WANTED ANNOUNCERS

WWL-FM soeks the best beautiful music an-
nouncer for air and production. Send tape and resume
te Ann Ogden, WWL-FM, New Orleans, LA 70176.

Guam 24hr FM has immediate openings for ex-
perienced announcer/salesperson with good produc-
tion. Send resumefaircheck to KSTO, PO Box 20248,
Guam Main Facility 96921.

Northern Michigan AM & FM on beautiful Lake
Huron. Looking for an air personality, experience
preferred. Tape & resume, John Carroll, WIOS, PO Box
549, Tawas City, Ml 48763.

Group operated Beautiful Music station in Top 10
Market has midday opening. Sunbelt city, excellent
company benefits. Equal Opportunity Employer. Box
B-144.

Smali market Texas station has opening. We're
looking for talent-not necessarily experience. Send
tape and resume to A. Durham, Box 409, McMinnville,
TN 37110. Phone 615—473-6535.

HELP WANTED TECHNICAL

Are you a First Class licensed technician frustr-
ated with the humdrum waste of your abilities? Would
you like o work in a well-equipped three man lab with
a crackerjack “No. 1"? We are a rapidly expanding,
sophisticated CATV system—soon 300 miles—and,
WCQJ, a well-established 5000 watlt fulltime AM sta-
tion. Location: 30 miles west of Philadelphia, in pic-
turesque historic Chester County. Liberal company
benefits, profit sharing plan. EQE. Contact: Louis N.
Seltzer at 215—384-2100 or write to PO Box 231,
Coatesville, PA 19320.

Chief Engineer FM/AM combination in $.E. Wiscon-
sin. FM is 50 kw top 40, with new studios. AM is 500w,
partially automated with Harris 90 system. Contact
John Fischler, Carporate Engineer, 8686 Michael
Lane, Fairfield, OH 45014. 513—874-5000.

Chief Engineer for 5000 watt daytime, two tower
directional simple pattern and low-power class A FM.
STL. Marti remote, 2-Way, ready to automate. All new
equipment. Lost present engineer to Pittsburgh major.
Benefits. General Manager, WKMC/WHPA, 1108
Twenty Eighth Ave, Altoona, PA 16601. 814—
224-2151.

HELP WANTED NEWS

All news WBRE at Wilkes-Barre, PA has an immedi-
ale opening for capable communicator who can dig it,
write it and deliver it with professional skill. Tapes and
resume to Joe Gries, Box 28, Wilkes-Barre, PA 18773,

Sports Reporter, independent al-news. Requires
experience, strong wriling and delivery. knowledge
football, baseball, basketball, hockey. Sports talk ,
show experience helpful. References, resume, non- !
returnable tape to Greg Lucas, Sports Director, WEBR, -
23 North Street Buffalo, NY 14202. An equal oppor- -~
tunity employer.

Reporter with an interest in sports needed for Mid-
west news leader, Minimum three years experience,
gaod delivery, and writing ability. Prefer tapes and [
resumes from Midwest. Equal Opportunity Employer.
David Allen, News Director, WOOD Broadcasting. Inc.,
180 N. Division, Grand Rapids, Ml 49503,

News Director jor AM-FM Simulcast news in Fargo-
Moorhead market. Other duties include public affairs
and public service programming. Good writing skills
and ability to communicate essential. Send tape,
resume and salary requirements: Charlie Bennett,
P.D., KVOX, PO Box 97, Mcorhead, MN 56560. Equal
Opportunity Employer.

News Director. Top 30 market all-news in Northeast
is seeking an individual with a strong news back-
ground and supervisory level experience. All-news ex-
perience a plus. We offer a competitive salary, good
benefits, and a 17 plus person staff. Station is commit-
ted to comprehensive reporting. We are not a headline
service. Equal Opportunity Employer. Resume,
reterences, salary history to Box B-156.

Experienced news director northeast top 50 ;
market. Big stafl, new equipment, Lucrative compen- |

sation. Replies to Box B-178. 1

Freelancers—Dameron Communications, Inc. seeks
freelance reporters throughout the country (smaller
towns, too) to regularly produce nationally broadcast
interviews. Average pay is $45 for three hours work. It
you have access to a Sony, Superscope, or other
broadcast quality cassette recorder, send resume and
demo to Dameron Communications, 13800 Castle
Boulevard, Suite 302, Silver Spring, MD 20504.

Paul Harvey, Lowell Thomas Type Newsperson
needed now lo add a special touch to Major Market
MOR Marning Drive News. If you can communicate
with an adult audience tell us about it. The mare uni-
que the better. Box B-196.

HELP WANTED PROGRAMING,
PRODUCTION, OTHERS

One of Northern California’s top beautiful music
stations is looking for a creative production director. If
your specially is Creative commergial writing, produc-
tion and voicing, then give me a call. Charles Hancock,
KZST, Santa Rosa, CA 707 —528-4434. EQE MIF.

Production siave for top 50 New York Market. 5180
salary for super worker, Production and some copy.
Write Box B-176.

Come to Upper Midwest—6 station group seeks
experienced. mature program/operation manager for
our small market group. You will direct, inspire, train,
and enjoy long term future and stability. Box B-147.

Weather person lo build weather reputation for
snow-bound upper New York major market radio sta-
tion. Replies to Box B-185.

Program Director—WQRS-FM, Detroit, Michigan.
Experience in classical music. Excellent opportunity
with growing group owner. On-air ability, production
and promotion background, experience in staff super-
vision and work with outside programming suppliers.
Send resume, availability and salary requirements to
Lee Hanson, WQRS-FM, 1200 Sixth Street, Detroit, M1
48226. Qutlet Broadcasting an EEQ employer.

SITUATIONS WANTED MANAGEMENT

Broadcast Professional, ten years competitive
medium market experience, desires position ag
General Manager. Proven success in sales and pro-
gram management. Presentlly employed. Box B-74.

Increase Sales| Increase billing! Increase collec-
tions! Increase profits! Increase ratings! Sales
oriented General Manager with extensive background
available very soon for good solid slation or organiza-
tionthat not only wants success, but truly understands
what it takes! Box B-137.

GM or GSM, Southeast. | can make ‘your station very
successful. Presently group manager. Versatile with
much experience and hustle. Box B-154.

Operations Manager, 9 years experience, profes-
sional, integrity, organizer & leader, knowledge in pro-
graming, music, production, sales, promotion,
engineering, news, traffic, automation, FCC rules,
license renewal, new station construction, seeks sta-
tion manager position. Box B-158.

Mature General Manager with strong sales and
programing background. Successful record in achiev-
ing maximum profits with AM/FM and CATV. Will con-
sider strong positive investment opportunity. In-
terested in relocating to Florida or sunbeit, will con-
sider other areas. Excellent business, personal and fi-
nancial references. Box B-165.

Experienced management avaliablie for Texas
television or radio. Budgets, sales, marketing and
quotas. Box B-58.

Experienced Englneer wants to get into mid-man-
agement —Was college trained in finance and some
accounting and personnel—Experienced all phases
broadcasting and FCC rules. Prefer Florida, Georgia,
or Alabama. Reply to P.M.S. clo 27 Riverside Terrace,
Quincy, IL 62301 of call 217 —223-1448 after 7:30
PM. (cst).
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SITUATIONS WANTED MANAGEMENT
CONTINUED

Career cul-de-sac. Medium markel sales rep
needs change. Sales management preferred. 135%
growth in 5 years. Heavy copy, production included 11
years experience. Hard working, good ideas. Earmnings
potential a must. First-rate EOE’s with serious offers
only. Box B-143.

Sales minded, bottom iine general manager seeks
a slation owner with same goals. Box B-198.

Strong Street Mustier: young, organized, creative,
motivates others and experienced in all phases of
broadcasting. Seeking Sales/Station Manager position
within West Coast medium market. Box B-207.

SITUATIONS WANTED
ANNOUNCERS

Male D.J., 21, creative, hardworker. 3rd phone. R.B. of
Disco format. Resume and tape available. Small
market radio. Relocate immediately. Call or write
Gethmus Lavender, after 5:00 pm 213—599-31086.
1496 Walnut, No. 9, Long Beach, CA 90813

Talented female D.J.—College graduate commer-
cial experience in FM-AOR. Versatile-willing to work
any format. Will relocate. Phone 216—533-7471.

D.J. 3 years experience. 22. 3rd endorsed. Crea-
tive and hardworking. Will relocale, bags packed for
medium to medium-small market. Ron Dischner, 51
Moreland St., Buffalo, NY 14206. 716 —893-0532.

Experienced "Audlo Philosopher”, who's 1eliable.
not afraid of long hours, and willing to relocate. For air
check and resume call 312—388-3040 or write Jim
Mulvaney, 12832 May, Chicago. IL 60643.

Norfolk State's Finest is ready right NOW! Pro-
grammable for any format. 3rd endorso. Sports report-
ing. Tight segues. T&R's: "SuperTom”, 2909—Liberia
Drive, Norfolk, VA 23504, 804—622-8030.

Actor, reads well, lakes direction well, arliculate, no
regional dialect, seeks PT/FT work announcer, produc-
tion small to medium market New England Area—
Arty, Box 538, Holliston, MA 01746. 617—429-1310.

Morning man, presently employed al KYA-FMiSan
Francisco, now available due lo staff reducticn for
automation. Seeking major market air position, have
current employer's reference. Call Mike Taylor 415—
B49-3762.

Small market PD/sports director wants to move up.
Perscnable, excellent play-by-play. sports talk. Give
me a chance to pul my multi-talents to work for you.
I'm good and | wanl to put down some roots. Will relo-
cate. Box B-203.

Announcer with program and produc tion director
experience strong production skills and board work,
available immediately, relocate anywhere, tape
resume on request. Michael Freenor, 224 Morningstar
Road, Staten Island, NY 10303 call 212—720-1421.

SITUATIONS WANTED TECHNICAL

Inexpensive adult programming with inexpensive
automation. My thirly years as an engineer, program-
mer makes it possible. Box B-199.

Need quality engineering talent? See display ad
for Director of Engineering-Chief Engineer this issue.

SITUATIONS WANTED NEWS

Former pro athlete currently sports director in mid-
west medium market seeks sports position. with P-B-
P. Preterably East. Call Jim 617 —696-1442.

Need Professional Help? Check me out!
Newsroom veteran. Excels in gathering, writing, inter-
viewing. airing, anchoring. Employer will provide ex-
cellent references. Box B-84.

Six years' sxperience NY metro area. News direc-
tor, anchor, field reporter. Co-producer award-winning
newsmagazine. Seek new challenge in reporting/
anchoring/public affairs. Box B-93.

Newswoman, four years medium market experience
seeks reporter/anchor position in Massachusetts/New
Hampshire. Strong delivery, writing, production skills.
Responsible, committed, cooperative. 617 —
465-2183.

Dependable news reporter tired of being one-man
depariment: seeks mave to larger market. 3 yrs. Ohio
small market experience. Midwest markets preferred.
Box B-101.

Award-winning sportscalter—employed—Fseeks
sports talk/TV/PBP. All offers considered. Degree
(Journ)). Top references. credentials. Box B-148.

Major Market News Director—OQOperations Man-
ager. Highly experienced, take charge professional.
Prefer Southern metro. Will consider others. Box B-78S.

PBP-Sportscaster. Currently own production com-
pany ariginating college basketball midwest. 28, M.S.
communications, 7 years experience. Seek medium-
major market PBP and/or right sportscasting situation.
Tom 316—231-9200.

Happy here, bul want to do News/PA Exclusively!
Five Years, including Medium, Top 30 markets. Any
midwestern market. Wyatt Cox, Box 11544, Wichita
KS 67211. 316—267-8490.

SITUATIONS WANTED PROGRAMING,
PRODUCTION, OTHERS

Sunbelt only: 14 yr. experience all areas. First, family
man. Minimum is $16,000. Desire position with oppor-
tunities. Contemporary or country, small medium
market only. Relocation expenses pant of package.
Reply to Box B-92.

Stop! Why look further? I'm a creative pro with 6-1/2
years experience. Super production, excellent copy,
tight board and more. Seeking production and/or air
shift at medium market A/C or top 40 station or ad
agency. Words can only say so much. For air check
with production and copy samptes, call 614—
383-1905. E.QO.E. (Equal Opporlunity Employee).

Operations Manager in top 50 market. Brought pre-
senl station from 2.2 to 9.9 in last ARB breakout.
Knowledge of FCC rules and regs. sales experience,
excellent references, proven track record, BA and
working toward MBA. Experience in all formats. Run a
tight ship, ready to build your station. Let's talk. 216 —
493-4755.

Country Music Professional! Letl’s talk Business!
I've done it all for 15 years. Exceptional references.
Box 8-201.

Grass-Roots TV in Aspen, Colorado, seeks Station
Manager. Qualifications: maturity, business and ad-
ministrative skills, experience in personnel manage-
ment and community relations, sensitivity, and com-
mitment. Send inquiry and resume to Grass-Roots,
Box 2006, Aspen, CO 81611. We'll send you info on
the station, job and salary.

HELP WANTED SALES

Are you looking for a well rounded program man-
ager? | know license renewal, ascertainment, promo-
tion, production, EO.E., sales, market assessment,
quarterly and annual budgeting. I'm locking for a
growing company. Box B-193.

TELEVISION

HELP WANTED MANAGEMENT

Joint Positlon: Director of KESD FM-TV/Associate
Executive Director of South Dakota Otfice of Public
Broadcasting, Brookings, SD. Direct all operations of
KESD FMITV and assist Executive Director of SD Of-
fice of Public Broadcasting. Qualifications: Advanced
degree in Journalism, Mass Communications, of a re-
lated field plus extensive experience in communica-
tions or an equivalent combination of education and
experience is required. Requires significant knowl-
edge of radio-TV programming, development, and
communications law. Public broadcasting administra-
tive/management experience desirable and will be
given preference. Ph.D. and university teaching ex-
perience in communications desirable. ‘Deadline:
March 15, 1980 or until suitable applicant selected.
Salary: $28.000, negotiable according to experience.
Send resume and three references to Chairperson,
Search Committee, KESD FMITV, Pugsley Center,
South Dakota State Univessity, Brooxings, SD 57007.
SDSU is an Equal Opportunity/Affimative Action
Employer FiM.

General Manager for station in major southwest net-
work group operation. Send basic information, will dis-
cuss by telephone. Heavy emphasis on assuming total
responsibilities. E.O.E. Box B-52

VHF Independent, hot property, wants Program
Manager on the way up. Solid knowledge of ratings,
features, and syndicated property required. Strong
promotion instincts helpful. Equal opportunity
employer. Send resume to Box B-128.

National Sales Manager—sunbelt market station
needs aggressive sales manager to work with rep. for
strong national growth. Contact Rennie Corley, WXIi-
TV, Multimedia Broadcasting Co. Phone 919—
721-9944,P0 Box 11847, Winston-Salem, NC 27 106.
E.QE. MIF.

HELP WANTED TECHNICAL

Tired of snow? PTL has openings in these areas;
Video Tape, Audio. and Satellite Engineering.
Minimum qualifications are 1st class license, 2 years
broadcast experience, plus modest maintenance ex-
perience. Must be able to work second or third shifts.
Salaries are competitive. Send resume to Director of
Engineering, PTL Television Network, 7224 Park Road,
Charlotte, NC 28279. Equal Opportunity Employer.

Wanted immediately chief engineer for beautiful full
color facility in Reno. Heavy experience in T.V. mainte-
nance, management, and supervision required. Salary
in mid-20's. Contact Direclor Engineering, Donrey
Media Group, PO Box 550, Las Vegas, NV 89101 or
phone 702 —385-4241 extension 395.

Assistant Chief Englneer with proven ability for es-
tablished South Texas VHF. ECE. Box B-98.

Master control and video tape technicians. First
class license and experience required. First class
operation with high technical standards. Call or write
T. Arthur Bone, WPRI TV, East Providence. Rl 02914
401—438-7205. An EQCE.

Come west to high Sierras overlooking Lake Tahoe.
Rugged individual with 5 years experience needed as
TV transmitter supervisor. Contact Director Engineer-
ing, Donrey Media Group, PO Box 550, Las Vegas, NV
89101 or phone 702—385-4241 extension 395, An
equal opportunity employer.

Maintenance Englneer experienced in siudio
equipment including TCR-100, cameras, Eng. Tape
equipment. Transmitter and microwave experience
helpful. Contact: Ken Renfrow, Chiet Engineer, KOAA-
TV, 2200 Sevenih Ave, Pueblc, CO 81003,

Check This! Opportunity in sunny Scuth Texas for
qualified Chief Engineer. EQE. Box B-117.

Our production load is expanding and we need
HELP! PTL has openings for the fcllowing production
positions: Studio Lighting Director, EFP Lighting
Director, Lighting Technicians, Cameramen, Scenic
Staging, Prop Constructien. A minimum of two years
broadcast experience required. Salaries are competi-
tive. Send resume to Production Unit Manager, PTL
Television Network, 7224 Park Road, Charlotie, NC
28279. PTL is an Equal Opportunity Employer.

A sunny South Florida television station is looking
for a studio maintenance engineer with a minimum of
3 years experience and FCC first phone. Send resume
to Ed Roos, WPTV, PO Box 510. Palm Beach, FL
33480. EQE.

Maintenance Engineer— 3 lo 5 years experience for
a modern, well-equipped northeast large market inde-
pendent. Good salary and benelits. An Equal Oppor-
tunity Employer. Send resume and salary require-
ments to Box B-172.

Engineer Supervisor, for midwest AM-FM-TV. The
successful applicant will be knowledgeable and ex-
perienced in state-of-the-art audio systems, AM direc-
tional, UH.F, and have construction and installation
experience. First class ticket required. EQ.E. M/F. Box
B-15.

TV Transmitter Technician—Immediate opening
tor TV Transmitter Technician at Channel 7 operation.
Technical education, FCC 1st Class license, and ex-
perience necessary. Please send resume 1o Personnel
Depariment, WNAC-TV Boston, a CBS Affiliate, RKO
General Building, Government Center, Boston, MA
02114. An Equal Opportunity Employer MFiHVets.
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HELP WANTED TECHNICAL
CONTINUVED

Video Tape Operator/Engineer for Rocky Moun-
tain area. Famifiar with Sony 1100, ACR-25, Ampex
1200. full-time network delay. FCC first. Apply Charles
Uplon, Pikes Peak Broadcasting, Box 1457, Colorado
Springs, CO 80901. 303—632-1515. ECE.

Broadcast Engineer familiar with operation, design
and maintenance of modern telecommunications
equipment and methods including digital lechniques
to work at studio and remote locations. Min. req. 1st
class F.C.C.license and: 3 yrs. TV exp. of 2 yrs. related
courses or SBE certificate. 4 yrs. EE degree accepla-
ble in lieu of license. Contact Personnel WTVS, 7441
Second Bivd., Detroit, Ml 48202. EOE/MIF.

Florida network affiliate has an opening for a chief
engineer that will provide a great amount of seli-
satisfaction. This is a real opportunity to advance your
professional career and do so in a greatplace lo live.
Salary open. E.C.E. Reply to Box B-208.

HELP WANTED NEWS

Meteorologist wanted for Florida television station;
excellent opportunity in a major weather market; re-
quire at feast two years on-air experience; an Equal
Opportunity Employer: send resume lo Box B-19.

Reporter Photographer for Northern lllinois news
leader. Rockford-Freeport station seeks self-starier
with ENG experience. Tape and resume lo News
Director, WIFR-TV, Box 239, Rockford. IL 61105, EOE.

Anchor —for lop-rated operation in 3-station Joplin
market. If you have good news background, pleasant
appearance, good voice and real ability to communi-
cate. we wanl lo see your lape. Salary negotiable.
Solid future in excellent area for a real pro who can do
more than just read the news. Tape and/or interview
required. E.O.E. Rush tape and resume to Den Blythe,
KOAM-TV, Pittsburg, KS 66762.

Reporter with experience and ability to handle 1
PM to 10 PM shift. Resume tc Personnel Director,
Broadcasting, Box 100, Nashville, TN 372 11. An Equal
Opportunity Employer.

Wanted: Sports Anchor/Reporter. Must do own
shooting/editing. Upper Midwest market.
$8500-59000. ECE. Box B-188.

We're looking for news anchor who can produce
and deliver a winning newscast. CBS affiliate in Il-
linois' second largest cily, competitive market. Tape.
resume and salary history to News Director, WIFR-TYV,
Box 239, Rockford, IL 61105, EOE.

Sports Director: Need aggressive Spofls anchor.
Top 100 Market. Emphasis on local coverage, features
and commentary. Anchor experience a must. Send
resume Box B-138.

Night Assignment Editor for top ten market station.
Good news judgement and the competitive urge im-
perative. Experienced writer, familiar with ENG opera-
tion. Box B-162.

Faculty poslition In broadcast journalism. Supervise
reporting, writing, producing, broadcasting news pro-
grams in newsroom environment. Conduct classroem
sessions. Advise students, MA required. Extensive ex-
perience in radio news or radio and television news
with solid record of accomplishment and excellent
recommendations also required. Teaching ex-
perience, interest in academic research, doclorate
desirable. Position open August 1, 1980. EOE. Send
resume and references to Chairman Broadcast
Department, School of Journalism, University of
Missouri, Columbia, MO 65211. Deadline: April 1,
1880.

News Producer (Jackson/Lansing. Michigan). Ex-
perienced broadcast journalist with al leas! two years
of reporting or producing background. A strong writer,
who is well organized, creative and can edit, 1o put
together our evening newscasts. Send resume, writing
samples and tape to WILX-TV, PO Box 30380, Lans-
ing. Ml 48909, Attn: Personnel. Equal Opportunity
Employer.

Photographer for a station that values good photo-
graphy and good pholographers. You'll work with live
shots, tape and film in a creative almosphere; in a
medium-sized midwestern market. Box B-179.

News Reporter, possible anchor work. ENG and
editing experience hetpful. Will consider school gra-
duate for small building News Dept. Tape and resume
to Marty Orgel, WBMG-TV, Box 6146, Birmingham, AL
35209.

Executlve Producer to produce late newscast and
oversee evening news operations. Musl have at least
three years producing and news management ex-
perience. A job with lots of ropom to grow for bright and
creative person. Contact David Henderson, News
Director, KMGH-TV, 123 Speer Bivd. Denver, CO
80203

Prime time magazine in the top ten markets is look-
ing for two top people. One field producer who can tell
greal stories, and one ENG photographerfeditor with
an eye for beautiful pictures. If you have experience
with features that stand out, and care about guality,
we'd like to hear from you. E.O.E. Box B-28.

Eastern NBC Affiliate seeking to upgrade promo-
tional efforts is looking for the idea person who can
spark a coordinated media campaign. Promotion
director should be able to write and produce for TV,
radic and print media with professionalism. EEQ
employer at Box B-186.

TV News Reporter/Anchor: Inmediate cpening for
person with at least three years experience as a work-
ing reporter/anchor. Heavy emphasis on live news
coverage. We need a person who knows how to com-
municate with interest and energy. Contact David
Henderson, News Direclor, KMGH-TV, 123 Speer
Bivd., Denver, CO 80203.

Sports Director needed for medium-marsket station
with news operation that is growing in numbers and
rating$. Looking lor someone with a solid background
in sports who can communicate that knowledge in an
interesting and entertaining manner. Equal Oppor-
tunity Employer. Send resume to Box B-206.

Assistant News Director io manage and guide the
day 1o day newsroom cperation. Must have at least
five years experience in TV news management and
newscast production. Contact David Henderson.
News Director. KMGH-TV, 123 Speer Blvd., Denver,
CO 80203.

News promotion is where it's al. Need an assistant
promotion manager with experience in news promo-
tion. Must be a good idea person and be able to write
and direct effective news promos. Salary open. E.OE.
Reply lo Box B-202.

Television Program Director: Position currently
available. Responsible for supervision and operation
of campus color television services. Includes planning
and production of programs, supervision of production
waorkers, impiementation of goals related to develop-
ment of lelevision operations. Limited lelevision prac-
ticum teaching will be required. MA in Communica-
tions with emphasis in educational television. Some
practical experience required. Salary compelitive.
Send resume and credentials by April 1, 1980 to:
Dwight Cleveland, Director of Broadcast Services, Of-
fice of Communications, Troy State University, Troy, AL
36081. Troy State University is an Atfirmative Action/
Equal Opportunity Employer.

TV News Producer—Response for wriling, timing
and coordination of newscasts, including quatity con-
trol and accuracy. Must have B.A. in journalism or
telecommunication arts: executive training in journal-
ism, and current TV news production techniques with
understanding of film and ENG editing. Salary
514,000 depending upon training and experience.
Send complete resume to News Director, WOI TV,
WOI Building. Ames, |A 50011, by March 5, 1980.
E.O.E./AAE.

TV News Director: Mississippi's top television news
operation is seeking a news director. Individual must
have strong knowledge of news, both gathering and
production. And ability to guide, direct and molivate
young talented news department which is Strong on
talent and potential, but shorl on experience. Must be
strong administrator as well as top nolch news person.
Send resume and salary requirements to General
Manager, PO Box 1214, Jackson, MI 39205.

TV Broadcast Meteorologlst, Must be able to
gather perlinent weather data from highly-sophisti-
cated in-house equipmeni; generate regional
forecasts; prepare appropriate visual material and
deliver weathercasts in a manner that is under-
standable and of interest to the viewing public. Must
have BA in metecrclogy or equivalent experience and
education, 3-5 years. current TV weathercaster ex-
perience & AMS accreditation. Salary $20,000. de-
pending upon experiencé and education. Send com-
plete resume & current tape 1o: News Director WOI-
TV. Ames |A 50011 by April 1, 1980. E.OE/A AE.

Reporter-Anchor with experience for expanding
staff. Must demonstrate oulstanding capability to pro-
duce stories. Send tape and resume 1o W. Vincent
Burke, V.P. News, WHAS, Inc., Box 1084, Louisville, KY
40201.

Producer must have experience with ENG. Must
have track record of excellence. Send lape and
resume to W. Vincent Burke, V.P. News, WHAS, Inc..
Box 1084, Louisville, KY 40201,

General Assignment Reporter for local TV station.
Strong reporting and production background & two
years experience as TV news reporter preferred. Send
resume and/or tape: Personnel Office, 3 Constitution
Plaza, Hartford. CT 06115. We are an equal oppor-
tunity employer!

HELP WANTED PROGRAMING,
PRODUCTION & OTHERS

SITUATIONS WANTED MANAGEMENT

General Manager wilh outstanding credentials!
Television 24+ years; Radio—13 years; Broadcasi-
ing--35+ years, including MANAGEMENT 19+ years.
Now 49. Thoroughly experienced all aspects: co-
ownership, administration, sales, programming, film-
buying, news, promotion, community-involvement, etc.
In markets small, medium and large. cvercame over-
whelming obstacles, achieved revitalization/rapid-
turnarounds; produced spectacular sales and profits,
plus prestige. Very competitive! Quality-leader in in-
duslry. Accustomed to full responsibility. Produces
outstanding ratings. sales, profits and prestige at ac-
celerated pace which aslounds compelitors and
delights stockholders! Weekend-interviews. Box
B-197.

General Sales Manager—Wishes lo relocate fo the
southeast. Proven success in agency, station, rep., and
management. Active. concerned, personable. Let's
talk it over. Box B-200.

Currently employed G.M. with excellent record and
references seeking new opportunity. Box B-191.

SITUATIONS WANTED TECHNICAL

TV-FM-AM Fleld Engineering Service installa-
tion-maintenance-system design-survey and critique-
interim maintenance or chief engineer. Available by
the day, week or duration of project. Phone Bruce
Singleton 813 —868-2989.

Director of Enginesring who has corporate level
and hands on experience in construction, mainte-
nance of TV/AM/FM group owned sialions. seeks posi-
tion with a company who has plans to expand, oper-
ate, update, modernize an efficient operation. Preler
sun belt headquarter location. Box B-166.

Operations/Malntenance Englneer with Tv
broadcast experience seeks permanent full time posi-
tion. Solid technical school background. 15t phone
with radar. Can relocate. Box B-180.

Field Engineering, system design. installation,
modification, by day, week, or project. Religious media
discount. Jim Cason, POB1254, New Bern, NC 28560.
919—638-5956.

Need quality engineering talent? See display ad
for Director of Engineering-Chie! Engineer this issue.

Producer, knowledgeable, experienced and familiar
with all producing techniques; capable of extensive
travel, doing feature pieces for syndicaled Magazine
Show. Send resume to Michaei D. McKinnon, McKin-
non Productions, KIII-TV, PO Box 6669, Corpus Christi,
TX 78411. EOE.

SITUATIONS WANTED NEWS

Need professionsl help? Check me cul! Radio
newsroom veteran. Excels in gathering, writing, inter-
viewing, airing, anchoring: Ready for TV break.
Employer will provide excellent references. Box B-84.
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SITUATIONS WANTED NEWS
CONTINUED

Young woman seeks eniry level reporting. Two
years college FM news. BBA. Good appearance and
writing skills. Wilt relocate. Tape, Laura Bruce, day
516-—294-4182, eve 516 —775-1559.

If you're reading this lcoking for someone strongly
committed to news with good editing, reporting, pro-
ductlion skills, then I'm locking for you loo. Major
market experience. BA Broadcasting. Desire small/
medium markel. Box B-130.

Aggressive black reporter with major market ex-
perience seeks position in competitive market. Market
size no problem as long as position has opportunily
for advancement. Call 704 —375-5318.

Meteorologist —Experienced 2% years radio.
Forecasler, manager privale service. TV consultant
locking for station. Knowledge of animation. National
Weather Association committees radio/TV, ethics,
public forecasts. Chris Orr, 23364 Larkshire, Far-
mington, Ml 48024. 313—476-4621.

Washington, D.C, Correspondent: Experienced
reporter looking o cover the nation's capitol for local
markels. Radio/TV. Film and tape. Box B-174.

Major market pro reporier/anchor wants evening
anchor. Knowledgeable. 35. degree. family. Box
B-194.

| know the importance of numbers. Award-winning
TVIAM News Director seeks Reporter/Anchor/News
Management position. Proven track record. 703—
527-6183.

Is your weather dull and boring? The nation's num-
ber one weather family can add personality, credibility
and a rating-getling gimmick. We do telethons, com-
mercials, promotion and talk shows. Box B-190.

SITUATIONS WANTED PROGRAMING,
PRODUCTION, OTHERS

HELP WANTED INSTRUCTION

Televislon Faculty: Instructor/Assistant Professor,
tenure track, contingent on funding, to start Septem-
ber 1980. Protessional background in praduction,
writing and/or broadcast news for growing depart-
ment with award-winning. cn-going production/station
management workshop. Good mix of academic and
professional experience required, appropriale ter-
minal degree. Salary competitive. EOE/Affirmative Ac-
tion Employer. Send resume and references to: Ron
Rabin, Chairman, Department of Journalism, Broad-
casting and Speech, Buffalo State College, 1390 Elm-
wood Avenue, Buffalo, NY 14222 by March 15, 1980.

Loyola has 3 tenture track Augusl '80 openings.
Assistant or Associate Professor level. Successiul
candidates will be considered for chairperson {Ph.D.
required) for Communications Dept. with 11 full-time
faculty, 380 majors. Advertising/Public Relations se-
quence is new and needs several course offerings in-
cluding commercial, copywriling. Journalism con-
centration seeks facully memberfamiliar with VDTs to
teach basic reporting and writing, media law, advise
student weekly. Broadcast opening requires versatile
teacher for TViradio and film producticn courses and
lo advise campus radio station. Terminal degree
preferred. Professicnal experience required. Salaries
negotiable. Write: Search Committee. Communica-
tions Dept, Loycia University, 6363 St. Charles
Avenue, New Orleans, LA 70118. Loyola is an equal
opportunity/affirmative action employer.

Mass Communication. Instructor (tenure track)
position available September, 1980. Duties may in-
clude teaching broadcast announcing, broadcast writ-
ing, radic production, TV production. Professional an-
nouncing and production experience required.
Masters degree required/Ph.D. preferred. F.C.C. First
Class License preferred. Salary 1o $15.96 4. Minorities
and women encouraged tc apply. Application
deadline: April 7, 1980. Send complete credentials to:
Dr. Irene Shipman, Department of Speech and Mass
Communication, Towson State University, Towson, MD
21204. An equal opporiunity employer.

Experienced auditor in broadcasting, desires divi-
sional controllership or senior audit position. Degreed,
early thirties, single. Will travel. Resumes furnished.
Box B-82.

Black-Producer-Director-Switcher, Top 40
markel, B years experience in news, public affairs and
enlertainment seeks new challenges. Forte is local
production with network look. Large northeastern or
southern city preferred. Box B-48.

SITUATIONS WANTED MANAGEMENT

Mature Genersl Manager of large CATV System
middle atlantic states. 25,000 Basic subscribers,
9,000 Pay subscribers. Interested in relocating to
growth opportunity in Florida or south East, will con-
sider other areas. Successful background in achieving
maximum profits. Excellent business, personal and fi-
nancial references. Box B-103.

For Fast Action Use
BROADCASTING’s
Classified Advertising

ALLIED FIELDS

HELP WANTED SALES

Broadcast Systema, Inc. islooking for professional
sales engineers to represent many of the nations top
equipment manufacturers. Requirements are heavy
TV Station Engineering and TV Equipment sales ex-
perience. Qur compensation plan includes an attrac-
tive base salary and a rewarding commission
schedule. Expenses are paid. Send resume to BSI,
8222 Jamestown, A-103, Austin, TX 78758 or call
512—836-6014 or 800—531-5232.

HELP WANTED ANNOUNCERS

Live disco dee-Jay lo run teen disco at large Mary-
land ocean front amusement park from mid-May
through Labor Day. Will be on-duty at least five {5)
evenings per week. Reply in writing only with resume
and availability toc: J. Fineran, Heineken, Fineran &
Assoc., PO Box 1318, Salisbury, MD 21801.

University of Nevada-Reno seeks faculty member
to develop TViradio news sequence beginning in fall
of 1980. Should have at least masiler's degree and 5
years of full-time professional news experience, with
emphasis in broadcasting. Salary and rank depend on
qualifications. Deadline for applications: Feb. 1, 1980.
Write to Prof. LW, Gilleland. Chairman, Departiment of
Journalism, University of Nevada-Reno 89557. An
Affirmative Action/Equal Opportunity Employer.

WANTED TO BUY EQUIPMENT

1 KW AM Gates BC-1T and BC-1J. On the air. Many
spares. Current proofs. M. Cooper 215—379-6585,

Ampex TAS5B UHF Transmitter—55 kw, Good
condition, $150,000.

GE TT57 30KW UHF transmitter —Spare Kiystrons
available Fall $45,000.

GE PE-400 Color Cameras—Pedastals, Racks,
like new, ea $14,000.

GE PE-350 Color Cameras—All accessories, good
condition, ea $7,000.

GE PE-240 Film Camera—Automatic Gain &
Blanking, $8.000.

IVC 500 Color Camera—Lens, cables, encoder,
$8,000.

RCA TK-27A Fllm Camera—Good Condition, TP
15 Available, $12,000.

Eastman CT-500 Projector—Optical and mag
sound, $9,000.

Eastman 285 Projectors —Reverse, good condi-
tion, ea $6.000.

RCA TVM-1 Microwave—7GHZ, Audio Channel,
$1.000.

RCA Hi-Band refurb. heads—RCA Warnanty, ea.
§3,500.

Ampex 1200A VTR’s—ioaded with Options, ea
$24,000.

Noreico PC-70 Color Camera—16X1 200M lens,
2 available, ea. $18.000.

Norelco PCP-70 Color Camera—Portable or
Studio Use $10,000.

Norelco PC-80 Color Camera—Updated to
PC-70, new tubes, $11,000.

New Videotek Monltors—Super quality, low price.
New Lenco Terminal Equipment— Fast Shipment,
30 Brands of New Equipment—Special Prices. We
will buy your used TV equipment. To buy or sell, call
Toll Free 800—241-7878, Bill Kilchen or Charles
McHan, Quality Media Corporation. In GA call 404—
324-1271.

Audio Carousels: 5 Sonoc-mag model 250-RS and
252-RS. 24 position. Now on the air and playing. Also,
2 Houslon-Fearless camera pan heads. Priced right
for fast sale. Contact: Director Engineering, Donrey
Media Group, PO Box 550, Las Vegas. NV 89101 or
phone 702—385-4241.

FM Transmitters (Used) 20 KW, 15 KW, 10 KW, 7.5
KW, 5 KW, 1 KW, 250 w. Communication Systems,
Inc., Drawer C. Cape Girardeau, MO 63701, 314—
334-6097.

1 KW AMRCA BTA-1R. 1962, on-air, excellent con-
dition, 8§ rectifiers. M. Cooper 215—379-6585.

Wanting 250, 500, 1,000 and 5.000 watt AM FM
transmitters. Guarantee Radic Supply Corp., 1314
lturbide Street, Laredo, TX 78040. Manuel Flores
512-723-3331.

Instant Cash For TV Equipment: Urgently need
transmitters, antennas, lowers, cameras, VTRs, color
studio equipment. Call toll free 800—241-7878. Bill
Kitchen, Quality Media Corporation {In Georgia call
404—324-1271)

1.G.M. 500 Automation Channels wanted. Would
consider buying whole brain. Alan Moore, 618—
532-1885.

Used Grasa Valley 1600-3D or larger. Cash. Video
East, nc. 215—330-8766.

FOR SALE EQUIPMENT

AM and FM Transmitters —used, excellent condi-
tion. Guaranteed. Financing available. Transcom,
215—379-6585,

5" Air Heliaz Andrews HJ9-50. Can be cut and termi-
nated lo requirement. Below Migrs Price. Some 3"
also available. BASIC WIRE & CABLE 860 W.
Evergreen, Chicago, IL 312—266-2600.

AM Transmitters {Used) 50 KW, 10 KW, 5 KW, 1
KW, 500 W, 250 wW. Communication SyStems, inc.,
Drawer C, Cape Girardeau, MO 63701, 314—
334-6097.

3 KW FM Visual with Collins 3102-1 exciter, ex-
cellent condition, on air. M. Cocper 215—379-6585.

5 KW AM Gates BCS-H. on air, spare finals, spare
driver deck. M. Cooper 215-—-379-6585.

Ampex AVR-2 Videotape recorders: Three fully
loaded. nearly new VTRs (tlwo with editors), equipped
with dropout comp. Autochroma/velocity comp., auto
tracking, and full color monitoring, interfaced to
CMX-300 system, plus three spare heads. Contact
Rod Hall at 213—577-5400.

1,000KW Power Plant {One Million Watts): Perfect
for standby generator for entire TV station {or small
town). Diesel fueled. Like-new condition. $150.000.
Bill Kitchen, Quality Media Corporation. 800—
241-7878.

RCA Quad Videotape machines: Two TR-70's, tiwo
TR-60's, one TR-61, one TR-22, two TR-5s, one TR-4.
In stock, all high-band with heads, some have DOC,
Cavec and editors. Call Ivey Communications Corp.
305—423-8299.

Test equipment for sale: In stock. new and used
waveform monitors, vectorscopes. color monitors.
Choose from Hewlette Packard, Tektronix and Conrac.
Call for quole on immediate delivery. Ivey Com-
munications Corporation 305—423-8289.

ton-Fearless ""Colormaster” film pfocessor,

40’ Mobile Vans: Exceflent condition — 10.000
miles. 10 tons air conditioning, 15KW heating. Pro-
duction oriented. Complete with CDL- 1260 Switcher
and Philips-PC-70 cameras. Ready to roll, reasonably
priced. Northwest Teleproductions 612—835-4455.

Model CM16MEA4. In good condition. Has tendency
{cluten) drive system. Will use processes ME-4,
VNF-1, and RVNP lrom 30-50 feet per minute. Will
consider any reasonable offer. Contact News Director,
WTOL-TV, PO Box 715, Toledo, OH 43685,
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FOR SALE EQUIPMENT
CONTINUED

Microwave Associates MA2A transmitter, |
receiver, antennae, dishes. 2 walts, 2 Gig. range, one
audio channel. Solid state. New Life Communication
612—-235-6404.

Automation Package: IGM 500. in instacart, 1 .
carousel, 1 Scully transporl, 1 lime announce. $6500
Firm. P.O. Box 1345, Monroe, LA 71201. 318—
387-3922.

Audio Pack AA Cartridges. Varicus lengths, 40
sec.—5.5 minutes. As is; $1.50 in lots of 100, $1.75 in
lots of 10. Alan Moore, 618 —532-1885.

Harris FM-20-H3 transmitter—currently on air—
six years old, excellent condilion, new final and IPA
tubes last month, many spare parts. Replacing with
higher power lransmitler and lower gain antenna.
Send inquiries to Box B-164. -

Ampex AVR-2 Videotape recorders: Thiee fully
loaded. nearly new VTRs {two with edilors), equipped
with dropout comp.. Autochromaivelocity comp,, auto
tracking and full color monitoring, interfaced to
CMX-300 system, plus three spare heads. Contact
Rod Hall at 213—-577-5400.

Telemet NTSC Chroma Keyer Decoder, mode!
4706-A1. Our cost: 82150, selling for: $1500 or best
offer. Contact: National Video Industries, Inc. 75 W.
17 St, New York, NY 10011, 212—691-1300.

Ampex HS-100B Slomo. Excellent condition, used
in studio envirgnment. Includes spare disc. Box B-192.

Used AM Transmitter 250-1000 watt, RCA BTA-1M,
low frequency, clean—good condition. $1.400 firm.
404 —267-6558.

2 hi-band RCA TR-22C's with D.O.C.'s. 1 wilh editcr.
Excellent condition. Video East. Inc., 215—337-8766.

COMEDY

Freo sample of radio’s most popular humor service!
O'LINERS, 1448-C West San Bruno, Fresno, CA
93711.

Guaranteed Funnier! Hundreds renewed! Freebie!
Contemporary Comedy, 5804-B Twineing, Dallas, TX
75227.

Phantastic Phunnles—400 introductory topical
one-liners ... $2.00!! 1343-B Stratiord Drive, Kent, Oh
44240,

“Comlc Relief.” Just for laughs. Bi-weekly. Free
sample. Whilde Creative Services. 20016 Elkhart,
Detroit, M1 48225,

MISCELLANEOUS

Artist Blo Informatlon, daily calendar, mose! Tolal
personality bi-weekly sefvice. Write (on letterhead) for
sample: Galaxy, Box 20093-B. Long Beach. CA
90801. 213—438-0508.

Prizes| Prizes! Prizes| National brands for promo-
tions, contests, programming. No barter or trade ...
better! For fantastic deal, write of phone: Television &
Radio Features. inc.. 166 E. Superior St, Chicago. IL
60611, call collect 312—944-3700.

Custom, client jingles in one week. PMW. Inc. Box
947, Bryn Mawr. PA 19010, 215—525-9873.

Underwater films avallable for syndication. 305— -

945-1352.

EMPLOYMENT SERVICES

Hundreds now agree! Jobsheet! has the most com-
plete listing of radio jobs! Current sample: $1.00!
Three month subscriptions: $12.00! Limited time
special offer—1 year: $28. Media Consultants, 2504
Regent Court, Lafayette, IN 47905.

RADIO PROGRAMING

Bill's Car Care. Remarkable, concise. Daily, Easy to
sell. Audition, Box 881, Cincinnati, OH 45201.

Radio and TV Bingo. Serving over 1,000 stations,
oldest promoticn in the industry. Werld Wide Bingo—
P.O. Box 2311, Littleten, CO 80160, 303— 795-3288.

Free booklets on job assistance. 1st Class F.C.C.
license and D.J.-Newscaster lraining. ATS. 152 W.
42nd St. N.Y.C. Phone 212—221-3700. Vets benefits.

Lecturer-Author (Who's Who). China, USSR, Persian
Gult; offers telephone interviews, takes listeners
phone calls. Free for book plugs for P1) 201—
623-2864, 201 —686-2382. Intemational Intertrade,
Box 636, Newark, NJ 07101.

INSTRUCTION

FCC "Tests-Answers” for First Class License
Plus —"Self-Study Ability Test”. Proven! $9.95.
Moneyback guarantee. Command Productions. Box
26348-B, San Francisco, 94126.

San Francisco, FCC License, 6 weeks 3/10/80.
Results guaranteed, Veterans Training Approved.
School of Communication Electronics, 612 Howard
St., SF 94105 415—392-0194.

KiIS Broadcasting Workshop in Hollywood. An-
nouncing, Dis¢ Jockely. News. Plus 1op rated account
executive program—all taught by top LA. radic-TV
teaching broadcasters. Evenings orday sessions. Kiis
Broadcasting Workshop, 1220 N. Highland, Holly-
wood 90038. 213—462-5600. "Where tomorrow's
broadcasters are today.”

RE| teaches electronics for the FCC first class

license. Over 90% of our students pass their exams.

Classes begin March 25 and May 6. Student rooms al

the school. 61 N. Pineapple Ave., Sarasota, FL 33577,

813—955-6922, 2402 Tidewater Trail, Fre-
dericksburg, VA 22401. 703—373-1441.

Cassette recorded First phone preparation at
home plus one week personal instruction in Boston,
Atlanta, Seattle, Detroit, Philadelphia. Our twentieth
year teaching FCC license courses. Bob Johnson,
Radio License Training, 1201 Ninth, Manhattan Beach,

" CA 90266 213—379-4461.

RADIO

Help Wanted Programing,
Production, Others

leadership capabilities.

this ad.

NEWS/TALK
OPERATIONS DIRECTOR

Major group owned 50 KW giant is seeking an ex-
perienced newsradio or News/Talk programming pro-
fessional to build and direct operations.

The person we seek must have thorough format
knowledge and management experience. Also must
possess administrative skills and demonstrate strong

Persons in similar positions in our company know of

Reply in confidence to Box B-129.

EQUAL OPPORTUNITY EMPLOYER. MALE/FEMALE

Help Wanted Management

Radio Station Business
Manager
Major Northeast Market

An excellent career opparlunily for a talenled, ex-
perienced individual who is familial with ali phases of
station operalion and has a sirong financial back-
ground. The person hired will play a major fole in
rebuilding existing accounling and administrative
systems; you should be able to Cleate, implement and
manage such Systems.

I you're ready for a challenge in a big market with ex-
panded job responsibility and an increased oppos-
tunily 1o participate in the decision making process. ..
and most of all ... if you're really good at what you do
...teply 16 P.0. Box 5180 Grand Central Station, NYC
10017 wilh details of your background.

Equal Opportunity Employer.

"'Help Wanted News

NEWS/TALK PROGRAM
MANAGER:

Calif. 50kw. Strong news back-
ground required. Apply KFBK
Radio, PO. Box 15779, Sacra-
mento, California 95813.

Help Wanted Technical

CHIEF ENGINEER

50,000 watt KOMA Radio in Oklahoma City is
looking for an aggressive chief engineer, Must
be experienced in directional antenna
systems. Send resume to: Woody Woodard,
P.O. Box 1520, Oklahoma City, OK, 73101,
EOE.
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Situations Wanted Announcers

Experienced Entertainer

fooking lor Contemporary Stalion in a good market
Inat seeks more than lime and temperature. Comedy
and surprise is what | concentrate on. First 25 people
to call will receive a free at home study course. Leam
now 10 squeeze Chammin in youw spare lime. Call
Unkle Alvin at 717—564-8250.

Situations Wanted Programing,

Production, Others
Continued

Help Wanted Programing,
Production, Others

TALK SHOW HOST

Seeks new challenge. Currently in Top
10 market. Issues my specialty but ver-
satile. Winner of International Trivia
Championship. Appeared on Tom
Snyder's Tomorrow Show. M.A. and B.S.
Broadcast Journalism. Call David Gold
(617) 424-1907.

TOP MOR PRO LOOKING

CREDENTIALS: VOICE—one of the
best in the business. Humorous,
topical, well organized, works close
to sales and sponsors, civic
minded. Audience: B-80. Fifteen
year pro, dependabte, mature,
single, stable. Now working in Metro
N.Y.C.

If you have the top M.O.R. or Adult
Contemporary station in your
market, let's talk.

Box B-155

Situations Wanted News

SPORTS DIRECTOR

Seasoned professional
now available.

Proven No. 1 Network Experience
Ratings puller Strong air man
Box B-132

PRODUCER

Top 10 East Coast Market needs a pro-
ducer of documentary and special pro-
gramming. Minimum 3 years' proven ex-
perience in studio, film, and tape field
producing required. Proven ability to
conceive, develon, write and coordinate
production also required. Staff super-
visory expesience essential. Send
resume o

Box B-195.
An Equal Opportunity Employer M/F/H/
vets

TELEVISION

Help Wanted Management

AIR PERSONALITY

I'm seeking air work at a major-market or
prestigious medium-market station. I'd prefer
a stable, personality-oriented adult contem-
porary or lop-40 operation. I'm 25, a college
grad, with 7 years of experience in different
formats {some major-market air work), produc-
tion, and public relations ... presently at a
respected medium-market facility. Let's get in
touch—I'll consider each inquiry sefiously. Box
B-171.

Local TV Sales Manager

Our need can be your opportunity!
We're a well-established indepen-
dent UHF station in the top SO
seeking a local sales manager with
strong “independent” experience.

The person with the right qualifica-
tions will step into a bright future
with room for much personal
growth and financial rewards.

EEC

Reply to Box B-67

The Christian Broadcasting Network is looking for

PRODUCERS

te work on its papular daily religious talk show “The
700 Ciub" which is broadcast throughoul the Uniled
States. Canada and asound the wotld. The 700 Club is
hosted by Pat Robernson and is a combination of in-
lerviews. documentary reports. filmed news features
and music. We are looking for an energelic, crealive
individual for this challenging pasition requiring a mix
of spiritual sensitivity and professional experlise. The
program is produced in our new International Com-
munications Center located in Virginia Beach which
houses four of the most modern studios in the nation
thal are equipped with the finest technology available
loday. The position would require a minimum of 10
years TV production experience combined with a
working knowledge of direcling, writing and manage-
ment principles. I you are qualified and feel a call to
serve, send resume lo:

CBN Persoanel
CBN Center
Virginia Beach. VA 23463
CBN is an Equal Opportunity Employer

Baseball Play by Play/Sportstalk

Broadcast jounalst wants 1o pitch your pro baseball
clubfradio-Lv. station for pasilion doing play-by-play
for upcoming season. Can do sporistalk/pre-game
and posl-game shows. Tapes. resume and recom-
mendations on request. Conltacl: Jeff Gale, B450
Delongpre Ave. No, B, LA Ca. 90069 or call collect
{213) 656-7938.

MANAGER
VERMONT EDUCATIONAL TELEVISION
AN AFFILIATE OF THE UNIVERSITY OF VERMONT

Nominations and applications are invited for the position of Man-
ager of the Vermont Educational Television Network. The man-
ager is the chief administrative officer of the system with respon-
sibility for administration and planning activities.

If You're Looking

for a robot lo fill your mornings Lir the next format
change lry anolher ad. If you want an off the wall,
warm, wilty, mature, stable pro who might be the best
one on one communicator you'ever heard, let's lalk,
Top fifly markels or comparable money only Box
B-175.

Situations Wanted Programing,

Production, Others

STATION NEED A
FACELIFT?

4 Botlom-line-onented broadcasters ready o build &
win! Al in mid-20's with combined 20 years ex-
perience, PD, MD. Promotions. Production & 4 air
talents who believe that radiois a 24 hour per day bus-
iness. Sound 100 good 1o be true? Wiite us in conki-
dence. R-C-R Enlerprises, 3116 Coachmen East, Lin-
denwold, N.J. 08021,

Vermont ETV was established in 1966. The system consists of
four licensed stations which serve all of the State of Vermont,
Southern Quebec including Montreal, and portions of New York
and New Hampshire. The system employs approximately sixty
staff members and operates with a budget of nearly two million
dollars per year.

The system is an affiliate of The University of Vermont, and has
studios and administrative oftices in Burlington, Vermont. The
Manager reports to the Vice President for Academic Affairs of the
University.

Candidates should possess at least a bachelor's degree. At least
three years of management experience in television are required.

Position is available May 1, 1380. Nominations and applications
{(including resume) should be submitted by March 7, 1980 to:
Kenneth N. Fishell
Search Coordinator for Manager of VT ETV
Ottice of Academic Affairs
Waterman Building
Burlington, vermont 05405

The University of Vermont is an Equal Cpportunity, Affirmative Ac-
tion Employer.
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SN

Studio
Technician

AT&T Long Lines seeks highly
qualified candidates to con-
tribute to a first-class corporate
color teleproduction facility.

Responsible for maintenance
and operation of broadcast-
quality cameras plus quad and
Type-C one inch video record-
ers. Experience with studio and
field production necessary.
Computer-controlled editing
experience a plus. Occasional
opportunities to produce/direct
programs.

Openings are at both our Cin-
cinnati, Ohio and Bedminster,
N.J. locations. We provide
excellent salaries and compre-
hensive benefits programs.

Piease write in detail, outlining
education, experience, salary
history, gecgrapnic preference,
to: Professional Employment
Director, AT&T Long Lines,
Dept. BM-2, Room 5A110,
Bedminister, N. J, 07921,

@ ATel Long Lines

Help Wanted Technical

I 1v N

ENGINEERING
SUPERVISOR

WCVB-TV, Channel 5 in Boston, seeks
an assertive engineering supervisor
who will maintain the highest degree of
technical standards as the state-of-the-
art permits. Will be expected to main-
tain operations within FCC rules and
regulations. May be responsible for
recruiting. training. and supervising line
personnel.

Candidates should have 5 years TV
broadcast operational and maintenance
experience with working knowledge of
TV broadcast systems including rermote
pick-up and transmission as well as
previous supervisory experience. An
FCC first class license is required, and
individual must be able to work a varied
schedule.

if qualified and interested, please
send resume to (no telephone calls
please) Boston Broadcasters, Inc.,
Personnel Department, E0217,5 TV
Place, Needham, MA 02192,

An Equal Opportunity Employer M/F.

TELEVISION
TECHNICIAN

Due to baseball teiecasting con-
tract, Baltimore television station
needs technicians for 6 months em-
ployment, approximately March 15
to September 15. Must have FCC
1st class license and technical
school education. Send resume to:
Chiet Engineer

WMAR-TV

6400 York Rd.

Baltimore, Maryland 21212

E.C.E. M/F

Help Wanted News

METEOROLOGIST

Top 25 rnarket station expanding
weather department. Searching for
meteorologist/environmental reporter
who can communicate. Please send
resume to Box B8-173.

An Equal Opportunity Affirmative Action
Employer, M/E

Situations Wanted Technical

i An equal opportunity employer j)

ALLIED FIELDS
Help Wanteq Sales

DIRECTOR OF ENGINEERING-
CHIEF ENGINEER

15 years of diversified experience in AM, FM,
Tv. Satellite TVRO. Looking for new oppor-
tunity where engineering and personnel are
important, not an afterthought. Ready to move
now! {717) 234-0362 or Waller L. Konelsco
Jr. 2210 Green Street, Harrisburg, Pa. 17110.

SALES ENGINEER AREA MANAGER

£ AM & FM transmitters, RF equipment, Rockwell International, Colfiins Broadcast Products,

o Dallas, Texas, has a unique opportunity for a Sales Engineer with 5 or more years of

experience in infernational sales in broadcasting for AM and FM
equipment.

The individual we seek must have either a BSEE or equivalent sales ex-
perience in analyzing, promoting and selling broadcasting equipment.
Must be fluent in Spanish and willng to travel frequently to Latin
America. This position commands a high salary plus attractive com-
mission plan in addition to a full range of company-paid benefits, in-
cluding pension and savings programs.

We are an equal opportunity employer. Minorities, women and handi-
capped are encouraged to apply.

) i you 'mee'r the high standards we reguire and are ready to enter into a
AT rewarding career, please submit your resume to: '

Professional Staffing 2003

Collins Transmission

Systems Division ‘ F‘:CKwet-:l |
Rockwell International

M/S 433-100, ccu 465 nwérnationa

P.O. Box 10462

Dalias, Texas 75207 ...where science gets down to busi_ness
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Help Wanted Sales

BidsAndQuotatlons

RCA Broadcast Systems is lookl for a Bids and Quotations Specialist with 3 to 5 years

broadcasting experience (TWHA 0 STATION}. Position requires analysis of customer

equipment requirements, coordinating and monltorlng bid and quotation preparatlon to

assure satnsfacto? technical and sales approach, costs, pricing, and participation in the
S

presentation of bi

and quotations to management and to customers.

These are highly-regarded career positions that require moderate travel. We offer excellent
compensation and benefits. Interested applicants should send resume in confidence to:

J.W. Hendrickson

RCA Broadcast Systems

Bidg. 3-2

Camden, New Jersey 08102

An Equal Opportunity Employer

A Tradition OnThe Move!

Public Notice

The Initial Board of Trustees of the Association for
Public Broadcasting will meel at the Georgetown
Holiday Inn, washington, D.C. Meeting begins at 3.00
p.m. on February 28, 1980 and reconvenas al $:00
a.m. on February 29. Salection of s President; con-
sider reports from Association's task forces on FCC.
CPB and legislative matters.

PUBLIC NOTICE
APPLICATIONS FOR CABLE TELEVISION LICENSE
ANDOVER, MA

The town of Andover, Mass. will accepl applications
for a cable telewsion license pursuant to the regula-
tions eslnbllshsd by the Mussachuselts Community
Antenna Talevisi oI may be
filed at the addrass below until 4 p m.on 28 May 1880.
Applications must be filed on the Massachusetts
CAT.V. Commission Form 100 and must be accom-
panied by a 5100 non-refundable filing lee, payable to
the town ol Andover. A copy of the application shatl
also be liled with the Massachusetis CAT.V. Commis-
sioner.

All applications received will be available for public
inspection in the Town Clerk's/City Clerk's office dur-
ing regular business hours and for reproduction at a
reasonable fee.

This is the only peried during which applications
may be filed.

8oard of Selectmen
Town Hall
Andover, MA 01810

Employment Service

Employment Service
Continued

TV/IRADIO PERSONNEL
ARE YOU LOOKING?
WE'RE RECRUITING AGAIN

We're recruiting nationally for Fee Paid
Jobs in Radio/TV Sales, Management,
News, Engineering, Talent, and Produc-
tion.

Resumes to:

the Associates

Media Career Consultants 4821 S, Sheridan
Suite 209 Tulsa, Cklahoma 74145

Radio Programing

RADIO STATIONS & ADVERTISING
AGENCIES

Get thal National ad sound 1or your client for just 510
per spot. Add a fresh new voice to your market.
Custom syndicated campaigns also available at
nominal cosl, sold exclusively on a per market basis.
Straight voices, character voices, dialects, comedy
spots all available. Aiso mass duplication, all formats.
Call O & P Productions. Inc. 305-625-4435.

LUM and ABNER

5-15 MINUTE
i, PROGRAMS WEEKLY
i Program Distributors
"'" 410 South Main
Jonesboro. Arkansas 72401

Phone: 501 —972-5884

B BROADCASTER'S
ACTION LINE

The Broadcasting Job you want
anywhers in the U.S.A.
1 Year Placement Service $40.00
Call 812-889-2007
R2, Box 26-A, Lexington, Indians 47138

For Sale Stations

2 ENGINEERING
POSITIONS

We zpecialize in the placement of

Maintenance, Stodio Supe

Asgistaal Chiel, Chiel and Dirre

Engineering for TV amd Radin Sia

anal all relafed fields coastlo-coass.
T ST 000,08 s Salaried

Pasiligis Pla
your employ

[IV'SE Lfsy_stams
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FOR SALE

WMIN AM Mapelwood, MN.
Sub. St. Paul
Contact O.8. Borgen
Phone 507 —765-3856

THE
KEITH W. HORTON
COMPANY, INC.

P. 0. Bux 9438
Elmira, NY
14902

(607} 733-7138

Brokers and
Consultants
iv the
Communications
Indusery




For Sale Stations Continued

CHAPMAN ASSOCIATES®

©

media brokerage service

STATION

S Small AM
S+ Medium AM
NW Medium
W Medium Fulltime $2,300K Cash
S Metio Fulltime S$550K Cash
MW Metro AM

S375K  29%

S$675K  $S167K
AM/FM  $1,700K $189K

S$550K  $150K

CONTACT
Dan Rouse (214) 387-2303
Bill Whitley (214} 387-2303

Larry St. John
Ray Stanfield
Bill Chapman
E.L. Roskelley

(206} 485-1066
(213) 262-5764
(404) 458-9226
(404) 458-9226

To receive offerings of stations within the areas of your interest, write
Chapman Co. Inc., 1835 Savoy Di., N.E, Atlania, GA 30341

—

— J

Class C in Colorado. $590,000.
Terms.

Daytimer. NW Georgia City. $380,000.
$4,000,000 cash. Powerful AM/FM.
North Carolina daytimer. Big town
$400,000.

AM/FM near North Florida resort city.
$340,000.

Super “Powerhouse™ AM with FM in
Eastern Texas. $750,000.

Dynamic Fulltimer covering half of
Alaska population. $1,800,000.

Two stations in California.

Powerful Daytimer in Eastern central
New Jersey. $650,000.

Fuiltimer. Coastal city In Southeast.
$500,000. L
Daytimer, Northeast Texas. $860,000.
Powerful educational FM in Wichita.
$350,000.

AM/FM Fulitimer. Class B. Big Town in
Maryland. $640,000.

FM covering iarge Tennessee city.
$600,000.

Fuiltimer in large North Carolina city.
$1,500,000.

Ethnic station in large Northern city.
$1,900,000.

Fulltimer iarge metro area Georgia,
$925,000. Terms. Will sacrifice.
Daytimer In East Tennessee small
town. $195,000.

South Alaska. Includes Real Estate,
$200,000. Terms.

Fulltimer. Large metro area. R.E. In-
diana. $2,000,000. Terms.

FM in Western Oklahoma. $260,000.
Fuiltimer. N.W. Coastal. $400,000.
Daytimer. Mass.; Large Metro. $850,-
000.

Fulltimer. Dominant. Metro,. TX.
$1,200,000.

Daytimer. Mililon + Pop. in coverage
area. $1,000,000, Terms.

1 kw AM in Southern Ga. Real Estate.
$250,000. Good toerms.

Southern Arlzona. Fulltimer. Good
county population. $390,000. Terms.

Let us list your station. Confidential!

BUSINESS BROKER ASSOCIATES
815—756-7635 24 HOURS

901/767-7980

MILTON 0. FORD & ASSODCIATES
MEDIA BROKERS—APPRAISERS

“Specialiring bn Sunbeit Brosdc s Froparfips”
50 Poplar - Suite BYE - Mamphis, Tno 28187

Select Media Broken
L

PO, W08 B o ALSawy, O Hbdaa 11307 -85 FORIAIT

SELECT MEDIA BROKERS

sC Daytime AM 150K Small
FL Fulltime AM 390K Medium
PA Daytime AM 400K Medium
sC Daytime AM 440K Medium
FL Daytime AM 165K Small
AZ Fulltime AM 360K Small
VA Daytime AM 180K Small
GA  Daytime AM 385K Small
NC Daytime AM 165K Small
NY Daytime AM 450K Small
& Fulltime FM
NC Fulltime AM 750K Medium
NV Daytime AM 800K Metio
AL Fulltime AM 175K Small

912-883-4917
PO Box 5, Albany, GA 31702

H.B. La Rue, Media Broker

RADID . TV . CATY . APPRAIBALS

West Coast:
44 Montgomery Street, 5th Floor. San- Fran-
cisco, California 84104 415/434-1750

East Coast:
500 East 77th Street, Suite 1909, New York,
NY 10021 212/288-0737

CALIFORNIA: AM/FM in top
suburban market. $1,000,000
cash firm.

NORTHWEST: Full time AM in
excellent market. Turnaround
priced at $550,000. Cash pius
$225,000 due in 4 years.

CALIFORNIA: AM/FM in strong
secondary growth market. On
target for $400,000 plus in 1980
with positive cash flow.
$800,000 on terms.

NORTHWEST: AM fulltimer
complete with real estate. Prof-
itable. $170,000 with 29% down.

CALIFORNIA: AM daytimer
with PSA plus FM CR Ailing
owner needs experienced
operator to assume approx-
imately $325,000 after $50,000
down.

SOUTHWEST: Class C FM
with potential in rural market.
Real estate included for
assumption of $335,000 plus
$50,000 down.

CALIFORNIA: Developing
coastal FM. $630,000 cash, firm.

NORTHWEST: Full time AM.
Did $388,000 in 1979 but needs
owner/operator. $850,000 in-
cludes real estate. Terms or
good discount for cash.

W iam A Erdor.

31 CARROLL COURT, SAN MAFAEL, CA 54903
(215) 479.0717

MEDIA BAOKEAS - CONSULTANTS

ONCE-IN-A-LIFETIME!

AM fulltime/Class “B" FM in Monterey, CA
area! Grossing almost million per year. Group
situation. Active or inattive with $50,000 min.
If you insist on 51%, save your stamp! |f aclive.
please include resume. Box B-205.
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For Sale Stations
Continued

MEDIA BROKERS
APPRAISERS

AICHARD A.

gfﬁ
£ 2

4ISNOATH MICHIGAN - CHICAGO 60811

312-467-0040

L=t

W2ZZ1 1250

Madisconville, Tennessee. A pro-
fessional, small market contem-
porary country station-stable
billing-growth potential. Ex-

cellent facilities-$150,000.

Dan Hayslett

& amsociafes, ine,
RADIQ, TV, and CATV
(214) 691-2076

1311 N. Central Expressway « Dallas, Texas

publication [
is available

LARSON/WALKER & COMPANY
Brokers, Consultants & Appraisers

213/828-0385 202/223-1553

Suite 214 Suite 417
11681 San 1730 Rhode
Vicente Blvd. Island Ave. N.W.

Los Angales, CA. 90045 | Washington, D.C, 20038

RDHANN
COMPANY

BROKERS + APPRAISERS » CONSULTANTS

Dallas, Texas 75225 ® Denver, Colorado 80237

5944 Luther Lane, Suite 505 » 8340 East Princeton Avenue
{214)696-1022 = (303) 771-7675

Excellent Opportunity

tor Religious Broadcaster. 5 KW AM in
super growth area of Southwest

Jack Parry
Jack Daniels & Associales
300 N Linam
Hobbs, NM
505-393-5181

BROADCASTING'S
CLASSIFIED RATES

Payable in advance. CheCk or money order only.

When placing an ad, indicate the EXACT category
desired: Television, Radio, Cable or Allied Fields:
Help Wanted or Situations Wanted; Management,
Sales, etc. If this information is omitted, we will
determine the appropriate category according to
the copy. No make goods will be run if all informa-
tion is not included.

Deadline is Monday for the following Monday's
issue. Crders andlor cancellations must be sub-
mitted in writing. {No telephone orders andior can-
cellations will be accepted).

Replies to ads with Biind Box numbers should be
addressed to (box number) c/o BROADCASTING,
1735 DeSales St, N.w, Washington, BC 20036.

Advertisers using Blind Box numbers cannot re-
quest audio tapes, video lapes, transcriptions,
films or VTR's to be forwarded to BROADCASTING
Biind Box numbers. Augdio lapes, video tapes.
transcriptions, films and VTR's are not forwarda-
ble, and are returned to the sender.

Rates: Classified listings (non-display} Help
Wanted: 70¢ per word. $10.00 weekly minimum.
Situations Wanted: {personal ads) 40¢ per word.
$5.00 weekly minimum. All other classifications:
80¢ per word. $10.00 weekly minimum. Blind Box
numbers: $2.00 per issue.

Rates: Classified display: Situations Wanted:
{personal ads) $30.00 per inch. All other
classifications: $60.00 per inch. For Sale Stations,
Wanted To Buy Stations, Employment Services,
Business Opportunities, and Public Notice adver-
tising require display space. Agency Commission
only on display space.

Publisher reserves the right to alter Classified
copy to confarm with the provisions of Title Vit of
the Civil Rights Act of 1964, as amended.

Unrveesity  LABELS Kt
Micratams (2
inie:natonal

in microform

University Microfilms International

Please send me additional information.

Name __

institution

Street

Dept. P.R.

U.S.A.

City
State
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18 Bedford Row
Dept. P.R.

London, WC1R 4EJ
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Fates & Fortuness:

Dixon C. Lovvorn,
VP-general manager of
Cosmos Broadcasiing’s
wsFA-TY Monigomery,
Ala., named VP-
general manager of co-
. owned WwDsU-Tv New
Orleans, succeeding K.
James Yager who
resigned. John L,
Sander, assistanl
general manager of
wpsU-Tv, named station
manager.

Lovvorn

1an K. Harrower, VP-general manager of Gate-
way Communications’ wTa)-Tv Altoona, Pa.,
named 1o same posilion with co-owned WLYH-Tv
Lancaster, Pa. He succeeds David Dodds, who
joined wGAL-Tv Lancaster as general manager

s

Harrower Conners

(BRrOADCASTING. Feb. 11). J. Thomas Con-
ners, general sales manager of Galeway's
wowK-Tv Huntington, W, Va., named general
manager of wTAJ-Tv.

Wayne K. Killimer, general sales-station man-
ager, KBAK-Tv Bakersfield, Calif.,, named VP-
general manager.

Ralph Petti, general manager of Obie Com-
munications Corp.'s KUGN-AM-FM Eugene, Ore.,
named president and general manager of co-
owned KAYO(AM) Seattle.

Eugene Vincelette, general manager of
wiYE(FM) Buffalo, N.Y., named VP

Bob Gaskins, operations manager, WCZY-AM-
FM Detroit, named VP

Rod Louden, general manager of Sterling
Broadcast Group, which includes 12 radio sta-
tions, named general manager of Sterling’s
KDKO(AM) Littleton, Colo.

Kathryn C. Pelgrift, ireasurer of Philip Mor-
risfUSA and former VP, planning, CBS Inc.
(1974-77), and assistant to president of CBS
(1972-74), joins NBC as VP, corporate planning,
effective today (Feb. 25).

Stephen Stander, assisiant general attorney,
NBC, New York, named general attorney.

Linda M. Francavllla, senior payroll clerk,
network news administration, ABC News, New
York, named business manager, film services,
ABC broadcast operation and engineering.

Joseph G, Rothman, VP of Chase Manhattan
Bank, New York, joins CBS Inc., as assistant
treasurer.

Barbara Sorey, controlier, Big Valley Cablevi-
sion, Stockton, Calif., named general manager.

Bill Miles, manager of financial analysis and
revenue, wkyc-Tv Cleveland, named manager
of financial controls.

Sheldon Siegel, noncommercial WLVT-TV
Allentown, Pa., and Michael Collins, non-
commerciat WNED-Tv Buffalo, N.Y., elecied
VP's of Eastern Educational Television Net-
work in Boston. David Ives, noncommercial
wGBH-Tv Boston, and Charles Vaughn, non-
commercial wCeT(TV) Cincinnati, elected 1o net-
work’s execulive commilice. Betty Cope,
noncommercial wviz.Tv Cleveland, elected
treasurer.

James R. Sefert,
chairman and president
of Peters, Griffin,
Woodward, New York,
joins Cosmos Broad-
casting Corp., Colum-
bia, S.C., as VP-corpor-
ate development. Cos-
mos owns four TV sia-
tions, one AM and FM.

James H. (Trey)
Smith, VP operations,
Mission Cable TV, San
Diego, named VP-

Sefenl

general manager.

Roland Ullos, administrator of program and
talent negotiations, NBC Entertainment,
named assistant general counsei for Golden
West Broadcasters, Los Angeles.

Don Kellermann, staff director for Joint Re-
publican Leadership in Congress, responsible
for coordinating activities of Senate and House
minority leaders and involved in policy for-
mulation, joins Times Mirror as special assistant
for government affairs, based at company’s new
Washington corporate office.

Michael B. Isaacs, assistant general counsel,

National Cable Television Associalion, joins
Colony Communications Inc., cable subsidiary
of Providence Journal Co., as director of plan-
ning and governmeni affairs.

Virginla Gaines Fox, deputy execulive direc-
tor of Kentucky Educational Television, joins
Southern Educational Communications Associ-
ation, Columbia, S.C., as president.

Ronald Werth, president of The Focus Group,
California-based market research consulling
firm, joins Mutual Broadcasting System, Wash-
ington, as director of research.

David E. O’Hayre, director of taxes, named
treasurer of American Television and Com-
munications Corp., Denver. Robert Niles,
assistant coniroller, named controller. And
Phyllls Xornegay, formerly with Ferroxcube
Corp., subsidiary of North American Philips
Corp., named ATC’s director of company ser-
vices.

Lana Albright, VP of administration for
wLw{aM) Cincinnati, named VP of administra-
tion for licensee, Mariner Communications,
and general manager of Mariner’s WSKS-FM
Hamilton, Ohio (Cincinnalti).

New officers, Louisiana Association of Broad-
casters: Winston Linam, KsLA-Tv Shreveport,
president; Jim Trahan, kvoLi(am) Lafayeite,
president-elect; Art Suberbielle, KANE(AM)
New Iberia, radio VP; Jack Long, WYUE(TV)
New Orleans, TV VP, and Dan Hollingsworth,
KRUS(AM)-KXKZ{FM) Ruston, treasurer.

Advertising

Robert Xingsbury, senior VP and manage-
ment supervisor, N W Ayer ABH [nternational,
New York, named general manager of agency’s
new office in Detroit. Howard Davis, VP-ac-
count supervisor, named VP and assistant to
chairman Louis T. Hagopian.

Myron Poloner, assistant to Louis T. Hagopian,
chairman and chief executive officer of N W
Ayer ABH I[nternational, New York, joins Mar-
lin Landey, Arlow Advertising there as execu-
tive VP-client service.

Your time is too valuable to irain someone:

» How to get Ideas.

= How to make calls.

= How 10 make prasentations.
= How to close.

= How to write COpy.

* How to service.

* How to collect.

@

time.

\

" IT’S ABOUT TIME!

Columbia now trains Radlo and TV Time Sales pecple.

Now Colymbia does it for you. Call Diane for your next
AE. There's no charge to you of the graduate. It's about

COLUMBIA SCHOOL OF BROADCASTING

60T AFFILIATED WITH COLUMBIA BROADCASTING SYSTEM. INC. OR ANY OTHER INSTITUTION

Columbia School of Broadcasting: Represented in 24 Markets in the United States And Canada.
HEADQUARTERS: 6200 SUNSET & VINE. HOLLYWOOD. CALIFORNIA, 90028, USA & (213) 463-8321

DIANE RUMBAUGH
CAREER PLACEMENT DIRECTOR

/
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Joseph Therrien, VP-general manager of San
Francisco office of Cunningham & Walsh,
named senjor VP

Steven Cony, account supervisor, and Edgar
Kahn, television producer, J. Walter
Thompson, New York, named VP’s,

Mary Van Heuvel, account supervisor, Mc-
Cann-Erickson, New York, joins Kenyon &
Eckhardt there as VP-account supervisor. Peter
Hall, Michael Weinstein and David McCon-
naughey, account supervisors, K&E, elected
VP’s.

Theodore Lamontagne, management super-
visor, Grey Advertising, New York, joins Back-
er & Spielvogel there as VP-account director on
Seven-Up, new products development account.

Marty Regen, former creative director with
Grey . Advertising, New York, joins Dancer
Fitzgerald Sample there as senior VP-creative
director. '

Beth Trachtenberg, independent producer
and program consultant, joins Grey Advertis-
ing, New York as VP and director, TV program-
ing.

Jacque Q'Conner, from J. Walter Thompson
in Los Angeles, joins D'Arcy-MacManus &
Masius there as broadcast supervisor.

David Davidian, VP-executive arnt director,
Grey Advertising, New York, joins Foote, Cone
& Belding there in same capacity.

Duane Plants and Neil Lelnwohl, executive
art directors, Needham, Harper & Steers, New
York, elected VP's. Pat Cafferata, VP and as-
sociate research director, NH&S, Chicago,
named deputy research director.

Daniel Follis, VP-
Detroit regional sales
manager, Blair Radio,
named senior VP and
manager of Blair's
specialized sales divi-
sion, succeeding Gerald
Gibson, who died Jan.
26 (BROADCASTING,
Feb. 4). He will con-
tinue 1o be based in
w.Detroit. Michael
Verschuren, account
executive with Blair
Radio in Detroit, succeeds Follis. Edwin J.
Howard, VP-New York sales manager of Blair
Radio’s newly formed state radio network rep-
resentation division, named VP and manager of
division. Edward Paple, general sales manager
of radio syndication division of Multi-Media
Communications in Chicago, joins Blair Wired
State Networks as account executive on
Chicago sales staff.

Jerry Braet, Los Angeles sales manager for
TeleRep, named VP-West Coast manager.

W. B. Taylor Eldon, VP-national sales man-
ager, HR Television, New York, named VP of
corporate development. :

Jeff Lovins, associate director of research,
Katz Television, New York, named associate
director of programing, Petry Television Inc.,
New York.

Pam Masters, account executive, Television
Advertising Representatives, Chicago, Keefe
Werner, account executive, NBC Spot Sales,
New York, and Jay Rosenthal, account ex-
ecutive, John Blair & Co., New York, named

accoun! executives for TVAR, New York. Hal
Whack, account executive, wsz-Tv Boston,
joins TVAR in Chicago as account executive.

Arnold Levy, with research staff of Katz Radio,
New York, appointed account executive with H-
R/Stone, New York.

Marc Gulld, network research manager,
McGavren Guild Radio, New York, named
director of network research and operations.

Guild

Marty Damin, account executive, Eastman
Radio, New York, named manager of Eastman
Radio neiwork department, succeeding Tony
Miraglia, who joined Major Market Radio
(BROADCASTING, Feb. 18).

Linda Goodman, director of sales develop-
ment, ABC Radio, New York, named general
manager of national market development.
Donna Morris, account executive, ABC Radio,
named manager of special programing sales.

Jim Ross, assistant sales manager, WIC-TV
Pittsburgh, named sales manager. Stephen
Cummings, account executive, KDKA-AM-FM
Pittsburgh, joins wiic-Tv in same capacity.

Tom Schnurbusch, sales manager, KRE-AM-FM
San Francisco, joins KiTv(Tv) Honolulu as
general sales manager.

Jens M. Lund, local sales manager, XSTU(TV)
Salt Lake City, named general sales manager.

Jim Mikels, assistant sales manager, WATE-TvV
Knoxville, Tenn., named general sales manager.

Robert Levl, account executive, WTBS(TV)
Atlanta, named retail sales manager. Toby
Steinberg, from wrNG(AM) Atlanta, and
David Brenner, from Radio-Television Repre-
sentatives (RTVR), Atlanta, join WTBS as ac-
count executives.

Jack Dempsey, local sales manager, WOWK-Tv
Huntington, W. Va., named general sales man-
ager, succeeding J. Thomas Conners (see page
99). Jim Maher, in sales position with wowk.
TV, named local sales manager.

Linda Pomillo, account executive for CBS's
CTS National Sales in New York, named na-
tional sales manager for CBS-owned wBBM-Tv
Chicago.

Lamont T. Pinker, account executive, WBNG-Tv
Binghamton, N.Y., named national sales man-
ager.

Jack West, VP for media and account ser-
vices, Sohigian & Partners, Southfield, Mich.,
advertising agency, joins wczy-aM-FM Detroit as
general sales manager.

Joe Armao, account executive, Radio Adver-
tising Representatives, New York, joins
KDKA{AM) Pittsburgh as national sales manager.

Kay Thomas, account executive, KISW(FM)
Seattle, joins xAvo(AM) there as general sales
manager.
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Douglas T. Peele, former general manager of
weze(Fm) Fairfax, Va., named general sales
manager of wPRw(AM) Manassas, Va.

Bob Zuroweste, general, sales manager,
kBEQ(FM) Kansas Cily, Mo., named general
sales manager for co-owned wsks-FM Hamilton,
Ohio (Cincinnati).

John McRae, former sales manager,
KRAK(AM)-KEWT(FM) Sacramento, Calif., named
VP-director of sales for KDIG(AM) San Bernar-
dino, Calif., and co-owned xBoN(FM) Lake Ar-
rowhead, Calif.

Greg Beil, former general sales manager of
KXRX(AM) San Jose, Calif., named general sales
manager of Sterling Broadcast Group’s
xpko(aM) Littleton, Colo., and national sales
manager for Sterling Broadcasting of Los
Angeles, parent company of xpko. Shirley
Jordan, account executive, KLz(am) Denver,
joins kDKo as local sales manager. Kim Smith,
from KTLK(AM) Denver, joins KDKO as account
execulive.

Steve Litwer, account executive, KUDL(FM)
Kansas City, Mo., named sales manager. Lin
Grey, account executive, Fremerman-Malcy
Advertising, Kansas City, joins KUDL as account
execulive.

Maysie Stewart, broadcast executive for As-
sociated Press, Washington, joins WMAL(AM)
there as account executive.

Jim Gross, account execulive, WFYR(FM)
Chicago, named to same post with KBZT{(FM) San
Diego.

Dallas Rodriguez, formerly with WPOP(AM)
and wiorFM Hartford, Conn., joins WELHAM)
New Haven, Conn., as account executive.

Dona Starks, from wrLA-Tv Tampa, Fla., joins
wIYw{FM) there as account execuljve.

T o ——
Programing

Ina Bernstein, VP talent and television
packaging, ICM, Los Angeles, joins ABC En-
tertainment there as VP, casting, motion pic-
tures. Bill Sanders, prime-time development
coordinator, ABC Entertainment, named man-
ager, prime-time series development, East
Coast, for unit. Peter Stamelman, literary
agenl, joins ABC Entertainment as program ex-
ecutive for current comedy programs, supervis-
ing production and programing for The Ropers,
Three's Company and One in a Million.

Allen Sablinson, manager, program commit-
ments and prime-time forecasting, NBC Enter-
tainment, New York, named director, program
commitments. Michael Philllps, program
manager, KYUU(FM) San Francisco, named
director, programing, NBC FM Radio. He will
continue to be based at NBC-owned xyuu.

Richard P. Rosettl, who created and produced
pilot, *“*Grandpa Goes to Washington,”” for
Paramount, joins 20th Century-Fox, Beverly
Hills, Calif., as director, movies for television.

Jerold Franks, casting director, Columbia Pic-
tures Television, Los Angeles, named director
of 1alent and casting.

Angelo Plzzo, assistant 10 executive producer
Philip Mandelker, named director, motion pic-
tures for television, Time-Life Television, Los
Angeles. Bruce Wilson, assistant controller of
Viacom International, New York, joins Time-



Life Films there as director of finance.

Gien Hagen, Northeastern director for United
Artists Television, New York, joins Group W
Productions there as Eastem division sales
manager.

Robert W. Pittman, program director,
wNBC(AM) New York, joins Warner Amex Cable
Communications there as director of pay televi-
sion programing.

Annette Lelderman, director, retail sales, CBS
Television Stations division, named account ex-
ecutive, ESPN, Bristol, Conn. Patricla D.
Nolan, administrative assistant to the executive
VP and director of sports programing of D’Arcy
MacManus & Masius, named director, ESPN
client relations.

William Pace, producer of PM Magazine on
wiBK-Tv Detroit, joins WDtv(Tv) there as execu-
tive producer of programing.

Paul Shienfeld, on NBC production stafl in
London, named director, European production,
NBC Sports.

Robert L. Lewls, program manager of Kvos-Tv
Bellingham, Wash., named VP

Peggy Hughes, program director, noncom-
mercial KAET(TY) Phoenix, joins noncommercial
KVIE(TV) Sacramento, Calif., as director of pro-
graming.

Bob Laurence, program director, KBEQ(FM)
Kansas City, Mo., named group program direc-
tor for licensee of KBEQ. Mariner Communica-
tions, and program director of group’s WsKs-FM
'Hamilion, Ohio (Cincinnati). Tomm Rivers;
program director, wRKR-AM-FM Racine, Wis.,
joins wsks-FM as production director and air per-
sonality. Charlie Brown, program director,
wokv(FM) Hamilton, Ohio, named music direc-
tor and air perscnalily at WSKS-FM.

Jay Cooper, air personality, KERE(aM) Denver,
named program director.

John Anderson, air personality, wROK(AM)
Rockford, Ill., joins kDko(amM} Littketon, Colo.,
as program director.

Alex Simis, operations manager and news
director, Obie Communications Corp’s KUGN-
AM-FM Eugene, Ore., named operations man-
ager and director of news informationa) services
for co-owned KAvo(aM) Seattle.

Stephen Abramson, producer-director and
weekend weatherman, wavy.Tv Porismouth,
Va., joins wHAs-Tv Louisville, Ky., as producer-
director.

Mark Ellis, air personality, xpLz(FM) Seattle,
named assistant program director.

Jack Wymer, VP-community relations direc-
tor, and host of Man on the Street program for
435 years on wWING(AM) Dayton, Ohio, will now
work full time as VP-community relations direc-
tor. Bill Nance, reporier and host of weekend
public affairs program, named to Man on the
Street.

Lew Katz, program director, wwDC(AM) Wash-
ington, joins wAva(FM) there as production man-
ager and weekend air personality.

Clint O'Keefe, from kyys(Fm) Kansas City,
Mo., joins KUDL(FM) there as music director.

W. Scott Simon, from WwPRS(AM)-WACF(FM)
Paris, 111, joins wWsDR{AM) Sterling, 1., as sports
director. Bob Schmalfeidt, former news direc-
tor at wCQL{AM) Pewaukee, Wis., joins wsDR as
afternoon announcer and feature reporier. Bill

Schmalfeldt, from kros(am) Clinton, lowa,
joins wsDR as program host.

Dr. Ernest Phelps, director of telecommunica-
tions and mass communication at Miami Uni-
versity in Oxford, Ohio, joins noncommercial
WNMU-FM-Tv Marquette, Mich., as director of
learning resources division.

David Dorkins, graduate, Florida A&M Uni-
versity, Tallahassee, joins wpLG(TV) Miami as
production assistant.

Keith Miles, graduate, Florida A&M Universi-
1y, Tallahassee, joins noncommercial WFsu-Tv
there as writer and producer.

PR TS T P A T A O T T D
News and Public Affairs

Robert Slegenthaler, executive producer of
late-night specials on Iran on ABC-TV, New
York, named executive producer of news
specials. Terry Cory, operations producer for
ABC’s World News Tonight in New York,
named senior producer in Chicago for program.

Robert Beers, ncws manager, producer and
reporter for wrvi(Tv) Miami, joins CBS News as
producer for its new Latin America bureau,
which moved from Caracas, Venezuela, o
Miami last week. Charles Gomez, Washing-
ton-based reporter for CBS News, reassigned to
Miami.

Tom Kirby, news director, koco-Tv Oklahoma
City, joins wTNE-Tv New Haven, Conn., in
same capacity.

Max Tooker, news director, wesl-Tv Colum-
bus, Miss., joins waFF(TY) Huntsville, Ala., in
same capacity.

Bruce Kamen, formerly with ABC Radio
News, New York, joins ABC-owned kGo(am)
San Francisco as assistant news director.

Ted Jones, former news director at wWNOE-AM-
FM New Orleans, named news director at
wBOK(AM) there.

Cynthia Heath, anchor on KCBQ(AM) San
Diego, assumes additional duties as news direc-
tor.

Dave Rabiner, former news director of KREM-

AM-FM Spokane, Wash., joins KPAM-AM-FM Port-
land, Ore., in same capacity.

Dick Rosse, direcior of foreign news, Mutual
Radio, Washington, named to newly created
position of senior correspondent. Charles
Eldridge, former director of radio news for
Washington bureau of NBC, joins Mutual as
director of news operations. Dick Doty, direc-
tor of public relations for Mutual, named news
coordinator.

Michael Blake, morning drive supervisor for
Associated Press, New York, named day super-
visor of AP's national Broadcast News Center
in New York. Joyce Rosenberg, with AP, suc-
ceeds Blake. Marianne Pryor, who writes
physical fitness feature for AP named night
supervisor. Steve Feica, former news director
for wNvR(AM) Naugaiuck, Conn., joins AP
Broadcast. Susana Hayward, from assign-
menis in Latin America and Caribbean for AP
World Services, transfers to AP Broadcast.
Frank Sesno, editor, AP Radio, Washington,
named correspondent in London. Bonnie
Rollins, news director, Commodity News Nei-
work, Kansas City, Mo., Cralg Dellimore,
from wcesiamM) New York, and Tom Crosby,

‘graduate assistant, American University, Wash-

ington, join AP Radio as editors. Jack
Doniger, from wRC(aM) Washington, joins AP
Radio as sports anchor. Joe Kafka, reporter
covering Capitol Hill and U.S. Department of
Agriculiure for The Berns Bureau in Washing-
ton, joins AP Radio as agriculture editor and
anchor of AgReport. He will continue to be
based in Washington.

SQIIy Wiggin, from news staff of wBrc-Tv Bir-
mingham, Ala., joins wrAE-Tv Pittsburgh as re-
porter.

Chris Huston, reporier and weekend
sporiscaster, KDsC-Tv E! Paso, Tex., joins KGUN-
Tv Tucson, Ariz., as reporter.

Paul Martino, reporter-anchor, wGEM-Tv Quin-
cy, I, joins WKRG-Tv Mobile, Ala., in same
capacity. Bruce Cunningham, sports reporter,
WTVR-TV, Richmond, Va., joins WKRG-Tv as
sports anchor and reporter.

James Edward Paymer, anchor, producer, in-
vestigative reporter and documentary writer-re-
porter and producer, KNTv(TV) San Jose, Calif.,

Fond farewells, Few weathercasters become local
H institutions, but one—Willard Scott of NBC-owned
wre-Tv Washington —did —as witness his elevation to
network status on the Today show, where he formally
begins duty on March 10. An oulpouring of sentiment
in the nation's capital preceded his leavetaking for
New York and the following editorial from the Wash-
ington Star is illustrative of the feelings Scoll evoked
in his audience with his special personalily and
talent. It read, in part: *'... Willard has made an art of
being himself. He is part clown, which is to say a per-
son gifted with an appreciation of the absurd and a
greater inclination to delight than to judge; he is part

booster, indefatigably publicizing church bake sales, firehouse spaghetti dinners, hospital
auxiliary fashion shows and other modest civic enterprises thal tend to be swamped by the
waves of a frantic urban community. His wit, by turns cornball and sophisticated, is a
leavening that can make one feel a bit better for a few minutes exposure.

"Willard has never pretended to be other than Willard—he periodically plugs the grunts
al the National Weather Service whence come his forecasts, for instance. His laughter has
an irresistible spontaneity, and there is in his perspective a neighborliness that has come to
seem archaic. That may be it: The neighborliness that emanates from Willard Scott defines
the man as he comes into our homes. A rare quality, not just on television.

“His unpretentious good nature will play as well in Peoria as in Washington, we imagine.
(The chance at the big time, he chortled, is perfectly timed: ‘This comes in the twilight of a

mediocre career)”
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joins koMo-Tv Seatlle as weekend anchor.

Lonnie Wong, field producer for Meyers News
Film in Sacramento, Calif., joins KTXL(Tv) there
as general assignment reporier.

Patrice Wood, weekend anchor and reporter,
wDHO-TV Toledo, Ohio, joins wiAR-TV Provi-
dence, R.L., as general assignment reporier.

Brenda Box, reporter, KHOw(AM) Denver, joins
KDKO(AM) Littieton, Colo., as news director.

Ed Hotallng, producer-writer, wRC-Tv Wash-
ington, assumes additional duties as on-air
news analyst on 5:30 p.m. newscast.

Elizabeth Karnes, former executive assistant
1o Bill Moyers of Bill Moyers' Journal produced
by noncommercial wNET(TY) New York, named
director of research for program.

Denis Gulino, manager of UPl Audio in Wash-
inglon, named regional executive for western
Pennsylvania and West Virginia, based in Pitts-
burgh. Arthur Lingle, Tucson, Ariz., bureau
manager, named regional executive for New
England, based in Boston. Daniel Drosdoff,
Caribbean division manager based in San Juan,
PR., named news editor for Latin America,
based in New York. Pieter Van Bennekom,
Caribbean news editor, succeeds Drosdoff.
Allan Slegert, with UPI in Atlanta, named
regional executive working in cable, based in
Atlania.

Mark Reinhardt, news editor, noncommercial
wHA(AM} Madison, Wis., joins noncommercial
wKMs-FM Murray Ky., as news director.

Alex Bullock Jr., graduate, Florida A&M Uni-
versity, Tallahassee, joins wiIXT(TV) Jackson-
ville, Fla., as videographer.

D T i I e
Promotion and PR

Barbara Crouse, promotion manager,
wowo(aM) Fort Wayne, Ind., joins co-owned
wBz(aM) Boston in same capacity.

Kris Blancq, writer-producer in creative ser-

vices, KiTv(Tv) Honolulu, named promotion
manager.

Phil Zachary, operations manager, Mariner
Communications’ wiTs(am) Boston, named pro-

motion manager and air personality for co-
owned wsks-FM Hamilton, Ohio {Cinéinnati).

Technology

Frank T. Alflerl, senior VP and chief financial
officer of Clark Equipment Co., Buchanan,
Mich., named chief financial officer of RCA
Corp., effective March 1, and will be proposed
for election as executive VP, finance, RCA, al
company’s board of directors meeting on March
5. Charles C. Ellls, who has been chief finan-
cial officer of RCA, will continue as senior VP,
reporting to Edgar H. Griffiths, chairman and
chief executive officer.

Thomas DeMaeyer, VP-general manager of
Teletronics Video Services, Des Plaines, lIL,
elected VP of parent company, Video Corp. of
America.

Edd C. Monskl, chief engineer, WLPA(AM)-
WNCE(FM) Lancaster, Pa., named director of
engineering for Hall Communications, licensee
of station. He will continue to be based at WLPA-
wncE, and will be responsible for Hall’s five
AM and four FM siations.

James C. Van Eaton, assistant director of
engineering, Vidironics, Hollywood, named
director of engineering.

Carl Covington, consulting engineer, Wash-
ington, joins AP Radio there as assistant chief
engineer.

Tom Polis, director of engineering and opera-
tions for Comcast, Bala Cynwyd, Pa., named
member of year at Society of Cable Television
Engineers annual awards luncheon Feb. 5§ in
Phoenix.

International

John Simpson, diplomatic correspondent for
BBC television news, named political editor. He
succeeds David Holmes who becomes chief
assistant to direclor-general of BBC.

William J. Peck, former general manager and
director of Richard Price TV Associales, named
London-based Eurcpean sales director for

Pioneer women. American Women in Radio and Television's search to document broad-
casting firsts among women (BRoADCASTING, Nov. 12, 1979) has drawn a flood of nomina-
tions. Among them: Linda Wertheimer, National Public Radio, Washington, first woman to
broadcast live from the Senate gallery; Susan Stamberg, National Public Radio,
Washington, first woman to anchor a national news program; Althea Ulerich, wmas(am
Clearfield, Pa., first woman sales manager (1945); Jo Jo Shutty (MacGregor), Detroit, first
female traffic helicopter pilot; Sylvia Rosales, first woman writer/producer in Spanish
language broadcasting, wkaaiam San Juan, P.R. (1956); Nancy Littlefield, currently direc-
tor, Mayor's Office of Motion Picture & Television, New York, first woman accepted into
Directors Guild of America (1954); Beulah Chance, ksmw-Tv Caprock, N.M,, first woman
transmitter operator {(1968); Susan Sherman, first woman TV program director, wrTv(Tv)
Indianapolis (1958); Jane Lurie, currently at wees-tv New York, first woman “one-man
band” (ENG photographer—audio editor, wasT-Tv Albany, N.Y. (1977); Jo Interrante, first
woman with total responsibility for news and programing at any major radio or television
network, RKO Radio Network; Gertrude Lewis, first woman news,.analyst, wLoLeam Min-
neapolis, 1937; Mary Jean Parson, first woman network unit manager, ABC, 1966; Bonny
Guiard, first woman to form a radio/TV business affairs company servicing agencies, pro-
duction firms and media buying services, Tra-flix, New York (1970); Dorothy Brunson, first
black woman to get FCC approval of an application for a radio station and first black
woman to be a radio station owner, wess(am} Baltimore (1970}; Carolyn Wean, first worman
news director of top-10 market station, kyw-1vPhiladelphia (1978), and Maudie Butler, first
woman radio program director, wiBwiam) Topeka, Kan. {1920's). Challenges to these
nominations and other new nominations should be sent to Timatha Pierce, AWRT presi-
dent, 1321 Connecticut Avenue N.W., Washington 20036, by March 31.
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Time-Life Television.

Roy Curtis-Bramwell, assistani head of
public relations for BBC Enterprises, London,
joins Westward Television there as head of
publicity.

[ =T = ] )
Allied Flelds

Layne R. Beaty, chief
of radio and television
division, Department
of Agricullure, Wash-
ington, retires Feb. 29.
Successor has not yet
been named. Beaty,one-
time farm broadcaster
in Southwest, joined
Agriculture in 1955.

R. Michael Senk-
owskl named part-
ner in law firm of
McKenna, Wilkinson &
Kittner, Washington. He joined firm in Septem-
ber 1977 after serving as administrative assis-
tant to Richard Wiley when laiter was FCC
chairman. Dennis P Corbett, graduate of
Georgetown Law School, Washington, joins
firm as associate.

C. Phyll Horne, 59, chief of FCC’s Field
Operations Bureau, has retired, effective Feb.
29, because of ill health. Horne joined commis-
sion in Dec. 1961 and served as engineering
assistant to Commissioner and later Chairman
Rosel H. Hyde. He continued in same capacity
under Chairman Dean Burch. He was named to
present post in June 1973.

Beaty

Robert Nohe, from Nielsen Station Index
agency-advertiser marketing staff in New
York, named Southeastern regional manager
for NSI, media research group. He will be based
in Atlanta.

Barbara Graff, account executive, wOR{AM)
New York, joins Arbitron Radio advertiser-
agency sales Lhere as accouni executive.

Deaths

Josaph Lorin, 83, VP and account Supervisor
at Grey Advertising, New York, from 1930 to
1955, and editor of agency’s Grey Matter
newsletter until his retirement in 1966, died a1
his home in South Palm Beach, Fla., on Feb. 4.
He is survived by his wife, Dorothy, and son,
Martin.

Vince Dempsey, 77, retired night editor for
ABC-TV’s daily electronic feed (DEF) of news
stories Lo affiliated stations, died Feb. 13 in New
Rochelle, N.Y., hospital. He had been with ABC
29 years serving as writer, producer and editor
for ABC radio and TV. Survivors include his
wife, Beatrice, and two daughters.

Henry S. Broughall, 62, owner of media bro-
kerage firm in Broomfield, Colo., Mountain
States Broadcast Properties, and related equip-
ment company, Highland Associates, died of
heart attack Jan. 7 at his home in Broomfield.
Before opening his own company, he worked
for General Electric. Survivors include his wife,
Elizabeth, two sons and three daughters.

Anthony Joyce, 33, journalist with Ausiralian
Broadcasting Commission, died in London
from wounds he received in Zambia last
November. He was shol by unidentified attacker
after filming bridge desiroyed by Rhodesian
commandos.
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They'e still
talking about _
‘Edward and Mrs. Simpson”

“TV at its very best. It's in the highest tradition of British biographical drama on a par with
‘Elizabeth R, ‘Jenny, ‘The Six Wives of Henry VIII' and last year's Mobil Showcase offering

‘Edward the King.” Cecil Smith, Los Angeles Times
“The production is a period gem...gloriously sumptuous....” John O’Connor, New York Times
“Pertormances are fastidious and fascinating...” Tom Shales, Washington Post

“A jewel of a drama...achieves an aura of suspense worthy of Lord Hitchcock.”
Harry F. Waters, Newsweek

*“'Edward & Mrs. Simpson’ is incredibly sordid and wonderful...spectacular...the acting is super”
Marvin Kitman, Newsday

“Joy towatch....” Clive Barnes, New York Post
“Captures the high spirits of the times.... Kay Gardella, Daily News
“A jewel, a flawless sapphire...as fascinating as an adder.’ Judy Flander, Washington Star

“It's a brilliant, compelling, puzzling, fascinating, Infuriating, but splendid story**"
Frank Swertlow, Chicago Sun Times

“'Edward & Mrs. Simpson'...should be crowned monarch of the 1980 television season.”
Arthur Unger, Christian Science Monitor

“Smashing...first-rate TV’ Rick Dubrow, Los Angeles Herald Examiner
“Beautifully crafted television...” Bili Carter, Baltimore Sun
“Absolutely top drawer.” Ann Hodges, Houston Chronicle
"Recreated with richness and affection.” Rex Polier, Philadelphia Bulletin

“Both Fox and Harris are superb...a refreshingly cynical slice of modern history...."
Bruce Williamson, Playboy

“Superb, even gripping...a stunning TV series probe(s) the world’s most provocative love storg}."
Amy Gross, Vogue

“Compulsive viewing...titillates our curiosity...” Martine Latour, Mademoiselle

“Superb performances...a show worth watching.” Joan Hanauer, United Press

“Edward & Mrs. Simpson” a Thames Television production.
Wednesday evening, February 27, at 8:00, episode 6. Check local listings.
Mebil

Showcase
Network ©1880 Mobil Corporation



The human side of
the law: Judge Wright

In the late 1940’s and early1950’s, J. Skelly
Wright was a young federal judge in New
Orleans, admittedly not very experienced
in the law—his background principally was
as a federal prosecutor—but filled with
idealism and sensitive to what might be
called the moral imperatives of the cases
on which he worked. Today, at 69, now
chief judge of the U.S. Court of Appeals in
Washington, Wright is vastly more in-
formed in the law but, in the view of those
who have studied his career, no less filled
with idealism, no less sensitive to those
same imperatives.

To broadcasters and their attorneys—
FCC officials, too, for that matter—the
sight of Wright on the bench waiting to
hear arguments in a case in which they are
involved can be disconcerting. Never
mind that he is soft-spoken and cour-
teous, the Louisiana drawl wrapping in
cotton even the sharpest questions. If they
are on the “‘wrong’’ side of what could be
considered a minorities or civil-rights
issue, they have reason to be concerned.
Even in the bloodless area of common car-
rier taw, Wright can be an activist of star-
tling creativity.

Lawyers who have observed him over
time —including those who admire him—
talk of Wright as ‘*‘result-oriented”’ In-
deed, a law school student at the Universi-
ty of California at Berkeley — Michael Ber-
nick—was so siruck by this aspect of
Judge Wright after reading a number of
his cases—particuiarly those in civil and
criminal law—that he used Wright as a
model in a book he wrole last year on the
subject—as the title of the as-yet un-
published work has it—*‘Judging as Trying
To Be Right.*

“‘Result-oriented,” of course, does not
necessarily constitute a compliment.
Judges are presumed to arrive al resuits
only after cold analysis of the law and the
facts. And there are more than a few
judges to whom the label applies. But
Wright himself does not shrink from it—
although he says it requires elaboration.
At times, he says, his initial reaction to a

case is formed not only by what is legalty-

right but by its ““moral overtones.” Now,
the ‘“‘visceral reaction’’ must be tested
against precedent and the principles of the
law that apply to the case. And if *‘good
prior law”’ does not accord with his initial
reaction, he will change his mind. Stability
and predictability in the law, he says, as do
most lawyers and judges, are important.
But injustice, he adds, is not to be toler-
ated. And if he finds prior law *‘pooriy
conceived™® or ‘‘clearly unjust,”’ he will
turn away from it, and develop his own
theory as to how a case should be decided.
Obviously, such a course is risky. The
decision “*will be shot at by those who are

Profilez

James Skelly Wright—chief judge. U.S. Court
of Appeals in Washington; b. Jan. 14,1911,
New Orleans; BA, 1931,and JD, 1934, Loyola
University, New Orleans; LLD. Yale University,
1961, Notre Dame, 1962, Howard University,
1964, and University of Southern California.
1975; high school teacher, 1931-35; lecturer,
English history, Loyola, 1936-37; member of
faculty, Loyola School of Law, 1950-62;
assistant U.S. attorney and U.S. atlorney,
eastern district of Louisiana, 1937-49 {except
for service as lieutenant commander, U.S.
Coast Guard, 1942-45); U.S. district judge,
eastern district of Louisiana, 1949-62; U.S.
circuit judge, Washington, D.C., 1962 to date;
named chief judge of ¢circuit, March 28, 1978;
m. Helen Mitchell Patton, Feb. 1, 1945; one son,
James Skelly Wright Jr.
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more inclined to follow precedent than I
am ... There will be law review articles.
Other judges, on this court and others, will
wrile. Also, the Supreme Court may
review. So the constraints are pretty sig-
nificant, and you better be confident of
your views and be ready to accept the
possibility of reversal.”’

And Wright has been reversed—in the
CBS ws. Democratic National Committee
case, for instance. Wright, writing for the
majority of a three-judge panel, in August
1971, said that broadcasters who sell time
for commercial advertising cannot impose
a flat ban on the sale of time for editorial
advertising. He said the system violated
the First Amendment rights of those in-
terested in speaking on issues of public
importance—and conformed ‘“‘to a pater-
nalistic structure in which licensees and
bureaucrats’” decided what issues are im-
portant and how they are to be presented.
The Supreme Court, on the other hand,
felt the power of deciding what is to be
broadcast—the power of editing—should
be left with broadcasters,

But there are other areas in which
Wright decisions remain a major factor in
communications law. Citizens Com-
munications Center, also issued in 1971,
overturned an FCC policy statement.
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aimed at according broadcasters a measure
of protection against challengers at
renewal time. (That opinion, while never
overturhed, has been dernited in subse-
quent appeals court and Supreme Court
decisions.) And three years ago, Home
Box Office—the opinion was unsigned, but
Wright says it was “‘put together™ in his
office from coniributions of the two other
judges on the panel—not only deciared the
commission’s cable television rules a vio-
lation of the First Amendment but re-
quired the agency to adopt rules strictly
limiting members’ contacts with interested
parties in rulemaking proceedings.
(Courts must have a full record for review,
he said the other day. ““We can’t review
whispered conversations in backrooms.'*)

But the communications law case of
which he seems most proud—‘‘inor-
dinately proud,” he says—is in the com-
mon carrier area and involves MCI
Telecommunications Corp.’s Execunet
service. The commission, acting on a com-
plaint by AT&T, sought to bar MC] from
offering what is in effect a long-distance
telephone service. But, Wright says, “‘we
took a commission decision and turred it
upside down.”” And more than the fact that
his two opinions in the case were affirmed
by the Supreme Court, he seems to take
satisfaction from the aftermath: *“‘Ex-
ecunet opened up the whole area of com-
mon carrier—wide, with the result that
this is one of the most rapidly growing
areas of communications.”’

Wright was 38 years old and a U.S. at-
torney in New Orleans when President
Harry Truman appointed him a federal dis-
trict judge there. And Wright considers it
an advantage 1o have begun his career on
the bench while relatively young and inex-
perienced. Many of the judges he knew
had been appointed after a full career in
corporate law (he refers 1o them
generically as “‘railrosad lawyers’), and
their opinions, he says, reflected that back~
ground. Even the opinions of the Supreme
Court—including those overturning New
Deal legisiation—*“revolted™ him. Wright,
no railroad lawyer, mounted the bench
‘“‘less inhibited by principles of law."" Cer-
tainly, he was prepared to break new
ground.

For as a district judge in New Orleans,
in the 1950’s, Wright 100k a leadership
role in ending segregation in the South. In
a number of cases, he moved even before
the Supreme Court’s historic Brown us.
Topeka Board of Education decision in
1954. Among many in the South, he was
anathema. *'It’s not easy to forget your
past.”’ he says, in looking back over the ex-
periences that shaped him as a judge. *I
was not as respectful [as some). I have not
improved with age. So 1 hope I bring a little
more humanity, in its broadest sense, lo
the law than some of those who, with the
best of intentions, think I am more result-
oriented than 1 should be.”’

[ ]



Editorialsy

Two steps too far

The FCC is being unrealistic in escalating its standards of equal
employment opportunities for minorities and women in radio and
television (BROADCASTING, Feb. 18).

The new standards it has set for smaller stations, meaning
mostly radio, will be difficult for many 10 meet. Although the
FCC has let stations with fewer than five full-lime employes re-
main exempt from submitting written EEO programs, it will sub-
ject those with five 1o 10 employes to license-renewal review if
minority-group or women employes do not equal, in comparison
with (he composition of the local work force, 50% over-all and
25% in the top four job categories. Commissioner Anne Jonés
correctly expressed concern about *“overkill”’ in the application of
those standards to stations of that size. Nor will many of the
smalter stations among those the next FCC group— those with 11
or more full-time employes—find it easy to comply with 50%
parity both over-all and in the top four job categories.

It isn’t entirely clear in the FCC’s action what it means by
“*subjected to review.” [f a station fails to meet the new standards,
will honest efforts and extenuating circumstances be considered?
The history of administration of FCC guidelines suggests this will
degerate into a simple numbers game.

As 10 the FCC’s intention to begin investigating the composi-
tion of employment at the television networks, il can only be said
that the agency is exceeding its authority and whistling Dixie al
the same time.

The professed purpose is to eliminate siereotypes and right the
balance of minority and women representation in television pro-
graming by the infusion of minority and female presence in deci-
sion making. Assuming that the end would follow the means, as
there is no evidence it would, the whole project is based on the
commission majority’s judgment that there is unacceptable
stereolyping or representational imbalance in television network
fare. When it makes that judgment in the first place, the FCC
strays into forbidden ground.

The networks have not been eager to pick fights when they
could avoid them, but in this case, there will surely be a confron-
tation at some point. When the FCC moves overtly to reshape
programing by restructuring network payrolls, it is an act of cen-
sorship once removed. Time to draw the line.

Tripola

Broadcasters and others regulated by the FCC will get a breather
for three weeks in May. Five of the seven FCC commissicners,
headed by Chairman Charles D. Ferris, and a delegation from the
FCC staff will be out of town—about as far out of town as it is ter-
restrially possible to go. They will be in the Peoples Republic of
China (BROADCASTING, Feb. 18), to discuss telecommunications,
of course.

That visit will immediately follow another, April 19-May 3, by a
composite delegation from Congress and the executive branch,
headed by Henry Geller of the National Telecommunications and
Information Administration, also discussing telecommunica-
tions, a subject that must fascinate the Chinese these days.

The invitations for these missions may be coming, as is stead-
fastly claimed, from the Peoples Republic of China, but the travel
money is coming from—where else?—U.S. treasury. Forty or
more federal employes will be on the trips.

As for the FCC, it cannot be said that the China expedition will
be encumbered by amateur travelers. Last week Ferris and Com-

missioners Joseph R. Fogarty and Anne P. Jones, along with stafl
members, were in London to discuss, surprise, telecommunica-
tions. Commissioner Robert E. Lee was in Chicago and South
Bend, Ind., making speeches. Commissioner James D. Quello
was in Albuquerque, N.M., at a “*teleconference’’ on educational
TV. Commissioner Abbott Washburn was at the National Associ-
ation of Television Program Executives conference in San Fran-
cisco. Three weeks ago, Ferris, Fogarty and Lee were in Hawaii
for, but why go on?

Itchy foot is a disease that has always afflicted FCC members.
Indeed for some the seven-year term couid as well be called the
seven-year itch. It is reaching epidemic proportions, however, in
the China expedition.

Grown-up

The importance of television news has never been as widely
recognized as it is now. [ts audiences are at their highest levels
and growing, and it is being accorded serious recognition even by
competitors that used to treat it carpingly, if at all. If evidence of
the latter point is needed, it may be found in the Feb. 25 issue of
Time, which used CBS News’s Cronkite-Rather succession as the
peg for an eight-page cover package subtitled “*TV's News Explo-
sion.”

Audience growth, specifically the audiences thal have been al-
tracted 10 ABC News’s late-night Iran specials, have prompted
ABC-TV to schedule a 20-minute newscast at 11:30 p.m, NYT
four nights a week. The plan, described elsewhere in this issue,
inevitably will find critics as well as advocates among affiliates.
But both must agree that it reflects a perception of audience po-
tential that, whether it proves right or wrong, could scarcely have
been imagined a few years ago.

Television news has grown up, and is still growing. It has grown
up partly because of competition, partly from experience, partly
as a result of new technologies—and wholly because the people in
it have been determined o learn and grow. The growing tendency
of other media to treat TV news as responsibie journalism can
have derived only from a growing awareness that TV news is
responsible journalism.

Drawn for BROADCASTING by Jack Schmidi

“I don’t have anything personal against the beard, Turk, but we
are getting a lot of static hopping over to the mike.”
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Jim Barker

WFYR-FM CHICAGO

Chicago is a market of change. It seerns as though the winds off
the lake which give the city its nickname blow constantly through
the broadcast community ushering in new formats and facilities.
In this blustery marketplace WFYR-FM has emerged at gale force.
To keep chart of the constant changes and respond to them is a
task which requires a manager with a combination of experience

and adventure. Such a man is Jim Barker, Vice-President and
General Manager of WEYR. Senjor in service with RKO Radio,
Jim started at WGMS in Washington, D.C. in 1955. He then spent
ten years in Chicago with RKO Radio Sales before accepting his
present post at the helm of Chicago’s only full-service FM

radio station, in 1976.

An introspective individual, Jim leans towards the intellectual. He
founded and led a great books discussion group for four years. This
introspection also leads to concern. Jim has chaired the advisory
panel of The Spalding School for the Handicapped and recently
placed a wheelchair intern on the staff at WFYR. He is also the.
former chairman of the Chicago Radio Broadcasters’ Association.

A quiet, gentle man, Jim Barker has brought great strength
and stability to a station in a city where the winds of change
blow unceasingly. RKO Radio is pleased to give you this oppor-
tunity to meet him.

Y Y —

WRKO + WROR Boston/WFYR Chicago/WAXY Fort Lauderdale-
Miami/KH]J » KRTH Los Angeles/WHBQ Memphis/WOR « WXLO New York/
KFRC San Francisco/ WGMS AM-FM Washmngton, D.C.



and you'll find
these new products:

* Portable Helicopter Tracking ® TAP-170 Processing
FPU Amplifier

* UHF Television Exciter with @ FS-16 Frame Synchronizer
stereo audio ~ » TAKS-1000 Prod{ction

* New DVE Control Panel - - Switcher

* NTC-10Time Base o MNC-81A Camera with
Corrector fiber-optic contro!

-~

A
I

ECmerica, Inc:

Broadcast Equipment-Division
130 Martin Lane
Elk Grove Viilage, lllinois 60007




