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Movies for

Thirty great movies with a galaxy of great stars! That's
Viacom Features IV,

Featured in this superb collection of films are such
current (and highly promotable!) luminaries as Jane Fonda,
Woody Allen, Steve McQueen, Art Carney, Michael Caine, Robert
Shaw, Tony Curtis, Walter Matthau, Sidney Poitier, Omar Sharif,
Glenn Ford, Gig Young, Cliff Robertson, Alan Alda, Jackie
Gleason and Maximillian Schell.

Titles are just as impressive: “Take the Money and Run,”
“They Shoot Horses, Don't They?” (Academy Award), “Junior



stargazers.
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Bonner,” “Charly” (Academy Award), “Lovers and Other
Strangers” and “Kotch” (4 Academy Award nominations).

This is an exceptionally well balanced collection. With
the added attraction of limited network runs.

Twenty-four of the 30 titles could play on your station

tomorrow.

Provided, of course, that you call Viacom today!
@
Viacom Features IV "
Viacom
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GRASS VALLEY GROUP B\
|

PERFECT PACKAGE

Tie the world’s most successful production switcher* to
DVE (Digital Video Effects) and E-MEM (Effects Memory),
and you have the most powerful teleproduction package
available today.
“More than

SEVEN HUNDRED THE GRASS VALLEY GROUP, INC.

1600 Series systems
have been soid| A TEKTRONIX COMPANY

Grass Valley Group Field Offices: WEST: 4419 Van Nuys Blvd Ste 307, Sherman Oaks, CA 91403 (213) 990-6172 - SOUTHEAST; 1644 Tullie Cir NE, Atianta, GA 33029 (404)
321-4318 - NORTH CENTRAL; 810 W Bristot St, Elkhart, IN 46514 (219) 264-0931° NEW ENGLAND & MID ATLANTIC; Station Plaza East, Great Neck, NY 11021 (516)
487-1311+ SOUTHWEST; 2639 Walnut Hill Ln Ste 143, Dallas, TX 75229 (214) 358-4229- MIDWEST; 3585 N Lexington Ave Ste 374, Arden Hills, MN 55112 (612) 483-2594
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The Week inBrief

BROADCASTERS AND THE BALLOTBOX O Radio and
television were out in force covering the elections last
week, but while most were out reporting the news of Nov.
7, same were in it: Several with station-ownership
interests were elected to House and Senaté seats. There
was aiso news for broadcasters in how the congressionat
elections will affect the make-up of the Communications
Subcommittees. PAGE 23.

BLUNT wORDS O FCC's Safety and Special Services’
Carlos Roberts tells a gathering of land mobile operators
that their industry should stop eyeing UHF frequencies;
that space is needed by television. PAGE 25.

SET THEM FREE O NAB President Vincent Wasilewski
issues a “declaration of independence for radio,” calling
on the FCC to do away with program percentages,
commercial time standards and formal ascertainment.
PAGE 26.

STAYING CLOSER TO HOME[J BROADCASTING'S annual study
shows the FCC commissioners made 20 fewer business
trips in fiscal 1978, And there's an OMB directive for
another 20% reduction in 1979. PAGE 42.

MORE RKO COMPLICATIONS O Challengers to company's
television licenses in Los Angeles and New York are now
trying to block RKO's sale of its WNAC-Tv Boston.

PAGE 42.

MERCY FROMFCC O A commission judge foregoes a
stronger sanction against a Florida UHF charged with
clipping and, instead, recommends a fine. He notes the
shaky financial status of the station and its officers’
remedial actions. PAGE 44.

LICENSEE INPUT O A Washington law firm suggests a
rulemaking under which a broadcaster could tell his
side of the story to the FCC in advance of a commission
vote designating him for renewal hearing or revocation
proceeding. PAGE 45.

SEVEN OUT OF 32 O That's the number of minority firms
receiving government loans, according to the SBA's first
list of those given help in broadcasting and cable.

PAGE 49.

BATTLE OF 1060 KHZ O WGTR Natick, Mass., which has
skirmished unsuccessfully with Kyw Philadelphia over
use of that frequency, now petitions the FCC to rescind
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Pierce ascendant.
Things were going so
badly for ABC-TV in the fall
of 1974 that the best that
could be said of the situa-
tion was that there was
nowhere to go but up. And
up it went, far beyond what
anyone in those bottomed-
out days could have fore-
seen, and its climb to the
top has completely

. revised the old order in the
Tv business. The connecting link between ABC fall 1974 and
ABC fall 1978: Frederick S. Pierce, who took himself off the
streets of Brooklyn to the presidency of ABC Television and his
network out of the basement of the TV rankings to an overwhelm-
ing dominance of prime time. This first in 2 series of special "Fifth
Estate” reports begins on page 32.

the Westinghouse Broadcasting station’s renewal. it cites
parent Westinghouse Electric's problems with the
government as reason. PAGE 51.

INTERPUBLIC GETS BIGGER O In the largest agency
acquisition in history, it acquires SSC&B and its more
than $700 million annual billings. PAGE 54.

NEWSMAN'S PRIVILEGE O Another “confidential source”
case reaches the Supreme Court, this one involving a
KAKE-TV Wichita reporter and the murder trial of the
widow of broadcaster Thad Sandstrom. PAGE 59.

STINGING THE OTHERS O ABC easily wins the first sweep
week as its movie, “The Sting,’ starts it all off with a 48
share, PAGE 62.

TALL TOWERS O ‘A Pittsburg, Kan., broadcaster suggests
a method with higher antennas that he says will permit
increased power for class IV AM's PAGE 66.

FILM AND MASON: HERE TO STAYy O Eastman Kodak’s
assistant vice president and general manager of its
moticn picture and audio-visual markets division
believes new advances in tape will not make film
obsolete; there's room for both. And Kenneth Mason
speaks with authority on matters dealing with longevity
and durability against |atter-day challenges: He's been
with Eastman Kodak since 1935. PAGE 89.
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E'RE USING AIR WAVES 10
GLEAN UP SOME OF THE
DIRTIESTAIR IN AMERIGA.

Almost everybody knows that - Blue Sky.We stepped up our for any of us to live in a vacuum.
Denver has thinner air than any campaign by initiating action  (As one sniff of Denver’s air will
other major city in America. But that led to a Federal Grant to testify)
almost nobody knows that only fund hourly pollution readings. We must all be considerate of
Los Angeles has dirtier air. We also started giving on-air one another and pulil together to

Most of the people who breathe recognition to businesses that  solvethe problems facing ourcities.
it everydary didn't know how dirty take steps toreduce air pollution. When we do,things willget better
Denver’s air was either. Until And we've instituted a program as they have in Denver.

KIMN radio told them. designed to help alleviate traffic = We're happy to report l:KiN%

An awareness campaign was congestion during rush hour. that a mile above sea swrom
the first step of our Opercxtio;m. The world has grown too small level, the tide is turning.
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ClosedzCircuit’

Insider report: behind the scene, before the fact

. ]
Windfalis

With television having documented its
claim via Television Bureau of Advertising
study that advertising in New York
increased substantially during 88-day
newspaper strike there (story, page 56),
now it’s radio turn. Independent audit by
Pricé, Waterhouse & Co. of 18 New York
area radio stations shows that local
advertising in August 1978 topped August
1977 by 38% and in September 1978 was
34% above same month last year.

|
Sky waves

Officials of Scientific- Atlanta, major
supplier of satellite earth stations, expect
next spring’s National Association of
Broadcasters convention to offer big
market for dishes. S- A sees forthcoming
demand for 10-meter earth stations with
up-link capability. Independent TV
stations are primary prospects.

In addition to public broadcasting
satellite network, which is to be fully
operational by January with 165 earth
stations, 75 commercial TV stations are
expected to have earth terminals next
year. Scientific- Atlanta has supplied all but
few of 25 dishes now installed at
commercial stations, is looking to sell 10 at
next NAB. It sold four at last one.

P i T, T

Dwindling delegations

Attendance at National Association of
Broadcasters six regional meetings has
fallen, but not so precipitously as to
convince leadership that annual series
should be terminated. Association officials
note that some drop-off was expected in
view of raft of other meetings NAB now
runs—license renewal seminars, legal
workshops, not to mention new national
radio programing conference held last
August. Attendance toials from fall

+ meetings have been roughly as follows:
Boston, 210; Atlanta, 270; Chicago, 277;
San Francisco, 205; Denver, 215; New

- Orleans (final meeting, last week), 295.
Average attendance at last year’s meetings
was over 250,

. |
Junket?

Is FCC Common Carrier Committee of
three commissioners being cajoled into
possible.commitment on new (rans-
Atlantic cable prior to 1983 timetable as
alternative to less costly but more versatile
space satellite? Satellite advocates,
including Comsat, see dangers in meeting
beginning Deg¢. 11 at The Hague,
Netherlands, with representatives of

European postal and communications
administrations, which operate (and enjoy
revenues from) cable. Invitation from
Torson Larsen, Swedish administrator,
brought acceptances from FCC Chairman
Charles D. Ferris and Commissioners
Robert E. Lee and Joseph Fogarty
(**Closed Circuit,”” Nov. 6). But it’s now
learned State Department and National
Telecommunications and Information
Administration ‘‘regretted’” same
invitation.

Opponents detect effort to persuade
UJ.S. to set earlier deadline for new cable,
called TAT 7—perhaps 1981 or 1982 —
since far greater return is realized from
cable than from satellite because of higher
rates. Common carriers, now supported by
military, favor TAT 7 on additional
grounds of reliability and backup if
satellites are reridered inoperative or shot
down. Trip to The Hague for three
commissioners would use up about $3,000
of FCC's travel expense.

e e e |

Sun and strategy

More details on how CBS-TV and NBC-
TV hope to whittle ABC-TV’s big prime-
time ratings lead may surface soon.
Officials of both networks are meeting this
week with their respective affiliates
advisory boards— fall meetings that often
serve as forums for network disclosures of
things to come. CBS-TV affiliates board is
meeting Nov. 12-16 at Kamuela, Hawaii;
NBC-TV’s, Nov. 12-14 at Scottsdale, Ariz.
Their ABC counterpart board will get that
network’s word on why NBC and CBS
plans won’t work at meeting Dec. 3-7 at
Maui, Hawaii.

S S yIUF|

Head hunter

FCC Chairman Charles D. Ferris may be
having trouble filling new job as head of
Office of Public Affairs that is to be created
(““Closed Circuit,”* Nov. 6). At least one
person is said to have turned down offer—~
Matthew Cooney, Commerce
Department’s deputy director of public
affairs.

|

Strangers

Seeking fresh perspectives, ABC’s
standards and practices department
convoked group of academic humanists—
12 professors of history, literature,
religion, arts —for quiet three-day
workshop at Princeton, N.J., last week.
ABC Inc. Vice President Alfred R.
Schneider initiated it on theory that
although TV has often consulted
sociologists, psychologists and other social
scientists, views of humanists are largely
untapped. Among subjects examined: sex
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and morality, value system that TV
reflects, use of docu-dramas and ABC’s
Roots miniseries. One hoped-for side
effect: better understanding of TV by
leaders in humanities.

Add White prospects

FCC Commissioner Margita White, who
called Los Angeles her home before she
first went to Washington in 1960 with
Nixon campaign, may return to West
Coast at least part time after she winds up
at FCC about mid-January. Writer by
profession, Mrs. White was White House
assistant press secretary during Nixon and
part of Ford administrations.

Fact that she met with board of Times-
Mirror Co., media conglomerate, on
recent Los Angeles visit may have
significance in her future activities in
either consultative or executive staff
capacity. She is also expected to serve on
board of Radio Free Europe/Radio
Liberty (*‘Closed Circuit,” Nov. 6).

T S
False alarm

Leading sales reps seem to agree that lull
that developed in spot-TV activity last
month (“‘Closed Circuit,”” Oct. 30) is
over—and perhaps, strictly speaking,
never really existed. Looking back, they
report that, as one said, *“it probably
seemed more like a lull than it was™’
because, as another put it, “‘we were
coming off three record quarters and we
didn’t.expect any interruption at all.”
Even at its worst, most say business was
still well ahead of same time last year.
Discernible pickup was reported last week
and most were forecasting records for
fourth quarter and full year. Television
Bureau of Advertising now expects 1978
increase in Spot revenues 1o reach 20%.

O
Futures

Republican Jim Thompson’s victory in
race for governor of lllinois last Tuesday
sparked talk of his prospects as possible
Republican nominee for Presidency in
1980. If that came to pass, it could mean
return to political office by former FCC
Chairman Richard E. Wiley, now in
Washington office of Kirkland & Ellis law
firm which is headquartered in Chicago.

Mr. Wiley left FCC reluctantly last fall
and has made no secret of ultimate desire
to return to public life after interval of
private practice to shore up personal
finances. He’s close friend and has been
co-worker of Governor Thompson. If
lightning were to strike, Mr. Wiley would
aspire to cabinet post rather than
administrative agency.
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RCGA introduces
L {4 ‘b
e (omorrow camera—

the fully automatic TK-47 for today's
ultimate in video freedom.

Here is a dramatic breakthrough from RCA: the
completely new, fully automatic TK-47 studio
camera.

The TK-47 offers completely automatic
programmed microprocessor-controlled setup of
all camera functions. And all at the touch of a
single button.

State-of-the-art design technology is used
throughout. Extensive use of LSI's, digital
memory circuits and other sophisticated
components provide new standards of stability,
reliability and superior performance. Outstanding
picture performance is yours with the touch of the
“Auto” button. You get fast, accurate setup.

Your video operators can forget about tweaking
and concentrate on artistic creativity and picture

"'The family of RCA video freedom cameras"’

TK-760:-The convertible camera

e 5

TK-76: The ENG camera.

TK-46: The studio standard.

composition. That's because numerous camera
operating functions are automated, too—iris, white
balance, black balance, pulse advance, cable
equalization, plus many more.

The TK-47 is also operable in a semi-
automated mode. It functions as an electronic
instruction book to permit programmed step-by-
step setup controlled by four knobs.

Either way—with the touch of a button or with
semi-automated setup—the TK-47 gives you the
ultimate video freedom in a studioc camera.

Coritact your RCA Representative, or write us.
RCA Broadcast Systems, Bldg. 2-2, Camden,

NJ 08102.

The new video treed_om.

TKP-46: The system camera.



BusinessBriefly

Radio only

Tillamook O County creamery
association features its Tillamook cheese
in 52-week radio promotion beginning in
January 1879. Montgomery Advertising,
Portland, Ore., will schedule spots in at
least five markets including San
Francisco and Seattle. Target: women,
25-49,

California Avocado CommissionD
Commission schedules nine-week radio
flight beginning this week. Erwin Wasey,
Los Angeles, will seek spots in at least 10
markets including Chicago, Houston and
Seattle. Target: women, 18 and over.

Pro Hardware O Division of Cosgrave &
Associates plans four-week radio drive for
its hardware distributor and
merchandising consultants starting late
this month. Ross Roy/Compton, New York,
will place spots in 19 markets including
Milwaukee and Salt Lake City. Target:
men, 25-54,

Carling O Brewery prepares four-week
radio campaign for its Malt Duck
beverage beginning late this month. W.B.
Doner, Baltimore, will seek spots in 10
markets including Chicago. Target: adult
blacks.

Lindsay International O Food products
group highiights its olives in four-week
radio flight starting in late December.
Botsford Ketchum, San Francisco, will
place spots in four markets including Los
Angeles and Seattle. Target: women,
25-54,

BraniffO Airline launches three-week
radio buy in early December. Gordon &
Shortt, New York, will place spots in about
15 markets including Boston and Los
Angeles. Target: men, 25-54.

Olson Travelworld O Subsidiary of
General Mills plans two-to-four-week
radio campaign for its travel organization
beginning in early December. The
Haworth Group, Edina, Minn., will
schedule spots in Chicago and New York.
Target: adults, 25-54.

DELTA DASH GETS YOUR
SMALL PACKAGE THERE

IN A BIGHURRY.

Delta handles more over-the-
counter shipments of 50 Ibs. or
less than any other certificated
airline, And DASH (Delta Airlines
Special Handling) serves 86 U.S.
cities plus San Juan. Any package
up to 20 inches, width+length+
height, and up to 50 pounds is

acceptable. DASH packages accepted

at airport ticket counters up to 30
minutes before flight time, up to 60
minutes at cargo terminals.

Rate between any two of Delta’s
domestic cities is $30. ($25 between

Dallas/Ft.Worth and Los Angeles
or San Diego or San Francisco).
Pick-up and delivery available at
extra charge. Call 800-638-7333, toll
free. (In Baltimore, call 269-6393).

You can also ship via DASH
between Delta cities in the U.S. and
Montreal, Nassau, Bermuda, Freeport
and London, England. For details,
call Delta’s cargo office. ﬁrDE LTA

by run by (e

DELYA IS READY WHEN YOU ARE °
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Rep appointments

0O Kota-tv Rapid City, S.D.: Katz
Television Continental, New York.

O WGaGsA(AM)-wiOv(FM) Ephrata,
Pa.: Buckley Radio Sales, New
York.

TV only

Remco O TV rental service slates first-
quarter TV buy starting in January. Media-
Comp, Houston, will schedule spots in 21
markets during all dayparts. Target: total
adults.

Fleer O Sweets manufacturer places
eight-week TV campaign for its Stokiey-
Van Camp Gatorade gum beginning in
late December. The National Media
Group, King of Prussia, Pa., will handle
spots in about 35 markets during fringe
time. Target: adults, 18 and over, and
teen-agers.

Hickory Farms D Specialty foods group
places five-week TV promotion beginning
in mid-November. The Haworth Group,
Edina, Minn., will select spotsin 12
markets during fringe time. Target: adults,
18-49.

Dakota Bake-N-ServO Bread group
places five-week TV test beginning in
mid-November. The Haworth Group,
Edina, Minn., will arrange spots in four
markets during day and fringe time.
Target: women, 25-54.

U.S. Home Corp. 0 Home builder
schedules five-week TV fiight starting in
late November. Louis Benito Advertising,
Tampa, Fla., will arrange spotsin 10
markets. Target: adults, 25-54.

Jacquin O Wine and liquor group
features its Little Rhine Bear wine in five-
week TV promotion beginning in late
November, Spiro & Associates,
Philadelphia, will schedule spots in about
five markets during news time. Target:
adults, 18 and over.

Standard Brands O Food products
group highlights its Reggie candy bar in
one-month TV flight starting in mid-
Novemnber. Lee King & Partners, Chicago,
will buy spots in eight markets during
fringe and prime time, Target: teen-agers
and adults, 18-24.

Conn. General Life Insurance O
Insurance group arranges one-month TV




ANNOUNCING A RARE OPPORTUNITY FOR
YOUR STATION TO MAKE A SIGNIFICANT

CONTRIBUTION TO YOUR COMMUNITY
_v

a's

MILESTO GO

Starring Dan Shor, soon to be seen in NBC'’s mini serles “Studs Lonigan” and
Deborah Winters, best remembered for her performance In “Class of *44'

NEW FROM LUTHERAN TELEVISION
A “THIS IS THE LIFE"” ONE-HOUR SPECIAL FOR FAMILY VIEWING

“Epilepsy Is much more than a medical problem, and MILES TO GO is the first television program | Know
of that dramatizes so effectively the human aspects of the disorder. wWhen | first recorded public service
messages for epilepsy many people would scarcely say the word. 1t is now very rewarding to see this
subject handled so openly and with great sensittvity and compasston:’

Jack Lemmon, star of the Broadway hit "Tribute™
Honorary National Chairman —Epliepsy Foundation of America

“This Is the Life” Is the longest-running syndicated program on the air, the winner of two
Emmy Awards. With network-quality production and a built-in audience, MILES TO GO
promises to deliver

High Ratings —Exceptional Sponsor Interest—Tremendous Audience Response
MILES TO GO
TAKES A DRAMATIC LOOK AT EPILEPSY, THE PREJUDICES THAT
SURROUND IT, AND ONE YOUNG MAN'S STRUGGLE TO ACCEPT IT.
ACT NOW TO SCHEDULE THIS WORLD PREMIERE
BETWEEN JANUARY 15 AND APRIL 30, 1979
EXCLUSIVELY ON YOUR STATION
NO PROGRAM CHARGE-5% MINUTES AVAILABLE FOR SALES OR PSA —PRIME OR FRINGE

CALL JAN NAJI AT 314-647-4900

LUTHERAN TELEVISION
A SERVICE OF THE INTERNATIONAL LUTHERAN LAYMEN'S LEAGUE
2185 HAMPTON AVENUE. ST. LOUIS, MISSOURI 63139



drive beginning in mid-November.
Cunningham & Walsh, New York, will
handle spots in two markets during news
and sports time. Target: adults, 35 and
over.

Murray-Ohio O Motocross bicycles
manufacturer arranges four-week TV
promotion starting late this month. Keller-
Crescent, Evansville, Ind., will prepare
spots in 24 markets during early fringe
time. Target: total children.

Tech Hi-Fi O Retail stereo store chain
starts four-week TV promotion |ate this
month. Singer Media Services, Boston,
will buy spots in eight markets including
New York, Boston and Detroit during
specials, news and sports time. Target:
men, 18-34.

Southern Bell O Telephone company
prepares four-week TV flight starting in
late November. Tucker Wayne & Co.,
Atlanta, will seek spots in 21 markets
during prime time. Target: total adults.

Prince Matchabelli O Perfume
company focuses on its Aviance perfume
in one-month TV push starting in late
November. Della Femina, Travisano &
Partners, New York, will setect spots in
nine markets during late fringe and
prime-access time. Target: women,
18-34.

Nalley’s O Foods group plans four-week
TV flight for its 100% Natural Chips
beginning late this month. Della Femina,

QUALITY TALKS

FOR
KTAC

Tacoma. Washington

Continental's new 5/10 kW AM
transmitter is setting records for
acceptance. It has performance
and efficiency, with the cleanest
sound around. Listen to Continen-
tal: quality talks.

Write for brochure: Continental Electronics

Mfg. Co. Box 270879 Dallas. Texas 75227
(214) 381-7161

Continental
Electnonica

BAR reports television-network sales as of Oct. 22
ABC 51,139,694.900 (36.3%) 1 CBS $1,027.086.800 (32.7%) 1 NBC $974.772500 (31%!}

Total Totat
minules anliars !
week week 1878 tolal 1977 loial change
ended ended 1878 (otal doliars doliars from

Day parts Oct 22 Oct 22 minules year to dale year 10 dale 1877
Monday-Friday
Sign-on-10 am. 172 S 1497000 6.229 S  45.264500 S 39.226900 +154
Monday-Friday
10 am.-6 pm. 1006 18012500 42777 679.704.500 615127600 +104
Saturday-Sunday
Sign-on-6 pm. 297 14.197.200 12924 354.452.700 312469900 +134
Monday-Saturday
6 pm.-7:30 p.m 103 6.104.800 4305 177.269.300 154,442,200 +148
Sunday
6 p.m.-7:30 pm 21 2.073.100 892 54,060,000 44,682,200 +210
Monday-Sunday
7:30 pm-11 p.m. 416 52459800 17.486 1.609.678.900 1,420602500 +133
Monday-Sunday
11 pm:Signoll 233 7125200 9453 | 221124300 195.419.400  +133

Total 2248 S101.469600 94,066 $3,141554,200 $2.781970.700 +129

Source:; Broadcast Adverlisers Reports

Travisano & Partners, Los Angeles, will
schedule spots in four markets during all
dayparts. Target: women, 18-49.

Worid Vision International D
Humanitarian organization slates two-
week TV campaign for late this month.
Russ Reed Advertising, Los Angeles, will
place spots in at least 20 markets during
day and fringe time. Target: women, 35
and over.

Chrysler-Plymouth O Dealers
association plans four-week TV buy
beginning this week. Asher-Gould, Los
Angeles, will arrange spots in southern
California markets during prime and
fringe time. Target: men, 25-49,

Gagliardi Bros. O Company begins four-
week TV push for its sliced meat products
starting in early January. JM. Korn & Son,
Philadelphia, will arrange spots in five
markets during day, fringe and prime time.
Target: women, 18-49.

Bell of Pennsylvania (O Telephone
company features its phone center stores
in four-week TV drive beginning late this
month. Lewis & Gilman, Philadelphia, will
select spots in five markets during all
dayparts. Target: adults, 25-64,

Allegheny Pharmaceuticals 0O
Company arranges three-week TV push
for its Nutra-Nail product starting in mid-
November. Sheldon Communications,
New York, will buy spots in 35 markets
during day, fringe and prime-access time.
Target: total women.

Pizza HutD Restaurant chain arranges
three-week TV drive beginning in mid-
December. Foote, Cone & Belding, New
York, will seek spots in about 70 markets
during fringe time. Target: adults, 18-34.

General Motors O Car manufacturer
begins two-week TV push for its
Oldsmobile Cutlass in two-week drive
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this month. Leo Burnett, Southfield, Mich,,
will schedule spots in 24 markets during
fringe and prime time. Target: total men.

Fairmont Foods O Food products group
features its Creative Crust mix in two-
week TV push starting in late November.
Albert J. Rosenthal, Chicago, will prepare
spots during day and fringe time. Target:
total women.

CBS Records O Records group places
Multi-Hits blitz in one-to-two week TV
campaign beginning in late November
and mid-December. Young & Rubicam,
New York, will handle spots in 26 markets
during prime time. Target: teen-agers and
adults, 18-34.

Halimark Cards O Company features its
bath products in one-week TV campaign
beginning |ate this month. Foote, Cone &
Belding, Chicago, will handle spots in 21
markets during prime time. Target:
women, 18-34.

Van Wyck O Appliance group plans one-
week TV buy starting in mid-December.
Jeffrey Alan Associates, New York, will
handle spots in 11 markets during ali
dayparts. Target: women, 18-49.

General Electric O Company sponsors
Bob Hope at the Ohio Theatre, NBC-TV
special, 8 p.m. NYT, December 3 through
BBDO, New York. Special will include 11
General Electric commercials featuring
housewares, audio and lamp products.

Radio-TV

American Hardware D Hardware supply
company slates three-week radic and TV
push beginning late this month. Ketchum,
MacLeod & Grove, Pittsburgh, will select
spots in 33 markets including Boston,
Detroit and New Orleans. Target: adults,
25-54.
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This week

Nov. 13— Hollywood Radio and Television Society
meeting. Speakers will include National Association of
Broadcasters President Vincent Wasilewski and Rep-
resentative Lionel Van Deerlin {D-Calif). Beverly
Wilshire hotel, Beverly Hills, Calif.

Nov. 13-15— Television Bureau of Advertising an-
nual meeting. Continental Plaza hotel, Chicago.

Nov. 13-18— Nationa! Association of Regulatory
Commissioners annual convention. The Communica-
tions Act rewrite and its impact on federal-state
regulatory roles will be discussed by government and
industry experts including Harry M. Shoashan I, chiet
counsel of House Commerce Subcommittee on Com-
munications. Amang speakers on other panels will be
FCC Chairman Charles Ferris and National Telecom-
munications and Information Administration Assistant
Secretary Henry Geller. MGM Grand hotel, Las Vegas.

Nov. 14— American Women in Radio and Television
luncheon saluting ABC's 25 years in broadcasting.
Speaker: Elton H. Rule. president. ABC Inc. Essex
House, New York.

Nov. 15— Deadline for comments, on FCC’s proposed
extension of multiple ownership rules to public broad-
casting stations. Reply comments are due Dec. 15.

Nov. 15— Videotape Production Association first
awards dinner. Friar's Club, New York.

Nov. 15-18—National convention of Society of Pro-

Nov. 13-15— Television Bureau of Advertising
annual meeting. Continental Plaza hotel, Chicago.

Nov. 15-18 —National convention of Society of
Professional Journalists, Sigma Delta Chi. Hyall
House, Birmingham, Ala.

Nov. 268-29— Association of Naticnal Advertisers
annual convention. Camelback Inn, Scottsdale,
Ariz.

Jan. 14-19, 1979— National Association of
Broadcasters joint board meeting. Wailea Beach
hotel, Maui, Hawaii.

Feb. 4.7, 1979 — Assoeiation of Independent
Television Stations annual convention. Shoreham
hotel, Washington.

March 9-14, 1979— National Association of
Television Program Executives conference. MGM
Grand hotel. Las Vegas Future conferences: Feb.
15-20, 1980, Hilton, San Francisco; Feb. 13-18,
1981, New Orleans.

March 25-28, 1979 — National Association of
Broadcasters annual convention. Dallas. Future
conventions: New Orleans, March 30-April 2,
1980; 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 7-10, 1985;
Kansas City, Mo., April 13-16, 1986; Atlanta, April
5-8, 1987.

April 20-26, 1979— MIP-TV’s 15th annual in-
ternational marketplace for producers and dis-
tributors of TV programing. Cannes, France.

May 18-19, 1979—American Association of
Advertising Agencies annual meeting. Greenbriet,
White Sulphur Springs, W. Va.

B May 20-23, 1979— National Cable Televi-
sion Association annual convention. Las Vegas.
Future conventions: Dallas, April 13-16, 1980;
1981 site to be selected: Washington, May 25-28,
1982,
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fessional Journalists, Sigma Delta Chi. Hyatl House,
Birmingham, Ala.

Nov. 18 —New deadline for comments on FCC pro-
posal to expand the ascertainment primer for broad-
cast-renewal applicants o require licensees to con-
tact all significant elements and institutions in com-
munities, even if not on primer's communily leader
checklist (Dockel 78-237). Replies are due Dec. 18.

Nov. 16-17 —Fall workshop of Alabama Cable
Television Association. Ted Turner, Turner Communica-
tions, will be Thursday luncheon speaker. Gavernors
House. Montgomery, Ala.

Nov. 16-18 — Arizona Broadcasters Association lall
convention and annual meeting. Radisson Resort,
Scottsdale, Ariz.

Nov. 17— Pacific Pioneer Broadcasters salute to
Sylvester (Pal) Weaver former president of NBC,
agency execulive and consultant. Sportsmen's Lodge,
Studio City, Calit.

Nov. 17-18 —Board of directors meeting, American
Women in Radio and Television. Allanta Hilton.

Nov. 19-20—Meeling, board of trustees, Educafion-
al Foundation of American Women in Radio and
Television. Allanta Hilton.

PO o T P e W |
Also in November

Nov. 20— Federal Trade Commission hearing on
children's advertising. Washington.

Nov, 22 —New deadline for comments in FCCinquiry
and rulemaking involving broadcast of public service

May 27-June 1, 1979 — Montreux International
Television Symposium and Technical Exhibit.
Montreux, Switzerland.

June 5-9, 1979—American Women in Radio
and Television 28th annual convention. Atlanta
Hilton.

June 8-9, 1979 — Broadcast Promotion Associ-
ation 24th annual seminar. Nashville. Future semi-
nars: June 1980. Montreal: June 1981, New York;
1982, San Francisco.

June 7-9, 1979 — Associcted Press Broad-
casters convention. New Orleans Hilton. New
Orleans.

June 9-13, 1979 — American Advertising Fed-
eration annual convention. Hyall Regency hotel,
Washington.

Seapt. 6-8, 1979 — Radio Television News Direc.
tors Association international conference, Caesar's
Palace, Las Vegas. 1980 conference will be on
date to be announced. at Diplomat hotel, Holly-
wood-by-the-Sea, Fla.

Sapt. 9-12 1979— National Association of
Broadcasters radio programing conierence.
Stoutter's Riverfront Tower, St. Louis.

Sept. 18-19, 1979 — Broadcasting Financial
Management Association 19th annual conference.
Waldorf-Astoria, New York. 1980 convention will
be Sept. 14-17 at Town and Country hotel, San
Diego.

Sept, 24, 1979 —5tart of World Administrative
Radio Conference for U.S. and 152 other member
nations of International Telecommunications
Union. Geneva.

Oct. 7-10, 1979 — National Radio Broadcasters
Association annual convention. Washington Hilton
hotel, Washington. Future conventions: Oct. 5-8,
1980, Bonaventure hotel, Los Angeles; Sept.
20-23, 1981, Marriott hotel, Chicago.
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announcements (Docket 78-251). Old deadline was
Oct. 23. Replies are due Dec. 22.

Nov. 24 —Deadline for general written comments, ex-
hibits and requests lo appear al legislative hearings
{Jan. 15 in San Francisco and Jan. 29 in Washington)
in Federal Trade Commission's children's advertising
inquiry.

Nov. 26-29— Association of National Advertisers an-
nual convention. Cametback {nn, Scottsdale, Ariz.

Nov. 26-30-Annual conference of North American
Broadcast Section-World Association for Christian
Communication. Bahia Mar Resor!, South Padre Is-
land. Tex. Information: Rev. Ed Willingham, 6§00 Palms
building, Detroit 48201.

Nov. 27 —Extended deadline for filing comments in
FCC's proposal to amend its rules concerning multiple
ownership of AM, FM and television stations and CATY
systems (Docket 78-239). Replies are due Dec. 29.

B Nov. 29— lllinois-Indiana Cable TV Association
seminar and workshop on pay television {marning)
and office procedures (afternaoon). Sheraton Inn, Terre
Haute, Ind.

Nov. 29-30—Western conference of Advertising Re-
search Foundation. Hyatt Regency, Los Angeles.

Nov. 30-Dec. 1—Broadcast Financial Management
Asgsociation/BCA board of directors meeling. Dutch
Inn, Lake Buena Vista, Fla.

Nov. 30-Dec. 2 —Meeling of /NDA-USA and pre-
sentation of Gabriel Awards. Bahia Mar Resort. South
Padre Island, Tex.

]
December

Dec. 4.5— National Cable Television Association
board meeting. Anaheim, Calif.

Dec. 6-8—Western Cable Television Show. Disney-
land hotel, Anaheim. Calit.

Dec. 8 —Deadline for entries, Hollywood Radio and
Television Society 'sinternational Broadcasting Awards
for radio and TV commercials. Information, entry
forms: 1717 North Highland Avenue. Hollywood
90028: (213) 465-1183.

® Dac. 8 —Soutkern California Broadcasters Associ-
ation 15th annual public service workshop. FCC Com-
missioner Tyrone Brown is on morning agenda. Kinsey
auditorium at Museum of Science and industry. Los
Angeles.

Dec. 11 —Deadline for comments on FCCinguiry into
role of low power television broadcasting, including
lelevision translators, in over-all national lelecom-
munications system {(Docket 78-253).

Dec. 12-14— Midcon/78 electronics show and ex-
hibit. Dallas Convention Center.

Dec, 15—Comments due in FCC inquiry and
rulemaking proceeding on applicability of fairness
doctrine and personal attack rule to use of broadcast
facilities by political candidates under section 315 of
the Communications Act. {Docket 78-291). Replies
are due Jan. 16.

Dec, 15—Deadline for entries in competition for an-
nual RIM Awards of Religion in Media Association. In-
formation: Mary Dort, executive director, 1776 North
Gower Street, Hollywood 90028:; (213) 466-3342.

Dec, 18 —Deadline for filing comments in FCC'’s pro-
posed amendment of cabte television tules to provide
that systems need not provide nonduplication protec-
tion to any program of 30 minutes or less (Docket
78-233). Replies are due Jan. 17.

Dec. 26—Deadline for comments in FCC inquiry to
consider broadening program definitions to include
“community service” program category (Docket
78-335) Replies are due Jan. 25.

Dec. 29—Deadline tor comments on FCC proposal



Larry Hatteberg. chief news photographer.

KAKE-TV, Wichita. is 1977 Television News Photographer

of the Year in this year’s NPPA competition.

KTVY-TV. Oklahoma City. is 1977 Television
News Photography Station of the Year.
Darrell Barton 1s chief photographer of KTVY-TV.

WINNERS ON

Kodak salutes a pair of winners with at least two
things in common: Both are repeaters—the second time
around for Larry Hatteberg. the third for KTVY-TV. Both
are expertin theimportantartof capturing newson film.
Asthis year’snews photographer winner: Larry is theé first
recipient of the Kodak Ernie Crisp Award.

This year's NPPA television news photography com
petition was the largest. A distinguished panel of judges
considered more than 700 entries submitied by 305
stations and the three commercial television networks.

Na'eY

Thejudgesestimated that between 60 and 70 percent
of the entries originated on film. the-remainderon video-
tape. Eighteen of the 20 individual news photography
awards went 1o film entries.

Regardiess of the medium by which it s realized.
Kodak congratulates the winners for their achievement.
We hope that future NPPA competition
will continue to stimulate a striving for
excellence in this profession which is so @
InTportant 1o our sociely- :
©Eastman Kodak Company, 1978

k Kodak. . . Official motion picture consultant to the 1980 Olympic Winter Games.



for standards for AM sterecphonic broadcasting. to
consider, among other things, effect of AM stereo sig-
nat on adjacent channel protection ratios, skywave
service and out-of-band emissions {Docket 21313).
Replies are due Jan. 31.

il " ]
January 1979

Jan. 2—Comments due on FCC proposals to restrict
amount of time devoted to on-air auctions and non-
auction fund-raising programing, other educational
broadcasting proposals (Docket 21136). Replies are
due Feb. 1.

Jan. 6-9—International Winter Consumer Electronics
Show, sponscred by Electronic Industries Association/
Consumer Electronic Group. Las Vegas Convention
Center. Hilton hotel and Jockey Club hotel.

Jan, 7-9— California Broadcasters Association mid-
winter meeting. Vincent Wasilewski, National Associ-
ation of Broadcasters, will speak. Palm Springs Spa
hotel, Palm Springs. Calif.

Jan, 8—Deadline for entries for The 1978 Media
Awaids for the Advancement of Economi¢ Under-
standing sponsored by Champion International
Corp., Stamford, Conn, and administered by Amos
Tuck School of Business Administration of Dartmouth
College. Total of $105.,000 in 14 media categories will
be awarded reporting on economics that is stimulating
and understandable and which was presented during
the 1978 calendar year. information: Program admin-
istrator. Media Awards for the Advancement of Eco-
nomic Understanding, Amos Tuck School of Business
Administration, Dartmouth College, Hanover, NH.
03755; (603) 646-2084.

Jan. 8—Deadline for comments on FCC inguiry for
future fee program and refund of fees collected be-
tween Aug. 1, 1970. and Jan. 1, 1977, including
possibility of imposing fee on all users of the
sgegtru;'n—possibly on lease or auction basis (Docket
78-316).

Jan. 8-9-Pacific Telecommunications Conference,
featuring technology of communications and econom-
ic, social and regulatory aspects of communications.
llikai hotel, Honolulu.

Jan, 8-9—Regicnal technical conference of the
Society of Cable Television Engineers. Emphasis will
be on antennas. towers and power surges. Holiday Inn
East. Melbourne, Fla. Contact: Mila Albertson. (202)
659-2131

Jan. 9— Nebraska Broadcaesters Association legis-
lature dinner. NBA Hall of Fame presentation is also on
program. National Bank of Commerce building, Lin-
coln, Neb.

Jan, 10 — New England Cable Television Association
winter meeting. Radisson Ferncroft hotel and Country
Club, Danvers, Mass. Information: Bill Kenny, NECTA,
(603) 286-4473.

Jan. 12-13- Utah Broadcasters Association con-
vention. Hilton Inn, Salt Lake City.

Jan. 14-19— National Association of Broadcasters
joint board meeting. Wailea Beach hotel, Maui, Hawaii.

Jan. 15—Revised date for Federal Trade Commis-
sion hearing on children's advertising. Former date
was Nov. 8. San Francisco.

Jan. 15 —New deadline for comments on FCCinquiry
into children's television programing and advertising
praclices to revisit voluntary compliance by television
broadcasters with guidelines in its Children's Televi-
sion Report and Policy Statement, adopted 18974.
{Docket 19142). Replies are due March 1.

Jan, 17-19—First U.SJAlrican Telecommunications
Conference, sponsored by the Electronics Industries
Association’s communications division. Nairobi,
Kenya.

Jan. 18-20—Alabama Broadcasters Association
winter conference. Downtowner Motor Inn, Montgom-
ery. Ala.

Jan. 21-23—Convention of NBC Radio affiliates.
Royal Orleans hotel, New Orleans.

Jan. 21-24 — National Religious Broadcasters 36th
annual convention. Washington Hilton.

B Jan. 22—Deadline for comments in FCC inguiry
into the encouragement of parttime operation of
broadcast facilities by minority entrepreneurs under
time brokering arrangements {Docket 78-355).
Replies are due Feb. 23.

Jan. 23-25—8South Carolina Broadcasters Assaci-
ation winter convention. Carolina Inn, Columbia. S.C.

Jan. 25— New Jersey Broadeasters Association mid-
winter managers conference. Woodlawn, Eagleton In-
stitute of Politics. Rutgers, The State University of New
Jersey, Brunswick.

Jan. 26-27 — Radio Television News Directors Asso-
ciation board meeting. Caesar's Palace, Las Vegas.

Jan. 27 —Deadline for entries in 11th annual Robert
F Kennedy Journalism Awards for outstanding
coverage of the problems of the disadvantaged. Pro-
fessional categories will be radio, television, print and
photojournalism. Cash prizes of $1.000 will be
awarded the best in each category, with an additional
$2.000 grand prize for the most outstanding of the
category winners. Entries from student print, broad
cast and photojournalists will be judged separately
with a three-month journalism internship in Washing-
ton to be awarded. Information: Ruth Dramstadter, ex-
ecutive director, 1035 30th Street, N.W. Washinglon
20007: (202) 338-7444.

Jan, 29 —Continuation of Federal Trade Commission
hearing on children’s advertising. Start is in San Fran-
cisco on Jan. 15. Washington.

February 1979

Feb. 1—Deadline for comments in FCC inquiry to in-
vestigate ways to help consumers choose, install and
operate their television sets to get best receplion
(Docket 78-307). Replies are due March 1.

Feb. 2-3— University of California at Los Angeles
communications law Symposium ¢n “The Foreseeable
Future of Television Networks. Speakers will include
FCC Chairman Charles D. Ferris; Henry Geller, assis-
tant secretary of Commerce for Communications and
Infermation; Donald McGannon, president of
Westinghouse Broadcasting Co.; Ed Bleier, vice presi-
dent, Warner Communications; Erwin Krasnow. senior
vice president and general counsel, National Associ-
ation of Broadcasters; Bruce Owen, economist. Duke
University: Richard Block, broadcast consultant; and
Robert Hadl, MCA Inc. Los Angeles.

Feb. 2-4— Floride Association of Broadcasters mid-
winter conference. Holiday Inn hotel and convention
center, Tampa airport.

Feb. 4-7 — Association of Independent Television Sta-
tions annual convention. Shoreham hotel, Washington.

Feb. 26-March 2—Intelcom '79 international ex-
position. Speakers will include Joseph Charyk and
John A. Johnson, Comsat; Henry Geller assistant sec-
retary of commerce for communications and informa-
tion, and Dr. Mahoud Riad, secretary general, Arab
Telecommunications Union. Dallas Convention Center.
Information: Horizon House International, 6 10 Wash-
ington (800} 225-9977.

B Feb. 27-28—Fourth annual CATV reliability con-
ference, co-sponsored by the Society of Cable Televi-
sion Engineers and the Consumer Electronics Society
of the Institute of Electrical and Electronics
Engineers. Denver Stouifer's Inn, Denver. Registration:
SCTE. PO. Box 2665, Arlington, Va. 22202.

PP i e — |
March 1979

March 6 —Presentation dinner, Hollywood Radioc and
Television Society's International Broadcasting Awards
for radio and television commercials. Deadline for en-
tries is Dec. 8, 1978. Century Plaza hotel, Los Angeles.

B March 8-10—Tenth annual Country Radio Semi-
nar. Hyatt Regency, Nashville.

March 9-14 — National Association of Television Pro-
gram Executives conterence. MGM Grand hotel, Las
Vegas.

March 14-15—Broadcast Financial Management
Assaciation/BCA board of directors meeting. Waldori-
Astoria. New York.

March 21-22— Association of National Advertisers
annual Television Workshop (March 21) and Media
Workshep, (March 22). Combination fee for both
events will be $100 for ANA members, $115 for non-
members, and for either event, $60 for members and
$70 for non-members. Plaza hotel, New York.

March 21-24 — The National Honorary Broadcasi-
ing Society, Alpha Epsilon Rho, 37th annual conven-
tion. Sheraton hotel, Dallas.
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March 25-28— National Association of Broad-
casters annual convention. Dallas.

|
April 1979

April 2 —-Deadline for comments on FCCproposal es-
tablishing table of assignments for FM-ED stations
and new classes of stations (Docket 20735). Replies
are due May 15.

Aprll 2-5— Electronic Industries Association spring
cenference. Shoreham Americana hotel, Washington.

April 2-5—Canadian Cable Television Association
annual convention. Sheraton Centre, Toronto.

April 3—Advertising Research Foundation public
affairs conference. Washington.

B April 3— New York State Broadcasters A
25th annual meeting. Essex House. New York.

April 7—Great L3es Radio Conference of Central
Michigan Univerasity chapter of Alpha Epsilon Rho for
high school and college students interested in radio
careers. Central Michigan University. Mount Pleasant,
Mich. information: (517} 774-3851.

April 8-10—Annual convention of Illinois-Indiana
Cable TV Association. Hilton Downtown, Indianapolis.

April 11-13— Washington State Association of
Broadcasters 5pring meeting. Thunderbird Motor Inn,
Wenatchee, Wash,

April 13-14 — Texas Associated Press broadeasters
Association annual convention. Sheraton, Abilene, Tex.

April 20-26 —MIP.TV’s 15th annual international
marketplace for producers and distributors of TV pro-
graming. Cannes, France.

April 22-23—Broadcasting Day of University of
Florida and Florida Association of Broedcasters.
Gainesville.

jalion

|
May 1979

May 2— National Rodio Breadeasters Association
radio safes day. Hyatt House (airport), Los Angeles.

May 7-10—Southern Educational Communications
Association conference. Lexington, Ky.

May 8-— National Redio Broadcasters Association
radio sales day. Hyatt House (airport), Seattle.

May 10— National Radio Broadcasters Association
radio sales day Sheraton Airport Inn, Atfanta.

May 16— National Radio Broadcasters Association
radio sales day. Americana, New York.

May 20-23— National Cable Television Association
annual convention. Las Vegas.

May 24— Nationa! Radio Broadcasters Association
radio sales day. Hyatt Regency O'Hare, Chicago.

May 27-June 1—1979 Montreux International
Television Symposium and Technical Exhibit.
Montreux, Switzerland. Information: PO. Box 970—
CH-1820, Montreux.

June 1979

June 3-8 — Electronics Industries Association/Con.
sumer Electronics Group 1979 international summer
Consumer Electronics Show. Chicago.

June 5-9—American Women in Radio and Televi-
sion 28th annual convention. Atlanta Hilton.

June 8-9— Broadcast Promotion Association 24th
annual seminar. Nashville.

June 7-9— Alebama Broadcasters Association
spring convention. The Casion, Pensacola Beach. Fla.

June 7-9—Associaled Press Broadcasters conven-
tion. New Orleans Hilton. New Qrleans.

June T7-10— Missouri Broadcasters Association
spring meeting. Rock Lane Lodge, Branson, Mo.

8 June 8-10— Investigative Reporters and Editors
Inc. national conference. Park Plaza hotel, Bostan.

June 9-13— American Advertising Federation an-
nual convention. Hyatt Regency hotel. Washington.

June 10-11—Montana Broadcasters Association
annual convention. Fairmont Hot Springs, Anaconda,
Mont.




m June 14-15— Oregon Association of Broadcasters
conference. Bowman's at Mt. Hood, Ore.

®m June 14-15—Broadcast Financial Management
Association/BCA board of directors meeling. Sir Fran-
cis Drake hotei, San Francisco.

B June 27-30— Floride Association of Broed-
casters 44th annual convention. Boca Raton hotel and
Club.

|
July 1979

B July 11-15--Colorado Association of Broad-
casters summer convention. Tamarron, Colo.

B July 15-18—The New York State Broadcasters
Association 18in executive conference. The Otesaga
hotel, Cooperstown, N.Y,

August 1979

B Aug. 24-Sept. 2 —International Radio and TV Ex-
hibition 1979 Berlin, promoted by the Society for the
Promotion of Entertainment Electronics of Frankfurt-
on-Main with executive handling by the AMK Compa-
ny for Exhibitions, Fairs and Congresses Ltd. Berlin
Exhibition grounds.

R T T Ty i T, T T
September 1979

Sept. 8-8 — Radio Teleuision News Directors Associ-
ation international conference. Caesar's Palace, Las
Vegas.

Sept. 9-12— National Association of Broadcasters
radio programing conference. Stouffers Riverfront
Tower, St. Louis.

OpenzMike’

Hot stuff

EpiToR: Reference is made to Your Oct. 23
“In Sync’’ concerning alternative energy
to heat a broadcast facility.

Kiva-Tv has been on the air for six years
and has never had a central heating
system. All of the heating comes from our
air-cooled transmitter.

It can get to 5-10 degrees below zero in
Farmington during the winter, but the hot-
air exhaust from the transmitter, which ap-
proaches 180 degrees, is able to provide
comfortable (70-75 degree) indoor tem-
peratures.

The heating installation is nothing more
than the attachment duct-work in our false
ceiling to pick up the heat from the
transmitter. One blower fan circulates the
warm air throughout our building. In the
summer, the ducting is changed so the
transmitter exhaust is dumped into the
outside air. There is no special equipment
required for this lash-up. —John R. Catsis,
general manager, KivA-Tv Farmington,
NM

Double-billed

EDiToR: There are a record number of
complaints being filed with the FCC today.
We in the industry know that many of
these complaints have some justification.
For every one that is justified, however,
there are hundreds that are unjustified,

It seems that there is only one solution
to the problem: We must make the accuser
as responsible as we make the accused.
Many of these unjustifiable accusations
would not be made if the monetary
responsibility was placed on the accusers
to pursue their complaints in the same
manner it is placed on the stations to de-
fend their position of innocence. When a
station is accused in a complaint it is held
responsible for proving its innocence
rather than the complainer being faced
with the legal responsibility of proving that
station’s guilt.

The agencies of our federal government

now make this unnecessary by using the
company’s tax dollars to pursue these
complaints while the accuser stands com-
placently by at no cost, embarrassment or
regulation to force him to prove his stand.
The company in question has a double
cost factor in these cases in that he must
hire legal counsel to defend him and pay
tax dollars to be prosecuted.

There will never be any fairness to the
present complaint and answer depart-
ments of federal government until the
complainer bears the same burden of
responsibility that the accused bears, both
in integrity and monetarily.—J. L. Hull,
KMOM-Tv Monahans, Tex.

Catch-227?

EpDiTor: Ron Mighell’s letter (“Open
Mike,” Oct. 23) about the inclusion of gay
leaders in community ascertainment sur-
veys neatly demonstrates the contradictory
rationales for denying the rights of
minorities. Some of our opponents have
said we’re so ‘‘different’’ from other com-
munity groups that we don’t deserve in-
clusion; Mighell’s argument is that we’re
too much the same.

Of course we have the same hopes and
needs as other people, and it’s certainly
true that our ‘‘abilities are unencum-
bered.”” But exactly that can be said about
all the other community leaders included
on the ascertainment checklist, and no
one has seen their basic humanity as a bar-
rier to recognizing their special identities,
needs and concerns. It's classic
doublethink to tell a group of citizens
which has suffered discrimination because
of its ‘‘difference’’ that discrimination
should continue once the differences
don’t seem so real. Being gay, like being
black or Catholic or Polish or elderly or a
farmer, is part of who we are. We are an
estimated 10% of every broadcaster’s au-
dience and, like any other group, our “‘in-
terest, convenience and necessity” must
be served.— Ginny Vida, media director,
National Gay Task Force, New York.

Broadcasling Nov 13 1978
17

BROADCASTING PUBLICATIONS INC.

Sol Taishoff, chairman.
Lawrence B. Taishoff, president.
Edwin H. James, vice president.
Lee Taishofl, secretary.

Irving C. Miller, treasurar.

Broadcasting

The newsweekly of broadcasting and allied arts

TELEVISION
. - d ®
Execulive angd publication headquarters
Broadcasling-Telecasting buiiding

1735 DeSales Street, NW., Washington, D.C. 20036.
Phone: 202-638-1022.

Sol Taishofl, egitor.
Lawrence B. Taishofi, publisher.

EDITORIAL.

Edwin H. James, execulive edilor.

Donald West. managing editor

Rufus Crater (New York), chief correspondent.

Leonard Zeidenberg, senior Correspondent.

J. Daniel Rudy, assistant’to the managing edgilor

Frederick M. Fltzgerald, senjor editor.

Randall Moskop, associate editor

Mark K. Miller, J. David Crook, assistant sditors.

Kira Greene, Robert w. Dardenne, staff writers.

James E. H. Buiris, Ellen Lief-Wellins, Harry A.
Jessell, editorial assistants.

Pat Vance, secretary to the editor

YEARBOOK O SOURCEBOOK

John Mercurio, manager.
Joseph A. Esser, assistant editor.

ADVERTISING

Davig Whitcombe, agirector of sales and marketing.

Winfield R. Levi, general saies manager (New York).

John Andre, sajes manager—equipment and
engineering (Washinglon).

David Berlyn, Eastern sales manager (New Yark).

Bill Merritt, Weslern sales manager (Hollywood).

Peter V. O'Reilly, Southern saies manager (Washington).

Saily Stewart, classified advertising.

Doris Kelly, secretary.

CIRCULATION

Kwantin Keenan, circulation manager.
Kevin Thomson, subscriplion manager.
Sheila Johnson, James Tobln, Patricia Waldron.

PRODUCTION

Harry Stevens, production manager
Joanna Mieso, production assisfant.

ADMINISTRATION

Irving C. Milier, business manager.
Philippe E. Boucher.
Alexandra Walsh, secretary to the publisher

BUREAUS

New York: 75 Rocketeller Plaza, 10018.
Phone: 212-757-3260.

Rufus Crater. chief corresgondent.
Rocco Famighetli, senior editor

Jay Ruhin, assistant editor.

Douglas Hili, start writer

Diane Burstein, editorial assistant.

Winfield R. Levi. general sales manager.

David Beriyn, £astern sales manager.

Harriette Weinberg, Prisciita K. Johnson,
advertising assistants.

Hollywood: 1680 North Vine Street, 90028.
Phone: 213-463-3148.

Bill Merritt, Western sales manager

Sandra Kiausner, editorial-advertising assistant.

)
Tupat

Founded in 1931 as Broadcasting®— The News Magazine of the
Fifth Estate. O Broadeast Advertising® was acquired in 1932,
Broadcast Reporter®in 1913, Telecast*in 1951 and Television *
in 1961. Broadcasting-Telecasting was inwroduced in 1946. O
Microfilms of Broadcasting are & under University
Microfilms, 300 North Zeeb Road, Ann Arbor, Mich. 48103.0
*Reg. U.S. Paient Office. O Copyright 1978 by Broadcasting
Publications Inc.

e




Monday:zMemo’

A broadcast adverlising commentary from Michael Heffernan, partner, The Legal Clinic of Goldman & Heffernan, New York

A lawyer learns of
broadcasting’s
advantages

Last year a revolution occurred in the legal
profession. For the first time in history,
thanks to a United States Supreme Court
decision, attorneys were permitted to ad-
vertise. And, within a short period of
time, that decision began having impor-
tant ramifications for middle-class Ameri-
cans.

With advertising arose the oppor-
tunity for volume, an aspect of our profes-
sion that has never been particularly im-
portant, given the comfortable fees we
lawyers have been used to. With volume,
steep fees are no longer necessary. In short
order were set up a host of legal clinics—
storefront offices with little overhead that
were able 10 perform in great volume re-
latively routine services such as uncon-
tested divorces, simple wills,
bankruptcies, single family home
purchases, etc. This is the kind of law pro-
vided free for the poor and expensively for
the wealthy, but often not at all for the
middle class. And thus was born, in March
of 1978, our own legal clinic.

Like most legal clinics, we chose the
print media initially, holding back from the
broadcast media for the time being. The
rationale simply was that we would never
know specifically what print could achieve
for us if we began with a multimedia ap-
proach. With limited funds for advertising,
we were eager o learn how much mileage
could be expected from print, as opposed
to the more expensive TV commercials.

But three months of newspaper adver-
tising brought only modest results, and by
June we were ready to get under way with
TV. As it turned out, the lengthy newspa-
per strike that began shortly in New York
City would have forced us into the broad-
cast media anyway. A commitment was
made to move quickly with television to
take advantage of summer rates.

Our initial television ad—the first ever
by a law firm in the history of New York
State—was a 30-second spot featuring a
man seated behind a desk in a lawyer’s of -
fice. “‘If you think a lawyer is too expen-
sive, it’s time you knew about The Legal
Clinic,’ he told viewers. He mentioned
our $15 initial consultation charge and
gave examples of ‘““more than reasonable
fees for various services,”” such as $55 for
a will, $95 for a name change and $210 for
an adoption. The spot ended with a voice-
over promoting ‘‘convenient offices
throughout the metropolitan area’’ and
the telephone number to call for *‘the of-
fice nearest you."

The ad, which was produced by the
Long Island agency of Dougherty, Clifford

Michael Heffernan, partner in The Legal Clinic
of Goldman & Heffernan, New York, formerly
was director of litigation and law reform with
Legal Services Corporation of City of New
York. After five years in that post he formed The
Legal Clinic with Clair Goldman. He is a
graduate of LeMoyne College, Syracuse, N.Y,
and received his JD degree from Northwestern
University in 1972.

& Wadsworth, cost about $1,500 to pro-
duce. We committed $10,000 to place-
ment. The agency suggested a diverse mix
of time slots, including afternoon, evening
and late night, on WNBC-Tv and WNEW-TV,
We were a little reluctant about the late
night slots for reasons concerning image.
That hour, we feared, may be associated in
the minds of oo many viewers with cru-
dely produced low-budget advertising,
some of which is intentionally buffoonish.
When introducing the entirely new con-
cept of legal advertising, we thought it im-
portant that a professional tone be estab-
lished at the outset.

In the end we did accept a few late night
insertions, and the commercial ran 50
times from Aug. 10 through the Labor
Day weekend. Late night produced only a
small response in terms of new clientele,
but there were no adverse comments. The
most advantageous time slot unquestiona-
bly was on WNEW-TV’s 10 o’clock news.
This is where we really zeroed in on our
prime target audience, although the news
slots were also the most expensive.

The phones never stopped ringing in
those first days of television ads. The clinic
might have been an overnight sensation if
only half of the callers were to become
clients. But one of the lessons that TV ad-
vertising taught us is that many people
who think they have legal problems ac-
tually have social problems. The mother at
wits’ end because her 19-year-old
daughter won't get out of the house and
find a job; the man whose upstairs neigh-
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bor puts on her high heels every morning
in an uncarpeted bedroom; the multitudes
who live encircled by barking dogs and
screaming kids playing stickball between
manhold covers—these never were
destined to find relief at The Legal Clinic.

But there were many callers who did
need our services. In the four weeks after
our first TV ad started running on Aug.
10, we counted some 150 new clients who
came to us as a result of having heard
about us on television.

[t was an awesome experience, this first
contact with the power and reach of televi-
sion. Yet it was also somewhat frustrating,
and we felt a bit let down by the immediale
results. | realize now that we had come to
expect more than we should have expected
reatistically. The impact of that first month
cannot be measured by how many people
walked through our doorways, as if a
clearance sale were under way. What is
most important is that we reached
hundreds of thousands of people who now
know that when they need us we are there,
providing key services that may never
before have been monetarily accessible 1o
lhem.

As the newspaper strike continued, we
found ourselves running a second series
of television commercials, again through
Dougherty, Clifford & Wadsworth. We
also decided, as a lest, to (ry radio com-
mercials for the first time.

It is 100 early to asceriain how effective
have been our second round of television
ads and our first round of radio ads. Bul we
have been able 1o discern a number of in-
leresting patterns. As of this writing we
have had more than 800 consuliations,
with over 500 clients signing up. Those
who come in are primarily middle-ciass,
white-collar workers wilh annual income
in the $10,000 10 $15.000 range, but with
some earning $25,000 and more. Most
have never seen a lawyer before. Thus far,
the most sought-afier service {by far) is
the uncontested divorce. Next, in order of
frequency, are simple separalion aggree-
menissimple separation agreemenls,
bankruptcies, wills, consumer complaints,
and name changes.

In the recent past the legal profession
(like others) has been sharply divided on
Lhe subject of advertising. But now that the
Supreme Court has settled the malter (hat
division is gaining acceptance and will con-
tinue to do so.

For our pari, we have had no com-
munications from the bar association or
from individual colleagues concerning The
Legal Clinic’s advertising policy. We did
not expect any opposition, and frankly it
would not have mattered anyway. Our
plans are firm. We will continue using the
broadcast media, especially 1elevision, be-
cause, in the simplest terms, we have to.



¢'re beat

- = _r--"-- e

~ competition 4 t

With sharp management
and 100,000 watts, WSOC-
FM had the potential to be
a real winner. To realize
that potential, Don Bell
chose TM Country.

The results? A 7.2
metro share®* and a #2
TSA rating in adults 18+*

To find out how it was

Don Bell,
Program Director ~ done, read on.

WSOC-AM/FM WSOC-FM has used TM
Country since September of 1976. Before
that, the station had been programming and
taping its own country format.

Don Bell, WSOC Program Director, rec-
ommended TM Country because, in his
words, “I was impressed that this was a
format based on hits. After all, people listen
to a contemporary radio station to hear
popular music.”

Get loyal, long-hour listeners

But there's more to TM Country than
just good music. TM Country is a carefully
constructed, smooth-flowing format. And
TM Country lets you control your pro-
gramming to keep vyour station’s sound
consistent.

The combination of good music, smooth
flow and tight control can get longer listen-
ing and a larger cumulative audience for
your station. That’s what TM Country did for
WSOC-FM.

But even a great format ke TM Coun-
try can't do its best without teamwork.

*Apr/May 1978 ARB

Here’s what Don Bell said about the service
he’s gotten from TM Programming:

Professional consultation

“They're willing to listen. And TM’s
Country Consultant really knows his music.
He’s done modern country on the air.”

Working together, they fine-tuned the
format. “We changed the back-announced
sweeps to a segue announce between two
hits,” said Don. “That gives me eight hits per
hour, evenly spaced.”

One of the results of this change has
been an increase of over 230% in listening
by men 18-34 since the Apr./May '77 ARB.

What about your last book? If it wasn't
as good as it could have been, maybe TM
Country can help. To find out, call TM
Programming.

Call collect. Call right now. Ask for
Ron Nickell, Vice President. The number is
214-634-8511.

TM Programming
1349 Regal Row
Dallas, Texas 75247
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Dr. RicharJ, : : irector for Fossil Fuels and Advanced Systems at the Electric Powgr Research Tnstitute.
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‘Dr. Balzhiser among the array of mirrors that rack
the sun at U.S. Department of Energy’s
Sandia Labs solar thermal test facility in New Mexico.
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“Our principal solar research
effort is to develop collectors to use solar
energy concentrated by mirrors. Such
systems must be in use a large part
of the time to justify the large capital
investment. While the sun's energy is free,
it’s only available part of the time,
so we'll need innovative storage or hybnd
systems if solar electricity costs are to
compete with other alternatives.

SOLAR CELLS
“Present solar cells are far too costly
for utility use. We believe thin-film
technology or very advanced cell concepts
using concentrated solar energy offer
the best chances for producing electricity
at competitive costs. We've recently
had some exciting results which could
lead to the breakthrough necessary for
solar cells to receive serious consideration
by utilities.
SOLAR HOMES
“To investigaie and refine solar
heating and cooling systems, we
have built five houses on Long Island,
and five in Albuquerque, equipped with
various combinations of space condi-
tioning and storage systems. We will run
_ more than 100 experiments over the
. next three to four years to identify the
. mixof solar energy and other things a
- homeowner can do in combination with
v -ic ~ hisutlity to lower the overali cost.
.. CLEAN COAL
L ~ “As coal-fired plants become more
.; expenswe and more complicated, new
* approaches to producing power from
coal could become more attractive. We're
looking for better technology to protect
the environment at minimum cost,
R&D.on coal gasification and fluidized
combustion has shown considerable
promise. Unfortunately; these are not

The time to build power plants is now.

Edison Electric Institute
PO. Box 2491, General Post Office
New York, NY. 10001

Namer “ " e a iy

Address

available today, and our immediate
needs must be met with better conven-
tional plants that operate as cleanly,

as reliably and as cost-effectively as we
can make them.”

NUCLEAR POWER

<

Dr Milion Lz‘t\;ensn, Dxfectoror Nuclear wr at Lh
Electric Power Research Insttute.
“About 80% of our nuclear
research is aimed at making nuclear
power even less expensive. We're trying
to improve reliability, to extend fuel
life, to protect against the cost of plant
shut-downs, to make plant operations
go smoother.
“We're getting involved in new
types of electronics, new concepts
for inspection devices, and very sophis-
ticated ways of analyzing materials.
But basically it all comes back to reduc-
ing even further the cost of nuclear
power.”

This country will need more electricity
years before resources now in research will be
ready to deliver it. By 1988, our demand will
ncrease by 40% just because of new people and
their jobs. Unlities will supply that energy using
whatever fuels are then available and economi-
cal. For facts on how research is keeping our
energy options open, just send the coupon.

-
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Please send me free information about research and development programs that are exploring our energy options.

Phone

City. . ik

_Staté

Zip

Edison Electnc Institute

The association of electric companies
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Top of the Week

Election ’78:
CBS edges NBC;
ABC still third

The TV networks tackle one

of their biggest jobs, election
night coverage, and even with
breakdown of service that supplies
returns, are still able to do battle
on predictions; 1,000 pencils

and lots of aspirin

The news divisions of ABC, CBS and NBC
ran almost as hard as the candidates they
were following in their coverage of the na-
tion’s congressional and state elections
Nov. 7.

in their own race for ratings, CBS took
the 7-11 p.m. NYT national Nielsens with
a 10 rating and 17 share, compared to
NBC's 9/15 and ABC’s 7.2/12. All three
lost out to independent stations: Their
combined share of audience was 44%.

The highlight of the evening—the
lowlight, really—was a breakdown of the
computerized News Election Service,
which provides all three networks and the
wire services with raw vote counts from
precincts around the country.

The NES feeds stalled beginning about
8:30 p.m. NYT, according to Les Crystal,
president of NBC News, and sputtered out
only occassional data until about 10:30
p.m. An administrator at NES headquar-
ters in New York said the next day that the
cemra_l computer had failed to accept in-
coming tallies, and that analysts were still
working there and in the service's four
regional vote centers to find sut what went
wrong.

The breakdown played particular havoc
with the projections of NBC, which
matches its own key precinct samples with
the NES results before picking winners.
CBS and ABC use their key precincts inde-
pendently of NES, news spokesmen for
those networks said, and so were ham-
pered only in giving viewers total vote
counts. “‘I'm not particularly enjoying tell-
ing you what [ can’t tell you,” said ABC
anchor Frank Reynolds at one point, going
on to explain the snafu.

ABC claimed to be the big winner in the
projection derby, counting 40 first picks
versus CBS’s 14 and NBC’s nine. NBC
didn’t argue with those figures, but CBS
said it had 16 firsts and one tie with ABC.
ABC was the only network to make a
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NBC

wrong projection, giving Meldrin Thom-
son a victory in the New Hampshire
gubernatorial race at about 8 p.m. over
Hugh Gallen. CBS correctly picked Mr.
Gallen at 10:22 p.m., and ABC announced
its miscalculation at approximately 12:30
a.m.

Over-all, the projections of the networks
were again remarkably accurate—as evi-
denced by the calls of the two closest races
of the night. ABC and NBC both declared
Jennings Randolph the winner over Arch
Moore in the race for the Senate in West
Virginia, despite the fact that, according to
CBS, with 96% of the results in, a single
vote separated the two candidates. CBS
held back for that reason, but Mr. Ran-
dolph did win, by a final margin of
248 380 to 243,862, according to the As-
sociated Press. That count gave each man
50% of the vote.

The Senate race in Virginia between
Andrew Miller and John Warner—or, as
he was often described by the newscasters,
“‘Elizabeth Taylor’s husband’ —was too
close for anybody to call, but ABC said as
it was signing off that Mr. Warner appeared
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to have taken it. That was correct; in
another 50-50 split, Mr. Warner took the
seat by a margin of just under 4,000 votes.

Each network had outside help with its
polling efforts. ABC worked with polister
Lewis Harris to set up 104 model Congres-
sional districts and 2,700 key precincts,
with the help of 5,000 members of the
League of Women Voters. CBS continued
its alliance with the New York Times, but
since the Times was on strike until just two
days before the election, CBS had to han-
dle most of the arrangements for the
3,000 interviews itself. NBC cooperated
with the Associated Press to conduct what
anchorman John Chancellor called ‘‘the
largest public opinion poll ever made™ —
34,000, Each network also had some-
thing in particular to brag about the next
day. For ABC, besides the success of its
primary effort toward winning the projec-
tion race, it was Barbara Walters' obtain-
ing interviews with numerous big-name
politicians—her principal failure of the
evening, one ABC staffer said, was not
getting through to Indira Gandhi of India.

[t was in 1976 that Ms. Walters made
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her election night debut as an anchor for
ABC, to mixed reviews. An ABC News
staffer remarked upon how much more
effective she seemed to have been this
year in her new role as interviewer par ex-
cellance. Frank Reynolds also seemed to
be enjoying his new role as principal
anchor from New York, and he and Ms.
Waiters received a long ovation frond their
125-person news team in New York when
the evening ended.

CBS cited its all-star anchor team in
New York—Walter Cronite, Harry
Reasoner, Eric Sevareid, Dan Rather,
Roger Mudd, Lesley Stahl and Bruce Mor-
ton—the accuracy of its projections—‘‘we
err on the side of conservatism,” a
spokeswoman for the division said—and
the clarity of its graphics and studio de-
sign. Backing up the team were about 135
production people in New York alone, and
a list of supplies that included nine miles
of broadcast cable, 76 dozen pens, 1,000
pencils, 10,000 index cards and “‘lots of
aspirin.” ’

NBC’s Les Crystal, who had been ex-
ecutive producer of the networks’
coverage in 1976, said this year’s coverage
was basicaily a refined version of the same
approach taken then, with special empha-
sis given the huge voting map in the studio
and the computer-generated graphics for
displaying results of the NBC/AP poll.
““NES was a problem,” Mr. Crystal
acknowledged, but he termed the efforts
of the 1,200 pollsters “‘extremely pleas-
ing’’—particularly in their breakdowns of
the results in terms of specific issues in
each campaign. For example, NBC re-
ported that Governor Hugh Carey of New
York, a staunch opponent of the death
penalty, nonetheless was supported by
42% of those who favored the death
penalty. His opponent, Perry Duryea, won
54% of that category, which comprised
65% of the state's total electorate, NBC
said.Another result of the national poll:
40% of those questioned said they were
Democrats, 33% said they were indepen-
dent, and 24% said they were Republican.
NBC also stayed longest on the air, signing
off at 1:45 a.m., CBS left the air at 1:15
a.m. and ABC at 1:30 a.m-

Public broadcasters got extensive use
out of their satellite system during election
night. WGBH-Tv Boston coordinated feeds
from six cities (Rochester, N.Y., Washing-
ton, Lincoln, Neb., Denver, Chicago and
San Francisco) with regional coverage of
major races and issues. The feeds enabled
Public Broadcasting Service member sta-
tions to supplement their own coverage
with the regional reports.

In addition, PBS offered five half-hour
programs from San Francisco, Chicago,
Dallas, Columbia, S.C., and New York
and a one-hour overview from New York
prior to the elections and will have a one-
hour post election analysis Nov. 15 from
New York. The MacNeil/Lehrer Report
had shows on election turnout and analy-
sis and has one today (Monday) on the
economics of the elections. WGBH-TV also

-
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Landon

Broadcasters {and Republicans} all. Among the viclors in last week’s elections were
Nancy Landon Kassebaum, for the Senate from Kansas and William L. Armstrong, for the,
Senate from Colorado. Pictured as he was leaving a polling booth last Tuesday: Alfred M.
Landon, 91, the 1938 Republican presidential nominee, a former Kansas gnvernor, Mrs.
Kassebaum's father and the owner of five radio stations in Kansas and Colorado.

originated a special election program that
was captioned for the deaf.

Meanwhile, National Public Radio
broadcast 10-minute reports at 10 and 11
p.m. and 15 minute reports on the hour
from midnight through 3 a.m. election
night. The following morning, NPR had
10- to 20-minute segments of national and
regional returns. The radio system had
several correspondents throughout the
couniry with reports. Coverage was coor-
dinated by NPR correspondent Linda
Wertheimer. Highlights of the elections,
including trends, or lack of trends, were
broadcast Wednesday night for the NPR
magazine show, All Things Considered.

Broadcasters add
two new senators
to ranks in Congress

While most broadcasters were occupied
with covering the elections, a few were
more directly.involved in last Tuesday’s
balloting. There will be two new senators
with broadcast holdings for instance, and
three incumbents with broadcast owner-
ship are returning to the Senate.

One of the two new senators is Nancy
Kassebaum (R-Kan.), daughter of 1936
presidential candidate and current radio
group owner Alf Landon, and herself vice
president of KfFH Co., licensee of
KFH{AM)-KBRA(FM) Wichita, Kan. The
other is William Armstrong (R-Colo.), a
congressman who shares ownership with
his parents of KOsI(AM) Aurora and KOSsI-
FM Denver, both Colorado. He upset in-
cumbent Democrat Floyd Haskell.

The incumbent senators who are return-
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ing include Walter D. Huddleston {(D-
Ky.), part owner in WLBN(AM) Lebanon,
Ky., and former president of the Kentucky
Broadcasters Association; Jesse Helms
(R-N.C.), who has a small share in and is
a director of WRAL-FM-Tv Raleigh (Mr.
Helms won national attention this election
year for raising $6 million, the largest
Senate campaign treasure chest ever), and
Ted Stevens (R-Alaska), who has a share
in a group of stations in Alaska.

One candidate with broadcast interests
who lost a Senate bid was Bob Short,
owner of all-news WwTC(AM) Minneapolis.

A new member of the House with
broadcast contacts is Beverly Byron, widow
of Goodloe Byron, Democratic congress-
man from Maryland who died last month.
Mrs. Byron is the daughter of Harry C.
Butcher, one-time CBS Washington vice
president and founder of KEYT(TV) Santa
Barbara, Calif.

Returning for another term in the
House are these incumbents with broad-
casting interests: Thomas L. Ashley (D-
Ohio), who owns a small number of
shares in Combined Communications
Corp., a broadcast multiple owner; W.G.
(Bill) Hefner, owner of WRKB-AM-FM Kan-
napolis, N.C.; Cecil C. Heftel (D-Hawaii)
whose Heftel Broadcasting Corp. owns
KGMB(AM) Honolulu, and KGMD-Tv Hilo
and KGMv(Tv) Wailuku, both Hawaii; has
received FCC approval to buy wsMI(FM)
Greenfield, Ind., and has bought
wLUP(PM) Chicago, subject to FCC ap;
proval, Nick Joe Rahall II (D-W. Vva.),
director and shareholder in Rahall Com-
munications, licensee of six radio stations
and one TV: M. Gene Snyder (R-Ky.) a
small shareholder in wcvM(FM) Car-
rollton, Ky.
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Status almost quo
among congressmen
industry knows best

Senator Griffin, Rep. Carney
casualties among incumbents
on communications subcommittees

Last week’s congressional elections had
little effect on the House and Senate
panels closest to the lives of broadcasters.

Senator Robert Griffin {R-Mich.) and
Representative Charles Carney (D-Ohio)
were the only casualties in Tuesday’s elec-
tions among the current members of the
House and Senate Communications Sub-
committees.

Mr. Griffin, currently ranking Repub-
lican on the Senate subcommittee, had an-
nounced his retirement last year only to
change his mind and run what turned out
to be an unsuccessful race for a third term
in the Senate. Mr. Carney, while a member
of the House panel for several years, has
not been an active participant in such proj-
ects as the Communications Act rewrite.

Other House subcommittee members
rumored to be in trouble before the elec-
tion, Timothy Wirth (D-Colo.) and
Thomas Luken (D-Ohio) for example,
triumphed in the end, Mr. Wirth beating
former Denver radio station owner Ed
Scott for the second time.

Subcommitiee Chairman Lionel Van
Deerlin (D-Calif.), as expected, over-
whelmed his opponent, winning with 73%
of the vote. Commerce Committee Chair-
man Harley Staggers (D-W.Va.) also won
re-election to what he has said will be his
last term in Congress. And the commit-
tee’s ranking Republican, Samuel Devine
(R-Ohio), who was considered in some re-
election trouble, also won.

Except for Mr. Carney’s defeat, the
House Communications Subcommittee is
intact; Mr. Van Deerlin, John Murphy (D-
N.Y.), Mr. Wirth, Martin Russo (D-Ill.),
Edward Markey (D-Mass.), Mr. Luken,
Albert Gore Jr. (D-Tenn.), Barbara
Mikulski (D-Md.), Henry Waxman (D-
Calif.), Mr. Staggers, W. Henson Moore
(R-La.), Carlos Moorhead (R-Calif.),
Marc Marks (R-Pa.) and Mr. Devine.

On the Senate subcommittee, the only
member up for re-election besides Mr.
Griffin was Ted Stevens (R-Alaska), and
he won.

The memberships of both subcommit-
tees are not expected to remain static when
Congress reconvenes next year, however.
In the House, especially, moves are ex-
pected in the parent Commerce Commit-
tee that may affect the Communications
Subcommittee. While Mr. Van Deerlin has
pledged to remain as long as it takes to
pass the rewrite, three other subcommit-
tee chairmanships are vacant, two through
retirements—Investigations Subcommit-
tee Chairman John Moss (D-Calif.) and
Health Subcommittee’s Paul Rogers (D-
Fla.) —and one through election defeat—
Transportation Subcommittee Chairman

Surgery. CBS has taken the knife to its Monday night prime-time program schedule, cut-
ting out WKRP in Cincinnati and People. Replacing them is a one-hour drama from MTM
Enterprises, The White Shadow, about a former professional basketbail star turned high

school coach.

The final straw for both WKRP and People came on Nov. 6, when the former pulled a 21
share in its 8-8:30 p.m. NYT time period and the latter an 18 at 8:30-9 p.m. Time-Life's Peo-
ple is officially canceled; MTM's WKRE picked as a hit by most preseason handicappers,
is expected to have another shot on the schedule, possibly at midseason. A CBS spokes-
man said five or six unused episodes of each series have been completed.

The White Shadow enters the schedule Nov. 27 at 8-9 p.m,, followed by M*A*S*H, One
Day at @ Time and Lou Grant. Shadow's pilot was submitted to the network last spring as a
candidate for fall placement, and has been in preparation as a replacement series since
then (BRoADCASTING, July 31). At least five episodes are finished, CBS's spokesman said,
adding that the series is not being scheduled as a temporary filler, as ABC-TV's Lucan, for

example, probably is.

Fred Rooney {D-Pa.). The shuffles result-
ing from those vacancies are likely to have
a domino effect that will cause shifts in the
Communications Subcommittee member-
ship.

On the Republican side, lhere will be a
new ranking member on the subcommit-
tee, to replace rewrite co-author Lou Frey
(Fla.), who ran unsuccessfully this year
for Florida governor. Speculation still cen-
ters on James Broyhill (R-N.C.) to fill that
post. With the same chair empty on the
Senate Communications Subcommittee
after Senator Griffin’s defeat, speculation
began last week that Senator Barry Gold-
water {R-Ariz.) might step in.

What the final line-up will look like can
only be guessed at now, however. The
moves won't take place until next January
or early February.

NAB to the FCC:
set radio free

Wasilewski urges that more
than the big markets be deregulated,
and especlally the smaller ones

National Association of Broadcasters
President Vincent Wasilewski last week
announced an NAB *‘‘declaration of inde-
pendence for radio™ that calls for the
elimination of radjo program and commer-
cial limitations and radio ascertainment.

The declaration, unveiled Thursday by
Mr. Wasilewski at the final NAB regional
conference in New Orleans, urges the
FCC to undertake immediately a three-
pronged deregulation of all radi6:

(1) Do away with program percent-
ages as a measure of station-performance
at license renewal time. “*Why carry on
this charade any longer?” Mr. Wasilewski
sdid in prepared remarks. “The mar-
ketplace, whether large or small, will in-
sure that radio serves the public. It is time
the FCC got off this First Amendment
tightrope .. "

(2) Get rid of commercial time stan-
dards. *‘Again, the marketplace is the in-
herent regulator,” he said. ““The FCC
should cease fidgeting about what might
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happen and look instead at what has hap-
pened in radio—a general reduction in
commercial matter triggered by mar-
ketplace competition.”

(3) Do away with formal ascertain-
ment procedures. ‘‘Broadcasters do not
need the government to tell them how to
communicate with the people in their
communities.,” he said, adding that it
should be enough to *‘simply ask the
broadcaster what the needs and interests
of his community are, and how he treated
them in his programing.”

Mr. Wasilewski said that while FCC
Chairman Charles Ferris has talked about
“*zero-based regulation,”” NAB sees only
more proposals to expand current regula-
tions.

Mr. Wasilewski also noted, however,
that the commission is currently studying
options for deregulating radio in major
markets. But he said that move ‘‘does not
go far enough, nor is it soon enough.
There is a need for deregulation for all
radio licensees now.” He worried that an
experiment with large markets would
delay deregulation in small radio markets.
**Surely,” he said, ‘*small market radio sta-
tions, struggling with the avalanche of
government forms and requirements with
limited personnel, are the stations that
need relief, and need it now.”

Although played up by NAB as a ‘‘ma-
jor’ speech, the Wasilewski remarks were
acknowledged by NAB Executive Vice
President John Summers to contain
“nothing new:.... All we're saying is:
‘Here’s the time to bite the bullet.’ > Mr.
Summers said the voters demonstrated
last Tuesday that they are fed up with
spending money on regulation, and that,
together with President Carter’s pro-
deregulation statements and similar senti-
ments from the FCC, has brought the
issue to a head. ““The commission can get
out of this [radio regulation) right now if it
is really serious about what it’s saying,”’
Mr. Summers said.

Asked how the new proposal relates to
the Communications Act rewrite now
before the House Communications Sub-
committee, Mr. Summers said the legis-
lation, with its near total deregulation of
radio, is a ‘‘long-term thing,”’ whereas the
commission ‘‘could do these things in the
speech now.”
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Cold water in
the face of
land mobile

FCC's Roberts tells industry
meeting that it can stop eyeing
UHF because TV needs it more

If it’s a rule that government bureaucrats
who speak to industry groups try to tell
them what they want to hear, then Carlos
V. Roberts, chief of the FCC’s Safety and
Special Radio Services Bureau, broke it in
remarks to the annual meeting of land
mobile radio users.

Despite the land mobile industry’s con-
tinuing demands for more spectrum and
the covelous eyes it casts on the UHF
band, Mr. Roberts said land mobile has
enough spectrum *‘for near term future
growth.” And land mobile, he added,
should stop viewing “‘the UHF television
band as some sort of long-term total solu-
tion to the land mobile spectrum needs.

*“I’m here to tell you that just won't be,”
Mr. Roberts told the Special Industrial
Radio Service Association (SIRSA}) at its
meeting last week in Phoenix.

And the reason it won't be, he added, is
that ‘*broadcasting is an essential com-
munications medium that will continue to
grow, and which must be provided suffi-
cient spectrum to allow for new and in-
novative programing services.”’ He noted
that more than 100 million television sets
are now in use in the country.

Mr. Roberts expressed the hope that the
commission, in its recommendations for
the U.S. position at the 1979 World -Ad-
ministrative Radio Conference, will in-
clude land mobile among the services to

be permitted internationally to share UHE
But he said he would not expect such a
provision to result in any ‘‘large scale
domestic implementation of new bands
for land mobile radio, at least not in the
next one or two decades.”

Nor does he see that as a problem for
land mobile because, he said, it “‘may be
able to make more effective use of ihe
spectrum it now has’”—a point broadcast-
ing industry representatives have fre-
quently made in response to land mobile’s
requests for UHF spectrum.

As an example, he cited results of stud-
ies made in Detroit. There, the research
indicates that land mobile is not hurting
for spectrum, even though it is the fifth
largest metropolitan area and, because of
U.S.-Canadian agreements, land mobile is
not allowed to share the lowest seven UHF
channels, as is done elsewhere in the
country, or to use the 800 mhz band,
which is available to land mobile in other
parts of the country.

Mr. Roberts said it was found that one
quarter of the 1,318 land mobile channels
were not being used, and the 64% of all
channels either were not used or were used
sparingly. Everything considered, Mr.
Roberts said, one wonders *‘just how
badly 1land mobile needs more spectrum.’”

As for areas of the country where there
is a heavy demand for some land mobile
channels, and a light demand for others—
a condition, he said, that is the ‘*major
flaw™* of the commission’s block allocation
scheme—the remedy is interservice shar-
ing. Such sharing, he said, offers ‘‘a good
method for providing frequencies for land
mobile stations in many areas, within the
spectrum you now have.”

Mr. Roberts also gave his audience
something else 1o think about—the
possibility of substituting the marketplace

for the commission in determining
spectrum allocations. The marketplace, he
noted, is the mechanism used to distribute
most valuable and scarce natural
resources, such as oil and timber. And
while he did not offer any details, he said
there is ““no fundamental reason’’ why the
markelplace cannot be used in spectrum-
allocation matters as well.

“There are a lot of difficult and knotty
problems” in moving to a functioning
spectrum market, he said. But he said they
can be solved, and the prime benefit, he
added, ‘*would be the near total elimina-
tion of government spectrum regulation.
You would then be able to buy (or rent) a
land mobile channel as easily and quickly
as you buy equipment for that channel to-
day’”

Geller on
WARC worries

At White House briefing, he tries
to dispel concern that U.S. isn't
sufficiently prepared to deal with
technical, political problems
conference is expected to present;
Ferris also appears, says FCC will
create Office of Chief Economist

Henry Geller, assistant secretary of com-
merce for telecommunications and infor-
mation, has offered a brief glimpse of U.S.
hopes and fears as its officials prepare for
the World Administrative Radio Con-
ference in Geneva next year, when the en-
tire spectrum will be subject to modifica-
tions that will remain in effect for 20 years.

A hope is thal the . WARC decisions will
provide the *‘flexibility’* the U.S. will need
in the years ahead to introduce com-

In&Brief

FCC has petitioned full nine-member U.S. Court of Appeals in Washing-
ton for rehearing in wesH case, in which panel overturned commission
decision renewing wesH-Tv Daytona Beach, Fla. and denying competing
application of Central Florida Enterprises Inc. Commission, concerned
about what it says is court's “intrusion on commission's policy mak-
ing discretion,” argues that panel ignored Supreme Court decisions
and congressional intent in pre-empting commission authority to assign
’significant" weight to "substantial past performance" and, conse-
quently, impairs broadcasters' “legitimate renewal expectancies!” Peti-
tion also argues panel—in assigning primary signiticance to media
diversification in comparative renewal case—improperly ignored
Supreme Court holding. However, petition does not contest court’s
finding on mail fraud issue in case, thus indicating that commission
would accept case back on that point. Cowles Broadcasting Inc.,
licensee of wesH-Tv, also petitioned for rehearing, saying panel erred on
alt points, including mail fraud issue. Meanwhile, it was learned commis-
sioners on Thursday debated question of including in petition proposed
public notice announcing creation of task force to begin developing
comparative renewal policy. Majority of commission decided against
inclusion.

O

Taft Broadcasting Co., Cincinnati, announced it had signed letter of
intent to acquire woae(am) Tampa, Fla., from Robert W. Rounsaville for
$5.5 million cash. Deal is subject to execution of definitive agreement
and FCC approval. Taft, group broadcaster, earlier acquired wynFFm)

Tampa-St. Petersburg. Wpae is on 1250 khz with 5 kw. Broker: R. C.

Crisler.
O

Wanu-rFm Granite City, lll. (St. Louis market), has been sold by Norman
Broadcasting Co. to Doubieday Broadcasting Co. for $2 million, sub-
ject to FCC approval. Broker: Cecil L. Richards.

0

FCC was challenged to restructure Saturday morning television to
require all three commercial TV networks to carry same “high-quality”
children's programs simultaneously from 9 a.m. to noon. Challenge
came Thursday from Kenneth Mason, president of Quaker Qats, in
speech in Chicago. Under his plan each network would produce 10
three-hour periods per year; repeats would be run on remaining 22
Saturdays. Advertisers, he said, could agree to rotate commercials
among three networks and, he hoped, to cluster them. Mr. Mason, whose
company is major advertiser in children's programs, said he was confi-
dent Justice Department would approve networks' cooperating in such
project. He said his proposal "will give the new members of the FCC a
chance to show what they can do with an agency that has failed for
years to come to grips with one of the most important issues in Ameri-
can life!

a

FCC approved $140-million merger of American Television & Com-
munications Corp. into Time Television & Communications Inc., wholly
owned subsidiary of Time Inc., effective tomorrow (Nov. 14). Commission
also granted TTC authority to acquire and operate channels of com-
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munications systems as needs and tech-
nology dictate—land mobile satellites, for
instance, or salellites to serve rural areas.
““We want that flexibility built into the
preparations,” Mr. Geller said.

Mr. Geller, who spoke at a White House
briefing for reporters in the scientific,
technical and communications fields, ex-
pressed a concern that officials involved in
WARC preparations have been expressing
for a long time—the possible politicization
of what is, nominally at least, a technical
conference, and the use by Third World
countries of their numerical strength to
dominate the one-country, one-vote con-
ference.

Specifically, what troubles the U.S. and
other industrialized nations is the determi-
nation by some Third World countries to
have the conference reserve satellite siots
and frequencies for their use, even if they
will not need them in the foreseeable
future. At present, frequency assignments
are made on a first-come, first-served
basis.

*“We oppose that,’ Mr. Geller said of
the reservation proposal. ‘““We’ve made a
strong case to present to other nations.’
The U.S. and other industrialized nations
say reservations would waste spectrum.

In that connection, Mr. Geller answered
critics, mostly in Congress, who say that
U.S. preparation for WARC has been in-
adequate. He said officials who have been
involved in previous WARC’s consider the
preparations for this one to be the most
extensive ever. Thus far, he said, officials
have visited their opposite numbers in 53
countries to ascertain their views and
sound them out on U.S. ideas. ‘' We have
not been discouraged in the bilateral
talks,” he said.

On other international telecommunica-
tions matters, Mr. Geller said:

B “We've suggesied” involving the
President more deeply in matters involv-
ing negotiations with foreign countries
over facilities shared with them. The role
would be somewhat similar to that the
President plays in connection with agree-
ments on international air service. He said
there are problems with the present
“structure™ for dealing with foreign coun-
tries: In the case of satellites, the U.S. no
longer can dominate Intelsat; and in the
case of undersea cable, negotiations with
foreign countries are only as effective as
the results the FCC will approve.

B The U.S. is “‘isolated in the United
Nations outer space committee on the
question of direct broadcast satellites. At-
tempting lo win international support for
the proposition that nations should be
allowed to broadcast directly to community
receivers or homes of another nation with-
out its consent “‘is a losing battle,”’ he said.

FCC Chairman Charles D. Ferris, who
also participated in the briefing, stressed,
as he has in the past, the importance he at-
taches 1o increasing the commission’s ex-
pertise in economics. He noted that of the
commission's 700 professionals, 25 are
economists— oo few, he said, considering
that 50% of the gross national product is
concerned with information transfer.

Chairman Ferris plans to have the com-
mission create an Office of Chief Econo-
mist—“*to counter” the Office of General
Counsel and provide an ‘‘independent
economic position.”

Chairman Ferris, a lawyer himself, ap-
pears 1o feel that one problem with gov-
ernment in general and the conimission in
particular is too many lawyers. He noted
that under the civil service rules it is
easier to hire lawyers than to hire econo-
mists and engineers, ‘‘It’s obvious,” he
said, ‘‘lawyers wrote the rules.”

TOP OF THE WEEK

FCC may require
New York and
Philadelphia TV’s
to open studios
in New Jersey

Commission tentatively renews
stations, but ponders imposing
‘physical presence’ requirement

The FCC, in a meeting last week, took
another stab at resolving the question of
providing additional television service to
VHF-less New Jersey. But the heat of the
discussion and the dissatisfaction of Chair-
man Charles Ferris with the result made it
appear that the issue is not yet settled.

The commission tentatively decided to
reject petitions to deny that were filed
against New York and Philadelphia sta-
tions, claiming they have not adequately
served New Jersey. But, in the case of
commercial stations involved, the com-
mission would condition renewal of their
licenses on their establishing, jointly or
separately, a *‘physical presence’ —studio
and office—in New Jersey. The vole was
4-2,

The condition, however, was not finally
adopted. The commission will inform the
stations of the proposed condition and in-
vite comments from them, as well as from
the parties who had petitioned to deny the
renewals. But there seemed little doubt
that the proposed condition would ulti-
mately be imposed.

Noncommercial WNET(TV) New York was
handled separately. The station, which
operates on a commercial channel
assigned to Newark and whose move to
New York, in 1961, when it was sold 10

munications being provided ATC through domestic satellite receive-only
earth stations.

O

PTL Television Network says il's struggling to recover from financial
crisis aggravated by computer malfunction resulting in backlog of up to
400,000 pieces of mail. Religious network has some 200 broadcast
affiliates and satellite operations. Spokesman said-financial picture will
be clearer when success of recent fund-raising telethon can be deter-
mined. Meanwhile, creditors—PTL Says none are broadcast stations—
are being asked to wait 60 to 90 days for $6 million in due bills. PTL
release said "only the power of God can solve this problem.”

' a
Party comprising nine major broadcasters returned to U.S. Nov. 5 after
nine-day trip to Israel as guests of Israeli Broadcasting Authority. They
toured broadcast facilities, met with senior members of government,
briefly with Prime Minister Menachem Begin. Tour, organized by Av
Butinsky of Viacom, included Don Curran of Field Enterprises, Walter
Bartlett of Multimedia, David Henderson of Outlet Co., Arthur Watson of
NBC, Phil Lombardo of Corinthian, James Coppersmith of wnew-Tv New
York, Tom Cookerly of Allbritton Communications and Dale Wright of
wWMAR-Tv Baltimore.

0

Biii Moyers will mark his return to public television {from stint at CBS
News) with exclusive interview with President Jimmy Carter, to air
tonight (Nov. 13) at 9-10 p.m. NYT. Interview, to be taped earlier that day,
is special edition of Bill Moyers's Journal, which is to return on weekly
basis next February.

CBS-TV has scheduled “Gone With the Wind” as two-part February
sweep attraction. Network announced air dates of Sunday and Monday,
Feb. 11-12, B-11 p.m. and 8-10 p.m. (NYT), respectively.
(m]

John Richer, executive vice president for administration of National
Radio Broadcasters Association, has resigned that post in dispute with
NRBA directors over management of association. Abe Voron, NRBA ex-
ecutive vice president for government affairs, will run Washington office
until successor is hired. Lisa Friede of NRBA staff has been named ad-

ministrative director.
o

Robert M. Chambers, vice president and general sales manager, ABC
Radio Network, promoted to new post of network vice president and
general manager. Louis A. Severine, vice president and Eastern sales
manager, will become vice president and director of sales.

a

David H. Fiske, former assistant staff director for information and press -
officer at Federal Election Commission, joins CBS Nov. 20 as director,
legislative and media relations, CBS Washington. Rae Forker Evans,
director, congressional relations, CBS Washington, promoted to director,
government relations. Mr. Fiske succeeds Jack Loftus, now vice presi-
dent, CBS corporate information department, New York.
O

James A. McKenna Jr., senior partner in McKenna, Wilkinson & Kittner
law firm and principal owner of eight-station McKenna Radio Group,
named to receive law/communications alumni award of Catholic Univer-
sity, Washington. He is 1938 engineering graduate .of school, took law
degree at Georgetown, Law firm represents ABC, among other clients.
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TOP OF THE WEEK

Educational Broadcasting Corp., precipi-
tated the problems the commission is still
trying to solve, was directed to honor a
commitment made in 1961 to establish its
own studio in Newark. Meanwhile, action
on the renewal application will be deferred.

The staff has recommended rejecting
the petitions 1o deny —which were filed by,
among others, the legislature and gover-
nor of New Jersey —on the ground the sta-
tions fulfilled the promises they had made
regarding service 10 New Jersey. These
promises, involving news coverage and
public affairs programing, were made in
1976, following a rulemaking proceeding
imposing such requirements.

The decision to impose the additional
office-studio requirement was taken in
recognition of the continuing complaints
citizens and officials of the state have
registered with the commission.

And Chairman Ferris and Commis-
sioner Tyrone Brown, among the commis-
sioners, feel the commission is not doing
enough to respond. As a result, they dis-
sented.

Commissioner Brown, for one, called
the condition ‘‘cosmetic.’” He said the
commission had never made the kind of
economic analysis of the television situa-
tion in the state that the problem requires.

But it was Chairman Ferris who sug-
gested another course of action for ex-
ploration—a technical one—and whose
advocacy of it embroiled him in heated dis-
cussions with members of the staff and
other commissioners. He wondered
about the possibility of directionalizing
New York and Philadelphia signals away
from New Jersey as a means of crealing a
new market in the state. He likened the
present situation 10 a ‘‘mushroom not
being able 10 grow in the shadow of two
giant oaks.”

It wasn’t clear whether the mushroom
had Chairman Ferris in mind was the com-
munity of UHF stations now operating in
the state or a short-spaced VHE However,
at one point, when he talked of a study of a
“co-allocation.” he seemed to be referring
to a VHF solution,

The commission two years ago rejected
the reallocation of channel 7 to New
Jersey as a means of dealing with the ser-
vice problem.

But, the Broadcast Bureau deputy chief,
Martin Levy, offered the strongest resis-
tence, He called the suggestion *‘the least
viable’’ of those considered, ‘‘not
realistic’’ and even ‘‘ludicrous.” He said a
VHF station in New Jersey would create
‘“*a sea of interference.”’

What's more, he and other members of
the staff pointed out that UHF service is
alive and apparently well in the state. Nine
UHF stations—five commercial and four
noncommercial—are operating, and ap-
plications are pending for two other UHF
assignments,

However, the chairman did not let the
matter drop. The staff was directed to pro-
vide the commission with a memorandum
on possible, including ‘‘technical,” op-
tions for improving service to New Jersey.

Move on clutter
at first of year

NAB television board approves
controversial changes in code;
they go into effect on Jan. 1

The National Association of Broadcasters
television board has unanimously ap-
proved the new TV code revisions restrict-
ing commercial and promotional clutter,
worked out by the NAB TV code review
board amid much controversy last month
(BROADCASTING. Oct. 16).

NAB TV board Chairman Thomas
Bolger (wMTV[Tv] Madison, Wis.) said that
rather than wait until the board’s next
scheduled meeting in Jdnuary, the board
wenl ahead and ratified the proposals by
mail so they could be implemented ‘‘as
soon as possible.”” The revisions will now
go into effect Jan. 1, instead of half-way
through next year as would have happened
if the board had waited.

Mr. Bolger said the TV board’s
unanimous approval indicates that the

tevisions “‘are practical and will result in a

reduction of so-called ‘clutter’ and promo-
tional material. Some of the former time
standards required tighiening in view of
the increased use of [such nonprogram
elements as] promotional material” Mr.
Bolger also commended the TV code
board for its work **in a very difficult and
sensitive area.”’

There were reports last week that adop-
tion of the TV clutter-control plan, effec-
tive Jan. 1, was only part one of a two-part
scenario: that, as the second step, the TV
code review board would meet in February
to see how the plan was working in practice
and, perhaps, revise it.

The reports came from usually well-in-
formed sources but could not be im-
mediately confirmed.

Ancil H. Payne of KING-Tv Seaitle,
chairman of the NBC-TV affiliates adviso-
ry board and an ocutspoken critic of the
clutter plan as ‘‘inadequate,” said he was
willing to go along with that sort of ap-
proach—if the NAB board and its TV code
review board, which developed the plan,
were serious about making it only a first
step 1oward something stronger.

“If it’s an honest experiment, I'll go
along,” he said. ‘I don’t think it’s a bad
first step, but if everybody is going Lo stop
after the first step, I'm dead against it.”

The plan would severely restrict the use
of program promos, according to code
leaders, but would also raise 10 10
minutes, from the present nine and a half,
the amount of nonprogram material
allowed per prime-time hour, This exien-
sion of 10 minutes is one of the 1argets of
Mr. Payne’s—and others’ —criticism.

Except as a ‘‘first step,”’ Mr. Payne said,
*I'm not saisfied with the plan or any-
where near it. It’s an inadequale plan—like
trying to repair the gutters of a house
while termites are chewing up the founda-
tion.”

Broadcasling Nov 13 19878

Advertiser and agency ‘sources who had
been critical of the plan saw the NAB
board’s adoption of it by mail as what one
called ‘*an end run around any attempt
they might make to get the plan tightened.

*“This obviously changes any strategy
we might have had to lobby [with NAB
board members) for a stronger plan;’ one
source said.

‘It seemns strange that they felt they had
to act so fast after waiting all these years
to act at all. It seems to me they just
decided 1o avoid a fight by getting there
before we could get our troops in.”’

The advertiser and agency groups offi-
cially concerned with the plan—an Associ-
ation of National Advertisers committee
under Peter J. Spengler of Bristol-Myers
and an American Association of Advertis-
ing Agencies group led by Howard Eaton
of Ogilvy & Mather—had already sched-
uled a joint meeting for this week to devel-
op their position on the plan.

AFTRA and SAG
escalate tension
in contract talks

Apparently they and the agencies
are far apart; unions go to
membership for strike authorization

The American Federation of Television
and Radio Artists and the Screen Actors
Guild are asking their members to give
lheir contract negotiatiors strike authoriza-
tion. -

Officials of\ tlhe unions and the Jgint
Policy Committee of the American Asso-
citation of Advertising Agencies and the
Association of National Advertisers are
said 1o be far apart on terms for a new pact
covering performers appearing in TV com-
mercials. Union and management have
been meeting in New York since mid-Oc-
tober (BROADCASTING Oct. 23), and the
old contract expires Wednesday (Nov. 15).

The call for strike authorization does not
necessarily mean the union negoliatiors
will declare a walkout. A tactic often
employed in the past, it is intended to
strengthen the position of the union repre-
sentatives who thereafter may actually call
a strike.

SAG has mailed out ballots to its mem-
bership, asking for the strike authoriza-
tion. AFTRA has scheduled meetings of
its members for tomorrow {Nov. 14),
when a strike authorization vote will be
taken.

Both the unions and management have
submitted proposals for the riew contract.
Details of their demands were not
divulged, but negotiators acknowledged
there were serious areas of disagreement.

Rates for TV performers are reported to
be a source of serious contention. The
unions are demanding an upward revision
of the so-called “‘wild spot formula
under which performers are paid for the
13-week use of commercials.
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Sold in these markets

WNEW-TV New York

KTTV
WPHL-TV
WSBK-TV
WTTG
WUAB-TV
WPTT-TV
KXTX-TV
KRIV-TV

WTCN-TV

Los Angeles
Philadelphia
Boston
Washington
Cleveland

Pittsburgh

Dallas

Houston

Minneapolis-St. Paul

WXIA-TV
KSTW-TV
WBFF-TV
WXIX-TV

KMBC-TV
WUTV

KTVK-TV

KSL-TV

WYAH-TV

KENS-TV

WEMY-TV

KTHV
WJIKS-TV
KMPH-TV
KOB-TV
KITV

WKPT-TV

- KEYT

Kill

KVVU-TV

Atlanta
Seattle-Tacoma
Baltimore

Cincinnati

Kansas City
Buffalo

Phoenix

Salt Lake City
Norfolk-Portsmouth

San Antonio

Greensboro —Winston-
Salem - High Point

Little Rock

Jacksonville
Fresno
Albuguergue
Honolulu

Bristol — Johnson City —
Kingsport

Santa Barbara
Corpus Christi

Las Vegas

AVAILABLE NOW

Warner Bros. Television Distribution @ A Warner Communications Company




EXXON ILLUSTRATED

The “Guyed Tower"—a new way to get oil from
deeper waters.

Exxon has found a new way to get oif from
waters too deep for conventional drilling
and production platforms. It's called —
the “guyed tower” and it may be used
to recover the oil from Exxon’s recent
significant discovery in the Gulf of Mexico—

The slim steel tower
is held in place by
guy lines which are

an oil field lying under 1,200 feet of water . .

; ’ e weighted and anchored
WhICh may hO/d more than 50 ml//lon { to.tge ocean floor.
barrels of petroleum. Itis topped by a

conventional
platform deck.

SAI7
SR,

/ // /
Pl .

=
1T
24
P

\‘ 'i-
A0

i + e

AT 8

< 1>
(e

s

‘ &t v = /2
F. rr- o
r 'S 8171 A
y Water depth, tower size, and weather el ‘ i = 53 “
/ conditions dictate the number and size d \ il ﬁ Z
of the guy fines. A typical Exxon guyed %’
tower would have 16 to 24. N\

o (2
4
iy,
% _
/ ) ==Z o
»

Huge weights lift off the
ocean floor when storm LA TN

waves are very large. \ WW ¥ The tower base s forced into '
This Exxon-designed feature Shidh ( the sea floorand acts as a .
' protects the guy lines from I pivot to allow the tower to move

/ severe strain during storms. ‘ & with wind and wave action.
/ L “ ‘|

Energy for a strong America. | E

A __




One in a series of special reports on prime movers and movements in broadcasting and allied arts

Fifth 7/Estate

The upward mobility of ABC’s Fred Pierce

A s things stood on Oct. 22, 1974, ABC-TV’s ratings average
for the preceding week was 15.5 and its parent company’s
stock was trading at about the same figure. As things stood on
Nov. §, 1978, ABC-TV s ratings average was 22.3 and the compa-
ny’s stock —after a three-for-two split in the interval —was selling
at about $37. A primary reason for that change in the way things
stand—at ABC and in television at large—is Frederick S. Pierce.

On Oct. 22, 1974, Mr. Pierce became president of ABC Televi-
sion. He was 41 years old and an 18-year veteran of ABC—a sort
of development project himself, with background in research,
sales and programing. **The complete broadcaster,” one associate
now calls him. Always regarded as a comer at the network, Fred
Pierce had finally arrived. It couldn’t have been at a worse time.

“Disaster’’ was gelting overtime work as the word for ABC’s
fall prime time line-up. Mr. Pierce, the old researcher, can’t bear
even loday {o hear the numbers: ““Let’s just say we were a clear
third.”

Nevertheless, Mr. Pierce thought then and thinks now that it
was the right time. He describes his reaction to being named
president with a characteristic anti-eloquence and a sincere ten-
dency toward gee-whiz: ‘It appeared it would be a lot of fun”

Fun? Taking over in a TV season when viewers were treating
the network like the plague, turning away in droves frem a sched-
ule that featured so many doomed shows with titles like Kolchak,
Kodiak, Nakia and Kung Fu that 1974 is still remembered
derisively around ABC as ‘‘the year of the K ?

“When you spend 18 years in training,”’ he says, ‘‘and you
have a lot of ideas you want to implement, and then you finally
have the opportunity, you get an incredible amount of adrenalin
running. It’s like you’'re building up for the big game, and then
finally the whistle blows. You’re off, and you've got this incredi-
ble drive.”

Confident. aggressive and full of ideas, Fred Pierce was, in-
deed, off. He immediately steered ABC away from its drift toward
rural shows like Kodizk and Nakia and back toward more urban-
styled series. He brought in S.WA.T and Baretta at midseason
and plunged the network into a heavy program development proj-
ect—one that would partially account for decreased profits at ABC
in 1975. But, he says, ““One thing [ asked for—and I never had
any hesitatjon from top management—was a major dollar com-
mitment.”’

Then he waited and plotted. for fall 1975 and what he saw as his
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Mr. Pierce being interviewed by BROADCASTING editors.

big, or maybe only, chance—the family hour. Not as the positive,
pro-social concept it was bejng promoted for, but as a diversionary
scheduling scuffle that would allow ABC to gain some high
ground later in the evening. The family hour, he figured, would so
disrupt network scheduling that prime time was, in effect, up for
grabs. Not that he had that much to grab with.

But Mr. Pierce did have a plan—now certified in TV lore as the
‘‘ridgepole’” or “‘clothesline’ theory—in which he would take
ABC’s biggest audience draws and string them, as on a
clothesline, throughout the week at 9 p.m., the so-called
ridgepole of the evening. ‘‘Basically,” he says, “‘having come out
of research, the first thing [ did was maximize our assets.” Those
assets, the network’s strongest shows— Monday Night Football,
two movie nights, Streets of San Francisco, S WA.T. and The
Rookies—Mr. Pierce plugged in at 9 p.m., reasoning that, at least
in the early going, viewers would be as confused during the
family hour as were the networks, and that a solid line-up at 9 was
strategically critical.

It was. And it continued to be as ABC built fore and aft of
9-10—especially fore, under Mr. Pierce’s first corollary to the
ridgepole theory: Comedy works best at §-9, Into that hour, from
among the development projects he was nurturing and some cur-
rent shows, would go the likes of Laverne and Shirley, Welcome
Back, Kotter, Happy Days, Three’s Company and Barney Miller.

The rest, with nods to the programing crap-shoots taken with
the winter and summer Olympics of 1976 and the phenomenal
Roots, is so much history. ABC is no Jonger clear third, it’s clear
first. Less clear, however, is this man who thought it would all be
fun—*‘and it has been,” Mr Pierce says today—and who has
been described as the most powerful man in television.

0

Mr. Pierce came cheap to ABC, at least in the beginning. [t cost
the company a want ad and $58 a week to lure an itchy public ac-
countant trainee into the network’s research department. It was a
$2 raise and *‘a lot better than trying to balance ledgers,” he says,
and, in an understatement of hindsight, a *‘step in the right direc-
tion.” According to ABC’s 1977 proxy statement, Mr. Pierce
pulled down $437,000 in salary and bonuses last year.

Julius Barnathan, who now works for Fred Pierce as president
of ABC Broadcast Operations and Engineering, first hired Mr.
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Pierce as a junior research assistant in 1956, when Mr. Barnathan
was manager of research. ‘‘It was the lowest job you could have”’
in research, Mr. Barnathan says of Mr. Pierce’s first posting. ‘‘But
it was a good way to learn what ABC was all about.”’

Fred Pierce, Mr. Barnathan says, ‘‘came along fine.” So fine
that Mr. Barnathan became an early mentor of Mr. Pierce, pro-
moting him to junior analyst and analyst, and then, as Mr. Bar-
nathan himself advanced, he brought My, Pierce along with him,
ultimately appointing him director of research.

Early on, Mr. Barnathan picked up on some of the key ele-
ments in the Pierce admixture. ““He was the quiet type,” says Mr.
Barnathan, ‘‘but fiercely competitive.’” (Fred Pierce remains, by
almost all accounts, [a] the quiet type and [b] fiercely competi-
tive.) Mr. Barnathan also saw in him other qualities. “‘He was a
good learner—soaked it up like a sponge. He didn't like to get
into detaijls especially, but he’d do it when it was necessary in
order to get the overview. And one thing all those guys in re-
search learned was a sense of how lo place programs, how au-
diences respond, the way audiences flow.”

But, Mr. Barnathan continues, Mr. Pierce ‘‘leaned more toward
sales than toward the academe of research.”” {Another ABC re-
search alumnus, producer Leonard Goldberg, succeeded Mr.
Pierce in the drudgery of his job as junior research assistant,
perhaps earning the latter’s long-term gratitude. ‘‘Fred had never
seen me, but he was very happy to meet me,” says Mr. Goldberg,
who’s now under exclusive contract to ABC.) In Mr. Pierce’s role
as director of research, he worked closely with Edgar Scherick,
then head of sales, now an independent producer. At his request,
in 1962, eight years after joining the company, Mr. Pierce was
made director of sales development as well as research. That same
year, Mr. Pierce would be entirely in sales, as director of sales
planning and sales development. Fred Pierce was looking golden.
In 1964 he would be named vice president and national director
of sales: in 1968, vice president for planning; in 1970, vice presi-
dent, planning and development, and in 1974, the same year in
which he would be named president, he was appointed senior VP,

His destiny was manifest. The ABC-TV affiliates chairman,
Bob Bennett of wCv8-Tv Boston, says he has *‘a sort of magic
dust around him.”

In the TV production community, his star is equally ascendant,
and not solely because he singlehandedly hiked prices to pro-
ducers—*‘astronomically,”’ according to one—when he took over
as president. Mr. Goldberg, whose Spelling-Goldberg Produc-
tions is a prime ABC supplier, says: ‘‘“There’s a word that is used a
lot that usually doesn’t apply, but it does with Fred—he’s a pro-
fessional.”

Even Bill Sheehan, the former head of ABC News whom Mr.
Pierce demoted 10 make room for ABC News and Sports Presi-
dent Roone Arledge and who now works for Ford Motor Co.,
declares that Mr. Pierce is ‘‘probably the most effective television
executive in modern times.”’

But in such cynical modern times and especially in such a cyni-
cal business as television entertainment, it’s hard to put forth this
proposition: Mr. Pierce is so effective an executive because he is
so honest. Yet it's equally difficult to ignore, just as are the tri-
butes to his executive prowess, the references to his integrity,
both as a person and as a corporate captain.

Merrill Grant, vice president for media and programing of the
Case & McGrath agency and its TV production subsidiary, goes
back a long way with Mr. Pierce, maybe the farthest in the indus-
try, to their days as fellow students (class of “53) at the City Col-
lege of New York. Mr. Grant pictures him in those days as having
“‘a sense of being honorable and responsible—someone you
could trust. He always dealt correctly, as he does today.’

In speaking of Mr. Pierce, Joan Wechsler, his long-time secre-
tary and now his administrative assistant, refers to him often as
*‘a man of great integrity.’ She also uses the terms *‘stature’” and
**moral” in describing him.

Mr. Pierce himself emphasizes his personal, and by extension,
corporate honesty: **We say-what we mean and we mean what we
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move very slowly indeed.
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say—that’s a major tenet.”’ He attributes these convictions to his
father, who taught them to him in his relatively lean beginnings in
the Williamsburg section of Brooklyn (‘““Where Youth Terror was
shot—a bit different then, but not that different,’ he notes).
*“Your credibility, your morality and your honesty—something
nobody can take away,”” Mr. Pierce pronounces, ‘‘are very impor-
tant in this business, where so much depends on verbal com-
munication . .. It’s one thing [ respect most and won't tolerate if
it’s not present in the people around me.’

And the people around him are as important to him as his
creed of credibility. There is no cult of Pierce personality—there
is, really, little Pierce personality on which to build a cult—and he
himself diverts any attempt to ascribe most or all of ABC’s suc-
cess to him personally. There’s an “‘incredible amount of team-
work at ABC.” he says. And, “‘the fortunate thing at ABC is this
terrific feeling of togetherness.”

When he started running things at the network, Mr. Pierce
says, “‘l knew we had the people, who, if properly directed and
motivated, could get the job done.’’ His first internal order of bus-
iness: to open the network to openly honest communication.
*“The most important thing [ did,”’ Mr. Pierce says, ‘‘was 1o take
the fear out of decision-making on the part of our operation and
all the executives working with me.”

Mike Eisner, a former ABC programing executive who is now
president and chief executive of Paramount, backs up Mr.
Pierce’s assertion that he took the worry out of the network. ‘*He
allowed the right decisions to be made,”’ says Mr. Eisner.

Ed Bleier, another ex-ABC executive now laboring in the pro-
duction fields as executive vice president of Warner Bros. TV,
goes on at length about the Pierce operating style: **One of his
great qualities is that he is an orchestrator and leader of his col-
leagues. He absolutely gets the best from people, and he’s a ter-
rific spotter of talent in the company. He listens to them even if

they can’t shout. Some of the strongest people in that company
are quiet people, and Pierce, with his own quietness and his pa-
tience, knows to listen to them, to encourage them, to create an
apolitical atmosphere and make it work harmoniously.”

Mr. Pierce, who has at hand in his office an array of buttons that
allow him to communicate directly with company executives
above and below him, feels that his policy, which he describes as
“‘giving everybody their own head,”’ has opened up ABC Televi-
sion to a flood of “‘self-expression—it’s going down, coming up
and working laterally.” It also, he says, ‘‘engenders an incredible
amount of spirit, enthusiasm and loyaity.”’

Mr. Pierce does not, however, risk the company’s security on so
slender a reed as loyalty. [n the network television game, most of
the executive players are free agents, and he has instituted a
widescale policy at ABC that makes loyalty more definite—on
paper. He signs his key executives to contracts—several of them,
conspicuously, during the period when Fred Silverman, on his
way to NBC, was forbidden 1o negotiate for talent.

Mr. Pierce, who himself is committed to ABC by contract
through mid-1981 (and he stresses that in denying unequivocally
that he has been courted ‘‘either directly or indirectly” by
another network}, admits freely to instituting the policy. *‘In this
business,” he says, ‘‘where you’re working on ideas that take 18
months to come to fruition, you can’t have people developing
ideas who aren’t going to be with you throughout that time —par-
ticularly when you're in such a competitive business. So we made
sure we protected all those people. | knew of certain people my
former associate was going after.’

“Former associate’’ is Mr. Pierce’s delicate way of referring to
NBC President Silverman, ex-president of ABC Entertainment,
who, working under Mt. Pierce of the bland facade, earned such
nicknames as the “Man with the Golden Gut” and ‘‘Fast Fred-
die.” In the process, much of the credit for ABC-TV’s program-
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Donnain your life?

Not long ago she was a high-school teacher who
needed her principal’s permission to sing in Las Vegas.

Today Donna Fargo (she of the six gold and platinum
records) sings wherever she pleases—and pleases a whole
nation of viewers in the process.

Naturally, “The Donna Fargo Show” pleases them
the most. For it’s this new, half-hour musical series that
best showcases the three-dimensional nature of her talent.

The series—now into its second 13 weeks of production-
certainly shows her off as the fine contemporary singer
she 1s.

It certainly demonstrates her gifts as a composer.

She writes about 80 percent of her own material.

And - finally - it gives full rein to her magic as a major,
new television star.

So it’s not surprising that “The Donna Fargo Show”
is already playing to enthusiastic audiences in 67 markets.

If your market isn’t yet among them, you may be
overlooking one of the year’s most attractive new
entertainments.
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Evolution of a power that is. The wood sculpture beside which he's
standing in the picture at top, and the four ABC-TV publicity photos that
appear below it, help track key accomplishments in Fred Pierce's career.
The sculpture was presented as a surprise gift by the affiliates board of
governors during this year's network convention in Los Angeles; the
photos marked his appointments as manager of research {1958), vice
president and director of TV sales (1964), vice president in charge of
planning and assistant to the president of the TV network (1970) and
president of ABC Television (1974). Will the next slep put radio, too,
within his reach? Perhaps, he admits, while adding that he's not pressing
for the job. What will be will be, he says.

ing successes went to him.

Stories differ on Mr. Pierce’s feelings toward the other Fred.
Some hold that Mr. Pierce resented the publicity given his now-
competitor; some hold that Mr. Pierce’s professionalism and in-
ner store of confidence overcame any jealousies. But he made
clear in an interview with BROADCASTING that the Silverman
ghost has been exorcised from the corridors of ABC.

“Fred made an important contribution’® to ABC, says Mr.
Pierce, “*no doubt about that. But our growth patterns, the orga-
nization we have—it was here before he got here, continued while
he was here and our success continued after he was gone.” (Here
Mr. Pierce echoes now-ironic sentiments expressed by William
Paley when Mr. Silverman departed CBS for ABC.) Later, he’s
asked what was Mr. Silverman’s major contribution to ABC.
Another fast, almost rehearsed, answer: ‘‘His sense of
enthusiasm and a dedication and attention to detail in program-

a

ing.

If Fred Silverman added the filips to Fred Pierce’s prime time
strategy—if, as it’s been said, Mr. Pierce was the architect of ABC
ratings supremacy and Mr. Silverman the contractor—then what
makes Mr. Pierce the pre-eminent programer?

One obvious reason is that he knows his broadcasting stuff. His
years in research, sales and programing stand by him well, both as
a strategist and as an executive.

Because of Mr. Pierce’s range of experience, says Leonard
Goldberg, ‘‘people can’t say to Fred, ‘'l can’t do that,’ because
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Fred can say, ‘Well, I used to do it.””” For the same reason, says
Mr. Goldberg, ““Fred understands the totality of the television
medium—the fit of sales and programing, the stations, Wall
Street and Washington. He’s able to fit all those complex pieces
together. There are guys who are brilliant in their areas; Fred puts
it all together.”

Mr. Pierce’s years in research, says McCaffrey & McCall’s
David McCall, were of special benefit, aiding Mr. Pierce to this
day in ‘‘making decisions based on fact.”” Joel Siegel, senior vice
president in charge of radio and television for Ted Bates & Co.,
also points up Mr. Pierce’s background in research. Mr. Pierce,
says Mr. Siegel, *‘is a highly perceptive person who knows figures
better than anybody in the business.”” Giraud Chester, executive
vice president of Goodson-Todman Productions and a former
ABC-TV daytime programing chief in the late fifties and early six-
ties, was favorably impressed with Mr. Pierce then as someone
who knew ‘‘how to separate what’s important and what’s not im-
portant.”

Warner’s Ed Bleier sees Mr. Pierce’s approach to research as
being fluid. The difference between Mr. Pierce and the *‘tradi-
tional researcher,” says Mr. Bleier, “‘is that he is not a slave of past
numbers. He uses his intelligence 10 understand the dynamics
that underlie past history and he projects that to new situations
and new programs. What he learned brilliantly in research was
how the audience responds. Slice audience response any way you
want—demographics, psychographics, lead-ins, competition—
Fred understands it.”’

To help Mr. Pierce understand it, the ABC research budget has
been increased three to four times in the past 10 years, according
to the network’s current chief of research, Marvin Mord. Mr.
Mord also says that 10 years ago, 80% of the research dollar went
to so-called secondary research—head-counting with Arbitron
and Nielsen figures. Now, says Mr. Mord, more than half the re-
search budget goes to ‘‘self-initiated” research—the whys of
viewer habits and trends, not the how-manys.

But research into the whys of audience patierns still is the
means to the end of how many more viewers ABC can attract. Mr.
Pierce describes ABC’s climb 1o number one as an accomplish-
ment that was done by *‘providing a broad-based, popular enter-
tainment schedule.”

The network and Mr. Pierce also did it with both some new
twists on programing methods and returns to the {ried and true.
Among the innovative ideas implemented or pushed by Mr.
Pierce were the short-run tryouts of new series in the spring while
the other networks were turning to reruns— ‘‘we began to involve
the public in our decision-making,” says Mr. Pierce. Out of those
short runs would come such long-term hits as Family, Three's
Company and Eight Is Enough. The miniseries also got its start at
ABC-—although before Mr. Pierce’s appointment as president—
with @B VII, and was developed under him to produce hits such
as Rich Man, Poor Man, How the West Was Won and, of course,
Roots, the highest rated entertainment program in television
history.

Such new concepts were bolstered by a return to an ABC basic
that originated in such shows as Maverick and Sugarfoot in the
fifties and was still a staple in the sixties with such shows as The
Fugitive and Mod Squad: *‘strong, central leading characters,” as
Mr. Pierce says. ‘“We had drifted away from that.”

That theory was behind a dramatic turn-about story in ABC’s
fortunes. Mr. Pierce readily credits Mike Eisner, then with the
network, with applying the theory, but in this case, its application
was so successful that the results still echo through ABC’s sched-
ule: Mr. Eisner detected a strong, positive audience reaction to
the secondary character of Fonzie in a then-marginal show called
Happy Days. Fonzie went to the fore and the program and a spin-
off, Laverne and Shirley, are among television’s top-rated pro-
grams.

But there’s another factor at work in Mr. Pierce’s programing
thinking, the icing on the research cake. It’s referred to by Mr.
Eisner as “*a very good commercial instinct.” Consultant Mike
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lkegami inaugurates
the era of
one-person ENG camera crews.

A remarkable new television camera is
ready for ENG broadcasters, a new-generation
camera significantly more compact, yet higher
in performance than any prism-optic ENG cam-
era now offered.

The new HL-79A is like other Tkegami cam-
eras in its performance and reliability. This
tradition is well-known in the industry. It dates
back some si